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survey monitor

Online market research booming, according to survey

European online research firm Ciao
interviewed 260 market researchers
in Europe and North America who
are users of online research to com-
pile the Ciao Online Research
Barometer. It showed that the vast
majority of online research users
(87 percent) expected that their
company’s use of online would
increase in the next six months.
Over a third (36 percent) said they
expected it to greatly increase.

The survey also asked researchers
their reasons for choosing online
over other methodologies. Seventy-
three percent cited time advantages,
and 71 percent competitive pricing.
Nearly two-thirk mentioned the

use of multimedia elements (59

percent) and access to complex tar-
get groups was a reason cited by
over half (53 percent).

The survey also illustrated the
scope of today’s online research
arena. Over two-thirk of online
research users had used online for
satisfaction studies (73 percent),

8 | Quirk’s Marketing Research Review

A&U studies (71 percent) and con-
cept tests (68 percent). In terms of
business sectors, online is used
across a wide breadth: 80 percent of
respondents had used online for
consumer goods research and 40
percent for business-to-business
research. For more information visit
WWW.clao-ag.com.

Study analyzes home
improvement queries

Tom Kraeutler and Debby
Robinson, hosts of The Money Pit,
a nationally syndicated home
improvement radio show, recently
teamed up with Fred Miller, presi-
dent of Consumer Specialists and
managing director of the Home
Improvement Research Institute
(HIRI), to determine the most
common pro blems and projects
home improvement-minded con-
sumers sought to tackle in their
pleas to the program.

Among the findings of their
analysis of almost 2,000 listener
calls and e-mails to the program
over the last two years:

* Men we re one-and-a-half times
more likely than women to ask
h ow to do a project, perhaps prov-
ing that men will ask for directions.
Women, on the other hand, we re
four times more likely than men to
call and ask how to fix a project
gone wrong.

* The top 10 projects consumers
have questions about were: floor
coverings; plumbing; windows/sid-
ing; kitchen/bath; valls/ceilings;
heating/air conditioning; oofing;
bugs, pests and rodents; indoor air
quality/mold; and
basements/crawlspaces.

* Women we re twice as likely as
men to use e-mail to ask a home
improvement question.

* Women we re over twice as like-

www.quirks.com

ly to ask a safety question than we re
men.

Kraeutler says that callers to the
program are looking for easy-to-
understand answers for home repair
projects and 14 percent of those
reaching out to the show did so
purely to get a product recommen-
dation from the expert team.“They
are often confused by advertising
claims and turn to us for indepen-
dent guidance on the right prod-
ucts, economical ways to complete
their projects, new ideas - and even
to prevent them from getting in
over their heads,” he says.

Surprisingly, more men (63 per-
cent) than women (37 percent)
contact the show to ask questions
and they do so in disproportionate
numbers to the actual audience
make-up. “We know that 46 per-
cent of our audience is women yet
they only account for 37 percent of
those who contact the show. It may
be that while women are playing an
increasingly major role in home
improvement, they still may be
somewhat more reluctant than men
to reach out for help,” says
Kraeutler.

Key home improvement topics
for women are plumbing;
kitchens/bath; roofing; bugs,
pests/rodents; indoor air
quality/mold; basements and crawl-
spaces; and painting and wallpaper-
ing. Men prefer to talk about floor
coverings; windows/siding; founda-
tions; insulation/ventilation; and
decks.

“In our industry more than half
of all home improvement dollars
are spent by women,” says
Robinson. “While it might not sur-
prise you to learn that women
show more interest than men do in
kitchen/bath or painting/wallpa-
pering topics, even we we re sur-

continued on page 82
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names of note

Betsy Frank has been named to
the newly created position of exe c-
utiwe vice president, research and
planning, at Viacom’s Calble
Networks, Film and Publishing.

Tiicycle, Inc.,a Chattanooga, Tenn.,
provider of technology products
and services to the carpet manufac-
turing industry, has named Caleb
Ludwick market intelligence man-
ager.

Peter Picard has joined Teenage
Research Unlimited, Northbrook,
Ill., as research director.

Brad Harmon has been named
vice president, consulting services,
at Walker Information, Indianapolis.
The firm has named three new
project directors to its client ser-
vices department: Jessica Kirsch,
Joel Schaafsma, and Christina
Will. Walker also has promoted the
following associates in the client
services and technology depart-
ments: Jennifer Geise to director,
IT project manager; Rebecca
Tearman to programmer/analyst
2;and Brian O’Rourke and Mike
Schwarz to programmer/analyst.

Michael Frantz has been named
executive vice president - market-
ing services, of NOVO 1, Inc, a
Waukesha, Wis., direct marketing
firm. Marketing research will be
among his new responsibilities.

10 | Quirk’s Marketing Research Review

Steve Carroll has joined J.D.
Power and Associates, Westlake

Carroll

Village, Calif., as a senior partner
and executive vice president of
client services.

Maura Lewis has joined New
York search engine marketing
agency icrossing as director of ana-
lytics.

New York-based IMAP Research, a
division of The Ziment Group, has
named Mike Kelly president.

Jennifer Karsh has joined C&R
Research, Chicago, as a qualitative
research director with InVision, the
company’s qualitative division. In
addition, Joy Boggio has been
named senior manager of coding.

John Carter has joined the con-
sumer products division of New
York-based Ipsos as vice president.

Jeff Carroll has joined FocusVision
Worldwide, Stamford, Conn., as vice
president of VideoMarker services.

In addition, Jennifer VanGele has
been named senior account direc-

tor for the Southeast territory.

John Kerr has been named
account associate at Directions
Research Inc., Cincinnati. The fol-
lowing have joined Directions as
associates: D ebra Miller, senior
data analyst; Steve Decker, project
manager; Jeffrey Krohl, on-site

www.quirks.com

account manager; Amanda Chalk
and Michael Hunter, resecarch
assistants.

London-based research firm
Synowate Healthcare has named
Simon Woodlock chief financial
officer. Separately, Synovate has
named Christian Batte as general
manager of its Maghreb (Morocco,
Algeria and Tunisia) operations.
And Andreas Zachariou has been
named general manager of
Synovate’s UAE office.

Millward Brown has announced a
number of appointments. Joanna
Seddon has been named executie
vice president. At Millward Brown
France, Anne Monnier has been
named head of client service;
Robin Pellaton has been named
client service director; and Kalya
Ousmane has been named associ-
ate client service director. At
Millward Brown UK, Sara Law
has been appointed associate
account director.

Derek Allen has been named
senior vice president, marketing
sciences at Research International,
Chicago.

Netherlands-based VNU has
named Rob Ruijter chief financial
officer, effective January 1, 2005.

Maria Santonato has joined
Product Ewluations, Inc., La Grange,
I1l., as an account executive.

Following Kjell de Orr’s appoint-
ment as group managing director
of GfK Martin Hamblin, Andrew
Reid has taken over his role as the
global head of strategic accounts
and client development (SACD) in
Germany-based GfK’s Custom
Research division.
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product and service update

IRI links with TiVo to

measure impact of DVRs
Chicago-based Information
Resources, Inc. (IRI) is now offering
a measurement service designed to
measure ad effectiveness among
households using digital video
recorders (DVRs). The new IRI
BehaviorScan DVR Service will
enable national advertisers to quantify
the impact of DVR technology adop-
tion on ad effectiveness and, ultimate-
ly, brand and category sales. The ser-
vice was developed in close coopera-
tion with TiVo, Inc. and is supported
by a consortium of national advertis-
ers in the CPG industry. Through the
agreement, IRI will provide TiVo
DVRs to its BehaviorScan household
panelists who choose to participate in
the program and obtain viewership
data licensed from TiVo to deliver
insight into the rapidly evolving
media world.

The service uses the BehaviorScan
in-market testing service to analyze
the purchasing behavior of house-
holds who subscribe to the TiVo ser-
vice compared to households without
the TiVo service, in the same market.
IRI will place the TiVo units in a por-
tion of their existing panelists’ homes
who have agreed to allow TiVo to
track their exact viewing behavior in
order to form the basis for compari-
son. For more information visit
www.infores.com.

Database covers U.S.
hospitals, doctors
The new 2005 United States
Healthcare Database includes infor-
mation on more than 7,000 hospitals,
25,000 nursing homes and 400,000
doctors. Each record is indexed by
such features as name, address, phone
and fax.The database is available in
Excel format on CD-ROM.The data
can be selected by state or other crite-
ria such as type of practice. It can be
used on an unlimited basis.

This database covers over 250,000
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key personnel and facility contacts.
Information includes senior managers
at each facility (including purchasing,
IT, nursing, etc.) along with mailing
address, direct-dial phone numbers
and fax numbers. It also includes
updated information on hospital
ownership, beds, employees, admis-
sions, discharges and specialized ser-
vices. For more information call 416-
765-0028.

Service provides ratings for
online radio

New York-based firms Arbitron Inc.
and comScore Media Metrix have
introduced a new service designed to
provide traditional broadcast ratings
for the online radio industry. America
Online’s AOL Radio Network,
Yahoo!’s LAUNCHcast, and
Microsoft’s MSN Radio and
Windowsmedia.com have signed on
as charter subscribers for the new ser-
vice. The service, which is named
comScore Arbitron Online Radio
Ratings, is the result of collaboration
between Arbitron and comScore
Media Metrix. The data will be
released monthly.

The comScore Arbitron Online
Radio Ratings service is based on a
subset of approximately 200,000 U.S.
participants within the comScore
global consumer panel. Using propri-
etary technology, comScore captures
the online behavior of these panelists,
including online radio listening
behavior. The service will provide
customers with average quarter-hour
and cume audience estimates for tra-
ditional broadcast dayparts and demo-
graphics. This allows online radio to
be planned and bought using the
same metrics as those used by tradi-
tional radio. For more information
visit www.arbitron.com.

Perseus updates
SurveySolutions/EFM

Perseus Development Corporation, a
Braintree, Mass., research software

www.quirks.com

firm, has released Perseus
SurveySolutions/EFM (Enterprise
Feedback Management) 1.1, the latest
version of its Web-based survey appli-
cation. SurveySolutions/EFM allows
enterprise managers to centrally man-
age and control the survey practices
of their organization by applying con-
tent approvals and controls through-
out the entire survey process in a
secure, shared environment. In addi-
tion, users can produce surveys, col-
laborate on survey projects, and get
the results they need without having
to rely on IT resources. New features
include: a step-by-step questionnaire
designer, improved usability, increased
deployment flexibility, expanded
report types, and enhanced invitation
designer. For more information visit
WWW.perseus.comnl.

New tool lets users bookmark

focus group videos

FocusVision Worldwide, Inc.,
Stamford, Conn., has launched
VideoMarker CD Recording. During
focus group sessions, back room
observers can make video bookmarks
of key moments or quotes, and then
receive a CD from the facility when
the sessions end. The CD includes the
session video and all the marks made
by all observers. It also includes the
VideoMarker Editor software which
allows users to review the video, make
additional marks, and create video
clips for placement in e-mails or
PowerPoint slides.VideoMarker CD
Recording will be available in the fol-
lowing facility networks in the first
quarter of 2005: Schlesinger
Associates, Focus Pointe, Delve,
Fieldwork Inc., and GroupNet. For
more information visit www.focusvi-
sion.com.

Doane studies Asian soybean

rust
Doane Marketing Research, St. Louis,

continued on page 86
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research industry news

N ews notes

Crain Communications Inc.,
parent of Advertising Age, has pur-
chased American Demographics maga-
zine from Primedia Inc. and shut it
down. Crain plans to incorporate
coverage of demographic trends
into Ad Age and AdAge.com.

San Francisco-based CfMC has
adopted a new logo, color scheme
and signature line: “Research
Software” CIMC has been known
as Computers for Marketing
Corporation over the years,
although researchers and clients
increasingly havereferred to the
firm as simply CEMC. With this
redesign, the company now is
known exclusively by those four
letters.

N ewYork-based Nielsen Media
Research and Univision
Communications, Inc.
announced that Univision has dis-
missed litigation that sought to halt

Nielsen’s use of Local People Meter
(LPM) service in Los Angeles, and
Nielsen has withdrawn its motion
against Univision under California’s
Strategic Litigation Against Public
Participation (SLAPP) statute.

LPMs, which measure TV ratings
electronically, have been used in Los
Angeles since July 8, 2004.The
Media Rating Council, which inde-
pendently audits ratings systems, has
conditionally accredited Nielsen’s
LPM systems in New York, Los
Angeles and Chicago and fully
accredited Nielsen’s LPM system in
Boston. In 2005, Nielsen will intro-
duce Local People Meters into
Philadelphia, Washington, D.C.,
Dallas and Detroit; and will launch
the service in Atlanta in 2006.

Arbitron Inc., N ewYork, has
selected Octave Technology Inc.,
College Park, Md., a softwa re and
technology company, to explore the
possible integration of passive auto
identification (ID) technology -

Calendar of Events January-March

Strategic Research Institute will hold its
annual conference on marketing to U.S.
Hispanics and Latin America on
January 24-27 at the Wyndham Miami
Beach Resort, Miami Beach, Fla. For
more informationvisit

www. stinstitute.com.

ESOMAR will hold “Age Matters:
Interpreting Needs, Developing
Strategies” on January 30-February 1 in
London. For more information visit
WWW.esomar.org.

ESOMAR will hold a conference on the
financial services industry on February 1-
3 in London. For more information visit
WWW.esomar.org.

ESOMAR will hold “Innovate!” a confer-
ence on research innovation, techniques
and technology, on February 27-March 1
in Paris. For more information visit
WWW.esomar.org.

The Northern California/Pacific
Northwest Chapter of the Marketing
Researd Association will hold its annual
Las Vegas conference on March 9-11 at
the Treasure Island Hotel & Casino. For
more in formation visit
www.ncpnwmra.org/calendar.htmi.

ESOMAR will hold its Asia Pacific
conference on March 13-15 in Tokyo.
For more informatim visit www.eso-
mar.org.

Britain’s Market Research Society will
hold its annual conference on March
17-18 at the Barbican, London. For
more informatim visit
www.mrs.org.uk.

Salford Systems will hold its Data

M ining 2005 Conferences on March
29-30 in New York and on April 4-6 in
Barcelona. For more information visit
www.salforddatamining.com.

14 | Quirk’s Marketing Research Review
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such as radio frequency identifica-
tion (RFID) functionality - into
Arbitron’s Portable People Meter
(PPM) system. The two companies
expect to gain a greater understand-
ing of the capabilities of passive
RFID readers and chipsets for
media and market research applica-
tions as well as develop insights into
the likelihood, costs and challenges
in integrating these technologies.

Waukesha, Wis.-based Call_
Solutions has changed its name to
NOVO 1, Inc.

Acquisitions

N ew York research firm Schulman,
Ronca, & Bucuwalas, Inc. has
acquird Cincinnati-based Catalina
Marketing Research Solutions
(CMRS), formerly Alliance
Research. CMR S/ Alliance will be
integrated into SRBI’s Marketing
Insights Division, also headquar-
tered in the Cincinnati area. Specific
terms of the agreement we re not

disclosed.

The Fairfield, Conn.-based
Kantar Group has acquired
Cannondale AssociatesWith
offices in Wilton, Conn., and
Evanston, Ill., the company provides
strategic consulting services in areas
such as category management, trade
promotion, channel development
and frequent-shopper data analysis,
as well as offering proprietary soft-
wa re solutions and industry bench-
mark research to augment these
consulting services. All senior
Cannondale management, including
Jack Ryder, John Carlson, Paul
Crnkovich, Ken Harris, Bob
Hilarides, Sven Risom and Don
Stuart, will remain in their current
positions with company.

The NPD Group, Port

continued on page 88
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software review

Pulsar Web

For respondents, the Internet has
changed the face of marketing
research. Years ago, “marketing
research” might have meant to them
a mail survey or a customer com-
ment card . Nowadays it could just as
easily be an online survey or a Web-
based panel. The Internet hasn’t had
quite the same kind of impact for
client-sideresearchers, many of
whom still work with paper-based
tables and the occasional electronic
document.

But that could change with the
arrival of Pulse Train’s Pulsar Web,
which offers table and charting using
a highly intuitive Web browser inter-
face. For users of Dimensions, SPSS’s
suite of survey design and analysis

applications, it also provides not one
but three different ways to pluck data
from Dimensions.

The product is an evolution of
desktop-based Pulsar, which first
came out six years back. The desktop
version still has the edge on speed,
and is simpler to set up if the online
analysis is destined for an audience of
one or two. It also contains a few
featuresthat have not yet made it to
the Web version, but Pulse Train
promises they soon will.

Desktop interface in a Web

b rowser tool

The Pulsar Web interface looks and
feels identical to its desktop counter-
part. In terms of speed, there is a

Pulsar Weh hy Pulse Train (www.pulsetrain.com)

Pros

* Very easy drag-and-drop table building

 Can populate with pre-defined batches of tables

» Customizable interface to add or hide
complexity from users

* Works with SPSS Data Model, either
directly or via an import

Cons

* Hierarchical datasets are a challenge

* No multivariate statistics or statistically-
driven data visualization

¢ Can’t text search questions or tables

* Web program only works on Windows and
only with Internet Explorer

16 | Quirk’s Marketing Research Review

www.quirks.com

Editor’s note: Tim Macer is managing

director of London-based meaning Itd.

He writes as an independent software

analyst and advisor. He can be reached
at tim.macer@meaning.uk.com.

slight lag compared to the desktop
version, but not to the extent that it
becomes annoying. There is no spe-
cial softwa re to install, although dis-
appointingly, it refuses to work at all
unless you use a recent version of
Internet Explorer and Windows - a
matter of company policy, I am told.
But it does mean that users can con-
nect immediately from the office, or
even when working from home or
out on the road, to what will always
be the most up-to-date version of
the data.

In Pulsar Version 3, the user inter-
face, which was starting to feel clut-
terad and tired, has benefited from a
huge tidy-up. Pleasing, crisp lines,
graphics and intelligent use of screen
space make the program very acces-
sible to even occasional users, as does
comprehensie drag-and-drop sup-
port. To the left of the main window,
a resizablepanel contains an
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Explorer-style tree of folders and
items, which are either the questions
to choose, or the tables that have
already been produced, according to
which of the two views are flipped
into. A larger panel, to the center and
right, is where all the action takes
place: defining then viewing tables
and charts.

In the Variables view, you can drag
and drop questions into the top or
side of a table, or into the “planes” to
create 3-D tables of any complexity
you like. Variables are organized into
folders, or “classes,” created by the
programmers who import the data. It
is vital that this folder structure is
understood properly or you will
quickly get frustrated tracking things
down. Unfortunately, there are cur-
rently no text search capabilities in
Pulsar to make finding things easier.

Smart charts

A table can be transformed instantly
into a chart, and here another
improvement emerges. Pulsar 3 uses a
new charting engine to produce
great-looking graphs with very little
effort. While many struggle to get
charts right in Excel or PowerPoint,
this close-coupled tool overcomes
most of the mundane but time-con-
suming problems of using tools not
designed to handle crosstabs. Present
it with a table containing frequencies
and percentages and other values and
it automatically filters out subtotals
and other clutter you have to remove
manually in Excel and the like.

Almost a data portal

Tables can also be output in several
formats, including Excel worksheets
and HTML Web pages. In fact, the
tool is starting to take on the feel of a
Web portal-building tool, for along-
side the reports and variables, you can
bind in other non-Pulsar documents
such as a questionnaire as a Word file,
examples of concepts or stimulus
materials as Acrobat files and so on.

It also has individualized username
and password-driven access control,
which you can define, as an adminis-
trator, to determine who is allowed to
view each survey, and even which

18 | Quirk’s Marketing Research Review
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Less-advanced users can be given a simplified interface by deselecting any functionality

you do not wish them to have.

program options you will allow them
to use. For instance, you can lock
down the tools available to novices so
they can only use frequencies and
percentages, and open up other statis-
tics such as significance tests for
power-hungry users.

The program lacks very little in the
classic crosstab arena, but anyone
looking for tools to help reveal latent
trends, through correlation, regres-
sion, factor or cluster analysis will be
disappointed: you would do better
looking at mTAB, Espri or MI Pro,
or, of course, SPSS. And although you
can define new variables in the pro-
gram, the crosstab interface should be
next in line for a makeover - it is not
as intuitive as the rest of the suite.
Hierarchical data, never a strong point
in the Pulse Train stable, is also a bit of
a struggle, and is not always feasible.

The new Quanvert?

It is cost that has fueled the research
industry’s mission into cyberspace,
with falling response rates adding the
odd boost. The opportunities for cost
savings are not always so easy to see
on the results side, especially since
clients still usually want to see a full
set of tables. Setting them up online
also effectively doubles the DP work.

www.quirks.com

Clients tend to see this as a value-add,
and not something they want to pay
twice over for.

This was where Quanvert was
ingenious, as it converted Quantum
tables virtually automatically. For
maybe 10 percent extra work, you got
100 percent of your tables loaded into
a client-driven analysis tool. It is
exactly why Pulsar Web is clever: it
too has this ability to load in pre-
defined reports as well as build new
tables and save them.

The developers at Pulse Train have
skillfully navigated through the shoals
of the SPSS Dimensions Data Model
to provide not one but three routes
from Dimensions to Pulsar without
anyone having to rewrite a single
question label or tab definition.

Method one lets you run directly
from the Data Model in real time,
though once you exceed a few thou-
sand records, the time the Data Model
takes to deliver the data becomes so
noticeable that it is better to use one
of the other options. Method two lets
you extract the data from the Data
Model and then create an optimized
database, rather like a Q u a ntum data-
base, which is inverted to give very
fast performance.

Pulsar databases can also be built



from data imported via triple-s, which
opens up error-free importation from
a wide range of other manufacturers’
data collection tools that support this
standard, such as Confirmit, GMI and
CfMC. Of course, it will also interact
directly with Pulse Train’s own
Bellview data.

With its sights on the Quanvert
user, Pulse Train has pioneered a
Quantum importer, which it has
called called Leap. This somersaults
over the yawning chasm in SPSS’s
Data Model treatment of Quantum
files, which contains questions but no
tables. Leap reads the Quantum spec
and the Data Model to recreate both
variables and tables. Bizarrely, none of
SPSS’s tools let you do this. Even
more bizarrely, there is no equivalent
Leap importer for Pulse Train’s own
Startab tabulation package: you would
be better off starting in Quantum.
However, as Leap is XML-based,
which makes it highly adaptable, the
importer could soon incorporate
other tabulation sources too.

Making the Leap
Several Leap users I spoke with con-
sidered the import was virtually per-
fect, pointing out that the few items
that it cannot recreate, such as net
lines (or subtotals) and the occasional-
ly mangled grid question, are again
due to Data Model gaps.

Germany-based research firm GfK
is using Pulsar Web in Germany, the
Netherlands and Spain, and has been
testing it at GFK-CRI Custom
Research in the U.S.“We see more of
our clients are asking for the facility
where they can look at their own
data,” says Toni Lohmann, GfK opera-
tions director. “It makes it very con-
venient for them - and for us as well -
to know we are all working with the
same set of data. As we set up the
reports for the client, we also set up
access for the internal clients and sales
people. With Quanvert we have to
send out the database individually to
our all our clients, which we do not
have to do with this. We just update
the data on the server.”

GfK was seeking a more modern
replacement for Quanvert that would

still allow it to publish sets of tables to
clients. “Quanvert has not had a new
interface for a long time,” says
Lohmann. “It takes a while to get
used to it. This is not the case with
Pulsar Web, which is very intuitive to
use. It is a powerful tool and it pro-
vides charting which is not available
in Quanvert.”

Another attraction was that Pulsar
Web could sit easily within existing
business processes. GfK uses
Quancept for its CATT and CAPI,
and Confirmit for its Web surveys,
and produces tables using Quantum.
In fact, Leap was largely developed by
Pulse Train at GfK’s instigation.

Research International, another
global agency, is also introducing
Pulsar Web to some of its customers
as one of a range of analytical and
delivery tools. Jaw Stoute, IT/DP spe-
cialist in the firm’s Rotterdam,
Netherlands office, has worked on
several Pulsar projects. Comparing the
tool to Quanvert and also SPSS, he
says:“So far, Pulsar seems like a happy

medium. It does not do some of the
very complicated things but it is good
for allowing clients to go in and do
some additional tables, set filters and
set sub-groups within their data. The
drag-and-drop functionality makes it
easy to use and the new charting
engine allows for a lot more flexibility
for people to customize the charts.”

Stoute also had used Leap to con-
vert Quanvert data. “We often prede-
fine many online charts; it is fairly
easy to make these in Pulsar Web.
Leap is number one on my list of
good things. There are some small
translation limitations but overall, it
works well.”

Asked if using tools such as Pulsar
Web can offer economies to either
research company or client, Stoute
says: “I do find that putting systems
in place with clients does save me
time. But that is not our primary
concern: we see it as something we
should do as a service to our clients,
to allow them to get additional
insights from the data.” [Q
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qualitatively speaking

Moderating and

motherhood:

strategies for success

Today, quality of life has become
almost a cliché; we speak about want-
ing it, but reality sets in and “quality”
shifts to “quantity” of life and time. As
is written in The Tao of Pooh,“One
cannot save time; one can only spend
it wisely.”

‘Women tend to have special issues
in this regard. We have never been
better educated, which comes with
high expectations, both self~imposed
and communicated by others. And so,
many of us marry, have children, own
homes, and work in jobs that our
fathers would have been proud to
have. It’s all very heady and potential-
ly satisfying. Except what we’ve done
is take on a full-time job on top of
already having the full-time job of
raising children/running a home.

We're told to “stop and smell the
roses,” and so we put that on our list
and, when we pass a flower, we slow
down sufficiently to take a quick sniff,
and then check it off our to-do list.

For my own part, I never planned
to achieve “superwoman” status.
Thirty years ago, I anticipated that I
would get married, have children and
quit work until the children were able

20 | Quirk’s Marketing Research Review

to fend for themselves (in truth, that
doesn’t happen until they become
parents or move a minimum of 25
miles away, but that’s another tale).

But something happened on the
way to becoming a soccer mon.
When I was pregnant with my first
child, my then-boss made a “radical”
proposal:“How about working two
days a week doing qualitative
research?” Back then, it was nearly an
oxymoron to have a part-time career.

Believing that working two days a
week wouldn’t get me reported to the
Department of Child Welfare, I
accepted. Over these 30 years, my
work commitment has stretched to
mega-full-time and I went on to have
three more children. I tell my children
that they can look forward to rich
therapeutic sessions with their shrinks
as they complain how their mother
missed their baseball game, school
play, parents’ night, science fair, etc. In
truth, however, they seem to have sur-
vived the “abuse.” And I have gained
perspective and knowledge that I pass
along to other young women tanta-
lized and also dismayed by the possi-
bility of “wanting it all.”

www.quirks.com

Editor’s note: Sharon Seidler is senior
vice president of C&ER Research,
Chicago, and a qualitative researcher
in C&R Research’s qualitative
division, InVision. She can be reached
at sharons@crresearch.com or 312-
828-9200.

Balance is elusive and illusive. Just
when you think you've got it, things
go out of whack. Every Sunday,
would pore over the calendar and
micro-manage every household
chore, carpool and play-date. And
every Monday, complaints and snafus
would erupt. Though I don’t believe
that life follows a how-to seminar,
here are some suggestions for career
moms that have worked for me.

1. Marry the right person, and stay
married.

Actually, a tax attorney gave me
that advice, saying that it is the best
route to financial security. If this does-
n’t happen the first time, you might
want to try again. For me, having a
full partner has made it possible to
have children and a career. (For some
women, not having the wrong person
makes it possible.) No household job
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needs to have a gender attached to it.
Both of you bring home the bacon,
so both can fry it up.

No one ever asks a man how he is
able to combine a career with having
children.

2. Make technology work for you.

Become a specialist and proponent
of online focus groups or online bul-
letin board techniques. Focus on the
pluses of assembling a group from dis-
parate geographies, while you stay in
town.

New mothers who go back to
work and want to continue to breast-
feed should do it - even if your job
involves travel. Wear dark, loose
clothes. Pack a breast pump (they
even travel well these days).Your baby
will be very happy to see you when
you return.

3. Embrace the phenomenon of the
blurring of home/office.

Have a computer at home with full
access to your work files. The distinc-
tion between home and office has
become more blurred than the dis-
tinction between a supermarket and a
drug store.

Some people resent a lack of dis-
tinction between home and business.
They like to come home and know
they’re home, and not at the office.
This sounds nice, but it’s unrealistic
and counterproductive. If you have an
extra hour to do work at home, doing
it can free you to walk your child to
school in the morning or go to his
band concert.

I know the counterargument: work
is elastic.You’ll end up simply putting
in more hours and not enhancing the
quality of your home life. Only you
know if you can make this
home/office blurring work for you.

4. When you spend time with your chil-
dren, be sure to spend some one-on-one
time with each one.

Don'’t always take them out as a
group, especially on the weekends.
Time spent with one child is worth
much more than time spent with all
of them together. It’s less efficient, but
more effective and satisfying.

5. When you’re on the road, stay in
touch.

I used to spend telephone time
helping my children with homework.

Daddy also helped, but I think my
kids thought it was pretty cool to get
a call from mom. E-mail, of course, is
a terrific mode of communication.
Take pictures of cities you travel to;
send them back via computer or just
share them when you get home. If
your child has a cell phone, get a fam-
ily plan that allows free family calls.

6. Take your child to work...and take
your work to your child.

Qualitative research typically
involves a lot of travel. When each of
my children was old enough, I took
him/her on a trip with me. A couple
of times, I arranged to have a baby-
sitter take my child on a child-friend-
ly excursion (museum, exhibit, etc.)
during the day while I worked. And
when you have downtime, you and
your child can tour the city, share din-
ner, and take a plane ride home. My
children fondly recall these special
mini-getaways. And, it’s worth pulling
a child out of school for a day or two.
Not sure how to find a babysitter?
Ask the field service to recommend
someone they know well who is
trustworthy and wants to earn some
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extra money.

Similarly, talk to your children
about your work and what it means
to you, to them, and the whole fami-
ly. Talk to them about something of
substance from a project you're
working on (of course, don’t dvulge
client confidences - you never know
who they’re repeating it to on the
playground). Get your children’s
input - what would they do, is this a
good idea, how would they change
it?

Tell them what you like about your
work. Tell them you know it’s hard for
them not to see you at all the school
functions, and that you're proud of
their independence and accomplish-
ments. Finally, tell them that because
you’re working, the family will be
able to take a nice vacation.

7. Be proactive about tightening a
schedule to reduce nights away from home.
Today, it’s common to work with

women who have young children. I
love the camaraderie of working
moms, so be direct and say “I need to
be back home, so could we start a lit-

tle earlier and work a longer day so
we can take an earlier flight back?”
Don'’t put a plan together until you’ve
checked the flight schedule.

8. Carve out your own job description
and become indispensable.

I’'m not advocating that you tell
your boss that you need to come in
at 10 and leave at 3. At least, not
from the get-go. Rather, identify
what you'’re really good at, or could
become good at, and slowly begin to
implement it. If you see a need in
the company or a new role for your-
self, set goals and attempt to sell this
new role.As you achieve success,
you will be in a much better bar-
gaining position to convince the
company to take a pragmatic
appmach. If you can accomplish
these wort hy goals while maintain-
ing an idiosyncratic schedule, you
might break the 9 to 5 barrier.

9. Recognize that you are working for a
better life and lifestyle.

If you are working so hard or long
that it backfires and is actually impair-
ing the quality of your life, your work

isn’t accomplishing its goal and you
need to make a change.

Recognize that any change you
make doesn’t need to be permanent.
It is unrealistic to believe that one will
have just one career. Multiple careers,
changes of careers, and career pauses
are becoming de rigueur.

It’s o.k. to stop for a while; you're
not quitting, just stopping.You should
not confuse your career with your
life.You’ll know when it’s right to
answer the career call again.

I wanted desperately to provide
10 guidelines, not nine. Ten is such
a good, even, round number. But
because I'm tired, not feeling very
creative and have to get on an
early flight tomorrow, I 've decided
that it is a show of strength, not
weakness, to give up at number
nine. Write to me if you see a tenth
substantive rule for living life as a
working mom. I’d love to hear
from you. And I'll answer even if
you send it outside the 9-5,
Monday-Friday scope!




data use

Getting your

money’s worth
virtual targetin

It’s all about bang for the buck.You
have a database of] say, 10 million vot-
ers. Or 10 million consumers. Or
100,000 association members. The
database is chock full of goodies. Not
only the normal stuff, such as demo-
graphics (gender, age, income, etc.),
and political information (party affili-
ation, donations given, primary and
general elections last voted in), but a
wealth of other personal information.
For example, whether the list holder
rents or owns his home, the number
of private schools in the district,
whether there is a working woman in
the household, the number of chil-
dren in the home, whether they have
a DVD or have contributed to a
health or environmental organization,
whether they own a sports utility
vehicle or subscribe to magazines, etc.
An election is looming, and in
effort to reach swing voters or ener-
gize those who potentially support
your core issue, your organization
would like to hit those potential tar-
gets with a direct mail piece or a
phone call. Something that will ener-
gize or sway them. Or perhaps you
work at a credit card company and
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would like to mail out a sampler to a
million or so homes, but want fewer
people to toss the piece in the trash
without so much as a glance.

Let’s say you are trying to reach
swing voters in the state of Utopia, a
swing state where things are not per-
fect. We know from those existing
records that we expect about 20 per-
cent of the list to be swing voters.You
could mail out a flyer to all 10 mil-
lion, knowing that the hit rate is
about one-in-five. Or you could tar-
get only swing voters and dramatical-
ly raise your efficiency and lower your
costs. Only you don’t know who they
are. So you can’t actually target them.
But you can build a model and make
a very educated guess:You can virtu-
ally target them.

In addition to your primary data-
base, you have, say, 10,000 records
from which you are able to determine
your target group. These records
could be drawn from other lists, pri-
mary research where ID numbers
allow you to identify back to the
main list, or company databases. These
records give you the ability to build a
link between swing voters and char-

www.quirks.com

with

Editor’s note: Michael Lieberman is
founder and president of Multivariate
Solutions, a New York statistical and
market research consulting firm. He can
be reached at 212-656-1711 or at
michael@mvsolution.com.

acteristics to help define them. What
virtual targeting will do is to build,
and test, a profile of who your target
is.

The basics of virtual targeting
‘What distinguishes our target group,
swing voters, from non-swing voters?
Are there characteristics which could
be used to identify them? How can
we make, on the basis of several indi-
vidual attributes, one assessment on
the likelihood a given person is a
swing voter?

Virtual targeting answers these
questions using a blend of statistical
techniques that 1) identifies distin-
guishing characteristics of the target
group and then 2) builds a linear
equation that can be applied to each
of our 10 million records to calculate
a score. When sorted, the hope is that
the group with the highest scores will
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Significant variables
Age Under 40=3 41-65=2 g5+=1

Bank credit card

General Election 2000
General Election 2002

affiliation
Married 1=Married, 0=Other

Primary 2002
Primary Electlon 2000

Unemployment Rate in Lhopia
Working women in Household

Figure 1

Group Definition: Swing Voters
Utopian Voter Survey Sample

Attend Religious Services Regularly

Contribution to Environmental Group

High Private school attendance district
Housshold party, 2=Mixed, 1=Republican, 3=Democrat, 0=No

Party registration, {1=Rep, 2=Dem, 3=ind)

Subscribed to one or more magazines or publications, responded to
a survey, or entered a sweepstakes within the past 2 years

be the more likely swing voters.

The first step

The first step is to take the myriad
variables available to us and, using our
known swings, discover which vari-
ables distinguish our target group
from our non-target. There are two
techniques that can be applied, regres-
sion analysis and CHAID - a chi-
square technique that creates a tree-
like output. The variables at the top of
the tree are the most useful to distin-
guish between swing/non-swing, and
as the variables run down the branch-

es their importance diminishes. Still, a
variable that emerges in the top five
to six branches is a good candidate for
the final model.

A detailed explanation of regression
and CHAID analysis is beyond the
scope of this article. Basically, what
each does in this case is to create a
baseline variable - a measure of asso-
ciation - between our target group
and characteristics available in literally
hundreds of variables in the entire
database. It enables a weeding-out
process.

In our example, the swing voters of

Utopia, we have run through the first
step in the virtual targeting. We have
run a regression and CHAID, and the
attributes shown in Figure 1 have
come up significant.

Not surprisingly, many political
variables, such as election frequency
and party affiliation, have made it into
the model. After all, what we are
looking for is a potential politically
neutral block of voters. Naturally,
those who are not politically neutral
(for example, primary voters) would
be an evident distinguishing variable.

However, other not-so-obvious
demographic and social attributes
made it into the model. For example,
if the person is married, lives in a dis-
trict with high private-school atten-
dance and has a bank credit card,
chances are that his or her swingness
can be more easily identified.

