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survey monitor

Health concerns cause half of Americans

to read labels

According to a report from Chicago
research firm Mintel, in both 2003
and 2004, more than half of
Americans cited general health as
their primary motivation for reading
nutrition labels, while a little less

than 25 percent show concern about
a specific health issue as their moti-
vator.In other wouds, for every two

people that read nutrition labels
because of a specific health concern,
five people do so for general health
reasons. Clearly, end-products that
offer general benefits have wider
appeal than those that offer only one
benefit.

“As consumers have now begun
to think about food as a vehicle for
achieving specific health goals,
rather than just fuel for the body, the
emphasis on food ingredients has
shifted,” says David Lockwood,
senior research analyst for Mintel.
Ingredients that fortify (herbals, vit-
amins and minerals) and ingredients
that reduce (low-calorie sweeteners,
low-carbohydrate polyols) have

8 | Quirk’s Marketing Research Review

become important elements of the
product development process and
are crucial to creating healthy and
popular foods. R esearching the lev-
els and patterns of ingredient usage
in new products is one way to
understand where the food industry
is heading.

Mintel’sreseard reveals that two-
thirds of respondents report making
p urdasing decisions based on
whether the product has the right
amount of fat, vitamins and miner-
als, sugar, and calories. About half say
that they make decisions based on
salt, artificial sweeteners and carbo-
hydrates. Women are significantly
morelikely to read ingredient labels
than men when buying food and
bewrages, and the gender gap for
vitamins and minerals, sugar, and
herbs has widened since 2003.

A majority of consumers (45 per-
cent) combine vitamin pills and eat-
ing right to ensure they are getting
the necessary nutrients. An almost
equal proportion rely solely on the
foods that they eat. Of this second
group, 29 percent appear to be con-
sciously eating the right foods to get
vitamins and minerals, while 14 per-
cent are simply uninterested in vita-
mins and minerals.

The ingredient categories that
most influence purchasing choices
are fat, vitamins and minerals, sugar,
and calories. The importance of
both calories and carbohydrates has
decreased, with the importance of
carbs falling from fifth place to sev-
enth. This may be signaling an end
to the low-carb craze from a con-
sumer perspectie. However, a closer
look at the continued importance of
sugar and the increased importance
of artificial sweeteners suggests oth-
erwise.

Simply put, consumers may be
becoming better educated about
how carbohydrates work in our sys-

www.quirks.com

tems, focusing on replacing the bad
carbohyrates - sugar - with artifi-
cial sweeteners. For more informa-
tion visit www.mintel.com.

They like their TV real in
Rhode Island

An analysis of reality television
watchers from New York-based
Scarborough Research finds that

P rovidence, R.1., is the leader in
reality television viewing among the
75 local markets in the Scarborough
study. Thirty percent of consumers
in that local market “typically” tune
in to this type of television program
versus the national average of 23
percent. Flint, Mich., (29 percent)
and Cincinnati (29 percent) round
out the top three markets for reality
viewing.

Scarbormugh Research also exam-
ined three sub-categories ofreality
television: rality-talent, reality-
adventureand reality-dating.
Providence, R.I., and Raleigh, N.C.,
lead the U.S. cities in reality-talent
television viewing. Fourteen percent
of consumers in each of these local
markes tune in to the genre, versus
the national average of 9 percent.
Providence and Cincinnati are the
top local markets for reality-adven-
turetelevision with 21 percent of
consumers in these marketswatch-
ing this programming. Nationally, 15
percent of consumers usuallywatch
reality-adventure Los Angeles,
Grand Rapids, Mich., and Kansas
City, Mo., are the leading cities for
reality-dating, with 30 percent of
adults in each of these markets tun-
ing in to this genre, comparad with
the national average of 23 percent.

When examining the consumer
profile of the reality viewer
Scarbomugh found that they are
avid restaurant patrons and intend to
purchase a broad spectrum of con-
sumer goods, including cars, sport-

continued on page 58
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names of note

London-based research firm
Synovate Healthcare has named
Jacquelyn S. Ilacqua head of the
Synovate Healthcare Global
Tandem Oncology Monitor. She
will continue to be based in the
U.S. The firm also named Laurie
Harris vice president, corporate
development.

Millward Brown has announced
a number of appointments. At
Millward Brown Optimor, North
America, Nikhil Gharekhan has
been named senior vice presi-
dent. Marco Forato has been
named senior vice president,
Millward Brown Optimor,
Europe. Promotions: Letesia
Steel to research director, Sadek
Wynberg Millward Brown, UK;
Emma Elder to research direc-
tor, Sadek Wynberg Millward
Brown, UK; Mike Ripka to vice
president, Millward Brown,
North America; and Bill Pink to
vice president, Millward Brown,
North America.

Dan Coates has been named presi-
dent of Voxco Corp. USA, New
York.

Knowledge Systems and Research, Inc,
Syracuse, N.Y., has named Vincent
Cama CEO, Rita Reicher presi-

dent, and Carl Spencer COO.

Cincinnati research firm Marketing
Research Services Inc. has named
Brett Simpson research analyst
and Wendy Doran associate
research analyst.

Lori Cook has been named senior

associate at Digital Research, Inc.
Kennebunk, Maine.

Cook Lansanah

Cincinnati marketing agency
WonderGroup has added David
Lansanah as director of research
design and analysis, a newly created
position.

Netherlands-based VNU has
announced that Michael P.
Connors, a member its executive
board and chairman of its Media
Measurement & Information
(MMI) group, has decided to leave
VNU to pursue opportunities as a

10 | Quirk’s Marketing Research Review
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CEO of a publicly traded company.
Connors will remain on the execu-
tive board until April 1, 2005, and
will continue as chairman and CEO
of the MMI group until June 30,
2005. Separately, VNU has named
Harris Black secretary to the
executive and supervisory boards
and Fe rdinand Voskens deputy
secretary to both boards.

U.K. research firm ESA has named
Tania Maera field manager in its
internal field division and promoted
Kirk Brazier to project executive
in the client service division.

Vancouve-based research softwa re
firm Vision Critical Communications
Inc. has named Angus Reid as
CEOQO and added him to its board of
directors.

Research firm TNS has tapped
Tacis Gavoyannis to head its new
technology sector, which will
merge its existing telecom and IT
research divisions.

Lightspeed Research, Basking Ridge,
N.J., has announced a number of
new appointments. At the London
office, Chris Stevens has been
named COO; Nick Armstrong
has been named vice president,
operations; and Matthew Perkins
has been named director, research
technology. In the U.S. office,
William Fernandez has been
named director, online marketing,
and Denise McGrew has been
named director, training and devel-
opment.

John Humphrey, partner at J.D.
Power and Associates, Westlake
Village, Calif., has been named
senior vice president of interna-
tional operations and managing

continued on page 73
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product and service update

Study segments Boomer
population

BoomerEyes, a specialized research
division of C&R Research, Chicago,
has conducted a study of Baby
Boomers, individuals born between
1946 and 1964, to obtain a deeper
understanding and an up-to-date
analysis of this group.

The BoomerEyes Lifestyle and
Psychographic Segmentation study
reveals four distinct segments within
the broad Boomer population.
Defined by their attitudes and
behaviors versus age, the segments
include: Looking for Balance
Boomers, Confident and Living Well
Boomers, At Ease Boomers, and
Overwhelmed Boomers. The survey
was conducted online with individ-
uals born between 1946 and 1964. A
total of 1,040 interviews we re com-
pleted in August 2004. For more
information visit
www.crresearch.com.

Qualitative resource network

launched

Minneapolis researh firm Market
Resource Associates, Inc. (MR A) has
introduced the Qualitative Resource
Network (QRN).The network was
created in response to an increasing
demand for field management of
qualitativeresearch projects from
independent moderators, advertising
and public relations agencies and
companies with in-house market
research departments, said MR A
President John Cashmore in a com-
panypressrelease.

QRN is not a part of a chain or
co-op; its purpose is to help place
projects in the best location(s) and
see the fielding through to conclu-
sion. QRN will handle the smallest
assignment to the largest in any
desird U.S. or Canadian locale.
Services are provided a la carte, so
clients can decide the range of
involvement of QRN in their pro-
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jects. Study methods for which
QRN provides field services include
focus groups, mock juries, ethnogra-
phies and in-home, office or tele-
phone individual interviews.

If a moderator, ethnographer or
interviewer is needed for a project
QRN will supply the client with a
list of qualitativeresearchers who
have agreed to work with QRN
clients. Some may already reside in
the location where the study is to be
conducted, saving on travel expens-
es. Knowing theresearchers’ qualifi-
cations, the client can select the
researher with whom he or she is
most comfortable. For more infor-
mation contact Dan Bredahl at 800-
795-3056 or visit

www.mraonline.com.

Syndicated product for

online retailers
N ew from Nielsen//NetRatings is
its MegaView Online Retail service,
an online syndicated and custom
data product that reports overall
shopping traffic and customer pur-
chase data. Theresearch is designed
to enableretailers and matketers to
improve their online retail strategy
for increased online sales through
competitive benchmarking, dollar
spending insights and buyers’ con-
version rates. The data measures
p roduct category sales by retailer
and tracks top referring Web sites.

Retailers and marketers can access
syndicated and customreports,
enabling them to:

- track visitor and customer pur-
chasing behavior;
- quantify total dollar spending
and drill down by product category;
- assess the referral effectiveness
index from topreferring Web sites;
- measure visits for comparable
sites where purchases we re made;

- analyze average retail spending
and number of orders acrossretail-
ers;

www.quirks.com

- trend retail purchase metrics;

- examine visitor behavior accord-
ing to demographic profiles; and

- build comparison shopping
reports to identify online competi-
tors, gauge loyalty and assess new
opportunities.

MegaView Online Retail service
is based on the
Nielsen//NetRatings’ MegaPanel,
which provides retailers with intelli-
gence on online consumers by link-
ing past surfing behavior from the
panel’s sample with current opinions
thraigh real-time surveys. By com-
bining these survey results with the
actual surfing habits of therespon-
dents, retailers and marketers are
able to better understand how con-
sumers are spending online. For
more information visit
http://netratings.com.

Updated Clementine
supports predictive modeling
with Oracle Data Mining

Clementine 9.0, the latest version of
the data mining product from
Chicago-based SPSS Inc. lewerages
its open, standark-based achitecture
to offer explicit integration with
Oracle Database 10g, the first rela-
tional database designed for grid
computing. Oracle Database 10g
supports predictive modeling with
Oracle Data Mining, enabling the
building and scoring of models
directly within the database.
Clementine 9.0 will enable ana-
lysts to use the Clementine interface
to build, browse and score models in
the Oracle Database 10g using tech-
niques awailable with Oracle Data
Mining. Oracle Data Mining algo-
rithms, including Naive Bayes,
Adaptiwe Bayes Network and
SupportVector Machines, appear as
nodes in the Clementine interface.
These techniques can be used just

continued on page 66
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research industry news

Customer Insights (YCCI) will sor of marketing at Yale SOM and
bring together industry leaders and  professor of psychology at Yale
scholars from multiple disciplines to  University and Dick R. Wittink, the
George Rogers Clark Professor of
Management and Marketing at Yale

N ews notes
The Yale School of Management
has opened a new research center

devoted to the behavior of cus— focus on joint research relevant to

tomers. The Yale Center for the marketplace R avi Dhar, profes-

Calendar of Events March-June

Salford Systems will hold its Data Mining
2005 Conference on March 28-April 1 in
New York. For more information visit
www.salforddatamining.com.

The IQPC will hold its Market Research
Summit 2005 on March 29-31 at the Pan
Pacific San Francisco. For more informa-
tion visit www.igpc.com/marketingiqg.

Anderson, Niebuhr & Associates will hold
a questionnaire design and use workshop
on April 7-8 in Minneapolis and on April
28-29 in San Diego. For more informa-
tion visit www.ana-
inc.com/workshops.html.

The U.K.-based Association for
Qualitative Research and the U.S.-based
Qualitative Research Consultants
Association will co-host the worldwide
biennial conference on qualitative
research, themed “Qualitative
Transformations: Creating a New World
Map,” in Dublin, Ireland on April 17-19.
For more information visit www.qrca-aqr-
conference.info.

The Advertising Research Foundation will
hold its annual convention on April 17-19
at the Embassy Suites Hotel, New York.
For more information visit
www.thearf.org.

ESOMAR will hold a conference on panel
research on April 17-19 in Budapest,
Hungary. For more information visit
WWW.esomar.org.

IR will hold a brand identity and pack-
age design conference on April 18-20 at
the Plaza in New York. For more informa-
tion visit www.iirusa.com.

ESOMAR will hold a conference on retail
industry research on April 19-21 in
Budapest, Hungary. For more information
visit www.esomar.org.

Salford Systems will hold a data mining
training conference and workshop on May
3-5 in Madrid. For more information visit
www.salforddatamining.com.

The Business & Industrial Group will hold
its annual business-to-business research
confeence on May 11-13 at the St. Pierre
Marriott, Chepstow, England. For more
information visit www.bigconference.org.

The American Association of Public
Opinion Research will hold its annual con-
ference on May 12-15 at the
Fontainebleau Hilton Resort, Miami. For
more information visit www.aapor.org.

ESOMAR will hold a conference on the
fragrance industry on May 15-17 in New
York City. For more information visit
WWW.esomar.org.

ESOMAR will hold its Global Cross-
industry Forum 2 (The Client Focus) on
May 17-19 in New York. For more infor-
mation visit www.esomar.org.

The Marketing Research Association will
hold its annual conference in Chicago on
June 1-3 at the Marriott Chicago
Downtown. For more information visit
www.mra-net.org.

The Travel and Tourism Research Association
will hold its annual conference, themed “The
3 R’s: Research, Results and Rewards,” on
June 12-15 at the New Orleans Marriott.
For more information visit www.ttra.com.

The American Marketing Association will
hold its annual Advanced Research
Techniques forum on June 12-15 at the
Coeur d’Alene Resort, Coeur d’Alene,
Idaho. For more information visit
www.marketingpower.com.

Canada’s Professional Marketing
Research Society will hold its annual con-
ference and trade fair on June 19-21 in
Halifax, Nova Scotia. For more informa-
tion visit www.pmrs-aprm.com.

ESOMAR and the Advertising
Research Foundation are co-sponsoring
the Wo rldwide Audience Measurement
conference (online, outdoors/out-of-
home, print, mediamix, radio, TV) on
June 19-24 in Montreal. For more
information visit www.esomar.org.
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SOM and editor of the Journal of
Marketing Research, will co-direct
the new center. William Pace, CEO
of consulting firm Kurt Salmon
Associates, has been named chair of
the YCCI advisory board. Other
board members include: David
Daniel, CEO of Spencer Stuart;
James A. Firestone, president, Xerox
North America, and senior vice
president, X erox Corporation;
Thomas E. Gage, founding contrib-
utor to the YCCI and senior vice
president and general manager,
Verisign Connunications; John L.
Lindsey, president, Thomas
Publishing International; Tim Love,
president, global clients and co-
chairman of G1 Worldwide, TBWA
World; Anil Menon, vice president,
marketing strategy and worldwide
marketing management, IBM; and
Laura R.Walker, p resident and
CEO,WNYC Radio.

The Dallas-based Mystery
Shopping Providers Association
(MSPA) announced it now has
25,000 silver- and gold-certified
nystery shoppers. The MSPA initi-
ated the certification in November
2002. A shopper can become silver-
certified by taking a short online
course at the MSPA Web site. After
obtaining silver certification, my s-
tery shoppers can achieve gold cer-
tification by attending a gold certi-
fication workshop, a one-day semi-
nar held in various cities through-
out the United States each year. At
the conclusion of the seminar, a test
is administered, and those shoppers
who pass the test are awa rded gold
certification. The MSPA estimates
there are approximately 1.5 million

continued on page 68
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qualitatively speaking

s gender an ISSUE for

the ethnographic

research

The December issue of Quirk’s
included a most interesting article
that likely drew the attention of many
qualitative researchers. The article,
“Can we do better screeners? Of

was written by Chris de

1>

course
Brauw.

As a long-time ethnographic
researcher, I took exception to the
following sentence from the sub-sec-
tion on ethnographies (found on page
49):“Finally, never send a man (or
men) to a woman’s home, unless there
is a woman on the
interviewing/observation team.”

I called de Brauw after I read the
article and we concluded that the
issue of gender of the ethnographic
(in-home) researcher is worthy of fur-
ther discussion.

I am urged to say straight out, and
de Brauw agreed during our conver-
sation, that the well-trained ethnogra-
pher who routinely engages in best
practices in the preparation and exe-
cution of this endeavor can be highly
effective, regardless of gender.
Therefore, de Brauw’s remark,
“...never send a man (or men) to a
woman’s home, unless there is a

16 | Quirk’s Marketing Research Review

woman on the interviewing/observa-
tion team” requires a bit of context.

Should a man, or a woman for that
matter, show up unannounced at a
respondent’s doorstep to conduct an
ethnographic project? Certainly not.
But de Brauw assured me this occurs
with some frequency, a shameful fact
that has to be addressed.

Privacy

As researchers we cannot forget we
are entering a consumer’s home, not a
research facility. You have to be wel-
comed in, and to expect otherwise is
absurd. The best way to merit that
“welcome sign” is to follow a sensible
introductory process (I always have an
introductory letter sent to the respon-
dent’s home with my business card,
and I call in advance of my visit).
Although this point was raised in de
Brauw’s article, I assert this fervently
to my colleagues. If you are not pre-
pared to do this, do not consider con-
ducting research in a respondent’s
home. Above all else, you jeopardize
the validity of your research (the
respondent will likely be ill at ease
until you can make them feel more

www.quirks.com

er?

Editor’s note: Larry A. Zaback is founder
and chief research strategist of Consumer
Dynamics and Behavioral Analysis,
LLC, a qualitative research consulting
firm based in Newton, N.J. He can be
reached at 1zaback@cdandba.com.

relaxed - that is, if you get the
chance). Secondly, you will make it
more difficult for recruiting agencies
to get the full cooperation of qualified
respondents to participate in this
research practice. Effectively trained
ethnographic researchers can do well
without this roadblock.

Security

By introducing yourself prior to con-
ducting the research, the respondent
can establish a sense of comfort or
safety. This is true of the typical
female head-of-household when
meeting a male researcher who is
unaccompanied (my case, more often
than not). I have never had a concern
with this issue, and to generalize that
men cannot be effective interviewers
(when working alone) is not the mes-
sage that de Brauw intended to con-
vey, he assured me. On the other
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hand, my female counterparts may
wish to decide if working solo is in
their best interest, with regard to
security, when asked to interview
male respondents who are home
alone.

Ethics

The topic I address here is one of dis-
closure. On the one hand, we contin-
ually protect the identity of the
respondent, assuring that her (pre-
suming female head-of-household, in
this case) name is not disclosed when
project findings are reported. On the
other hand, the respondent deserves
to know that the individual who is
going to work with her for the next
several hours (this varies, of course) is
a legitimate researcher. Keep in mind
also, the only contact the respondent
will have when the project ends is
with the recruiting agency. It is in the
recruiting agency’s best interest to
insist that the aforementioned intro-
ductory process be policy.
Respondents should be assured that
researchers visiting their homes prac-
tice sound ethical standards.

In this regard, I am reminded that
research staff members who represent
our nation’s major industrials (includ-
ing packaged goods and durables)
exemplify two camps. Some
announce their company affiliation
during their introduction, others are
reluctant to do so. No matter how
one represents their affiliation, what is
paramount is that the researcher has
made a legitimate effort to introduce
him/herself prior to engaging the
research. As a general practice, when I
am accompanied by a client represen-
tative, I simply introduce the individ-
ual as a colleague.

Product focus

Are there any limitations to what
products men (or women) can eftec-
tively research, particularly when dis-
cussions take place in the home, or in
the natural environment in which the
products would ordinarily be used?
We all have likely formed opinions on
this issue, and “drawing a line in the
sand” is probably unfair. In the inter-
est of objectivity, I will simply address
a brief sampling of my personal expe-
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riences in what is approaching 28
years in this business.

In the late *70s, the company with
which T was employed requested its
(all-male) research team to observe
women shaving, under controlled
conditions (not in their homes), so
that we could assist the engineers in
the finalization of a specific blade and
razor handle design. This company
was the first to successfully introduce
a wet-shaving product specifically
intended to meet the needs of
women.

Since that initial experience I spent
seven years on a skin-care research
team. Our focus was to formulate an
optimum body lotion specifically
designed for women. I worked with
several consumer panels across the
country, comprised of women target-
ed for this category. In many cases
they shared experiences with me that,
they volunteered, “I've never told my
husband.”

My skill-set occasionally had me
engaged in more “sensitive” research
endeavors. I have designed behavioral
research for pregnancy tests, evaluated
consumer input for a vaginal moistur-
izer, and another product concept
whose design focused on the absorp-
tion of odor, similar to sanitary pads.

My area of concentration in
research psychology, human percep-
tion and performance, has consistently
opened doors for me to work with
men and women without any exclu-
sion to product focus. Currently, as an
independent researcher, I have found
myself working in consumer health
care, an extension of my previous
career in industry.

What little wisdom I can pass on to
my veteran colleagues, as well as
interns in our industry, can be
summed up in a few sentences:

x‘tﬂn Teouweito melio fequagy caumodotions
minwte Aue poodlikity of locoe wiven Bapahy alac
Tevitoinfinaed] mprbmno Temiwe tuo-sny il
tanloelogy offan mupatice g el s
tloeigd Tnatizan

Sune] e Tuwea 't memat aneio ] it crwrinaige of iiteanative
By pacilicte ofiean ocans of Hle liglert quadty Wb aad
1mmpoaiee gangliog optione Autpordee el o fiad naggesdiae
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Routinely place yourself under the
proverbial microscope that measures
your own ethical standards and
integrity. Do it, because it is in your
best interest to do so. With experi-
ence, and that includes making occa-
sional mistakes and learning from
them, others will respect you for the

o wlancfeekivad 2 Flaadioo same standards you hold for your-
r u (S16) Z95-1142 or (300) 257-580 self...and you will confront few barri-
WA replyapstae fom ers, gender or otherwise.
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data use

Another way

to assess

satisfaction
drivers

‘When a child asks “Why is the sky
Hue?” there are several answers you
could give. One would describe the
energy from the sun in the form of
visible light and how the atmosphere
of the Earth transforms it into the
colorblue. A second answer would
describe the human eye and how it
perceives visible light, especially the
colorblue.Yet a third answer would
discuss the evolution of wo rd and
the word for blue in different lan-
guages. All of these answers would be
both valid and informatiwe, depend-
ing on how good your explanation is
and how bright the child is. As the
adult, it is up to you to decide on the
appropriate answer.

Similarly, when a client wants to
know what drives customer satisfac-
tion (““Why are n’t all my customers
satisfied?”), there are also different
answers you could give. One answer
would be to focus on the client’s
product or service, the features and
aspects of what the client is provid-
ing to customers. A second would
focus on the customers, their needs,
desires, perceptions and expectations.
Yet a third would focus on what is

20 | Quirk’s Marketing Research Review

meant by the word satisfaction; its
differmt meanings or the relation-
ship between expectations and actu-
alization. All these answers would be
good and worthy of detailed analysis
and explication. As the market
research analyst, it is up to you to
decide on the appropriate answer.

Most often what clients want to
knowis where they should spend
their time, energy and money in
o rder to increase their customers’
satisfaction. Analyses that focus on
whereto expendresources fall into
the first category of answers listed
above: features and aspects of the
product or service. Qualitatie
research (e.g., focus groups) helps
identify the more subtle aspects of
the client’s product and service while
quantitatieresearch (e.g., closed-
ended surveys) measures what per-
centage of customers rate the client’s
offerings at difterent levels. The
quantitative data is usually rich
enough to permit assessments of the
relationships between overall cus-
tomer satisfaction and detailed
aspects of the product or service.

It is here, in assessing therelation-

www.quirks.com

Editor’s note: Steven Hokanson is
president and founder of Pattern
Discovery, Inc., a Honolulu research firm.
He can be reached at 808-942-1600 or
at shokanson@verizon.net.

ships between overall satisfaction and
detailed variables, that I believe there
are opportunities for improved ana-
lytical methods. With better methods
we can give our clients better
answers and improve the efficiency
and eftectiveness of both their mar-
keting and operations.

Background

For the analysisofrelationships
between variabks what I see most
often in market research literature is
regression analysis. Usually this is
multiple linear regression though
there is frequent mention of arelated
methodology, principal components
analysis. Both of these methodologies
have several major flaws when
applied to customer satisfaction and
the limitations of these linear meth-
ods have been described in detail in
numerous other papers, journals,
articles and books. However, I feel 1
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need to touch on their primary
weaknesses in order to contrast these
older methods with the new one I
want to introduce for your consider-
ation.

Linear methods are based on sev-
eral assumptions: the data are numer-
ic (or more precisely, interval), there
is no missing data, the relationships
between the independent variables
and the dependent variable are lin-
ear, and there are no (or inconse-
quential) interrelationships between
the independent variables. None of
these assumptions is valid for most
customer satisfaction data.

Interval data

The measure of customer satisfaction
is predominantlyordinal. One exam-
ple of a commonly used scale is:
completely satisfied/very
satisfied/satisfied/dissatisfied/not at
all satisfied. This scale typically has
numeric values running from 5
down to 1 associated with it.
However, the use of the associated
interval scale (i.e., 1,2, 3,4,5) does
not mean the data is intervally
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scaled. The amount of difference
between “satisfied” and “very satis-
fied” might be more or less than the
differmce between “not at all satis-
fied” and “dissatisfied.”” I have seen
no compelling explanation as to why
these differences should be assumed
equal. Usually the assumption that
the data is intervally scaled is dictated
as necessary by the linear methods.

Missing data

A second major difficulty with using
linear methods to analyze customer
satisfaction data is missing data. For
products, some customers do not
purchase all the optional features. For
services, some customers do not
experience the full range of services.
In both cases the customers who do
not participate fully leave answers
blank on the survey (e.g.,“does not
apply,” “no opinion”). Linear meth-
ods requirevalues to be provided for
all answers for all customers inorder
to perform the analysis. How values
for the blank questions are deter-
mined is less important than the fact
that the values are filled in by the

www.quirks.com

analyst instead of the customer.

Linear relationships
A third major flaw in using linear
methods is the assumption of lineari-
ty itself. Very few of the independent
variables have a linear relationship to
the dependent variable. This is espe-
cially true at the end points of the
scale. Eventually, the customers do
not want the service to be any
friendlier; the customers don’t care if
the product is yet even more clean or
bright or new or colorful or better
packaged. At the other end of the
scale if the product is dirty, tar-
nished, old-fashioned, dull colored or
poorly packaged, doing any of these
things even worse isn’t going to
decrase the customers’ satisfaction
any more. T h ey have already decided
to never buy it again. In actual prac-
tice, the relationship between satis-
faction with a detailed aspect of a
product or service to overall cus-
tomer satisfaction is usually a curve
with several threshold points.
Customer satisfaction changes
sharply once certain threshold values
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arereached. A simple example is how
hot to serve coftee. Cold coftee is
usually unacceptable and small
increases in temperature do not
change the customer’s overall satis-
faction. At some point the coffee
reaches lukewarm and customer sat-
isfaction goes up a notch. At the
threshold where it becomes warm
(and later hot) satisfaction will
increase another notch. Note that
increasing the temperature to scald-
ing causes satisfaction to decrease.
Basically, the assumption of linearity
is wrong for the vast majority of
variables because of 1) non-linear
jumps at threshold points, 2) the
drop-off in sensitivity at end points,
and 3) the downward slope at the
extreme upper end. Moneyis the
primary exception to this non-linear
rule, because people usually measure
satisfaction as inversely linear to cost.
Almost everything else is non-linear.

Interdependency of detailed
variables

In customer satisfaction data many
strong relationships exist among the

detailed aspects of the client’s prod-
uct or service. Indeed, it can be
argued that the most distinguishing
characteristic of customer satisfaction
data is the tremendous interaction
among the detailed variables (usually
referred to as corrlation). Though
questions about a service re p resenta-
tive’s friendliness, helpfulness, cour-
tesy and product knowledge are
almost always strongly interrelated,
each of these questions concerns a
unique aspect of the customer’s
experience. To omit any one of them

from the questionnaire would leave a
hole for which the other questions
could not fully compensate. For clar-
ity’s sake, and to reinforethe point
of this section, I use the label
“detailed” instead of “independent,”
as the later description can be quite
misleading. Linear methods go to
great lengths to work around the
inherat correlation between
detailed variables. T h ey expend the
effort because a fundamental basis for
linear methodologies is that the
detailed variables be truly indepen-
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dent. Practitioners of linear methods
beliew the tools they use work
around this pro blem. However, all of
them understand that the high cor-
relation between the detailed vari-
ables is a problem they always need
to worry about.

Impact! Analysis

Impact! Analysis (IA) was specifically
developed for analyzing customer
satisfaction surveys. It evolved over a
period of six years (1992 to 1998),
and we have been using it in its cur-
rent form for clients over the last
seven years (1999 to 2005). The pri-
mary benefit of Impact! Analysis is
that it measures performance as “per-
centage of happy customers” and it
measurs impact as the rate of
change in performance. That is,
impact is the increase (or decrease) in
the percentage of happy customers.
We feel these units of measurement
are superior to those of correlation
and regression coeflicients.

IA is performed in four steps and
it is reasonable to view each step of
the analysis as an assumption.Your
judgment as to the utility of IA
depends primarily on your evalua-
tion of the reasonableness and validi-
ty of each step. In overview, the steps
are: 1) reduce all multi-point scales
to three-point scales, 2) calculate
performance scores for all variables
based on the three-point scale, 3)
calculate the impact of each detailed
variable on the aggregate variable
using the three-point scale and the
performance scores, and 4) set prior-
ities based on the relative impact of
each detailed variable on the aggre-
gate variabl e. Each of these steps is
described more fully below.

