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C u s t o m e r-bonding through blogging
The blog has arrived as a marketing tool. In the Enterprise column in the March 1, 2005 Wall
Street Journal, Riva Richmond offered several examples of small firms that have raised their
profiles by hosting a company blog. For some enterprises, a blog makes perfect sense as an out-
reach tool: San Francisco-based online DVD rental firm GreenCine’s successful blog features
film reviews, interviews and festival news. But even firms that don’t at first blush seem like top
blog candidates are making it work. Organic dairy product maker Stonyfield Farms has a hit
with its popular blog The Bovine Bugle, in which Jonathan Gates, one of Stonyfield’s organic milk
suppliers, details life on a family farm. “He
doesn’t even talk about Stonyfield, and I
couldn’t care less if he does,” said Stonyfield
CEO Gary Hirshberg. Perhaps that’s the key:
Don’t commit a faux blog. Keep the content
real and commercial-free or risk alienating
someone who took time from their busy life to
seek out your site. A blog is “as intimate and
personal as somebody sitting in your kitchen,”
Hirshberg said.“It’s a great privilege to be
able to have that kind of dialogue.”The con-
versation comparison is an apt one. For while
blogs may not hold the same sale-generating
promise as traditional advertising, in an era of
media and marketing oversaturation, they
stand out as an enticing way to establish and
nurture a long-term company/customer r el a-
t io n s hip from which both sides benefi t .

(“Blogs Keep Internet Cust o m ers Coming Back,”
Wall Street Journal, M a rch 1, 2 0 0 5 )

Apparently clothes 
don’t make the Boomer 
One unfo r e seen pro blem as Baby Boomers
a g e : they appear to be less in t er e sted in buy-
ing clothes. A f t er peaking in 2000 at $175.7
b il lio n , sales of men’s and women’s apparel
de c lined the fo l l ow ing three ye a rs ,a c c o r ding
to data from NPD Gro u p .Many Boomers
are fo c u sed on their im p e n ding retirement
and are also facing in s u rance and health
care cost s .S p a s , cosmetics and va c a t io n s
have replaced shopping as a mood-li f t er fo r
some Boomer women.And apparel seems to
be losing out to the lure of iPo d s , fl a t - s c r e e n
TVs and other home furni s hing s .And it’s not
j u st Boomers who feel this way.“ Te c h n o l o gy
is so weara ble now - the pro d u cts are fash-
io n - o riented and cool-looking - you can take
them with yo u .And just li ke clothes, you can
s h ow them off to your fri e n d s .The camera s
you can wear li ke an accessory.Even the ring
tones on your cell phone say something
a b o ut yo u , ” s a id 26-ye a r- o ld aut o m o b il e
in t erior de s ig n er Gypsy Molin a .Fa milies of
all st ripes have added recurring costs that
w er e n ’t prevalent ye a rs ago for things such
as Internet access, c ell phones and cable T V,
l e a ving less money ava il a ble for apparel pur-
c h a se s .As a result, some clothing makers
are bra n c hing out into new ventures.L i z
C l a i b o rne Inc., for ex a m p l e, is now offering
b ra n ded bedding ,w a l l p a p er and carp e t ing .

(“As Consumers Find Other Ways to
Splurge, Apparel Hits a Snag,” Wall
Street Journal, February 4, 2005)

John Q. Public 
as tastemaker
Looking for another way to spread the
word about your product or service?
Consider BzzAgent, a Boston firm that
brings a new meaning to the term viral
marketing.The idea behind BzzAgent -
enlist consumers to talk up a new prod-
uct at parties, at work or the local cof-
feehouse - isn’t new. Depending on your
viewpoint it’s either a sign that tradition-
al advertising is growing less effective by
the day or an example of how a good
idea, creatively executed, can take on a
life of its own.The real shocker is how
enthusiastic BzzAgent’s 60,000 volun-
teer guerilla marketers are. While they
ostensibly earn points for their buzz-gen-
erating efforts, most of them seem to
care more about the jolt they get from
being one of the hidden persuaders.

(“The Hidden [In Plain Sight]
Persuaders,” New York Times
Magazine, December 5, 2004)

Pinot noir: quaffable and ascendant 
In the Academy Award-winning movie Sideways, the central character, an incorrigible 
wine snob named Miles, extols the virtues of pinot noir while dismissing merlot as he and 
a friend explore the wineries of California's Santa Ynez valley. According to research from
ACNielsen, while pinot noir sales have been on the rise for several years, the varietal has,
in fact, enjoyed especially strong sales since the movie's release on October 22, 2004.The
ACNielsen analysis reveals that pinot noir sales in the U.S. are at record levels, reaching
nearly 370,000 cases (one case is equal to nine liters of wine) for the 12 weeks between
October 24, 2004 and January 15, 2005 - up nearly 16 percent versus the same period a
year earlier. Before the movie came out, pinot noir represented 1.1 percent of all table wine
sold in the U.S. through the combined food/drug/liquor store channel. In the four-week peri-
od ending January 15, 2005 the varietal had grown to 1.4 percent of all table wine sold. In
California, pinot noir had grown by almost a full point to just over 2 percent of total table
wine sales. Merlot, despite Miles' disdain, continues to sell well and still ranks as the largest
red varietal, ahead of cabernet sauvignon. It represented 11.6 percent of all table wine sold
in the U.S. through the combined grocery/drug/liquor store channel prior to the movie's
release. For the four weeks ending January 15, 2005, it was up to 12.2 percent.