Step two

Now we know what should be placed
into the model. Either the initial
regressions or CHAID trees have told
us. So the next step is to run the
model.

There are a number of multivariate
techniques that can be used for this.
They can have fancy names, such as
logistic regression or forecasting
membership by way of using an
exponential probability model. These
work in the proper situations, and
sound pleasingly fancy to satisfy the
clients that we are adding enough
oomph to the equation so that it will
be sophisticated. In truth, many credit
card companies run these techniques
on their enormous databases with ter-
rific results.

Applying Knowledge

Burke provides decision support services for marketing,
operations, quality and human resources.

INCORPORATED

www.burke.com
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Figure 2

Group Definition: Swing Voters
Utoplan Voter Survey Sample

Varlables Present In Model Equation

Party registration, (1=Rep, 2=Dem, 3=ind)
Contribution te Envirenmental Group
Working women in Household
Unsmployment Rats In Utopla

Primary 2002
Artend Rellg
Marrled 1=Marrlad, 0=Other

Sarvicos R

Standardized
Diseriminant
Cosfflclents

0.31
0.10
0.10
0.04
0.00
0.05
-0.08

Subscribad to one or mare magazinas or publications,

responded to a survey, or entered a sweepstakes within the

past 2 years
Bank credit card

High Private schoaol attendance district
Age Under 40=3 41-65=2 §5+=1

=0.06

-0.08
-0.08

Housahold party, 2=Mixed, 1 P
O=No affillation

General Election 2002
Genaral Election 2000
Primary Elsction 2000

-0.18
028
029
038

However, Utopia is a state that likes
its meat and potatoes. And, to be fair,
our interest is to produce clear results
that can be easily back-coded to the
main list. So here I choose to use dis-
criminant analysis, a multivariate
technique that measures our input
variables and produces coefficients
that give us a measure of how much
each attribute discriminates between
swing voters and those who are com-
mitted.

Discriminant analysis produces a
discriminant function. That is, a linear
equation where coefficients are multi-
plied against the respondent attributes
to produce a score. Derived from the
discriminant score, a likelihood of
each group membership (i.e., swing-
ness) is calculated based on who we
know are swing voters from the
smaller sample. To put it simply, the
respondent fills out the form and gets
a score, which is then compared to a
chart to see if he has a good chance of
being a swing voter.

As in all sophisticated statistical
analyses, a blizzard of output accom-
panies the procedure. There are three
outputs that we need to examine: the
beta scores of the discriminant func-
tion (known as the raw coefficients),
the standardized coefficients (which
tell us which are the best variables),
and the discriminant score coupled

with the percentage likelihood that
score describes a member of our tar-
get group - swing.

The raw and standardized coeffi-
cients are used for descriptive and
classification purposes, which I will

cover below. The discriminant score,
when calculated afterwards, is the
instrument used for future classifica-
tion.

In the virtual targeting model there
is one more measure which is not
necessarily used with discriminant
analysis. We are looking for the
strength of the model as it specifically
applies to identifying swing voters.
The method is straightforward. The
software, after it runs the analysis,
gives each respondent in the analysis a
score. We sort the list from highest to
lowest score, then look at, say, the top
10 percent. The idea is to see how
much better the sorted list is than a
random sample. For example, with
our Utopian list, we expect 20 per-
cent of voters to be swing. If we take
the top 10 percent of our sorted list,
and 30 percent or them are identified
swing voters, we can see that our list
is 50 percent more efficient than a
random sample.

Let’s roll
Okay, let’s roll and see what happens.

Mail surveys—from start

to finish, we can help

Readex Ressarch’s Mail Research Center can help you with your
mail survey resaarch. We can handle & project from start o
finish, or seambessly pick up just those steps that you don't want
to handlea, Yeu can fit us in 8t any point in the process, from
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Not surprisingly the most discrimi-
nating factor is that the person is an
independent. That is, not a member of
either political party. The two other

gious group and there is a working
woman in the household.

Not surprisingly, if a person has
voted in the primary election in

Figure 3
Group Definltion: Swing Voters
Utopian Voter Survey Sample
Raw Discriminant Coded
Function Answerto  Sum of Raw
Variables Present In Model Equation Coafficlents* Question  Discriminant
Party reglstration, (1=Rep, 2=Dem, 3=ind) 0.75 1 075
Confribution to Environmental Group L ° 0.00
Working woman In Housahold a.83 1 0.83
Unemployment Rate In Utopla o18 1 0.18
Primary 2002 0.16 3 0.47
Attsnd Religlous Servicas Regularly 013 o 0.00
Married 1=Married, 0=0ther 013 1 0.13
Subscribed to one or more magazines or publications,
rasponded to a survey, or entsred a sweapstakes within the 012 T 0.83
past 2 years
Bank credit card o1 1 011
High Private school attendance district 0.00 1 0.00
Age Under 40=3 41-65=2 65+=1 0.00 1 0.00
party,
O=Ho affillation .82 4 -0.08
‘General Election 2002 -0.04 3 0.1
‘General Election 2000 0.23 1 0.23
Primary Election 2000 -0.38 2 4.73
Usad to caicuisis discriminant scons Di Score 1.8050

telling factors to determine swing is
that the person contributes to a reli-

2000, or in a recent general election,
he has a high negative coefticient. It is
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Figure 4
SCORE PROB
2.65 82%
2.64 80%
261 80%
2.59 T9%
2.56 T9%
237 6%
2.36 8%
2,38 6%
238 768%
2.36 T6%
2.00 &1%
2.00 1%
1.88 61%
1.99 1%
1.42 50%
142 50%
141 48%
1.4 48%
0.00 33%
0.00 33%
40.01 3%
0.1 3%

unlikely that he is a swing voter.

Virual targeting is both descriptive
and predictive. The descriptive side,
illustrated by Figure 2, explains which
factors rise to the top (or bottom)
when running the model. This can be
very interesting information. However,
the real power of the technique lies in
the simple ability to predict a peson’s
group. This is where the real bang for
the buck comes in.

The chart in Figure 3 illustrates how
a given person receives a discriminant
score. The raw coefficients (not stan-
dardized, as above) are multiplied by a
respondent’s answer, then tallied to cre-
ate one score. At the bottom of Figure
3 this example’s score has been calcu-
lated. It is 1.9950. So, is that good?
Keep reading.

The final useful output in our exam-
ple is a list of all discriminant scores and
the probability of that score’s respon-
dent being a swing voter. This output
can be sorted and displayed in a table
which is partially shown in Figure 4.

This table is rather long, and func-
tions as a look-up table.When one per-
son goes through all the survey and



Figure 5
% Of Sample

% Total that is Swing index

Sample Voters {Base=20%) % Better
0 0 0 0
10 41% 205 105
20 35% 175 75
30 3% 155 55
40 29% 145 45
50 27% 135 35
60 24% 118 18

has his score totaled, that score can be
compared to scores on this look-up
table to see what is the percentage
chance that that person is a swing
voter. In our case, 1.9950 has a 60
percent chance of being swing.

Call him.

How good?
The last, most important step: How

good is the model? Would it make a
lot of sense to score all 10 million?

A reading of the chart in Figure 5
from left to right goes like this. When
the known swing voters are scored,
and the scores are sorted highest to
lowest, what percentage of the top 10
percent are swing voters? The answer,
according to this chart (second col-
umn), is 41 percent. We would expect

one-in-five (20 percent) to be swing
if people were just randomly selected.
So, if you divide 41/20, you get 2.05.
Or, in other words, the model has
more than doubled the efficiency of
finding swing voters. The index,
which multiplies this number by 100,
is 205.That is high.

If you look at the top 20 percent of
sorted sample, 35 percent of those are
swing. Or, the model is 1.75 times
more efficient with an index of 175.

As we work our way down the
sample in order of score, the efficien-
cy lessens. This is to be expected, since
lower scores indicate less likelihood of
being a swing voter.

Think about it. The organization is
sending out one million pieces. If it
does not run the virtual targeting, it
can expect to reach about 200,000
Swing voters.

If it does run the virtual targeting,
and applies the scores to the general
database, it can expect to reach
410,000 swing voters spending the
same amount of money. That’s bang
for the buck.

amers For Over 25 Years.

AllH/A Research Group, customer satisfaction isnt
just a goal - it's areality.  That's why our customers
retum again and again. QOur intensive interviewer
hiring and training process yields superior
interviewers, Superior Inleniewers means supenor
resulls, with a higher level of productivity.  Plus, our
state-oi-the-art systems combined with innovative
phone center management softwane, such as
CATHelp and Collective InfoSystems. make the
I/H/R experience second o nona.

Let WYH/R Research Group make customer
salisfaction a reality for you cn your next project, with
top quality data collection at the lowest prices, on-
time results, and the attention to detail you deserve.

VIR Research Group
(800) 254.0076 - (703) 7340757
wwwiihe-reseorchoom © infol@ibr-research.com

www.quirks.com Quirk’s Marketing Research Review | 29



by the numbers

The

cool

of chi-sg

As many marketing researchers are
aware, there are statistical tests
built into the programs we use to
showsurvey data. Most of these
are set to operate at the 90 or 95
percent confidence level, and
automatically test the difference
between percentages in specified
columns, as shown in the mock
data example in Table 1.

As some marketing researchers
are aware, the automatic test built
into the survey programs is not
the right test to use when there
are more than two subgroups.You
need a statistical test that will look
at three percentages simultaneous-
ly, and that test is the chi-square
(not to be confused with its
cousin, the chi-square goodness of
fit test).

The chi-square test looks at all
the percentages and tests to see if
what we have is different than
what we would expect to have by
chance alone. The logic behind it
is actually deeper than this article
will go, but, at one level it is cool.

Take a look at the mock data in
Table 2 as an example. We want to
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know if the three percentages dif-
fer significantly statistically at the
95 percent confidence level. If
they do, we will hypothesize that
awareness decreases with educa-
tion level.

As Table 2a shows, the first step
is to eliminate all the things that
make the table pretty, and (oddly
enough), to eliminate the percent-
ages that we are interested in test-

Editor’s note: Stephen J. Hellebusch is
president of Hellebusch Research &
Consulting, Inc., Cincinnati. He can be
reached at 800-871-6922 or at

info@hellrc.com.

ing. We also add a new row. Since
awareness is a zero-one concept
(you are either aware or you are
not), we add the number not
aware, which we get just by sub-

Table 11 Would wou eat the product with a fark?

Base — total per araupy | (1551 (1453
Yo Fa
e 44 5 £
Mo L4 32
Dont Know 2 3
T m ALSUSHLEY ARy QIFTAret ab B 355 Dol Leno (a0

Table 2: Awaraness of Qur Bellisirno by Education Level Among Users

Education Level

Eaza — total per group {501 (2041 [ENEY]
% e Y
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through the whole formula for chi-

Table Ja: swarenass of Our Bellisime by Education Level Among Users

square, since it can be found many,
many places, and the rest of the
logic of the test is the same as for
all statistical tests of difference.

(Compare the obtained chi-square

to the table value of chi-square that
one would expect if the percentages
did not differ; if it is bigger, the
e percentages differ. If it is not, they
do not.)

The logic compares the actual

anle Th: Awareness of OQur Bellisimo b

cell values to the cell values you

FURAFE 210 64 12y would expect if the percentages do
a5 & 91 not differ, given that the row totals
Jot Aware 291 116 175 | and column totals are what they
o - | are.You are comparing all of the
=22 sid percentages at once, but the logic is
tracting the number aware from column total and dividing by the based on the number you expect to
the total. Next, we add the rows to  total. For the first cell of 250, we see in each cell. Better still, you can
get totals, and put the bases in as would expect (421x501)/1003 = calculate that number and see for
the column totals. 210 to be in it. For the Some yourself, if you are so inclined.
The chi-square test actually College/Tech School + Aware cell, Is our example chi-square sig-
compares all the numbers in the (421x200)/1003 = 84, etc. The nificant at the 95 percent confi-
cells to the number that you would idea is neat. Table 2b shows the dence level? It certainly is! Of
expect to be in the cell by chance.  actual numbers and the expected course, it was constructed to have
You get this number for one cell values in boldface. large differences, so that is really
by multiplying the row total by the That’s it. Thereis no need to go no surprise.
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S Case history ey adam Froman

online research

Broad appeal

ou are project manager for a telecomnunica-
tions company s customer satisfaction survey.
To put the survey in the field, would you send
an army of door-to-door interviewers across
the country? Or perhaps would you arrange
for home-based interviewers to call customers? Or would you simply
hire a centralized, computerized phone room to do the job?
For today’s project manager, the answer is clear. In fact, it’s hard to imagine
what it must have been like to conduct quantitative research before AT&T pio-
neered computer-assisted telephone interviewing (CATI) with a customer sat-

isfaction survey in 1971.

Respondents react WeII to I think it is fair to say that without CATI,
b road ba n d _ base d resea rch the field of marketing research would not

approach

Editor’s note: Adam Froman is president
of Delvinia Interactive, a Toronto
researdrand marketing firm . He can be
reached at afroman@delvinia.com or at
416-364-1455 ext. 222.
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have the influence it does today in corporate
boardrooms, political backrooms and news-
rooms.

And I bet tomorrow’s market research professionals looking back to the
CATT era will find it hard to imagine how the research business could have run
before the Internet.

Recruiting Internet panels for text-based scripts is now fairly common and
represents simply a shift of the questionnaire from the CATI operator’s com-
puter screen to the survey participant’s computer screen - much as CATT itself’

shifted pencil-and-paper surveys into an automated, centralized system.

www.quirks.com
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Something new

But the most exciting new Internet
survey technology is just a little fur-
ther out on the horizon. Broadband
Internet platforms will offer some-
thing completely new: they marry
the consistency of well-crafted tele-
phone (and now, text-based
Internet) scripts with many of the
visual and interpersonal advantages
of focus groups.

Almost anything you want the
customer to see or hear - TV pilots,
virtual 3-D images of products
under development, radio jingles -
can be tested on the broadband
Internet. According to Stephen
Popiel, senior vice president of
Millward Brown Canada,
“Broadband data collection tech-
nology makes polling the nation
easier, faster and more convenient
for participants and researchers
alike”

Popiel came to this conclusion

after overseeing a controlled broad-
band research experiment funded by
an applied research grant from the
Department of Canadian Heritage
and CANARIE Inc., a non-profit
government and private partnership
advancing Internet technology in
Canada.

The experiment was straightfor-
ward. Nissan and Expedia.ca each
supplied a television commercial
which was tested using Millward
Brown’s traditional LINK ad testing
methodology and standard market-
ing research industry recruiting and
data analysis techniques. Those
results we re compared with results
from an online version of the same
ad test, which used Delvinia’s
AskingMedia broadband platform to
turn LINK into an online tool.

As always in marketing research,
the success of the offline and online
ad tests depended on recruiting.
One hundred people were recruited
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for each test. For the offline LINK
test, standard telephone recruiting
was used. Respondents we re paid
$50 to come to a central Toronto
focus group facility to view and
react to a TV commercial. The opti-
mum time frame to recruit 100
respondents for an oftline LINK to
a central location is two weeks.

Obviously, for the broadband test
we screened for high-speed Internet
access. With cable and DSL penetra-
tion now nudging 50 percent in
Canada, this was not an obstacle and
will be even less of one as more
people get online and existing users
update their Internet technology
(70 percent of Canadian households
and 95 percent of businesses are
online).

Among the project team, howev-
er, there was some concern that one
qualifier could indeed prove an
obstacle for the online test. While
Expedia required a general sample

E e [t
g -\.m
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UNMLEASH THE

POWER OF
INTERNET SURVEYS.

LET THE EXPERTE

T

IR MO B ALY ISR

HELFE ¥Yau ACROSS8
THE DNOITAL DOIWVIEDE.

of Canadians, for Nissan we had to
screen for Canadians who intended
to make an automotive purchase
within a particular time frame and
budget - indicators with an inci-
dence of less than 1 percent. A total
of 20,000 recruiting e-mails were
sent out on nationally. H ow long
do you think it took to find our
sample. Two weeks? Two months?
Hamddly: in one day we had our 100
online completes.

Here’s what those respondents
saw. After answe ring screening
questions to establish that they fit
our profile a video hostess intro-
duced the survey. (In our test, the
hostess was not live and interactive,
but the technology is in place to
handle that requirement - cost
would be the only barrier.)
Respondents we re streamed video
of a commercial and by moving
their cursor they we re able to react
to it in real time. They then
answered questions on the product
attributes and the ad itself, follow-
ing a rational skip pattern.

To lower stress for the companies
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testing creative, our AskingMedia
broadband platform streams video
in such a way that it can’t be saved
or replayed later, ensuring the secu-
rity of the creative. The attractive-
ness of the creatiw is protected by
Macromedia’s Flash technology,
which reduces image drop-off and
so enhances viewing pleasure.

Make it user-friendly

In addition to evaluating consisten-
cy between online and offline
methodologies, it is important to
ensure that the survey tool is at
least as user-friendly as current
industry standards. Most offline
research uses a CATI approach,
which puts no response burden on
participants. However, Internet-
based surveying has increased sig-
nificantly over the past five years.
Yet simple inspection of most
Internet surveys suggests that little
thought has gone into the
ergonomics or user-based princi-
pals that would make these systems
simple and easy for respondents to
use. It appears instead that, aside

www.quirks.com

from the use of radio buttons and
the odd sliding response scale, most
people simply translate a wo rd doc-
ument into an HTML survey.

One of the main goals of the
b roadband tool developed for this
use was to build a tool that made it
easy for respondents to complete a
survey. At the end of the Nissan
survey a series of questions probed
participants about the actual survey
experience.

A majority felt that this survey
was better than surveys they have
done in the past. Fifty-one percent
felt that the survey was better and
an additional 33 percent felt it was
the same. Only 8 percent felt it was
worse than other surveys they had
completed online.

More specifically, respondents
found the survey to be easy to use,
easy to navigate and just under half
were very satisfied with the down-
load time. Roughly two-third of
all respondents (60 percent) found
the survey easy to complete.
Moreove r, three-quarters (73 per-
cent) found the survey easy to nav-
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igate through. Less than half (48
percent) were very satisfied with
the time it took for the video to
download, but this is as much a
function of computer hardware and
limitation of the Internet at present
as it is the survey tool.

Some have suggested that online
surveys should be the same as tradi-
tional paper-and-pencil surveys and
contain as few embellishments as
possible. This implementation con-
tained a virtual hostess who could
be accessed at any time and answer
questions. Response to the hostess
was favorable: 58 percent had a
very positive impression of the it.
Most of the responses indicated
that the hostess was helpful. A
minority felt that it was not need-
ed.Very few (3 percent) indicated a
prefermce for an in-person hostess.

Respondents we re also asked
about their impression of the user
interface (the look and feel of the
hostess). A majority (52 percent)
had a very positive impression of
the interface and a third (33 per-
cent) had a somewhat positive

impression. Responses to the inter-
face focused on such thing as ease
of use (27 percent), design (18 per-
cent), and the fact that it works
well (12 percent). S even percent
mentioned that it was fast/quick.
Nonetheless, not all feedback was
positive. Some felt the screen was
too small (8 percent), or download
time was too slow (5 percent) or
the survey was too long (4 per-
cent), which is technically not part
of the interface.

One caution

While Popiel feels that in the main,
there is no reason to suspect that
the online and offline samples are
not comparable, he issued one cau-
tion for researchers comparing
broadband ad testing results to
databases of results from telephone
interviews or anecdotes from focus
groups: respondents to broadband
surveys, like mailed ones, answer
alone and so tend to score emo-
tional factors lower than do people
reacting to another person. But
Popiel says that since the pattern of
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responses over a whole question-
naire is the same, it’s easy to adjust
online scores with an algorithm for
comparison with existing offline
databases.

Hard costs for online ad testing
with a national sample are about
the same as for offline testing in
one location. Soft costs are lowe r
for both the market research firm
and their client - since eve rything
happens faster,less staff time is
required to manage the project.

Thereis always a turning point in
the adoption cycle of a new tech-
nology, when novelty attains ubiq-
uity, when technology becomes
commodity, when the discretionary
morphs into the necessary. There
was a point at which the toaster
ceased to be a technical innovation
and became an appliance.

For broadband ad testing, that
turning point is fast upon us. I
know of several firms conducting
broadband ad tests this year.I pre-
dict that by 2010, when we say a
survey is “in the field,” we’ll mean
it is online. | Q)
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> Case hIStOI’y By Colleen Maher

mystery shopping

Delivering results

s the shipping/delivery service industry has
grown and new players have entered the market,
the United States Postal Service (USPS) has
become keenly aware of the need to continu-
ously improve. In an industry with numerous
choices available to the consumer, the Postal Service focuses on
three objectives that are key to its success: improving customer ser-
vice, maintaining a high-quality and consistent post office environ-
ment, and operating at a high level of efficiency.
To help determine where it stands in relation to each objective and how it
can improve, the USPS implemented a mystery shopper program. As with
most mystery shopper programs, the Postal 3

Service’s program is designed to help its

IVI yste g y S h 0 p pi n g i m p roves th e frontline employees strengthen the service
cu StO mer ex pe r i ence fo r Posta I they give to customers and accurately per-

Service patrons

Editor’s note: Colleen Maher is
corporate communications manager at
Maritz Inc., St. Louis. She can be
reached at 636-827-4380 or at
colleen.maher@maritz.com.
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form the standard operations of the com-
pany. The mystery shoppers anonymously
visit post offices, role-playing as customers,
while performing specific transactions,

recording observations and evaluating the outlet.

A

The information gathered by the mystery shopper is used to assess
whether each site meets exemplary customer service standards, p rovides
highly accurate transactions, and complies with the basic standards of quality %
set forth by the USPS. The Postal Service combines these results with results
from its own quality service and accuracyresearch to provide a more inte-

grated picture of what’s happening on the front line where customers actu-
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ally experience the USPS brand.
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Evaluating the knowledge of the
salespeople and the accuracy of each
transaction are key components to
increasing revenue for the USPS. By
identifying opportunities to increase
knowledge of products and services
among its workforce, the Postal
Service can develop better training
programs. “The mystery shopper pro-
gram helps standardize transactions
and identifies key areas for improve-
ment among USPS frontline workers,”
says Richard W. Rudez, manager, retail
operations, United States Postal
Service. “This helps give customers a
uniform experience regardless of the
retail outlet they visit, which helps
build customer trust and loyalty.”

The same principles of consistency
apply to appearance. “Customers
should see the same information and
point-of-purchase displays at each post
office,” says Rudez.“Not only does
this better educate and influence cus-
tomers in their purchasing decisions,
but it also reduces the amount of time

customers have to spend at retail out-
lets.”

Mystery shoppers also evaluate
whether all the necessary signage, and
specific point-of-purchase displays are
present, as well as whether Postal
Service representatives are compliant
with basic uniform standards.

Determine compliance

The overall objectives of the mystery
shopper program are to evaluate
selected post offices to determine
compliance with procedures and iden-
tify areas for improvement. To imple-
ment this program at approximately
8,800 retail units, the USPS contracted
with the Virtual Customer Division of
St. Louis-based Maritz Research,
which provides mystery shopping ser-
vices nationally and internationally.
“Maritz conducts approximately
70,000 mystery shopper visits annually
at select USPS post offices,” says Gina
Wiseman, vice president, Maritz
Research.

www.quirks.com

The program is designed to ensure
high-quality, accurate results by adding
several levels of accountability. “For
example,” says Wiseman, “the USPS
shops the top revenue-producing
offices in each district. Additionally,
individual post offices are selected ran-
domly to receive additional shops.
Each post office in a district will have
an equally random chance of being
selected and can be shopped up to two
additional times each quarter.”” A senior
statistician at Maritz designs and
implements a comprehensive sampling
plan for a proportionate amount of
shops each quarter based upon the size
of the district. This ensures accurate
results and eliminates overshopping of
smaller districts and neglecting larger
districts. “A program of this size must
have a highly developed and structured
framework to ensure high-quality,
actionable results for the USPS,”
‘Wiseman says.

Accurate data collection is crucial to

any research project; however, mystery
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shopper programs have additional
areas of concern due to possible
human error and bias. “We address
these issues by a) developing question-
naires that are easy to use, b) collecting
an accurate sample size for each dis-
trict, ¢) properly preparing each shop-
per for his or her shop, and d) holding
each shopper accountable for accurate
results,” Rudez says. Maritz and the
USPS continue to update mystery
shoppers throughout the program by
providing them with scenarios and
questionnaire exercises each quarter.
Rudez says the questionnaires are
designed to eliminate individual bias
by asking straightforward questions
with little room for interpretation and
are assessed upon completion.
Questionnaires consist primarily of
diagnostic (yes/no) questions, if/then

questions related to a specific response
or situation, and mystery shopper
comments. For specific diagnostic
questions, if the evaluator responds
“no,” he or she is expected to provide
detailed comments as to the reason
for the response.

According to Wiseman, Maritz has
a growing database of 50,000+ mys-
tery shoppers and more than 4,400
prepare for USPS’ mystery shopper
program using materials developed by
the USPS and Maritz. Shoppers must
complete a project review, including
information materials and program-
specific questions, before being
allowed to participate in the program.

The information includes the fol-
lowing;:

* scenarios explaining how the
shoppers must conduct their shops;

Find out what colors people
want...before you paint it!
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* rules the shoppers must adhere to
when conducting their evaluations;

* evaluation guidelines, ensuring all
data collected is uniform and easily
translatable into actionable client data.

The mystery shopper must send a
provided sample parcel of a specific
size and weight, which is calibrated
before mailing. After conducting the
transaction at the post office, the shop-
per reports on the amount charged for
the package in addition to the shipping
options oftered by the retail associate.

Make it actionable

A key to collecting any type of data is
making it actionable for the client.
“Our goal is to deliver understandable
information that the USPS can use to
improve its service and operations,’
says Wiseman. “The results of each
completed mystery shop are distrib-
uted to all levels of the Postal Service
via a highly customized reporting
Web site, developed by Maritz.
District coordinators share the results
with each post office and its employ-
ees. They can quickly and easily use
the results as a training tool to
improve customer service.” Each
quarter, executive summary reports
are developed at the national and area
levels. These reports provide the
USPS with a graphic and narrative
report comparing actual results
against performance goals, highlight-
ing areas to improve and maintain.
Additionally, they highlight the areas
where the USPS is doing well.

“The mystery shopper program has
helped the Postal Service evaluate
how we are performing in the retail
lobby in those areas that are most
important to the customer,” says
Rudez. “By focusing on factors like
wait-time in line, retail associate cour-
tesy and sales skills, we can assess and
improve retail operations and profi-
ciency and ultimately improve the
customer experience.”

In fact, the USPS recently awarded
Maritz Research a Quality Supplier
Award for making a positive impact
on supply chain management, and
achieving positive, bottom-line
results. “To know that we are helping
deliver those kinds of results makes us
all proud,” Wiseman says.
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Taking a page
from the offline
world

onitoring the health of prescription drug advertising can be
Mchallenging for a variety of reasons. Finding the target audi-

ence - doctors with sometimes rare specialties - can be

online research N

expensive and time-consuming. The message content of the advertising
can be complex, often requiring multiple pages of explanation and
proofs of performance. And powerful research diagnostic instruments,
which are essential for pinpointing areas of an ad that require creative
treatment, are critical. For all these reasons, testing multi-page drug
advertising on the Internet would appear to be contraindicated.

For a number of doctor-targeted ad tests conducted by our firm in
the past few months, recruiting doctors for an online interv i ewwas
found to be significantly faster and cheaper than conventional offline
tests, while producing comparable insights and conclusions. Ad page
length, running up to six pages, was found to be correlated with online
measurs of breakthragh power in an intuitive way, with a high degree
of face validity, despite the fact that the Internet removes the tactile
experience of holding a paper journal in your hands. And a way has
been found to replicate online the diagnostic insights which come from
tracking the reader’ visual path through the ad via eye-tracking.

Reduced cost and timing

Doctor interviews are among the most expensive and time-consuming for
adve rtising researchers to collect.
High incentives are needed to moti-
vate doctors to not only take the
time to do the research interview
but also to travel to a central location
where the interviews are collected.
This can be quite a problem when
you are looking for specialists who

A prescription for
testing multi-page
print ads online

may be spread out geographically,
perhaps far from adve ttising research
facilities that have specialized equip-
ment for eye-tracking This factor
adds to the time as well as the money needed to collect these interviews.

The graph in Figure 1 demonstrates the potential advantage, in terms
of cost and time in field, for online doctor interv i ews compared to
those conducted offline. This is based on five ad tests among doctors for
which parallel offline tests we re conducted.

The bottom line is that online testing among doctors can reduce
researcheosts by nearly 40 percent and reduce the turnaround time for
a study by almost one-third when compared to similar research designs
for offline research.
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By Charles Young

Editor’s note: Charles Young is CEO
of Ameritest, an Albuquerque, N.M.,
research firm. He can be reached at
505-856-0763.
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Incidentally, previous “research-on-
research” work by Ameritest (report-
ed in Young, 2002) showed that
results from online print ad tests are
very similar to those conducted
offline. Actually touching the paper
the ad has been printed on does not
seem to be important. It’s the creative
idea that matters!

Multi-page effectiveness
The amount of information in a doc-
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tor-targeted ad is usually much high-
er than it is for consumer advertising.
It usually contains highly technical
language describing specific product
claims and support points, graphical
demonstrations of quantitative clini-
cal results, visuals dramatizing the
emotional benefits of successful
patient treatment, as well as therapeu-
tic qualifiers and legal disclaimers.
Frequently, multiple pages of adve r-
tising space are needed to carry all
this content.

From an advertising re s e a rch stand-
point, one key measurement issue is
to understand the value of an expen-
sive multi-page media buy. In theory,
we would expect that purchasing
more pages would lead to higher lev-
els of attention among readers. In
practice, that is exactly what we
found (see Figure 2).

The stopping power of the adver-

www.quirks.com

tising is consistently related to the
number of pages in the ad, with sin-
gle-page ads getting the lowest scores
on average and the ads with the
greatest number of pages getting the
highest scores.

Importantly, this does not mean
that the creative strength of the exe-
cution doesn’t matter. Quite the con-
trary! When we control for the num-
ber of pages, we find substantial dis-
crimination between the perfor-
mance of individual executions. It’s
just that page length is one of the
variables you have to take into
account when interpreting advertis-
ing test scores.

How do we measure stopping
power on the Internet? It’s simply a
measureof the attention-getting
power of an ad when it has to com-
pete for the reader’s attention against
other ads in a clutter portfolio. It is




measured by giving respondents a
portfolio of print ads to look
through. In the Internet version, the
test ads are shown electronically, with
the respondent having the freedom
to click forward and backward
through the portfolio and spend as
much time on each ad as desire d .
After looking at all the ads, respon-
dents are asked to recall all the ads
they found to be “interesting.”
Respondents recalling the test ad
with interest, as a percentage of the
total number of respondents inter-
viewed, are counted towa rd the stop-
ping power score.

A practitioner’s heuristic model
Stopping power is, of course, only
one measure of advertising perfor-
mance. Other measures may also be
important, such as how well branded
the ad is, what itcommmunicates, how
“sticky” it is in terms of holding
reader attention over time, how
much emotion it generates, how like-
able it is and whether it motivates the
reader. We believe that all these mea-

Finure 3: dmeritest® Pring Modet

sures are relevant to understanding
the complex, nultidimensional
aspects of advertising effectiveness.
Arguing for one measure over anoth-
er frequently sounds like the fa ble of
the three blind men arguing about
the elephant. So, in the online inter-
viewwe collect them all.

The problem for modern
researchers is one of synthesis. How
do you keep track of, and integrate
your thinking about, these different

views of the advertising? As shown in
Figure 3, Ameritest has constructed a
heuristic model - a teaching model -
to provide a roadmap for interpreting
all that data. The interested reader is
referred to Young (2001) for a com-
plete description of this approach and
toYoung and Cohen (2004) for an
account of how key measures in this
model were validated against the
judgment of seasoned aeative dire c-
tors.

Your intuifton.

Sarngale
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Here’s a brief tour of the model.
In it, information is arranged in a
hierarchy that bridges the divide
separating report card systems and
diagnostic systems. At the top is
what pre-testing is supposed to pre-
dict: in-marke results. One level
down are the evaluative measures
that provide the report card portion
of the analysis. Two levels down are

the diagnostic measures that are
correlated with, and therefore
explain, the evaluative measures
above. The arrows in the model
highlight the primary relationships
or correlations between the differ-
ent variables.

Essentially, the model says that
for any print ad to be effective it
must accomplish three things:
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* It must get noticed and attract a
reader.

* The reader must know the
identity of the brand sending the
advertising message.

* Once the ad has the reader’s
attention, it must motivate - e.g.,
generate an interest in prescribing
the drug.

Other variables in the model are
important only insofar as they
help to explain the variables of
stopping power, brand linkage and
motivation - they are diagnostics.
For example, stickiness is not
important in and of itself, but it is
a key component of the flow of a
reader’s attention through the
ideas and images in the ad.

Invent other methodologies
For offline print testing, the “stan-
dard” of diagnostic advertising
research is eye-tracking.
Unfortunately, this is not an option
for online researchers. Yet if we
understand why eye-tracking infor-
mation is so useful as a diagnostic,
we invent other methodologies for
approximating this information in
an online ewironment. Our
approach is to use a patented,
Internet-age version of the classic
tachistoscope (or t-scope) method-
ology. It works because inside every
computer ever built is an extremely
accurate clock - it is fundamental
to the way computer processors
work.

For the eye-tracking part of the
interview, the ad is shown to the
respondents for brief, controlled
periods of time. The first exposure
is a half-second (just long enough
for most respondents to see only
one thing in the ad); the second
exposure is for one second; and the
third exposure is for four seconds.
After each exposure, respondents
are asked:

* What did you see?

* Where exactly in the ad we re
you looking? (This is recorded on a
response grid.)

e If this ad was in a normal
magazine, how likely would you
be to continue looking at or
reading the ad?



The answers to these questions
provide the following insights: the
ad’s entry point or hook (which is
key to understanding stopping
power), the order in which the
respondent “shops” the informa-
tion in the ad (which is key to
communication), the stickiness or
holding power of the ad, and how
long it takes respondents to regis-
ter the brand identity. Figure 4
shows an example of the path of a
reader through the page of a print
ad.

If necessity is the mother of
invention, then serendipity may be
the father of scientific experiment.
With experience we have learned
that this approach actually has one
advantage over eye-tracking. While
the output of this process is some-
thing that looks very much like an
eye-tracking map, we are not mea-
suring behavior, not simply where
the eyeball is pointing, but rather
we are measuring perception - the
movement of the mind through
the ad. With verbatim comments
about what the consumer was
thinking while they were looking
at a particular part of an ad, we
gain additional insights - eg., how
quickly a respondent recognizes a
celebrity, or what message is taken
away in the first second of glanc-
ing at an ad.

Finally, additional tools can be
built into the online interview to
make this channel of information-
gathering more effective. For
example, for copy-intensive parts
of an ad, a rollowr “magnifying
glass” can be used to make it easy
for readers to study even the legal
disclaimers in the ad - if they are
so motivated.

Prognosis looks good

The prognosis looks good for the
future of online print testing of
pharmaceutical advertising.
Internet testing generates the per-
formance measures that make intu-
itiwe sense - and line up with
offline results, as we have reported
in other studies. It also provides the
researcher with powerful diagnostic
measures that explain these perfor-

mance measures and help con-
tribute to the process of optimizing
advertising executions. Finally, by
substantially improving the
cost/value equation, it is more
practical than ever before for quan-
titative researchers to play a valu-
able role in the birth of healthy
advertising.
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There are benefits
to both

online research N

hen bulletin-board focus groups (BBFGs) started gaining
& x / popularity, some qualitative researchers were quick to point

out why online groups are not the same as “real groups,”
implying that online groups were somehow inferior. Many articles and
discussions focused on comparing BBFGs with in-person focus groups,
extolling the virtues of each and but often highlighting the deficiencies
of BBFGs. Champions of online groups countered with long lists of
potential benefits as an apology for the “deficiencies” of online research.
However, in practice, the trade-offs one does make are very often offset

By Matthew Towers

by the advantages of online groups.

In writing this article, the intention is not to diminish the validity or
usefulness of focus groups but to challenge some of the assumptions and
beliefs about in-person groups and to demonstrate some of the less publi-
cized attributes of bulletin-board groups. Most experienced, trained
moderatosknow how to use non-verbal cues, reduce the impact of
dominant respondents, make respondents comfortable in an artificial
environment, probe properly, and encourage timid respondents to partici-
pate. However, this does not mean that these challenges do not exist, just
that good moderators have developed techniques for coping with them.