T hree-point scale

Perhaps the strongest influence on
me to use a three-point scale came
from Roland Rust of Vanderbilt
University. In the early 1990s, I read
several papers written by Rust that
recommended the use of a three-
point scale for customer satisfaction
data. IA does not use the scale pre-
cisely the way Rust espoused. Instead
of his dissatisfied/satisfied/delighted,
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IA uses the labels
low/medium/high. The low, medi-
um, and high labels refer to how a
customer rates the product (or ser-
vice or attribute).

In actual practice, surveys typically
use five-, seven-, or 10-point scales.
IA doesn’t really care what kind of
scale is used on the survey. Given a
choice, we recommend a seven-point
scale because it provides flexibility. In
any event, [A reduces all the scales to
low, medium, high. How the values
are converted depends on the indi-
vidual survey. In an industry that is
very competitive and where the
client is surveying its existing cus-
tomer base, a five-point scale will
usually be converted as 5 = high, 4 =
medium, and 1-3 = low. This is
because the scale is going to be
heavly skewed to the high end. In an
industry that is fairly non-competi-
tive, a conversion of 5 = high, 3-4 =
medium, and 1-2 = low would be
more appropriate. When surveying
all potential customers (including
those who currently buy from a
competitor), a conversion of 4-5 =
high, 3 = medium, and 1-2 = low
might be best. The primary criteria
in choosing how to convert to the
three-point scale are : 1) to convert all
questions that have the same scale on
the questionnaire in the same man-
ner, and 2) to achieve performance
scors (described in the next section)
in the range of 40 to 70.

We want to be as uniform as possi-
ble in converting scales, so that all
the questions are treated equally. At
the same time, we want performance
scors to be in a middle range to
leawe room for both improvement
and deterioration.

To complete this section, a discus-
sion of some exceptions to using the
three-point scale is wa rranted.
Binary variables are converted to
high and low, with no medium
responses. Some four-point scales are
quite intractable to conversion to
three-points. For example, “likeli-
hood to buy again,” with a scale of
definitely will/probably will/prob a-
bly will not/definitely will not, is
tough to convert if each value has 20



percent or more respondents. To
handle these difficult cases, a four-
point scale is acceptable for perform-
ing IA: high/medium high/medium
low/low. This four-point scale is
avoided if possible because it violates
the goal of uniformity.

Performance scores

My motivation for how to calculate
performance scores comes from the
common practice in market research
to measure performance as the per-
centage of the customers answering
in the “top two boxes.” For example:
“75 percent of the customers rated
us in the top two boxes” (on a five-
point scale). This is a fairly standard
industry practice and is easily under-
stood by all levels of management. I
have changed this slightly to give full
points for high, half points for medi-
um, and no points for low. For exam-
ple, if 50 percent of the respondents
rate a variable high, 40 percent
medium, and 10 percent low, the
performance score would be 70 (50
+ 40/2).The basic philosophy is that
high ratings are the goal and that
medium ratings are partial success.
When using the four-point scale
described in the immediately pre-
ceding paragraph, medium high is
worth .67, and medium low is worth
.33.

Performance scores are calculated
for all variables but they are most
important for target (or aggregate)
variables. Target variables are most
easily described through example:
overall satisfaction, likelihood to rec-
ommend, likelihood to buy again,
value for the money, frequency of
purchase and quantity puchased. All
other variables are considered suspect
variables. This label is used to convey
the meaning that the other variables
are suspected of impacting the target
variable(s). The analysis will bear out
whether they do impact the target
variabl e, and if so, by how much.

Impact! calculation

The previous two steps pre p are the
ground for calculating the impact of
each suspect variable on each target
variabl e. For convenience sake, let’s
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limit this discussion to a specific tar-
get variable: overall satisfaction.

The impact value of each suspect
variable on the target variable is cal-
culated by splitting therespondents
into three groups based on how they
answe red the suspect variable: low
(SL), medium (SM) and high (SH).
For each group the performance
scorefor the target variable is calcu-
lated. For example, the SL group
might have an overall satisfaction
scoreof 35.The SM group might
have a score of 60, and the SH group
a score of 75.These would be fairly
typicalnumbers and after some
reflection you should see why. The
customers who are unhappy about
the suspect variable are likely to have
low overall satisfaction, and con-
versely for the upper end of the
scale. Indeed, what thesenumbers
reflect mathematically is that the sus-
pect and target vari a ble are some-
what correlated.

The impact on overall satisfaction
when the suspect variable is
improved can now be measured.
Moving customers from the SL
group to the SM group results in an
improvement to overall satisfaction
of 25 (60 - 35). Moving customers
from SM to SH results in an
improvement of 15 (75 - 60). We call
the first change “fixing mistakes” and
the second change “achieving excel-
lence.” In this example, fixing mis-
takes (FM) will have a greater impact
on overall satisfaction than achieving
excellence (AE). IA also calculates an
average impact = (FM + AE) / 2. We
refer to the average impact as Impact
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and it is our primary measure of the
relative importance of each suspect
variable on the target variable.

Setting priorities

The Impact of each suspect variable
is calculated and then they are all
compared. However, instead of set-
ting priorities solely on the basis of
Impact a second criterion should

also be considered: the performance
score for each suspect variable. To
make this discussion more coherent,
examine the quadrant graph shown
in Figure 1.

The X axis is the performance
scoreand theY axis is the Impact
value. Each point on the graph rep-
resents a suspect variable’s perfor-
mance score and Impact on the tar-
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get variable.The target variable name
is displayed at the top of the figure
and the performance score for the
target variable is displayed as a verti-
cal line separating the quadrants on
the left from those on the right. The
average of the Impact values for all
the suspect variables is displayed as a
horizontal line separating the upper
quadrants from the lower ones.

The vertical and horizontal divid-
ing lines create four quadrants which

have been numbered[, I, IIT and IV.
Thenumbers refer to the upper left,
upper right, lower left and lower
right respectiely. The mimbering
scheme reflects IA’srecommended
priority. Thus, quadrant I is labeled
“critical improvements needed”;
quadrant IT is labeled “maintenance
required”; quadrant III and IV are
labeled “lower priority improve-
ments” and “lowest priority.”

The reasoning behind these prior-
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ities is that improving a suspect vari-
able that has a high Impact value will
produce more improvement in ove r-
all satisfaction. This is why quadrants
I and II come first. Looking at the
suspect variables, it is clear that there
is more room for improvement for
those with low performance scores.
By giving variables in quadrant [ a
higher priority than those in quad-
rant II, we are taking advantage of
the additional opportunity for large
improvements offered by those in
quadrant I. Similar logic applies to
the ranking of quadrants III and I'V.

Based on Figure 1, ourrecommen-
dation to the client was to work on
P5 as the highest priority (Quadrant
). P1,P7,T6,T2,and T3 should be
maintained at their current levels
(Quadrant II). If there is any deterio-
ration in the Quadrant II variables,
then that will have a marked negative
impact on overall satisfaction. The
other variables are lower priority.
Note the grouping shown in the fig-
ure. The perception questions we re
relevant to all respondents and relat-
ed to their perception of several
attributes of the corporation. The
telephone questions we re only aske d
of respondents who hadrecently
placed a phone call to the corpora-
tion. The graph shows the similarities
and dissimilarities within and
between the groups.

N ew vocabulary

This article has introduced the
methodolog Impact! Analysis. TA
was developed specifically to work
within the restrictions imposed by
marketresearch data. Because it is
differmt from the linear, polynomial
methods commonly used in market
research, it requires the reader to
learn a new vocabulary, and to take a
differmt view of the both the prob-
lem domain and the possibilities
awilable for understanding cus-
tomers. While Impact! Analysis has as
its foundation very simple mathe-
matics, the methodology addresses
the complexities of market research
problems and generates conclusions
that are easily understood by all lev-
els of management. [Q
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by the numbers

First impressions are

everything in b-to-

telephone surveys

Picture yo urelf sitting at work.Your
phone rings. On the other end, a
voice tentatively says, “Hi, this is Bob
from Masterful Research. I'm con-
ducting a survey today on widgets. Is
this a good time for me to ask you a
few questions?”

‘What would you do?

For many purchase decisionmake s
at businesses, such as I'T managers, this
type of call is an everyday occurrence.
Unless there’s a compelling reason to
p a rticipate from the ve ry beginning,
it’s very likely that they’ll pass on the
oppotrtunity.

There is no replacement for a good
surwey introduction to hook a respon-
dent’s interest. Un fo rtunately the
introduction is often inserted as an
afte rthought - perhaps it’s even part of
a questionnaire template. The intro-
duction to the survey is often not
given the necessary time and attention
to assure interviewers can effectively
establish rapport and garner interest to
encourage participation. Time spent
carefully wording the perfect ques-
tionnaire will be wasted if you don’t
spend time figuring out how to get in
the door.
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A good introduction needs to be
coupled with good interviewer train-
ing. Though they are instructed to fol-
low a script, interviewe s will often
encounter questions from respon-
dents, as well as different levels of
interest, confusion, even argumenta-
tiveness. Interviewe rs need to be
trained to respond to these different
moods and situations. Having a set of
responses to common questions will
also help make sure they’re not put on
the spot. Otherwise, interviewe s may
find themselves not only unsuccessful
and discouraged, but your research
study will sufter for it.

The following are some guidelines
to increase the persuasiveness of your
survey introduction.

* Keep the intro short and natural.
Interviewers are trained toread
introductions and questions verba-
tim, so keep the scripted introduc-
tion short and simple. The longer or
more comprehensiveit is, the more
likdy you are to have interviewers
stumbling over the words, ad-lib-
bing, or reading without emotion -
a sure turn-off to the person on the

www.quirks.com

Editor’s note: Amanda Durkee is senior
project manager at BN Research,
Portland, Ore. She can be reached at
503-248-9058 x28 or at

amandad @bnresearch.com.

other end of the line.

* Make sure to say why you’re calling.
Identifying the subject of the survey
will not only help generate interest
but also will avoid confusion and
result in more direct, informed
responses.

o Tell them how much time you need.

If the survey is under 20 minutes, dis-
close the length up front.A survey
conducted in 2000 by the Marketing
Research Association shows that
cooperation rates drop off sharply
after 20 mimutes, so if your survey is
longer you may want to consider
shortening it! However, if asked, inter-
viewers should always respond with a
realistic estimate such as, “Most people
finish the survey in xx minutes.”

« Take time to establish rapport.
A follow-up to being realistic about
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the time is to train interviewe 1s not to
sh. They should consider the intro-
duction as an opportunity to make the
initial connection with the respon-
dent. Interviewe 1s should be encour-
aged to speak calmly and with enthu-
siasm in their voice. They should be
definitive with their instructions, but
not sound rushed. They should also be
cognizant of rushing the respondents -
typically the people who are willing
to take the time to answer a survey
want time to think about and voice
their opinions. If the interviewer cuts

them off or indicates they should rush,
the respondent is more likely to
become disillusioned and hang up.

* Offer an incentive.

If the length is over 15 or 20 minutes
and/or if the audience has a particu-
larly low incidence among the popu-
lation, it is very possible that you will
need an incentive to gain participa-
tion. This recommendation comes
with the caveat that you should ofter
incentiwes judiciously - you don’t
want to offer money and unnecessari-
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ly increase the overall cost of your
study, nor do you want to up the ante
for future studies. If you do need to
offer an incentive, state right up front
that respondents will “have the chance
to receive $xx if you are qualified and
complete the survey.”

* Distinguish yourself from telemarketers
in a non-salesy way.

Telemarketing is often confused with
marketing research. The confusion has
been reinforced by an illegal practice
used by telemarketers called sugging
or selling under the guise of research,
in which they mask sales calls as inde-
pendent research studies. Therefore,
using the phrase “this is not a sales
call,” up front may set off alarms with
a savvy respondent. The way around
this is to have a script handy for inter-
viewers for the event that someone
asks what the call is about. An exam-
ple response is “We are very interested
in the opinions of companies like
yours so that manufacturers of [prod-
uct] can continually improve the
products and services they provide.
Would you help me with my
research?”

* Identify the client, if possible.

Tell respondents who is conducting
the survey, particularly if you or your
client is a well-established, well-
regarded brand and disclosing spon-
sorship won't bias answers.

* Offer confidentiality and respect for
respondents.

Last but certainly not least, remind
respondents that their responses will
be held in confidence, and that they
will not be placed on any mailing lists
or receive any sales solicitations as a
result of their participation.

Remind them also that their opin-
ions are valuable! Encourage inter-
viewers to put themselves in the
respondents’ shoes, and treat them no
differently than they would want to
be treated if they were completing the
survey themselves. To encourage this
self-awareness, have interviewers prac-
tice role-playing to see what it is like
to take the survey.

Firg impressions do count. Make a

good one with a good introduction!
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business-to-business research

case h I Sto I’y By Laura Patterson

Work your plan

etting the corner office to buy into and approve
market researchcn be tough going, especially
when measuring ROI for market researd is
difficult. With today’s tight budgets, every
expenditurerequest requires a good justifica-
tion. The best way to secure buy-in is to tie the market researh to an
organizational priority andrelevant business objective. This might
include researdh to define new products, to identify ways to improve
customer service to determine buying requirements, and so on.
Research related to new products is especially important. For most
business-to-bwiness (b-t-b) companies, n ew products are essential to

survival. According to a late-1990s

Pre_reseal‘Ch p |an q] i ng he I ps study by Abbie Griffin, new products
Texas teCh ﬁ rm put ﬁ nd | ngs account for about 32 percent of a com-

in motion

Editor’s note: Laura Patterson is

president and co-founder of VisionEdge
Marketing, Inc., Austin, Texas. She can
be reached at 512-681-8800, ext. 12,
or at laurap@pisionedgemarketing.com.
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pany’s sales. P rofits from new products

account for almost one third of the
bottom line. The fast rate of technology enhancements can often
make existing products quickly obsolete. And for many b-t-b compa-
nies, innovation is a critical ingredient for achieving and/or main-
taining leadership. While thousands of new products are developed
annually only a few succeed. In fact, a Booz Allen Hamilton study on
n ew product management found that for every seven new product
ideas, about four enter development, one-and-a-half are launched,
and only one succeeds. Good research can help ensure that your new

product is one that succeeds.

www.quirks.com




This article recommends five steps
to help you get more out of your
researh investments and help secure
easier and faster budget approval. A
project for our client Motion
Computing that used qualitative
researh to determine keyproduct
attributes illustrates how to put these
ideas to work for you.

Formed in 2001, Motion
Computing, Austin, Texas, focuses on
ultra-mobile computing and wireless
communications. The company inte-
grates world-class technologies into
the latest mobile-enabled technolo-
gies to adapt to the way people work
- so people don’t have to compromise
their work styles to accommodate a
machine.

Motion Computing is dedicated to
driving innovation based on the mar-
ket and customers’ needs. Asaresult,
current products we re designed based
on direct market input. Motion
Computing’s product development
efforts generally include exploring

market reactions, p e reeptions and
preferences for several key aspects
associated with a next generation
platform. While the company has
product and marketing expertise
internally, members of the product
and marketing teams use a third party
to provide some important benefits in
terms of objectivity, process and
analysis.

Key decisions

In general, the purpose of the
research was to provide truly material
information that enabled the organi-
zation to make key decisions in regard
to the product platform and capabili-
ties. As with any technology product,
mistakesare costly, not only in terms
of actual product costs, but in market
acceptance and time-to-revenue. Our
recommended approach for these
efforts was to deploy qualitative
research methodologies using both
focus group and in-depth interviews
conducted by phone and using Web

www.quirks.com

technology. This approach provides
good guidance re garding market
requirements and yields key informa-
tion about existing products, compa-
nyreputation, market perception and
customer satisfaction.

Key outcomes of this type of
research include being able to discern
the most important attri butes for a
new product, as well as the trade-offs
between these attributes, plus insight
into how and where the customers
tend to use the product, and their
other product needs. The process used
in this case study can be employed by
any firm wanting to validate its pro d-
uct development efforts.

Using a collaborativeprocess,
VisionEdge Marketing guided the
research effort employing the follow-
ing five steps to ensure Motion
Computing’s product validation

efforts paid off.

1. Clear objectives.
A ny good research must have a clear
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set of objectives. In the case of
Motion Computing, the objective
was to secure key facts needed to
make important business decisions
about feature sets and functionality
priorities. Beforeconducting any
research, it helps to answer two pri-
mary questions. The first question is,
“As a result of this research, what
will we know?” The second question
is,“As a result of thisresearch, what
business decisions will we be able to
make?” The outcome of this step is
to ensure the research will yield
“need to know” information that is
actionable.

This step is critical because it
serves as the foundation for selecting
research participants and the devel-
opment of the discussion guide and
survey instrument.

2. Well-defined scope.
Because it can be hard to secure
buy-in forresearch, it is not atypical
for marketers to try and pack every-
thing they ever wanted to learn into
what may be the only researh study
they will be able to deploy during
the year. We advise against this.
Because companies have so few
opportunities to conductresearch,
the urge to overload is common. For
example, it’s typical when we start
working with a company that they
want to cover every question, from

market plans to various revenue
breakouts, key purchasing attributes,
and so on. While it may seem more
cost-effectie to conduct one very
large study that answers a host of
questions, this approach can actually
reduce the overall effectiveness of the
research, raise the costs of complet-
ing the survey, and potentially make
the instrument too long, thus reduc-
ing the number of completes.

You'll have greater success if you
craft smaller studies to target specific
issues. Build on your successes. If the
research pays off, the management
team will be more receptive to addi-
tional research efforts.

A key factor of success in the
Motion Computing example wa s
having a very specific scope of the
study to address several key design
and technology decisions for a par-
ticular product. The discussion guide
and the additional handout complet-
ed by each participant kept the
research focused. This requires a lot
of collaboration between the compa-
ny and research firm so that every-
one inside the company is clear
about theresearch purpose and
desiredoutcomes.

3. Use research to avoid costly
mistakes.

Good researh helps an orginization
avoid costly mistakes. Developing a
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new product or service and bringing
it to market is generally one of the
largest investments an organization
makes. Researh on new products
suggests that solid upfront home-
work drives up new product success
rates by 43.2 percent.Yet in a survey
of companies by Cooper and
Kleinschmidt, only 7 percent of the
money and 16 percent of the work
effort goes into this step. Other big
investments include major changes
to tech support or customer service
processes. Mistaks in these areas are
not only costly, they can also result
in major setbacks. The window to
bring a new product to market for
most b-t-b companies is ve ry nar-
row and few such firms can afford
more than one product failure.
Research is a good way to gather
insight before making an extensive
investment only to find out later the
decisions weren’t the right ones.
While theresearch may appear to
cause delay, the exact opposite is
actually true. Products that hit the
mark are more likely to achieve
faster time-to-reve nue because they
arebetter developed to fit the needs
of the target market.

Identifying and recruiting the
right participants and developing and
asking the right questions are the
two most important components to
ensure the information learned will
facilitate the decision-making
process. For this type of work, we
a lways recommend testing any
instrument prior to using it and
using the same discussion leader for
the entire project.

In the Motion Computingproject,
the survey instrument was designed
collaboratiely and tested. We includ-
ed an additional handout component
to collect written responses to key
questions, which let participants
respond to questions and put their
responses in writing. This approach
provided a particularly useful way to
gather and compare key input for
s everal aspects of the product con-
cept. For these types of projects,
recordthe focus groups and individ-
ual interviews to help ensure accura-
cy and provide context.



Lastly, it is important to have the
needed props for any discussion. If
the purpose is to test feature and
functionality of a new product, then
models with options need to be cre-
ated and be awilable for participants
to experience. How someone reacts
to something drawn on paper may
not be the same way they react to a
product they actually hold in their
hands. For a company such as
Motion Computing where size,
shape and weight are being tested,
we used models that accurately rep-
resented these options.

4. Make the researd count.
Many marketers are finding them-
selves relegated to sales support
rather than leading the charge to
improve the company’s competitive
advantage and market position.
Research can provide valuabledata
points to demonstrate the impact of
marketing efforts on business initia-
tives. The best way to assess your
impact and spot changes is to con-
duct before-and-after studies, bench-

marking studies and tracking studies.

5. Use the research results.

It is somewhat baffling to hear that
companies invest their time and
money to conduct research and then
ignoretheresults. It is important to
reconcile what you believe with
what you learn from theresearch.
Setting aside the results merely
because they don’t sync up with
your company’s assumptions and
instincts isn’t the best course of’
action.

Uncovering issues and identifying
unmet needs is a core component of
marketing. The purpose of conduct-
ingresearch is to enable us to make
recommendations with a degree of
confidence rather than rubber-
stamping what we think we already
know. In an example from a Motion
Computing project, the company
held an opinionre garding the loca-
tion of the batteries. In one model,
the battery looked aesthetically more
pleasing in one location than another
and the researh participants provid-

ed insight into why the alternative
approach would be more suitable.

Worth it?

As you can see from the example
used in this article, conducting
researh to define and refine new

p roducts is not effortless. To yield
results from your product research
undertakings, you will need man-
agement commitment, a well-
defined set of objectives, a process to
ensure that all efforts are linked to
your business objectives, a culture
that fosters innovation, and a high-
quality systematic process for evalu-
ating new products prior to com-
mercialization.

Is the effort worth it? In 1995,
R.G. Cooper and E.J. Kleinschmidt
conducted research showing that 50
percent of successful products achieve
a 33 percent or better return on
investment, have a payback period of
two years or less, and achieve a market
share in excess of 35 percent. For
most any b-t-b company, these would
be considered great results.

The right
tool in
the right

Since 1985 you've turned to us for quality

telephone data collection; now you can depend on

us to deliver your Internet data in the same manner.

Use our advanced survey technologies, our internal
Internet infrastructure, and most.importanily,

our profes

onally trained people.

* ﬂ:i*l_.iru':. Surveys
“Fime, On-Line Focus Groups

eople and the right tools at:

800-765-3200

www.quirks.com

LEeCom. com

Communications’ iwmaan . o
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Worth the effort

s a business-to-business marketer, you must overcome significant
Achallenges in order to develop and implement winning strategies

for your company. Typically, you must identify the proverbial 20
percent of customers that supply 80 percent of the opportunity, create
value propositions that lead to competitive advantage within this group,
and implement programs to establish the value proposition and ulti-
mately increase market share. Equally important, you must be able to
track metrics that evaluate the company’s performance in each of these
areas so that resources can be reallocated if necessary. Further, you must
have processes in place to provide timely input to guide making adjust-
ments to your strategies as new challenges emerge and the market envi-
ronment changes.

Providing insightful, timely and cost-effective input to help manage-

business-to-business research N

ment make informed decisions and track key performance metrics can
be quite difficult to accomplish in many business-to-business markets.
Syndicated data or data from industry trade groups is often inadequate,
particularly at the segment level, and ad hoc research can involve long
lead times and high costs. Ideally, research can provide not only the met-
rics that show the relationship between marketing programs and market
share, but also metrics that forecast market share trends so that strategies
and programs can be adjusted before revenue suffers. In reality, however,
it can be very problematic to obtain the right metrics in the first place,
let alone to make reliable forecasts
or provide timely input on emerg-
ing challenges.

In many cases, establishing your
own proprietary panel of stable
research participants has strong
advantages over relying on syndi-
cated sources or conducting ad
hoc research studies: 1) it provides
better information from which to
identify cause-and-effect relation-
ships; 2) it provides more timely
feedback; 3) it can be more easily managed as an ongoing process (as
opposed to the “fire drills” that can happen once a need for ad hoc

Guidelines for
building a successful
b-t-b panel

research comes across management’s radar); 4) it is less expensive in the
long run; and 5) it helps to reinforce market focus throughout the orga-
nization.

Research challenges
There are many research challenges, some of which apply generally to
b-t-b research and some of which are particular to ongoing measure-
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Editor’s note: Steve McCurdy is
director of Resource Systems Group,
Inc., a Chicago consulting firm. He
can be reached at 312-673-3320 ext.
202 or at smccurdy@jsginc.com. The
author would like to thank Bridgid
Michaud of Direct Resource Inc., a
Chicago firm specializing in b-t-b
research recruiting, for her input and
contributions to this article. She can be
reached at 312-223-9666 or
bmichaud@direct-resource.com.
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ment. One obvious difficulty is the
logistics of identifying, contacting and
engaging people who can give valid
answers. In b-t-b markets, the number
of customers and prospects tends to
be much smaller than in consumer
markets, greatly limiting the pool of
potential research participants. This
constraint is often exacerbated by a
heavy concentration of purchasing
power among a small subset of com-
panies. Further compounding the
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challenge is that those key decision-
makers and influencers whose input is
most important to gather are often
high-level executives and managers
who can be extremely difficult to
recruit as research participants. In the
particular case of an ongoing panel,
building the trust and confidence of
the participants is critical to obtaining
accurate information and gaining
long-term participation.

Case study

In 2002, our client, a division of a
large industrial equipment manufac-
turer, faced these challenges. Several
years earlier, research had highlighted
the 80/20 challenge - in this case 60
percent of the opportunity was con-
trolled by 10 percent of the compa-
nies. The heavy concentration of pur-
chasing power is expected to increase
as the industry continues to consoli-
date, and purchasing decisions are
typically made at the senior manage-
ment level. After we helped the client
identify and define this segment,
senior management prioritized
achieving success within this 10 per-
cent as critical to the company’s long-
term growth. Historically, the compa-
ny had underperformed in this criti-
cal segment. Further research led to
the development of a unique value
proposition that could create positive
competitive differentiation in the
minds of the decision-makers, and
programs to establish it were defined
and enacted.

Despite a heavy initial investment
in developing the company’ strategies
for targeting the “large company” seg-
ment, ongoing efforts were continual-
ly undermined by two factors. One
was the high cost and long lead-time
for gathering input from this segment
to help guide ongoing decision-mak-
ing and stay abreast of emerging
issues. The second was the absence of
any well-established processes for
tracking changes in market share and
other key performance metrics specif-
ically within this segment. In particu-
lar, senior management lacked the
means to evaluate the success of its
strategies and programs, much less
make adjustments or respond to
newly emerging challenges and

www.quirks.com

opportunities. Since the time when
the segment was first targeted, sales
were up, but there was no way from
existing sources to determine actual
market share or track the value
proposition’s progress. With the
advent of the value proposition initia-
tive, it became clear that a systematic
way to collect market share data with-
in this segment was needed, as well as
a method to track progress and guide
efforts toward establishing the value
proposition. Armed with both sets of
data, the client could assess the impact
of the value proposition on market
share over time and redirect resources
as necessary to maximize results.

Working with the market research
director, we identified a single solu-
tion to address these shortcomings:
the establishment of a proprietary
research panel made up of several
hundred decision-makers exclusively
from among the “large company” seg-
ment. We would have to focus on get-
ting a high participation rate from a
small group of purchasers, as well as
focus on how to retain them. Even
within the top 10 percent of pur-
chasers, purchase volume was concen-
trated in a smaller segment, and we
would have to ensure a minimum
number of extremely large companies
in order to accurately estimate market
share. Considering that we needed to
get information about competitors’
market share and an unbiased assess-
ment of performance on value propo-
sition elements, we could not use the
client company’s name as a recruiting
tool.

The initial recruiting was conduct-
ed by phone, but all interviewing has
been conducted via Web-based sur-
veys for which panel members are e-
mailed links and unique passwords
approximately eight times per year.
Some of the surveys are metrics-
based, asking for extensive purchase
data, satisfaction ratings and/or com-
petitive performance evaluations.
Other surveys are used to gather
input on emerging issues and chal-
lenges within the industry or to pro-
vide guidance for particular manage-
ment decisions. The main incentives
provided to panel members are cash
honorariums and the opportunity to



receive feedback on how their peers

are addressing key challenges within

the industry. The panel is kept “dou-

ble blind” to protect members’ confi-
dentiality and avoid potentially bias-

ing survey results.

Benefits achieved

Overall benefits of establishing the
proprietary research panel have been
numerous and substantial. They

include shorter cycle times for getting

answers from this segment, increased
cost eftectiveness for surveying them,
access to reliable information on per-
formance, and a means to predict
future market behavior:

* Greater access to market input

Since it is known within the orga-
nization that periodic panel surveys
are already budgeted, managers have
easy access to a means of gathering
market input that does not require
them to make painful trade-offs in
their own budgets. Where past deci-
sions were often made without the
benefit of a market perspective, man-
agement now has greatly improved
access to timely input to help revise
strategies and direct tactical initiatives.

o Timely, accurate feedback

Management now has access to
periodic feedback to accurately track
changes in market share, as well as
other key performance metrics that
are critical to assessing the company’s
progress within its most important
target segment. Armed with this
information, management is much
better able to determine whether the
organization is making the required
progress toward achieving its goals
and, if not, where resources need to
be redirected.

* Reduced costs

Ongoing survey costs have been
drastically reduced. The initial invest-
ment in recruiting the panel was only
20 percent more than it would have
been to recruit a single independent
survey of similar sample size from
among the same audience. Factoring
in the ongoing panel maintenance
costs, the direct cost of the panel (not
including incentives and interview
programming) represents a savings of’
close to 70 percent compared to what
it would have cost to recruit six sur-

veys as independent projects.

* Reduced cycle time

The typical time required to con-
duct a comparable survey within the
“large customer” segment has been
reduced from up to eight weeks to
only two, and in particularly urgent
cases a survey can be turned around
within one week.

* Predictive metrics

Analysis of time-series data from
repeat panel participants has enabled

the identification of a small set of
questions that can be effectively used
to predict customers’ future behavior.
This analysis has provided the organi-
zation with a meaningful customer
loyalty metric that serves as a leading
indicator of future market share
changes. In addition, this analysis has
provided the basis for developing a
short set of questions that can be used
tactically in the field to identify
potentially at-risk customers from
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among the company’s own customer
base, as well as those of competitors
who are most likely to be vulnerable.

Keys to success in establishing a
proprietary panel
Tracking these metrics is like moni-
toring the vital signs of your market-
ing strategy. There is no single key to
successfully create, maintain and uti-
lize a proprietary panel. There are sev-
eral practices that will help to ensure
its success:

* Find an experienced partner

To handle recruiting, find a firm
with solid experience working within
your industry and with the types of
decision-makers being targeted.
Recruiting members for a b-t-b panel
can be considerably more challenging
than in consumer markets, and the
plan of attack and skill sets of those
involved need to appropriately address
the unique characteristics of your
desired targets.

* Over-recruit

Plan on recruiting a panel with at
least twice as many members as the
number of participants you are target-
ing for a typical survey. Response
rates in the case described here have
typically been in the neighborhood of
50-55 percent for a survey that is
open for two weeks. Most who par-
ticipate in a particular survey respond
within the first week, with the addi-
tional week used to maximize the
sample size when time permits.

* Offer meaningful incentives

Be prepared to provide panel
members with meaningful incentives.
This can include cash honorariums
and/or chari table donations as well as

information-based incentives such as
newsletters that provide highlights of
results from previous surveys.
Feedback on how other panel mem-
bers view important emerging trends
within the industry or are dealing
with common challenges is often
highly valued. Even so, some sort of
meaningful cash incentive will likely
be required. Whatewer type or com-
bination of incentives you decide to
use, you always have the option to
vary the level between different con-
trol groups to find the amount that
provides the desired participation
rate. In our case, we found that
increasing the cash incentive from
$50 to $75 had a negligible impact
on the response rate, but dropping
below $50 caused a substantial drop
in participation.

* Maintain participant interest

Keep the surveys as interesting as
possible for the panel members.
Recurring surveys that focus heavily
on mundane details or repeat tedious
question sets are likely to bore panel
members and potentially undermine
your participation rates.

* Minimize intrusions

Avoid the temptation to overuse
the panel. In our case, the number of
surveys in which each panel member
is invited to participate is limited to
six to eight per year. In this regard, it
can be very helpful to establish and
comnumicate clear guidelines inter-
nally within your organization as to
how often and when the panel will
be utilized.

* Manage internal expectations

In many organizations, it may also
be necessary to establish clear guide-

Y MARKET RESEARCH CHALLENGE:
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lines and expectations with the sales
department that the panel is not
intended to provide sales leads and
inside information on specific cus-
tomers and/or prospects. As with the
previous two points, it can be helpful
to establish a charter for the panel
that clearly lays out how it will and
will not be used, and get manage-
ment buy-in before any temptations
to misuse the panel arise. Set your
guidelines and adhere to them strict-
ly.

o Tieat participants as members

Perhaps most importantly, adopt
the mentality of treating your panel
members as just that: members of an
organization with whom you are try-
ing to build a long-term relationship.
That means placing a premium on
customer service and attention to
details, such as providing a dedicated
800-mumber when members have
questions or encounter problems
with a survey, making sure that
incentives are sent out in a timely
manner, periodically asking members
for their feedback on ways to
improve the experience and keeping
your promises and commitments.

* Budget for replenishment

Lastly, be sure to budget for panel
replenishment. No matter how well
you treat your panel members, a cer-
tain level of attrition will be
inevitable. By tracking who has and
has not participated over time you
can identify those who have effec-
tively dropped out and need to be
replaced. In our case, those who do
not participate at least once within a
calendar year are removed from the
panel, resulting in an annual attrition
rate of approximately 20 percent.

Manage and adapt

With a solid plan and effective imple-
mentation, developing a proprietary
panel can substantially improve the
quality, timeliness and cost-effective-
ness of the market information you
areable to provide your organization.
‘While the challenges and the com-
mitment can be great, the rewa rdis
essential to your business: the means
to effectively manage and adapt your
marketing strategies.
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To last a
lifetime

oday’s companies are expending great efforts to retain current
customers and win new ones. After all, it is cheaper to keep a By Albert Fitzgerald
current customer than it is to acquire a new customer. But what

if some customers are actually costing your company money instead of
contributing to the bottom line? Not all customers are profitable. That is
why it is beneficial to estimate the lifetime value of a customer. If you
can predict the lifetime value of current and prospective customers, you
can make educated decisions on what efforts should be made to retain
or recruit these customers, if any.

Start with your customer data
Transactional data can be used as a starting point to estimate the lifetime

business-to-business research N

value of each customer in your database. By transactional data, we mean

the information that most firms have about their customers - how much

they buy, which products they have purchased, how often they purchase,

the date of their last purchase, etc. While this is useful information when

evaluating current customers, it provides minimal information to identi-

fy potential customers and what their value might be. Transactional data

tells us what happened but not why it happened. Supplemental research

can provide rich insights into why customers buy and provide the ’
insights needed to estimate the value of current and prospective cus- -
tomers.

Limitations of customer data
alone

D eve I (0] pi n g a Past behavior tends to predict future

behavior. A company’s current data-

C u Sto m e r Val u e base of transactional data can be used

to estimate the current value of a

m Ode | to maX i m i Ze customer. This is done by calculating

. .. the customer’ past purchase behav-
p rOfl tabl I |ty iors/patterns and using them to pro-
ject future purchase behavior.
Included in this is what the customer
purchased (contributed to the bot-
tom line) minus what the customer returned/rejected (subtracted from
the bottom line). These results are extrapolated and projected over time.

. . 2 . . ,
The end result is an estimate of the value of a customer. We can calculate Editor’s note: Albert Fitzgerald is
president of Answers Research, Solana

Beach, Calif. He can be reached at
info@answersresearch.com.

this for each customer.
‘While this gives some estimate of our best customers, it does not tell
us if there is a customer who should be buying more from us. This

44 | Quirk’s Marketing Research Review www.quirks.com
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approach only tells us what the cus-
tomer did and projects that into the
future. It does not explain why the
customer is buying from us. They may
be buying from us because they like
our features, we have an attractive
price, our service and support meet
their needs or they are loyal to our
brand. Transactional data alone cannot
give us this insight.

Estimating the long-term value
of a customer

To estimate the value of current and
potential customers, we can develop a
model that estimates the lifetime
value of current customers and
prospective customers. To accomplish
this:

1. Identify the characteristics of
customers that make them highly
profitable. This is typically accom-
plished by conducting a segmentation
study to group customers and non-
customers into value segments (such
as high-value and low-value seg-
ments).

2. Once a detailed profile of high-
and low-value customer segments is
established, we need to develop a
model that will allow us to mathe-
matically predict segment member-
ship for both customers and
prospects. We typically are NOT able
to do this using only our transactional
data alone. However, by appending

Developing a Customer Value Model

— Inputs ==

atica
predict

additional, supplemental data (such as
from Dun & Bradstreet or other sec-
ondary data sources) to transactional

data in our database we will have the
necessary raw data to develop predic-
tive models.

3. Using our mathematically
derived predictive model, we can now
tag all of the customers in our data-
base to predict the value segment into
which they fall. We can also predict
into which value segments prospec-
tive customers fall. We maximize rev-
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enue by focusing on customers and
prospects that fall into our most prof-
itable segments.

Group customers into segments
Ideally, we would like to understand
why a customer is buying from us
rather than our competitor. An ideal
method to start is to conduct survey
research to classify customers into
groups using a segmentation method-
ology. Asking customers about their
needs and attitudes helps us under-
stand their motives and understand
why they buy what they buy. Don’t
forget to interview non-customers as
well. When you interview customers
and non-customers, you can see
which segments most of your cus-
tomers fall into.

How segmentation helps
determine customer value
Let’s say that we conduct a survey of
that includes both customers and
non-customers. We segment our cus-
tomers and prospects based on their
purchasing attitudes and user needs.
As an example, let’s pretend that we
uncover three main segments: Price
Seekers, Feature Seekers, and Brand
Loyalists.

* Price Seekers are driven to get the
best value. We find that they have little




brand loyalty and often buy from not
only us but from our competitors as
well. When looking at these cus-
tomers, we find that they tend to buy
from us when our products are on
sale and will not buy unless they can
negotiate large price discounts. They
are unwilling to pay for support con-
tracts but still take a great deal of our
sales personnel’s time asking support
questions. By looking at our historical
transactional data, we see that cus-
tomers who fall into this segment
have not been very profitable.

* Feature Seekers tend to focus on
the most advanced features in a prod-
uct. They are much less price sensitive
and will buy from whichever firm has
the most cutting-edge technology. We
tend to sell our more advanced prod-
ucts, which often have higher mar-
gins, to these customers. However,
they rarely buy our profitable service
contracts. There are also relatively few
Feature Seekers - this is a small seg-
ment. By looking at our historical
transactional data, we see that these
customers primarily buy only a limit-
ed number of our more advanced
products. While these products are
highly profitable, the Feature Seekers
make up only a small percentage of
our overall sales.

* Brand Loyalists tend to buy from
the same firm. Price and features are
much less important to these cus-
tomers. Instead they seek excellent
service and support and are willing to
pay a premium to get it. These are our
most profitable customers. They con-
sistently re-order and often sign up
for highly profitable add-on service
contracts. By looking at our historical
transactional data, we see that these
customers order from us regularly and
tend to buy our full line of products,
not simply those that are on sale or
have the latest feature set.

The average lifetime value of cus-
tomers for each segment is then cal-
culated. This is done by using the data
from current customers in each
group. Each segment is evaluated for
its profitability per customer and by
the size of the segment. Using these
customer lifetime value results, we can
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target the profitablesegments. Some
segments may have profitable cus-
tomersbut they are not large enough
to warrant expending resources to
target them.We now have a more
effective and efficient way of identi-
fying which customers to target and
retain - those that fall into the most
profitablesegments with a sufficient
size.

From this example outcome, we
determine that we want to focus
most of our attention on the Brand
Loyalist customer; our second focus is
on the Feature Seekers. By looking at
the purchases and profitability of our
Brand Loyalist customers we can tell
they have the highest customer value,
followed by the Feature Seckers.
However, our customers who fall
into the Price Seeker segment are
fairly unprofitable.

Developing a model to predict
s egment membership

After the segmentation model has
been developed and average lifetime

values have been estimated for cus-
tomer segments, the segments can be
profiled. For example, what are the
characteristics of our most profitable
segment (the Brand Loyalists) that
distinguish them from our least pro -
itable segment (the Price Seekers)?
Looking at transactional data alone is
usually not sufficient. While our his-
torical transactional data may give
insights into our current customers,
we do not have any transactional data
for new prospects. Therefore, we
want to add additional demographic
data.

Thereare many sources from
which we can buy demographic data
on our customers and pospects. One
such source is Dun and Bradstreet,
but there are many others. Since we
kn owthe address of our customers,
we can purchase additional data
about these customers such as what
industry they are in, the number of
employees in the firm, theircedit
scores, the type of office building
theyoccupy, etc. Literally hundreds

of pieces of data are availableto be
purchased.This is true whether our
customers are consumers or busi-
nesses.

After purchasing the additional
data, we append them to the database
of transactional and segmentation
data. We now have a rich source of
descriptive data to use to differenti-
ate between high-value and low-
value segments. Mathematically, we
can determine which of these
descriptive data points is most useful
in predicting segment membership.
Typically a mathematical model is
developed using either discriminant
analysis or another data mining tech-
nique. Suffice it to say that a highly
accurate predictive model can be
developed. While we may have sur-
veyed only a few hundred customers
and prospects, we are now able to
develop a mathematical model that
will predict segment membership
even for customers who did not take
part in our survey. As long as we can
gather the descriptive data needed
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for our model, we can accurately
predict the lifetime value of a
prospect before they make their first
purchase!

Maximize reve nue - target
potential new customers

Profiles from the new database can be
used to target non-customers in the
desired segments.

*We can use our newpredictive
model to mark all customers in our
database so that we can focus on
those of greatest value.

* We can use our new profiling to
purchase lists of specific types of cus-
tomersthat are more likely to be
high-value customers but who have
never purchased from us.

Additional benefits of developing
a customer value model

* We can identify if purchasers of cer-
tain products are decision-makers for
other purchases to identify potential
cross-selling opportunities. It is easier
to sell new products to someone who
already purchases products from our
company. Therefore, CRM efforts
can be enhanced.

* We can see how customers differ
from non-customers in attitudes and
purchasing behaviors and identify
how likely non-customers are to
purchase from our company and also
understand channel pre fe rences of
customers versus non-customers.

* We can improve targeted promo-
tions and messaging by identifying
which ones have the broadest appeal
among target segments.

* We can identify opportunities for
n ew product dewlopment. There
may be related products that our
companycould easily produce.

* And we can determine how to
treat/approach each customer. It is
unprofitable to treat all customers
the same. For example, the Price
Seekers are interested in sales or dis-
counts while theFeature Seeker cus-
tomers are interested in the latest
innovations. A custom newsletter or
promotional piece can be created
based on the attitudes and needs of
the identified segments. |Q
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marketing analysis research

An examination of
marketing
Investment
management
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A new horizon for
marketing
accountability

language to describe its success is rapidly disappearing. In its place, a

new model is evolving that combines the science of marketing with
performance measures from the world of finance. Marketing expenditures
have become investments, and the tools of the trade - adve rtising and com-
munications - are now being tracked for their ability to provide a satisfacto-
ry retumto the organization and its shareholders.

The time has come for a careful reexamination of the status quo in adver-
tising and marketing W need to refuse to accept adve rtising waste; we need
to fix broken or incomplete measurement models; and, we need to demon-
strate more clearly the impact of marketing dollars on the bottom line. This
challenge calls for bold, thoughtful and innovative action.

Marketing investment management (MIM) is an approach that fuses
technology, a keen understanding of how marketing works, and the tools
and disciplines of measurement science to deliver breakthrough results This
article will present the principles, processes and science of MIM, and suggest
how to overcome inettia, plan for success and realize the potential of this
powerful approach to maximizing marketing results.

The beauty of marketing science is that a broad, rich and powerful set of
analytical techniques and methods already exist to support precision busi-
ness and marketing decision-making. Highly valuable and essential informa-
tion is being collected eve ry day and stored in various operational and busi-
ness information systems (including CRM, ERP, HRM, SFA and others),

yet is lying unconnected, unused or

The traditional view of marketing as an art form with a mysterious

misused across the enterprise. To make
matters worse, the marketing data that
exists is often chopped into separate,
distinct pieces of information linked to
specific templates that have been
defined and developed independently.
In most cases, the available body of
marketing knowledge provides an
incomplete picture and insufficient
analytic guidance to help marketers
ensure maximized retums on advertis-
ing and communications investments.
Sadly, the power of technology to support and enable sophisticated mar-
keting measurement has not been very well exploited. In fact, most software
vendomsand business intelligence tool vendoss are still focused on single
domain solutions that, while delivering marketing guidance in a limited or
specific area, perpetuate a fragmented approach. As a result, in spite of vast
sums invested in acquiring and implementing software-based enterprise
marketing information systems, most businesses still face critical hurdles in

www.quirks.com

By Raymond Pettit

Editor’s note: Raymond Pettit is vice
president of product development and
intelligence at Longwoods
International, a Toronto-based research
company. He can be reached at
erpmetro 1 @earthlink.net.
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Figure 1: Weaknesses of Current Approach to

Marketing Process Management

and testing

¢ Can't learn from past successes and failures

¢ Can’t coordinate and synchronize marketing investments
¢ Can'’t establish and manage profitable customer relationships

* Can't support real-life integrated campaign decisions across media and distribution
channels with diverse product lines and audience segments

¢ Can't deliver precision-guided marketing communications
¢ Can't readily apply sophisticated analytics in conjunction with timely measurement

¢ Can't integrate disconnected but interrelated marketing investment metrics to value,
improve and build more effective, productive advertising and communications

their efforts to optimize marketing
returns on adve rising and communica-
tions investments (see Figure 1).

There is no doubt that technology is
changng the way we go to market. But
early customer relationship manage-
ment concepts created a confused per-
ception that strategic marketing - like
sales, accounting, and customer contacts
- could be automated for efficiency.The

t ruth is that even the largest users of
marketing automation technology still
stnggle to make sense of the informa-
tion their companies pay so dearly to
acquire.

As a result, the real power of a CRM,
sales or marketing effort is dissipated
and unknown because of the complexi-
ty of understanding how communica-
tions strategies and tactics affect cus-

tomers and ultimately, the corporate
bottom line. When that is achieved, true
progress will be made in improving the
effectiveness of marketing efforts, as well
as determining the value and profitabili-
ty of campaigns and customer seg-
ments.

“You can’t manage what you
can’t measure.”
This time-tested adage from manage-
ment guru Peter Drucker applies more
than ever to the need for implementing
full accountability for marketing expen-
ditures. Leading companies know this
all too well and are positioning them-
selves to capitalize on the power of
integrating scientific marketing mea-
surement with process management
technology (see Figure 2). They are
seeking to create competitive advantage
through reduced adve rtising and mar-
keting waste, by improving the preci-
sion and value of their measurements
vis-a-vis which strategies and tactics
consistently deliver more of the right
customers more profitably.

Precision marketing, ultimately, is
about improving business results.
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Figure 2: Elements of Forward-Thinking Organizations

« Strive for clean and complete historical data on marketing results

¢ Match strategy and tactics to financial performance metrics

« Creatively enhance development, planning and deployment in conjunction with

marketing, sales and client service efforts

* Explore and use sophisticated experimental designs (for testing)

* Leverage robust, technology-driven campaign and communication management tools

e Collect timely data on marketing investments, in real time, if possible

* Use statistical prediction, classification and ROI optimization techniques

¢ Reach for a new level of marketing planning precision that truly mirrors the reality
of the marketplace and helps eliminate surprises

Success depends on a solid balance of
process control, information technolo-
gy, marketing science, results measure-
ment and competitive business leader-

ship.

Marketing investment
management

Marketing investment management
(MIM) is the science of managing

adve rising and communications strate-
gies and tactics for optimal business
impact. MIM increases overall business
profitability and incremental retumon
investment (ROI).

Recent innovations in information
technology and in directed excusions
beyond traditional marketing measure-
ment have defined the tools and tech-
niques necessary to evolve beyond the

status quo. MIM is a best practice fusion
of technology, marketing, ROI mea-
surement and systems (see Figure 3)
that makes continual marketing process
improvement a reality.

To embrace MIM, businesses need to
focus exploration, analysis, measurement
and reporting technologies on the full
range of data available regarding the
impact of communications on cus-
tomer actions. This includes not only
the transactional or financial data gener-
ally stored in data warehouse and oper-
ational data stores but also attitudinal,
behavioral, syndicated and secondary
dataThus, an integrated approach to
effective customer undestanding
requires both a technology infrastru c-
ture and measurement and analytic
components that work together.

Due to the presence of data ware-
houses and other large data repositories
across the business landscape, businesses
are accumulating an increasing amount
of information about customers includ-
ing: account information, transaction
historysemice requests, satisfrtion sur-
veys and channel purchase preference.
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Campaign ROI
Modeling

Information
Technology

Optimized
Marketing
Process

Figure 3: A Marketing Process Best Practice Fusion

Companies believe that by exploiting
this mass of data, significant opportuni-
ties to increase revenues and enhance
customer satisfaction can be realized.
Further, companies that can effectively

analyze this data know they should be

able to develop important insights into
the matching of marketing strategies to
customer behavior.

However, just because data can be
gathered and stored does not mean

companies know what to do with it all.

There is a significant management and
strategic planning dimension to mea-
surement and customer intelligence that
is lacking in most organizations. Many
people are doing important things with
customer data - but in a quasi-vacuum.
What is missing, in most cases, is a
holistic and incremental perspective
showing which strategies and tactics
work best for the most profitable cus-
tomer segments. To achieve this, com-
panies must align the breadth of cus-
tomer and campaign measurements
spread throughout the organization and
transform disconnected marketing data
into richer and broader intelligence that
is actionable and results in more effec-
tive, efficient and profitable sales and
marketing activities. In short, companies
need the holistic marketing ROI per-
spective and continual marketing
process improvement made possible
through the successful implementation
of marketing investment management.

The three legs of MIM
If MIM were a stool, it would have
three legs: process controls, financial
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metrics and technology support (Figure
4).And like any three-legged stool, if
one leg, or element, of the MIM disci-
pline is missing or weak, it is of little
benefit.

For example, even the most perfectly
implemented marketing management
processes backed by state-of-the-art
software would do little to improve the
overall profitability of a company’s
adve rtising and communications with-
out the financial metrics to compare
the relative performance of different
strategies. Likewise, if the right processes
are not in place, software and metrics
would add no value. Finally, without the
holistic view enabled by MIM software
to help users audit, understand and
apply the insights hidden in the vol-
umes of marketing data flowing
through their organization, individual
processes and their financial metrics
would be next to impossible to corre-
late and apply to improving marketing
ROL

Marketing investment management is
firt and foremost a disciplined
approach to managing marketing bud-
gets with a focus on bottom-line per-

Figure 4: The Three Primary Elements of MIM

Marketing management processes with built-in

accountable for their ability to help the company

Company-wide benchmarks developed by finance
and agreed upon by strategic, operational and
analytic teams to be used to compare the
performance of marketing strategies and tactics

A unified view of the results of marketing
campaigns in process and planned for future rollout
in the context of the performance of previous
advertising and communications programs targeting

Process

Controls controls to ensure that advertising and
communications expenditures are held
achieve its business and financial goals

Financial

Metrics

Technology

Support
the same audience

formance. While a truly successful
implementation of MIM relies on a
solid knowledge base of data on cus-
tomess, transactions, competitors, sup-
plies, employees, distribution, sales and
communications, at its core, marketing
investment management is about one

simple truth: If an organization wishes

to continually improve the ability of its
marketing programs to generate prof-
itable revenue, its adve rtising and com-
munications resources must be man-
aged like an investment portfolio, with
measures of success and failure calculat-
ed in terms of risk and retum.

MIM is most successful when a
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Figure 5: Five Key ROI Modeling Variables

Revenue per unit sale
(adjusted for the cost of goods sold)
Contact base quantity
(through all media channels)
Response rate percentage
learning more
Conversion rate percentage
customer sales

Expenses

The average value per sale which will be declared as revenue on the balance sheet

The quantity of prospects assumed to have received the campaign communications

The percent of contacts and impressions responding that they are interested in

The percent of respondents converting to warm prospects, hot leads and

The costs associated with the campaign launch, handling responses, and closing sales
(divided into up-front investments at risk and selling costs)

detailed knowledge of the financial
implications of each incremental
investment made in identifying,
understanding, contacting, converting
and cultivating customers is at hand.
In essence, MIM provides the hard
data needed to analyze a campaign’s
strategic and tactical execution,
including the many technical and sta-
tistical techniques creative teams need
to better understand and target cus-
tomers.

While the importance of the role
that branding plays in positioning a
company and its products in the
minds of prospects and customers has
not diminished, the communications
created for this purpose can no longer
avoid the inclusion of one or more
tracking elements necessary for gaug-
ing its contribution to marketing
returns. When the corporate branding
team incorporates MIM principles

into its marketing planning and cre-
ative development process, measures
of awareness, preference, mind share
and recall readily translate into specif-
ic incremental changes in corporate
profitability.

Marketing process controls

A process-based marketing framework
is built upon a complete understand-
ing of the marketing, advertising and
communications processes and how
they all fit together. It includes the
forms of customer and marketing
intelligence that are necessary to drive
the creative development, testing and
application of communications and
campaigns, as well as the ability to
measure branding, satisfaction and
loyalty effects. In addition, it aligns
them in a universal process that
matches the specific marketing and
financial needs to the objectives of the
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organization.

Financial metrics for marketing
A credible and accepted set of financial
measures by which to gauge marketing
performance is critical to the successful
implementation of MIM.Though there
are many options for comparing the
performance of one element versus
another including the cost per sale, the
expense/revenue ratio, the break-even
point, and more, the most useful indica-
tor of the performance of a marketing
investment is return on investment.

ROI is commonly used to assess and
guide many different forms of corpo-
rate and personal investments. It pro-
vides a deeper understanding of the
value that an initiative, strategy or
investment can deliver. Increasingly,
best-practice companies use ROI to
compare and priotize marketing
options, make informed marketing and
communications decisions and effec-
tively spread customer, business and
marketing insights throughout their
organizations.

MIM technology support
The third leg of the MIM stool is the
technology that supports and enables
the profitable management of market-
ing investments.This requires a system
of software applications working in
concert to provide strategi ¢, operational
and analytic teams with the tools they
need to apply what has been learned in
the past to maximize returns from pre-
sent and future marketing investments.
It is vital that the technology platform
be built from an intimate undestanding
of the marketing and adve rtising process
and incorporate the best-practice finan-
cial analysis techniques available. It is
also of equal importance that the solu-
tion integrates easily with internal and
external sources of marketing perfor-
mance data and that it not be yet
another island of enterp rise expettise.
MIM emerges from the balanced
fusion of the above three elements:
intelligent marketing processes, holistic
financial analysis and marketing-savvy
technology solutions.

The successful measurement of
MIM

To successtully measure and apply mar-
keting knowledge to improving returns



from present and future campaigns,
every element of the marketing mix
must be measured, tracked and rated for
its ability to deliver incremental profits -
in real time wherever possible.This
includes all available adve rtising and
communications resources including
communications through: mass media
marketing (TV, radio, print, outdoor,
PR and Internet); database marketing
(direct mail, e-mail, telemarketing, fax
and wireless); fice-to-face marketing
(direct selling, seminars, trade shows and
in retail environments).

To satisfy this requirement and suc-
cessfully establish and optimize the full
power of MIM, we need to understand
and apply financial analysis principles
such as measures of ROI to all market-
ing investments.

RO (literally retum/investment)
means that if one invests money or
resources, they should earn a return
greater than the investment.The actual
ROI metric is a ratio or percentage,
where gross profits less the investment is
divided by the investment
(ROI=r*gm%)-i/1, where r=revenue,

gm=gross margin [adjusted for the cost
of goods sold and selling costs], and
i=investment). Since most investments
impact results over time, ROI also rep-
resents a forecast that determines the
incremental value of one investment
over another. This makes it of great
value as a management tool that can be
used to allocate limited resources to the
places where they will produce the
greatest benefit to the business.

A quality ROI calculation forms a
road map that will help identify
whether investments are on track, and
provide some guidance as to what to do
if they are not. Marketing ROI is meant
to function as a discipline that creates
accountability within the marketing
organization. Properly and expertly
developed, ROI establishes a funda-
mental, well-defined and accepted path
to MIM.

While a detailed discussion of mar-
keting ROI is beyond the scope of this
article, excellent books are beginning to
appear.' It is important to know the five
essential measures that are required for
RO calculations. These are presented

in Figure 5.

Determining ROI (and other impor-
tant measures, such as incremental cus-
tomer value and profit optimization)
requires aggregating a lot of data, mod-
eling that information and then run-
ning calculations. Technology has
advanced in the form of campaign
management, business intelligence,
executive (dashboard) reporting, and
marketing sales force automation to
make this a somewhat less onerous task.
In fact, the race is on to provide
enabling technology and software
automation that captures marketing
data at an increasingly detailed level. In
addition, and this is a big step, software
systems must assist the marketer in
managing the entire process through
planning, implementation and results.
Indeed, the seeds of MIM have been
planted, and the emergence of powerful
solutions is at hand.

* An excellent and thorough treatment is found
in: Lenskold, J. D. (2003). Marketing ROI: The
Path to Campaign, Customer, and Corporate
Profitability NY: AMA/McGraw-Hill.
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Survey Monitor

continued from page 8

ing events tickets and cellular ser-
vices. Half of these consumers have
been to a Chinese/Asian restaurant
and one-third ate at a Mexican
restaurant during the past month.
They are 23 percent more likely

than all consumers to have been to a

coftee house/coffee bar during the
past month. Fourteen percent of

reality television viewers plan to buy

or lease a new car during the next
year. Theyare 26 percent more likely
than all consumers to plan to buy or
lease a new SUV and 13 percent
more likely to plan to buy or lease a
new van or minivan. More than
one-third (35 percent) intend to
purchase tickets to sporting events
during the next year. In addition,
these consumers are 33 percent
morte likely than the national aver-
age to switch their cell phone carri-
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er during the next 12 months.

Reality television is drawing a
young audience. Reality television
viewers are 40 percent more likely
than all consumers to be ages 18-34
and 12 percent more likely than all
consumers to be white-collar. Fifty-
one percent of reality TV viewers
have at least one child in the home
(compard to the national average of
42 percent) and 30 percent have at
least two children in the home
(comparal to the national average of
24 percent). Theyare 12 percent
more likely than all consumers to be
blue-collar and 20 percent more
likely to be single.

The data in this report is from
Scarborugh Research’s USA+
study, a national study of consumer
shopping, media and lifestyle behav-
iors. The database examines a range
of television genre programming,
covering most types of shows cur-
rently available. For more informa-
tion visit www.scarborough.com.

Study segments Boomer

consumers

BoomerEyes, a specialized research
division of C&R Research, Chicago,
has conducted a study of Baby
Boomers, individuals born between
1946 and 1964, to obtain a deeper
understanding and an up-to-date
analysis of this group.

The BoomerEyes Lifestyle and
Psychographic Segmentation study
reveals four segments within the
b road Boomer population. Defined
by their attitudes and behaviors ver-
sus age, the segments include:
Looking for Balance Boomers,
Confident and Living Well Boomers,
At Ease Boomers, and
Overwhelmed Boomers.

These segments demonstrate how
different Boomers are from one
another and provide insights into the
mindset of this broad group. Some
key lifestyle and psychographic traits
of each segment:

Looking For Balance

* Represent 27 percent of all
Boomers.

» Have average household income.
* Most likely to have kids and
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have more grandchildren than fellow
Boomers.

* Worry about future finances,
education for their children and job
security.

* Eighty-seven percent say conve-
nience is key. In fact, 88 percent are
driven to find ways to do things
faster and more efficiently. And, 40
pereent say they feel inundated by
all they have to do.

* Early adaptors to new products

and services - 96 percent say they
liketo try new things.
« Strong advocates of technology.
« Slightly older and index higher
on the 51-55-year-old age group.
Confident and Living Well
* Represent 23 percent of all
Boomers.

* Highest income of all segments.