Challenges of in-person groups
Research observers need to see respondents’ facial expressions and body
language to gain an in-depth under-
standing of what respondents are
thinking.
As a researcher, RIVA- and NLP-

A com pa ¥ i son Of trained, I find it an interesting chal-

lenge to read respondents.

trad iti O n a | a n d Sometimes I do get non-verbal clues

E that indicate when it would be effec-
on I Ine fOC us g Fou pS tive or inappropriate to drill down,
but the flow of the conversation is
my greatest hint about when to
probe or change direction. Unless
one is particularly adept or well-trained at reading body language, how

accurate is the interpretation is likely to be? When it comes time to Editor’s note: Matthew Towers is the
write a report, I report what my clients and I hear or what I can glean founder of Towers Research Services,
from audio and videotapes. San Francisco. He can be reached at
The ability to manage groups is an essential part of being a good mtowers@towersreseach.com or at
moderator; reading body language helps moderators do this. Reading 415-561-3409. He wishes to thank
non-verbal cues may help to get more in-depth information from Jeff Walkowski and David Van Nuys
respondents, but it is not the only way to extract the same level of infor- for their help preparing this article.
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mation and it is not without the risk
of misinterpretation.

Focus groups are a neutral environment.
While qualitativeresearchers are
aware that facilities are an artificial
environment, most researd 1is still
conducted in a traditional facility
setting. The only people for whom
this is a natural setting are facility
staff, moderators and their clients.
Facilities provide a controlled (most-
ly) envirmment where researh can
be conducted with a minimum of
influence from extraneous variables.
In this controlled environment, a
respondent’s physical context and at
least some of the psychological con-
text, is lost. Online research allows
respondents to choose where and
when they participate. M anystudies
have been conducted for technical
products where the normal environ-
ment for the respondentswould
have been in an office or at home in
front of their computers. While
online researh venues may or may
not be artificial, focus group facili-

ties certainly are.

Face-to-fue interviews are the most effec -
tive way to stimulate response from a
group.

While this may be true in general, it
comes at a cost. Observers often
hang on every word one respondent
s ays and ignore the rest of the group.
At times observers or group mem-
bers disregardarespondent’s contri-
butions because they look different
or act strangely. People often pay
moreattention to outspoken, articu-
late participants, and ignore the rest
without any proof that gregarious
people buy more.

It is the moderator’s job to manage
how observers react to and use infor-
mation presented during groups.
Good moderators can minimize, but
not eliminate the effect of the domi-
nant respondents. Good moderators
can encourage shy respondents to
come out of their shells, but can they
make respondents think faster or
instantly become more comfortable
in groups? Good moderators cannot

removeprejudice;at best they can
make observers awa re that it exists.

Focus groups rely mostly on top-of-mind
thinking.

Sometimes research clients insist on
packing the discussion guide with
too many questions, l e aving modera-
tors with little time to probe in-
depth. In such a group, moderators
ask participants to respond to a ques-
tion or other stimulus, and eagerly
wait for theresponse. M any modera-
tors tend to anticipate and rewa rd
quick thinking. Do quick thinkers
buy more products? A re their per-
ceptions more accurate? This is not
an inherent fault of focus groups, but
it is a reality that many, if not most,
moderators face.

People who are articulate have more valid
points to make.

Focus groups rely almost solely on
verbal information fomrespondents.
Respondents who are more com-
fortable writing than speaking are
largely left out of the equation or at
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least marginalized. In fairness, it is
true that with online groups there
might be a bias towa rds respondents
who are more comfortable writing
than speaking, though it is often said
that Americans’ number one fear is
speaking in public.The same is not
said of the fear of writing in pubic.

Unspoken advantages of
bulletin-boarndgroups
Appeamce doesn’t matter; content does.
By using an online methodology,
neither you nor your client can
introduce any of your appearance-
based biases into the research
process. Ethnicity, attractieness and
accents do not flavor the way moder-
ators manage and interpret groups.

Messages to individual respondents don’t
interrupt groups.

With bulletin boards, a moderator
can privately contact individual
respondents without putting them
on the spot. Moderators can send
praise, ask respondents to tone it
down, or eliminate them from a
group without interrupting the flow
of the group or creating a tense situ-
ation.

There is no chance to misread body lan -
guage.

While BBFGs don’t allow modera-
tors and observers to read body lan-
guage, they also don’t allow modera-
tors to misread body language. The
focus ofbulletin-board groups is on
the actual language and content of
the responses.

Respondents can take the time they need
to respond to questions.

For the more timid or contemplative
respondents, BBFGs provide an envi-
ronment where these more reticent
participants can respond in their own
time frame. In focus groups, some par-
ticipants respond quickly, othes follow.
BBFGs can be set so that responses
appear simultaneously; thus speedy
respondents don’t necessarily lead the
discussion. Additionally, because BBFGs
take place over a few days, moderators
have time to review responses and
develop ve ryspecific probes.

Respondents can do homework during
the group.

Respondents can be asked to do sev-
eral homework assignments during
the group. Theycan be asked to
review other Web sites, look at
exhibits and comment on them
without being influenced by others.
They can read concept statements at
their own pace, so they can actually
think about them. Additionally, mod-
erators can ask respondents to share

photos of products or of their home
and office settings.

Observers can clarify and adjust questions
during the group.

Observers can watch the groups
online, adjust product descriptions,
clarify moderator misconceptions, and
add questions with much less disrup-
tion than in-person groups.
Moderators need not interrupt the
group while they try to manage addi-
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tional questions and clarification from
clients in the back room.

Sensitive topics can be handled privately
Sensithe topics can be introduced
individually or to a group so
respondents can respond in the
manner with which they are most
comfortable. Some projects require
two methodologies because some
of the subject matter is sensitive.
With an online methodology, mod-
erators can often combine what

would have been two projects: IDIs
for sensitive material and groups
for non-sensitive issues. With a bul-
letin-board group, the moderator
can send or receie private mes-
sages and share responses without

attribution to a specific respondent.

Additionally, respondents have
greater anonymity, and may be
willing to talk about sensitive sub-
jects that they might not normally
discuss face-to-face in a group.
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Participants can go offline to find
answers.

H ow many times has a moderator
asked a question in a group or IDI
where the respondent could have
answe red if they were able to look
it up or ask a co-worker? Not all
answers are or should be top-of-
mind, and what is answerable
varies by respondent. For exam-
ple, consider questions such as:

H ow many servers are on your
network? What type of firewall do
you use? What is in your closet,
garage or medicine cabinet? How
is your home office set up?

Of course you can ask these
questions in a focus group but the
response is based on the partici-
pants’ memory at that time in that
setting. Moderators rely heavily
on the respondent’s ability to
rapidly recall accurate memories.
Imagine how much more accurate
these responses could be if the
respondent was able to look in
his/her closet, office or network
to get the answer. This is quite
easy to do during bulletin-board
groups.

Respondents can easily share
digital content with the moderator,
clients and fellow participants.
Most bulletin-board software
allows respondents to upload files
and links to Web sites. This can be a
fast and fun method to explore to
learn.

N ew ways

As mentioned at the beginning, the
intention of this article is to chal-
lenge the way we look at the differ-
ence between online and in-person
groups. There are many aspects of
in-person groups that are invaluable
- such as the personal interaction
between the moderator and their
clients, the energy of a group, and
non-verbal information that in-per-
son groups can provide - but as
with any methodology, in-person
groups also have limitations. While
bulletin-board groups have their
own set of challenges, they also
offer new ways to ove rcome some
of the limitations of traditional

focus groups. | Q
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international research

Rely on your
training

has truly become a smaller place.We now have the ability to con-

duct research around the world, from virtually anywhere in the
world. Due to a variety of factors (such as the advances in telecommunica-
tions, Internet penetration and governmental leadership changes) a research
professional can conduct research across the globe.Why should the research
industrybe concerned about this flourishing capability? For our growth and
survival. But this is not a doom-and-gloom atticle. In fact, with strict adher-
ence to accepted research practices and dogged application of basic research
methods and principles, all savvy researchers can conduct international

The survey research industry has watched over the years as the world

research.

In the latest edition of his Marketing Research textbook, author Naresh
Malhotra states,“The United States accounts for only 39 percent of the
marketing research expenditures worldwide. About 40 percent of all mar-
keting research is conducted in Western Europe and 9 percent in Japan.
Most of the European research is done in Germany, the United Kingdom,
France, Italy and Spain. With the globalization of markets, marketing
research has assumed a truly international character and this trend is likely to
continue.” If the industry wants to continue to grow all involved in research
must develop their international research abilities or be left behind. What is
the secret to successful international research projects? The answer is simple:
skillful coordination by the research professionals working on project.

Various factosshould be considered as one undertakes either a domestic

multi-language project and/or a true
multi-country project. However, rather
than offer up another checklist or

T h er e/S no nee d t 0 how-to formula, let’s take a different

approach What follows are some

fea r i nte r n at i O n a I descriptions of illuminating experi-

research projects jects

ences from a variety of research pro-

*Yearsago, many U.S. based research
firms learned that vacations are a very
serious event in many parts of Europe.
In fact, during the month of August,

whole countries can seemingly go on vacation en masse. This is something

that can certainly change the dynamics of a project, whether it pertains to
sampling bias, the time in field, the deadline or how to interpret the final
data collected. In fact, many of us have learned to consult with our clients
regarding when to field and when not to field projects in these regons.The
general recommendation is to avoid conducting survey research during this
time period.

* In some cases, honorariums can be an issue. Specifically, in Thailand, it
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By Ed Ledek

Editor’s note: Ed Ledek is vice
president, business development, at
Western Wats, a Provo, Utah research
Sfirm. He can be reached at

eledek @uwesternwats.com.
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became rather clear that offering an
honoranum was not an acceptable
research practice. While this approach
works in many parts of world, it is
unprofessional and offensive and hence
not acceptable with businesspeople in
this univesse. So, the incentive was
dropped and the study was completed
without further issue.

* A prepared, professional researcher
will know the unive rse they wish to
represent with the data. For example:
don’t use head-to-head ratings of one
company or product ve rsus another in
certin Asian countries; don’t attempt to
reach males in Guam until after eight in
the evening (local time); for Web sur-
veys in China, extra care should be
taken regarding how to use simplified
ve rsus traditional writing when present-
ing the survey to the respondents, etc.
The list is endless!

* In a January 2000 Quirk’s atticle,
James Velayas opined, “I believe that any
responsible researcher, manager or client
who fails to become personally
involved in the research process puts
both his firm and his career at great
risk...Each phase of the research
process....requires the involvement and
active presence of the responsible party.”
(To read the full atticle, visit
www.quirks.com and enter QuickLink
554.)

In the last several years I've had the
opportunity to manage and direct
research projects across the globe. It is a
very rewarding yet taxing experience -
much like the process here at home.
That is, no matter where we fit in the
research process, we must approach it
properly, soundly and with the passion
referred to by Velayas This type of
approach has afforded me several wo n-
derful learning experiences.

In the mid-1990s I was in St.
Petersburg, Russia and learned quite
quickly the briefing of a project is as
vital to a group of interviewe s and
supervisors as it is to such a group in
New York, Chicago or Salt Lake City.
D uing the briefing, the group started
to get a little noisy and as I was about to
say something, a grandmotherly lady
raised her voice and told the group to
quiet down and pay attention. The
room fell silent. The translator told me
what had been said.To that, I looked at
the group then to the woman and
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enthusiastically said, “Da. Da. What she
said!”We all chuckled and then got
back to business.

Several yearslater, in Malaysia, I
learned how to work with people of
differing socioeconomic and religious
status. While conducting the training
Kuala Lumpur, I had people of two dis-
tinct ethnic groups (and, as it turned
out, differing political leanings) start to
get ve ry passionate in expressing their
feelings. I had been briefed this might
happen and was told it was best to steer
away from the issues and topics that
stirred these opinions. As the discussion
developed, we were actually able to
have a substantive exchange regarding
the sensitive topics and the participants
went away rather surp rised by our abili-
ty to have this discussion professionally
and peacefully.Through this experience
I learned that it is possible to gently
guide interviewe 1s and moderators to
broach sensitive subjects in a constru c-
tive manner.

At another point, in Cambodia, I
garnerad a couple of important
lessons. The first occurred before we
started fielding the project. It began
with the translation. The firm we were
working with in the U.S. had already
commissioned the survey to be trans-
lated from English to Khmer (the
main Cambodian language). As we
prepared, I politely insisted we have an
exhaustie reve rse translation session.
That eventually involved the original
translation partner, two local
Cambodians, who worked for the
client, and myself. Essentially, I had my
trusted colleague from the client com-
pany read to me what each question
said from Khmer to English (of
course, he did not have the English
ve tsion in front of him). We then
debated and worked on or approved
each and every question. This took a
day and a half, but when it was com-
pleted I felt the U.S. client would be
confident that the survey that went to
field was as accurately translated as
possibk and “matched” the English
ve rsion either in word or intent,
depending upon the Khmer language.
This taught me that any survey trans-
lated from English to another lan-
guage should be checked via a revesse
translation process, to ensure the
instrument conveys the questions

www.quirks.com

according to client desires.

* Around the world, there are many
people in the research profession who
risk serious consequences to them-
selves and their families as they per-
form their work as a professional
researcher. In some countries, respon-
dents are risk-take rs as well. In
Cambodia I witnessed a man, whom
we recontacted to conduct a valida-
tion, admit he feared for his physical
well being after speaking with our
people the previous day.

Many governments do not want the
researh profession to take hold and
progress in their respective countries
because survey research (both public
opinion polling and marketing
researh) when carried out correctly
can be a powerful tool for change. In
fact, in the International Journal of Public
OpinionTom Smith wrote recently,
“...despite these noble principles, sur-
vey research, the main scientific
method to collect, analyze, and distrib-
ute information about demographics,
behaviors, and opinions, is banned or
restricted in much of the world.”

After all, knowledge is power! Why
do respondents around the world
sharetheir opinions? Why do we want
to obtain their views? This data pro-
vides valuabk insights and guidance
not only to companies but also to
governments and NGOs as they plan
and make decisions. We are gathering
the words of the people.

Basic principles

Though they can seem daunting, we
should not have a fearful attitude
toward international or multi-language
projects. Rather, we should approach
them precisely how we approach well-
run, fundamentally sound domestic or
single-language research projects. If we
are performing our tasks properly then
our international projects will also be
designed using the basic principles we
all know (or should know). Combined
with the “six steps of the marketing
research process” as defined by
Malhotra, we will succeedThese
lessons and insights will, in many ways,
sound similar to those we learned when
we ran our first projects right here in
the U.S. If you adhere to them, you
should have no trouble tackling an
international research project.




What defines
successful e-research?

# Lpsder in p-Panaparch 3 Fespect for resagrch intagrity Tha Py of

o R R S o Barm s Fareey

ol ol B s SO i = |_|_'-r:‘_'.||_" l:_.:l.'_!"'_l.ul'l'l_'.' .:I|'|I'_| o rrwarg (e NTa L |
T T wl Dl e of e e 3 il
FTERL PR O Y E-I”!; g [ I:.j";.:.llr'. LFELrTErs o DN S ey

k. Each maarhe
sipreErh; § s e el

D proilm, Csoicme] el

S & Precision targeting
s maEEy T o g B R el ey e Pagfel]

& Supariar cliont service T U

B ilderr Fo roel aped

Sl FE . O T e e

ST T BT o T ERT] ]
&l 5 ek ) g e Fadat and accurala reswlis R O TR ST T
=i roeae T o ] e g L caily

[ = S i e

. e T R e
waree i skt e onibes

porEs mrl sl o Eeward

E g i araii vy T

e=-Roewards . 500000 deciuos makens o-Flewardy tor miness Pl Growdn

.h il ] I

- Crepr BT e AR il
Py e Bl Bl it & i s iy @ s eid § e i

Business  dmesaicns
& bl g s s R
H s [falsreed oo EeningT
TN, ey R ki
= [ i AT [y
= ik, ]
& Bpriorragnee-Taae] [T

E 7
E .
I

NEiRE

Fur musie wbor saplioe (f Quiriers, [hidse (o1l {:}

Bl EKnaplion, Sermer Vor Preskde sl of Besearch Savvees, @l e-rewards

-EER-SG-EMAIL fr-BE8- 30 -B34E) o viaH e-remarthcomircsnirchora. .




Demographics and
online survey
response rates

online research N

By Kurt Knapton
and Steve Myers

esponse rates are vitally important to survey-based research
Rstudies because the level of error and the studies’ findings

are ultimately linked to the response rates. The Council of
American Survey Research Organization’s (CASRO) definition of a
research survey response rate is “the ratio of the number of inter-
views to the number of eligible units in the sample” (CASRO
1982). It is important to calculate response rates accurately because
they are one measure of the potential bias in the research data, with
a high response rate indicating a lower potential bias. Alternatively,
when low response rates occur, a non-response bias may exist,
where by there is a systematic difference between those who do and
do not respond to a survey measurement instrument. If and when
non-rsponse bias is present (e.g., non-respondents differ signifi-
cantly from respondents) then results can be false or misleading, and
results cannot be generalized to the entire population being studied.

Response rate improvement methods
Since low response rates can produce unreliable research results, a
fair amount of research literature exists examining response rates
over time. Generally, response rates have been found to be declining,
not only in traditional research modes such as direct mail and tele-
phone research (Bickart and Schmittlein, 1999), but more recently
in online research as well (Sheehan
2001). Because lower response
rates can lead to non-response
A StUdy Of non- bias, achieving higher response
rates is an imperative for the
response patterns wescarcher,
A number of research studies
have examined response rates
across multiple research modes (e.g., direct mail, telephone, Web),
and there is a significant amount of research in the marketing and
social science literature re garding methods to increase response rates
(Dillman, 1978). The two methods shown to be the most effective
are: 1) providing currency incentives, and 2) attempting follow -
up/reminder contact. It has been repeatedly shown that providing

o .
financial incentives as a persuasive motivator for reluctant respon- Editors note: Kurt Knapton and Steve

Myers are both officers of e-Rewards,
Inc., a Dallas-based online sample
provider. They can be reached respectively
at kknapton@e-rewards.com and
smyers@e-rewards.com.

dents is a viable and effective technique for increasing response
rates. For example, Goetz, Tyler and Cook (1984) concluded that
financial incentives increased response rates and showed no differ-
ences in the demographics of the incentive and non-incentive
groups. Shettle and Mooney (1999) reached a similar conclusion,
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while Mason, Lesser and Dillman
(2003) found that non-response
error may actually be reduced when
financial incentives are used in stu-
dent population studies.
Additionally, in a meta-analysis of
38 studies reported in the 1970s
and 1980s, Church (1993) conclud-
ed that a small financial incentive
increased response rates by 19 per-
cent. McDaniel and Rao (1980)
compared the accuracy of incen-

tivized respondents vs. non-incen-
tivized respondents and found that
the incentivized group provided
more accurate information and was
more diligent when completing
their questionnaires. Independent of’
financial incentives, it has been
consistently shown that sending
reminder notifications following
the initial survey is also an effective
way of increasing survey response
rates. For example, Dillman (1978)
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reports that reminder notifications
increase response rates among
mailed surveys. King (2002) investi-
gated response rates and data col-
lection strategies for Web-based
employee surveys and determined
that reminder notifications resulted
in an increase in company response
rates, regardless of industry type or
company size. In the same study,
King estimates that online response
rates will be 8-15 percent lower
when organizations do not send a
follow~up reminder. Finally, Kanuk
and Berenson (1975) examined
over 75 articles that addressed
increasing mail survey response
rates and found that follow-up con-
tact and the use of currency incen-
tives we re the only two method-
ological procedures that had any
empirical impact on response rates.
This data suggests that proven
methods to increase response rates
exist and may be used by
researchers as an effective way to
diminish potential non-response
bias.

Online research and non-
responders

The inherent advantages of online
research coupled with the lower
response rates being garnered via
traditional research modes such as
mail and telephone has led to an
overall industry endorsement of’
Web-based surveys. As online mar-
ket research becomes a larger por-
tion of the research mix, the ques-
tion arises whether patterns of non-
response observed historically in
traditional research modes are also
present in online market research.
Furthermore, would such patterns
of non-response tend to occur in
the same demographic groups that
h ave been found to be generally
under-re presented on the Internet
as a whole?

Since the authors we re unable to
locate any research literature devot-
ed to answering the above ques-
tions, the authors prepared this
study to provide researchers with
information that can be used to
appropriately account for, and man-



Figure 1: Profile Of Online Population
(February-March 2002)
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age, patterns of online survey non-
response if and when they exist.
Two separate hypotheses will be
tested:
H1: Patterns of non-response

within an online panel will tend to
exist in the same demographic cate-
gories that have experienced pat-
terns of non-response in traditional
research modes, such as mail and

telephone.

H2: Patterns of non-response
within an online panel will tend to
exist in the same demographic
groups that are known to be under-
represented on the Internet vs. the
general U.S. population.

Non-response patterns in
traditional research modes

S everal key findings have been
observed in studies investigating
patterns of non-response among
phone and mail survey respondents
of differing demographic character-
istics. Dillman noted in 1978 (cor-
roborating Suchman and
McCandless, 1940) that non-
respondents generally tend to have
less education and are older. A
number of recent studies have also
shown that gender has an effect on
response propensity. Specifically, it
has been found that females are
more likely to respond to a mail
questionnaire than males (Collins et
al, 2000). One study reports that
only 31 percent of males responded
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to a mail questionnaire as compared

to 49 percent of females (McCabe
et al, 2002). Other studies, such as
Wardle, Robb and Johnson (2002)
have found that affluence is a fac-
tor; the more affluent the respon-
dent’s household, the greater the
percentage of survey questions
answered. To summarize these

observations among traditional

research modes, non-responders

we re found more likely to be: less
educated; older; less affluent; male.

The online population vs. the

general population

A substantial amount of research
literature exists that is devoted to
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h ow the U.S. Internet population
compares with (and differs from)
the overall U.S. general population.
Five separate studies are cited
below

In 1996, two different studies
found that younger, better-educat-
ed, and wealthier males we re over-
represented in the Internet-based
population (Bonchek et al, 1996;
Kehoe and Pitkow, 1996). It is
important to note, h owever, that the
Internet population has normalized
substantially since 1996, with some
vestiges of over-representation fad-
ing in subsequent, more recent
studies.

A nationwide Harris Interactive
survey conducted by telephone
with a sample of 2,038 adults in
February and March of 2002
sh owed that the profile of the U.S.
online adult population can differ
from the overall general adult pop-
ulation in the following ways
(Figure 1): the online population is
biased towa rd the more affluent; the
online population is biased towa rd
the better-educated; the online
population profile is looking more
likea cross-section of all adults, up
to, but not including, those over 65,
who comprise 16 percent of all
adults but only 5 percent of those
online.

A fourth study was based on the
U.S. Census Bureau’s Current
Population Survey conducted in
2001 which included approximately
57,000 households and more than
137,000 individuals across the
United States (Figure 2). The study
findings we re presented by the
National Telecommunications and
Information Administration
(NTTIA) and the Economics and
Statistics Administration in a paper
titled, “A Nation Online: How
Americans A re Expanding Their
Use of the Internet” (Washington,
D.C., February 2002):

e The online population is under-
represented in the 50+ age group.

* The online population is under-
represented in the black and
Hispanic ethnic groups.



Figure 3: Percentage Difference Between U.S. Population and U.S. Online Population
{Households with PCs Connected to the Iaternet)
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* The online population is under-
re presented in the “less than high
school” and “high school diplo-
ma/GED only” educational groups,
while over-represented in the
“bachelors degree and beyond”
educational groups.

* The online population is under-
re presented in households earning
less than $25,000 of income annu-
ally, while over-represented in
households earning over $50,000 of
income anmally.

* Since August 2000, males and
females have had virtually identical
rates of Internet use, while in
September 2001, the Internet use
rate was 53.9 percent for males and
53.8 percent for females.

* There was no significant under-
re presentation found in rural vs.
urban dwellers.

* There we re only slight differ-
ences in re p resentation regarding
household types such as the number
of children in the household.

The fifth study cited comes from
the 2003 U.S. Census Bureau’s
Current Population Study
(www.bls.census.gov/cps/comput-
er/sdata.htm). The following items
and graphic in Figure 3 summarize
its conclusions related to demo-
graphic differences that exist

betwen the online and offline
populations:

* The online population is the
most under-re presented in the 65+
age groups.

* The online population is under-
represented in the black/African-
American and Hispanic ethnic
groups.

* The online population is under-
represented in the “less than high
school” and “high school only”
educational groups, while over-rep-

resented in the “some college” and
the “bachelors degree or higher”
educational groups.

* The online population is the
most under-re prsented in house-
holds earning less than $25,000 of
income anmally, while over-repre-
sented in households earning over
$50,000 of income anmally.

Methodology

Our firm, e-Rewards, Inc., a Dallas-
based online sample provider that
provides a currency-based incentive
to survey respondents sourced from
its panel of approximately 1.3 mil-
lion members, analyzed survey
response rate data from over six
million survey invitations that we re
e-mailed to its panel members dur-
ing 2004.To account for any sea-
sonality, the months of January,
April, August, and October we re
arbitrarily selected for survey
response rate analysis across eight
separate consumer demographic
dimensions (e.g., gender, age,annu-
al household income, education
level, ethnicity, marital status,
urban/rural residence, number of
children in household) and two
business/occupational demographic
dimensions (e.g., occupation and
business title). Survey response rates
we re defined as the percentage of
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Figurg 4: Survéy Reiponds Bales by Selected Demograghs: Profile Variables
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outbound e-mail survey invitations
sent to active panelists (e.g., equally
eligible panelists with deliverable e-
mail addresses) that resulted in fully
completed online research survey
interviews (e.g., surveys where
respondents completed all non-
optional survey questions presented
to them). Survey instrument lengths
varied, but the average survey
length was approximately 10 min-
utes. Since this type of analysis
requires unrestricted access to
internal panel response rate data,
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the authors used the e-Rewards
online panel for this test. Other
online panels may experience sig-
nificantly different absolute
response rates, but the authors
believe that the directional data
should be consistent with our find-
ings. The survey response rates
observed in the overall demograph-
ic groups studied ranged from 22.7-
31.3 percent.

Analysis and findings
The key findings are summarized

www.quirks.com

below (and in Figures 4,5 and 6):

* Males respond at a lower rate
than females (although not signifi-
cantly).

* Those who have not obtained a
high school diploma respond at a
lower rate than those who have.

* The response rates increase with
the level of education that a
respondent has achieved.

* Those who report $200K+ in
annual household income respond
at a lower rate than those of other
income brackets.

* Those aged 65+ responded at
the lowest rates compared to other
age groups.

e African-Americans, Hispanics
and Native Americans respond at a
l ower rate than other ethnic groups,
while Asian-Americans respond at a
significantly higher rate versus the
mean.

* Those who are currently
divorced, separated or widowe d
respond at a lower rate than other
marital status groups.

* Those with four or five children
in the household respond at a lower
rate than other groups.

* There we re no significant
response rate differences among
rural vs. urban dwellers.

* Exe cutiwes/upper management
and sales professionals respond at
the lowest rates versus other occu-
pational groups, while homemakers
and teachers respond at the highest
rates versus other occupational
groups.

* The workers with the most
seniority (e.g., chairman/board
member, president/CEO/COO,
executive vice president/senior vice
president, vice president) responded
at the lowest rates, while develop-
er/prgrammers, CPAs, and doctors
responded at the highest rates.
(Note: the unique presence of high-
er than average financial incen-
tives/honorariums for doctors may
be responsible for the higher than
average doctor response rates.)

Conclusions and discussion
* The data provides support for H1.



Figuee 5 Survey Responss Rates by Selected Demographic Profile Variahles
January, April, Awngust, ard October 2004
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H1: Patterns of non-response degree).

within an online panel will tend to
exist in the same demographic cate-
gories that have experienced pat-
terns of non-response in traditional
research modes, such as mail and
telephone.

Similar to observations among
traditional research modes (e.g.,
direct mail and telephone), non-
responders we re also found in the
online research mode to more like-
ly be: less educated; older; less afflu-
ent; male (but to a much lesser

* The data provides support for
H2.

H2: Non-rsponse rate biases
within an online panel will tend to
exist in the same demographic cate-
gories that are known to be under-
represented on the Internet vs. the
general U.S. population.

Similar to observations among
demographic categories that are
known to be under-re presented on
the Internet vs. the general U.S.
population, non-responders we re

www.quirks.com

also found in the online research
mode to more likely be: less edu-
cated (in the some high school cat-
egory, but not in the high school
graduate category); older (especially
in 65+ age categories); less affluent
(although significant response rate
drop-oft was detected only at the
$200K+ annual HHI level);
African-Americans, Hispanics, and
Native Americans (while Asian-
Americans we re found to respond
at a rate higher than average).
More studies are clearly needed
from other online panels to com-
pare with the results of this study
since there may be factors particular
to the e-Rewards panel, its recruit-
ment methodology, and its use of
incenties. In addition, comparison
data from outside sources was only
available for consumer demograph-
ics across research modes, and more
B2B research is needed for valid
comparisons to take place in the
future. However, the magnitude of
the response rate data that was
observed (over six million survey
invites) provides the authors with a
high degree of confidence in the
directional validity of the findings.
In summary, researchers need a
clearer understanding of the ten-
dency of different demographic
groups to under-respond to online
survey instruments, so that any
resultant patterns of non-response
can be appropriately identified and
managed during the course of a
project. Appropriate ways for
researchers to respond to lower
than desired response rates by cer-
tain demographic groups include: 1)
sending additional survey invita-
tions and/or reminders, 2) increas-
ing financial incentives, 3) adjusting
or weighting data to account for
groups with lower response rates,
and/or 4) testing for non-response
bias using an alternate research
mode. The areas where under-
response was observed appeared to
be consistent with respondent
behavior seen in traditional modes
of research and that which is cur-
rently understood about the U.S.
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Figure b2 Survey Response Rates by Selected Demographic Profide Variabies
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online population. We hope that the  Bonchek, M.S., Hurwitz, R., and Mallery, J.

(1996, Summer). “Will the Web
Democratize or Polarize the Political
Process?” World Wide Web Journal.

current study’s findings are an aid
to researchers and help generate

more interest and research on this Retrieved October 2001 from the Wo rld

topic. |0 Wide Web:
www.w3j.com/3/s3.bonchek.html.
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Avoid the Field of
Dreams fallacy

online research N

¢ ¢ f you build it, they will come,” is a famous line from the
I 1989 movie Field of Dreams that describes how many peo-

By Lawrence Kilbourne

ple feel about online surveys. Unfortunately this “Field of
Dreams fallacy” dooms many online survey efforts to poor response

rates, bad data and recriminations over what went wrong.

There’s no question that online surveys are popular because of
their ease of use and the speed with which they can be used to
gather data. Unfortunately many find that putting a survey online
doesn’t automatically translate into higher response rates or better
data. The cautionary message here is that the ease by which online
surveys can be constructed should not mislead you into thinking
that creating and conducting a good survey is therefore easy. The
good news is that you can avoid these problems by taking a few
important steps at the beginning of your online survey effort.

“Begin with the end in mind,” is one of the central messages of
Stephen Covey’s The 7 Habits of Highly Effective People. It applies
equally to the creation and execution of successful surveys. Good
surveys begin with a goal: to obtain an answer to an important
question through the accumulation of sound data. That question
(notice I did not say that constellation of questions) focuses the
survey, ensures that the survey questions are relevant, and provides a
story line around which the data can be gathered. Remember:

Good surveys seek to clarify
through the accumulation of data,
not to simply accumulate data and

P utti ng yo u r Su rvey hope that s;metbing interesting
o . jumps out from it.
online won’t bring
. Rule #1: begin with the end in mind.
automatIC SUccess Focused surveys have an additional

benefit: they are generally short -

meaning that they can be com-

pleted easily and quickly - and
don’t leave the survey taker wondering, “What in the world are
they trying to figure out?” By making it easy for respondents to

take the survey, you increase response rates and obtain more accu- Editor's note: Lawrence Kilbourne is

rate data. When creating surveys it is always important to bear in director of professional services at
mind not only “What am I trying to determine?” but also, “How WebSurveyor Corporation, a

easy or difficult am I making it for the person I want to take this Herndon, Va., research firm. He can be
survey?” A common source of poor survey response rates is a failure readed at lkilboume@websuneyor.com.

to consider the latter question when engaged in the process of sur-
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vey creation.

Rule #2: make it easy to take.

In many aspects, the Field of Dreams
fallacy really boils down to a failure
to keep in mind those who will be
taking your survey. It’s a bit like
narcissism - call it survey narcis-
sism. If T focus solely on what I
hope to obtain by way of data, I
completely lose sight of the fact
that unless the survey appeals to
potential respondents, I may end up
with no responses and no data.

Rule #3: make your survey appealing.
There are a number of components
that go into accomplishing this.
First, unlike the movie Field of
Dreams, people will not come sim-
ply because you have created a sur-
vey. They must be invited to take it,
and the form and content of the
invitation are critical to the success
or failure of your effort. For our

purposes we are going to assume
that the invitation will come via e-
mail. The simplicity, speed and
ubiquity of e-mail set it off deci-
sively from other media that could
be used to issue the invitation (eg.,
direct mail). The initial question to
be taken up is what form will the
e-mail take: text or HTML? There
are pros and cons to each, so let’s
briefly survey them.

HTML e-mails have a natural
advantage over text e-mails because
they are graphical. Well-done
graphics appeal to the eye. In our
information-saturated world, few
of us will take the time to read a
1,000-word - or even a 100-wo rd -
invitation. The ubiquity of e-mail
cuts both ways, and a common
reaction to the growing stack of e-
mails we find in our inboxes is to
quickly delete those that don’t
convey a2 compelling message easily
grasped.

OR
PLASTIC?

How do you want It today?
it used to be that survey reports only came

one way -paper, fots of it in big, bulky books.
But PAs changed all that. We give you 6
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Graphic HTML e-mails over-
come this by actually showing the
message and how to respond.
Putting big radio buttons within
the e-mail invitation saying “Click
here to take the survey ” makes it
easy for the recipient to respond
(remember Rule #27).

To be sure, HTML e-mails have
their drawbacks as well. The most
obvious is that many e-mail programs
block graphics, so there is a certain
percentage of the universe that will
not receive your survey invitation.
Beyond that hurdle is a second: the
growing adoption of spam filters that
react to warning signs, like e-mails
with attachments or with graphics
embedded in them.The impact of
spam filters can be mitigated to a
large degree by the judicious use of
language within the HTML e-mail
(e.g., avoiding red-flag phrases like
“Win a free....” as well as the use of
symbols like !!! or $$$). There are
even spam testers available that pro-
vide a scoring of how likely your e-
mail is to be rejected by the most
common spam filters.

The primary advantage of text e-
mails is that they are unlikely to
trigger spam filters (assuming you
don’t use the red-flag phrases and
symbols noted above).That said,
howeve r, there’s little else that
makes them appealing. Because
they are composed of text, they
must be comprehended in a linear
fashion: reading line to line. This is
inherently a longer process than
comprehending something visually.
The risk is that before the reader
has fully read your message, he or
she may simply decide to move on.
As a general rule, text survey invi-
tations are best reserved for inter-
nal audiences where a higher
response rate is assumed.

Rule #3a: Make your e-mail invita -
tion appealing.

No matter how appealing your e-
mail invitation, unless a recipient
actually opens it your cause is lost.
Under the onslaught of solicited
and unsolicited e-mails, many



today have adopted a survival strat-
egy of quickly scanning the subject
lines in their in-box and simply
deleting those e-mails that are sus-
picious looking or unappealing.

Rule #3b: Make the subject line to
your e-mail appealing.

This is more art than science, but
some basic rules exist that can reli-
ably guide us. First, begin with the
end in mind (remember Rule #17).
The whole purpose of the subject
line is to entice someone to go one
step further and open the e-mail.
So the subject line must be com-
pelling - literally as well as figura-
tively. “Please take my survey ” is
not likely to garner many respons-
es. “Survey irwitation: We’d like
your opinion on...” is going in a
better direction. The best way to
gauge a subject line’s appeal is to
try it out yourself, on friends or
business associates in an actual e-
mail. Ask them how it appears in
their e-mail window (does it show
up in its entirety, or only in part?),
and whether they would open it to
read more.

Second, keep it accurate. Do not
equate deceptive subject lines with
compelling ones.You first risk the
wrath of the recipient once they
open the e-mail and discover that
its message does not match what
was promised in the subject line.
But more importantly, you run
afoul of the federal CAN-SPAM
Act, which provides for criminal as
well as civil penalties for e-mailers
who use deceptive or false subject
lines in their e-mails. It’s not only a
best ethical practice to be honest
and straightforward in your subject
line, it’s the law!

To this point we 've succeeded in
creating a survey that is user-
friendly, as well as an invitation that
is appealing and a subject line that
is compelling. Our ballpark looks
huilt, to continue the analogy we
began with, will they come now?

Even with all that has been done
it is likely that response rates will
still be poor. The lesson here is that

for a survey invitation to be suc-
cessful, in addition to eve rything
abow, there must be something in
it for the survey respondent. Call it
a quid pro quo, if you want to be
fancy, or just a fair deal. Either way,
there must be some incentive for
an individual to complete your sur-
vey. You are asking people to take
time out of their busy day to pro-
vide you with information you
deem important or perhaps critical.
What are you prepara to offer in
response for their time and effort?

Survey incentives can take many
forms, and there isn’t time or space
here to go into them in detail. But
some basic guidelines can be laid
out. First, incenthes don’t necessar-
ily have to cost a great deal. Use
your creativity: can you offer a ser-
vice or a discount on a purchase in
lieu of cash? Second, even if you
opt for a cash incentive it doesn’t
have to cost you an arm and a leg.
Third, incent the first x number of
people who respond. Telling people
in your e-mail invitation that the
first 100 or 200 respondents will
receive a small incentive drives up
response rates and gets people to
take the survey immediately rather
than think about taking it later.
Finally, use your graphics in the e-
mail invitation to show the incen-
tive, as well as talking about it in
the text.

Once people understand that you
are willing to fairly compensate
them in exchange for their time
and assistance, then you can finally
answer the question “Will they
come?” in the affirmatiwe. Hence
our final rule: Give people a reason
to take your survey.

Make it easy

Online survey tools have made it
easy to construct surveys and col-
lect data. By following the four
rules outlined here, you can make
it easy to get the data you're look-
ing for - and be assured that if you
build it, they will come.
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mystery shopping

Retailers use
mystery shopping to
improve - not just
measure - customer
service

74 1 Quirk’s Marketing Research Review

Beyond mere
measurement

ost retailers agree that customer retention is the key to
Mimproving share of market. Most also agree that quality

customer service is the key to customer retention. But
opinions differ on how to measure and improve customer service.
Survey methodologies offer a number of ways: intercepts, telephone
surveys, in-storecomment cards and interactive voice response (IVR).
Of necessity, these surveys are often brief and can therefore capture
only a few key measurements of service.In addition, respondents who
take part in these surveys can be either very disgruntled or wildly sat-
isfied. But most customers fall into the wide gap between those
extremes.

Mystery shopping fills that gap. Howeve r, companies that use mys-
tery shopping only as a measurement are only using half the tool. To
maximize the value of mystery shopping, retailers should useresults
to devise and implement strategies that improve their level of cus-
tomer service.

Two nationwide clients of our firm, Customer Perspectives, exe m-
plify the diverse ways in which mystery shopping can be used to
improve and enhance, rather than just measure, customer service.

Case study: a bridal store

The bridal customer is unique. She is shopping for apparel for a very
important day - either her own
wedding or that of a close friend
or relative. Weddings are brim-
ming with emotion and stress,
much of it focused on appearance
and detail. The planning process
can take months, even years.
Bridal store employees are trained
to take all this into account and
provide service that makes their
customers feel special and impor-
tant, in keeping with the impor-
tance of the big day.

A leading nationwide bridal
storehas teamed up with our firm to design a mystery shopping pro-
gram that dovetails with the bridal store’s overall customer service
evaluation efforts. The shoppingreports are used as the basis for tuto-
rials that are given once a month to all employees. Employees are

www.quirks.com

By Judith Ann Hess

Editor’s note: Judith Ann Hess is
founder and owner of Customer
Perspectives, a Hooksett, N.H., mystery
shopping firm . She can be reached at
Jjudi@customerperspectives.com.
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engaged inle-playing and brain-
storming activities with the goal of
continwusly improving customer
service. Quarterly, the mystery shop-
ping results are combined with
responses to customer survey cards
to produce a customer service score-
card. This scorecard measures how
well expectations are being met,
how store traffic is being managed,
and what kind of first impressions
are being created.

The management team of the
bridal store feels the mystery shop-
pingreports are particularly useful at
measuring the customer’s first
impressions of the store and what
factors make her decide if she’ll
return. As one executive notes, the
typical bridal shopping experience is
quite lengthy - sometimes as long as
two years. Mystery shoppingreports
allow management to identify
missed opportunities during a cus-
tomer’s initial visit - unlike customer
service survey cards, which are sent
to re gistered customers and focus
only on the actual shopping experi-
ence. When viewed over time, trends
and patterns emerge and can be
addresed by theretailer. For exam-
ple, because of frequent reports of
long waits for service, management
now instructs employees to encour-
age customers who call for direc-
tions and/or store hours to set up
mid-week appointments to avoid
the usually high traffic on Saturdays.

This retailer uses mystery shop-
ping as an integral part of an owerall
customer service evaluation program

that trains and rewa rds employees for
outstanding performance. It also

p rovides management with a cus-
tomer’s perspectie of their total
shopping experience.

Case study: a swimwear store
A nationwide swimwar client has
been using mystery shopping as part
of its customer service program
since 1999. Its corporate trainer says,
“With a corporate oftice in Florida
and stores nationwide, we feel this is
the best opportunity we have to
viewthe level of customer service
we are providing our clients. We are
able to identify staffing issues and
training opportunities through the
shops.”

The retailer has over 30 stores
nationwide. Staff varies from five to
15 employees per store, depending
on sales volume Individuals are not
targeted for evaluation. Rather, ran-
dom shops are performed with the
expectation that the majority of the
staff will be shopped over time.

“We have a strong customer ser-
vice and sales focus,” says a member
of the firm’s management team.
“Our non-negotiable sales standards
have been incorporated into the
shop. These standards are ve ry basic,
such as greeting every customer as
they enter the store and bringing
additional items to the fitting room.
The shops are a great training tool
for us.”

The company offers a rewa rd of
$100 for every perfect mystery shop.
On average, between five and 10
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rewards are given out every month.

The mystery shops are taken into
consideration for performance
reviews and additional points are
added for perfect shops. The district
manager reviews the shops with the
store manager, who then discusses
the shop with their employee. The
shops are tracked on a spreadsheet.
Compliance on the non-negotiable
sales standards is also tracked and
weighted to be 50 percent of the
shop score. Management has seen
consistent, companywide improve-
ment. For example, in the past, as
peak season approached, a decline in
service was noted as busy employees
tried to handle more than one cus-
tomer.That specific selling situation
was targeted and employees now
have the tools to cope with several
customers at once.

The mystery shopping program
reinforces the company’s training
p rogram. Employeesre ceive thor-
ough training on service expecta-
tions during their first few days on
the job.Those first few days are
spent role- playing with the trainer.
Customer service expectations are
explained and employees nust
demonstrate their understanding of
the expectations before they are
allowed to assist customers on their
own.

Management believes this inte-
grated approach serves both the
employee and the customer well. By
rewarding positive behavior and
identifying training needs, the mys-
tery shopping program ensures cus-
tomer service remains at the top of
the list for all employees at all times.

Improve, not just measure
These two firms demonstrate just a
few of the ways clients have been
successful in using mystery shopping
as a tool to improve customer ser-
vice. The dozens of other ways that
mystery shopping can be used to
grow market share through
enhanced customer service are lim-
ited only by your imagination.
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21st century
mystery shopping

ntegrated, total-customer-experience evaluations that measure
Iwhat happens at every possible touchpoint. Automated, fastreport

mystery shopping

distri bution via e-mail. Web-based rep orting. Digitally-recorded
phone call evaluations. Hidden-video captures. High-resolution digital
photos, embedded directly in online reports. Reports, callrecordings
and photos burned onto CDs. R ewards presented on-the-spot to
client employees who perform well. Palm Pilots and laptop computers.
Certified professional evaluators. Same-dayreport turnaround.
Instantaneous, online summary capabilities presenting over 40 different
formats, for true, real-time reporting. These are just some of the latest
advances in the business tool known as mystery shopping.

Mystery shopping gives clients fact-based information from people
thoroughly educated on what to look for in advance of conducting an
ewaluation. In the last few years, the technological advances in mystery
shopping have been truly astounding. The difference between today’s
services and those of even the recent past is like that between instant
messaging and the Pony Express. Some of you may recall the “old
days

sent to clients via snail mail or faxed, often two weeks or more after

”»

(actually just a few years ago) when paper-basedreports we re

the onsite visit. Many we re in the shoppers’ own handwriting and dif-
ficult to read. Cassette recordings of mystery shopper phone calls (if
anyrecording was even made)
arrived two to four weeks after the
call was placed. Requests for sum-
maries, allowing managers to track

New technologies
give technique a
boost

historical performance, compare
locations against each other, view
results question-by-question across
management levels, etc., required
special requests to providers’ IT
departments, also took two weeks
or more, and often had to be cut-
and-pasted tagether.

Perhaps the greatest benefit of the recent advancements is that they
have freed up mystery shopping companies from the systemic aspects
of producing reams of paper reports and let them focus more on meet-
ing their customers’ needs. Other important benefits include:

* improved reporting turnaround times, from as much as three or
four weeks to just 24-72 hours;

* more accuratereport validation and verification capabilities;
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By Ron Welty

Editor’s note: Ron Welty is president
of IntelliShop, a Perrysburg, Ohio,
mystery shopping firm. He can be
reached at 877-894-6349 or at
ron.welty @jintelli-shop.com.
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* integrated reporting for multiple
customer touchpoints, such as on-
site, telephone and Web-based evalu-
ations.

Digitally-recorded phone calls
One of the more interesting devel-
opments for clients in the realm of
mystery shopping is the use of digi-
tally-re corded phone call evaluations.
Many companies rely on the phone
for sales and service,and as the old
saying goes, “You don’t get a second
chance to make a first impression.”
Mystery shopping providers can
actually help clients evaluate their
business way beyond the first impres-
sion; th ey can evaluate salesprocess-
es, ordering, issue resolution, and so
on.

‘While some providers continue to
make recordings and supply analog
tapes to their clients, there can be
delays in the time between the call
and receipt of the tape - up to two
weeks, if not more. Faster delivery
usually requires overnight-mail
charges. By then, possibly hundreds
of otherprospective customers, or
upset current customers, have
phoned a client location or call cen-
ter. How many were actually con-
verted to customers? How many
could have been handled better and
decided to go with the competition
instead? Receiving a digitally-
recorded call of the conversation,
accompanied by a detailed evaluation
report, helps clients understand what
is happening in their business faster
and lets them make better decisions
on how to run their business to
acquire and keep more customers.
Another aspect many clients find
helpful is having their calls burned to
CDs, by management level (division,
region, etc.), for use in training ses-
sions, reviews, etc.

Links to Web-based callreports
can be added to the digitally-record-
ed phone calls that allow clients to
click on a link and listen to the actu-
al call, start to finish, while viewing a
written account of that call by the
person who placed it.Virtually any

80 | Quirk’s Marketing Research Review

scenario that a business experiences
over their telephones can besimula t-
ed. Employees “caught” taking great
care ofand appropriately handling a
caller can be rewarded very quickly
by their manager. If they do not han-
dle a call appro priately, managers
have an almost-immediate opportu-
nity to reviewit with them, and
retrain them on skills, processes
and/or expectations. Doing so before
th eyhandle any more callers in the
same, inappropriate manner is
invaluable.

These calls also let managers hear
the tone and emotion in the
employee’s wice, as well as exactly
what was said. Often, a person’s nor-
mal conversational voice is much dif-
feret than their “telephone voice.”
For both manager and employee,
these can be a helpful coaching tech-
nique when utilized properly. It also
lets clients verify that the mystery
shoppers are doing their jobs cor-
rectly, because they hear exactly what
was said during the entire call.
(Note: Each state has its own laws
regarding re cordng of employee
calls.Your mystery shopping provider
should be able to readily educate you
on the details to ensure your compli-
ance with them.)

Digital photos
Digital photo evaluations are becom-
ing increasingly popular facets of the
mystery shopping process.
E valuations are usually not
announced to the location until the
evaluator arrives, at which point they
intraduce themselves to the store
manager and inform them that they
arethere at their company’srequest
to conduct a site evaluation that will
include digital photos. Following a
pre-established checklist of what to
audit, including descriptions of
specifically-scripted shots that the
evaluators are provided before their
visit, th ey then conduct the audit and
takeseveral digital photos. These
photos:

* verify that expensive point-of-
purchase materials make it to the

www.quirks.com

sales floor, remain in good condition,
and are displayed correctly;

« assure that areas within stores
that are leased by manu facturers fol-
low company guidelines;

¢ let manu facturers know that
retailers are getting their products to
the floor, and displaying them cor-
rectly;

* provide deeper understanding
about sight-lines and other marke t-
ing/sales opportunities within stores;

* replace valuable field employee
time by outsourcing audit functions
to mystery shopping companies;

* can be linked directly within an
evaluation report, allowing clients to
viewthe report and the photos
simultaneously.

You’ve got mail

E-mail has advanced the speed of
reporting in the mystery shopping
industry dramatically. In the not-too-
distant past, providers would mail out
assignments to their shoppers, who
would hand-write their reports and
mail or fax them back.The reports
would be given a quick scan by a
proofreader, sometimes hand-cor-
rected, and forwa rded to the client -
again, usually via mail or fax. A span
of three to four weeks between the
shop and the report was not uncom-
mon.

Some providers eventually devel-
oped databases into which the
reports we re entered by a data entry
team. At the end of the month, if any
oll-up/summary reporting was pro-
vided at all, it may have been cut-
and-pasted.

Today, fully integrated solutions,
marrying back-office functions such
as a shopper database, s ¢ reening and
scheduling of shoppers, and account-
ing, are used by some providers.
Web-based reports, ready for the
client to view the same day of the
visit or within about 48 hours, are
always a main benefit of such sys-
tems. Some systems allow forreports
to be sent automatically via e-mail,
simultaneously to multiple people,
such as the owner, regional managers



and each site manager.Viewers can
compare locations, management lev-
els, even drill down to a question-
by-question analysis, over the entire
history of their mystery shopping
program and/or for specific date
ranges.

Shopper certification takes off
In late 2002, an industry-wide effort
to help improve overall skills and
assist members in improving the
quality of re p o rting was undertaken
by the Mystery Shopping Providers
Association (MSPA), which began
offering a certification process for
interested mystery shoppers. There
are currently two certifications avail-
able:silver and gold.

Silver certification requires a
s h o pper to attend an online educa-
tional program, followed by a com-
prehensive test about general mystery
shopping skills. If they pass, they are
awarded silver certification. Gold cer-
tification is open only to shoppers
with silver certification, and requires
shoppers to attend a one-day seminar,
held in approximately 25 locations
annually throughout the United
States. These seminars cover the issues
shoppers are required to know and
comply with in the course of their
duties. As of this writing, almost
22,000 shoppers were awarded silver
certification, and more than 2,000
were awarded gold certification, so
over 24,000 shoppers have been certi-
fied by MSPA in just two years!

Clear advantage

Today’s mystery shopping programs
are sophisticated, proven business
tools that, executed and used proper-
ly, provide clients with a clear strate-
gic advantage over their competi-
tion. Using the latest technologies,
certified shoppers, advanced analyti-
cal tools and other professional
methodologies, mystery shopping
providers have assisted their clients in
improving how customers and
potential customers are assisted on-
site, on the phone, and online; and
helped improve customers’ overall
experiences, with the aim of gener-
ating greater customer loyalty.
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Survey Monitor

continued from page 8

prised by how many more roofing
questions came from women than
men.”

Where listeners live also has a
huge impact on their concerns.
Consumers in the South we re far
more interested in doing projects
themselves than those in the
Northeast. Floor coverings we re a
big concern for those in the
Midwest, heating and air condition-
ing was a unusually high level con-
cern for those in the South and
West, and Northeastern consumers,
who must batten the hatches for
winter, we re very concerned about
issues like indoor air quality and
mold. For more information visit
www.888moneypit.com.

Bank branch location draws

lots of interest

Findings from “Checking: Portals to
Profitability,” a report from Chicago
research firm Mintel’s new finance
series, reveal that the most common
reason consumers select their bank
is branch location. In response,
banks are adding branches at an
unpreedented pace.

Mintel’s own consumer research
found that three-quarters of con-
sumers indicated that the location
of branches is an important factor
in choosing a checking account
p rovider. The second-most popular
criterion, at 71 percent, was the
reputation of the provider. In
response, banks have drastically
increased their branch expansion
efforts - 20 percent in the last 14
years. Despite the ongoing market
shakeout that has slashed the num-
ber of institutions by more than a
thirdsince 1990, the branching
craze shows no signs of letting up.
Between 1990 and 2004, checking
account providers dwindled by
about 38 percent to under 8,000
banking institutions. But in the
same time period the number of
bank offices, or branches, actually
surged forwa rd by 20 percent, from
62,723 to 74,978 locations.
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The traditional checking account
business model, dependent on paper
checks, is clearly in decline.
Between 1979 and 1995, the vol-
ume of paper checks issued anmial-
ly in the U.S.increased, from about
33 billion to approximately 50 bil-
lion. Howeve r, since that time, the
volume of paper checks has
plunged by about 26 percent, and is
expected to reach only 36.5 billion
in 2004. Paper checks are giving
way to alternatiwe forms of pay-
ment, such as e-banking and debit
cards.

Since their introduction, both
ATM and debit cards have reduced
the need for paper checks and for
interactions with tellers.

The trend in market size for con-
sumer checkable deposits has been
almost steadily declining: the dollar
volume of checkable deposits has
been cut in half, from almost $402
billion in 1997, to only $191 billion
in a sustained market shakeout. But,
despite the shakeout, remaining
competitors are still furiously build-
ing out their branch networks.
Mintel estimates that by 2008,
checkable deposits will decrease by
12 percent over 2004 mainly due to
trends in online banking and debit
cards. For more information visit
www.mintel.com.

Internet broadcast audience
listens while it shops
A new study by New York-based
Arbitron Inc. and Edison Media
Research estimates the monthly
audience for Internet broadcasting
to be 51 million people, with half
living in households with an annual
income of $50,000 or more. The
study, “Internet and Multimedia 12:
The Value of Internet Broadcast
Advertising,” also found that the
monthly Internet broadcast audi-
ence, people who listened to or
watched Internet radio and televi-
sion in the past month, accounts for
42 percent of all estimated online
expenditures.

A significant portion of Internet
broadcast consumers shop and pur-
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chase online while listening to
Internet radio:

¢ Just under half (42 percent) of
Internet radio listeners have lis-
tened to Internet radio while
researching a product or service
online.

* Twenty-sewn percent of people
who tune to Internet radio have lis-
tened while making an actual pur-
chase online.

The study focuses on the oppor-
tunity Internet broadcasting affords
advertisers. Sixty percent of month-
ly Internet broadcast consumers use
programs to block pop-up advertis-
ing online and 43 percent also
block banners. Commercials insert-
ed directly into online program-
ming are not affected by this soft-
ware.

“Internet broadcast consumers
spend more time online, shop more
often online and spend more
money when they do shop,” says
Bill Rose, vice president and gener-
al manager, Arbitron Internet
Broadcast Services. “The irony is
that these consumers also go out of
their way to eliminate most adve r-
tising from their online experience.
Internet broadcast commercials may
be the best way to reach these key
consumers while purchasing deci-
sions are being made.”

The study also reveals 21 percent
(51 million people) consume
Internet broadcasting on a monthly
basis compared to 12 percent (30
million people) that used it in the
week before the survey. “Therefore
advertisers who run their Internet
broadcast commercial schedules for
at least one month can almost dou-
ble the reach of the their cam-
paign,” says Pierre Bouvard, presi-
dent, Arbitron New Ventures.

It was also shown that Internet
broadcasting delivers a higher con-
centration of the elusive young,
male demographic Fifty-thre per-
cent of monthly Internet broadcast
consumers are ages 12-34 compared
to 37 percent of the general U.S.
population. Sixty percent of
monthly Internet broadcast con-
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sumers are male compared to 47
percent of the general U.S. popula-
tion.

“Internet broadcast consumers
skew younger and are more often
male]” says Larry Rosin, president,
Edison Media Research. “They also
spend 10 percent less time with
television on a daily basis, making
Internet broadcasting a key medium
for reaching this hard-to-reach
audience.”

Additional findings from the
study include:

» Twenty-four percent of all
Americans had residential broad-
band Internet access at home as of
January 2004. Half of monthly
Internet broadcast consumers had
broadband access at home.

* Fifty-four percent of monthly
Internet broadcast consumers say
they would be “very or somewhat
interested” in listening to Internet
radio on a form of CD Walkman-
type device or cell phone.

* One in five Americans (20 per-
cent) owns more than 20 DVDs.

The findings reported here are
based on a January 2004 survey
consisting of 2,290 telephone inter-
views with a randomly selected
national sample of Arbitron’s Fall
2003 radio diary keepers. Since
1998, Arbitron and Edison Media
Research have conducted 12 studies
of the Internet and streaming media
- one every six months. This latest
study, as well as previous studies,
may be downloaded free of charge
via the Arbitron and Edison Media
Research Web sites at www.arbi-
tron.com and www.edisonre-

search.com.

Buyers turn to Sunday
circulars

Do the dozens of circulars you get
with your Sunday paper get read or
tossed on the spot? According to a
study by New York-based Ipsos-
Insight, 80 percent of Americans
look at Sunday circulars with some
degree of regularity, and many actu-
ally look forward to re ceiving new
ones every week. “With 70 percent
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of Americans reading the Sunday
paper every week, compared to 50
percent on other days of the week,
the Sunday circulars have a better
reach than the Super Bowl or the
latest hit show of the month,” says
Nicole Valenti, a senior analyst with
the firm’s retail practice. The study
reports that 39 percent of
Americans “look forward to brows-
ing the circulars just to see what’s
there” and 25 percent “look for the
best deals.”

“Both of these behaviors are
dominated by women, while men
tend to look at circulars when
they’re considering buying some-
thing specific,” says Valenti. When it
comes to categories like consumer
electronics, which are heavily pro-
moted in Sunday circulars, 39 per-
cent of Americans claim to have
looked at them in the pastweek,
with another 17 percent in the past
month. Large retailers like Wal-
Mart and Best Buy dominate the
consumer electronics shopping
experience, with 46 percent and 41
percent of Americans having
shopped at one of these stores in
the past six months for a consumer
electronics product. Other national
retailers and heavy circular advertis-
ers like Target and Circuit City earn
about 30 percent and 25 percent of
these shoppers’ visits, respectively.
Online retailers like eBay (10 per-
cent) and amazon.com (8 percent)
get far less shopper traffic.

When it comes to buying a con-
sumer electronics product, 57 per-
cent of Americans are likely to “go
to the store for a particular item on
sale)” and 52 percent “look in the
local paper for retail advertisement
ofterings.” Thirty-nine percent will
“go online to compare prices” and
23 percent will “purchase online.”

The national survey research data
was collected via Ipsos U.S. Express,
a weekly national omnibus survey.
Fieldwork was conducted between
N ovember 3-5, 2004. Data are
based on 1,000 telephone surveys
taken with adults (18+) across the
United States using regionally-
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stratified random sampling. The
margin of error is +3.1 percentage
points. For more information visit
www.ipsos-insight.com.

Public rates government
agencies highly

When asked about 11 different
government agencies, majorities of
the public claim they understand
what they do.They also give all 11
agencies positive ratings. The
Centers for Disease Control (CDC)
tops the list receiving the most pos-
itive votes, as it has for the past few
years. More than eight in 10 adults
say they understand what the CDC
does (86 percent) and give it posi-
tive marks (84 percent).

In terms of doing a good job,
next on the list is the Federal
Aviation Administration (FAA)
with 77 percent positive, the
National Institutes of Health (INIH)
with 71 percent, the Food and
Drug Administration (FDA) with
65 percent, and the Federal Bureau
of Investigation (FBI) with 64 per-
cent.

At the other end of the list, the
federal agencies with the lowest
marks are the Social Security
Administration at 51 percent posi-
tive, the Environmental Protection
Agency (EPA) with 53 percent pos-
itiw, the Central Intelligence
Agency (CIA) also with 53 percent
positie and the Internal Revenue
Service at 54 percent positive.

These are the results of a nation-
wide Harris Poll of 2,114 U.S.
adults surveyed online by Harris
Interactive, Rochester, N.Y.,
betwen October 20 and 25, 2004.

Harris Interactive has asked these
questions four times since 2000 and
it is clear from these results that
public attitudes towa rd federal gov-
ernment agencies are quite volatile,
moving up or down sharply in
response to events.

Just over half of the agencies have
sh owed declines in their positive
ratings from last year and the
remaining five have increased their
positie ratings.



Those with most significant
declines are the NIH (dropping
nine percentage points from 80
percent positive in 2003 to 71 per-
cent positive in 2004) and the CDC
(declining six percentage points
from 90 percent positive in 2003 to
84 percent positive in 2004) and
the FBI (from 69 percent positive
in 2003 to 64 percent positive in
2004). While the ratings for the
NIH and the CDC have dropped,
nonetheless their positive marks are
still very high, topping the list of
the agencies and reflecting the pub-
lic’s perc eived goodwill about these
agencies.

A few agencies had relatively mod-
est positive increases including the
SEC (increasing by five percentage
points from 57 percent in 2003 to 62
percent in 2004).This increase proba-
bly reflects the media attention the
SEC has received prosecuting a num-
ber of high-profile cases including
Martha Stewart. Other positive
increases included the Department of
Homeland Security, IRS and the
Social Security Administration - each
increasing by three percentage points.

A number of the agencies mea-
sured are directly involved with
fighting terrorism or maintaining
security domestically. The FBI and
the CIA have had slight declines in
their positive marks, reflecting the
significant criticism both agencies
have re ceived over the pastyear.
The Department of Homeland
Security positives have increased
and, given that there hasn’t been a
new terrorist attack within the U.S.
since 2001, this may not be that
surprising. In addition it is worth
noting that once again the Federal
Aviation Agency (FAA) has
improved its rating very slightly
from 76 to 77 percent positive. This
is the highest rating this agency has
received, reflecting perhaps the
improved security at airports (for
which the Transportation Security
Administration, not the FAA, actu-
ally is responsible), a reduction in
late and delayed flights, or just
because there has not been another

hijacking since September 11,2001.

For more information visit
www.harrisinteractie.com.

San Fran is tops in
coffeehouse patronage
San Francisco is the top local mar-
ket for coffee bar patronage,
according to a study by
Scarbomugh Research, N ew York.
San Franciscans are more than
twice as likely as the national aver-
age to have been to a coffeechouse
in the past month. More than one-
quarter (26 percent) of Bay Area
adults frequented these establish-
ments during the past 30 days.
Seattle (23 percent), Portland, O re.
(21 percent), San Diego (20 per-
cent) and Sacramento, Calif. (20
percent) round out the top five
markets for coffee bar patronage.
Nationally, 12 percent of adults
have been to a coftee bar during
the past month.

Coffee bars attract a young, aftflu-

ent and educated crowd. Patrons are
22 percent more likely than all con-
sumers to be aged 18-24 and 65
percent more likely to have an
annual household income of
$100K+.They are 28 percent more
likdy than the average American
adult to be single and 70 percent
more likely to have a post graduate
degree.“The coffee bar industry has
exploded in recent years. While
Scarborough’s local market analysis
reveals that the West coast has the
highest percentage of coftee bar
patrons, we can also see that popu-
larity has spread across the nation,”
says Alisa Joseph, vice president of
advertiser marketing services,
Scarborough Research.
“Customizing the coffee bar expe-
rience to the interests of consumers
in local markets can help coffee
franchises increase brand loyalty and
further market penetration.” For
more information visit www.scar-
borough.com.
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Product and Service Update

continued from page 12

has conducted a sh a red-cost study
entitled: Defending Against Asian
Soybean Rust. The research objectives
were to measure soybean growers’
awareness of Asian soybean rust in the
United States and determine defensive
steps growe rs were taking to prevent
this disease in their 2005 crop.

The USDA confirmed on
November 10, 2004 that Asian rust
had appeared on leaf samples taken
from two Louisiana State Univesity
test plots. This was the first reported
incidence of Asian rust in the U.S.The
study will offer insight into how soy-
bean growe 1s are reacting to this news
and how they plan to defend against
Asian rust. In early December 2004,
Doane conducted a telephone survey
of 750 growe rsin an 11-state area that
grew a minimum of 250 acres of soy-
beans in 2004. For more information
visit www.doanemr.com.

Onlinepanel of physicians
doubles

EQuesta, the online division of
London-based Fieldwork
International, has announced that its
panel of European physicians has dou-
bled in size over the past year to
19,000 and is currently growing at a
rate of 2,000 physicians per month.
Working in partnership with its U.S.
p arter panel, it now ofters an inter-
national service to clients on both
sides of the Atlantic. During the first
nine months of 2004, eQuesta con-
ducted nearly 12,000 interviews
online with physicians, primarily in

Europe - double the number com-
pleted during 2003. For more infor-
mation visit www.fieldworkinterna-
tional.com.

German firm offers new ad

testing product

MediaAnalyzer Software & Research
GmbH, a German market research
company, is offering a new research
tool to the U.S. market. The product,
called AttentionTracking, lets clients
test adve rtising for visual impact, and
is designed to help improve advertis-
ing effectiveness and ROL.
AttentionTracking can both pre-test
and copytest adve rtising media.
Because it is online-based, the method
can test any number of respondents in
any number of places. It uses a respon-
dent’s PC and its mouse as a pointing-
device to track their attention and
their gaze when looking at an image.
MediaAnalyzer offers
AttentionTracking as a full-service
product or as a licensed product to
brands, to market research companies,
to ad agencies, and to publishers. For
more information visit www.media-
analyzer.com.

ESRI releases ArcGIS9
ArcGIS Business Analyst desktop soft-
ware, with enhanced functionality and
a variety of data, is now available for
the ArcGIS 9 platform from Redlands,
Calif.-based ESRI. ArcGIS 9 includes
a new geoprocessing framework for
modeling and scripting, new spatial
statistics tools, improvements to anno-
tation and labeling, improved raster
support, and global positioning system
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support. Data in this release of ArcGIS
Business Analyst includes Community
Tapestry from ESRI Business
Information Solutions (ESRI BIS).
Tapestry is a segmentation system that
provides a description of America’s
neighborhoods by classifying them
into 65 segments based on their
socioeconomic and demographic
compositions. In addition to Tapestry,
ArcGIS Business Analyst is shipped
with a library of business data from
infoUSA; the
Dynamap/Transportation street net-
work from Geographic Data
Technology, Inc.; ESRI BIS demo-
graphic data; census boundaries; desig-
nated market area boundaries;
National Research Bureau shopping
center data; zip code boundaries; and a
set of basemap data for comprehensive
analyses. For more information visit
www.esri.com/businessanalyst.

New facilities

Observation Baltimore has added a
new suite to its focus group facility. It
is designed for multi-configurations,
such as a doctor’ office, living room,
store, etc. The focus suite offers a
secure observation room.The suite
offers audio, video and DVD record-
ing. The conference room holds 10
participants and a moderator. The bi-
level observation room accommodates
eight clients. With the addition of the
second suite, the clients now have a
choice of two suites. The first suite has
larger rooms, with the second suite
offering a more intimate, casual set-
ting. For more information contact
Jessica Pruitt at 410-332-0400.

Briefly

Oslo-based research software compa-
ny FIRM has released a new version
of its Confirmit program. Confirmit
9.0 includes a new interfac e ; a random
data generator enabling automated
testing of questionnaires; a real-time
script checker for on-the-fly script
validation; block randomization of
questions to avoid respondent bias;
and Reportal BitStream for online
tabubtion on high volume of respons-
es. For more information visit
www.confirmit.com.
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Research Industry News

continued from page 14

Washington, N.Y., has acquired con-
trol of the Parkod companies:
Parkod France and Parkod Europe.
With this acquisition, The NPD
Group will now leverage Parkod’s
software, brands and databases with
NPD’s BeautyTrends service.
Claude Charbit has been named
chairman ofParkod.

Alliances/strategic

partnerships

Sterling, Va.-based competitive
intelligence firmCurrent
Analysis, Inc. and Sage Research,
Natick, Mass., have formed an
alliance to deliver customer-
informed competitive response
analysis and market strategy recom-
mendations. The partnership will
combine competitive intelligence
and analysis with primary end-user
research, and offer clients of the
respective firms a suite of competi-
tive response tools.

Fairfield, Conn.-based Survey
Sampling International is part-
nering with Stephen Jenke to devel-
op both a presence and a
SurveySpot Internet panel in
Australia. SSI projected that its
SurveySpot Internet panel in
Australia would comprise 130,000
household members representing
50,000 e-mail addresses by the end
of December. Jenke is managing
director of Information Research
Management Pty. Ltd., a specialist
consultancy in the deployment of
online survey software and systems
integration.

Association/organization

news

Three associations representing
about 200 market research firms in
Canada have merged to create one
national body intended to “promote
and enforce rigorous professional
standards.” The Marketing
Research & Intelligence
Association (MRIA) began oper-
ating January 1st. It is made up of
members of the Canadian
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Association of Market Research
Organizations, the Canadian Survey
Research Council and the

P rofessional Marketing Research
Society.

Among other things, the MRIA
will audit member companies to
ensure that best practices are used
and industry standards are main-
tained. It will also operate the
School of Marketing Research and
certify qualified professionals. In
addition, it offers a toll-free number
(800-554-9996) which consumers
can call to verify the legitimacy of
research projects and to register
complaints.

“Crating one concerted voice
greatly strengthens our position as a
leader in corporate responsibility by
helping us to promote and enforce
rigorous professional standards,”
Don Mills, p resident of the new
association, said in a statement. “The
public benefits by receiving greater
assurances that the person they are
sharing their attitudes and opinions
with is a legitimate researcher,
working for a certified, accredited
and auditable organization, compli-
ant with some of the highest profes-
sional standards in theworld.”

The Marketing Research
Institute International (MRII),
Rocky Hill, Conn., has named
Betsy J. Peterson director emeritus
of the organization. Peterson was
the original founder of MRII (for-
merly known as the Marketing
Research Association Institute) in
1995. During this time, she held the
position of executiwe director of the
Marketing Research Association.

In 1994, under Peterson’s leader-
ship, a task force was formed to
determine the feasibility of creating
a separate non-profit organization
to create educational and training
materials for the marketing and
opinion research industry. This was
fueled by a desire to create an inde-
pendent study program based on the
Marketing Research Core Body of
Knowledge developed by William
Neal of SDR, Inc. and Malcolm
McNiven of the University of
Georgia. Approval was given and
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funds allocated in 1995 to establish
the Marketing Research Association
Institute.

MRAI was formally incorporated
in June of 1996 and was granted
non-profit status as a 501(c)3 educa-
tional foundation by the IRS. In
1998, the organization officially
changed its name to MRII. Peterson
held the title of executiwe director
of MRII from 1996-2002. Her
activerole in the creation and
d evelopment of MRII has earned
her the honor of being named
director emeritus. She joins Neal
and McNiven as the third individual
so distinguished by the organiza-
tion.

The Council for Marketing
and Opinion Research (CMOR),
Wethersfield, Conn., has named
Harry E. Heller director of respon-
dent cooperation. Heller will be
responsible for two overlapping ini-
tiatives: helping the marketing and
opinion research industry develop
best practices for enhancing con-
sumer cooperation, and educating
consumers as to the importance of
participating in survey research.

“Respondent cooperation can be
increased in two ways: by improving
what we do and by reaching out to
the public to help them understand
w hy their cooperation is impor-
tant,” Heller said in a statement.
“Research companies need to train
their interviewers to ensure that
their surveys are interesting; identify
respondent incentives to encourage
cooperation; enable respondents to
be interviewed at convenient times;
and we must let the public know
that their opinions will be kept con-
fidential and their privacy will be
protected. Ultimately, the public
should know that opinion research
is the best way by which political
and business decision makers can
make decisions driven by their
input.”

“Harry Heller brings to this posi-
tion a wealth of experience and
great industry visibility,” said Kathy
Pilhuj, chairman of the respondent
cooperation committee, CMOR.
“Improving the pulic’s perception
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of surveys is an area in which Harry
has done extensive research and
writing. He comes to CMOR with
a long-term goal of making the
public more interested in and moti-
vated to understand the role of sur-
veys in our society and to be more
willing to provide their opinions.”

Awards/rankings

Harris Interactive, Rochester,
N.Y., has been named to the 2004
Deloitte Technology Fast 500, a
ranking of the 500 fastest-growing
technology companies in North
America. Rankings are based on
percentage reve nue growth over five
fiscal years, from 1999 to 2003.
Harris Interactive grew 351 percent
during this period, from approxi-
mately $29 million to $130.6 mil-
lion in reve nue.