* Index above average for being
married but only half of this seg-
ment has kids.

Surveys don’t need to be scary.
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* T heybudget money wisely (68
percent agree) and as a result are not
concerned about their financial
security or worried about job secu-
rity.

¢ Most active of the Boomers and,
most importantly, feel that they are
in control of their lives (91 percent
say s0).

* Travel is one of their favorite
pastimes.

* Technologically savvy, they own
nearly all the mainstream, and some
of the latest, digital and tech prod-
ucts. Ninety-five percent like to try
new things.

¢ Index higher on the 56-58-year-
old age group.

At Ease

* Represent 31 percent of the
total Boomer population.

» Have average household income.

» Have average debt and retire-
ment savings.

* Fifty percent have kids still living
at home. Have grandchildm as well.
* Don’t worry about the future,
job security or financial security.

 Unlike other segments, not
searching for convenient solutions or
ways to do things faster.

» Twenty-six percent say technolo-
gy is not important.

* Index slightly higher on the 57-
58 -year-old age group.

Overwhelmed

* Represent only 19 percent of
Boomers - fewer than one in five
Boomers.

* Lowest income of all segments.

* Only group not happy about
where they are today.

* Not in control of their lives, they
worry about the future and their
financial security (86 percent say so).

* Theyare more likely to be look-
ing for work.

* The least active segment: Health
is their biggest concern.

* T heyare intimidated by technol-
ogy and are well below average on
using electronic, digital and tech
products.

* Index slightly younger than
other segments (more likely to be
46-50 years old).

The survey was conducted online
with individuals born between 1946



MchMillion Research

RESEARC
EXPERTS

Complate Online/ Punel Saruces
PLUS tt's o ot fiross Aunericn, MidWidlon Researdh is e
1555 50 e €T Plosss Contor truster source for corsumer reseonh o doto colleion,
* Sice WA, Americor's top corprnies, ussacictions o
K Sorvur & Moumr Sof e .
. prenmnet ogendes home ourdel Y __
lirHecs s Gosiow 1w Simphe Syw nam on fhe integrity ol fimeiness of <l s
1“‘4’5""5':“' Dheck Ticke our servioes to help reqh their most -
4 . ¥

. impartont cketisions.
ProsSe i Dicders
[ ]

FROT-5 Frencie n“:"“"‘l Dk Sycoinem fF wour've locking for secondfonone .
Tore Foan=-Smdy Scitee resecrch to et msaers, ot o feom i wrics's mast macenrid
. . . e Y T
Boriusss faed Exaevive umriiets a Whstrog ehind 'g'I:l.l rojet P e P ek For
. Get fo the forts, ol give your L -Ffjf.':i
- ! Mg . C R, e
Aol Fuadiity b Hutigivs, Ve orgenizdion the insight it nesk e spwcilic ceclonsgel
o [roguer. Gy Sk Hilion
CoFr it banis

McMillion
Research

GET TO THE FACTS!

N2 Kl Boudeennl, Bi6t ¢ durleston, Skat “frginin 530
(304) 20030 ¢ (304 330522 Fax ¢ (B00) H0-02E5

weinctillioresardiom ¢ ime@uadlinrsard.on




and 1964. A total of 1,040 inter-
views were completed in August
2004. For more information visit
www.crresearch.com.

U.K. households happy to
participate in market
research
Researh by U.K.-based GfK Martin
Hamblin has revealed that one in
five Britons who are happy to take
part in market research surveys have
also signed up for the Telephone
Prefermce Service (TPS), which,
like the U.S. Do Not Call Registry,
allows consumers to request that
their number be removed from cer-
tain sales and marketing lists.
Nineteen percent of people inter-
viewed in a recent survey said their
household was re gistered with the
TPS, yet they had happily completed
a full market researh interview
Accordng to current information,
one in four British households is

registerd with TPS. By re gistering,
households request that they should
not re ceive unsolicited direct mar-
keting calls; legislation now deems
this unlawful if the consumer has
indicated such a preference.

The legislation currently excludes
market research. However, there
have been concerns that respondents
arenot able to tell the difference
between telemarketing and genuine
market research. These latest findings
suggest that consumers do under-
stand the difference and are still
happy to respond to market research
enquiries.

“This is good news for both the
market research industry and for
their clients,” says David Finney,
head of telephone operations at GtK
Martin HamHin.“Some companies
arenow asking us to screen their
sample to remove households regis-
tered with TPS. This finding suggests
that, whilst we are happy to accom-
modate them, theyneed not be con-
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cerned about doing this. There are a
small number of respondents who
are confused about what TPS covers
but we have found that by explain-
ing the difference between direct
marketing and market research, most
respondents are happy to continue
with the survey.

“It would be a shame if the mar-
ket research world accepted TPS
screening, thereby removing one in
four potential respondents, when
thisresearch suggests it is unneces-
sary. The fewer people that are
screened out in this way, the more
representativeresearch will be.” For
more information visit
www.gfkmh.com.

Many willing to buy foreign
wine

A Harris Poll finds that American
wine drinkers would be willing to
try wines produced in many coun-
tries in addition to the countries
whose wines they normally drink.

For example, 73 percent of wine
drinkers say they would consider
buying Italian wine but only 44 per-
cent say that they ever do so.
Similarly, 52 percent say they would
be willing to buy Australian wine
although only 32 percent do so now.
Substantial numbers of wine
drinkers also say they would be will-
ing to try drinking wine from coun-
tries which sellrelatively little wine
in the United States such as Poland,
Boliva and Israel.

These are some of the findings of
a nationwide Harris Poll of 1,323
U. S.adults aged 21 and over who
buy or drink wine who we re sur-
veyed online by Harris Interactive,
Rochester, N.Y., between December
8 and December 15, 2004.

Most Americans who buy wine do
not do it often and they do not
spend very much per bottle. Fully 73
percent of wine purchasers say that
they, or people in their household,
only buy a bottle of wine once a
month or less and, in most cases, the
wine costs less than $15 a bottle,
with fully 31 percent saying that the
last bottle of wine bought cost
under $10. Only 36 of wine pur-
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chasers have ever bought a more
expensive bottle of wine costing $30
or more.

Almost all American wine
drinkers (91 percent) sometimes buy
or drink American wine. Fewer peo-
ple drink wine from other coun-
tries, with 44 percent sometimes
buying or drinking Italian wine and
40 percent buying or drinking
F rench wine.

Other wines which are consumed
by substantial proportions of wine
drinkers include Australian wine (32
percent), German wine (23 percent)
and Chilean wine (16 percent).

The survey strongly suggests that
there are big opportunities for many
wine-producing countries to
increse their sales in the United
States. Many more people say they
would consider buying wines from
other countries than actually do so.

The most interesting finding in
this survey may be that many
Americans would consider buying
wines from countries which cur-
rently sell relatively little in the
United States. For example, fully 25
perent and 24 percent of wine
drinkers say they would consider
buying wine from Poland and
Bolivia, respectively, even though
hardly anybody has ever actually
bought or drunk wine from those
countries. Even more people would

be willing to try wine from Israel
(28 percent).

These big differences between
those who would be willing to con-
sider buying from a country and
those who have actually bought or
drunk it are found for most other
countries.

The gap between those who have
ever bought and those who would
consider buying are substantial for
each of the following countries:

Australia - 32 percent (who have
bought or drunk it) compared to 52
percent (who would consider bu y-
ing it);

Germany-23 percent compared
to 48 percent;

Chile - 16 percent compared to
36 percent;

New Zealand - 10 percent com-
pared to 41 percent;

Argentina - 9 percent compared
to 35 percent;

South Africa - 6 percent com-
pared to 29 percent; and

G reece - 5 percent compared to
36 percent.

For more information visit
www.harrisinteractive.com.

Broadband drives online

purchases
Nielsen//NetRatings, N ewYork,
reports today that 69 percent of
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retail purchases transacted online

we re conducted via a broadband
connection, compara to 31 percent
transacted via narrowband or dial-up
access during November 2004. The
finding was derived from the
Nielsen//NetRatings MegaView
Online Retail service, which tracks
online consumer retail activity and
purchasing behavior and offers mar-
keters competitive benchmarking,
dollar spending insights and buyers’
conversion rates.

Custom research from MegaView
Online Retail found that broadband
consumers spend on average
$158.21 per person, 34 percent
higher than the $117.89 average
spent by narrowband users. In addi-
tion, a broadband shopper showed a
higher likelihood of converting to
an online buyer; the conversion rate
for broadband users reached 26 per-
cent, compared to the conversion
rate of narrowband users at 21 per-
cent.

“With 55 percent of online surfers
utilizing broadband and broadband
users spending more money online
than narrowband surfers, there
should be less concern about alien-
ating the narrowband shopper,” says
Heather Dougherty, senior retail
analyst, Nielsen//NetRatings.
“Increased broadband penetration
rates should encourageretailers to
maximize the customer experience
and rethink their onlinebusiness
strategies to integrate rich media
into Web site design and advertising
campaigns.”

The findings showed that broad-
band users connected to the Internet
an average of 59 times, 34 percent
more than narrowband users, who
averaged 44 visits during November
2004. In addition, b roadband users
visited online retail Web sites more
frequently, averaging 18 visits as
compared to 14 visits by narrow-
band users. Broadband users also
spent more time online, averaging
more than 22 hours while narrow-
band users spent nearly 18 hours
online For more information visit
http://netratings.com.
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Product and Service Update rizing all results; use right-to-left-

continued from page 12 reading languages (Hebrew, Arabic);
create respondent panels for repeat-
ed polling; embed Windows Media
Player and Apple Quick Time into

Web surveys to play video; and drag

like any other techniques that are
natiwe in Clementine. For more
information visit www.spss.com.

and drop questions into new posi-

Version 9.0 of The Survey

System now available
Creative Research Systems,
Petaluma, Calif., has released

tions in a questionnaire. For more
information visit Www.surveysys-
tem.com.

Version 9.0 of The Survey System,

its survey software package for Web, Markitecture offers multi-

sponsored studies

paper or phone surveys. The pack-
Marketing consulting firm

age includes a new drop-out analy- _ )
sis feature which shows where peo- Markitecture, Norwalk, Conn., is
ple abandoned a survey. Drop-outs 10w offering Markitecture

are a major problem in Web-based Syndicated Studies, co-sponsored

research, and this feature enables studies aimed at helping marketers
researchers to see which questions understand the influence of inter-

caused the most difficulties and mediaries in both consumer and b-
prompted respondents to abandon

the survey. This analysis can include

t-b purchasing decisions. These
studies are designed to help mar-

demographic breakdowns. keters develop strategies to encour-

The softwa re can also import age these “influencers” to purchase
questionnairs from Word docu- more of the marketer’s products.
ments directly without modifica- The studies are customized for
tion while preserving the original each co-sponsor’s individual brands
formatting. This can save time since ~ and market research needs. The co-
sponsors participate in designing

the studies to insure that the studies

obtain data on their individual

many questionnaires are originally
drafted in Wo rd or similar programs
and have to be retyped or cut and
pasted into question files.

Other new benefits include the
ability to: s ave results in PDF; p ro-

brands, markets and competitors,
including ranking each brand in its
own product category in order to

duce a questionnaire form summa-  develop best-in-class rankings. For
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more information contact Kevin
Moran at 480-595-4754 or at
kmoran@markitecturesyndicated-
studies.com.

New Factiva products

provide company-level data
New York information firm Factiva
is now offering Factiva SalesWorks
and Factiva Companies &
Executives, which combine
Factiva’s collection of global news
and business information with
information about company execu-
tives and industries from publishers
around the world.

Factia SalesWorks is a role-based
application created to provide users
with a snapshot of a particular
company or exe cutiwe and allows
them to identify and qualify
prospects with in-depth company
information, executive biographies,
prospecting lists, relevant competi-
tor analysis and targeted news cov-
erage.

Factna Companies & Executives
provides access to the same content
collection as Factiva SalesWorks,
and is designed for business, mar-
keting and information profession-
als who require more flexibility and
contrl over their searching.
Through a single interface, this tool
delivers the information sources
organizations need to identify busi-
ness opportunities, understand risks
and threats, and monitor emerging
markets, competitors, customers and
prospects. Factiva Companies &
Executives, a standalone product,
links to Factiva.com.

Both products also provide auto-
mated monitoring and alerting, and
advanced searching, and allow
RICS, ticke symbols or D-U-N-S
numbers to be used interchange-
ably. Factiva’s proprietary taxonomy,
Factiva Intelligent Indexing, enables
these fields to be mapped, resulting
in only relevant information being
returned in search results. For more
information visit

www.factiva.com.
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IMS Health. The positive net
effect for the income from partici-
pations of GfK Group in 2005 will
amount to approximately EUR 22
million. GfK has also acquired the
remaining 20 percent which IMS
Health held in GPI
Kommunikationsforschung,
Germany. IHA-IMS Health pro-
vides services to the health care
industry in the areas of market
research, sales research and cus-

Research Industry News

continued from page 14

mystery shoppers in the United
States and 250,000 internationally.
Currently, there are more than
23,000 silver-certified shoppers and
more than 2,000 gold-certified
shoppers.

Acquisitions/transactions
Germany-based GfK Group has
sold its 50 percent participation in
IHA-IMS Health, Switzerland, to

tomer relationship management. It
has a staff of 70. GPI
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Kommunikationsforschung, now a
100-perent GfK subsidiary, covers
two business areas: communication
research and self-medication.

Separately, GfK has added Beyen
Marktforschung GmbH to its retail
and technology division. Based in
Disseldorf, B eyen Marktforschung
GmbH conducts pricing research.

Also, GfK Group and Chicago-
based Information Resources Inc.
(IRI) signed agreements on the
basis of which GfK will transfer its
shares in the German and Dutch
subsidiaries of Information
Resources to the parent company
and acquire the shares in GfK
Panelservices Benelux held by the
Information Resources, Inc.

In recent years, the GfK Group
has gradually reduced its involve-
ment in its joint ventures with IRI.
The move was based on a manage-
ment board resolution to focus on
GfK’s core competence in FMCG
market research and therefore con-
centrate on panel research inwlving
end user households. Prior to sign-
ing the agreements, GfK held 19.9
percent of the shares in Information
Resources GfK in the Netherlands
and 17.7 percent in Information
Resources GfK in Germany. The
two companies will be wholly
owned by IRI.

In other news, GfK has taken
over the remaining 7.6 percent
stake in GfK Panelservices Benelux,
Netherlands, which is now wholly
owned by GfK.

Stamford, Conn., research firms
Gartner,Inc. and META Group,
Inc. have reached an agreement
under which Gartner will acquire
META Group in an all-cash trans-
action valued at $10 per share, or
approximately $162 million. The
boards of directors of both compa-
nies have unanimously approved the
agreement.

In 2003, Gartner generated $858
million in reve nue from 76 loca-
tions around the world, while
META Group generated $122 mil-
lion in reve nue from 52 locations.
Gartner intends to finance the
acquisition through the use of cur-
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rent cash, as well as borrowings
under the company’s existing line
of credit. The transaction is subject
to customary closing conditions,
including regulatory approvals, and
approval by META Group’s stock-
holders. The transaction is expected
to close in the second quarter of
2005.

Bacon’s Information, Inc. has
acquired Delahaye Medialink, a
public relations-focused media eval-
uation and consulting services firm
with offices in Norwalk, Conn.,
Portsmouth, N.H., Washington,
D.C., and London. Delahay, with
annual reve nue of $9 million, will
be acquired from its parent
Medialink Worldwide
Incorporated.

Informa Research Services,
Inc., Calabasas, Calif., has acquired
Moorthy, Riggs and Associates,
Inc., a Tiburon, Calif., research firm
serving the financial industry.

Atlanta loyalty marketing firm
Vesdia Corporation has acquired
rights to a family of patents held by
Source, Inc., Newhall, Calif. Key
among the inventions is a U.S.
Patent entitled “Centralized con-
sumer cash value accumulation sys-
tem for multiple merchants,” which
includes 21 claims on methods and
systems related to retail point-of-
sale transactions. Combined, the
group of patents provides specific
c overage for several inventions
related to the electronic tracking of
shopping transactions for the pur-
pose of providing consumers
rebates from multiple retailers.

Association/organization
news

The Marketing Research
Association (MRA) is currently
seeking individuals from across the
profession to participate in various
committees associated with its

P rofessional Researcher
Certification program.The com-
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mittees are open to individuals
based upon their knowledge, skills
and backgrounds and are not limit-
ed to MR A members. Chair of the
certification workgroup is Joan
Burns, corporate marketing special-
ist for Teradyne. Thereare three
subcommittees within the work-
group: the certification develop-
ment committee, chaired by Ken
Roberts, president of Cooper
Roberts Research, Inc.; the certifi-
cation review committee, chaired
by Rich Boone, senior director of
consumer research for E & J Gallo
Winery; and the certification ethics
committee, chaired by Don Marek,
former executive director of cus-
tomer service quality for SBC.
Readers interested in participating
can contact Linda Schoenborn or
Elyse Gammer at 860-257-4008 or
at linda.schoenborn@mra-net.org
or at elysegammer@mra-net.org.

The Council for Marketing
and Opinion Research (CMOR)
has retained PR firm KCSA
Worldwide to help raise awareness
of the importance of consumer par-
ticipation in legitimate market and
opinion research. Henry Feintuch,
managing partner,and Yin Chang,
managing director of KCSA’s global
technology and business-to-busi-
ness practice, will manage the
CMOR public relations program.

Awards/rankings

Arbitron Inc., N ew York, was
named to Fortunés “100 Best
Companies to Work For” list in
2005. Recognized for the third
time as a top employer, the compa-
ny was ranked number 60 in the
business magazine’s annual listing
and was selected from a pool of
approximately 1,000 companies.

Millard Brown Australia was
recognized for its excellence in
client service at the 2004 Walker
Information Annual Conference.
The company was awa rded an hon-
orable mention for its results in the
annual international stakeholder
client relationship survey.



Separately, Millward Brown has
been awarded a prize for being the
best market research company in
Mexico. The “Trofeo a lo mejor de
2004” was awarded to Millwa rd
Brown Mexico by marketing maga-
zine Merca2.0.

N ew accounts/projects
U.K-based oil company Total UK
has retained research firm ESA to
conduct its national mystery shop-
ping campaign for the eighth con-
secutiwe year. The contract will run
for the duration of 2005 and will
involve regular visits by ESA’s mys-
tery shoppers to Total’s nationwide
network of forecourts.

G reenfield Online, Inc,
Wilton, Conn., announced that
GfK Arbor, LLC has signed a new
agreement appointing Greenfield
Online as its exclusive supplier of
full-service Internet survey research
services and sample research data,
subject to certain limited excep-
tions. The companies have worked
together since 2002. The agreement
with GfK Arbor has an initial term
ending on December 31,2005 and
it will automatically renew for suc-
cessive one-year periods unless can-
celled by either party prior to the
expiration of each term. During the
term, Greenfield Online will pro-
vide GfK Arbor with Internet-
based survey services, which
include the programming and host-
ing of surveys, as well as survey
respondents for sample research
from its panel of 3.4 million survey
takers. G reenfield Online will also
provide marketing support services

to GfK Arbor.

N ew companies/new
divisions/
relocations/expansions
FocusVision Worldwide has
opened a new office at 16133
Ventura Blvd., Suite 650, Encino,
Calif., 91436. It will provide sales,
technical and project coordination
services. Staffing will include two
employees who will relocate to the
n ew office: Michael Brooks, sales

manager — West re gion; and Judith
Kaufman, business dewelopment
analyst.

Millward Brow n has debuted
Millward Brown Optimor, its global
brand investment unit, and tapped
senior vice presidents Marco Forato
and Nikhil Gharekhan to work
with the current Millwa rd Brown
team to help take the initiative for-
ward.

Research firm TNS has created a
single technology sector which will
merge its existing telecom and IT
research divisions. The newly-creat-
ed sector will be headed by Tacis
Gavoyannis.

J.D. Power and Associates,
WestlakeVillage, Calif., has expand-
ed its operations in China, opening
a new office in Shanghai at 3515,
CITIC Square, 1168 Nanjing West
Road. John Humphrey, partner at
J.D. Power and Associates, has been
named senior vice president of

international operations and man-
aging director of the new Shanghai
office.

Company earnings reports
Firm, an Oslo-based research soft-
ware firm, reported $13.3 million
in reve nue for 2004, an increase of
37 percent from $9.7 million in
2003. Firm’s EBITDA result was
$1.2 million in 2004, compared
with $67,000 in 2003. Firm contin-
ues its positive development from
2003, when the growth was 40 per-
cent compared with the previous
year. In Q4 of 2004, EBITDA was
$1.2 million compared with $0.4
million in Q4 of 2003. Reve nue in
Q4 of 2004 was $4.8 million com-
pared with $3.5 in Q4 of 2003.

R eve nue outside Scandinavia
increased from 83 percent in 2003
to 86 percent in 2004. This trend is
expected to continue in 2005.

Arbitron Inc., New York,
reported fourth-quarter 2004 rev-
enue of $72.9 million, an increase
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of 11.4 percent over reve nue of
$65.4 million during the fourth
quarter of 2003. Costs and expenses
for the fourth quarter increased by
13.9 percent, from $54.5 million in
2003 to $62.1 million in 2004.
Earnings before interest and income
tax expense for the quarter we re
$16.9 million, comparal with EBIT
of $16.1 million during the compa-
rable period last year. Interest
expense for the quarter declined
35.1 percent, from $2.6 million in

2003 to $1.7 million in 2004, due to
reductions in the company’s long-
term debt.

Net income for the quarter was
$9.6 million, comparel with $8.7
million for the fourth quarter of
2003. Net income per share for the
fourth quarter 2004 increased to
$0.31 (diluted), comparal with
$0.28 (diluted) during the compara-
ble period last year.

For the year ended December 31,
2004, reve nue was $296.6 million, an

FOCUS GROUPS/

CLEVELAND SURVEY CENTER

Established in 1962

Three Large Suites Multi-Purpose Room
Multiple T1 Lines in all Suites
Litigation Research, Medical, Consumer,
Product Placement, Taste Tests,
Pre-Recruits, Videoconferencing, On-Site
Excellent Recruiting - Project Management
We are the only centrally located facility serving all
parts of greater Cleveland/Akron & vicinity

Call: 800-950-9010 or 216-901-8075
Fax: 216-901-8085 or 216-642-8B878&
Web: www.focusgroupsofcleveland.com

Al Vemere of
Iraler s rel oo
Coackere for

ki rkczlirng
oot 1R D Qusdily

¥ Leader in Consumer Product
Optimi=zation Research

800=81 1.1 1 27 oot aunoama o m

72 | Quirk’s Marketing Research Review

www.quirks.com

increase of 8.4 percent over revenue
of $273.6 million for 2003. EBIT for
2004 increased 6.2 percent to $98.4
million compared with $92.7 mil-
lion in 2003. Net income for 2004
increased 21.4 percent to $60.6 mil-
lion compared with $49.9 million in
2003. Net income per share (dilut-
ed) in 2004 was $1.92 per share
(diluted), compared with $1.63 per
share(diluted) last year.

The effective tax rate of 33.9 per-
cent was lower in 2004 than the
effective tax rate of 38.5 percent in
2003 because certainreserves for tax
contingencies we re reversed in the
third quarter of 2004 due to guid-
ance in an IRS notice. Also in the
third quarter of 2004, thevaluation
allowance on the deferred tax assets
related to state net operating loss
carryforwards was reduced due to
higher actual and projected taxable
income in the applicable states. The
net benefit of these changes was
$4.2 million or $0.13 per diluted
sharein 2004.

Opinion Research
Corporation Princeton, N.J.,
announced that 2004 reve nues are
expected to be within the previous-
ly issued reve nue guidance of $194
to $196 million but that it was
reducing its 2004 net income guid-
ance from $3.0 to $3.2 million or
$0.46 to $0.50 per diluted share to
$1.9 to $2.1 million or $0.29 to
$0.32 per diluted share. Theseresults
include a second quarter 2004 refi-
nancing-related charge which
reduced net income by $1.6 million
and diluted earnings per share by
$0.26.

This revised guidance will result
in a continuation of the positive
trends in revenues and earnings
reported in the prior quarters of
2004.The reduced guidance for
2004 is primarily the result of cost
increases on certain contracts in the
U. S. market research segment, as well
as lower reve nues and earnings in
the teleservices segment, where
demand in the fourth quarter was
below expectations and historical
fourth quarter levels.



Names of Note

continued from page 10

director of the firm’s new Shanghai
office.

GfK Martin Hamblin has promoted
Martine Leroy-Sharman to gen-
eral manager of the U.K.-based
Global HealthCare oftice. She has
also been appointed to join GfK
Martin Hamblin’s board. Stephen
Grundy, group general manager,
will now direct his attention to
building GfK Martin HamHin’s
Healthcare business at an interna-
tional level. He will continue to be
a member of both the GfK Martin
Hamblin board and the GtK
HealthCarestrategic business unit
board. There have also been two
other senior appointments within
GfK Martin Hamblin Global
Healthcare: Saeed Mumtaz has
been named divisional director and
Mike Mallinson has been added to
establish a payer, pricing, reim-
bursement and market access prac-
tice within the division.

Research firm Harris Inteactive,
Rochester, N.Y., announced a num-
ber of executive management
changes. Gordon S. Black
resigned as exe cutive chairman on
December 31, 2004, concurrent
with the expiration of his employ-
ment agreement. Black will contin-
ue as a director of the company.
Robert E. Knapp was elected
chairman, effective January 1, 2005.
Knapp continues to serve as CEO,
the position he has held since join-
ing the company in January 2004.
Also effective January 1, 2005,
Frank J. Connolly Jr. joined
Harris Interactive as executive vice
president and CFO. Connolly will
also serve as the company’s treasur-
er. Bruce A. Newman has been
named executive vice president,
finance. He will remain corporate
secretary. D avid B. Vaden has been
promoted to executive vice presi-
dent.

Arbitron Inc., New York, has named

Julian Davis director, urban media  to senior account director,

services. Pierre Bouvard has been  VideoMarker services at Stamford,
Conn.-based FocusVision
Worldwide. In addition, Michael

Brooks has been promoted to sales

named president, Portable People
Meters and international.

Maritz Research, St. Louis, has
named Bernard Elam account

manager - West region, Shane
Leuis has been named senior
manager,retail research group. Paul  account director for the central ter-
Robert has been named account ritory, and Allison Herz has been

manager, financial servicesresearch  named senior account director for

group. the Northeast territory.

Jack Campisi has been promoted Kevin Moran has joined
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Markitecture,a Norwalk, Conn.,
research firm, as president of
Markitecture Syndicated Studies, a
n ew division within Markitecture.
He will be based in Cave Creek,
Ariz.

Overland Park, Kan., consulting
firm the Management Network
Group, Inc. has named Paul
Petersky vice president, market
research at TMNG Marketing,

TMNG’s marketing consulting sub-
sidiary.

Eleo Hensleigh has been promot-
ed to the newly created position of
chief marketing officer and execu-
tive vice president for marketing
and brand strategies at the Disney-
ABC Television Group. In her new
role, Hensleigh will manage mar-
keting and brand strategy initiatives,
research departments and synergy
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efforts for the group.

New York brand consultancy
Interbrand has promoted Julie
Curhan Cottineau to executiwe
director, consumer branding.

John V. Colias has joined Decision
Analyst Inc., Arlington, Texas, as vice
president and director of the
advanced analytics group.

Jane Washburn has been named
senior vice president, chief market-
ing officer at Beverly Enterprises, a
Fort Smith, Ark., health care ser-
vices firm. She will be responsible
for branding, marketing, market
research, business development and
strategic planning.

Mark Turim has joined Research
International, Chicago,as group
COO. He has also been named
CEO of Latin America. In addition,
Mary Lou Barn ey has joined the
firm as the new full-time global
business director for Coca-Cola.

Debra Isdal-Giroux has joined
Philadelphia-based research firm
LinguiSearch, Inc, as vice president
and senior research consultant. She
will head up the firm’s West Coast
oftice and be based in Phoenix.

Netherlands-based information
firm IVNU has named Susan D.
Whiting executiwe vice president
of the Media Measurement &
Information (MMI) group, effectie
April 4,2005. Whiting will replace
Mike Connors as head of MMI.
She was named president and CEO
of Nielsen Media Research since in
2002, a role she will continue to
fulfill. In addition, as of the same
date, Michael Marchesano of
VNU Business Media U.S. will lead
Nielsen Entertainment, which will
remain as a division of MMI.
Marchesano was named president
and CEO of VNU Business Media
U.S.in 2001, a responsibility he will
continue to hold.




moderator marketplace™

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

www.quirks.com/media/moderator.asp.

{"‘*j&.
ﬁ oy

LTINS

LatEL. -'I:_
Jeff Anderson Consulting, Inc.
P.0. Box 1744
La Jola, CA 92038
Ph.858-456-4898
Fax 858-454-4859
jeff@jeffandersonconsulting.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
dhall@autopacific.com
www.autopacific.com
Contact: Daniel Hall

Auto Marketing & Product Experts.

2,000 Groups Moderate & Recruit.

CRR

[EFE T
C&R Research Services, Inc.
500 N. Michigan Ave. 12th fl.
Chicago, IL 60611
Ph.312-828-9200
Fax 312-527-3113
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
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
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
dalelongfellow@cambridgere-
search.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
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
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
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
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
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
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
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
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
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
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
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
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
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
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
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
info@hispanic-research.com
www.hispanic-research.com
Contact: Ricardo A. Lopez
Consulting Firm Specializing In
U.S. Hispanic Market. Serving
Firms Targeting U.S. Latino
Market. Offices: Miami/New York.

i

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

Intelligent Horizons, Inc.

1523 Horseshoe Trail

Chester Springs, PA 19425

Ph. 610-827-4084
tomlutz@intelligenthorizons.com
www.intelligenthorizons.com
Contact: Tom Lutz

B2B, Consumer, Financial Svcs.,
Medical & Product Development.

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
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.