The title of “Best Research
Companyin Spain” (2003-2004)
has been awa rded to Millward
B rown Spain by Premios Control, a
research and marketing magazine.

Maritz Research, St. Louis, has
been awa rded the United States
Postal Service (USPS) Quality
Supplier Awa rd for helping the
USPS make an impact on supply
chain management, and achieve
positive, bottom-line results. Maritz’
nomination was prepared and sub-
mitted by a Postal Service
Contracting Officer’s
Representatiw, and reviewed by an
independent panel of USPSevalua-
tors. Maritz Research received the
USPS Quality Supplier Awa rd for
its development and execution of
the organization’s mystery shopper
program (see related article on p.
38). During this program, Maritz
conducted more than 66,000 mys-
tery shopper evaluations to assist the
Postal Service in maintaining cus-
tomer service and image standards.
After analyzing the results of the
Mystery Shopper program, Maritz
identified opportunities for the
USPS to increase reve nue and cus-
tomer satisfaction. Due to the quali-
ty standards applied to this program
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and the data collected as a result,
Maritz Research was nominated
and ultimately won the Quality
Supplier Award.

A paper by employees of New
York-based Ipsos Loyalty that
examines the positiverelationship
between customer satisfaction and
actual share-of-wadlet in a business-
to-business environment won the
Excellence in Service Research
Award for 2004 from the Journal of
Service Research. Authors Timothy L.
Keiningham and Tiffany Perkins-
Munn of Ipsos Loyalty, and Heather
Evans, an employee at a financial
services company, won the awa rd
for their article, “The Impact of
Customer Satisfaction on Share-of-
Wallet in a Business-to-Business
Environment.” The article appeared
in the August 2003 issue of the
Journal of Service Research.

New accounts/projects

N ew York-based Nielsen Media
Research and NBC Unive rsal
have signed a seven-year contract
for audience measurement services
covering all of NBC Universal’s
national and local television busi-
nesses. This includes the NBC
Television Network, NBC
Enterprises/NBC Unive rsal
Domestic Television, Telenundo, the
cable networks Bravo, CNBC and
MSNBC, USA Network, and SCI
FI Channel, the 13 NBC-owned-
and-operated television stations, and
the 11 Telemundo television sta-
tions.

ESA a UK.-based retail and
trade research firm, has been con-
tracted by Skillsmart Retail to
conduct an analysis of the retail sec-
tor in Wales. The project will com-
bine a variety of research method-
ologies, encompassing mystery
shopping, s treet interviews and
town center assessments, and will
aim to map out the training needs
within the retail sector in Wales.

Arbitron Inc., N ew York, will
survey the radio listening of
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Chinese-American consumers using
bilingual Chinese-English diaries in
the Los Angeles and New York met-
ropolitan radio markets in Winter
2005.This is the first time the com-
pany will use the Chinese-language
version of its standard radio diary to
track the listening habits of
Chinese-Americans. The study will
be done on behalf of Multicultural
Radio Broadcasting, Inc.

The study will take place during
the Winter 2005 Arbitron survey
period (January 6-March 30, 2005)
among Chinese-speaking con-
sumers, age 12 and older, in the Los
Angeles and New York radio met-
ros. Each survey will have in-tab
samples of 500 Chinese-speaking
individuals.

The data will be released follow-
ing the delivery of the Winter 2005
syndicated Arbitron market reports.
The study will be awilable for pur-
chase by advertisers, agencies and
broadcasters.

N ew York-based Simmons has
signed Sirius Satellite Radio to a
nulti-year agreement for the
Simmons National Consumer
Survey (NCS). Simmons Spring
2004 Unified Hispanic and National
Consumer Survey reveals over three
million adults 18+ already subscribe
to satellite radio and over 5.5 mil-
lion plan to subscribe in the next 12
months. The study also examines
the demographics of consumers
who plan to subscribe to satellite
radio in the year and finds that men
are 9 percent more likely than the
average consumer to plan to sub-
scribe; potential subscribers are 30
percent more likely to be age 25-
34; they are 38 percent more likely
to be single and the mean house-
hold income of adults planning to
subscribe to satellite radio is
$74,066 (7 percent above the
national awerage).

Company earnings reports
Paris-based Ipsos generated consol-
idated reve nues of 427.8 million
euros in the first nine months of
2004, an increase of 6.7 percent
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over the same period in 2003. At
constant scope and exchange rates,
growth was 8.2 percent. Movements
in exchange rates dragged revenues
down by 4 percent.

The scope of consolidation has
changed little since 2003, with newly-
integrated companies accounting for
2.3 percent of total revenues. South
Korean company Active Insights
entered the scope of consolidation on
January 1,2004, and TQA (Australia)
and Hispania Research (Puerto Rico)
on July 1,2004.

The re n ewed growth trend in
Europe remained in place, despite a
slight slowdown compared to the
first half of 2004, due to a less favor-
able base for comparison. In North
America, organic growth stabilized
at 6 percent. The proportion of rev-
e nues coming from online data col-
lection systems is continuing to rise,
and is now above 50 percent in
somebusinesses. This trend is
putting temporary pressureon
growth in billings.

Germany-based GfK Group has
continued its successful path of the
first six months into the third quar-
ter. The target sales figure was EUR
487.1 million, which is 13 percent
more than that of the same period
in the previous year. Rising by 24.5
percent to EUR 58.3 million, EBIT
after income from participations
once again increased at a higher
rate than sales. At 12 percent, the
sales margin remained a percentage
point above the previous year.
Consolidated total income rose to
EUR 34.6 million with the result
that after nine months it was
already greater than that of the pre-
vious year as a whole (EUR 33.3
million).

In the first nine months of 2004,
GfK invested EUR 72.2 million
(previous year, EUR 38.1 million).
Seventy-eight percent of these
1nvestments concern acquisitions
and companies in which GfK has
increased its shareholding.

The Group’s five business divi-
sions have witnessed growth. GfK’s
Consumer Tracking division
increased its sales by 5.1 percent, of
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which 5.4 percentage points we re
attributable to organic growth. Sales
in Healthcare improved by almost
57 percent compared with the same
period in the previous year. The
increase is essentially attributable to
the GfK Group’s acquisition on July
1,2003 of'a 51 percent share in V2
GfK, USA, and of a 100 percent
share in GfK m2A, France, at the
beginning of 2004.

With its sharp growth rate, the
Retail and Technology division
contributed significantly to the suc-
cess of the GfK Group as a whole.
Sales increased by 10.8 percent.
Organic growth amounted to 9.1
percentage points and there was
acquisition growth of 2.2 percent-
age points.

There was organic growth of 1.9
percent in the Media division.
Currency effects reduced growth by
0.5 percent. The operating income
was 6.4 percent lower than that of
the previous year. This was partly
due to the costs incurred for con-
tract tenders to measure TV viewer
ratings in Russia, radio audience
ratings in Belgium and to create a
Media Usage Panel in Russia with
its newly developed measuring
technology, MediaWatch. As a result
of this, the margin was halfa per-
centage point below that of the first
six months, standing at 10.5 per-
cent.

With the highest numbers of
sales, GfK’s largest division, Custom
Research, has recorded growth of
13.8 percent. Almost a third of this
is attributable to organic growth.
Operating income rose more
sharply than sales. The positive
growth is mainly due to the suc-
cessful activities of GfK
Marktforschung in Germany, and
GfK Arbor in the U.S.

GfK Group Services, GfK Data
Services and GfK Business
Solutions & Processing essentially
provide core services for the Group
and their cooperation partners. The
drop in sales and operating profit is
notably due to the reduced volume
services provided by GfK Business
Solutions & Processing for
Information Resources GfK.
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Jeff Anderson Consulting, Inc.
P.0. Box 1744
La Jolla, CA 92038
Ph.858-456-4898
Fax 858-454-4859
E-mail: jeff@jeffandersonconsult-
ing.com
Contact: Jeff Anderson, CPCM,
MBA
“Blending Art With Science.”
Member QRCA/AMA.

AutoPacific.

AutoPacific, Inc.

2991 Dow Ave.

Tustin, CA 92780
Ph.714-838-4234

Fax 714-838-4260

E-mail: dhall@autopacific.com
www.autopacific.com

Contact: Daniel Hall

Auto Marketing & Product Experts.

2,000 Groups Moderate & Recruit.

CRER

[EEFE TR
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/Kids/50+ Age
Segment/B2B.

C.L. Gailey Research

347 La Mesa Avenue
Encinitas, CA 92024
Ph.760-436-1462

Fax 760-436-5384

E-mail: clgailey@cox.net
Contact: Carol Gailey
Full-Service Qualitative and
Quntitative Research.

L

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 Analysis,
Surveys. Call To Discover The
Difference.

Cambridge Research, Inc.
3521 W. 24th St.

Minneapolis, MN 55416

Ph. 612-929-8450

Fax 612-929-8460

E-mail: dalelongfellow@cam-
bridgeresearch.com
www.cambridgeresearch.com
Contact: Dale Longfellow

High Tech, Executives, Bus.-To-
Bus., Ag., Specifying Engineers.

Cheskin

255 Shoreline Dr., Suite 350
Redwood Shores, CA 94065
Ph. 650-802-2100

Fax 650-593-1125

E-mail: info@cheskin.com
www.cheskin.com

Contact: Jennifer Gray
Strategic Rsch. Consultants
Specializing in Tech & Consumer
Goods in General, B2B, Youth,
Hispanic & Asian Markets.

Consumer Focus LLC

660 Preston Forest Center, #197
Dallas, TX 75230-2718
Ph.214-542-8787

Fax 214-691-6021

E-mail: sstewart@consumerfocusco.com
www.consumerfocusco.com
Contact: Sue Stewart

Over 20 Years of Experience in
Consumer Marketing.

The Consumer Network, Inc.

P.0. Box 42753

Philadelphia, PA 19101
Ph.215-235-2400

Fax 215-235-6967

E-mail: mona@consumernetwork.org
Contact: Mona Doyle

Mona Uses Anthropology, Consumer
Advocacy, and Marketing Skills To
Get To Changes That Grow Sales.

Daniel Associates

49 Hill Rd., Ste. 4

Belmont, MA 02478
Ph.617-484-6225

Fax 800-243-3493

E-mail: sdaniel@earthlink.net
http://home.earthlink.net/~sdaniel/
Contact: Stephen Daniel
FOCUS/IT Understanding
Technology Buying Processes.

Decision Drivers

197 Macy Rd.

Briarcliff, NY 10510-1017
Ph.914-923-0266

Fax 914-923-3699

Contact: Sharon Driver
Actionable Results To Drive Your
Market Decisions.

Dolobowsky Qualitative Services
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. 1986; 6 Moderators; Full-time
Field Staff. Focus Grps. (Face-to-
Face/Phone/Online), Ethnographic/
Observational Rsch./Idea
Generation/ Rsch./Ideation 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., Amer. Indian Mktg. Rsch.
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First Insights

350 Seventh Ave. S., #1503

New York, NY 10001
Ph.212-926-3700

E-mail: info@firstinsights.com
www.firstinsights.com

Contact: Lon Taylor

Usability Testing, Contextual
Interviews & Ethnographic
Research for Web Sites & Intranets.

M LA
7 WILKERSON

MARKLT INSIGHTES
Flake-Wilkerson Market Insights, LLC
333 Executive Court, Suite 100
Little Rock, AR 72205
Ph.501-221-3303
Fax 501-221-2254
E-mail: kflake@mktinsights.com
www.mktinsights.com
Contact: Karen Flake
Intuitive, Creative & Detailed. 15
Years of Experience.

Focus LATINOD

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 RESEARCH INC.

FOCUSED Marketing Research, Inc.
P.0. Box 290

Bedminster, PA 18910-0290

Ph. 215-795-0900

Fax 215-795-0909

E-mail: infor@focusedmr.com
www.focusedmr.com

Contact: Vern Dougherty

Insightful Analysis & Actionable
Reports. Consumey B-to-B, Intemet,
Rx & Pet Products. Call Us Today!
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Galloway Research Service
4751 Hamilton Wolfe

San Antonio, TX 78229
Ph.210-734-4346

Fax 210-732-4545

E-mail: grs@gallowayresearch.com
www.gallowayresearch.com
Contact: J. Patrick Galloway
Creative/Energetic/Experienced.
State-of-the-Art Facility with
Larege Viewing Rooms/Client
Lounges/ Offices/Restrooms w/
Showers. T-1/Videostreaming/On-
site Personnel.

@ Harrisipteractiver

Harris Interactive

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.

Herrera Communications

28751 Rancho California Road
Suite 206

Temecula, CA 92590
Ph.951-676-2088

Fax 951-676-2996

E-mail: info@herrera-
communications.com
www.herrera-communications.com
Contact: Dolores Herrera
Bilingual Moderators. Nationwide
Latino Recruitment.

Hispanic Research Inc.

1 Springfield Rd.

East Brunswick, NJ 08816
Ph.732-613-0060

Fax 732-613-8612

E-mail: info@nhispanic-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.

d

IMR-Innovative Media Research

2 Hudson Place, 3rd floor
Hoboken, NJ 07030
Ph.201-356-1900
Fax201-356-1910

E-mail: franyoung@imresearch.com
www.imresearch.com

Contact: Frances Young

Moderating Specialists in
Healthcare Research.
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In-Depth: 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 Capabilities.

innovation Management

125 Timberhill Place

Chapel Hill, NC 27514
Ph.919-933-4676

Fax 919-933-7115
info@innovationmanagement.com
www.innovationmanagement.com
Contact: Kevin Leibel

Insightful Qualitative Services from
a Preferred Vendor of Coca-Cola,
Quaker, Frito-Lay, Sunbeam. Food,
Beverage, Packaging, Kids, Seniors.

Insight Research Associates

313 W. Superior St.

Chicago, IL 60610

Ph. 312-595-9500

E-mail: insight@insightresearch.net
www.insightresearch.net

Contact: Mark Ingwer, President
Full-Service Qualitative Research.
B2B, Kids/Teens, Financial,
Healthcare, Technology, Niche &
Media.

The Insight Works, Inc.

1123 Broadway, Suite 1007

New York, NY 10010
Ph.212-929-9072

Fax 212-929-9174

E-mail: mark@theinsightworks.net
www.theinsightworks.net
Contact: Mark Cooper
Specialists in Video-Based
Qualitative Consumer Research with
Visual Ethnography and Ideation.

e ?_ =
o .
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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.
Contadt: Gloria Cantens, Dit. Qual. Rsch.
Full-Service Qualitative Research.
Experienced in Multicultural. Better
Thinking, Better Qualitative.

www.quirks.com

JUST THE FACTS

B bk = vl oM PR TR E b=

Just The Facts, Inc.

P.0. Box 365

Mt. Prospect, IL 60056

Ph. 847-506-0033

Fax 847-506-0018

E-mail: facts2@interaccess.com
www.justthefacts.com

Contact: Bruce Tincknell

Highly Skilled; Well Organized;
Maintains Control While Enabling
Creative Flow; Strategic
Moderating; Actionable Results; 25
Years Experience.

BEKMR

EARCHNER MABEETING RESLARCH

Karchner Marketing Research, LLC
202 Paperbirch Drive
Collegeville, PA 19426

Ph. 610-489-0509

Fax 610-489-6939

E-mail: mike@kmrinsights.com
www.kmrinsights.com

Contact: Mike Karchner
Consumer, Business & Medical
Audiences. Specializing in Retail,
Pharmaceutical & Financial
Services.

Knowledge Systems & Research, Inc.

500 South Salina St., Ste. 900
Syracuse, NY 13202
Ph.315-470-1350

Fax 315-471-0115

E-mail: HQ@krsinc.com
www.krsinc.com

Contact: Lynne Van Dyke
Full-Svc./All Expertise In-House/
Strategic Focus/B2B.

Loretta Marketing Group
13935 S.W. 102 Court
Miami, FL 33176

Ph. 305-232-5002

Fax 305-232-8010

E-mail: Img8010@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-mail: eve@mnav.com

E-mail: grs@mnav.com
www.mnav.com

Contact: Eve Zukergood, CEO
Contact: George Silverman

A Diverse Qual. & Mktg. Company
Specializing In The Customer Decision
Process, Optimizing Word-of-Mouth,
& Practical Innovation at Low Cost.

Harket Hacpures A soalstas, 40,

Market Resource Associates, Inc.
15 S.5th St., 8th floor
Minneapolis, MN 55402
Ph.800-795-3056

Fax 612-334-3056

E-mail: john.cashmore@mraonline.com
www.mraonline.com

Contact: John Cashmore

Cons. & Pros., Bldg. Materials,
Home Imp., Const., Auto, Lawn &
Garden, Tools. Full-Svc. Qual. -
North Amer. - 14 Yrs. Exp., QRCA.

Marketing Matrix Intemational, Inc.
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.
Foc. Grps., In-Depth Intvs. &
Telephone, Mailback & Online
Surveys For Financial Svce.
Companies.

Markets in Motion

215 Eagles Circle

Alpharetta, GA 30004
Ph.678-908-1913

E-mail: sally.markham@comcast.net
Contact: Sally Markham

Prod. Dev., Cust. Sat., Comm. Test,
20+ Yrs. Pkged Goods, Healthcare,
Homebldrs, B2B, Drs., SRS,
Realtors, HOH.

MCC Qualitative Consulting

100 Plaza Dr.

Secaucus, NJ 07094
Ph.201-865-4900 or 800-998-4777
Fax 201-865-0408

E-mail: andrea@meadowcc.com
www.meadowcc.com

Contact: Andrea C. Schrager
Insightful, Innovative, Impactful,
Action-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
Qual./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

Internet, Tech, B2C, B2B,
Advertising, Media, Search

MedProbe® Inc.

13911 Ridgedale Dr., Suite 400
Minneapolis, MN 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 &
SHAREMAP.

Tl
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Millennium Research, Inc.
7493 W. 147th St., Ste. 201
Apple Valley, MN 55124
Ph.952-431-6320
Fax 952-431-6322

E-mail: 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@mountairinsight.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.

0TIVO, INC.

451 Hayes Street

San Francisco, CA 94102
Ph.415-626-2604

Fax 415-626-2605

E-mail: lwaldal@otivo.com
www.otivo.com

Contact: Leanne Waldal

Web Sites, Hardware, Software,
Gadgets, Wireless.

Outsmart Marketing

2840 Xenwood Ave.
Minneapolis, MN 55416
Ph.952-924-0053

Fax 952-924-0920

Contact: Paul Tuchman
Thirteen Years of Full-Service
Nationwide Research

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: Elaine Parkerson
Sensitive Topics. Ideation. Exploration
for Strategic Decision Making.
Action-Oriented Recommendations.
PRYBYL Group, Inc.

2349 N. Lafayette St., Ste. 1200
Arlington Heights, IL 60004
Ph.847-670-9602

E-mail: mjrichards@prybylgroup.com
www.prybylgroup.com

Contact: Marilyn Richards

3,000 Focus Groups and IDI’s
Successfully Conducted. Challenging
and ShortNotice Projecks Welcomed.

fi )

QSA Research & Strategy

4920 John Ticer Drive

Alexandria, VA 22304
Ph.703-567-7655

Fax 703-567-6156

E-mail: bquarles@aol.com
www.gsaresearch.com

Contact: Rebecca C. Quarles, Ph.D.
Online/In-Person Foc. Gips./Depth
Intvws. Full-Svc. Suney Rsch. &
Analysis. Polished Reports/Recomm.
by Mod. with Ph.D. & 25+ Y'ts. Exp.

@RE AlLeResearch

REALeResearch

1027 Adeline Street

Oakland, CA 94607
Ph.510-832-6484

Fax 510-832-6483

E-mail: susan@realeresearch.com
www.realeresearch.com

Contact: Susan Reale

U.S. & International: Usability &
User Experience.

Research Goddess Consulting
12544 Eliot Street

Broomfield, CO 80020
Ph.303-868-2533

E-mail: statsmarketing@aol.com
Contact: Tiffany Pereda
Riva-Trained with 10 Years of
Experience. B2B, B2C &
Physicians. Superiot, Cost-Effective
Results.

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.

N

MARKETING

Roller Marketing Research

P.0. Drawer 2436

Gloucester, VA 23061
Ph.804-693-3208

Fax 804-693-7497

E-mail: rmr@rollerresearch.com
www.rollerresearch.com
Contact: Margaret R. Roller
Moderating/In-Depth Interviews
Since 1976. Meaningful
Design/Analysis. No Ghost Writers.
U.S. & Int'l.

JL.RZTH

& 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
www.jlrothassoc.com
Contact: Jay L. Roth
Expert Moderator & Marketer
Delivers on Promises! More Than
25 Years Experience! Great Groups,
Insights & Reports!

www.quirks.com

Schneller Qualitative LLC
300 Bleecker Street

New York, NY 10014
Ph.212-675-1631

Fax (see Web site)

E-mail: (see Web site)
Www.gis.net/~answers
Contact: Paul Schneller
Full Array: Ads/Pkg’d. Gds./Rx/Bus.-
to-Bus./Consumers/14+ Years
Experience.

SRA Research Group, Inc.

1001 N. U.S. One, Ste. 310
Jupiter, FL 33477
Ph.561-744-5662

E-mail: info@sra-researchgroup.com
www.sra-researchgroup.com
Contact: Barbara L. Allan

20+ Years Exp.; Business &
Consumer Studies; Nat’l. & Int’l.
Exp.

Strategic Directions Group, Inc.
525 Lexington Pkwy. S., Suite 203
St. Paul, MN 55116
Ph.651-228-7250

Fax 651-228-7260

E-mail: cmorgan@strategicdirec-
tionsgroup.com
www.strategicdirectionsgroup.com
Contact: Carol M. Morgan, Pres.
Since 1989 We've Used Our
Innovative Quantitative Methods in
Focus Groups, Yielding Greater
Insights into Hid den Motivations for
Demanding Clients. B-to-B and
Consumer Experience.

Strategic Eye, Inc.

1709 Tenby Drive

Hershey, PA 17033
Ph.717-520-9013

Fax 717-520-9015

E-mail: christy@strategiceye.com
Contact: Christy Stover

Strategic Moderating; Creative
Techniques; Actionable Results.
(Also see listing on p. 338)

O

syTvate

T e
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.
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TEN PEOPLE TaLKING

Ten People Talking

3016 W. Raye St.

Seattle, WA 98199
Ph.800-916-0775

Fax 206-216-0776

E-mail: regina@tenpeopletalking.com
www.tenpeopletalking.com
Contact: Regina Szyszkiewicz, MA
Expert Moderation. Strategic
Focus. 10+ Yrs. Experience. B2B,
Consumer & Healthcare.

Tracy & Co. Market Research &
Idea Generation

931 N. Marion St.

Oak Park, IL 60302
Ph.708-386-8447

E-mail: tracy2leez@yahoo.com
Contact: Tracy Teweles

Comm. Checks, Product Eval., IDI's
& Group Interviews, Ideation,
Archetyping & Ethnographies.

Utilis

TG
Utilis Hispanic

1001 Ave. of the Americas, 12th fl.
New York, NY 10018
Ph.212-939-0077

Fax 212-862-2706

E-mail: rperez@utilis-research.com
www.utilis-research.com

Contact: Raul Perez, Ph.D.
Full-Service, RIVA-Trained,
Experienced Moderators.
Psychology-based Approach.
Hispanic Specialty.

View-Finders Market Research
11 Sandra Lane

Pearl River, NY 10461
Ph.845-735-7022

Fax 845-735-7256

E-mail: jgaines@view-finders.com
www.view-finders.com

Contact: Janet Gaines

Your Eye Into The Future.

GEOGRAPHIC CROSS INDEX OF MODERATORS

Refer to preceding pages for address, phone number and contact name.

Arkansas
Flake-Wilkerson Market Insights, LLC

California

Jeff Anderson Consulting, Inc.

Auto Pacific, Inc.

C.L.Gailey Research

Cheskin

Erlich Transcultural Consultants
Herrera Communications

In-Depth: Technology Market Research
Marketing Matrix International, Inc.
Meczka Mktg./Rsch./Cnsltg., Inc.
Media-Screen

OTIVO, INC.

REALeResearch

Colorado

Cambridge Associates, Ltd.
Mountain Insight, LLC
Research Goddess Consulting

SPECIALTY CROSS INDEX OF MODERATORS

Florida

Insights Marketing Group, Inc.
Loretta Marketing Group
SRA Research Group, Inc.

Georgia
Markets in Motion

Illinois

C&R Research Services, Inc.
Doyle Research Associates, Inc.
Insight Research Associates
Just The Facts, Inc.

Leichliter Assoc. Mktg. Rsch./Idea Dev.

Primary Insights, Inc.
PRYBYL Group, Inc.
Tracy & Co. Market Research

Maryland
RIVA Market Research

Massachusetts
Daniel Associates
Dolobowsky Qualitative Services, Inc.

Minnesota

Cambridge Research, Inc.
Market Resource Associates, Inc.
MedProbe™ Inc.

Millennium Research, Inc.
Outsmart Marketing

Strategic Directions Group, Inc.

New Jersey

Hispanic Research Inc.
IMR-Innovative Media Research
MCC Qualitatie Consulting

New York

Decision Drivers

Fi rst Insights

Harris Interactive

The Insight Works, Inc.
Knowledge Systems & Research, Inc.
Market Navigation, Inc.

Jay L Roth & Associates, Inc.
Schneller Qualitative LLC
Synovate

Utilis Hispanic

View-Finders Market Research

Refer to preceding pages for address, phone number and contact name.

North Carolina
D/R/S Health Care Consultants
innovation Management

Pennsyhania

The Consumer Network, Inc.
FOCUSED Marketing Research, Inc.
Karchner Marketing Research
Strategic Eye, Inc.

Texas

Consumer Focus LLC
Focus Latino

Galloway Research Service

Virginia
QSA Resarch & Strategy
Roller Marketing Research

Washington
Ten People Talking

ADVERTISING

Jeff Anderson Consulting, Inc.
C&R Research Services, Inc.
Cambridge Associates, Ltd.
Cambridge Research, Inc.
Decision Drivers

Doyle Research Associates, Inc.
Erlich Transcultural Consultants
Fi rst Insights

Focus Latino

The Insight Works, Inc.

Insights Marketing Group, Inc.
Media-Screen

Millennium Research, Inc.
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Outsmart Marketing

PRYBYL Group, Inc.

QSA Research & Strategy

Jay L. Roth & Associates, Inc.

Tracy & Co. Market Research
View-Finders Market Research

AFRICAN-AMERICAN

E rlich Transculturd Consultants
The Insight Works, Inc.
Insights Marketing Group, Inc.

AGRICULTURE

Cambridge Associates, Ltd.

www.quirks.com

Cambridge Research, Inc.

FOCUSED Marketing Research, Inc.

Market Resource Associates, Inc.
Millennium Research, Inc.

ALCOHOLIC BEV.

C&R Research Services, Inc.

FOCUSED Marketing Research, Inc.

The Insight Works, Inc.
Insights Marketing Group, Inc.

ARTS & CULTURE

Media-Screen

ASIAN

E rlich Transcultural Consultants

ASSOCIATIONS

M arket Navigation, Inc.
QSA Resarch & Strategy

AUTOMOTIVE

AutoPacific, Inc.

C&R Research Services, Inc.
Design Forum

First Insights

Focus Latino

E rlich Transcultural Consultants
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The Insight Works, Inc.
Market Resource Associates, Inc.
Tracy & Co. Market Research

BIO-TECH

Market Navigation, Inc.
MedProbe, Inc.

BRAND/CORPORATE
IDENTITY

Perception Research Services
Primary Insights, Inc.

BUILDING PRODUCTS

Marketing Advantage Rsch. Cnslts.

BUS.-TO-BUS.

C&R Research Services, Inc.
Cambridge Associates, Ltd.
Cambridge Research, Inc.
FOCUSED Marketing Research, Inc.
Just The Facts, Inc.

Knowledge Systems & Research, Inc.
Market Navigation, Inc.

Market Resource Associates, Inc.
MCC Qualitative Consulting
Millennium Research, Inc.

PRYBYL Group, Inc.

QSA Resarch & Strategy

Jay L. Roth & Associates, Inc.
Strategic Directions Group, Inc.
Synovate

Tracy & Co. Market Research

CABLE

C&R Research Services, Inc.

CHILDREN

C&R Research Services, Inc.

Doyle Research Associates, Inc.
FOCUSED Marketing Research, Inc.
The Insight Works, Inc.

Just The Facts, Inc.

Market Navigation, Inc.

COMMUNICATIONS RSCH.

Cambridge Associates, Ltd.
IMR-Innovative Media Research
The Insight Works, Inc.
PRYBYL Group, Inc.

QSA Resarch & Strategy

Jay L. Roth & Associates, Inc.

COMPUTERS/HARDWARE

In-Depth: Technology Market Rsch.

COMPUTERS/MIS

Daniel Associates

In-Depth: Technology Market Rsch.
Marketing Advantage Rsch. Cnslts.

CONSUMERS

C&R Research Services, Inc.
Consumer Focus LLC

The Consumer Network, Inc.
Decision Drivers

Fader & Associates

The Insight Works, Inc.

JustThe Facts, Inc.

Knowledge Systems & Research, Inc.
M arket Resource Associates, Inc.
PRYBYL Group, Inc.

Jay L. Roth & Associates, Inc.
Strategic Directions Group, Inc.

CUSTOMER
SATISFACTION

Market Resource Associates, Inc.
M arketing Advantage Rsch. Cnslts.
Synovate

DIRECT MARKETING
Consumer Focus LLC
Synovate

DIVERSIFIED

View-Finders Market Research

E-COMMERCE

Media-Screen

EDUCATION

The Insight Works, Inc.
JustThe Facts, Inc.
Maret Navigation, Inc.
PRYBYL Group, Inc.

ELECTRONICS

PRYBYL Group, Inc.

EMPLOYEES

Jay L. Roth & Associates, Inc.

ETHNIC/MULTICULTURAL
RESEARCH

Cheskin
The Insight Works, Inc.

ETHNOGRAPHIC RSCH.
C&R Research Services, Inc.
Cheskin

Doyle Research Associates, Inc.
Focus Latino

The Insight Works, Inc.

Insights Marketing Group, Inc.

P rimary Insights, Inc.

Synovate

EXECUTIVES

C&R Research Services, Inc.
Decision Drivers

Maret Navigation, Inc.
QSA Research & Strategy
Roller Marketing Research

Jay L. Roth & Associates, Inc.
Strategic Direct ions Group, Inc.
Synovate

FINANCIAL SERVICES
Jeff Anderson Consulting, Inc.
C&R Research Services, Inc.
Cambridge Associates, Ltd.
Cambridge Research, Inc.
Consumer Focus LLC

Focus Latino

FOCUSED Marketing Research, Inc.

The Insight Works, Inc.
Insights Marketing Group, Inc.

Marketing Matrix International, Inc.

MCC Qualitative Consulting
Primary Insights, Inc.

Jay L. Roth & Associates, Inc.
Strategic Directions Group, Inc.
Synovate

Tracy & Co. Market Research

FOOD PRODUCTS/
NUTRITION

C&R Research Services, Inc.
Cambridge Associates, Ltd.

The Insight Works, Inc.
JustThe Facts, Inc.

Outsmart Marketing

Jay L. Roth & Associates, Inc.
Strategic Direct ions Group, Inc.
Synovate

HEALTH & BEAUTY
PRODUCTS

C&R Research Services, Inc.
Focus Latino

The Insight Works, Inc.
PRYBYL Group, Inc.
Synovate

HEALTH CARE

Jeff Anderson Consulting, Inc.
D/R/S Health Care Consultants
Erlich Transcultural Consultants
Fader & Associates

Focus Latino

The Insight Works, Inc.

Knowledge Systems & Research, Inc.

MedProbe™ Inc.
Synovate
Ten People Talking

HIGH-TECH

Jeff Anderson Consulting, Inc.
Cheskin

In-Depth: Technology Market Rsch.
Media-Screen

PRYBYL Group, Inc.

Jay L. Roth & Associates, Inc.
Synovate

www.quirks.com

HISPANIC

C&R Research Services, Inc.
Cheskin

Erlich Transcultural Consultants
Focus Latino

Herr era Communications
Hispanic Research Inc.

The Insight Works, Inc.

Insights Marketing Group, Inc.
Loretta Marketing Group

Utilis Hispanic

HOUSEHOLD
PRODUCTS/CHORES

C&R Research Services, Inc.
Market Resource Associates, Inc.

HUMAN RESOURCES
ORGANIZATIONAL DEV.

Primary Insights, Inc.

IDEA GENERATION
Doyle Research Associates, Inc.
Just The Facts, Inc.

Market Resource Associates, Inc.
Primary Insights, Inc.

Synovate

IMAGE STUDIES

Cambridge Associates, Ltd.
QSA Resarch & Strategy
Tracy & Co. Market Research

INSURANCE

Consumer Focus LLC
Fi rst Insights
Strategic Directions Group, Inc.

Ten People Talking

INTERNATIONAL

Fader & Associates

INTERACTIVE
PRODUCTS & SERVICES

Media-Screen

INTERNET

C&R Research Services, Inc.

Fader & Associates

Fi rst Insights

In-Depth: Technology Market Rsch.
Knowledge Systems & Research, Inc.
MCC Qualitative Consulting
Media-Screen

Synovate

INTERNET SITE
CONTENT/DESIGN

FOCUSED Marketing Research, Inc.
Media-Screen
Jay L. Roth & Associates, Inc.
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INVESTMENTS

Strategic Directions Group, Inc.

LATIN AMERICA
C&R Resarch Services, Inc.
The Insight Works, Inc.
Insights Marketing Group, Inc.
Loretta Marketing Group

MEDICAL PROFESSION
Cambridge Associates, Ltd.

D/R/S Health Care Consultants
In-Depth: Technology Market Rsch.
Market Navigation, Inc.
MedProbe™ Inc.

Schneller Qualitative LLC

Strategic Directions Group, Inc.
Ten People Talking

MODERATOR TRAINING

Market Navigation, Inc.

NEW PRODUCT DEV.
C&R Research Services, Inc.
Cambridge Associates, Ltd.
Cheskin

Doyle Research Associates, Inc.
The Insight Works, Inc.
JustThe Facts, Inc.

Market Navigation, Inc.

M arlket Resource Associates, Inc.
Millennium Research, Inc.
Outsmart Marketing

PRYBYL Group, Inc.

Jay L. Roth & Associates, Inc.
Synovate

NON-PROFIT

Roller Marketing Research

OBSERVATIONAL RSCH.
Doyle Research Associates, Inc.

The Insight Works, Inc.

P rimary Insights, Inc.

ONLINE FOCUS GROUPS
C&R Research Services, Inc.
Cambridge Associates, Ltd.

Doyle Research Associates, Inc.
Insights Marketing Group, Inc.
Media-Screen

PACKAGE DESIGN RSCH.
C&R Research Services, Inc.

The Consumer Network, Inc.

P rimary Insights, Inc.
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PACKAGED GOODS
C&R Research Services, Inc.
Cheskin

Doyle Research Associates, Inc.
Focus Latino

FOCUSED Marketing Research, Inc.
Insights Marketing Group, Inc.
JustThe Facts, Inc.

Jay L. Roth & Associates, Inc.
Synovate

Tracy & Co. Market Research

PARENTS

Market Navigation, Inc.

PET PRODUCTS

C&R Research Services, Inc.
Cambridge Research, Inc.
FOCUSED Marketing Research, Inc.
IMR-Innovative Media Research
PRYBYL Group, Inc.

PHARMACEUTICALS
C&R Research Services, Inc.
Cambridge Associates, Ltd.

D/R/S Health Care Consultants
Fader & Associates

Fi rst Insights

Focus Latino

FOCUSED Marketing Research, Inc.
IMR-Innovative Media Research
In-Depth: Technology Market Rsch.
Market Navigation, Inc.

MCC Qualitative Consulting
MedProbe™ Inc.

Primary Insights, Inc.

Strategic Directions Group, Inc.
Synovate

Ten People Talking

Tracy & Co. Market Research

POLITICAL/SOCIAL RSCH.
Cambridge Associates, Ltd.

Market Navigation, Inc.
View-Finders Market Research

POSITIONING
RESEARCH

Outsmart Marketing
Jay L. Roth & Associates, Inc.

PUBLIC POLICY RSCH.

Cambridge Associates, Ltd.
QSA Resarch & Strategy

PUBLISHING

Cambridge Associates, Ltd.
Market Navigation, Inc.

www.quirks.com

QUALITATIVE END-
USERTRAINING

Primary Insights, Inc.

RETAIL

The Insight Works, Inc.

Knowledge Systems & Research, Inc.
MCC Qualitative Consulting
Synovate

SENIORS

C&R Research Services, Inc.
The Consumer Network, Inc.
The Insight Works, Inc.
PrimaryInsights, Inc.