BKMR

EarcrsEn MamcemisG Ressancu

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

Ph. 610-489-0509

Fax 610-489-6939
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
HQ@krsinc.com

www.krsinc.com

Contact: Lynne Van Dyke
Full-Svec./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
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
eve@mnav.com

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
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
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
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
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
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
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
info@medproberesearch.com
www.medproberesearch.com
Contact: Asta Gersovitz, Pharm.D.
MedProbe® Provides Full
Qualitative & Advanced
Quantitative Market Research
Including SHARECAST &
SHAREMAP.

MiL: LA

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

Fax 952-431-6322
jjohnson@millenniumresearchinc.co
m
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
emotz@mountaininsight.com
www.mountaininsight.com
Contact: Eulee Motz

Design, Moderation, Analysis of In-
Person & Telephone Focus Groups
& Depth Interviews. Experienced
Professionals.

The New Marketing Network, Inc.
225 W. Ohio St., Suite 600
Chicago, IL 60610

Ph. 312-670-0096

Fax 312-670-0126
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
Iwaldal@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
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
mjrichards@prybylgroup.com
www.prybylgroup.com

Contact: Marilyn Richards

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

QSA Research & Strategy

4920 John Ticer Drive

Alexandria, VA 22304
Ph.703-567-7655

Fax 703-567-6156
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's. Exp.

@RE AlLeResearch

REALeResearch

1027 Adeline Street

Oakland, CA 94607
Ph.510-832-6484

Fax 510-832-6483
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
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
Research@RIVAinc.com
www.RIVAinc.com

Contact: Amber Marino Tedesco
Full-Service Qualitative Company
With 20+ Years Experience.
Considered Industry Leader in
Moderating & Training.

L

MARKETING

Roller Marketing Research
P.0. Drawer 2436

Gloucester, VA 23061
Ph.804-693-3208

Fax 804-693-7497
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
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)

(see Web site)
WWww.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
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
cmorgan@strategicdirections-
group.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
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
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
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
tracy2leez@yahoo.com

Contact: Tracy Teweles

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

Utilis

sulting
Utilis Hispanic

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

Fax 212-862-2706
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

Pear| River, NY 10461
Ph.845-735-7022

Fax 845-735-7256
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.
Intelligent Horizons, Inc.

Karchner Marketing Research
Strategic Eye, Inc.

Texas

Consumer Focus LLC
Focus Latino

Galloway Research Service

Virginia
QSA Research & 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 MATERIALS
& PRODUCTS

Market Resource Associates, Inc.
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

Marlket 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

PrimaryInsights, 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.
Market 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

Data Processing
and Statistical Analysis

Directory >SS

The 2005 Directory of Data Processing and Statistical Analysis was compiled by sending listing
forms to firms we identified as providers of data processing and statistical analysis services. This
year’s directory lists over 300 firms, arranged alphabetically. In addition to the company’s vital
information, we’ve included the types of data processing services they provide (coding, data entry,
data tabulation, scanning services and statistical analysis). A cross-reference of these services is

also offered for your convenience.

The Directory of Data Processing and Statistical Analysis begins on page 82.

The cross-reference of data processing services begins on page 103.

Copyright 2005 Quirk’s Marketing Research Review
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

A & R Service,LLC

8309 Eden Park Drive
Raleigh, NC 27613
Ph.919-483-7089
data_analysis@consultant.com
www.datamelody.com

Kevin Chen, Ph.D.

Services: CD, DE, DT, SC, SA

ABACO Marketing Research, Ltd.
Sao Paulo Marketing Center
Avenida Paulista 542, Penthouse
01310-000 Sao Paulo

Brazil

Ph.55-11-3262-3300 or 55-11-3257-0711
Fax 55-11-3262-3900
abaco@abacoresearch.com
www.abacoresearch.com

Alan Grabowsky, President
Services: CD, DE, DT, SC, SA

AbsolutData Technologies, Inc.
1320 Harbor Bay Pkwy., Suite 175
Alameda, CA 94502
Ph.510-872-3022
anil@absolutdata.net

Anil Kaul

Services: CD, DE, DT, SA

Accountability Information Management
553 N. North Court, Suite 160

Palatine, IL 60067

Ph.847-358-8558

Fax 847-358-8089

info@a-i-m.com

www.a-i-m.com

Services: DE, DT, SA

Accurus Research Systems
226 Waverly Way
Burlington, NC 27215
Ph.336-226-2385
accurus@netpath.net
Services: CD, DE, DT, SA

The Accutab Co.

51 Wyckham Rd.

Tinton Falls, NJ 07724
Ph.732-460-1224

Fax 732-460-1215
jbrunetti@theaccutabcompany.com
www.theaccutabcompany.com

Jon Brunetti, Principal

Services: CD, DE, DT, SC, SA

Acumen Research Group Inc.

131 Wharncliffe Road South, 2nd floor
London, ON Né6J 2K4

Canada

Ph.519-433-8302 or 866-922-8636
Fax 519-433-8062
info@acumenresearch.com
www.acumenresearch.com

Services: CD, DE, DT, SA
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ADAPT, Inc.

5610 Rowland Rd., Suite 160
Minnetonka, MN 55343

Ph. 888-52-ADAPT

Fax 952-939-0361
dkoch@adaptdata.com
www.adaptdata.com

Dave Koch, General Manager
Services: CD, DE, DT, SC

Over 20 years of data capture experience dedi-
cated to the market research industry. Our ser-
vices include: printing, outgoing/incoming mail
processing, data entry, scanning, coding, verba-
tim keying/editing, audio tape transcription,
document storage, and tabulation. We deal
with a national client base, who value our
market research data capture expertise. When
you need fast and accurate data processing,
call the marketing research professionals,
ADAPT, Inc.

(See advertisement on opposite page)

Adrian Information Strategies (AIS)
15305 Dallas Parkway, Suite 300
Addison, TX 75001

Ph.972-862-2582

Fax 972-862-2738
RCCDallas@aol.com
www.adrianreyesconsulting.com
Adrian Reyes, President

Services: CD, DE, DT, SC, SA

Advantage Research, Inc.

W202 N10246 Lannon Rd.
Germantown, WI 53022

Ph. 262-502-7000 or 877-477-7001
Fax 262-502-7010
ssegrin@ariadvantage.com
www.ariadvantage.com

Scott Segrin, Vice President
Services: CD, DE, DT, SA

ADVANTIS Research & Consulting, Inc.
2600 Eagan Woods Dr., Suite 130

St. Paul, MN 55121

Ph. 651-452-8632 or 651-681-5654

Fax 651-452-9820
marketing@advantisresearch.com
www.advantisresearch.com

Services: CD, DE, DT, SA

AIS Market Research

1320 E. Shaw, Suite 100

Fresno, CA 93710

Ph. 800-627-8334 or 559-252-2727
Fax 559-252-8343
jdawson@aismarketres.com
www.aismarketres.com

Jennifer Nichols

Services: CD, DE, DT, SC, SA

www.quirks.com

The Analytical Group, Inc.

640 N. LaSalle Dr.

Chicago, IL 60610
Ph.312-751-2915

Fax 312-337-2551
jerry.madansky@analyticalgroup.com
www.analyticalgroup.com

Jerry Madansky, CEQ

Services: CD, DE, DT, SC, SA

The Analytical Group, Inc.

8687 E. Via de Ventura
Scottsdale, AZ 85258

Ph. 480-483-2700

Fax 480-905-1416
jack.pollack@analyticalgroup.com
www.analyticalgroup.com

Jack Pollack, President

Services: CD, DE, DT, SC, SA

Answers Research, Inc.

380 Stevens Ave., Suite 214
P.0. Box 1050

Solana Beach, CA 92075

Ph. 858-792-4660

Fax 858-792-1075
aboutus@answersresearch.com
www.answersresearch.com
Chuck Sinks

Services: DT, SA

Apogee Analytics LLC

17 S. Main St., Suite 1
Manville, NJ 08835-1801

Ph. 908-927-0092

Fax 908-927-0094
tcgleason@apogeeanalytics.com
www.apogeeanalytics.com
Services: DT, SA

Appian Analytics, Inc.

2000 Crow Canyon Place, #300

San Ramon, CA 94583

Ph.877-757-7646

Fax 985-940-9566
sales@appiananalytics.com
www.appiananalytics.com

Anthony Milano, V.P. Business Development
Services: DT, SC, SA

Ardisson & Associates, Inc.
270 Arnold Rd., Suite A
Lawrenceville, GA 30044
Ph.770-339-1091

Fax 770-339-1092
ardisson@mindspring.com
www.mindspring.com/~ardisson/
Tom Ardisson, President
Services: CD, DE, DT, SA

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
Services: CD, DE, DT, SA



Ask For Research

4 Sweet Apple Tree
Wistanswick

Market Drayton, Shropshire TF9 2AY
United Kingdom
Ph.44-1630-639759

Fax 44-1630-638114
info@askforresearch.co.uk
www.askforresearch.co.uk
Angie Lowe, Managing Director
Services: CD, DE, DT, SC, SA

Atlantic Research & Consulting, Inc.
109 State St.

Boston, MA 02109

Ph.617-720-0174

Fax 617-589-3731
kbasile@atlantic-research.net
www.atlantic-research.net

Kelly Basile, President

Services: CD, DE, DT, SC, SA

William M. Bailey, Ph.D.

WMB & Associates, Statistical Services
2182 Bent Oak Dr., Suite 100

Apopka, FL 32712-3925
Ph.407-889-5632

Fax 407-889-5632
statmanz@earthlink.net
www.home.earthlink.net/~statmanz
William M. Bailey, Ph.D., Principal
Services: CD, DE, DT, SA

Batch Data Processing, Inc.
1411-B N. Fairfield Rd.
Dayton, OH 45432
Ph.937-320-1915
bdp@bdp-inc.com
www.bdp-inc.com

Services: CD, DE, DT, SC, SA

Baxter Strategies Incorporated
26 Fairbanks Blvd.

Woodbury, NY 11797
Ph.516-367-1783

Fax 516-367-1782
skane@baxterstrategies.com
www.baxterstrategies.com
Services: SA

Bay Analytics

P.0. Box 472288

San Francisco, CA 94147
Ph.415-292-0694
jforcier@bayanalytics.com
www.bayanalytics.com
Services: DT, SA

BayaSoft LLC

285 Central St., Suite 206
Leominster, A 01453
Ph.800-698-BAYA or 978-537-5510
quotes@bayasoft.com
www.bayasoft.com

Cheryl Newman

Services: CD

Beach Tech Corporation
4131 Vincent Ave. S.
Minneapolis, MN 55410
Ph. 612-924-9193 ext. 521
Fax 612-926-1145
sales@beachtech.com
www.beachtech.com

Doug Sellner

Services: DE, DT, SA

Lisette Berry Associates, Inc.
100 Bank St., #3H

New York, NY 10014
Ph.212-691-7592

Fax 212-691-7543
|berry@lbacom.com
www.|bacom.com

Lisette Berry, President
Services: SA

Beta Research, Inc.
18379 Main Blvd.

Los Gatos, CA 95033
Ph. 831-440-9383

Fax 408-353-6725
info@beta-research.com
www.beta-research.com
Services: SA

BJD Research Services
38 Pelham Road
Marlton, NJ 08053

Ph. 856-596-4339

Fax 856-596-4489
info@bjd-inc.com
www.bjd-inc.com

Steve Rimikis

Services: CD, DE, DT

o

BLACKSTONE GROUP

The Blackstone Group

360 N. Michigan Ave., Suite 1500
Chicago, IL 60601

Ph. 312-419-0400 or 800-666-9847
Fax 312-419-8419
Dan.rangel@bgglobal.com
www.bgglobal.com

Dan Rangel, Data Processing Director
Services: CD, DE, DT, SC, SA

The Blackstone Group’s ability to provide
insight quickly and efficiently through sophis-
ticated in-house advanced analytical capabili-
ties is unmatched with the addition of our
Advanced Analytics Group. Blackstone’s
Advanced Analytics Group (AAG) can create
business intelligence that addresses customer
attrition, retention, and acquisition. AAG
ensures enterprise-wide consistency, accuracy
and reliability of data by combining attitudinal
and transactional data for model building and
analysis.

(See DataPrompt advertisement on p. 86)
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Michael Blatt & Co., Inc.

606 S

espe Ave., Suite 203

Fillmore, CA 93015

Ph. 805-524-6845

Fax 805-524-1531
info@blattdata.com
www.blattdata.com

Michael Blatt, President
Services: CD, DE, DT, SC, SA

Bolding Tab Service, Inc.

3249

N.W. 36th Ct.

Fort Lauderdale, FL 33309
Ph.954-931-1414 or 954-714-4944
BTSINC1@aol.com

Lee Bolding, President

Services: CD, DE, DT
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study, Put 20 years of
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‘We specialize in Market
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%0 wi speak your language.
We are fast, accurate, and
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data to you within 14 hours
of closing raturns.
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Got your survoy procassoed by

ariket Research Professionals.

Contact: Dave Koch
|1-B88-52ADAPT
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

Bottom Line Analytics
1780 Chadds Lake Drive
Marietta, GA 30068
Ph.770-485-0270

Fax 770-485-1849
blanalytics@aol.com
www.bottomlineanalytics.com
Services: SA

Brunetti & Associates

125 Marsellus Place, Suite 2S
Garfield, NJ 07026
Ph.973-546-4030

Fax 973-546-4130
tabwb@optonline.net
Services: CD, DE, DT, SA

Business and Marketing Analytic Center
5 Nizhny Kislovsky Lane

125993 GSP-3 Moscow

Russia

Ph.7-095-727-1311

Fax 7-095-202-1517

bma@bma.ru

www.bma.ru

Vladimir Fetsenko, Ph.D.

Services: CD, DE, DT, SC, SA

Business Research Services, Inc.
26600 Renaissance Parkway, Suite 150
Cleveland, OH 44128
Ph.216-831-5200 or 888-831-5200
Fax 216-292-3048
info@MarketingResearch.com

www. MarketingResearch.com

Ron Mayher

Services: CD, DE, DT, SC, SA

Calder LaTour, Inc.
2525 Gross Point Rd.
Evanston, IL 60201
Ph. 847-864-3400
Fax 847-864-9512
info@calderlatour.com
www.calderlatour.com
Stephen LaTour, Ph.D.
Services: SA

CAMO Smart Software Inc.
1480 Route 9 N., #209
Woodbridge, NJ 07095
Ph.732-602-8886

Fax 732-602-8887
camous@camo.com
www.camo.com

Scott Gordon, Ext. 36, Dir. Of Sales
Services: CD, DT, SA

Cathlan Pty Ltd.

P.0. Box 1041

Lane Cove, NSW 1595
Australia
Ph.61-2-9428-4418
Fax 61-2-9428-4463
cathlan@iprimus.com.au
Services: CD, DE
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cfMC

Computers for Marketing Corp.

547 Howard St.

San Francisco, CA 94105

Ph. 866-LUV-CfMC or 866-588-2362
Fax 415-777-3128

cfmc@cfmc.com

www.cfmc.com

Richard Rands, President

Services: CD, DE, DT

'
o parry

CfMC, the leading provider of marketing
research software in the U.S., is the home of
nonstop support. For over 35 years, CFMC has
provided data collection and tabulation on
multiple platforms including MS/DOS, SCO-
UNIX, PC, LINUX, HP3000 (MPE and HP-
UX), SUN-Solaris, IBM RS6000 under AIX.
The CfMC Service Bureau can also field your
most complex Web studies in CfMC’s
WebSurvent.

(See advertisement on opposite page)

Cimbal Research Services
275 Rte. 10 E., Suite 220-286
Succasunna, NJ 07876
Ph.973-601-0801

Fax 973-601-0802
alancimbal@sprintmail.com
Alan H. Cimbal, President
Services: CD

Claritas Inc.

5375 Mira Sorrento Pl., #400

San Diego, CA 92121

Ph. 800-234-5973 or 800-866-6520
Fax 858-550-5800
info@claritas.com

www.claritas.com

Services: CD, DT, SA

Cobalt Sky Limited

116 W. 23rd St., Suite 500
New York, NY 10011

Ph. 646-375-2429

Fax 212-851-8405
|.smith@cobalt-sky.com
www.cobalt-sky.com

Lou Smith

Services: CD, DE, DT

Comstat Research Corporation
17 John Alexander Dr.

Cortlandt Manor, NY 10567
Ph.914-739-6800

Fax 914-739-6800
comstat@cstat.com
www.cstat.com

Services: CD, DE, DT, SC, SA

www.quirks.com

Conclusive Data

9901 Brodie Ln., #160

PMB 215

Austin, TX 78704
Ph.512-636-6641

Fax 888-462-6119
kmefford@conclusivedata.com
www.conclusivedata.com
Kevin Mefford, Principal
Services: CD, DE, DT

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

Services: CD, DE, DT, SC, SA

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

Services: CD, DE, DT, SA

CRC Data Systems

31-00 47th Ave.

Long Island City, NY 11101

Ph. 718-937-2727 or 888-489-DATA
Fax 718-729-2444
www.opinionaccess.com

Joe Rafael

Services: CD, DE, DT, SC

Creative Research Systems
411 B St., Suite 2

Petaluma, CA 94952
Ph.707-765-1001

Fax 707-765-1068
info@surveysystem.com
www.surveysystem.com

Bill Eaton-Up, V.P. Sales
Services: CD, DE, DT, SC, SA

Crescent Research, Inc.

12700 Hillcrest Rd,. Suite 241
Dallas, TX 75230

Ph.972-774-2100 or 877-209-1464
Fax 972-774-0171
donw@crescentresearch.com
www.crescentresearch.com

Don Winspear, President

Services: CD, DE, DT, SC, SA

Critical Insights, Inc.
120 Exchange St.
Portland, ME 04101
Ph.207-772-4011

Fax 207-772-7027
mef@criticalinsights.com
www.criticalinsights.com
Services: CD, DT, SA



Cross-Tab Marketing Services Pvt. Ltd.

1A, Rich Homes

5/1 Richmond Road
Bangalore 560 025
India
Ph.91-80-3061-7399
Fax 91-80-5112-6436
pg@cross-tab.com
www.cross-tab.com
Praveen Gupta, Director
Services: CD, DE, DT, SA

Customer Research International
3007 Longhorn Blvd., Suite 110
Austin, TX 78758-7636
Ph.512-832-8880 or 512-583-8914
Fax 512-832-8088
bob@cri-research.com
www.cri-research.com

Bob Krick, Business Dev. Mgr.
Services: CD, DE, DT, SA

Data Analytics Corp.

44 Hamilton Lane

Plainsboro, NJ 08536

Ph. 609-936-8999

Fax 609-936-3733
dataanalytics@earthlink.net
www.dataanalyticscorp.com
Walter R. Paczkowski, President
Services: SA

Data Based Insights, Inc.
One Oxford Valley, Suite 615
Langhorne, PA 19047

Ph. 215-702-8301

Fax 215-702-8303
smarchant@dbiresearch.com
www.dbiresearch.com

Steve Marchant

Services: CD, DE, DT, SA

Data Entry Services Corp.
546 First Capital Dr. Ste 4

St. Charles, MO 63301

Ph. 636-255-8800

Fax 636-724-4210
gmyers@dataentryservices.com
www.dataentryservices.com
Gayle Myers, President
Services: CD, DE, DT, SC, SA

Data Processing of America, Inc.
98 Cuttermill Rd., Suite 359 South
Great Neck, NY 11021

Ph. 516-829-8880

Fax 516-829-9419
steve@liebermanresearch.com
www.liebermanresearch.com
Services: CD, DE, DT

Data Processing Specialties
6151 W. Century Blvd., Suite 728
Los Angeles, CA 90045
Ph.310-568-1632

Fax 310-568-2731
Icarson@onlinedps.com
www.onlinedps.com

Services: DE, SC

Data Recognition Corporation

13490 Bass Lake Rd.

Maple Grove, MN 55311

Ph. 763-268-2000 or 800-826-2368
Fax 763-268-3002
www.datarecognitioncorp.com

Contact: Business Development Services
Services: CD, DE, DT, SC, SA

Data Vision Research, Inc.

Web Services: SurvCity.com

114 W. Franklin Ave., Bldg K19-3
Pennington, NJ 08543

Ph. 609-818-1944
ronv@dvrinc.com

www.dvrinc.net

Ron Vangi, President

Services: CD, DE, DT, SC, SA
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"DataPrompt’s
bilingual
interviewing
staff offers the
most balanced
mix of Spanish-
speaking
nationalities
that | have ever
encountered.”

“"Lowest price &t
beat deadline
by almost two

weeks, Great
work!"

Are you
this happy
with your

data collection?

DataPrompt

INEEANATIDONAL

I prviewing 100 shabiona)
AT Pragramining

Feina Cvraipet

Talbasllal s

Marilyn Dent
312.423.4010

ity dera Bdslapramplinil. oam

wvwwn datapromptingl.com
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DE .......... Data Entry

DT .......... Data Tabulation

SC .......... Scanning Services

SA ..., Statistical Analysis
DATAN, Inc.

Skylands/Poconos Office

96 Angen Road

Washington, NJ 07882

Ph. 908-689-4060

Fax 609-921-6731
merlin@datan.com
www.datan.com

Michael C. Stentz, Ph.D., President
Services: DT, SA

B afeol

DataPrompt International

360 N. Michigan Ave., Suite 1610
Chicago, IL 60601

Ph. 312-423-4100 or 800-468-0419
Fax 312-423-4101
dan.rangel@datapromptintl.com
www.datapromptintl.com

Dan Rangel, Data Processing Manager
Services: CD, DE, DT, SC, SA

Choose DataPrompt International for data
collection, coding and data processing services
done right (and even overnight!). Kick off
your project with us face-to-face, (when possi-
ble) or over the phone. Your interviewers
receive custom training sessions for your spe-
cific project. View our interviewers’ screens
and listen in on your interviews as they hap-
pen. With a password, access your data any-
time during interviewing, not to mention status
reports of completes. Ask us about online sur-
veys to give you a quick, less expensive option.
Next time, when you need data without the
delays, call DataPrompt International. Coming
soon: secure online access to downloadable
deliverables!

(See advertisement on this page)

DataStar, Inc.

85 River St.

Waltham, MA 02453
Ph. 781-647-7900

Fax 781-647-7739
info@surveystar.com
www.surveystar.com
Ellie Smerlas, President
Services: CD, DE, DT, SA

Datastatisticsonline.com

610 Esplanade, Unit 4

Redondo Beach, CA 90277

Ph. 310-540-2372
marketingresearch@datastatisticsonline.com
www.datastatisticsonline.com

Services: CD, DE, DT, SA

www.quirks.com

Dataxiom Software, Inc.

3700 Wilshire Blvd., Suite 1000
Los Angeles, CA 90010
Ph.213-383-9973

Fax 213-383-3542
sales@dataxiom.com
www.dataxiom.com

Services: DE, DT, SA

Davis Research,LLC

23801 Calabasas Rd., Suite 1036
Calabasas, CA 91302

Ph. 818-591-2408

Fax 818-591-2488
bill@davisresearch.com
www.davisresearch.com

Bill Davis, Partner

Services: CD, DE, DT

Decision Analyst, Inc.

604 Avenue H East

Arlington, TX 76011-3100

Ph. 817-640-6166 or 800-262-5974
Fax 817-640-6567
jthomas@decisionanalyst.com
www.decisionanalyst.com

Jerry W. Thomas

Services: CD, DE, DT, SA

Decision Analyst provides full-service custom
marketing research. Our clients receive the
insight and knowledge they need to influence
the future to their advantage. With our online
survey panels, we can conduct research with
both consumers and professionals. Research
services include: telephone, Internet, mail, and
in-person. Our online survey panels have over
3.5 million consumers and professionals.
(See advertisement on opposite page)

Decision Data Ltd.

7962 Madison Ave., Suite A
Burr Ridge, IL 60527

Ph. 630-734-8244

Fax 630-734-8245
ddatal@aol.com

Lee Gallaher

Services: CD, DE, DT, SC, SA

Decision Information Resources
2600 Southwest Fwy.
Houston, TX 77098-4600
Ph.713-650-1425 ext. 13

Fax 713-650-1576
mdixon@dir-online.com
www.dir-online.com

Malene Dixon

Services: CD, DE, DT, SA

Decision Suppoprt Sciences
950 Rosewood Dr.

West Chicago, IL 60185

Ph. 630-876-4616

Fax 630-729-3183
info@decisionsupportsciences.com
www.decisionsupportsciences.com
Services: DT, SA

at fra
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

Delixus S/W India Pvt. Ltd.
58/1 Benson Cross Road
Benson Town, Bangalore 46
Karnataka

India

Ph.91-805-127-7048
info@delixus.com
www.deliixus.com

Dr. Rafeez Shaik

Services: CD, DE, DT, SC, SA

Delixus, Inc.

1160 Ridgemont Place
Concord, CA 94521

Ph.

akbar@delixus.com
www.delixus.com

Services: CD, DE, DT, SC, SA

Delphus, Inc.

152 Speedwell Ave.
Morristown, NJ 07960
Ph.973-267-9269

Fax 973-285-9248
hlevenbach@delphus.com
www.delphus.com

H. Levenbach, President
Services: SA

Desan Research Solutions
Raadhuisstraat 46

1016 DG Amsterdam
Netherlands
Ph.31-20-620-15-89

Fax 31-20-638-72-99
info@desan.nl

www.desan.nl

Karin Rutten

Services: CD, DE, DT, SC, SA

Design Forum

7575 Paragon Rd.
Dayton, OH 45459
Ph.937-439-4400

Fax 937-439-4340
retail@designforum.com
www.designforum.com
Beth McKeon

Services: CD, DE, DT, SA

Deyta

7400 New LaGrange Rd., Suite 200
Louisville, KY 40222
Ph.502-896-8438

Fax 502-896-0718

info@deyta.com

www.deyta.com

Craig Long

Services: CD, DE, DT, SC, SA
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Digitab

33 Paul Street

London EC2A 4JU

United Kingdom

Ph. 44-20-7588-6669

Fax 44-20-7588-6645
enquiries@digitab.demon.co.uk
www.digitab.demon.co.uk
Services: CD, DE, DT, SC, SA

Digital Research, Inc.

201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-7660

Fax 207-985-5569
bob.domine@digitalresearch.com
www.digitalresearch.com
Services: CD, DE, DT, SC, SA

Directions In Research, Inc.

8593 Aero Dr.

San Diego, CA 92123

Ph. 800-676-5883 or 619-299-5883
Fax 619-299-5888
dphife@diresearch.com
www.diresearch.com

David Phife, President

Services: CD, DE, DT, SA

Discovery Research Group

6975 Union Park Center, Suite 450
Salt Lake City, UT 84047

Ph. 800-678-3748

Fax 801-748-2784
sales@drgutah.com

www.drgutah.com

Bob Higginson, Business Dev. Manager
Services: CD, DT

Economic Systems, Inc.

3141 Fairview Park Dr., Suite 700
Falls Church, VA 22042
Ph.703-642-5225

Fax 703-642-5595
kcunningham@econsys.com
WWW.ECOoNsys.com

Kim Cunningham, Vice President
Services: SA

Equations Rsch & Strategic Cnslts Pvt.

#37, Conran Smith Road

Prasad Chambers 3rd floor, Gopalpuram
Chennai TN 600 086

India

Ph. 91-44-2835-1765

Fax 91-44-2835-2300
marketresearch@equations.com
www.marketresearch.equations.com
Services: CD, DE, DT

Equifax Marketing Services, Inc.
1621 18th St., Suite 300

Denver, CO 80202

Ph. 303-298-5277

Fax 303-298-5455
david.triggs@equifax.com

David Triggs, Dir. of Market Research
Services: CD, DE, DT, SC, SA

www.quirks.com

Essex 3 Tabulations

4091 Saltburg Rd., Suite F
Murrysville, PA 15668-8524

Ph. 412-798-0444

Fax 412-798-0450
mitch@essex3.com
www.essex3.com

Mitch Singerman, General Partner
Services: CD, DE, DT, SA

Essex Tabulating Co.

1435 Morris Ave.

Union, NJ 07083

Ph. 908-933-0212 or 908-933-0213
Fax 908-933-0215
essestab@aol.com

Gabe Fisch

Services: CD, DE, DT, SA

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
Deborah Stearns

Services: CD, DE, DT, SA

Estymator

ul. Szpitalna 4

00 031 Warsaw

Poland

Ph. 48-22-827-47-62

Fax 48-22-826-30-67
office@estymator.com.pl
www.estymator.com.pl

Dr. Jacek Choloniewski, Director
Services: CD, DE, DT, SA

-Tabs

Wi e-Labs com
E-Tabs

927 Suzy St.
Sandwich, IL 60548
Ph. 888-823-8227
Fax 888-680-9009
info@e-tabs.com
www.e-tabs.com
Benjamin Rietti
Services: SA

E-Tabs provides specialist software solutions
for market research suppliers and buyers. E-
Tabs software covers the electronic delivery,
reporting and analysis of survey tables and
automation of report presentations. Automate
charts, graphs, reports and presentations with
the award winning E-Tabs Enterprise. Deliver
and browse tables electronically with E-Tabs
Reader. Analyze project data online with E-
Tabs Interactive. See www.e-tabs.com/prod-
ucts.

(See advertisement on opposite page)
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

Eureka Facts,LLC

17 W. Jefferson St., Suite 5

Rockville, MD 20850-4201
Ph.301-610-0590 or 866-MY-FACTS
Fax 301-610-0640
jorge@eurekafacts.com
www.eurekafacts.com

Services: SA

Executive Assistant

10604 Sunburst View Dr.

Clermont, FL 34711

Ph. 352-242-9956 or 866-225-2984
Fax 352-242-6647
parker@executiveassistant.biz
www.executiveassistant.biz

Patricia Parker, Principal

Services: DE

Facts International Ltd.