QSA Resarch & Strategy
Strategic Directions Group, Inc.

SMALL BUSINESS/
ENTREPRENEURS

FOCUSED Marketing Research, Inc.
Strategic Directions Group, Inc.

SOFT DRINKS, BEER,WINE
C&R Research Services, Inc.
Cambridge Associates, Ltd.

Focus Latino

FOCUSED Marketing Research, Inc.
The Insight Works, Inc.

Jay L. Roth & Associates, Inc.

SPORTS

FOCUSED Marketing Research, Inc.

STRATEGY DEVELOP-
MENT

PrimaryInsights, Inc.
Strategic Directions Group, Inc.

TEACHERS

The Insight Works, Inc.
Market Navigation, Inc.
PRYBYL Group, Inc.

TEENAGERS

C&R Research Services, Inc.
Doyle Research Associates, Inc.
Focus Latino

The Insight Works, Inc.

Tracy & Co. Market Research

TELECOMMUNICATIONS

Daniel Associates

Focus Latino

In-Depth: Technology Market Rsch.
The Insight Works, Inc.

Knowledge Systems & Research, Inc.
MCC Qualitative Consulting

Jay L. Roth & Associates, Inc.
Synovate

TELECONFERENCING

Cambridge Research, Inc.

TELEPHONE FOCUS
GROUPS

C&R Research Services, Inc.
Cambridge Associates, Ltd.
Doyle Research Associates, Inc.
Marlket Navigation, Inc.
MedProbe, Inc.

Millennium Research, Inc.

TELEVISION

Media-Screen

TOURISM/HOSPITALITY
The Insight Works, Inc.
Jay L. Roth & Associates, Inc.

TOYS/GAMES

C&R Research Services, Inc.
PRYBYL Group, Inc.

TRAVEL

Cambridge Associates, Ltd.

First Insights

FOCUSED Marketing Research, Inc.
The Insight Works, Inc.

PRYBYL Group, Inc.

Strategic Directions Group, Inc.

USABILITY TESTING
First Insights
Media-Screen

UTILITIES

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

Jay L. Roth & Associates, Inc.
Strategic Directions Group, Inc.
Tracy & Co. Market Research

VETERINARY MEDICINE
FOCUSED Marketing Research, Inc.
IMR-Innovative Media Research

WEALTHY

The Insight Works, Inc.

QSA Research & Strategy
Strategic Directions Group, Inc.

YOUTH

C&R Research Services, Inc.
The Insight Works, Inc.

Tracy & Co. Market Research
Zebra Strategies



2005

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 340 firms. In addition to
the company’s vital information, we’ve included the industries they mystery shop, the
type of mystery shopping services they offer, be it full-service or just data collection,
and the span of their services (international, national, regional or local). As an added
feature, firms have been cross-in dexed by the span of their services. The cross-in dex
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 2005 Quirk’s Marketing Research Review
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

A Closer Look

P.0. Box 920760

Norcross, GA 30010
Ph.770-446-0590, ext. 106
Fax 770-448-2091
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

Fax 404-795-0535
getshopped@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
TotalResourceGrp@aol.com

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

A&M Business Services, Inc.
P.0. Box 34073

Pensacola, FL 32507

Ph. 850-492-7467

Fax 850-492-7865
mail@ambussvcs.com
www.ambussvcs.com

Mark Heller, President
Internationally - Full-service
E,R,S

A.L.LM.Field Service

1428 E. Semoran Blvd., Suite 101
Apopka, FL 32703

Ph.407-886-5305 or 888-345-3465
Fax 407-884-0333

patsaim@aol.com

www.patsaim.com

Pat Blackwell, President

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

AAR/AIl About Research
2000 York Rd., Suite 111
Oak Brook, IL 60523

Ph. 630-573-9500

Fax 630-573-2552
aarinfos@aol.com
www.marketresearchaar.com
Nationally - Full-service
B,E,F, H,R,RT,S
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ACE Mystery Shopping

Associate Consumer Evaluations, LLC
123 East Gay S., Suite ES-V6
Warrensburg, MO 64093

Ph. 866-240-7324
info@acemysteryshopping.com
www.acemysteryshopping.com
Nationally - Full-service

B,E,F, H,R,RT,S

Action Research Group

1650 Woodview Circle

Ocean Isle Beach, NC 28469
Ph.910-575-4765

Fax 910-579-5056

dinoaction@aol.com

Kathleen Dino or Kathryn Varnell, Co-Owners
Nationally - Full-service

B, E,F,H,R,RTS

Actys Etudes Audit Conseil
71-73 rue de Saussure
75017, Paris

France

Ph. 33-1-56-56-60-63

Fax 33-1-48-42-15-83
international@actys.net
www.actys.net

kubiak Darel, International Manager
Internationally - Full-service
B, E,F,H,R,RTS

Advantage Business Services
325 Haliwood Dr.

Melbourne, FL 32901

Ph. 321-952-0300

Fax 321-952-0300
cwj32901@aol.com

Christy Jones, President
Regionally - Full-service

B, E,R,RT,S

Advantage Sales & Marketing Canada, Inc.

100 3016-19 St. N.E.
Calgary, ABT2E 6Y9

Canada

Ph. 403-291-3288

Fax 403-250-3374
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
kassoff@advisorygroupinc.net

Edward Kassoff

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

ALCOPS™

Allied Corporate Service
6701 W. 64th St., Suite 221
Overland Park, KS 66202
Ph. 800-345-7347

Fax 800-252-4060
www.alcops.com

Nationally - Full-service
B,E,FH, R, RTS

www.quirks.com

American Mystery Shoppers
1830 Melanie Ave.

Wasilla, AK 99654
Ph.907-357-4718

Fax 907-357-4719
ams@alaska.com

Scott Norman

Nationally - Full-service

E,F R, RT,S

Amusement Advantage, LLC
12650 W. 64th Ave., #E-426
Arvada, CO 80004

Ph. 800-362-9946 or 303-988-2938

Fax 877-777-7326

sales@amusementadvantage.com

www.amusementadvantage.com
Scot Carson, General Manager
Nationally - Full-service

E

Anonymous Insights, Inc.
P.0. Box 1548

Dublin, OH 43017

Ph. 614-761-0939

Fax 614-761-3126
contactus@a-insights.com
www.a-insights.com

Suzy Baker, President
Nationally - Full-service

R, RT, S

AQ Services

Bierkade 11A

2512 AA Den Haag
Netherlands

Ph. 31-70-331-95-00
Fax 31-70-331-92-87
info@aq-services.com
www.ag-services.com
Jan-Willem Smulders
Internationally - Full-service
E,R,RT,S

ARC Research Corporation
14 Commerce Dr.

Cranford, NJ 07016

Ph. 908-276-6300

Fax 908-276-1301
info@arcresearch.com
www.arcresearch.com

Daria Friedman

Nationally - Full-service
B,E,FH,R,RTS

ARC Rynek i Opinia
ul. Slowackiego 12
01-627 Warsaw

Poland

Ph. 48-22-584-85-00
Fax 48-22-584-85-01
agata.tkaczyk@arc.com.pl
www.arc.com.pl

Agata Tkaczyk
Nationally - Full-service
F, RT



Ascent Research Associates, LLC
231 Market Place, Suite 373

San Ramon, CA 94583
Ph.877-607-5394

Fax 800-783-2926
info@ascentresearch.com
www.ascentresearch.com

Lawrence Page, Managing Director
Internationally - Full-service
B,E,F,H,R,RTS

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
bethsmith@westgroupresearch.com
www.westgroupresearch.com

Beth Aguirre-Smith, President
Nationally - Full-service

B,E,F H,R,RT,S

Assistance In Marketing, Inc.

11890 Montgomery Rd.

Cincinnati, OH 45249
Ph.513-683-6600 or 888-4AIMFIRE
Fax 513-683-9177
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.0.Box 7

Chico, TX 76431

Ph.940-644-2893

Fax 940-644-5934

Ichilds@aysm.com

www.aysm.com

Lynda Childs, President/CEQ

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
info@athpower.com
www.athpower.com

Frank Aloi, President
Internationally - Full-service
B,E,F,H,R,RTS

B. Business Solutions, Inc.
1471 Mariner Drive
Reynoldsburg, OH 43068
Ph.614-893-2148

Fax 614-559-6701
salli@bizshoptalk.com
www.bizshoptalk.com

Salli Bruell, President/Owner
Internationally - Full-service
B,E,F,H,R,RTS

B. Business Solutions, Inc.

55 Greystone Dr.

Mountaintop, PA 18707

Ph. 800-380-6559 or 570-474-2212
Fax 509-695-5267
salli@bizshoptalk.com
www.bizshoptalk.com

Salli Bruell, President/Owner
Internationally - Full-service
B,E,FH,R,RTS

BanConsult, Inc.

P.0. Box 883

Okemos, MI 48805-0883
Ph.517-349-4343

Fax 517-349-5908
info@banconsult.com
www.banconsult.com
Martha Kliebert
Regionally - Full-service
F

Bare Associates International, Inc.
3251 0ld Lee Hwy., Suite 203
Fairfax, VA 22030

Ph. 800-296-6699 ext. 3131 or 703-995-
3131

Fax 703-293-3124
mbare@baiservices.com
www.baiservices.com

Michael L. Bare, President
Internationally - Full-service
B,E,F,H,R,RTS

Bare Associates Int’l. Europe
50 Pyckestraat

2018 Antwerp

Belgium

Ph. 32-3290-02-89

Fax 32-7183-46-01
eaben@baiservices.com
www.baiservices.com

Ernst Aben, Managing Director
Internationally - Full-service
B,E,F,H,R,RTS

Barnes Research, Inc.

4920 Plainfield N.E.

Grand Rapids, M1 49525

Ph. 616-363-7643

Fax 616-363-8227
bids@barnesresearch.com
www.barnesresearch.com

Marilyn Johnson

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

Www.quirks.com

informa

Research Services
Barry Leeds & Associates, Inc.
(See Informa Research Services, Inc.)
420 Lexington Ave., #615

New York, NY 10170

Ph. 800-848-0218 or 212-889-5941
Fax 212-889-6066
info@informars.com
www.informars.com

Brian Richards

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

Conducts the finest market research and mys-
tery shop services available delivering accurate
and relevant measurements in the areas of
employee sales and service, customer satisfac-
tion, closed account research, focus groups,
competitive performance, and compliance test-
ing. We offer a real-time and online/Web
accessible tool that measures client satisfac-
tion, ensures resolutions to issues raised, and
includes an accountability feature that moti-
vates and recognizes superior employee cus-
tomer service.

(See advertisement on p. 109)

Bartels Research Corp.

145 Shaw Ave., Bldg. C

Clovis, CA 93612

Ph. 559-298-7557 or 800-677-5883
Fax 559-298-5226
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

186 30 Vallentuna, Stockholm
Sweden

Ph. 46-8-5118-51-10 or 46-70-529-1885
Fax 46-8-5118-51-20
info@baff.se
www.battreaffarer.com

Veronica Karlsson
Internationally - Full-service

B, E,F,H, R, RTS

Frances Bauman Associates

23 Girard St.

Marlboro, NJ 07746

Ph.732-536-9712

Fax 732-536-3256
fbauman23@aol.com

Frances Bauman, Owner

Regionally - Data collection/Field service
B,E,F,R,RT,S
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

Bay Area Research

9936 Liberty Rd.

Randallstown, MD 21133
Ph.410-922-6600

Fax 410-922-6675
bbridge@mdmarketingsource.com
www.bayareamarketingresearch.com
Barbara Bridge, Managing Partner
Locally - Full-service

E,F, R, RT,S

Beisner Research Associates

433 Lokchapee Dr.

Macon, GA 31210

Ph.478-477-8023

Fax 478-757-9480
jerrybeisner@aol.com

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

BellResearch

Baross u. 133.

1089 Budapest
Hungary

Ph. 36-1-477-0100
Fax 36-1-477-0101
info@bellresearch.com
www.bellresearch.com
Nationally - Full-service
B,E,F,H,R RTS

BestMark

5605 Green Circle Dr., Suite 200
Minnetonka, MN 55343-9602
Ph.800-51-GUEST (514-8378)
Fax 952-922-0237
info@bestmark.com
www.bestmark.com

Ann Jennings, President
Nationally - Full-service
B,E,F,R,RT,S

Beyond Hello Inc.

P.0. Box 5240

3230 University Ave., Suite 7
Madison, WI 53705
Ph.800-321-2588

Fax 800-868-5203
gary@beyondhello.com
www.beyondhello.com

Gary Godding, President
Internationally - Full-service
R, RT

Beyond Marketing Group, Inc.
1001 S. Marshall St., #38
Winston-Salem, NC 27101

Ph. 336-722-6270
newshop@beyondmarketinggroup.com
Lynette Hawkins, President
Nationally - Full-service

E,F, H,RT,S
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BMA Mystery Shopping

P.0. Box 139

Spring City, PA 19475

Ph. 800-355-5040 or 888-333-8394
info@mystery-shopping.com
www.mystery-shopping.com

Peter Thorwarth, President
Nationally - Full-service
B,E,F,R,RT,S

Call BMA at 800-355-5040. Full-service and
field service quotes within 24 hours! All our
work is guaranteed. With 400,000+ field
workers, no project is too big for BMA.
Extensive experience in many product and ser-
vice categories. BMA also does price audits,
compliance audits, evaluations of sales efforts,
incentive programs, and on-site interviews.
Join our list of well-known clients!

Business Evaluation Services

123 Truxtun Ave

Bakersfield, CA 93301

Ph. 888-300-8292

Fax 661-631-1685
charles@mysteryshopperservices.com
www.mysteryshopperservices.com
Charles Stiles, President

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

Business Research Group, Inc.
967 Sheffield Forest Court
Ballwin, M0 63021

Ph. 636-527-8400

Fax 636-527-8407
businessresearchgp@earthlink.net
Wayne Moberly

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

Campbell, Edgar Inc.
Mystery Shopping Program
4388 - 49th St.

Delta, BC V4K 2S7
Canada

Ph. 604-946-8535

Fax 604-946-2384
info@retailcareers.com
www.retailmysteryshoppers.com
Elaine Hay, President
Nationally - Full-service
B,E,F,H,R RTS

Capstone Research, Inc.

695 Rte. 46 W.

Fairfield, NJ 07004
Ph.973-575-6161

Fax 973-575-6980
steve_simon@capstoneresearch.com
www.capstoneresearch.com

Steven F. Simon, Vice President
Internationally - Full-service
B,E,F,H,RRTS

www.quirks.com

Capture, Inc.

334 Knight St. #133

Warwick, RI 02886

Ph. 401-732-3269 or 866-463-8638
Fax 401-739-3003
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
info@carleneresearch.com
www.carleneresearch.com

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

Certified Reports, Inc.

7 Hudson St.

P.0. Box 447

Kinderhook, NY 12106

Ph. 518-758-6400

Fax 518-758-6225
frank@criny.com
www.certifiedreports.com
Frank Falkenhainer, Exec. Vice President
Internationally - Full-service
B, E,F,R,RT,S

Check Marlk, Inc.

4250 Ferguson Dr.
Cincinnati, OH 45245
Ph.513-753-8476

Fax 513-943-2798
kregister@checkmarkinc.com
www.checkmarkinc.com
Karen Register

Nationally - Full-service

E,F H,R,RT,S

Check Up Marketing

5109 Holly Ridge Dr., #108

Raleigh, NC 27612
Ph.919-782-7581

Fax 919-788-8650
secretshopper@checkupmarketing.com
www.checkupmarketing.com
Nationally - Full-service

E,F R, RT,S

Cirrus Marketing Consultants
9852 W. Katella Ave., #207
Anaheim, CA 92804

Ph. 714-899-7600 or 888-899-7600
Fax 714-899-7604
www.cirrusmktg.com

Nationally - Full-service

B, E,F,R,RT,S
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

Confero, Inc.

The Service Resources Group
1152 Executive Circle, Suite 100
Cary, NC 27511
Ph.919-469-5200 or 800-326-3880
Fax 919-380-7136
info@conferoinc.com
www.conferoinc.com

Elaine Buxton, President
Nationally - Full-service
F,R,RT,S

Confield Research

Freiheit 4

45127 Essen

Germany

Ph.49-201-82737-0

Fax 49-201-82737-37
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
confirma@confirma.com.br
www.confirma.com.br
Nationally - Full-service
E,F, R, RT,S

Connections, Inc.

3928 Montclair Rd., Suite 230
Birmingham, AL 35213
Ph.205-879-1255

Fax 205-868-4173
bvwconnect@mindspring.com
www.connectionsresearch.net
Rebecca V. Watson, President
Regionally - Full-service
B,E,F,R,RT,S

Consumer Impressions, Inc.

P.0. Box 866996

Plano, TX 75086-6996
Ph.972-867-9690 or 800-440-8800
Fax 800-645-5552
jpaulci@ci.attbbs.com
www.consumerimpressions.com

Jodi Paul, President

Nationally - Full-service

E,R,RT,S
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Consumer Pulse, Inc.

725 S. Adams Rd., Suite 265
Birmingham, M1 48009

Ph. 800-336-0159 or 248-540-5330
Fax 248-645-5685
cpi@consumerpulse.com
www.consumerpulse.com

Leslie Dyer, V.P. Marketing

Nationally - Data collection/Field service
B,E,FH,R,RTS

The Corporate Research Group Ltd.
301 Moodie Dr., Suite 325

Nepean, ON K2H 9C4

Canada

Ph. 613-596-2916 ext. 223

Fax 613-596-0287
tracey@thecrg.com

www.thecrg.com

Tracey Conners, CRG Mystery Shopping Div.

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

Compesti Respancn

Corporate Research International
130 E. Sandusky St.

Findlay, OH 45840

Ph. 419-422-3196

Fax 419-422-3204
mmallett@mysteryshops.com
www.mysteryshops.com

Michael Mallett, CEQ/President
Internationally - Full-service
B,E,F,H,R,RTS

CRi is the most advanced mystery shopping

company available with state-of-the-art tech-

nology, graphing and IVR capabilities on an
interactive level.
(See advertisement on p.103)

Courtesy Counts, Inc.

10411 Motor City Dr., Suite 360
Bethesda, MD 20817-1092

Ph. 301-299-5400 or 800-233-7751
Fax 301-299-7008
info@athpower.com
www.courtesycounts.com

Ellen Foreman, President

Nationally - Full-service
B,E,F,H,R,RTS

Craciun Research Group, Inc.
880 H St., Suite 208
Anchorage, AK 99501
Ph.907-279-3982

Fax 907-279-0321
craciun@craciun.com
www.craciun.com

Linda Boochever, V.P. Operations
Nationally - Full-service
B,E,F,H,R RTS

www.quirks.com

Creative & Response Research Svcs.
(Australia)

Suite 2, Level 5

60 Macquarie Street
Parramatta, NSW 2151
Australia

Ph. 61-2-8837-9999

Fax 61-2-9806-9311
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 978-582-4567
ciaincorp@aol.com
www.creativeimage.net

Jacqueline Gail Buddle
Internationally - Full-service

B,F, S

Crimmins & Forman Market Research
29955 Southfield Rd.

Southfield, MI 48076

Ph. 248-569-7095

Fax 248-569-8927
info@crimminsandforman.com
www.crimminsandforman.com

Lois Forman or Paula Crimmins, Partners
Regionally - Full-service

B, E,F,H,R,RTS

Cross Financial Group
6940 “0” St., Suite 310
Lincoln, NE 68510

Ph. 800-566-3491

Fax 402-441-3136
solutions@crossfinancial.com
www.crossfinancial.com
Nationally - Full-service
FR,S

Customer 1st

225 CommercePlace
Greensboro, NC 27401

Ph. 800-288-7408 ext.3214
Fax 800-888-3487
carl@customer-1st.com
www.customer-1st.com

Carl Phillips, Director
Nationally - Full-service

B, E,F,H,R,RTS

Customer Foresight Group, Limited
725 King Street W., Suite 511
Toronto, ON M5V 2W9

Canada

Ph. 416-651-0143 or 877-350-0143
Fax 416-651-7883
enrico@customerforesight.com
www.customerforesight.com

Enrico Codogno, President
Nationally - Full-service

B,F,RT,S



Customer Perspectives

213 W. River Rd.

Hooksett, NH 03106-2628

Ph. 603-647-1300

Fax 603-647-0900
judi@customerperspectives.com
www.customerperspectives.com
Judith Ann Hess, President
Nationally - Full-service
B,E,F,R,RT,S

Customer Point of View

555 S. Sunrise, Suite 204D

Palm Springs, CA 92264
Ph.760-322-2229
info@mystery-shopper-business.com
www.mystery-shopper-business.com
Nationally - Full-service

R

Customer Service Experts,Inc.
116 Defense Highway, Suite 205
Annapolis, MD 21401
Ph.410-897-8444 or 888-770-7625
Fax 410-897-8450
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, NE 68114
Ph.800-841-7954 ext. 101

Fax 402-399-8979
jberigan@csprofiles.com
www.csprofiles.com

John Berigan, Exec. 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
laura@customerize.com
www.customerize.com

Laura Scheid, President

Nationally - Full-service

B, E,R,RT,S

Cutting Edge Research, Inc.
3649 La Grange Rd.
Shelbyville, KY 40065
Ph.502-633-1785

Fax 502-647-8918
cutting_edge@insightbb.com
Rebekah L. Ashcraft, Owner
Nationally - Full-service
B,E,F H,R,RT,S

Data Quest, Ltd.

667 Boylston St.

Boston, MA 02116
Ph.800-292-9797 or 617-437-0030
Fax 877-362-7272
tturgeon@dataquestonline.com
www.dataquestonline.com

Tracey Turgeon, Vice President
Nationally - Full-service
E,F,R,RT,S

Datum Internacional SA
Luis F. Villaran, 365 San Isidro
Lima 27

Peru

Ph.51-1-221-4355

Fax 51-1-221-5147
datum@datum.com.pe
www.datum.com.pe

Urpi 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
DBMCO®@hotmail.com

James Moore, Principal

Nationally - Full-service

B, E,F,R,RT,S

Development II, inc.

107 Middle Quarter

P.0. Box 992

Woodbury, CT 06798

Ph. 203-263-0580

Fax 203-266-4697
information@development2.com
www.development2.com
Internationally - Full-service
B,E,F, H,R RTS

Devon Hill Associates
1535 El Paso Real

La Jolla, CA 92037

Ph. 858-456-7800

Fax 858-456-7806
devonhill@aol.com
www.devonhillassociates.com
Barbara Gerber, President
Nationally - Full-service

H,S

Dominion Focus Group, Inc.
Dominion Marketing Research, Inc.
Commerce Plaza I

2809 Emerywood Pkwy., Suite 100
Richmond, VA 23294

Ph. 804-672-0500 or 804-672-1417
Fax 804-672-0567
banadfgi@aol.com
www.dominionfocusgroup.com
Regionally - Full-service
B,E,F,H,R,RTS

e e

DSG Associates, Inc.

2110 E. First St., Suite 106

Santa Ana, CA 92705

Ph. 800-462-8765

Fax 714-835-6506

info@dsgai.com

www.dsgai.com

Donna Guido, CEO

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

Guaranteed data integrity, unsurpassed
responsiveness and flexibility to meet client

Www.quirks.com

needs highlight the unique mystery shopping
system pioneered by DSG Associates, Inc. An
industry leader for 24 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. 105)

MYSTERY
SHOPPING
YOU CAN TRUST

We defiver to your
specifications!
* Guargnieed data irbegriiy

* Urcurpassed refponsivensss
cnd 1lesiniliby

# Up-to-date technology
* On-timeg perfermence

# Naliorcliiniemnat cnal
COVeraae

* Comoeiitive prizing
* Diverse experisncs

* Excellent relerences

assoaciales, inc.

Service that shines!

{800] 462-2755
E-mail: csginlofdsgal com
Estooishea 1981

I Myxtery Shoppling
; %Hm‘!&ﬂ A R0 T
- y [ R R N AL R
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

DYNAMIC ADVANTAGE

Dynamic Advantage, Inc.
356 E.Olive Ave. #118
Burbank, CA 91502

Ph. 866-870-1281

Fax 818-238-1287
info@dynamic-advantage.com
www.dynamic-advantage.com
Greg Doomanis, President
Nationally - Full-service
B,E,F H,R,RT,S

Dynamic Advantage, Inc. provides customized
programs that include customer service, adver-
tising and age compliance tests.
Comprehensive store evaluations yield objec-
tive data reported via the Internet so clients
can evaluate, monitor, and transform customer
service. With their management team’s 50
years of combined experience, and a track
record of improving service quality in busi-
nesses nationwide, Dynamic Advantage has the
service advantage.

(See advertisement on p. 107)

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
contact@efgresearch.com
www.efgresearch.com
Michael Wiesenfeld
Internationally - Full-service
B,E,F,H,R,RTS

ESA Market Research Ltd.
Ziggurat

25 Grosvenor Road

St. Albans, Hertfordshire AL1 3AW
United Kingdom
Ph.44-1727-847572

Fax 44-1727-735449
esa@esa.co.uk
www.esa.co.uk

Tony Keen

Internationally - Full-service
B,E,F,H R,RTS

106 | Quirk’s Marketing Research Review

Essman/Research

100 E. Grand Ave., Suite 340

Des Moines, IA 50309-1800
Ph.515-282-7145

Fax 515-282-4535
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 J8P 8A9

Canada

Ph. 819-669-0799 or 866-669-0799
Fax 819-669-9290
info@serviceincognito.com
www.serviceincognito.com

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

Excel Shopping and Consulting
2321 Claridge Circle

Plano, TX 75075
Ph.877-278-7467

Fax 972-769-9494
info@xcelshop.com
www.xcelshop.com

Karen Rogers, Owner

Nationally - Full-service

B, E,R, RT, S

Feedback Plus,Inc.

5757 Alpha Rd., Suite 100
Dallas, TX 75240-4601
Ph.972-661-8989

Fax 972-661-5414
reb.henry@feedbackplusinc.com
www.feedbackplusinc.com

Reb Henry, President
Internationally - Full-service
B,E,F, H,R RTS

Field & Research Matters Ltd.
22 Hambledon Vale
Epsom, Surrey KT18 7DA
United Kingdom

Ph. 44-1372-722-721
Fax 44-1372-722-549
info@fieldmatters.com
www.fieldmatters.com

Val Etemadi

Nationally - Full-service
B,E,F,H,R,RTS

The Field Force, Inc.

2324 S. Philippe Ave.

Gonzales, LA 70737

Ph. 225-621-7634 ext. 640

Fax 225-647-0601
fforcel@bertfife.com
www.bertfife.com

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

www.quirks.com

Field Research,Inc.

4125 Mason Dr.

Hoffman Estates, IL 60195

Ph. 847-776-8660

Fax 847-776-8680
fieldresearch@comcast.net
www.fieldresearchinc.com

Susan Lewis, President

Locally - Data collection/Field service
B,E,F H,R,RTS

Field Surveys & Audits, Inc.

1823 West Shore Dr.

Delafield, WI 53018

Ph. 262-646-7034

Fax 262-367-1934

fsa@excel.net

Kathy Aldridge, Owner/Operator
Regionally - Data collection/Field service
B,E,F, H,R,RT,S

Firm Facts Interviewing

307 Kenyon St.

Stratford, CT 06614

Ph. 203-375-4666

Fax 203-375-6034

firmfacts@aol.com

Harriet Quint, Owner

Regionally - Data collection/Field service
B,E,FH,R,RTS

First Glance

9520 Mission Dr.

Plain City, OH 43064
Ph. 614-313-3601
firstglanceinc@msn.com
Sandi Jordon
Nationally - Full-service
R, RT, S

Focus on Service,LLC
30B Astilbe Dr.

Kennet Square, PA 19348
Ph. 610-347-1301

Fax 610-347-2152
dave@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
info@focusresearchinc.com
www.focusresearchinc.com

Kristy Nunez, President

Regionally - Full-service

B,E,F H,R,RTS

J. Franke Enterprises
16695 Meadowbrook Lane
Wayzata, MN 55391
Ph.952-473-2422

Fax 952-473-1443
jefffranke@mn.rr.com
Nationally - Full-service

B, E,F,H R, RTS



Freeman Group

275 W. Campbell Rd., Suite 219
Richardson, TX 75080
Ph.972-235-7668

Fax 972-479-1366
measurement@freemangroup.org
www.freemangroupsolutions.com
Pam Senter

Internationally - Full-service
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
v.frenit@frenimkt.com
www.frenimkt.com

Vincenzo Freni, President

Nationally - Full-service

E,R,RT,S

Friedman Marketing Services

500 Mamaroneck Ave.

Harrison, NY 10528

Ph.914-698-9591

Fax 914-698-2769
gvigeant@nopworld.com
www.friedmanmktg.com

Gary Vigeant, V.P., Dir. of Client Srvcs.
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

galliinc@aol.com

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
info@gallowayresearch.com
www.gallowayresearch.com

Elisa Galloway

Regionally - Full-service

B,E,F H,R,RT,S

GfK GRAL - ITEO

P.0. Box 476, Kotnikova 28
1001 Ljubljana

Slovenia

Ph. 386-1-472-0800

Fax 386-1-472-0834
info@graliteo.si
www.graliteo.si

GfK Market Analysis Ltd.
190, Hymettus Street

116 36 Athens

Greece

Ph. 30-2-10-757-2600
Fax 30-2-10-701-9355
markanalysis@marketanalysis.gr
www.marketanalysis.gr
Theodore Christodoulou
Nationally - Full-service
B,E,FH,R,RTS

GfK Turkey

IBS Marketing Research Services
Siracevizler Cad. Esen Sok., Saruhan Plaza
No:6 Kat:5 34381

Sisli, Istanbul

Turkey

Ph. 90-212-368-0700 or 90-212-368-0790
Fax 90-212-368-0799
denizozerdil@gfkturkiye.com
www.gfkturkiye.com

Deniz Ozerdill, Int’t Projects Unit Manager
Nationally - Full-service

B,E,F,H,R,RTS

Global Resource Management, Inc.
557 Manayunk Rd.

Bala Cynwyd, PA 19004
Ph.610-771-0770

Fax 610-771-0185
gmartin@globalresourcellc.com
www.globalresourcellc.com
Internationally - Full-service
B,E,F,H,R,RTS

Graham & Associates, Inc.

3000 Riverchase Galleria, Suite 310
Birmingham, AL 35244

Ph. 205-443-5399

Fax 205-443-5389
ceanes@grahammbktres.com
www.grahammktres.com

Cindy Eanes, Vice President

Regionally - Data collection/Field service
B, E,F,H,R,RTS

Granite State Marketing Research, Inc.
13 Orchard View Dr., Suite 3
Londonderry, NH 03053

Ph. 603-434-9141

Fax 603-434-4176

dot@gsmrinc.com

www.gsmrinc.com

Dorothy Bacon

Regionally - Full-service

B, E,F,H,R,RTS

Gulf View Research,LLC

4426 Veterans Blvd.

New Orleans, LA 70006

Ph. 800-357-8842 or 863-676-3676
Fax 863-676-0471
gulfviewresearch@aol.com

Tim Villar

Regionally - Full-service

B, E,F,H,R,RTS

Gulf View Research,LLC

Eagle Ridge Mall

433 Eagle Ridge Dr., Suite 211

Lake Wales, FL 33859

Ph. 800-357-8842 or 863-676-3676
Fax 863-676-0471
gulfviewresearch@aol.com

Tim Villar

Regionally - Full-service

B, E,F,H,R,RTS

Henceforth, Inc.

3412 Hopkins Crossroad
Minnetonka, MN 55305-4305
Ph.952-938-1948

Fax 952-938-2098
hence4th@att.net
www.henceforthinc.com
Locally - Full-service

F R, RT
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Herron Associates, Inc.

710 Executive Park Dr.

Greenwood, IN 46143

Ph. 317-882-3800

Fax 317-882-4716
sue@herron-research.com
www.herron-research.com

Sue McAdams, President

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

Meta Arh to improre the quatity of service provided by
Nationally - Full-service your bmmes,
B.R S
DYNAMIC ADVANTAGE
Tol Fres: 1-665-68T0-1251

wow.dymmicedvesage. com
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. .Restaurant/Fast Food

T . .Retail

. .Services (Real Estate, Hotels, etc.)

Highee & Associates, Inc.

P.0. Box 1769

Norman, OK 73070-1769
Ph.405-364-1378

Fax 405-366-7507
higbeeassoc@oecadvantage.net

Sally Highee, COO/Marketing Director
Regionally - Full-service

R, RT, S

Hilli Dunlap Enterprises, Inc.
P.0. Box 15487

North Hollywood, CA 91615
Ph.818-760-7688

Fax 818-760-1640
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
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
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
hoed@hoed.com.au
www.hoed.com.au
Karen Groenen
Nationally - Full-service
B,E,F, H,R, RT,S
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Hoffmann & Forcher Marketing Research
Josefsplatz 6

1010 Vienna

Austria

Ph. 43-1-585-45350

Fax 43-1-585-453544
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
info@horizonresearch.com
www.horizonresearch.com

Kathleen Anger, President
Regionally - Full-service
B,E,F,H,R,RTS

HR and Associates, Inc.

223 Burlington Ave.

Clarendon Hills, IL 60514-1136
Ph. 630-789-0444

Fax 630-323-4066
inquiries@hrandassociates.com
www.hrandassociates.com
Internationally - Full-service

B, E,F, R,RT,S

ICC Decision Services

P.0. Box 188

Wayne, NJ 07474
Ph.973-890-8611

Fax 973-890-8615
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
research@asecom.com.ar
www.ifop.com/latinamerica
Vincent Rebois, Vice President
Nationally - Full-service
B,E,FH, R, RTS

Image Checkers Mystery Shopping
Services

P.0. Box 6321

Peoria, AZ 85381

Ph. 623-261-9385

Fax 623-933-2963
shelly@imagecheckers.com
www.imagecheckers.com
Shelly Vinsant

Nationally - Full-service

B, E,H, R, RT

www.quirks.com

IMAGES Market Research

914 Howell Mill Rd.

Atlanta, GA 30318

Ph. 404-892-2931

Fax 404-892-8651
research@imagesusa.net
www.imagesusa.net

Alethia Barry or Marianne Galgon
Nationally - Data collection/Field service
B, H,R,RT,S

imyst,inc.

P.0. Box 7733

Ann Arbor, M1 48107
Ph. 248-528-0255

Fax 248-282-0816
team@imyst.com
www.imyst.com
Regionally - Full-service
B,E,F H, R, RTS

Indiana Research Service, Inc.

5130 Potomac Dr.

Fort Wayne, IN 46835

Ph. 260-485-2442

Fax 877-897-8978
ccage@indianaresearch.com
www.indianaresearch.com

Chris Cage

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

informa

Research Services
Informa Research Services, Inc.
26565 Agoura Rd., Suite 300
Calabasas, CA 91302

Ph. 800-848-0218

Fax 818-880-8448
info@informars.com
www.informars.com

Brian Richards, Sr. V.P., Business Development
Internationally - Full-service
B,F,R,RT,S

Conducts the finest market research and mys-
tery shop services available delivering accurate
and relevant measurements in the areas of
employee sales and service, customer satisfac-
tion, closed account research, focus groups,
competitive performance, and compliance test-
ing. We offer a real-time and online/Web
accessible tool that measures client satisfac-
tion, ensures resolutions to issues raised, and
includes an accountability feature that moti-
vates and recognizes superior employee cus-
tomer service.

(See advertisement on p. 109)

Infotel National Marketing

485 Alberto Way, Suite 205

Los Gatos, CA 95032

Ph. 800-876-1110

Fax 800-638-4184
researchersupport@infotelinc.com
www.infotelinc.com

Nationally - Full-service

B, E,F,H, R, RTS
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

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
christinef@ingatherresearch.com
www.ingatherresearch.com

Christine Farber, President
Regionally - Full-service

B,E,F, H,R, RT,S

InGold Marketing Assistance Group, Ltd.
17501 Janesville Rd.

Muskego, WI 53150

Ph.262-679-2600

Fax 262-679-1445

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 1B9
Canada

Ph.905-882-8843

Fax 905-882-8515
phil@innotechmarketresearch.com
www.innotechmarketresearch.com
Nationally - Full-service

B,F, RT, S

ks, e,

The Insight Works, Inc.

1123 Broadway

Suite 1007, The Townsend Bldg.

New York, NY 10010
Ph.212-929-9072 or 212-929-5115
Fax 212-929-9174
mark@theinsightworks.net
www.theinsightworks.net
Internationally - Full-service

E,F, H, R RT, S

It’s mystery shopping at a high level! We use
our unique SpyCam (hidden camera) technolo-
gy to capture and record insights at the retail
level into customer and sales personnel atti-
tudes and feelings.