Facts Centre, 3 Henwood

Ashford, Kent TN24 8FL

United Kingdom

Ph.44-123-363-7000 or 0800-1695343
Fax 44-123-362-6950
facts@facts.uk.com

www.facts.uk.com

Barbara Lee, CEQ

Services: CD, DE, DT, SA

Fieldwork Quant Group

4849 N. Milwaukee Ave., Suite 500
Chicago, IL 60630
Ph.888-TO-FIELD or 773-282-0203
Fax 773-282-6422
info@quantgroup.fieldwork.com
www.fieldwork.com

Services: CD, DE, DT

Flake-Wilkerson Market Insights, LLC
333 Executive Ct., Suite 100

Little Rock, AR 72205
Ph.501-221-3303 or 800-327-8831
Fax 501-221-2554
research@mbktinsights.com
www.mktinsights.com

Services: CD, DE, DT, SA

Forum Research, Inc.
Access Research Inc.

180 Bloor St.W., Suite 1401
Toronto, ON M5S 2Ve
Canada

Ph.416-960-9600 ext. 9603 or 416-960-
9600 ext. 9258

Fax 416-960-9602
Ibozinoff@forumresearch.com
www.forumresearch.com

Dr. Lorne Bozinoff, President
Services: CD, DE, DT, SC, SA

90 | Quirk’s Marketing Research Review

Framework

1 Rosebery Avenue

London EC1R 4SR

United Kingdom

Ph. 44-20-7278-0187

Fax 44-20-7278-0195
mail@framework.co.uk
www.framework.co.uk
Services: CD, DE, DT, SC, SA

Frekans Research Field & Tab Services
Koresehitleri Cad. No:1 D:5, Yonca Apt
Zincirlikuyu, A Blok Zincirlikuyu
80300 Istanbul

Turkey

Ph.90-212-274-2063

Fax 90-212-267-1502
frekans@frekans.com.tr
www.frekans.com.tr

Caglayan Isik

Services: CD, DE, DT, SA

Friedman Marketing Services
500 Mamaroneck Ave.
Harrison, NY 10528

Ph. 914-698-9591

Fax 914-698-2769
gvigeant@nopworld.com
www.friedmanmktg.com
Services: CD, DE, DT

Genesis Marketing and Research, Inc.
1239 73rd St., Suite E

Des Moines, IA 50311
Ph.515-457-7484

Fax 775-416-8718
engelken@netins.net
www.genesismarketingandresearch.com
Dale Engelken

Services: CD, DE, DT, SA

Georgia Data Processing, Inc.
120 Gloster Rd. N.W., Suite 4B
Lawrenceville, GA 30044

Ph. 770-806-9040

Fax 770-806-9553
gadp@mindspring.com

Georgia Briggs, President
Services: CD, DE, DT

I

Globhal Market Insite, Inc. (GMI)
2835 82nd Ave. S.E., Suite S100
Mercer Island, WA 98040

Ph. 206-315-9300

Fax 206-315-9301
infoQ@gmi-mr.com
WWwW.gmi-mr.com

Mark Houston

Services: CD, DE, DT, SA

GMTI provides e-business solutions for market
research. GMI’s Net-MR software suite inte-

grates features for panel management, project
management, mixed-mode data collection, and

analysis and reporting. Net-MR is entirely
Web-based. The tools are enhanced by access
to GMI’s online consumer panel, which is

active in over 200 countries. In addition, GMI
provides cost-effective service bureau support

www.quirks.com

and custom software development services.
GMTI offers data processing services
(See advertisement on opposite page)

Group Sigma Ltd.

143 Westmoreland Road
Bromley, Kent BR2 0TY
United Kingdom

Ph. 44-20-8460-9191

Fax 44-20-8460-3969
info@group-sigma.com
Teresa Lyng

Services: CD, DE, DT, SC, SA

H & H Data Services

12184 Waters Edge Court
Loveland, OH 45140
Ph.513-625-1270
hhdatal@aol.com

Cathy L. Hughes, Managing Partner
Services: CD, DE, DT

Robert Hale & Associates

6540 Lusk Blvd., Suite C256

San Diego, CA 92121

Ph. 858-270-1600

Fax 858-270-2064
info@roberthaleassociates.com
www.roberthaleassociates.com

Diana Walker, Vp Business Development
Services: SA

Hase/Schannen Research Associates (HSR)
231 Clarksville Rd.

P.0. Box 2061

Princeton, NJ 08543

Ph. 609-799-3939

Fax 609-799-4134

hsr@hsra.com

www.hsra.com

Paul Hase

Services: SA

HBS Consulting, Inc

100 North LaSalle St., Suite 1104
Chicago, IL 60602
Ph.312-377-3816

Fax 312-377-8828
valerie.kellogg@hbs-consulting.com
www.hbs-consulting.com

Valerie Kellogg, Managing Director
Services: DT, SA

L.S.I.S.-Integrated Strategic Information
Services

2160 Ward Way

Woodside, CA 94062

Ph. 650-298-8555

Fax 650-298-9555

isis@isisglobal.com

www.isisglobal.com

Marc Limacher, Managing Director
Services: SA

imyst, inc.

P.0.Box 7733

Ann Arbor, M1 48107
Ph. 248-528-0255
Fax 248-282-0816
team@imyst.com
www.imyst.com
Services: DT, SA
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

Independent Data Analysis Ltd
33 Welbeck Street

London W1M 8LX

United Kingdom

Ph. 44-20-7486-4300

Fax 44-486-4322
surveys@ida.co.uk
www.ida.co.uk

Services: CD, DE, DT, SC, SA

Informa Research Services, Inc.
26565 Agoura Rd., Suite 300
Calabasas, CA 91302
Ph.800-848-0218

Fax 818-880-8448
inquiries@informars.com
www.informars.com

Services: CD, DE, DT, SC, SA

Informa Research Services, Inc.
(formerly Market Trends, Inc.)

375 Corporate Dr. S., Suite 100
Seattle, WA 98188
Ph.800-848-0218

Fax 206-575-8779
inquiries@informars.com
www.informars.com

Jackie Weise, Dir. of Nat’t Field & Tab
Services: CD, DE, DT, SC, SA

Information & Data Services
22 Hamlin St.

Orono, ME 04473-3826
Ph.207-866-3696
ggordonl@verizon.net
Services: CD, DE, DT, SA

InfoTech Marketing

9888 W. Belleview Ave., Suite 472
Littleton, CO 80123
Ph.720-732-4588

Fax 720-528-7682
tim@infotechmarketing.net
www.infotechmarketing.net

Tim Walters

Services: DT, SA

InfoTek Research Group, Inc.
4915 S.W. Griffith Dr., Suite 210
Beaverton, OR 97005
Ph.503-644-0644

Fax 503-641-0771
steve@infotekresearch.com
www.infotekresearch.com

Steve Boespflug, V.P./Principal
Services: CD, DE, DT, SA
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Innis Maggiore Group Integrated
Communications

4715 Whipple Ave. N.W.

Canton, OH 44718

Ph. 330-492-5500

Fax 330-492-5568
doug@innismaggiore.com
Www.innismaggiore.com

Dick Maggiore, President & CEO
Services: CD, DE, DT, SA

Inquire Market Research, Inc.
1801 E. Edinger Ave., Suite 205
Santa Ana, CA 92705-4734

Ph. 800-995-8020

Fax 714-835-8060
don.minchow@inquireresearch.com
www.inquireresearch.com

Don Minchow, President

Services: CD, DE, DT, SA

Insight Analysis

1301 Eugenia Ave.

San Francisco, CA 94110-5647
Ph. 415-282-1369

Fax 415-282-0185
lanalysis@aol.com

Jacqueline Dawley, President
Services: SA

Insight DATA Services Ltd.

6 Weston Close

11 Marhill Road

Woodthorpe, Nottingham NG5 4FS
United Kingdom

Ph. 44-115-962-6558

Fax 44-115-985-8874
admin@insightresearchservices.co.uk
www.insightresearchservices.co.uk
Services: CD, DT, SA

InsightExpress, LLC

1351 Washington Blvd.

Stamford, CT 06902

Ph. 877-329-1552 or 203-359-4174
Fax 203-359-4718
skraft@insightexpress.com
www.insightexpress.com

Sand Kraft

Services: CD, DT, SA

Intelligent Analytical Services
11610 Regent St.

Los Angeles, CA 90066

Ph. 310-390-6380

Fax 310-390-4720
data@iasinfo.com
www.iasinfo.com

Charles J. Schwartz, Principal
Services: SA

International Field & Tab Solutions
Limited

Church House

1 Church Road

Croydon, Surrey CRO 1SG
United Kingdom

Ph. 44-20-8401-1390
Fax 44-20-8401-1391
info@iftsl.com
www.iftsl.com

Steve Hedger

Services: CD, DE, DT, SA

www.quirks.com

Interviewing Service of America, Inc.
15400 Sherman Way, 4th floor

Van Nuys, CA 91406-4211

Ph. 818-989-1044

Fax 818-756-7489
mhalberstam@isacorp.com
www.isacorp.com

Michael Halberstam, President
Services: CD, DE, DT, SA

R.Isaacs Computing Associates, Inc.
51 Monterey Pointe Dr., Suite 101
Palm Beach Gardens, FL 33418-5808
Ph. 877-RIC-TABS

Fax 631-382-8202
info@ric-associates.com
www.ric-associates.com

Richard Isaacs, President

Services: DE, DT, SA

Issues and Answers Network, Inc.
Global Marketing Research

5151 Bonney Rd., Suite 100

Virginia Beach, VA 23462

Ph. 757-456-1100 or 800-23-ISSUE
Fax 757-456-0377
peterm@issans.com

www.issans.com

Peter McGuinness, President
Services: CD, DE, DT, SA

J & D Data Services

2828 W. Parker Rd., Suite 102D
Plano, TX 75075
Ph.972-596-6474

Fax 972-964-6767
joe@jddataservices.com
www.jddataservices.com

Joe Deegan

Services: CD, DE, DT, SC, SA

J. Reckner Associates, Inc.

587 Bethlehem Pike, Suite 800
Montgomeryville, PA 18936-9742
Ph. 215-822-6220

Fax 215-822-2238
mstrasser@reckner.com
www.reckner.com

Services: CD, DE, DT, SC, SA

JFK Market Research
6705 Halstead Ave.

Mound, MN 55364
Ph.952-472-3036

Fax 503-685-9338
jean@jfkmarketresearch.com
www.jfkmarketresearch.com
Services: DT, SA

JRP Marketing Research Services
100 Granite Dr, Terrace Level
Media, PA 19063

Ph. 610-565-8840

Fax 610-565-8870
jrpmark@jrpmr.com
WWW.jrpmr.com

Paul Frattaroli, President

Services: CD, DE, DT, SA



Karp Data Services

4426 Ensenada Dr.
Woodland Hills, CA 91364
Ph.818-999-2701

Fax 530-267-5354
oliver@karpdata.com
www.karpdata.com

Oliver Karp, President
Services: CD, DE, DT, SA

KeyTech Data Centres Ltd.
6655 Kitimat Rd., Unit 4
Mississauga, ON L5N 6J4
Canada

Ph.905-858-5995

Fax 905-858-7651
info@keytechdata.com
www.keytechdata.com
Services: CD, DE, DT, SC, SA

KG Tabs, Inc.

221 Essex St.

P.0. Box 1648
Montauk, NY 11954
Ph. 631-668-9402
Fax 631-668-9408
Services: DE, DT

KPC Research

600 S.Tryon St.

Charlotte, NC 28202
Ph.704-358-5757 or 800-852-2794
Fax 704-358-5745
kpcresearch@kpcresearch.com
www.kpcresearch.com

Services: DT, SA

Kudos Research

19-21 Nile Street
London N1 7LL

United Kingdom
Ph.44-20-7490-7888
Fax 44-20-7665-3210
info@kudosresearch.com
www.kudosresearch.com
Services: CD, DE, DT, SA

Language Logic, LLC

617 Vine St., Suite 1307
Cincinnati, OH 45202
Ph.513-241-9112

Fax 513-241-5833
rudy.bublitz@languagelogic.net
www.languagelogic.net
Services: CD

Lein/Spiegelhoff, Inc.

720 Thomas Lane
Brookfield, WI 53005
Ph.262-797-4320

Fax 262-797-4325
info@lein-spiegelhoff.com
www. lein-spiegelhoff.com
Charles Spiegelhoff, President
Services: CD, DE, DT

Leone Marketing Research
4250 Alafaya Trl., Suite 212-410
Oviedo, FL 32765

Ph. 407-977-0948

Fax 407-977-8553
ftrimboli@cfl.rr.com

Felicia Trimboli, President
Services: CD, DE, DT, SC, SA

MACRO Consulting, Inc.

1900 Embarcadero Rd., Suite 110
Palo Alto, CA 94303

Ph. 650-812-7550

Fax 650-812-7551
dick@macroinc.com
WWw.macroinc.com

Dick McCullough

Services: SA

Majestic MRSS Ltd.
Raghuvanshi Mills Compound, 11-13 Senapati
Bapat Marg

Lower Parel,

Bombay, Maharashtra 400 013
India

Ph.91-22-56604151/2 or 91-22-
9892296233

Fax 91-22-56604155
raj@mslindia.com
www.mslindia.com

Raj Sharma

Services: CD, DE, DT, SC, SA

Mangen Research Associates, Inc.
5975 Ridgewood Road

Mound, MN 55364

Ph. 952-472-4369

Fax 952-472-2378
djmangen@mrainc.com
www.mrainc.com

David J. Mangen

Services: DT, SA

Charles R. Mann Associates, Inc.
1111 14th St. N.W., Suite 800
Washington, DC 20005-5666

Ph. 202-466-6161 or 800-669-7828
Fax 202-466-6050
crmann@mannassociates.com
www.mannassociates.com

Charles R. Mann, Ph.D., President
Services: CD, DE, DT, SA

Maritz
N

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

Services: CD, DE, DT, SC, SA

Maritz Research Inc. provides actionable intel-
ligence to achieve business success. Improves
your understanding of customer behavior by
examining: Choice: Why customers select your
products. Experience: What happens at key
“*moments of truth” with your customers.

Www.quirks.com

Loyalty: Why customers return, defect, or buy
more. The company specializes in the automo-
tive, financial services, hospitality, telecommu-
nications, retail, and technology sectors.

(See advertisement on p. 17)

Market Analytics International, Inc.
P.0. Box 224

Ridgewood, NJ 07451

Ph. 201-652-9952

Fax 201-652-9953
info@marketanalytics.com
www.marketanalytics.com

Michele McKenna

Services: CD, DE, DT, SC, SA

Market Decisions Corporation
8959 S.W. Barbur Blvd., Suite 204
Portland, OR 97219
Ph.503-245-4479

Fax 503-245-9677
info@mdcresearch.com
www.mdcresearch.com

Lester Harman

Services: CD, DE, DT, SA

Market Insight, Inc.

112 W. Foster Ave., Suite 202-C
State College, PA 16801
Ph.800-297-7710 or 814-231-2140
Fax 814-234-7215
frankf@mbkt-insight.com
www.mkt-insight.com

Services: CD, DE, DT, SA

Market Intelligence

San Luis Potosi 43

6 Col. Roma Sur

Mexico City 16020

Mexico

Ph. 52-55-5564-7566
contacto@marketintelligence.com.mx
www.marketintelligence.com.mx
Hector Tavera, President

Services: CD, DE, DT, SA

Market Perceptions, Inc.
Health Care Research, Inc.
240 St. Paul St., Suite 100
Denver, CO 80206
Ph.303-388-0873

Fax 303-388-3822
kweiss@marketperceptions.com
www.marketperceptions.com
Services: SA

Market Probe International, Inc.
114 E. 32nd St., Suite 1603

New York, NY 10016-5506
Ph.212-725-7676

Fax 212-725-7529
alan@marketprobeint.com
www.marketprobeint.com

Alan Appelbaum, President
Services: CD, DE, DT, SC, SA

Quirk’s Marketing Research Review | 93

d e1eqQ

—
o
O
D
wn
<
>

o




(@)]
=
192}
wn
(<5
(&
o
-
(a8
©
-+
1]
(]

CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

Market Probe, Inc.

2655 N. Mayfair Rd.
Milwaukee, WI 53226-1310
Ph. 414-778-6000

Fax 414-778-3730
info@marketprobe.com
www.marketprobe.com

Kurt Pflughoeft

Services: CD, DE, DT, SC, SA

Market Resource Associates, Inc.
15 S. Fifth St., 8th floor
Minneapolis, MN 55402

Ph. 612-334-3056 or 800-795-3056
Fax 612-334-3121
dan.bredahl@mraonline.com
www.mraonline.com

John Cashmore, CEO

Services: CD, DE, DT, SA

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 Kakugawa, President
Services: CD, DE, DT, SA

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

Jose Oliver

Services: CD, DE, DT, SA

Marketing Information Systems Int’l.
120 Sylvan Ave.

Englewood Cliffs, NJ 07632
Ph.201-947-6900

Fax 201-947-2706

info@misi-intl.com

www.misi-intl.com

Allan Baer

Services: CD, DE, DT, SA

Marketing Intelligence,LLC
1636 N. Swan Rd., Suite 102
Tucson, AZ 85712
Ph.520-321-0110

Fax 520-321-1649
chrisb@mktg-intelligence.com
www.mktg-intelligence.com
Services: CD, DE, DT, SA
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Marketing Masters

5782 Gold Dust Dr.

De Pere, WI 54115
Ph.920-737-7676
sales@surveysaid.com
www.surveysaid.com

Michael Smits, Sales & Mktg. Magr.
Services: DE, DT

Marketing
:l-"“.l,: ms
Group

Marketing Systems Group

565 Virginia Dr.

Fort Washington, PA 19034-2706
Ph. 800-336-7674 or 215-653-7100
Fax 215-653-7115

info@m-s-g.com

WWW.m-s-g.com

Dale W. Kulp, President

Services: DT, SA

Marketing Systems Group provides innovative
products and services to the survey research
industry. Company resources include full soft-
ware and information system design, develop-
ment and support along with database man-
agement, analysis and exploitation capabili-
ties.

(See advertisement on p. 59)

MarketTools, Inc.

One Belvedere Place

Mill Valley, CA 94941
Ph. 415-462-2200

Fax 415-462-2180
info@markettools.com
www.markettools.com
Services: CD, DE, DT, SA

MarketVision Research®
10300 Alliance Rd.
Cincinnati, OH 45242
Ph.513-791-3100

Fax 513-794-3500
info@mv-research.com
Www.mv-research.com

Jon Pinnell, President
Services: CD, DT, SA

MarketVisions

(Div. of Environics Research Group-Western)
630, 999-8 Street, S.W.
Calgary, ABT2R 1J5
Canada

Ph. 403-802-4338

Fax 403-228-9165
info@marketvisions.ca
www.marketvisions.ca
Stasi Manser

Services: CD, DE, DT, SA

The Martec Group - Green Bay
1445 North Rd., Suite 1

Green Bay, WI 54313
Ph.920-494-1812 or 888-811-5755
Fax 920-494-3598
linda.segersin@martecgroup.com
www.martecgreenbay.com

Mary Prisco, Ph.D.

Services: CD, DE, DT, SA

www.quirks.com

Maryland Marketing Source, Inc.
9936 Liberty Road

Randallstown, MD 21133

Ph. 410-922-6600

Fax 410-922-6675
cspara@mdmarketingsource.com
www.mdmarketingsource.com
Services: CD, DE, DT, SA

Mathematical Data Systems, Inc.
P.0. Box 685

Bridgehampton, NY 11932

Ph. 631-537-6949

Fax 631-537-6944
melmds@attglobal.net
www.mathdatasys.com

Dr. Mel Taiuiter

Services: DT, SA

The Matrix Group, Inc.
501 Darby Creek Rd., #25
Lexington, KY 40509

Ph. 859-263-8177 or 800-558-6941

Fax 859-263-1223
matre@tmgresearch.com
www.tmgresearch.com
Martha DeReamer

Services: CD, DE, DT, SC, SA

Matrix Research Limited
Field & Tab & More

55 Doncaster Ave., Suite 280
Thornhill, ON L3T 1L7
Canada

Ph.905-707-1300

Fax 905-707-1307
survey@matrixresearch.ca
www.matrixresearch.ca
Chris Loree

Services: CD, DE, DT, SC, SA

Matrix, Inc.

3490 U.S. Rte. 1

Princeton, NJ 08540

Ph. 609-452-0099

Fax 609-452-8644
info@matrixdataprocessing.com
www.matrixdataprocessing.com
Jacob Katz, President

Services: CD, DE, DT

Maverick Research Inc.

248 Dupont St.

Toronto, ON M5R 1V7
Canada

Ph. 416-960-9934

Fax 416-960-1917
nancy@maverickresearch.com
www.maverickresearch.com
Nancy Gulland, President
Services: CD, DE, DT

MAXimum Research, Inc.
1860 Greentree Rd.
Cherry Hill, NJ 08003

Ph. 856-874-9000 or 888-212-7200

Fax 856-874-9002
sales@maximumresearch.com
www.maximumresearch.com
Robert A. Malmud, President
Services: CD, DE, DT, SA



MDSS

Marketing Decision Support Systems, Inc.
7098 N. Shadeland Ave., Suite H
Indianapolis, IN 46220
Ph.800-870-MDSS or 317-594-3150
Fax 317-594-3155
kathy@mdssworld.com
www.mdssworld.com

Kathy Pellman, Vice President

Services: DE

MedProbe Inc.

13911 Ridgedale Dr., Suite 400
Minneapolis, MN 55305
Ph.952-540-0718

Fax 952-540-0721
info@medproberesearch.com
www.medproberesearch.com
Mitchell T. Gersovitz, Ph.D.
Services: CD, DE, DT, SA

Megatab

1405 Bishop, Suite 101

Montreal, PQ H3G 2E4

Canada

Ph.514-847-0085

Fax 888-510-0023
info@megatab.com
www.megatab.com

Marine Le Bouar, Sales & Mktg. Dir.
Services: CD, DE, DT, SC, SA

Mercury Outsourcing Management Ltd.
115 S.Wilke Rd., Suite 302

Arlington Heights, IL 60005
Ph.847-637-2029

Fax 847-483-8552
swadesh@mercuryoutsource.com
Www.mercuryoutsource.com

Services: CD, DE, DT

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
Services: CD, DE, DT, SA

MICROTAB’

Microtah, Inc.

500 Sun Valley Dr., Unit D-2

Roswell, GA 30076
Ph.866-MICROTAB or 770-552-7856
Fax 770-552-7719
info@microtab.com

www.microtab.com

Larry Hills, Managing Director
Services: CD, DE, DT, SA

Emphasizing outstanding customer service,
Microtab The Service Bureau utilizes all the
features of Microtab XP 2005 to provide low-
cost, fast turnaround for all your data process-
ing needs. In addition to crosstabulations, we
provide Web interviewing, inbound/outbound
mailing, SPSS file import/export, key data
entry, charting, stat testing, coding and/or

typed verbatims. We provide the information
you need when you need it.
(See advertisement on p. 46)

The Miller Research Group, Inc.
350 W. Kensington Rd., Suite 109
Mt. Prospect, IL 60056

Ph. 847-342-1500

Fax 847-342-1509
info@mrgservices.com
Www.mrgservices.com

Jim Miller, President

Services: CD, DE, DT, SC, SA

Modern Survey, Inc.

701 N. 3rd St., Suite 202
Minneapolis, MN 55401
Ph. 612-399-3837

Fax 612-399-0754
info@modernsurvey.com
www.modernsurvey.com
Tim Riley, Sr. V.P. Bus. Dev.
Services: CD, DE, DT, SA

Moskowitz Jacobs Inc.
1025 Westchester Ave.
White Plains, NY 10604
Ph.914-421-7400

Fax 914-428-8364
mji@mji-designlab.com
www.mji-designlab.com
Services: DT, SA

MRSI (Marketing Research Services, Inc.)
720 East Pete Rose Way, Suite 200
Cincinnati, OH 45202

Ph. 513-579-1555 or 800-SAY-MRSI

Fax 513-562-8819

info@mrsi.com

WWw.mrsi.com

Holly Ford

Services: CD, DE, DT, SA

Gary Mullet Associates, Inc.
466 Connemara Crossing
Lawrenceville, GA 30044-4854
Ph.770-931-3654
gmmullet@mindspring.com
Gary M. Mullet, President
Services: SA

MVJ Group Inc.

1240 Bay St., Suite 204
Toronto, ON M5R 2A7
Canada

Ph. 416-445-2478

Fax 416-445-7003
admin@mvj-group.on.ca
WWW.Mmvj-group.on.ca
Margaret Torrance, President
Services: CD, DE, DT, SC, SA

National Survey Research Center
5350 Transportation Blvd., Suite 19
Cleveland, OH 44125

Ph. 800-837-7894 or 216-518-2805
Fax 216-518-2903

nsrc@nsrc.com

Alan F. Dutka

Services: CD, DE, DT, SA

Www.quirks.com

NCH Analytical Services
155 Pfingsten Rd., Suite 200
Deerfield, IL 60015

Ph. 847-317-5661

Fax 847-317-5628
dstepanek@nchmarketing.com
www.nchmarketing.com
Donna Stepanek, Director
Services: SA

NCSS

329 N.1000 E.
Kaysville, UT 84037
Ph. 801-546-0445
Fax 801-546-3907
sales@ncss.com
WWW.NCSss.com

Jerry Hintze
Services: SA

Neifert Data Services

506 Bethlehem Pike

Fort Washington, PA 19034
Ph. 215-643-9900
pneifert@aol.com

Paul Neifert

Services: CD, DE, DT, SA

New Age Media Systems, Inc.
1350 Broadway, Suite 2215
New York, NY 10018

Ph. 212-695-1590

Fax 212-695-6278
steve@crosstab.com
www.crosstab.com

Services: DT

New Orleans Field Services Associates
257 Bonnabel Blvd.

Metairie, LA 70005-3738
Ph.504-833-0641

Fax 504-834-2005

nofsa@bellsouth.net

Peggy T. Gereighty

Services: DT

Nichols Research, Inc.

333 W. El Camino Real, Suite 180
Sunnyvale, CA 94087

Ph. 408-773-8200

Fax 408-733-8564
sunnyvale@nicholsresearch.com
www.hicholsresearch.com

Ray Yeen, Data Processing Mgr.
Services: CD, DE, DT

NIPO Software

P.0. Box 247

Grote Bickersstraat 74
1000 AE Amsterdam
Netherlands

Ph. 31-20-522-59-89
Fax 31-20-522-53-33
info@niposoftware.com
www.niposoftware.com
Jeroen Noordman
Services: CD, DE, DT, SA
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

NJW Research

42 Catherine St.
Poughkeepsie, NY 12601
Ph.845-471-7445

Fax 845-454-5934
mgw100@njwresearch.com
www.njwresearch.com
Services: CD, DE, DT, SA

North Coast Behavioral Research Group
25 Prospect Ave. W., Suite 1700
Cleveland, OH 44115

Ph.216-861-5780

Fax 216-736-4432

cwargo@wyseadv.com

www.ncbrg.com

Cindy Wargo

Services: CD, DE, DT, SA

0’Connor & Associates
759 Jackson Rd.
Stewartsville, NJ 08886
Ph.908-859-8260

Fax 240-757-0332
avigg@bellatlantic.net
WWW.0C0Nassoc.com
Services: SA

CJ Olson Market Research, Inc.
901 N.3rd St., Suite 218
Minneapolis, MN 55401-1141

Ph. 612-378-5040 or 800-788-0085
Fax 612-378-5401
gbelkengren@cjolson.com
www.cjolson.com

Gayle Belkengren

Services: CD, DE, DT, SC, SA

sy Resesaurch Giroug, T,

The Olson Research Group, Inc.
Princeton Crossroads Corporate Center
300 Phillips Blvd., Suite 100

Ewing, NJ 08618

Ph. 609-882-9888

Fax 609-882-9826
colson@olsonresearchgroup.com
www.olsonresearchgroup.com

Chip Olson, President

Services: CD, DE, DT

Choose Olson Research Group, Inc. for full-
service quantitative or qualitative research,
online research or data collection. Specializing
in pharmaceutical and health care research,
we handle all steps from study design to
analysis and interpretation of results. All
research is conducted by professional
researchers, highly-trained moderators, and
experts in the appropriate discipline. Full-time,
trained interviewers staff our in-house phone
center using either CATI or paper surveys. We
handle all interviewing, data processing, cod-
ing, editing, and data file production in our
corporate headquarters.

(See advertisement on p. 15)
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On-Line Communications, Inc.

401 S.E. Dewey

Bartlesville, 0K 74003

Ph. 800-765-3200 or 918-338-2000
Fax 918-338-0831
askus@on-linecom.com
www.on-linecom.com

Services: CD, DT

Independent telephone and Internet data col-
lection company with 180 stations. CATI
interviewing using CfMC. In-house Web survey
hosting and e-mail management. Coding, edit-
ing and tabulation. On- and off-site monitor-
ing. Inbound call routing. Owned and staffed
by professionals with full-service background.
Separate business services division.
Trademarked services include Appendata,
Brandstanding and Qualcheck.

(See advertisement on pp. 37, 55)

Opinion Access Corp.

31-00 47th Ave.

Long Island City, NY 11101

Ph. 718-729-2622 or 888-489-DATA
Fax 718-729-2444
info@opinionaccess.com
www.opinionaccess.com

Joe Rafael

Services: CD, DE, DT, SC

= DPINION

Opinion Search Inc.

160 Elgin Street, Suite 1800
Ottawa, ON K2P 2P7

Canada

Ph. 800-363-4229 or 613-230-9109
Fax 613-230-3793
info@opinionsearch.com
www.opinionsearch.com

Ed Hum, President/CEOQ

Services: CD, DE, DT, SA

Opinion Search Inc. provides a range of data
processing and statistical analysis services. We
have considerable experience in conducting
statistical routines, cleaning data files, produc-
ing tabular output, and weighting data.
Statistical routines from simple frequencies
and crosstabulations to complex multivariate
analysis are available using a wide range of
statistical software including SPSS, SAS,
Quantime, WinCross and STAT-XP.