(See advertisement on p. 111)
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IntelliShop

801 W. South Boundary, Suite D
Perrysburg, OH 43551

Ph. 877-894-6349

Fax 419-872-5104
info@intelli-shop.com
www.intelli-shop.com

Ron Welty, President

Nationally - Full-service

B,E,F, H,R,RT,S

Ipsos North America
Headquarters

1700 Broadway, 15th floor
New York, NY 10019
Ph.212-265-3200

Fax 212-265-3790
info@ipsos-na.com
WWW.ipsos-na.com
Nationally - Full-service
B,E,F,H,R,RTS

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
mail@ipsos.pl

WWW.ipsos.pl

Krzysztof 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

info@iridenver.com

www.iridenver.com

Erica Scott

Regionally - Data collection/Field service
F,R,RT,S

J & R Field Services, Inc.

747 Caldwell Ave.

North Woodmere, NY 11581

Ph. 516-791-3020

Fax 516-791-5033

jrfield@aol.com

www.jrfield.com

Debra Rappo

Regionally - Data collection/Field service
B,E,F,H,R RTS

J & S Interviewing, Inc.

532 S. Crescent Dr., #105
Hollywood, FL 33021

Ph. 954-966-7298

Fax 954-966-7298

Judie Barker

Locally - Data collection/Field service
B,E,F H,R RTS

www.quirks.com

Jameehnegar Marketing Research
Institute (JMR)

No. 26, 4th Alley, Hessary Ave.
Mirdamad Boulevard

15479 Teheran

Iran

Ph. 98-21-225-4055 or 98-21-225-4062
Fax 98-21-225-8695
manager@jameehnegar.com
www.jameehnegar.com

Mohsen Nasiri

Internationally - Full-service
B,E,FH,R,RTS

Jancyn Evaluation Shops

P.0. Box 26934

San Jose, CA 95159

Ph. 800-339-2861 or 408-267-2600
Fax 408-267-2602

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
jksinc@jksinc.com

www.jksinc.com

Jayne Keedy, President
Internationally - Full-service

B, E,F,R,RT,S

Just The Facts, Inc.

P.0. Box 365

Mt. Prospect, IL 60056

Ph. 847-506-0033

Fax 847-506-0018
facts2@interaccess.com
www.justthefacts.com
Internationally - Full-service
B,E,F, H,R,RT,S

Karlamar Associates, Inc.
P.0. Box 458

Mendon, NY 14506

Ph. 585-582-1929

Fax 509-752-6570
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
gwen@keepingtabsinc.com
www.keepingtabsinc.com
Nationally - Full-service
E,R,RT,S



Ken-Rich Retail Group Kramer Marktforschung GmbH Lodge Service - React Surveys NV/SA

4251 Jones Lane Hansestrasse 69 Boulevard des Invalides, 171/2

Bellingham, WA 98225 48165 Muenster 1160 Brussels

Ph.360-739-3677 Germany Belgium

Fax 847-589-2498 Ph. 49-2501-802-0 or 49-251-609-2727 Ph. 32-2-663-15-70

info@ken-rich.com Fax 49-2501-802-100 Fax 32-2-672-53-21

www.ken-rich.com contact@kraemer-germany.com email@lodge.be

Rich van Dommelen www.kraemer-germany.com www.lodge.be

Nationally - Full-service Sebastian Lohman Elly or Fred Bettens

B,E,FH,R,RTS Nationally - Full-service Internationally - Full-service
B,E,F,H,R,RTS B,E,F, H,R,RT,S

Kinesis

4013 Stone Way N., Suite 200 Rickie Kruh Research Low Country Marketing, Inc.

Seattle, WA 98103 P.0. Box 7542 203 Hope Rd.

Ph. 206-285-2900 Jupiter, FL 33468-7542 Columbia, SC 29223

Fax 206-285-2903 Ph.561-626-1220 Ph. 803-788-4600

info@kinesis-cem.com Fax 561-626-0577 Fax 803-788-6096

www.kinesis-cem.com RKRUH®@aol.com info@lowcountrymarketing.com

Nationally - Full-service www.rkrmg.com www.lowcountrymarketing.com

B,E,F,H,R,RTS Rickie Kruh, President Deborah R. Smith, President
Nationally - Full-service Regionally - Data collection/Field service

Kirk Research Services, Inc. B,E,FH,S B,E,FH,R,RTS

3829 Atlantic Blvd.

Jacksonville, FL 32207 L.A. Research, Inc. LPM Market Research Services

Ph.904-858-3200 9010 Reseda Blvd., Suite 109 640 High Ridge Rd.

Fax 904-858-3204 Northridge, CA 91324 Stamford, CT 06905

kirkresh@bellsouth.net Ph. 818-993-5500 or 800-760-9040 Ph. 203-322-6890

www.kirkresearch.com Fax 818-993-5664 Fax 203-329-8840

Rebecca Kirk, Vice President lamusearch@aol.com focus3003@aol.com

Regionally - Data collection/Field service Lorei Musselman, President Locally - Full-service

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

Kiyomura-Ishimoto Associates

130 Bush St., 10th floor Lein/Spiegelhoff, Inc.

San Francisco, CA 94104-3826 720 Thomas Lane

Ph.800-827-6909 or 415-984-5880 Brookfield, WI 53005

Fax 415-984-5888 Ph. 262-797-4320

norm@kiassociates.com Fax 262-797-4325

www.kiassociates.com info@lein-spiegelhoff.com 'E ﬂs’g sr‘t":'

Norm Ishimoto, Presi.dent www.Iein—spiegelhoff.com . I the Insight Works. Inc., wa habeve

Regionally - Full-service Charles A. Splegelhoﬁ_‘, Pre_5|dent _ there is & differance between knowing

B,E,F,H,R,RTS Locally - Data collection/Field service

your cusiomars and understanding them
Fo belp congenies arive a8 & fulles under:
standing ol their custamers, from the indidé

B,E,F,H,R RTS
KLD Marketing Research, Inc.

570 Vale Park Road, Suite B Nancy Levine Marketing Research ol imcsoihi) do 8 Ball 12 i
Valparaiso, IN 46385 24709 Stonegate Dr. _' e e e P ‘_ R "'_
Ph. 219-464-4668 West Hills, CA 91304 T T
Fax 219-464-7011 Ph. 818-703-6804 |||:.|u:|¢ CAONSAUTNEr, I:llllh:!, and market
kathleen.dewitt@kldresearch.com Fax 818-883-9356 ""'ﬂ"mh:! fichucing tot STl bk ey
www.kldresearch.com nlevineres@aol.com R GEHIENY THREE DO bR Hebm.
Kathellen Dewitt Nationally - Data collection/Field service ‘e spaciakire in visual ethnography in the
Regionally - Full-service E,F R, RT,S general and muiticsitursl markess. This
B,E,FR,RT,S rofEumar ressanch echniges provides &

Liberty Research Services,LLC springboard  that cormects manufachurars
Klein Market Test/small town market 2307 Fairway Rd. 1 seraice companies with thair markets
research Huntingdon Valley, PA 19006 1 piovides unigue insight into The motiva-
12726 Overbrook Rd. Ph. 215-658-0900 sont that dedesrming huran Bohaaor. Wa
Leawood, KS 66209 Fax 215-658-0901 ponduic] teda ethnogiaphic shudias uding
Ph.913-338-3001 info@libertyresearchservices.com mighilingusl seshropoiogsts opdrating ow
Fax 913-338-3039 www. libertyresearchservices.com of o NYC, |:1||:|g:. and LA ofices. They
kleinmarkettest@aol.com Bill Ruckh, President waik iogether with multilngual editors
Ann Klein, President Locally - Data collection/Field service speratEg oul of our NYC ollice mnd ediing
Nationally - Full-service B,E,F,H,R,RTS sanplon
B,E,F, H,R,RT,S P : 5

The Locksley Group, Ltd. e pperate bocally, natonally, awd globely

1011 Swarthmore Ave., #2 ‘i provide fastand cos efechve m-around

Pacific Palisades, CA 90272

Ph. 310-454-5105 Muprk Euu'u

Fax 310-454-0215 1122 Broadway, Swta 1007

LGLGROUP®@aol.com Mew York, WY 10010

Elaine Locksley, President Phi202) 3259072

Nationally - Full-service marpEthsEnsightworks.net

E,F,H R RT,S www. theinsightwerks.net
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

M.A.T. On-Site Research

13714 Oakmead, Suite 100

Sugar Land, TX 77478
Ph.281-242-3253

Fax 281-491-0300
director@onsite4research.com
www.onsite4research.com

Floyd Thigpen, President

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

MacPherson Mystery Shopping
Mystery House, Unit 7

Colne Vale Business Park

Colne Vale Road, Milnsbridge
Huddersfield, West Yorkshire HD3 4NX
United Kingdom

Ph. 44-148-464-3257

Fax 44-148-464-3335
info@macphersonmysteryshopping.co.uk
www.macphersonmysteryshopping.org.uk
Internationally - Full-service

B,E,F, H,R RT,S

Maritz
@

Maritz Research

Corporate Headquarters
1355 N. Highway Dr.
Fenton, MO 63099
Ph.877-4-MARITZ or 636-827-8865
Fax 636-827-8605
info@maritz.com
www.maritzresearch.com

Al Goldsmith
Internationally - Full-service
B,E,F,H,R,RTS

Virtual Customers® from Maritz Research is
a fully-integrated service quality evaluation
system. It utilizes advanced technology includ-
ing Virtuoso, our high-tech process manage-
ment software, for fast reporting and a unique
certification process to mirror real customers
so closely that they “‘virtually” become your
customers. There are over 50,000 virtual cus-
tomers globally.

(See advertisement on Front Cover)

Market Alternative, Inc.

1630 Greenwood Way

Yuba City, CA 95993

Ph.530-673-9649

Fax 530-673-9046
mktalternatives@cs.com

Katie Slightam, Vice President
Regionally - Data collection/Field service
B,E,F,R,RT,S
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Market Dynamics Research Group, Inc.
3112 Canal St.

New Orleans, LA 70119

Ph. 504-821-1910 ext. 202

Fax 504-821-1908

bread@mdrginc.com

www.mdrginc.com

Sondra L. Brown, President

Nationally - Full-service

F H,R,S

Market Mix, Inc.

534 Bradford Dr., Suite A
Brandon, MS 39042

Ph. 601-919-2669

Fax 601-919-1697
mktmix@hotmail.com
Regionally - Full-service
B, E,F,H,R,RTS

Market Monitor, Inc./Service Monitor
P.0. Box 264

New City, NY 10956

Ph. 800-944-8383
mktmoninc@aol.com

Jerry Jankowitz, President

Nationally - Full-service

B, E,F,H,R,RTS

Market Research & Analysis Field Staff
Galleria Mall Financial Center, #699
5075 Westheimer St.

Houston, TX 77056

Ph.713-271-5624

Fax 713-840-0699

mrafs@swbell.net
www.marketresearchanalysis.localyp.com
Fay Parker

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

Market Research Dallas

2723 Valley View Lane, Suite 100
Dallas, TX 75234

Ph.972-239-5382

Fax 972-239-5399
mail@marketresearchdallas.com
www.marketresearchdallas.com
Nationally - Data collection/Field service
B,E,F, H,R,RT,S

Market Research Services

705 Shamrock Dr.

Madisonville, KY 42431

Ph. 270-825-0761 or 270-821-4182
Fax 270-821-7151
mkt_resch_svcs@hotmail.com

Donna Baldridge or Richard Smith
Regionally - Full-service
B,E,F,H,R,RTS

Market Trends Pacific, Inc.
1136 Union Mall, Suite 405
Honolulu, HI 96813

Ph. 808-532-0733

Fax 808-532-0744
wanda@markettrendspacific.com
www.markettrendspacific.com
Wanda L. Kakugawa, President
Nationally - Full-service

B,E,F, H,R RTS

www.quirks.com

informa

Research Services
Market Trends, Inc.

(see Informa Research Services, Inc.)
375 Corporate Dr. S., Suite 100
Seattle, WA 98188

Ph. 800-848-0218

Fax 206-575-8779
info@informars.com
www.informars.com

Brian Richards, SVP, Business Development
Internationally - Full-service

B,E,F H R,RT,S

Conducts the finest market research and mys-
tery shop services available delivering accurate
and relevant measurements in the areas of
employee sales and service, customer satisfac-
tion, closed account research, focus groups,
competitive performance, and compliance test-
ing. We offer a real-time and online/Web
accessible tool that measures client satisfac-
tion, ensures resolutions to issues raised, and
includes an accountability feature that moti-
vates and recognizes superior employee cus-
tomer service.

(See advertisement on p. 109)

Market Viewpoint

995 Fairview Rd., Suite 202
Glenmoore, PA 19343-1813
Ph. 610-942-7030

Fax 610-942-7031
info@marketviewpoint.com
www.marketviewpoint.com
Angela V. Megasko, President
Internationally - Full-service
B, E,F,H, R, RTS

The Marketing Center
Cavalieri 1594, URB. Caribe Rio Piedras
San Juan, PR 00927
Puerto Rico

Ph. 787-751-3532

Fax 787-765-2096
info@tmcgroup.net
www.tmcgroup.net

Luis Benabe

Nationally - Full-service
B, E,F,H, R, RTS

Marketing Horizons, Inc.

1001 Craig Rd., Suite 100

St. Louis, MO 63146

Ph. 314-432-1957 or 800-669-0839
Fax 314-432-7014
jkramer@mhorizons.com
www.mhorizons.com

Loren Wims, Vice President

Locally - Full-service

B, E,F,H, R RTS



Marketing Solutions Corporation
2 Ridgedale Ave., Suite 216

Cedar Knolls, NJ 07927
Ph.973-540-9133 or 800-326-3565
Fax 973-540-9280
MarketingSolutions@attglobal.net
www.marketingsolutionscorp.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
nfuller@marketrends.com
www.marketrends.com

Nancy Fuller, Owner/President
Locally - Full-service

B,F H,R,RT, S

Mars Research

1700 N. University Dr., Suite 205

Coral Springs, FL 33071

Ph.954-755-2805

Fax 954-755-3061
joyceg@marsresearch.com
www.marsresearch.com

Joyce Gutfreund, Mystery Shopping Director
Regionally - Data collection/Field service
B,E,F,H,R,RT,S

The Martec Group - Green Bay
1445 North Road

Green Bay, WI 54313
Ph.920-494-1812 or 888-811-5755
Fax 920-494-3598
linda.segersin@martecgroup.com
www.martecgreenbay.com

Linda Segersin

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

McMillion Research Service

1012 Kanawha Blvd. E., Suite 301
Charleston, WV 25301-2809

Ph. 304-343-9650

Fax 304-343-6522
jmace@mcmillionresearch.com
www.mcmillionresearch.com

Regionally - Data collection/Field service
B,E,F,H,R,RTS

Metro Research Services, Inc.

9990 Lee Hwy., Suite 110

Fairfax, VA 22030

Ph.703-385-1108

Fax 703-385-8620
info@metroresearchservices.com
www.metroresearchservices.com
Charlene Arrillaga

Regionally - Data collection/Field service
B,E,F,H,R,RTS

Meyers Research Center

58 W. 40th St.

New York, NY 10018
Ph.212-391-0166

Fax 212-768-0268
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
kdoering@ishopforyou.com
www.ishopforyou.com

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

Michelson & Associates, Inc.
5232 Forest Brook Parkway
Marietta, GA 30068
Ph.770-642-2223

Fax 770-642-4013
mark@michelson.com
www.michelson.com

Mark L. Michelson, President/CEQ
Internationally - Full-service

E,F R, RT,S

Mosaic Retail Solutions
15375 Barranca Pkwy., Bldg. A
Irvine, CA 92618
Ph.949-727-7411

Fax 949-727-0516
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 SL5 7ED

United Kingdom

Ph. 44-134-487-6300

Fax 44-134-487-3677
info@msbconsultancy.com
www.mshconsultancy.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, NE 68114

Ph. 402-392-0755

Fax 402-392-1068
worick@themsrgroup.com
www.themsrgroup.com

Elaine Bosilevac, General Manager
Nationally - Full-service

F, R, RT

Www.quirks.com

MVP In The Field Services

2119 Buckingham Dr.

Huntsville, AL 35803

Ph. 256-883-0223

Fax 256-880-6758

mvp@gracestar.com
www.gracestar.com/mvp

Marilyn Weaver

Regionally - Data collection/Field service
B, E,F,H,R,RTS

Mystery Guest, Inc.

280 W. Canton Ave., Suite 110
Winter Park, FL 32789

Ph. 407-599-5251

Fax 407-599-4286
jnewnum@@mysteryguestinc.com
www.mysteryguestinc.com

Jane Newnum, Vice President
Nationally - Full-service

E,F R, RT,S

Mystery Shoppers, Inc.

5308 Turtle Point Lane

Knoxville, TN 37919

Ph. 800-424-0871 or 865-450-8841
Fax 865-450-8839
beverly@mystery-shoppers.com
www.mystery-shoppers.com

Beverly Gleason, President
Nationally - Full-service

B,E,F H,R,RTS

The Mystery Shopping Company
Torrington House

47 Holeywell Hill, St. Albans
Hertsfordshire AL1 1HD HRé6 2DX
United Kingdom

Ph. 44-153-163-5310

Fax 44-153-163-5967
info@mysteryshopping.co.uk
www.mysteryshopping.co.uk

Paul Bunting

Internationally - Full-service

B, E,F,H,R,RTS

O
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Mystique Shopper,LLC

7380 Sand Lake Rd., Suite 500
Orlando, FL 32819

Ph. 407-248-1506
info@mystiqueshopper.com
www.mystiqueshopper.com
John Saccheri

Nationally - Full-service

B, E,F,H,R,RTS

National Field & Focus, Inc.

205 Newbury St., Suite 301
Framingham, MA 01701
Ph.508-370-7788

Fax 508-370-7744

info@nff-inc.com

www.nff-inc.com

Brenda Chartoff, President

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

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

National Shopping Service

2510 Warren Drive

Rocklin, CA 95677

Ph. 800-800-2704 or 916-577-1010
Fax 916-577-1015
sales@nationalshoppingservice.com
www.nationalshoppingservice.com
Steve Pearce, Director Business Dev.
Internationally - Full-service
B,E,F,R,RT,S

3910 E. Evans Ave.

Denver, CO 80210-4927
Ph.303-451-0538

Fax 303-451-0325
howard@mysteryshopping.net
www.mysteryshopping.net
Howard Troxel, President
Internationally - Full-service
B,E,F,R,RT,S

New England Interviewing, Inc.

337 Amherst St.

Nashua, NH 03063-1723

Ph. 603-889-8222

Fax 603-883-1119
newenglandint@cs.com

Kim Adams, 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

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
jjager@newsouthresearch.com
www.hewsouthresearch.com

Lisa Stewart

Regionally - Full-service

B,E,F, H,R, RT,S

NOP World Mystery Shopping
King Charles House, Park End Street
Oxford OX1 1JD

United Kingdom

Ph. 44-1865-262711

Fax 44-1865-262888
mysteryshopping@nopworld.com
www.nopworld.com

Chris White, CEO
Internationally - Full-service
B,E,F, H,R RT,S
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National Shopping Service Network,LLC

0’Connor & Associates
759 Jackson Rd.
Stewartsville, NJ 08886

Ph. 908-859-8260

Fax 240-757-0332
avigg@bellatlantic.net
WWW.0C0Nassoc.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
info@0MRdc.com

www.0MRdc.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. 678-947-9911

Fax 678-947-9965
hnavarro@bellsouth.net

Nationally - Data collection/Field service
R, S

Opinion Polling Service®
C/0 TAi - Denver, Inc.

370 17th St., Suite 3170
Denver, CO 80202

Ph. 303-592-5050

Fax 303-592-5051
denver@taigroup.net
www.taimarketres.com
Tiffany Taylor

Regionally - Data collection/Field service
B,E,F H,RRTS

Opinion Polling Service®

C/0 TAi - New Jersey

400 Frank Burr Blvd.
Teaneck, NJ 07666
Ph.201-836-1500

Fax 201-801-0055
opsgroups@aol.com
www.opinionpollingservice.com
Hal Meier

Regionally - Data collection/Field service
B,E,FH,R,RTS

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
opsgroups@aol.com
www.opinionpollingservice.com

Nancy Buhrmann, Operations Manager
Regionally - Data collection/Field service
B,E,FH,R,RTS

www.quirks.com

Opinions of Sacramento

2025 Hurley Way, Suite 110
Sacramento, CA 95825

Ph. 916-568-1226

Fax 916-568-6725
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
mark@whereopinionscount.com
www.whereopinionscount.com
Regionally - Data collection/Field service
B,E,F H, R, RTS

PAI-Productive Access, Inc.

19851 Yorba Linda Blvd., Suite 203
Yorba Linda, CA 92686

Ph. 800-693-3111 or 714-693-3110
Fax 714-693-8747
bhontz@paiwhqg.com
www.paiwhg.com

Bradley T. Hontz

Internationally - Data collection/Field service

B,F, R, RT,S

Pammer Research, Inc.

18925 Meadow Creek Dr.

Mokena, IL 60448

Ph. 708-479-4588 or 708-203-5778
Fax 708-479-4594
lesapammer@pammerresearch.com
www.pammerresearch.com

Lesa Pammer

Nationally - Full-service

FR,S

Pat Henry Market Research, Inc.
P.0.Box 17182

Cleveland, OH 44117

Ph. 800-229-5260 or 216-531-9562
Fax 216-531-9724
jhominy@pathenry.com
www.thepathenrygroup.com

Bill Rinder, Dir. Of Retail Ops.
Nationally - Full-service
B,E,FH,R,RTS

PatronEdge

P.0.Box 72

Danvers, MA 01923
Ph.978-774-9763

Fax 978-774-9763
duke2@comcast.net
www.patronedge.com
Rich

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

Peak Performance Mystery Shopping
P.0. Box 177767

Irving, TX 75017

Ph.972-254-0181

Fax 972-259-1778
peakper988@aol.com

Nationally - Full-service

E,F H, R RT,S



People Plus

P.0. Box 751842

Memphis, TN 38175-1842
Ph.901-362-0509

Fax 901-362-0896
emorgan@peopleplusinc.net
www.peopleplusinc.net

Susan Beith

Regionally - Data collection/Field service
B,E,R,RT,S

Perception Strategies, Inc.
5845 Lawton Loop E. Dr., Suite 5
Indianapolis, IN 46216
Ph.317-546-0970

Fax 317-546-0980
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
surveys@pmrresearch.com
www.pmrresearch.com

Dr. Elaine M. Lyons, President
Nationally - Full-service

B,E,F H,R,RT,S

Percy & Company Research
7388 Highland Rd., Suite 18
Baton Rouge, LA 70808
Ph.225-346-0115

Fax 225-338-0928
percy@intersurf.com
www.percyandcompany.com
Regionally - 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
support@pedge.com
www.pedge.com
Nationally - Full-service
B,E,F H,R,RT,S

The Performance Group, Inc.

233 Main St.

P.0. Box 828

Mt. Vernon, IN 47620
Ph.800-264-0814 or 812-838-9814
Walter Babcock

Nationally - Full-service

B, F

Performance Insights
4055 S. Spencer St., #218
Las Vegas, NV 89119
Ph.702-269-3066

Fax 702-367-0232
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
info@performanceplusboston.com
www.performanceplusboston.com
Shirley Shames, President

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

Person to Person Quality

A Div. of ADI Consulting

625 N. Washington St., Suite 303
Alexandria, VA 22314
Ph.703-836-1517

Fax 703-836-1895
info@persontopersonquality.com
www.persontopersonquality.com
Michael L. Mitchell, President
Nationally - Full-service

B,E,F, H,R,RT,S

Personal Opinion, Inc.

999 Breckenridge Lane

Louisville, KY 40207

Ph. 502-899-2400

Fax 502-899-2404
rdavis@personalopinion.org
www.personalopinion.org

Linda Schulz, Dir. Marketing Research
Regionally - Data collection/Field service
B,E,FH,R,RTS

Pfeifer Market Research, Inc.

5413 Flynn Parkway

Corpus Christi, TX 78411

Ph. 361-850-7660 or 800-503-6682
Fax 361-857-7225

pfeifermtg@aol.com
www.pfeifermarketresearch.com

Linda Pfeifer, President

Regionally - Data collection/Field service
B,E,F, H,RRTS

PMR-Personal Marketing Research, Inc.

322 Brady St.

Davenport, IA 52801

Ph. 563-322-1960

Fax 563-322-1370

info@e-pmr.com

www.e-pmr.com

Patricia Duffy, President

Regionally - Data collection/Field service
B,E,F,H,R,RTS

Pragma S.r.l.

Via Nizza 152-154

00198 Rome

Italy

Ph. 39-06-84-48-81

Fax 39-06-84-48-82-98
leni.avataneo@pragma-research.it
www.pragma-research.it

Barbara Martinelli, Project Manager
Nationally - Full-service

B, E,F,R,RT,S

Www.quirks.com

Precision Research Inc.

5681 W. Beverly Lane

Glendale, AZ 85306-1879

Ph. 602-997-9711

Fax 602-997-5488
jmuller@precisionresearchinc.com
Nationally - Full-service
B,E,FH,R,RTS

Precision Research, Inc.

999 E.Touhy Ave., Suite 100

Des Plaines, IL 60018

Ph. 847-390-8666

Fax 847-390-8885

saa@preres.com

WWw.preres.com

Scott Adelman, President

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

Premack & Associates of Pinellas County,
8130 66th St. N., Suite 10

Pinellas Park, FL 33781

Ph.727-544-3191

Fax 727-544-2777

audreyb@intergate.com

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
solutions@premierservice.ca
www.premierservice.ca
Michael Glazer, Director
Internationally - Full-service
B,E,FH, R, RTS
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Presence Mystery Shopping
10, rue des Halles

75001 Paris

France

Ph. 33-1-42-33-24-24

Fax 33-1-42-33-34-24
topo@magic.fr
www.presence.fr

Leslie Kambourian, International Consultant
Internationally - Full-service
B,F, R, RT,S

Prisma Options Ltd.

25 Alexandroupoleos, Ambelokipi
115 27 Athens

Greece

Ph. 30-210-748-2001

Fax 30-210-775-6227
prismaop@hol.gr

Nationally - Full-service

B,F H,R,RT,S
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. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail
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Probe Market Research, Inc.

166 E.63rd St., Suite 2A

New York, NY 10021
Ph.212-754-4258 or 800-961-1992
Fax 212-504-8201
lynette@probemarketresearch.com
www.probemarketresearch.com

Lynette Eberhart

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

Product Insights, Inc.

165 Sabal Palm Dr., Suite 103
Longwood, FL 32779
Ph.407-774-6165

Fax 407-774-1617
sclear@productinsights.com
www.productinsights.com
Locally - Full-service

R, S

Professional Review & Operational
Shoppers, Inc.

PROS

3885 20th St.

Vero Beach, FL 32960
Ph.800-741-7758

Fax 772-770-1514
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
contact@proformal977.com
www.proformal977.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
info@promonetwork.com
www.promotionnetworkinc.com

Mary Marcowka

Nationally - Data collection/Field service
E,F, R, RT
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Provizio, Inc.

3340 E. Goldstone Way
Meridian, ID 83642
Ph.208-344-4814 ext. 11
Fax 208-723-3033
info@provizio.com
WWW.provizio.com

Ted Rhodes, CEO
Nationally - Full-service
B, E,F,H,R,RTS

PRYBYL Group, Inc.

2349 N. Lafayette St., Suite 1200
Arlington Heights, IL 60004-2905

Ph. 847-670-9602
mjrichards@prybylgroup.com
www.prybylgroup.com

Marilyn Richards, President

Regionally - Data collection/Field service
B,E,F, H,R RTS

PWI Research

5100 Poplar Ave., Suite 3125
Memphis, TN 38137
Ph.901-682-2444

Fax 901-682-2471
ebeech@pwiresearch.com
www.pwiresearch.com

Ellie Beech, President

Locally - Data collection/Field service
B,E,FH,R,RTS

amMs

100 Saratoga Village Blvd., Suite 37E
Malta, NY 12020

Ph. 518-899-6479

Fax 518-899-6862

gms4mkt@aol.com

www.gms4mkt.com

Bill Ahern, Principal

Regionally - Data collection/Field service
B,E,F, H,RRTS

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
kenerson@gqsispecialists.com
www.globalintelligence.net
Chuck Kenerson

Regionally - Full-service

B, E,F,R,RT,S

Quality Assessments Mystery Shoppers
P.0. Box 168

Rochester, IL 62563

Ph. 800-580-2500

Fax 877-580-2500

mary@gams.com

www.gams.com

Mary Furrie, President

Nationally - Full-service

B,E,F,R,RT,S

www.quirks.com

Quality Check

P.0. Box 183

Fayetteville, PA 17222

Ph.717-352-9536
info@undercovershoppers.com
www.undercovershoppers.com

Heather McCrossen, Director of Operations
Nationally - Full-service

B,E,F H,R,RTS

Quality Eye

Quality House, 93 Galloway Road
London W12 OPH
United Kingdom

Ph. 44-20-8743-5757
Fax 44-20-8932-0150
info@qualityeye.com
www.qualityeye.com
Linda Lindsey
Nationally - Full-service
B, E,F,H,R,RTS

QualityWorks Associates

643 Moody St.

Waltham, MA 02453-5111

Ph. 781-398-1678

Fax 781-398-1679
info@qualityworks.com
www.qualityworks.com

Charles Atkinson, Managing Director
Nationally - Full-service

B, E,F,R,RT,S

Quantum Market Research
1000 Broadway, Suite 292
Oakland, CA 94607
Ph.510-238-9010

Fax 510-238-9015
vraymonda@qresearch.us
www.iresearchinc.com
Nationally - Full-service
E,F H, R RT,S

The Quest for Best Mystery Shoppers
P.0. Box 280933

Memphis, TN 38168
Ph.800-263-5202 or 901-373-7221
Fax 901-377-1349
info@questforbest.com
www.questforbest.com

Chuck Roam

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

Quest Marketing Group, Inc.

472 Clifton Corp. Pkwy.

Clifton Park, NY 12065

Ph. 518-373-1990

Fax 518-373-4824
questmarket@aol.com

Glen Lasher, President

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

Questions & Marketing Research Services, Inc.
19211 Henry Dr.

Mokena, IL 60448

Ph. 708-479-3200

Fax 708-479-4038

dtucker@gandm.com

www.gandm.com

Don Tucker, Vice President

Locally - Data collection/Field service
E,F,R,RT,S



Quick Test/Heakin

1061 E. Indiantown Rd., Suite 204
Jupiter, FL 33477

Ph.561-748-0931 or 800-523-1288
Fax 561-748-3601

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, ND 58501

Ph.800-570-4497 or 701-250-8713
Fax 701-250-8715

paul@quinnmc.com

www.quinnme.com

Paul Q. Carmichael, Sales

Nationally - Full-service

B,E,F, H,R,RT,S

R.LS. Christie - The Data Collection
Company

14 Verral Ave.

Toronto, ON M4M 2R2

Canada

Ph.416-778-8890

Fax 416-778-8898
generalinfo@rischristie.com
www.rischristie.com

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

Rapid Research

115 Essex St.

Bangor, ME 04401-5301
Ph.207-942-6454

Fax 207-942-6664
rapidresearchmai@aol.com

Doris Des Isles, Owner

Locally - Data collection/Field service
E,F H,RRT,S

Rast Marketing Research

456 Francis Place S.W.

Lilburn, GA 30047-4106
Ph.770-921-5833

Fax 770-921-6510
annerast@bellsouth.net
www.rmratlanta.com

Ann Rast, President

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

RDAssociates, Inc.

257 E. Lancaster Ave., Suite 200
Wynnewood, PA 19096
Ph.610-896-6272

Fax 610-896-6306
info@rdassociates.com
www.rdassociates.com

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

REACT Surveys Ltd.

Bank House, 15 Gosditch Street
Cirencester

Gloucestershire GL7 2AG
United Kingdom

Ph. 44-1285-64-4144

Fax 44-1285-64-4166
info@reactsurveys.co.uk
www.reactsurveys.co.uk
Stephen Hurst, Managing Director
Internationally - Full-service
E,R,RT,S

Reality Check Mystery Shoppers
11539 24th Ave. N.E.

Seattle, WA 98125

Ph. 206-364-9004 or 800-550-4469
Fax 206-364-9025
realitycheckllc@home.com
www.rcmysteryshopper.com
Nationally - Full-service

E,R,RT,S

Reflections Mystery Shopping
P.0. Box 514

Tillamook, OR 97141

Ph. 888-810-6330

Fax 503-296-2826
reflections@oregoncoast.com
www.reflectionsms.com

Kim Combs

Internationally - Full-service

R, S

Research Inc.

3050 Royal Blvd., S., Suite 120
Alpharetta, GA 30022

Ph. 770-619-9837

Fax 770-619-9874
info@researchincorporated.com
www.researchincorporated.com
Debbie McNamara, President
Regionally - Full-service
B,E,F, H,R,RT,S

Research Strategies, Inc.

P.0. Box 190666

Mobile, AL 36619-0666

Ph. 251-660-2910 or 504-522-2115
Fax 251-660-2918
rsincorp@bellsouth.net

Nationally - Full-service

B, H,R,RT, S

Resolution Research & Marketing, Inc.

625 E. 16th Ave., Suite 202
Denver, CO 80203

Ph. 800-800-0905

Fax 303-860-7560
nina@re-search.com
www.re-search.com
Heather Larson

Nationally - Full-service

B, H, RT

Www.quirks.com

Restaurant Evaluators

640 W. Drummond Place

Chicago, IL 60601

Ph.773-525-5157

Fax 773-755-4599
info@restaurantevaluators.com
www.restaurantevaluators.com

Karen Call

Nationally - Data collection/Field service
E,R

Retail Biz Consulting

5322 222nd Ave. N.E.

Redmond, WA 98053-8247

Ph. 425-785-6240 or 888-619-0077
Fax 425-836-9149
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
rdiinfo@rdiresearch.com
www.rdiresearch.com
Chris Reilly

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

Retail Services Sweden
Karlavagen 56

114 49 Stockholm
Sweden

Ph. 46-08-665-75-00
Fax 46-08-665-75-10
info@retailservices.se
www.retailservices.se
Per Bjorkman
Internationally - Data collection/Field service
B,E,FH,R,RTS

Reyes Research

1013 Colina Vista

Ventura, CA 93003

Ph. 805-278-1444

Fax 805-278-1447
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.0. Box 1050

Los Gatos, CA 95031-1050
Ph. 800-367-7434 ext. 105
Fax 650-967-1428

br@J M Ridgway.com
www.J M Ridgway.com

Bob Reister, President
Nationally - Full-service
B,E,FH,R,RTS
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

Ritter and Associates

209 North Reynolds Rd.
Toledo, OH 43615
Ph.419-535-5757

Fax 419-535-5646
glinks@ritterassociates.com
www.ritterandassociates.com
Bill Ritter

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

Rocky Mountain Merchandising & Research
1742 E. Holladay Blvd.

Salt Lake City, UT 84124
Ph.801-274-0220

Fax 801-274-8066
sue@rockymtnmerchandising.com
www.rockymm.com

Richard Bell, President

Nationally - Full-service

B,E,F, H,R,RT,S

Roe Smithson & Asociados
Del Inca 5950

Las Condes Santiago

Chile

Ph. 56-2-245-3505

Fax 56-2-228-0493
eroe@ctcreuna.cl
www.marketresearcher.cl
Nationally - Full-service
B,E,F, H,R,RT,S

Rothermel Research, Inc.

107 EIm Tree Lane

Elmhurst, IL 60126-3616
Ph.630-834-8330

Fax 630-834-3182
www.rothermelreseach.com

Karen Rothermel, President

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

RQA, Inc.

8828 North Central Ave.
Phoenix, AZ 85020
Ph.602-678-4717

Fax 602-678-4997
retrieve@rqa-inc.com
WWW.rga-inc.com

Brian Giannini
Internationally - Full-service
R, RT, S
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Sandia Market Research

2201 San Pedro N.E., Bldg. 1, Suite 230
Albuquerque, NM 87110

Ph. 800-950-4148 or 505-883-5512
Fax 505-883-4776

laurie@nmia.com
www.sandiamarketresearch.com

Locally - Full-service

B,E,FH,R,RTS

Bernadette Schleis & Associates, Inc.
1889 Maple Ave., Suite W7

Evanston, IL 60201-3169

Ph. 847-869-5999

Fax 847-869-6644
info@BSA-QualiField.com

Carol S. McCormick, Vice President
Internationally - Full-service

B, E,F,H,R,RTS

Schlesinger Associates, Inc.
Executive Plaza, Suite 400

10 Parsonage Rd.

Edison, NJ 08837
Ph.732-906-1122

Fax 732-906-8792
info@schlesingerassociates.com
www.schlesingerassociates.com
Steven Schlesinger, President
Nationally - Data collection/Field service
B,E,F,H,R RTS

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
richard@schollresearch.com
www.schollresearch.com
Richard Scholl, President
Internationally - Full-service
B,E,F,H,R RTS

5 second to none

TR NINS CULTOMES EEPERIERST

Second To None, Inc.

3045 Miller Rd.

Ann Arbor, M1 48103

Ph. 734-302-8400

Fax 734-302-8440
solutions@second-to-none.com
www.second-to-none.com

Jeff Hall, CEO

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

Unleash your company’s highest level of
potential through top-tier services designed to
fully understand the customer experience. We
offer highly customized in-store, online and

www.quirks.com

telephone-based solutions supported with a
full suite of robust real-time secure Web
reporting. National and international cover-
age. 800-668-8148 x401.

(See advertisement on p. 3)

The Secret Shopper Company
4112 Willow Trace

Gainesville, GA 30506-3628

Ph. 678-989-2290

Fax 404-306-7002
paige@secretshoppercompany.com
www.secretshoppercompany.com
Paige Hall

Nationally - Full-service

B, E,F,H,R,RTS

SelectaShopper.com

2101 W. Wadley #24, Suite 122
Midland, TX 79705

Ph. 432-699-1635

Fax 432-699-1635
info@selectashopper.com
www.selectashopper.com

Henry Kelly, President
Nationally - Full-service
B,E,FH,R,RTS

Sensors Quality Management, Inc.
895 Don Mills, Suite 400, Tower 2
Toronto, ON M3C 1W3

Canada

Ph. 416-444-4491

Fax 416-444-2422

sqgm@sgm.ca

www.sgm.ca

David Lipton, President
Internationally - Full-service
B,E,FH,R,RTS

Sensus Research, Inc.

Unit C, 2609 Progressive Way
Abbotsford, BC V2T 6H8
Canada

Ph. 877-873-2738

Fax 866-864-0588
dboyce@sensusresearch.com
www.sensusresearch.com
Dawn Boyce, Mystery Shopping Manager
Internationally - Full-service
E,F,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,RTS



Service Advantage International

42207 E. Ann Arbor Rd.

Plymouth, MI 48170

Ph.734-453-4750

Fax 734-453-4790

info@servad.com

www.servad.com

Stephen J. Gill, Dir. Of Assessment & Training
Internationally - Full-service
B,E,F,H,R,RTS

Service Alliance, Inc.
14826 E. Caspian PI.
Aurora, CO 80014
Ph.303-696-2147

Fax 303-745-5462
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
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

ger2302@aol.com

Locally - Full-service

B,E,F,R,RT,S

Service Evaluation Concepts, Inc. (SEC)
120 Crossways Park Dr.

Woodbury, NY 117972048
Ph.516-576-1188

Fax 516-576-1195
inquiries@serviceevaluation.com
www.serviceevaluation.com

Arcadio 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
svcexcell@aol.com
www.mysteryshopsplus.com

Marya Breznay, President

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

Service Excellence Group, Inc.
13523 Ladue Farm Rd.

St. Louis, M0 63017

Ph. 314-878-9189

Fax 314-878-1818
marci@serviceexcellencegroup.com
www.serviceexcellencegroup.com
Marci Bikshorn, President
Nationally - Full-service

B, E,F,H,R,RTS

Service Impressions

9316 Nestani Way

Elk Grove, CA 95758

Ph. 916-683-9895

Fax 800-859-3105
mysteryshops@serviceimpressions.com
WWW.Serviceimpressions.com

Dan Crevin

Nationally - Full-service

E, R, RT

Service Industry Research Systems, Inc.
(SIRS)

201 Martha Layne Collins Blvd.

Highland Heights, KY 41076-1750

Ph. 859-781-9700

Fax 859-781-8802
knowledge@sirsinc.com

Www.sirsinc.com

Nationally - Full-service

E,H,R,RT,S

.
service %,
intelligence '

Service Intelligence Inc.

6940 Fisher Rd. S.E., Suite 125
Calgary, ABT2H 0W3

Canada

Ph. 403-261-5000

Fax 403-261-4999
salesgroup@serviceintelligence.com <sales-
group@serviceintelligence.com>
www.serviceintelligence.com
Internationally - Full-service
B,E,F,H,R,RTS

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
(CEMS™) enable Service Intelligence to
deliver integrated solutions that ensure the
success of your brand performance, marketing
promotions, customer service standard initia-
tives or any other point-of-sale program
across North America.

(See advertisement on p. 5)

Www.quirks.com

service *,
intelligence fa

Service Intelligence Inc., USA

5400 Laurel Springs Prkwy., Suite 602
Suwanee, GA 30024

Ph. 678-513-4776

Fax 678-513-4869
info@serviceintelligence.com
www.serviceintelligence.com
Internationally - Full-service

B,E,F H R,RTS

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
(CEMS™) enable Service Intelligence to
deliver integrated solutions that ensure the
success of your brand performance, marketing
promotions, customer service standard initia-
tives or any other point-of-sale program
across North America.

(See advertisement on p. 5)

Service Performance Group, Inc.
808 Crossway Road, Suite B

Holly Springs, NC 27540

Ph. 919-567-8300

Fax 919-567-8122
jerryg@spgweb.com
www.spgweb.com

Jerry Gulyes, Principal

Nationally - Full-service

B,E,F H,R RT,S
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Service Research Corporation
6201 S. 58th, Suite A

Lincoln, NE 68516

Ph. 402-434-5000

Fax 402-434-5006
info@serviceresearch.com
www.serviceresearch.com

Mike Britten, President
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
info@servicesleuth.com
www.servicesleuth.com

Tom Mills

Internationally - Full-service
B,E,FH R,RTS
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ServiceProhe

P.0. Box 718

Signal Mountain, TN 37377
Ph.423-517-0554

Fax 423-517-0033
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
mstasik@servicetrac.com
www.servicetrac.com

Nationally - Full-service

B,F, H, R, RT,S

Ser-View

Carlson Center

Two Carlson Pkwy., Suite 350
Plymouth, MN 55447
Ph.800-336-2691

Fax 763-249-2478
ser-view@ser-view.com
WWW.Ser-view.com
Vincent Amendola
Nationally - Full-service
E,R,RT,S

SG Marketing Group

P.0. Box 773

Arnold, CA 95223
Ph.209-795-0830

Fax 209-795-5829
webmail@sgmarketing.com
www.sgmarketing.com

Robert Seiler, Managing Director
Nationally - Full-service

B,F, H, R, RT

The Shadow Agency, Inc.
1550 Norwood Dr., Suite 108
Hurst, TX 76054
Ph.817-268-3338

Fax 817-280-9267
mail@theshadowagency.com
www.theshadowagency.com
Charles Tinsley, President
Internationally - Full-service
B,E,F, H,R RT,S
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The Shadow Shopper of Georgia, Inc.
P.0. Box 3357

Cumming, GA 30028

Ph. 770-889-2829

Fax 770-887-1949

info@tssog.com

www.tssog.com

Tami Nolting, Vice President

Nationally - Full-service

B, E,RT

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
sales@shopnchek.com
www.shopnchek.com

Steven Maskell

Internationally - Full-service

B,E,F, H,R,RT,S

Shoppers’ View

1331 Plainfield Ave. N.E.
Grand Rapids, MI 49505
Ph. 800-264-5677

Fax 616-447-1236
steve@shoppersview.com
www.shoppersview.com
Steve Leach

Nationally - Full-service
B,E,F,H,R,RTS

SHOPPERS, Inc.

119 S. First

Broken Arrow, OK 74012
Ph. 800-259-8551

Fax 918-251-0606
kathy@shprsinc.com
www.shoppercomments.com
Kathy Shook, President
Internationally - Full-service
B, E,F,H,R,RTS

ShowIntell Trade Show & Conference
Research

5232 Forest Brook Parkway
Marietta, GA 30068

Ph. 770-955-5400

Fax 770-955-5040
markm@showintell.com
www.showintell.com

Michael Michelson, President
Nationally - Full-service

B

Sights On Service, Inc.
DBA Secret Shopper

620 Mendelssohn Ave., #190
Golden Valley, MN 55427
Ph. 763-525-1460

Fax 800-595-0023
nancyj@secretshopper.com
www.secretshop.com

Nancy Johnson, Office Manager
Nationally - Full-service
B,E,F, H,R,RT,S

www.quirks.com

Signature Worldwide

5115 Parkcenter Ave.

Dublin, OH 43017

Ph. 614-766-5101

Fax 614-766-9419
www.signatureworldwide.com
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

info@ssanet.com

www.ssanet.com

Robert Sinclair Jr., President
Internationally - Full-service

B,E,F R,RT,S

Sixth Line Solutions

1156 Hornby St.

Vancouver, BC V6Z 1V8

Canada

Ph. 604-682-4292 or 877-883-5705
Fax 604-682-8582
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
sklapper@ska-pr.com
www.ska-pr.com

Stanford Klapper, President/CEQ
Internationally - Full-service
B,E,F, H,R,RT,S

Societe DMS (Dynamic Marketing Services)
257, Avenue Georges Clemenceau
92745 Nanterre Cedex

France

Ph. 33-1-56-38-05-60

Fax 33-1-56-38-05-61
francois.leaute@dmservices.fr
www.dmsfrance.com

Francois Leaute

Internationally - Full-service
B,E,FH,R,RTS

South East Market Research

2904-A Tazewell Pike, Suite A
Knoxville, TN 37918

Ph. 865-546-7678

Fax 865-546-7684
vphilips@bellsouth.net

Vicki Phillips

Regionally - Data collection/Field service
B, E,F,H,R,RTS



SPAR/Burgoyne Retail Services, Inc.
Ehrhart-Babic/NRTI (Nat’l. Retail Tracking
Index) Div.

580 White Plains Road

Tarrytown, NY 10591
Ph.914-332-4100

Fax 914-332-0741
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
dsa@sparksresearch.com
www.sparksresearch.com
Nationally - Full-service
B,E,F,H,R,RT,S

Speedmark

8701 New Trails Dr., Suite 150
The Woodlands, TX 77381
Ph.800-222-3785

Fax 281-298-1479
rjanson@speedmarkweb.com
www.speedmarkweb.com

Ray Janson, Vice President
Internationally - Full-service
R,RT,S

Speedmark

1300 114th Ave. S.E., Suite 220
Bellevue, WA 98004
Ph.800-258-6247

Fax 888-818-1000
scott.hiller@speedmarkweb.com
www.speedmarkweb.com

Scott Hiller, President
Nationally - Full-service

B,E,F R, RT,S

Stackpole & Associates Inc.

One Harvard St.

Brookline, MA 02446
Ph.617-739-5900

Fax 617-739-5929
i.stackpole@stackpoleassociates.com
www.stackpoleassociates.com
Nationally - Full-service

S

Startex Marketing Services

150-G Commercial Ph-1 D.H.A.

Lahore, Punjab

Pakistan

Ph.92-42-572-5603 or 92-300-840-1517
Fax 92-42-573-4592

info@startexms.com

Aftab Anwar

Nationally - Full-service

B,E,F H,R,RT,S

Stewart International Associates
838 Cherry St.

P.0. Box 222

Winnetka, IL 60093-0222

Ph. 847-501-3647 or 847-446-2910
William W. Redemann, President
Nationally - Full-service

B,FR,S

Strategic Insights, Inc.

3967 E. Garnet Way

Littleton, CO 80126-5062

Ph. 303-683-9200

Fax 303-683-9200
TDudley@strategicinsightsinc.net
www.strategicinsightsinc.net
Tracy Dudley, President

Locally - Full-service

B, E,F,R,RT,S

Strategic Marketing Services

A Div. of Pan Atlantic Consultants, Inc.
5 Milk St.

Portland, ME 04101
Ph.207-774-6738 or 207-871-8622
Fax 207-772-4842
klbishop@maine.rr.com
www.panatlantic.net

Nationally - Full-service

B, E,F,H,R,RTS

Suburban Associates
Ridgewood Conference Center
579 Franklin Tpke.
Ridgewood, NJ 07450
Ph.201-447-5100

Fax 201-447-9536
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
sservice@surveyservice.com
WwWw.surveyservice.com

Susan R. Adelman, President
Nationally - Full-service
B,E,F,H,R,RTS

Surveys Unlimited, Inc.

232 Vincent Dr.

East Meadow, NY 11554

Ph. 516-794-5650

Fax 516-794-3841
NYSURVEYS@aol.com
http://members.aol.com/nysurveys
Gladys Ronco, President

Nationally - Data collection/Field service
B,E,F, H,RRTS

Www.quirks.com

Sutter Performance Audit Systems, LLC
800 E. Northwest Hwy., Suite 430
Palatine, IL 60067

Ph. 847-358-3100

Fax 847-705-7900

smmyst@aol.com
www.suttermarketing.com

Lynn R. Sutter

Nationally - Full-service

B, F, R, RT

Taylor Research, Inc.

1545 Hotel Circle S., Suite 350

San Diego, CA 92108

Ph. 800-922-1545 or 619-299-6368
Fax 619-299-6370
taylor@taylorresearch.com
www.taylorresearch.com

Ben Sheck, Field Director

Locally - Data collection/Field service
B, E,F,H,R,RTS

Tenox 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
info@testtrackresearch.com
www.testtrackresearch.com

Doug Ranshous, President
Nationally - Full-service

B,E,F, H,R,RT,S

Testshopper.com

10015 0Old Columbia Rd., Suite J135
Columbia, MD 21046

Ph. 410-381-9292

Fax 410-381-2861
testshopper@yahoo.com
www.testshopper.com

Donald Eames

Nationally - Full-service

B,F,RT,S

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
sondrap@texasshoppersnetwork.com
www.texasshoppersnetwork.com
Sondra Pulford

Nationally - Full-service

B,E,F, H,R,RT,S
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. .Business/Industry

. .Entertainment

. .Financial Services

. .Health Care

. . .Restaurant/Fast Food

RT . .Retail

. .Services (Real Estate, Hotels, etc.)

Thinksmart
C/Calendula, 93 Miniparc El Soto de la
Moralja

28109 Alcobendas

Spain

Ph. 34-91-272-40-00

Fax 34-91-272-40-01
myacobi@thinksmart.es
www.thinksmart.es

Miguel Yacobi
Internationally - Full-service
B,E,F, H,R, RT,S

TNS

410 Horsham Rd.

Horsham, PA 19044-0189

Ph. 215-442-9000 or 215-442-9883 (Bill)
Fax 215-442-9040
bill.guerin@tns-global.com
www.tns-global.com

Lisa van Kesteren

Internationally - Full-service

B,E,F, H,R RT,S

TrendSource

4891 Pacific Hwy, Suite 200

San Diego, CA 92110

Ph.619-718-7467 ext. 111

Fax 619-718-7490
mfischer@trendsource.com
www.trendsource.com

Michael Fischer, Executive Mgr. Business Dev.
Nationally - Full-service

B,E,F, H,R RT,S

Ulrich Research Service, Inc.
1329 Kingsley Ave., Suite A
Orange Park, FL 32073
Ph.904-264-3282

Fax 904-264-5582
info@ulrichresearch.com
www.ulrichresearch.com
Nancy Ulrich, President
Regionally - Full-service
B,E,F, H,R, RT,S
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United Marketing Research

1516 53rd St.

Lubbock, TX 79412

Ph. 806-744-6740

Fax 806-744-0327

umr220@door.net

WWW.UMSPromo.com

David McDonald, Sales/Marketing Director
Locally - Data collection/Field service
E,F,R,RT,S

Varga Market Research Services
4403 Vineland Rd., Suite B-7
Orlando, FL 32811

Ph. 407-472-5851

Fax 407-472-5875
taniav@vargaresearch.com
www.vargaresearch.com

Tania Varga

Regionally - Full-service

B,E,F, H,R,RT,S

Venture Research Corporation

681 Baeten Rd.

Green Bay, WI 54304

Ph. 920-496-1960 or 800-842-8956
Fax 920-496-1961
jkostroski@venturegh.com
www.venturegb.com

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
mbare@videoeyes.net
www.videoeyes.net
Michael Bare, President
Nationally - Full-service
B,E,F, H,R RTS

Voter Consumer Research
3845 FM 1960 West, Suite 440
Houston, TX 77068

Ph. 281-893-1010

Fax 281-893-8811
dan@vcrhouston.com
www.vcrhouston.com

Locally - Full-service
B,E,FH,R,RTS

WAC of New York

60 Madison Ave., 5th floor
New York, NY 10010-1600
Ph.212-725-8840

Fax 212-213-9247
wacny@wacresearch.com
www.wacresearch.com

Dr. James Frisch

Nationally - Full-service
B,E,F, H,R RTS

www.quirks.com

Ward Research, Inc.

828 Fort Street Mall, Suite 210
Honolulu, HI 96813

Ph. 808-522-5123

Fax 808-522-5127
wrstaff@wardresearch.com
www.wardresearch.com

Denise Charles, V.P. Administration
Locally - Full-service

B,E,F H,R,RTS

WestGroup Research

2720 E.Thomas, Bldg. A

Phoenix, AZ 85016

Ph. 602-707-0050 or 800-999-1200
Fax 602-707-0055
bethsmith@westgroupresearch.com
www.westgroupresearch.com

Beth Aguirre-Smith, Vice President
Nationally - Full-service

B,E,F H,R,RTS

Williams - Jamal, Ltd
4535 W. Sahara, #203
Las Vegas, NV 89102
Ph.702-369-1125

Fax 702-257-0259
info@williams-jamal.com
www.wjlpinevada.com
Regionally - Full-service
B, E,F,H,R,RTS

Sally E. Zorich & Associates

819 Ashland Ave.

St. Paul, MN 55104

Ph. 651-290-2564

Fax 651-290-2564
SalZorich@aol.com

Sally Zorich, Owner

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



International Mystery
Shopping

These firms conduct mystery shopping on an
international basis.

A&M Business Services, Inc.

Actys Etudes Audit Conseil

AQ Services

Ascent Research Associates, LLC
ath Power Consulting Corporation
B. Business Solutions, Inc.

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.

Corporate Research International
Creative Images Associates, Inc.
Development 11, inc.

DSG Associates, Inc.

EFG, Inc.

ESA Market Research Ltd.
Feedback Plus, Inc.

Freeman Group

Global Resource Management, Inc.
Hilli Dunlap Enterprises, Inc.

HR and Associates, Inc.

Informa Research Services, Inc.
The Insight Works, Inc.

Ipsos Polska

Jameehnegar Marketing Research Institute
JKS Inc. Market Research

Just The Facts, Inc.

Lodge Service - React Surveys NV/SA
MacPherson Mystery Shopping

Maritz Research

Market Trends, Inc.

Market Viewpoint

Marketing Solutions Corporation
The Martec Group - Green Bay
Meyers Research Center
Michelson & Associates, Inc.

The Mystery Shopping Company
National Shopping Service
National Shopping Service Network, LLC
NOP World Mystery Shopping
PAI-Productive Access, Inc.
Premier Service Consulting
Presence Mystery Shopping
REACT Surveys Ltd.

Reflections Mystery Shopping
Retail Services Sweden

Ritter and Associates

RQA, Inc.

Bernadette Schleis & Associates, Inc.
Scholl Market Research, Inc.
Second To None, Inc.

Sensors Quality Management, Inc.
Sensus Research, Inc.

Service Advantage International
Service Intelligence Inc.
Service Intelligence Inc., USA
Service Sleuths

The Shadow Agency, Inc.

Shop’n Chek Worldwide, Inc.
SHOPPERS, Inc.

Sinclair Service Assessments, Inc.
SKA Division of Mediafax, Inc.
Societe DMS (Dynamic Marketing Services)
Speedmark

Tenox Appraisal Systems
Thinksmart

TNS

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.
Hoed Mystery Shopping

Austria
Hoffmann & Forcher Marketing Research

Brazil

Confirma

Canada

Advantage Sales & Marketing Canada, Inc.
Campbell, Edgar Inc.

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. Christie - The Data Collection Company
Sixth Line Solutions

Chile

Roe Smithson & Asociados

find a
jobh
or

fill a
position

free

GIQUIRK'S

4 Marketing Research Review

www.quirks.com

Www.quirks.com
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Germany

Confield Research
Kramer Marktforschung GmbH

Greece

GfK Market Analysis Ltd.
Prisma Options Ltd.

Hungary

BellResearch

Italy
Freni Ricerche Sociali e di Marketing
Pragma S.r.l.

Pakistan

Startex Marketing Services

Peru

Datum Internacional SA

Poland
ARC Rynek i Opinia

Puerto Rico
The Marketing Center

Slovenia
GfK GRAL - ITEO

Turkey
GfK Turkey

United Kingdom

Field & Research Matters Ltd.
MSB-Managing The Service Business
Quality Eye

USA

A Closer Look

A Customer’s Point of View, Inc.
A Total Resource Group
AAR/AIl About Research
ACE Mystery Shopping
Action Research Group
Advisory Group, Inc.
ALCOPS™

American Mystery Shoppers
Amusement Advantage, LLC
Anonymous Insights, Inc.
ARC Research Corporation
Ask Arizona

At Your Service Marketing
Bartels Research Corp.
BestMark

Beyond Marketing Group, Inc.
BMA Mystery Shopping
Business Evaluation Services
Business Research Group, Inc.
Car-Lene Research, Inc.
Check Mark, Inc.

Check Up Marketing

Cirrus Marketing Consultants
Confero, Inc.

Consumer Impressions, Inc.
Consumer Pulse, Inc.
Courtesy Counts, Inc.

Craciun Research Group, Inc.
Cross Financial Group
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Customer 1st

Customer Perspectives

Customer Point of View

Customer Service Experts, Inc.
Customer Service Profiles
Customerize, Inc.

Cutting Edge Research, Inc.

Data Quest, Ltd.

Defensive Business Management
Devon Hill Associates

Dynamic Advantage, Inc.

Excel Shopping and Consulting
First Glance

J. Franke Enterprises

Friedman Marketing Services
Hindsight

ICC Decision Services

Image Checkers Mystery Shopping Services
IMAGES Market Research
Infotel National Marketing
IntelliShop

Ipsos North America

Jancyn Evaluation Shops

Keeping Tabs, Inc.

Ken-Rich Retail Group

Kinesis

Klein Market Test/small town market research
Rickie Kruh Research

Nancy Levine Marketing Research
The Locksley Group, Ltd.

M.A.T. On-Site Research

Market Dynamics Research Group, Inc.
Market Monitor, Inc./Service Monitor
Market Research Dallas

Market Trends Pacific, Inc.
Mosaic Retail Solutions

The MSR Group

Mystery Guest, Inc.

Mystery Shoppers, Inc.

Mystique Shopper, LLC

National Field & Focus, Inc.

New England Interviewing, Inc.
0’Connor & Associates

On-Site Solutions

Pammer Research, Inc.

Pat Henry Market Research, Inc.
Peak Performance Mystery Shopping
Perception Strategies, Inc.
Perceptive Market Research, Inc.
The Performance Edge

The Performance Group, Inc.
Person to Person Quality
Precision Research Inc.

Precision Research, Inc.

Probe Market Research, Inc.

Professional Review & Qperational Shoppers, Inc.

Promotion Network, Inc.

Provizio, Inc.

Quality Assessments Mystery Shoppers, Inc.
Quality Check

QualityWorks Associates

Quantum Market Research

The Quest for Best Mystery Shoppers
Quest Marketing Group, Inc.

Quick Test/Heakin

Quinn Marketing and Communications
RDAssociates, Inc.

Reality Check Mystery Shoppers
Research Strategies, Inc.

Resolution Research & Marketing, Inc.
Restaurant Evaluators

Retail Biz Consulting

Retail Diagnostics, Inc.

J.M. Ridgway Co., Inc.

Rocky Mountain Merchandising and Research
Schlesinger Associates, Inc.

The Secret Shopper Company

www.quirks.com

SelectaShopper.com

Service Alliance, Inc.

Service Check.com

Service Evaluation Concepts, Inc. (SEC)
Service Excellence Group, Inc.
Service Impressions

Service Industry Research Systems (SIRS)
Service Performance Group, Inc.
Service Research Corporation
ServiceProbe

ServiceTRAC, LLC

Ser-View

SG Marketing Group

The Shadow Shopper of Georgia, Inc.
Shoppers’ View

ShowlIntell Trade Show & Conference
Research

Sights On Service, Inc.

Signature Worldwide
SPAR/Burgoyne Retail Services, Inc.
David Sparks & Associates
Speedmark

Stackpole & Associates Inc.

Stewart International Associates
Strategic Marketing Services

Survey Service, Inc.

Surveys Unlimited, Inc.

Sutter Performance Audit Systems, LLC
Test Track Research, Inc.
Testshopper.com

Texas Shoppers Network, Inc.
TrendSource

Video Eyes LLC

WAC 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

Kiyomura-Ishimoto Associates
L.A. Research, Inc.

Market Alternative, Inc. (Br.)
Reyes Research

Colorado

ingather research-denver
IRi Information Research Inc.
Opinion Polling Service®

Connecticut

Firm Facts Interviewing

Florida

A.LI.M. Field Service

Advantage Business Services

Gulf View Research, LLC

Kirk Research Services, Inc.

Mars Research

Opinion Polling Service®

Premack & Associates of Pinellas County, Inc.
Ulrich Research Service, Inc.

Varga Market Research Services



Georgia
Beisner Research Associates
Research Inc.

Illinois
Ann Michaels and Associates Ltd.
PRYBYL Group, Inc.

Indiana

Indiana Research Service, Inc.
KLD Marketing Research, Inc.

Towa

PMR-Personal Marketing Research, Inc.

Kentucky

Market Research Services
Personal Opinion, Inc.

Louisiana

Focus Research, Inc.

Gulf View Research, LLC

New Orleans Field Services Associates
Percy & Company Research

Massachusetts
PatronEdge

Michigan

BanConsult, Inc.

Barnes Research, Inc.

Crimmins & Forman Market Research
imyst, inc.

Mississippi

Market Mix, Inc.

Missouri

Horizon Research Services

Nevada
Performance Insights
QST Specialists
Williams - Jamal, Ltd

New Hampshire

Granite State Marketing Research, Inc.

New Jersey

Frances Bauman Associates
Opinion Polling Service®
Suburban Associates

New York

J & R Field Services, Inc.
Karlamar Associates, Inc.
QMS

Ohio

Opinions, Ltd.

Oklahoma

Higbee & Associates, Inc.

Pennsylvania

Focus on Service, LLC

Rhode Island

Capture, Inc.

South Carolina

Low Country Marketing, Inc.

Tennessee

People Plus
South East Market Research

Texas

Galloway Research Services
Hispanic Focus Unlimited
Pfeifer Market Research, Inc.

Virginia
Dominion Focus Group, Inc.
Metro Research Services, Inc.

West Virginia

McMillion Research Service

Wisconsin

Field Surveys & Audits, Inc.

InGold Marketing Assistance Group, Ltd.
Venture Research Corporation

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, NM

Sandia Market Research

Atlanta, GA

Rast Marketing Research

Baltimore, MD

Bay Area Research

Bangor, ME

Rapid Research

Baton Rouge, LA

The Field Force, Inc.

Boston, MA

Performance Plus

Chicago, IL

Field Research, Inc.

Galli Research Services

Questions & Marketing Research Services, Inc.
Rothermel Research, Inc.

Cincinnati, OH

Assistance In Marketing, Inc.

Www.quirks.com

Denver, CO

Strategic Insights, Inc.

Des Moines, TIA

Essman/Research

Fort Lauderdale, FL

J & S Interviewing, Inc.

Honolulu, HI

Ward Research, Inc.

Houston, TX

Market Research & Analysis Field Staff, Inc.
Voter Consumer Research

Indianapolis, IN

Herron Associates, Inc.

Lubbock, TX

United Marketing Research

Memphis, TN

PWI Research

Milwaukee, WI
Lein/Spiegelhoff, Inc.

Minneapolis/St. Paul, MN

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

St. Louis, MO

Marketing Horizons, Inc.

San Antonio, TX

Service Critique

San Diego, CA

Taylor Research, Inc.

Stamford, CT

LPM Market Research Services

Washington, DC

OMR (Olchak Market
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Ph.800-793-3126 | www.activegroup.net

Advanced FOCUS . ...ttt ittt 46
Ph.212-217-2000 | www.advancedfocus.com

Affordable Samples,Inc. .........cciiiiiiiiii it i i 73
Ph. 800-784-8016 | sales@affordablesamples.com

The Analytical Group,Inc. ... ..ottt 83
Ph.800-946-2767 | www.analyticalgroup.com
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2004 Quirk’s Story Index

Case Histories

February
Special markets - kids: Character development -
KidsCom enlists its audience’s help in shaping site avatars

March

Business-to-business research: Fluid and flexible -
User input shapes innovative office furniture system

April
Advertising research: A definite impact: Out-of-home
ads work for Starbucks

June
Health care research: Begin with the right founda-
tion - Analyzing satisfaction data in the health care setting

July/August
Online research: The theme is fun - Online surveys help
Paramount Parks keep respondents and visitors happy

October

Customer satisfaction research: Two voices, one
goal - Expedia incorporates customer satisfaction feedback and
employee input to enhance service and support

Customer satisfaction research: Profitable insights -
Building client loyalty yields strong ROI for financial services
provider

Technique Discussions

January

Online research: Don’t eliminate - migrate! Moving a
telephone survey to the Web

Online research: Does speed kill the data - Talidating
overnight sampling with an online research panel

Online research: When consumers whisper their
values - Analyzing the words people use in online dialogs
Online research: It’s the user satisfaction, stupid
Online research: Painting a truer picture - Is data
from a representative online panel more valid?

Online research: From door-to-door to the Internet
- Product placement research moves into the 21st century
Usability research: Conducting Web site usability
research

Online research: A mix of high-tech and old-tech -
When recruiting physicians for online research, don’t overlook the
fax machine

Mystery shopping: A guide to success - Keys fo imple-
menting your mystery shopping program
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February

Special markets - GLBT: Clarifying the numbers -
Do gays count? Can they be counted?

Special markets - GLBT: Starting the dialogue -
Interviewing the gay/lesbian/bisexual/transgender market
Special markets - Boomers: Missing out on the
boom - Study shows Boomers still feel ignored by marketers
Special markets - tweens: Seen by tweens - Getting
kids to notice your brand

Research software: Heating up, cooling down - A
look at what’s hot and what’s not in the research software industry

March

Business-to-business research: Hear from the right
people - Ensuring that B2B focus group participants are more
quotable than the viewers

Business-to-business research: Dig under the big
number - Take a look at your customers individually
Business-to-business research: B2B marketing in
troubled times - The mind of your prospect holds the key
Business-to-business research: Determining your
share - Exploring criterion variables for business-to-business cus-
tomer satisfaction programs

The business of research: Hone your communica-
tion skills - Cutting through politics and impacting business
results with research

April

Advertising research: Creative awards vs. copytest-
ing - Is one a better predictor of an ad’s success?
Ethnic/advertising research: Targeted and tested -
The case for really good multicultural advertising
Ethnic/advertising research: Hispanic marketing
Q&A: Tips on reaching and researching Hispanic consumers
Ethnic research: The changing face of mass-market
America - Dos and don’ts in ethnic marketing and market
research

Ethnic/advertising research: A complete recipe -
Ads targeting Hispanic consumers can’t rely solely on cultural
nuances

Ethnic research: Discovering organizational diversi-
ty thresholds - Research plays a key role in the process
Ethnic research: Beyond the usual - Are out-of-the-box
qualitative approaches needed to reach the Hispanic market?

May

Segmentation research: Segmentation success - A
practical guide to the market segmentation research process
Panel research: Heard the one about the diabetic
alligator? - It takes a little detective work to explain purchase
volume discrepancies

CPG research: Defending against private-label -
Getting the right answer from cost reduction research



New product research - Hidden barriers to new
product acceptance: preference inertia

The business of research: Build the reconnaissance
principle into research design - Making research action-
able under tough situations

Quantitative research: Useful data, maximized dol-
lars - A practical approach to ensure research results are pro-
Jjectable to your target market

Data mining/research: Two rivers - The confluence of
data mining and market research _for smarter CRM

June

Health care research: Finding the right message -
How to re-brand a hospital

Health care research: Take it to a higher level -
Effective patient satisfaction research requires multiple survey
instruments

Health care research: Simulating success - How simu-
lators can aid successful pharmaceutical product launches
Qualitative research: To be seen or not be seen -
that is the question - A look at sponsor involvement in
ethnographic research

Qualitative research: Change your point of view -
Infusing creativity throughout the qualitative process
Qualitative research: The art of camouflage - 1o bring
insights to light, keep respondents in the dark

Qualitative research: Optimize the brand experi-
ence - How qualitative research can help you compete in a
rapidly commoditizing world

Product research: The shining temple in the cus-
tomer jungle - How value-added research will get you there

July/August

Online research: How to catch a cheat - Techniques for
identifying problem respondents in online surveys

Online research: Crossing a treacherous landscape -
Best practices for e-mail surveys and mailing lists

Online research: Organize to maximize - Reporting
Web site usability results

Online research: What’s my motivation? Panelists talk
about their online survey experiences

Online research: Community involvement - Using
online ethnography to explore the digital camera market

Online research: Hybrid vehicle - Insurance company
combines methods for Web site usability research

Online research: Keep up the pace - The case for real-
time research

October

Customer satisfaction research: The critical link
between satisfaction, loyalty and problem manage-
ment

Customer satisfaction management: Response
scales for customer satisfaction research

Customer satisfaction research: Similar aim, differ-
ent approaches - A comparison of consumer and business-to-
business customer satisfaction research

Customer satisfaction research: A vital link - Satisfied
employees are critical to ensuring satisfied customers
Qualitative research: Broaden your view - Measure the
total customer experience

Customer satisfaction research: Make it worth your
while - Work some process innovation research into your satis-

Sfaction study

November

International research: Learn globally, learn locally
- Four agreements for better international research
International research: What’s hot and what’s not in
Euro-Asia - A look at corporate and brand images in Eastern
Europe, the Caucasus and Central Asia

International research: Avoid beauty contests, seek
shopability - Five principles for global packaging research
International research: Cross-culture calibration -
Avoiding the pitfalls of country comparisons

International research: Recognize and respect cul-
tural differences - Do your homework before you do your
research

International research: Q&A: Research in Latin and
Central America

International research: Open but not yet free -
Despite relaxed market controls, research in China still faces
restrictions

International research: A tankful of potential - A
look at the Chinese automobile market

December

Qualitative research: Fed up with focus groups?
Why visual ethnography makes sense as a research technique
Qualitative research: Understand the mind of the
market - A look at participatory inquiry and hermeneutics
Qualitative research: Adding a little advance work -
Pre/post surveys as part of qualitative research

Qualitative research: A map for a good trip -
Suggested stops along the road to successful client-facility relation-
ships

Qualitative research: Can we do better screeners?
Of course! Tips from the field to improve your yield
Qualitative research: Brand as story - A tale of two
tellers

Qualitative research: How they really think -
Capturing the context of consumer decision-making
Qualitative research: Try new ethnography lite!
Observational research is a practical alternative to _full-scale
ethnography

The business of research: Market intelligence versus
marketing research

Data Use

February
Data abuse - An old curmudgeon recounts some
research atrocities
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March

A tale of two tallies

April
Using discrete choice models to measure brand
equity

May

Using conjoint analysis to shape a political message

July/August

A short history of conjoint analysis

October

Asymmetry analysis

Qualitatively Speaking

January
The prescription for effective physician interviews

February
Laugh out loud

March

Focus facility niceties that go the extra mile

April

Learning to love homework

May

Ethnography makes the human connection

June
10 qualities for qualitative researchers

July/August

Bringing clients and consumers together

October
Is the quantitative follow-up an endangered
species?

November
Use focus groups to understand India’s massive
markets

December
Bring a can-do attitude to recruiting out-of-facility
focus groups
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By the Numbers

February

There’s just one rule in designing questionnaires

March

Using research to size up a product’s future

May

Let’s test everything

June
Write your RFPs right

July/August

Practices you can trust

October

Common traits of successful loyalty research pro-
grams

November
Remember when...40 years in marketing research

Software Review

January
Audithost - Mystery shopping coordination software pulls it all
together

July/August
CAWI and CATI

Trade Talk

January
A look at our new look; going ethno in San Fran

February
Success by design

March
Tickling the taste buds

April
Online ads rebounded in 2003



May
Creating, growing and defending your brand (book

reviews)

June
Study shows how Latinos’ news media habits shape
their views

July/August

Reading the tea leaves in Boston

October

School is now in session (book reviews)

November
Even do-it-yourselfers need help

December
It was an eventful Event

Have a story idea?
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