(See advertisement on p. 19)

OPINIONation

4301 Ridge Rd.

Cleveland, OH 44144

Ph. 216-351-4644

Fax 216-351-7876
ron@opinionation.com
www.opinionation.com

Ron Kornokovich, President
Services: CD, DE, DT, SA

www.quirks.com

Optimum Solutions Corp.

266 Merrick Rd.

Lynbrook, NY 11563

Ph. 516-247-5300

Fax 516-247-5301
ira.sadowsky@oscworld.com
www.oscworld.com

Ira Sadowsky, Exec. Vice President
Services: CD, DE, DT, SC, SA

|

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

Brad Hontz, Director

Services: DT, SA

PAI’s mTAB service is a uniquely powerful
tool for the analysis of survey research data.
Now in use for over 18 years at many of the
world’s largest consumer product companies,
mTAB enables our customers’ “‘knowledge
workers’ to quickly and easily link and mine
even the largest survey research data sets.
(See advertisement on p. 62)

Paradigm Technologies Int’l.
4 Yellowstone Dr.

Old Bridge, NJ 08857

Ph. 732-656-7676

Fax 732-656-7676
ravipara@aol.com
www.paradigmtek.com

Ravi Iyer, President

Services: CD, DE, DT, SC, SA

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

Judy Hominy

Services: CD, DE, DT, SA

PDPC, Ltd.

172 Monce Rd.

Burlington, CT 06013

Ph. 860-673-9278 or 860-675-9026
charles_s_patridge@prodigy.net
WwWw.sconsig.com

Charles Patridge

Services: DT, SA



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
Adrian E. Percy

Services: CD, DE, DT, SC, SA

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

Services: DE, DT

Pine Company

10559 Jefferson Blvd.

Culver City, CA 90232

Ph.800-969-PINE (7463) or 310-815-5700
Fax 310-815-5799

infomail@pinedata.com

www.pinedata.com

Ben Alley, Sales Director

Services: CD, DE, DT, SC, SA

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

Bonnie Howard

Services: CD, DE, DT, SA

Point Research Services, LLC

297 - 101 Kinderkamack Rd., Suite 220
Oradell, NJ 07649

Ph.201-387-0404

Fax 201-387-2622
frankoleary@pointrs.com
www.pointrs.com

Frank O’Leary

Services: CD, DE, DT

Population Research Systems, LLC
A Member of FSC Group

100 Spear St., Suite 1700

San Francisco, CA 94105
Ph.415-777-0707

Fax 415-777-2420
info@fscgroup.com
www.fscgroup.com

Services: SA

Portland Research Group

408 Fore St.

Portland, ME 04101
Ph.207-874-2077

Fax 207-874-2076
blockwood@portlandresearch.com
www.portlandresearch.com

Bruce M. Lockwood, President/Founder
Services: CD, DE, DT, SA

Precision Research Inc.

5681 W. Beverly Lane

Glendale, AZ 85306-1879

Ph. 602-997-9711

Fax 602-997-5488
jmuller@precisionresearchinc.com
John Muller, President/CEQ
Services: CD, DE, DT, SC, SA

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 Adleman, President
Services: CD, DE, DT

Principia Products

301 Lindenwood Dr., Suite 100
Malvern, PA 19355

Ph. 800-858-0860 or 610-647-7850
Fax 610-647-8771
sales@PrincipiaProducts.com

www. PrincipiaProducts.com

Sales Department

Services: SC

Proactive Insight

(Part of Synovate)

The Campus, Ground floor
Wrigley Field, 57 Sloane Street
Bryanston 2021

South Africa

Ph. 27-11-709-7800

Fax 27-11-463-2233
info@proactive.co.za
www.proactive.co.za

Karin Bailie

Services: CD, DE, DT, SC, SA

Prognosys e Services Pvt Ltd
UG-1, DD-8, Kallkaji Extension
Nehru Enclave

New Delhi 110019

India

Ph.91-11-5160-4936

Fax 91-11-5160-4937
gaurav@prognosyse.com
WWW.Prognosyse.com

Services: CD, DE, DT, SC, SA

P-STAT, Inc.

230 Lambertville-Hopewell Rd.
Hopewell, NJ 08525-2809

Ph. 609-466-9200

Fax 609-466-1688
sales@pstat.com
www.pstat.com

Sebbie Buhler

Services: DT, SA

Pulse Train Ltd.

270 South Central Blvd., Suite 207
Jupiter, FL 33458

Ph. 561-842-4000

Fax 561-842-7280
sales@pttsystems.com
www.pttsystems.com

Henry A. Copeland, President
Services: CD, DE, DT, SC, SA

Www.quirks.com

QMark Research & Polling
American Savings Bank Tower, 19th
1001 Bishop St.

Honolulu, HI 96813

Ph. 808-524-5194

Fax 808-524-5487
bankersmit@starrtech.com
www.starrseigle.com

Barbara Ankersmit, President
Services: CD, DE, DT, SC, SA

QPSMR Limited
Thames Park, Lester Way
Hithercroft, Wallingford
Oxon 0X10 9TA

United Kingdom

Ph. 44-1491-825644
Fax 44-1491-832376
info@qpsmr.Itd.uk
www.gpsmr.ltd.uk

Ros Biggs, Director
Services: CD, DE, DT, SA

QSA Research & Strategy
4920 John Ticer Dr.
Alexandria, VA 22304
Ph.703-567-7655

Fax 703-567-6156
bquarles@qsaresearch.com
www.gsaresearch.com
Robert Schnurt, V.P. Systems
Services: CD, DE, DT, SA

Quality Solutions, Inc.

P.0. Box 40147

Cleveland, OH 44140-0147

Ph. 800-471-1646 or 440-933-9946
Fax 440-933-7077
results@qualitysolutions.com
www.qualitysolutions.com

Services: CD, DE, DT, SC, SA

Quest Research

7026 0ld Katy Rd., Suite 254
Houston, TX 77024
Ph.713-956-6569

Fax 713-956-2593
research@tgba.com
www.tgba.com

Mary Jo Martin

Services: CD, DT, SA

QUESTAR

2905 W. Service Rd.

Eagan, MN 55121-2199

Ph. 800-688-0126 or 651-688-0089
Fax 651-688-0546
info@questarweb.com
www.questarweb.com

John Steinlicht, V.P. Bus. Dev. & Mktg.
Services: CD, DE, DT, SC, SA

Quick Tab Associates, Inc.

500 W. Dutton’s Mill Rd., Suite 150
Aston, PA 19014

Ph. 610-859-3791

Fax 610-859-3795
msimmons@quicktab.net
www.quicktab.net

Marion E. Simmons, President
Services: CD, DE, DT
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CD......... Coding

DE ......... Data Entry

DT ......... Data Tabulation

SC ......... Scanning Services
SA ......... Statistical Analysis

R.LS. Christie - The Data Collection Co.

14 Verral Ave.

Toronto, ON M4M 2R2
Canada

Ph.416-778-8890

Fax 416-778-8898
generalinfo@rischristie.com
www.rischristie.com
Services: CD, DE, DT

Raosoft, Inc.

3513 N.E.45th St., Suite 3W
Seattle, WA 98105
Ph.206-525-4025

Fax 206-525-4947
raosoft@raosoft.com
www.raosoft.com

Catherine McDole Rao, President
Services: DT, SA

RDA Group

450 Enterprise Court
Bloomfield Hills, MI 48302
Ph.248-332-5000

Fax 248-836-2717
abenson@rdagroup.com
www.rdagroup.com

Ann Benson, Vice President, Strategic Acts

Services: CD, DE, DT, SC, SA

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

Services: CD, DE, DT, SC, SA

RDI Marketing Services, Inc.
9920 Carver Rd.

Cincinnati, OH 45242
Ph.513-984-5927

Fax 513-984-9735
jhiley@rdimarketing.com
www.rdimarketing.com

Josh Hiley

Services: CD, DE, DT, SC, SA

ReData, Inc.

4938 Hampden Lane, Suite 510
Bethesda, MD 20814
Ph.301-951-4484

Fax 301-951-3362
info@redatainc.com
www.redatainc.com

Peter Van Brunt, President
Services: CD, DE, DT, SC, SA

Renaissance Research & Consulting
666 Fifth Ave., #432

New York, NY 10103-0001
Ph.212-319-1833

Fax 212-319-1833
postmaster@renaiss.com
WWW.renaiss.com

Services: SA
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Research & Polling, Inc.
5140 San Francisco Rd. N.E.
Albuquerque, NM 87109

Ph. 505-821-5454

Fax 505-821-5474
rpmail@rpinc.com
www.rpinc.com

Brian Sanderoff, President
Services: CD, DE, DT, SC, SA

Research Data Design, Inc.
5100 S.W. Macadam, Suite 500
Portland, OR 97239
Ph.503-223-7166

Fax 503-223-6760
info@rdd.info

www.rdd.info

Marcus Turner

Services: CD, DE, DT

Research Data, Inc.

900 W. Leigh St.

Richmond, VA 23220

Ph. 804-643-3468

Fax 804-644-3502
info@researchdata.com
www.researchdata.com

Chris Lewis

Services: CD, DE, DT, SC, SA

Research International

875 N. Michigan Ave., Suite 2511
Chicago, IL 60611

Ph. 888-387-2233
marketingusa@research-int.com
www.research-int.com

Services: CD, DE, DT, SA

g‘:l 1E KESEAKLCH >PECTRUM
£ LI

The Research Spectrum

2243 Market St.

San Francisco, CA 94114-1612
Ph. 415-701-9979

Fax 415-701-9978
info@researchspectrum.com
www.researchspectrum.com
Services: CD, DE, DT, SA

The Research Spectrum, a full-service market-
ing research firm, offering both quantitative
and qualitative research. We are vertically
integrated, with complete project manage-
ment, data collection, tabulation and analyti-
cal services. We have completed over 1,700
projects for more than 300 different clients.
Importantly, over 95 percent of our projects
come from repeat customers.

(See advertisement on p. 66)

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.resolutionresearch.com

Nina Nichols

Services: CD, DE, DT, SA

www.quirks.com

RONIN Corporation

2 Research Way
Princeton, NJ 08540
Ph. 609-452-0060

Fax 609-452-0091
info@ronin.com
WWW.ronin.com

Services: CD, DE, DT, SA

Ross Data Services, Inc.
160 Paris Ave.
Northvale, NJ 07647
Ph.201-767-8999

Fax 201-767-1898
harvey@rossdata.com
www.rossdata.com
Harvey Ross

Services: CD, DE, DT

RSVP/Research Services
1916 Welsh Rd.
Philadelphia, PA 19115
Ph. 215-969-8500

Fax 215-969-3717
rsvp@rsvpresearch.com
www.rsvpresearch.com
Services: CD, DE, DT, SA

a-
A Sawtuodh Sofbware

Sawtooth Software, Inc.

530 W. Fir St.

Sequim, WA 98382-3209

Ph. 360-681-2300

Fax 360-681-2400
info@sawtoothsoftware.com
www.sawtoothsoftware.com

Aaron Hill, Customer Support Consultant
Services: SA

Sawtooth Software creates tools for computer
and Internet interviewing, conjoint analysis,
cluster analysis, perceptual mapping, and hier-
archical Bayes (HB) estimation. Our Web-
based interviewing system is a powerful tool
for general surveys, or for those including con-
joint sections. Sawtooth Software has three
main conjoint packages: ACA is suggested for
studies with many attributes, Choice-Based
Conjoint (CBC) for problems with relatively
small numbers of attributes, and CVA for tra-
ditional full-profile conjoint. Consulting and
Web-hosting for surveys also available.

(See advertisement on p. 70)

SCANTAB/American Crosstah
14192 Rondel Place

Tustin, CA 92780
Ph.714-731-2027

Fax 714-505-2465
scantab@aol.com

Services: CD, DE, DT, SC, SA

Scantron

34 Parker

Irvine, CA 92618

Ph. 949-639-7777 or 800-722-6876
Fax 949-639-7710
marketing.administrator@scantron.com
www.scantron.com

Services: CD, DE, DT, SC, SA



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
Services: CD, DT

Qualitative and quantitative data collection
agency covering New York/New Jersey, south-
ern California, Atlanta, Philadelphia, Orlando,
Florida, Chicago, and Boston markets. Focus
groups, one-on-ones, door-to-door, telephone,
executive, medical interviewing, product place-
ments, CLT taste tests, store audits, mystery
shopping.

(See advertisement on p. 3)

SCK Consulting

8229 Quetico Dr.

Indianapolis, IN 46268
Ph.317-872-0784
sckconsulting@comcast.net
www.sckconsulting.com
Shannon Curtis Kellogg, Owner
Services: CD, DE, DT, SA

SDR Sampling Services

SDR Consulting

2323 Perimeter Park Dr., Suite 100
Atlanta, GA 30341

Ph. 678-942-5166

Fax 770-451-5096
sdrsampling@sdrnet.com
www.sdrnet.com

Rick Hunter, Vice President
Services: DT, SA

Senecio Software, Inc.
125 N. Main St.

Bowling Green, OH 43402
Ph.419-352-4371

Fax 419-354-7512
info@senecio.com
WWW.senecio.com

Jerry Wicks, President
Services: DT

Service Industry Research Systems (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

Bill Welch, President Sales

Services: CD, DE, DT, SC

Short Web Survey, Inc.
P.0. Box 3500-171
Sisters, OR 97759

Ph. 541-280-7369

Fax 940-234-3521
info@shortwebsurvey.com
www.shortwebsurvey.com
Bill Farley, Jr., President
Services: CD, DE, DT, SA

Significant GfK

Geldenaaksebaan 329

3001 Heverlee

Belgium

Ph.32-16-74-24-24

Fax 32-16-74-24-00
info@significant.be
www.significantgfk.be

Kris Vloeberghs, Managing Director
Services: CD, DE, DT, SA

Significantly Different! Research
The Research House, 17 Bayliss Road
Wargrave-on-Thames

Berkshire RG10 8DR

United Kingdom

Ph. 44-118-940-3086

Fax 44-118-940-2500
sdmrs5@sdresearch.com
www.sdresearch.com

Dr. Derek Foster

Services: CD, DE, DT, SA

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

Services: CD, DE, DT, SA

snap

SUrvewvs
Snap Survey Software
Div. of Mercator Corporation
Pease International Tradepoint
One New Hampshire Ave., Suite 230
Portsmouth, NH 03801
Ph. 603-610-8700 or 800-997-7627
sales@snapsurveys.com
WWW.Snapsurveys.com
Services: CD, DE, DT, SC, SA

We are a recognized leader in the survey
industry, and have been helping researchers
and educators in more than 50 countries
worldwide for over 20 years. Meeting all of
your survey needs, Snap offers fully integrated
survey software with on-screen questionnaire
design, data collection and analysis for all
types of surveys: paper, scanning, e-mail,
intranet, Internet, PDA, CATI. Expanding
Snap is easy and simply entails purchasing the
additional module needed. Snap stores your
data in an ASCII file making importing and
exporting to any application software or data-
base package that supports comma-separated,
tab-separated, triple S and SPSS file formats

Www.quirks.com

easy. Snap is intuitive, fully integrated and

very affordable.

(See Web ad at www.quirks.com/software)

Software Innovation TricTrac A/S
Narun Hovedgade 10

2850 Narun

Denmark

Ph. 45-45-58-88-88

Fax 45-45-58-88-00
info@softinn.dk
www.software-innovation.dk
Services: CD, DE, DT, SA

Solution Data Systems

11330 Gravois Ave., Suite 201

St. Louis, MO 63126

Ph. 314-842-5555 or 888-591-1956
Fax 314-842-5888
drowan@sds-usa.com
www.sds-usa.com

Services: CD, DE, DT, SC, SA

Southwest Planning & Marketing
903 W. Alameda, #206

Santa Fe, NM 87501

Ph. 505-989-8500 or 800-989-9275
Fax 505-984-1393
swpm@prodigy.net
www.swplanning-marketing.com
Bruce Poster

Services: DE, DT, SA

Spring Systems

P.0. Box 7471

Westchester, [L 60154

Ph. 708-865-8523
springsys@worldnet.att.net
www.geocities.com/wallstreet/3960/
John Pavasars, President

Services: SA

SPSS Inc.

350 Fifth Ave., Suite 320
New York, NY 10118

Ph. 646-536-8500

Fax 646-536-8599
sales@spss.com
WWW.SPSS.COM

Services: CD, DE, DT, SC, SA

Standard Data Corporation

26 Journal Square

Jersey City, NJ 07306
Ph.201-533-4433

Fax 201-533-8236
tandretta@standarddata.com
www.standarddata.com

Tony Andretta, Exec. Vice President
Services: DE, SC, SA

Star Data Systems, Inc.

401 South Milwaukee Ave., Suite 170
Wheeling, IL 60090

Ph. 847-239-7900

Fax 847-239-7907
sales@startab.com
WWW.mrsurvey.com

Howard Kirsch, VP

Services: CD, DE, DT, SC, SA
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STS Market Research

D ........ Coding 201 Broadway

DE ... . ... .. Data Entry Cambridge, MA 02139

DT ......... Data Tabulation Ph. 617-577-7111 Ana aldoam, b Bt ain

SC ......... Scanning Services Fax 617-577-1122 Survey Service, Inc.

SA ......... Statistical Analysis mlarosa@stsresearch.com 1911 Sheridan Dr.
www.stsresearch.com Buffalo, NY 14223

Stars, Inc. Maria LaRosa, Sr. Vice President Ph. 800-507-7969 or 716-876-6450

1023 S. Greenville Ave
Allen, TX 75002
Ph.214-644-1818
Fax 214-644-1810
info@starstx.com
www.starstx.com
Services: CD, DE, DT

Services: CD, DE, DT, SA

Suburban Associates
Ridgewood Conference Center
579 Franklin Tpke.
Ridgewood, NJ 07450
Ph.201-447-5100

Fax 716-876-0430
sservice@surveyservice.com
Www.surveyservice.com
Susan Adelman, President
Services: CD, DE, DT, SC, SA

The experienced staff of Survey Service is
dedicated to providing quality research and
information services for clients who expect
high standards of excellence. Data processing
services include: CfMC/Ci3 programming, data
entry, coding, banner production, full stat test-

Fax 201-447-9536
info@subassoc.com
www.subassoc.com

William C. Bartlett, President
Services: CD, DE, DT

StatPac, Inc.
1200 First Street
Pepin, W1 54759
Ph.715-442-2261
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Fax 715-442-2262
info@statpac.com
www.statpac.com

David Walonick, President
Services: DT, SA

StatPoint,LLC

P.0. Box 208

Orlean, VA 20128

Ph.201-585-8581 or 800-232-STAT
Fax 800-896-1003
info@statpoint.com
www.statpoint.com

Sunrise Tabulations

16 Merryfields

Rochester, Kent ME2 3ND
United Kingdom

Ph. 44-1634-716030

Fax 44-1634-720967
jaynec@sunrisetabulations.co.uk
www.sunrisetabulations.co.uk
Services: CD, DE, DT, SA

Superior DataWorks, LLC
340 Poplar View Lane E. Suite 1

ing, univariate/multivariate

analysis, report-ready tables/PowerPoint
charting. Additional capabilities include 60-
station telephone center, online surveys, full
direct mail services, comprehensive qualitative

testing facility.
(See advertisement on p. 29)

Survey Support Group
1255 Bay St., Suite 400
Toronto, ON M5R 2A9
Canada

Ph. 416-964-9448 ext.204

Services: SA Cﬁllierville,TN 38017 Fax 416-964-6693
Ph. 901-861-6301 kathie.stieg@surveysupportgroup.com
StatSoft, Inc. Fax 901-861-6302

2300 E. 14th St.
Tulsa, OK 74104
Ph.918-749-1119
Fax 918-749-2217
info@statsoft.com
www.statsoft.com
Alison Nichols
Services: SA

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

Services: CD, DE, DT, SA

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

Patrick 0. Murphy, President
Services: CD, DE, DT, SC, SA
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svega@SuperiorDataWorks.com
www. SuperiorDataWorks.com
Sharon Vega, Principal
Services: CD, DE, DT, SC, SA

Survey Analysis, Inc.

4886 S.E. Heartleaf Terrace
Hobe Sound, FL 33455

Ph. 800-541-2735

Fax 781-623-7736
xtabs@hotmail.com
www.xtabz.com

Michael Eiselman, President
Services: CD, DE, DT, SC, SA

Survey Network Data Processing, Inc.
10601 N.W. 47th Ct.

Coral Springs, FL 33076

Ph. 954-341-4929

Fax 954-752-3205
SURVNET@juno.com

Philip D. Bennis, President

Services: DT

www.quirks.com

WWW.Ssurveysupportgroup.com
Kathie Stieg, General Manager
Services: CD, DE, DT

SurveyConnect,Inc.
1711 Pear! St., Suite 300
Boulder, CO 80302

Ph. 303-449-2969

Fax 303-938-4015
info@surveyconnect.com
Www.surveyconnect.com
Services: DE, DT, SA

Surveys & Forecasts,LLC

2323 North St.

Fairfield, CT 06824-1732

Ph. 203-255-0505

Fax 203-255-0517
info@surveys-forecasts.com
www.surveys-forecasts.com

Robert Walker, Principal & Founder
Services: CD, DE, DT, SA

SurveySite Market Research
90 Sheppard Ave. E., Suite 100
Toronto, ON M2N 3A1

Canada

Ph. 416-642-1002

Fax 416-642-1007
sales@surveysite.com
www.surveysite.com

Services: SA



SySurvey

13 Brenchley Gardens
London SE23 3RD
United Kingdom

Ph. 44-870-086-1773
info@sysurvey.com
WWW.Sysurvey.com
Ethan Roberts
Services: CD, DT

Tab House Marketing Research Services
86 Falcon St.

Toronto, ON M4S 2P5

Canada

Ph.416-488-5901

Fax 416-488-5903

tabs@tabhouse.com

www.tabhouse.com

Sam Farag, President

Services: CD, DE, DT, SA

The Tab Shop

83-898 Carolina Ct.

Indio, CA 92203
Ph.760-342-7379
dhockwalt@thetabshop.com
David Hockwalt

Services: CD, DE, DT

Tab-It Services, Inc.

494 McNicoll Ave., Suite 200
Toronto, ON M2H 2E1
Canada

Ph.416-498-8870

Fax 416-498-8879
tabit@pathcom.com
www.pathcom.com/~tabit/
Joseph Benezrah, President
Services: CD, DE, DT, SC, SA

The TabLab

1725 S. E.Tenino
Portland, OR 97202
Ph.503-236-3888
Fax 503-236-8489
eramonl@aol.com
Eric Ramon
Services: CD, DE, DT

TabTech, Inc.

Executive Plaza, Suite 400

10 Parsonage Rd.

Edison, NJ 08837
Ph.732-906-2280

Fax 732-906-8792
tabtech@schlesingerassociates.com
www.schlesingerassociates.com
Seymour Bigelisen

Services: CD, DT

Located in Edison, N.J., at the offices of
Schlesinger Associates, TabTech has been serv-
ing clients for all their data processing needs
since 1996. TabTech is compatible with all
users of Quantum software. Types of projects
include medical surveys, concept/product tests
and diary studies.

(See advertisement on p. 3)

Tactician Corporation
305 N. Main St.
Andover, MA 01810
Ph. 800-927-7666
Fax 978-475-2136
sales@tactician.com
www.tactician.com
Services: SA

TechnoMetrica Market Intelligence, Inc.
690 Kinderkamack Rd., #102

Oradell, NJ 07649

Ph. 800-328-8324

Fax 201-986-0119
mail@technometrica.com
www.technometrica.com

Services: CD, DE, DT, SA

TechTarget, Inc.

117 Kendrick St., Suite 800
Needham, MA 02494

Ph. 781-657-1000

Fax 781-657-1100
jtice@techtarget.com
www.techtarget.com
Jonathan Tice

Services: CD, DE, DT, SA

Teller Tab Services, Inc.
26 Pearl St.

Norwalk, CT 06850

Ph. 203-849-8287

Fax 203-849-0238
telltab@erols.com

Janet Teller, President
Services: CD, DE, DT

TelStar (USA) Inc.

1111 Marcus Ave., Suite MZ 200
Lake Success, NY 11042

Ph. 516-829-1800

Fax 516-394-5959
info@telstarusa.net
www.telstarusa.net

Paul Capozzi, President

Services: CD, DE, DT, SC, SA

TNS New Zealand

TNS House

602 Great South Rd., Ellerslie
Auckland 1030

New Zealand

Ph. 64-9-525-0934

Fax 64-9-525-0876
info@tns-global.co.nz
www.tns-global.co.nz
Dave Mansfield
Services: CD, DE, DT, SA

Www.quirks.com
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Tragon

365 Convention Way

Redwood City, CA 94063-1402

Ph. 800-841-1177 or 650-365-1833
Fax 650-365-3737

info@tragon.com

www.tragon.com

Joseph Salerno, Director

Services: CD, DE, DT, SC, SA

For nearly 30 years, companies large and
small have teamed with Tragon to help them
bring innovations to the marketplace. From
focus groups to surveys to product tests to
advanced statistical modeling, our wide range
of research tools allows you to understand and
capitalize on customer perceptions.

(See advertisement on p. 72)

Trainor Associates

135 Oxford Rd.

New Hartford, NY 13413
Ph. 315-797-7970

Fax 315-797-7975
fnicastro@trainor.com
Services: SA

Trendline Research

1303 E. University Blvd., #20590
Tucson, AZ 85719-0521

Ph. 520-586-2419

Fax 520-586-2398
info@trendlineresearch.com
www.trendlineresearch.com

Phil Warf

Services: CD, DE, DT, SC, SA

Triton Technology

1055 W. 7th St., Suite 2290
Los Angeles, CA 90017
Ph.213-627-7100

Fax 213-627-7911
info@market-research.com
www.market-research.com
Ed Sugar, Sr. Vice President
Services: CD, DE, DT, SA

The Uncle Group, Inc.

3490 U.S. Rte. 1

Princeton, NJ 08540

Ph. 800-229-6287

Fax 609-452-8644
info@unclegroup.com
www.unclegroup.com

Thomas Reeder, Vice President
Services: CD, DE, DT

Venture Data

5353 South 960 East, Suite 100
Salt Lake City, UT 84117

Ph. 800-486-7955

Fax 801-685-8188
jeffc@VentureData.com
www.VentureData.com

Services: CD, DE, DT
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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

Services: CD, DE, DT, SA

Vista Research Services, Inc.
434 \N. Briar Place, #4
Chicago, IL 60657

Ph. 773-868-9107

Fax 773-868-9106
patj@vista-rs.com
www.vista-rs.com

Patrick Johnston

Services: CD, DE, DT

VoXxco

1134 St. Catherine West #600
Montreal, PQ H3B 1H4
Canada

Ph.514-861-9255

Fax 514-861-9209
montreal@voxco.com
WWW.VOXC0.Com

Services: DT

Walker Information

3939 Priority Way South Dr.
Indianapolis, IN 46240

Ph. 800-334-3939

Fax 317-843-8548
info@walkerinfo.com
www.walkerinfo.com

Barb Miller

Services: CD, DE, DT, SC, SA

Watts Marketing Research
225 Rainbow Dr., #12523
Livingston, TX 77399

Ph. 425-941-6290
lori@wattsmrs.com
www.wattsmrs.com

Lori Watts, Principal
Services: CD, DE, DT, SA

Weeks Computing Services

6 Langley Street, Covent Garden
London WC2H 9JA

United Kingdom

Ph. 44-20-7379-3548

Fax 44-20-7240-8870
info@weekscomputing.com
www.weekscomputing.com

Tony Weeks, Partner

Services: CD, DE, DT, SA

Jan Werner Data Processing
34 Williams St.

Pittsfield, MA 01201

Ph. 413-442-0416
jwerner@jwdp.com
www.jwdp.com

Jan Werner, Principal
Services: DT

www.quirks.com
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Western Wats - Headquarters
701 East Timpangogos Pkwy., Bldg. M
Orem, UT 84097
Ph. 801-373-7735
Fax 801-379-5073
jwelch@westernwats.com
www.westernwats.com
Services: CD, DE, DT, SA

850 Web-enabled CATI stations in nine cen-
ters strategically located near universities
across the Western United States, Canada and
the Philippines. Western Wats is the largest
privately-owned field data collection company
in the U.S. Services include CATI surveys,
Web surveys, interactive voice response,
W.L.R.E Integrated Multi-mode surveys, data
tabulation and processing, and real-time
reporting. For more than 17 years, Western
Wats has been a trusted, reliable, one-stop
destination for your research data collection
needs.

(See advertisement on p. 41)

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

Darin Rogers

Services: CD, DE, DT, SA

Xorhix Technologies, Inc.

759 N. Milwaukee St., Suite 322
Milwaukee, WI 53202

Ph. 866-ixopher (469-7437)
Fax 414-277-5046
info@xorbix.com
www.ioxphere.com

Services: CD, DT, SA

YanHaas

Avenida 39 #14-92

Bogota

Colombia

Ph. 57-1-232-8666 or 57-1-288-7027
contacto@yanhaas.com
www.yanhaas.com

Services: CD, DE, DT, SA

Your Perceptions

655 Broadway, Suite 600
Denver, CO 80203

Ph. 303-534-3044

Fax 303-623-5426
info@yourperceptions.com
www.yourperceptions.com
Jim Zigarelli, President
Services: DE, DT, SA



CODING

A & R Service, LLC

ABACO Marketing Research, Ltd.
AbsolutData Technologies, Inc.
Accurus Research Systems

The Accutab Co.

Acumen Research Group Inc.
ADAPT, Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.
ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.
Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

Atlantic Research & Consulting, Inc.
William M. Bailey, Ph.D.

Batch Data Processing, Inc.
BayaSoft LLC

BJD Research Services

The Blackstone Group

Michael Blatt & Co., Inc.
Bolding Tab Service, Inc.
Brunetti & Associates

Business and Marketing Analytic Center
Business Research Services, Inc.
CAMO Smart Software Inc.
Cathlan Pty Ltd.

CfMC

Cimbal Research Services
Claritas Inc.

Cobalt Sky Limited

Comstat Research Corporation
Conclusive Data

Consumer Pulse, Inc.

Craciun Research Group, Inc.
CRC Data Systems

Creative Research Systems
Crescent Research, Inc.

Critical Insights, Inc.

Cross-Tab Marketing Services Pvt. Ltd.
Customer Research International
Data Based Insights, Inc.

Data Entry Services Corp.

Data Processing of America, Inc.
Data Recognition Corporation
Data Vision Research, Inc.
DataPrompt International
DataStar, Inc.
Datastatisticsonline.com

Davis Research, LLC

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
Delixus S/W India Pvt. Ltd.
Delixus, Inc.

Desan Research Solutions
Design Forum

Deyta

Digitab

Digital Research, Inc.

Directions In Research, Inc.
Discovery Research Group
Equations Rsch & Strategic Cnslts Pvt. Ltd.
Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Estymator

Facts International Ltd.
Fieldwork Quant Group

Flake-Wilkerson Market Insights, LLC
Forum Research, Inc.

Framework

Frekans Research Field & Tab Services Ltd.
Friedman Marketing Services
Genesis Marketing and Research, Inc.
Georgia Data Processing, Inc.

Glohal Market Insite, Inc. (GMI)
Group Sigma Ltd.

H & H Data Services

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated
Communications

Inquire Market Research, Inc.
Insight DATA Services Ltd.
InsightExpress, LLC

International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
Issues and Answers Network, Inc.

J & D Data Services

J. Reckner Associates, Inc.

JRP Marketing Research Services
Karp Data Services

KeyTech Data Centres Ltd.

Kudos Research

Language Logic, LLC
Lein/Spiegelhoff, Inc.

Leone Marketing Research

Majestic MRSS Ltd.

Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation
Market Insight, Inc.

Market Intelligence

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Market Trends Pacific, Inc.

The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
MarketTools, Inc.

MarketVision Research®
MarketVisions

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
The Matrix Group, Inc.

Matrix Research Limited

Matrix, Inc.

Maverick Research Inc.

MAXimum Research, Inc.

MedProbe Inc.

Megatab

Mercury Outsourcing Management Ltd.
Michelson & Associates, Inc.
Microtabh, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

MRSI (Marketing Research Services, Inc.)
MVJ Group Inc.

National Survey Research Center
Neifert Data Services

Nichols Research, Inc.

NIPO Software

NJW Research

North Coast Behavioral Research Group
CJ Olson Market Research, Inc.

The Olson Research Group, Inc.

Www.quirks.com

On-Line Communications, Inc.
Opinion Access Corp.

Opinion Search Inc.
OPINIONation

Optimum Solutions Corp.
Paradigm Technologies Int’l.

Pat Henry Market Research, Inc.
Percy & Company Research

Pine Company

PMR-Personal Marketing Research, Inc.
Point Research Services, LLC
Portland Research Group
Precision Research Inc.
Precision Research, Inc.
Proactive Insight

Prognosys e Services Pvt Ltd
Pulse Train Ltd.

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.

Quest Research

QUESTAR

Quick Tab Associates, Inc.

R.L.S. Christie - The Data Collection Company
RDA Group

RDAssociates, Inc.

RDI Marketing Services, Inc.
ReData, Inc.

Research & Polling, Inc.
Research Data Design, Inc.
Research Data, Inc.

Research International

The Research Spectrum
Resolution Research & Marketing, Inc. ™™
RONIN Corporation

Ross Data Services, Inc.
RSVP/Research Services
SCANTAB/American Crosstab
Scantron

Schlesinger Associates, Inc.
SCK Consulting

Service Industry Research Systems, Inc.
(SIRS)

Short Web Survey, Inc.
Significant GfK

Significantly Different! Research
SKA Division of Mediafax, Inc.
Snap Survey Software
Software Innovation TricTrac A/S
Solution Data Systems

SPSS Inc.

Star Data Systems, Inc.

Stars, Inc.

Strategic Insights, Inc.

Strategic Marketing Services
STS Market Research

Suburban Associates

Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.

Survey Support Group

Surveys & Forecasts, LLC
SySurvey

Tab House Marketing Research Services
The Tab Shop

Tab-It Services, Inc.

The TabLab

TahTech, Inc.

TechnoMetrica Market Intelligence, Inc.
TechTarget, Inc.
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Cross-Index

Teller Tab Services, Inc.
TelStar (USA) Inc.

TNS New Zealand

Tragon

Trendline Research

Triton Technology

The Uncle Group, Inc.
Venture Data

Venture Research Corporation
Vista Research Services, Inc.
Walker Information

Watts Marketing Research
Weeks Computing Services
Western Wats - Headquarters
WestGroup Research

Xorbix Technologies, Inc.
YanHaas

DATA ENTRY

A & R Service, LLC

ABACO Marketing Research, Ltd.
AbsolutData Technologies, Inc.
Accountability Information Management, Inc.
Accurus Research Systems

The Accutab Co.

Acumen Research Group Inc.
ADAPT, Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.
ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.

Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

Atlantic Research & Consulting, Inc.
William M. Bailey, Ph.D.

Batch Data Processing, Inc.

Beach Tech Corporation

BJD Research Services

The Blackstone Group

Michael Blatt & Co., Inc.

Bolding Tab Service, Inc.

Brunetti & Associates

Business and Marketing Analytic Center
Business Research Services, Inc.
Cathlan Pty Ltd.

CfMC

Cobalt Sky Limited

Comstat Research Corporation
Conclusive Data

Consumer Pulse, Inc.

Craciun Research Group, Inc.

CRC Data Systems

Creative Research Systems
Crescent Research, Inc.

Cross-Tab Marketing Services Pvt. Ltd.
Customer Research International
Data Based Insights, Inc.

Data Entry Services Corp.

Data Processing of America, Inc.
Data Processing Specialties

Data Recognition Corporation

Data Vision Research, Inc.
DataPrompt International
DataStar, Inc.
Datastatisticsonline.com

Dataxiom Software, Inc.

Davis Research, LLC

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
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Delixus S/W India Pvt. Ltd.
Delixus, Inc.

Desan Research Solutions
Design Forum

Deyta

Digitab

Digital Research, Inc.
Directions In Research, Inc.

Equations Rsch & Strategic Cnslts Pvt. Ltd.

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Estymator

Executive Assistant

Facts International Ltd.

Fieldwork Quant Group
Flake-Wilkerson Market Insights, LLC
Forum Research, Inc.

Framework

Frekans Research Field & Tab Services Ltd.
Friedman Marketing Services
Genesis Marketing and Research, Inc.
Georgia Data Processing, Inc.
Glohal Market Insite, Inc. (GMI)
Group Sigma Ltd.

H & H Data Services

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services
InfoTek Research Group, Inc.

Innis Maggiore Group Integrated
Communications

Inquire Market Research, Inc.
International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
R. Isaacs Computing Associates, Inc.
Issues and Answers Network, Inc.

J & D Data Services

J. Reckner Associates, Inc.

JRP Marketing Research Services
Karp Data Services

KeyTech Data Centres Ltd.

KG Tabs, Inc.

Kudos Research

Lein/Spiegelhoff, Inc.

Leone Marketing Research

Majestic MRSS Ltd.

Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation
Market Insight, Inc.

Market Intelligence

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Market Trends Pacific, Inc.

The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
Marketing Masters

MarketTools, Inc.

MarketVisions

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
The Matrix Group, Inc.

Matrix Research Limited

Matrix, Inc.

Maverick Research Inc.

MAXimum Research, Inc.

MDSS

www.quirks.com

MedProbe Inc.

Megatab

Mercury Outsourcing Management Ltd.
Michelson & Associates, Inc.
Microtabh, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

MRSI (Marketing Research Services, Inc.)
MVJ Group Inc.

National Survey Research Center
Neifert Data Services

Nichols Research, Inc.

NIPO Software

NJW Research

North Coast Behavioral Research Group
CJ Olson Market Research, Inc.
The Olson Research Group, Inc.
Opinion Access Corp.

Opinion Search Inc.
OPINIONation

Optimum Solutions Corp.
Paradigm Technologies Int’l.

Pat Henry Market Research, Inc.
Percy & Company Research
Pfeifer Market Research, Inc.
Pine Company

PMR-Personal Marketing Research, Inc.
Point Research Services, LLC
Portland Research Group
Precision Research Inc.

Precision Research, Inc.
Proactive Insight

Prognosys e Services Pvt Ltd
Pulse Train Ltd.

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.

QUESTAR

Quick Tab Associates, Inc.

R.I.S. Christie - The Data Collection Company
RDA Group

RDAssociates, Inc.

RDI Marketing Services, Inc.
ReData, Inc.

Research & Polling, Inc.
Research Data Design, Inc.
Research Data, Inc.

Research International

The Research Spectrum
Resolution Research & Marketing, Inc. ™
RONIN Corporation

Ross Data Services, Inc.
RSVP/Research Services
SCANTAB/American Crosstab
Scantron

SCK Consulting

Service Industry Research Systems, Inc.
(SIRS)

Short Web Survey, Inc.
Significant GfK

Significantly Different! Research
SKA Division of Mediafax, Inc.
Snap Survey Software

Software Innovation TricTrac A/S
Solution Data Systems
Southwest Planning & Marketing
SPSS Inc.

Standard Data Corporation

Star Data Systems, Inc.

Stars, Inc.

Strategic Insights, Inc.



Strategic Marketing Services
STS Market Research
Suburban Associates

Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.

Survey Support Group
SurveyConnect, Inc.

Surveys & Forecasts, LLC
Tab House Marketing Research Services
The Tab Shop

Tab-It Services, Inc.

The TabLab

TechnoMetrica Market Intelligence, Inc.
TechTarget, Inc.

Teller Tab Services, Inc.
TelStar (USA) Inc.

TNS New Zealand

Tragon

Trendline Research

Triton Technology

The Uncle Group, Inc.
Venture Data

Venture Research Corporation
Vista Research Services, Inc.
Walker Information

Watts Marketing Research
Weeks Computing Services
Western Wats - Headquarters
WestGroup Research
YanHaas

Your Perceptions

DATA TABULATION

A & R Service, LLC

ABACO Marketing Research, Ltd.
AbsolutData Technologies, Inc.
Accountability Information Management, Inc.
Accurus Research Systems

The Accutab Co.

Acumen Research Group Inc.
ADAPT, Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.
ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.

Answers Research, Inc.

Apogee Analytics LLC

Appian Analytics, Inc.

Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

Atlantic Research & Consulting, Inc.
William M. Bailey, Ph.D.

Batch Data Processing, Inc.

Bay Analytics

Beach Tech Corporation

BJD Research Services

The Blackstone Group

Michael Blatt & Co., Inc.

Bolding Tab Service, Inc.

Brunetti & Associates

Business and Marketing Analytic Center
Business Research Services, Inc.
CAMO Smart Software Inc.

CfMC

Claritas Inc.

Cobalt Sky Limited

Comstat Research Corporation
Conclusive Data

Consumer Pulse, Inc.

Craciun Research Group, Inc.
CRC Data Systems

Creative Research Systems
Crescent Research, Inc.

Critical Insights, Inc.
Cross-Tab Marketing Services Pvt. Ltd.
Customer Research International
Data Based Insights, Inc.

Data Entry Services Corp.
Data Processing of America, Inc.
Data Recognition Corporation
Data Vision Research, Inc.
DATAN, Inc.

DataPrompt International
DataStar, Inc.
Datastatisticsonline.com
Dataxiom Software, Inc.

Davis Research, LLC

Decision Analyst,Inc.
Decision Data Ltd.

Decision Information Resources
Decision Suppoprt Sciences
Delixus S/W India Pvt. Ltd.
Delixus, Inc.

Desan Research Solutions
Design Forum

Deyta

Digitab

Digital Research, Inc.
Directions In Research, Inc.
Discovery Research Group

Equations Rsch & Strategic Cnslts Pvt. Ltd.

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Estymator

Facts International Ltd.

Fieldwork Quant Group
Flake-Wilkerson Market Insights, LLC
Forum Research, Inc.

Framework

Frekans Research Field & Tab Services Ltd.
Friedman Marketing Services
Genesis Marketing and Research, Inc.
Georgia Data Processing, Inc.

Glohal Market Insite, Inc. (GMI)
Group Sigma Ltd.

H & H Data Services

HBS Consulting, Inc

imyst, inc.

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services
InfoTech Marketing

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated
Communications

Inquire Market Research, Inc.
Insight DATA Services Ltd.
InsightExpress, LLC

International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
R. Isaacs Computing Associates, Inc.
Issues and Answers Network, Inc.

J & D Data Services

J. Reckner Associates, Inc.

JFK Market Research

JRP Marketing Research Services
Karp Data Services

KeyTech Data Centres Ltd.

Www.quirks.com

KG Tabs, Inc.

KPC Research

Kudos Research

Lein/Spiegelhoff, Inc.

Leone Marketing Research
Majestic MRSS Ltd.

Mangen Research Associates, Inc.
Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation
Market Insight, Inc.

Market Intelligence

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Market Trends Pacific, Inc.

The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
Marketing Masters

Marketing Systems Group
MarketTools, Inc.

MarketVision Research®
MarketVisions

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
Mathematical Data Systems, Inc.
The Matrix Group, Inc.

Matrix Research Limited

Matrix, Inc.

Maverick Research Inc.
MAXimum Research, Inc.
MedProbe Inc.

Megatab

Mercury Qutsourcing Management Ltd.
Michelson & Associates, Inc.
Microtabh, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

Moskowitz Jacobs Inc.

MRSI (Marketing Research Services, Inc.)
MVJ Group Inc.

National Survey Research Center
Neifert Data Services

New Age Media Systems, Inc.
New Orleans Field Services Associates
Nichols Research, Inc.

NIPO Software

NJW Research

North Coast Behavioral Research Group
CJ Olson Market Research, Inc.
The Olson Research Group, Inc.
On-Line Communications, Inc.
Opinion Access Corp.

Opinion Search Inc.
OPINIONation

Optimum Solutions Corp.
PAI-Productive Access, Inc.
Paradigm Technologies Int’l.

Pat Henry Market Research, Inc.
PDPC, Ltd.

Percy & Company Research
Pfeifer Market Research, Inc.
Pine Company

PMR-Personal Marketing Research, Inc.
Point Research Services, LLC
Portland Research Group
Precision Research Inc.

Precision Research, Inc.
Proactive Insight

Prognosys e Services Pvt Ltd

Quirk’s Marketing Research Review | 105

d e1eqQ

—
o
O
D
wn
<
>

o




(@)]
=
192}
wn
(<5
(&
o
-
(a8
©
-+
1]
(]

P-STAT, Inc.

Pulse Train Ltd.

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.

Quest Research

QUESTAR

Quick Tab Associates, Inc.

R.I.S. Christie - The Data Collection Company
Raosoft, Inc.

RDA Group

RDAssociates, Inc.

RDI Marketing Services, Inc.
ReData, Inc.

Research & Polling, Inc.
Research Data Design, Inc.
Research Data, Inc.

Research International

The Research Spectrum
Resolution Research & Marketing, Inc. ™
RONIN Corporation

Ross Data Services, Inc.
RSVP/Research Services
SCANTAB/American Crosstab
Scantron

Schlesinger Associates, Inc.
SCK Consulting

SDR Sampling Services

Senecio Software, Inc.

Service Industry Research Systems, Inc.
(SIRS)

Short Web Survey, Inc.
Significant GfK

Significantly Different! Research
SKA Division of Mediafax, Inc.
Snap Survey Software
Software Innovation TricTrac A/S
Solution Data Systems
Southwest Planning & Marketing
SPSS Inc.

Star Data Systems, Inc.

Stars, Inc.

StatPac, Inc.

Strategic Insights, Inc.

Strategic Marketing Services
STS Market Research

Suburban Associates

Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Network Data Processing, Inc.
Survey Service, Inc.

Survey Support Group
SurveyConnect, Inc.

Surveys & Forecasts, LLC
SySurvey

Tab House Marketing Research Services
The Tab Shop

Tab-It Services, Inc.

The TabLab

TabTech, Inc.

TechnoMetrica Market Intelligence, Inc.
TechTarget, Inc.

Teller Tab Services, Inc.

TelStar (USA) Inc.

TNS New Zealand

Tragon

Trendline Research

Triton Technology

The Uncle Group, Inc.

Venture Data
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Venture Research Corporation
Vista Research Services, Inc.
VOXCO

Walker Information

Watts Marketing Research
Weeks Computing Services
Jan Werner Data Processing
Western Wats - Headquarters
WestGroup Research

Xorbix Technologies, Inc.
YanHaas

Your Perceptions

SCANNING SERVICES
A & R Service, LLC

ABACO Marketing Research, Ltd.
The Accutab Co.

ADAPT, Inc.

Adrian Information Strategies (AIS)
AIS Market Research

The Analytical Group, Inc.
Appian Analytics, Inc.

Ask For Research

Atlantic Research & Consulting, Inc.
Batch Data Processing, Inc.

The Blackstone Group

Michael Blatt & Co., Inc.
Business and Marketing Analytic Center
Business Research Services, Inc.
Comstat Research Corporation
Consumer Pulse, Inc.

CRC Data Systems

Creative Research Systems
Crescent Research, Inc.

Data Entry Services Corp.

Data Processing Specialties

Data Recognition Corporation
Data Vision Research, Inc.
DataPrompt International
Decision Data Ltd.

Delixus S/W India Pvt. Ltd.
Delixus, Inc.

Desan Research Solutions

Deyta

Digitab

Digital Research, Inc.

Equifax Marketing Services, Inc.
Forum Research, Inc.

Framework

Group Sigma Ltd.

Independent Data Analysis Ltd
Informa Research Services, Inc.
J & D Data Services

J. Reckner Associates, Inc.
KeyTech Data Centres Ltd.

Leone Marketing Research
Majestic MRSS Ltd.

Maritz Research

Market Analytics International, Inc.
Market Probe International, Inc.
Market Probe, Inc.

The Matrix Group, Inc.

Matrix Research Limited
Megatab

The Miller Research Group, Inc.
MVJ Group Inc.

CJ Olson Market Research, Inc.
Opinion Access Corp.

Optimum Solutions Corp.
Paradigm Technologies Int’l.
Percy & Company Research

Pine Company

www.quirks.com

Precision Research Inc.
Principia Products
Proactive Insight

Prognosys e Services Pvt Ltd
Pulse Train Ltd.

QMark Research & Polling
Quality Solutions, Inc.
QUESTAR

RDA Group

RDAssociates, Inc.

RDI Marketing Services, Inc.
ReData, Inc.

Research & Polling, Inc.
Research Data, Inc.
SCANTAB/American Crosstab
Scantron

Service Industry Research Systems, Inc.
(SIRS)

Snap Survey Software
Solution Data Systems
SPSS Inc.

Standard Data Corporation
Star Data Systems, Inc.
Strategic Marketing Services
Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.

Tab-It Services, Inc.

TelStar (USA) Inc.

Tragon

Trendline Research

Walker Information

STATISTICAL ANALYSIS
A & R Service, LLC

ABACO Marketing Research, Ltd.
AbsolutData Technologies, Inc.
Accountability Information Management, Inc.
Accurus Research Systems

The Accutab Co.

Acumen Research Group Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.

ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.

Answers Research, Inc.

Apogee Analytics LLC

Appian Analytics, Inc.

Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

Atlantic Research & Consulting, Inc.
William M. Bailey, Ph.D.

Batch Data Processing, Inc.

Baxter Strategies Incorporated

Bay Analytics

Beach Tech Corporation

Lisette Berry Associates, Inc.

Beta Research, Inc.

The Blackstone Group

Michael Blatt & Co., Inc.

Bottom Line Analytics

Brunetti & Associates

Business and Marketing Analytic Center
Business Research Services, Inc.

Calder LaTour, Inc.

CAMO Smart Software Inc.

Claritas Inc.

Comstat Research Corporation
Consumer Pulse, Inc.



Craciun Research Group, Inc.
Creative Research Systems

Crescent Research, Inc.

Critical Insights, Inc.

Cross-Tab Marketing Services Pvt. Ltd.
Customer Research International
Data Analytics Corp.

Data Based Insights, Inc.

Data Entry Services Corp.

Data Recognition Corporation

Data Vision Research, Inc.

DATAN, Inc.

DataPrompt International
DataStar, Inc.
Datastatisticsonline.com

Dataxiom Software, Inc.

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
Decision Suppoprt Sciences

Delixus S/W India Pvt. Ltd.

Delixus, Inc.

Delphus, Inc.

Desan Research Solutions

Design Forum

Deyta

Digitab

Digital Research, Inc.

Directions In Research, Inc.
Economic Systems, Inc.

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Estymator

E-Tabs

Eureka Facts, LLC

Facts International Ltd.
Flake-Wilkerson Market Insights, LLC
Forum Research, Inc.

Framework

Frekans Research Field & Tab Services Ltd.
Genesis Marketing and Research, Inc.
Global Market Insite, Inc.(GMI)
Group Sigma Ltd.

Robert Hale & Associates
Hase/Schannen Research Associates, Inc.
(HSR)

HBS Consulting, Inc
1.S.1.S.-Integrated Strategic Information
Services

imyst, inc.

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services
InfoTech Marketing

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated
Communications

Inquire Market Research, Inc.
Insight Analysis

Insight DATA Services Ltd.
InsightExpress, LLC

Intelligent Analytical Services
International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
R. Isaacs Computing Associates, Inc.
Issues and Answers Network, Inc.

J & D Data Services

J. Reckner Associates, Inc.

JFK Market Research

JRP Marketing Research Services
Karp Data Services

KeyTech Data Centres Ltd.

KPC Research

Kudos Research

Leone Marketing Research
MACRO Consulting, Inc.

Majestic MRSS Ltd.

Mangen Research Associates, Inc.
Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation
Market Insight, Inc.

Market Intelligence

Market Perceptions, Inc.

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Market Trends Pacific, Inc.

The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
Marketing Systems Group
MarketTools, Inc.

MarketVision Research®
MarketVisions

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
Mathematical Data Systems, Inc.
The Matrix Group, Inc.

Matrix Research Limited
MAXimum Research, Inc.
MedProbe Inc.

Megatab

Michelson & Associates, Inc.
Microtabh, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

Moskowitz Jacobs Inc.

MRSI (Marketing Research Services, Inc.)
Gary Mullet Associates, Inc.

MVJ Group Inc.

National Survey Research Center
NCH Analytical Services

NCSS

Neifert Data Services

NIPO Software

NJW Research

North Coast Behavioral Research Group
0’Connor & Associates

CJ Olson Market Research, Inc.
Opinion Search Inc.
OPINIONation

Optimum Solutions Corp.
PAI-Productive Access, Inc.
Paradigm Technologies Int’l.

Pat Henry Market Research, Inc.
PDPC, Ltd.

Percy & Company Research

Pine Company

PMR-Personal Marketing Research, Inc.
Population Research Systems, LLC
Portland Research Group
Precision Research Inc.

Proactive Insight

Prognosys e Services Pvt Ltd
P-STAT, Inc.

Pulse Train Ltd.

Www.quirks.com

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.

Quest Research

QUESTAR

Raosoft, Inc.

RDA Group

RDAssociates, Inc.

RDI Marketing Services, Inc.
ReData, Inc.

Renaissance Research & Consulting
Research & Polling, Inc.
Research Data, Inc.

Research International

The Research Spectrum
Resolution Research & Marketing, Inc. ™
RONIN Corporation
RSVP/Research Services
Sawtooth Software, Inc.
SCANTAB/American Crosstab
Scantron

SCK Consulting

SDR Sampling Services

Short Web Survey, Inc.
Significant GfK

Significantly Different! Research
SKA Division of Mediafax, Inc.
Snap Survey Software
Software Innovation TricTrac A/S
Solution Data Systems
Southwest Planning & Marketing
Spring Systems

SPSS Inc.

Standard Data Corporation

Star Data Systems, Inc.
StatPac, Inc.

StatPoint, LLC

StatSoft, Inc.

Strategic Insights, Inc.

Strategic Marketing Services
STS Market Research

Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.
SurveyConnect, Inc.

Surveys & Forecasts, LLC
SurveySite Market Research
Tab House Marketing Research Services
Tab-It Services, Inc.

Tactician Corporation
TechnoMetrica Market Intelligence, Inc.
TechTarget, Inc.

TelStar (USA) Inc.

TNS New Zealand

Tragon

Trainor Associates

Trendline Research

Triton Technology

Venture Research Corporation
Walker Information

Watts Marketing Research
Weeks Computing Services
Western Wats - Headquarters
WestGroup Research

Xorbix Technologies, Inc.
YanHaas

Your Perceptions
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Trade Talk

continued from page 110

But on the prepackaged foods side, you don'’t always eat a
whole can of soup or a whole loaf of bread or use a pound
of sugar or a box of salt. There are a lot of opportunities for
innovation on prepackaged foods,” Corlett says.

In a typical grocery store, the meat and produce depart-
ments pose no problem for the single consumer. Only need
one steak or one potato? No problem. And makers of per-
sonal care products have caught on to the needs of these
consumenand are offering smaller-sized shampoos and
styling aids, for example. But it gets tough in the middle
aisles, where the ove sized packages of pasta, spices, condi-
ments and dry goods lurk.

Marketers who want to reach these consumers shouldn’t
do it by pointing out their single status, Corlett says.“The
worst thing you can do is spotlight them as different. It’s
like marketing to a special age group.You don't talk to
teens about acne or women over 50 about lined skin. Talk
to them about benefits, such as the benefits of choice. Make
both the large economy size and the smaller single-portion
size innovative and affordable.”

Corlett says some product makers may find that the
innovations they introduce for single consumers catch on
with those living in larger households. “Focus on the fea-
tures and benefits that are specifically attractive to house-
holds of one and then watch and see how many other
households value the benefits. When matketerscreate
and promote innovatiw features and benefits for a partic-
ular population segment, th eyoften end up attracting a
much broader audience. The features and benefits go
beyond the target audience. For example, the big-button
phone or the levers instead of doorknobs - which were
designed for older consumers - are now a product of’
choice for many people.”

Make room
Big-box retail and grocery centers will no doubt continue
getting bigger but the market may also have to make room
for some smaller, cozier outlets.““We have a retail environ-
ment that has been ve ry focused on families stocking up and
it’s sort of the antithesis of what the single-person household
needs. But they are certainly a driving force in the extraordi-
nary growth of places like Whole Foods and smaller inde-
pendent retailersand specialty stores,” Corlett says.

From the looks of things, the impact of single-person
households is just beginning to be felt.
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On page 106 of the January issue, in the listing for
Dynamic Advantage, Inc., in the 2005 Mystery Shopping
Providers Directory, incorrect phone and fax numbers were
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1251 and 818-238-1257, respectively.
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trade talk

By Joseph Rydholm, Quirk’s editor

[t's all about me

egments, groups and niches.
S That’s what most marketing and

adve rtising focuses on reaching.
Well there’s a new target audience and
it’s growing fast. It’s the group of one.

Data from a How America Shops
study by New York research firm WSL
StrategcRetail gives a look into the
needs and wants of single-person
households, a classification that
encompasses 26 percent of the U.S.
population and ranges from older
consumenswho may have lost a
spouse due to death, divorce or separa-
tion to those under 30 who are
choosing to marry later and later.
“Certainly society is now creating an
environment in which single people
can thrive,” says Candace Corlett, a
principal at WSL Strategic Retail.
“There is also a culture of young peo-
ple delaying adult responsibility, some-
times forever, and those who are just
not signing on for the ‘couples’ way of
life. So we have singles at both the
young and the old ends of the spec-
trum.”

The study found 37 percent of the
one-person households were in the
18-to-35 age range, 42 percent in the
36-to-54 range, and 21 percent were
55 and older.

While 59 percent of those in house-
holds of four or more people are opti-
mistic about their financial future, only
31 percent of singles feel the same
way. But compared to a similar study
conducted in 2003, the number of
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respondents saying they had become
more careful about their spending
habits in 2004 declined by 15 percent,
and the number that said they had
postponed major purchases declined
by 11 percent.

Likely to splurge

Though 70 percent of the single-
person households have incomes of
less than $50,000, they are free to
spend that money on themselves and
their pets. And spend they do.
Compared to consumers from
households of four or more people,
they are more likely to splurge for a
good cup of coffee (54 percent; 38
percent), specialty foods (59 percent;
46percent), and pet products (52
percent; 23 percent). “Single people
are more about self-indulgence.
Whole Foods, for example, does a
great job of catering to that,
responding to an audience that is ‘all
about me,” Corlett says.

Single consumers are less interested
in going out of their way to save a
buck. While 38 percent of single
respondents said they would “go a lit-
tle further to shop at a store if I can
save money,” 60 percent of those in
households of four or more said they
would do the same.

And they’re not always in a hurry
to finish shopping: 41 percent of sin-
gles said they would go out of their
way to seek one-stop shopping,
compared to 58 percent of multiple-

www.quirks.com

person households.

Sense of community

These consumers are less likely to
shop in the larger stores such as mass
merchandisers and warehouse clubs
and also less likely to shop at dollar
stores. Small, local stores seem to hold
the most appeal.

Rather than seeking a bargain, some
of these consumers may be looking
for a sense of community, Corlett says.
“When you don’t have a built-in fam-
ily unit, you look to connect in the
community and it is much easier to do
that in the small local drug store or
the small local book store. We are also
seeing a return to smaller grocery
environments. Main street
shops...that’s what the Wal-Mart
Neighborhood Market is about, for
example.”

Singles also exhibit a lot of brand
loyalty, especially in household and
p e rsonal care products, reporting
lower levels of brand switching than
respondents in households with four
or more people. They are willing to
pay a bit more for convenience but are
often forced to weigh whether it’s
worthwhile to pay more for products
in single-serve packages or pay less for
larger packages but end up throwing
out a product that spoils.

“On the paper goods side, it’s pretty
transparent: they want smaller sizes.

continued on page 109
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