Can wellness come in 
a big box?
M in n e a p o li s - b a sed el e ct ro nics giant 
B e st Buy has opened a store called EQ-
life in a Tw in Cities mall.The 18,000-
s q u a r e - foot st o r e, which aims to be a
h e a l t h - a n d - w ellness superst o r e, features a
s p a , a Cari b o u
coffee shop,
and a pharm a-
cy along with
sel ling iPo d s ,
l a p t o p s , m a ga-
z ines and cosmetics. A local health clini c
w ill hold se min a rs in the store and ke e p
e d u c a t o rs , dietitians and nurse pra ct i t io n-
ers on hand to answer cust o m er quest io n s .
“In our rese a rc h , c o n s u m ers told us they
w ere try ing to achieve balance, ” s a id EQ-
life president Mike Maro l t . “ To me, i t ’ s
r e a l ly about bringing together in one place
our ideas on how health, w ellness and
t e c h n o l o gy can work together to achi e v e
the balance they’re se e k ing in li f e .”

(“Wealth in Wellness Beckons Best Buy,”
Star Tribune, January 20, 2005)

In case you missed it...
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C o n t i nuing a long-term tre n d , c o n-
s u m e rs made fewer trips to traditional
gro c e ry stores in 2004 as they sought
greater sav i n g s , va riety or conve n i e n c e
in other retail outlets, a c c o rding to a
study from AC N i e l s e n , S c h a u m b e r g , I l l .

AC N i e l s e n ’s Channel Blurring study
s h owed that the average A m e ri c a n
consumer made 69 trips to the gro c e ry

s t o re in 2004,d own from 72 in 2003.
E ve ry year since 1995, w h e n
ACNielsen U. S. began its annual analy-
sis of consumer shopping pattern s , t h e
gro c e ry channel has experi e n c e d
declines in shopping fre q u e n c y.T h a t
ye a r, U. S. households made an ave r a g e
of 92 trips to stores in the channel.T h e
findings are based on an analysis of data
f rom the ACNielsen Homescan con-
sumer panel.

“ T h e re are certainly pockets of
i n n ovation within the gro c e ry store
channel where re t a i l e rs are succeeding.
H oweve r, as a channel, c o n s u m e rs are
shifting their trips to formats where
t h ey can either save more money or
accomplish more of their shopping in

one tri p,” s ays Todd Hale, senior vice
p re s i d e n t , consumer insights,
ACNielsen U. S.

Dollar stores have enjoyed the
s t rongest long-term growth in house-
hold penetration - driven by the chan-
n e l ’s rapid expansion - while super-
c e n t e rs have grown the most in term s
of shopping tri p s .The traditional mass
m e rchandise channel continued its
losses in both household penetration
and shopping frequency in 2004, a s
m o re mass merc h a n d i s e rs either con-
ve rted traditional stores to superc e n t e rs
or closed poor performing store s .
Shopping frequency in wa rehouse club
s t o re s , d rug store s , and conve n i e n c e
s t o res remained flat. Both drug store s
and convenience stores slipped slightly
in terms of household penetration.

“One hopeful sign for the gro c e ry
channel is that several chains have
rolled out or are experimenting with
n ew store form a t s .O t h e rs are incre a s-
ing their use of micro - m e rc h a n d i s i n g
and marketing to better meet the
unique needs of shoppers within their
trade are a s .Only time will tell, bu t
those efforts towa rd differentiation may
help stem the loss of shoppers to other
f o rm a t s ,”Hale say s . For more inform a-
tion visit www. a c n i e l s e n . c o m .

Appearances count in direct
ma i l
A c c o rding to a study by Baltimore
m a r keting firm Ve rt i s , 63 percent of
adults say that an intere s t i n g - l o o k i n g
package makes a difference as to which
d i rect mail they open. For 51 perc e n t , a
special offer or discount will make a
d i f f e rence as to whether or not they
open the direct mail.

Twenty-four percent of adults who
read direct mail have visited a store in
the past 90 day s , p rompted by re c e iv i n g
a re t a i l e r ’s direct mail piece, a c c o rd i n g
to re s e a rch conducted by Ve rtis and
re p o rted in its Customer Focus 2005:

Retail Direct Marketing study.
“ With the huge number of pro d u c t s

competing in the marke t p l a c e, c o n-
s u m e rs are always seeking inform a t i o n
on the prices and selections ava i l a ble to
e n s u re they are getting the best va l u e,”
s ays T h e rese Mulvey, vice pre s i d e n t ,
m a r keting re s e a rc h , at Ve rt i s .“ A d u l t s
h ave become more re c e p t ive to using
d i rect mail to obtain this inform a t i o n ,
and it has proven to be an effective
medium for re t a i l e rs to connect with
n ew customers .”

Of the direct mail re a d e rs surveye d ,
33 percent of older Baby Boomer
(1946-1955) women said they visited a
n ew store in the past 90 days based on
d i rect mail re c e ived from a re t a i l e r.
S i m i l a r l y,of the adults surveye d , 2 8
p e rcent of Generation X (1965-1976)
men who read direct mail visited a
s t o re where they typically do not shop
based on direct mail.Twenty-six per-
cent of female Generation Y (1977-
1994) direct mail re a d e rs said they vis-
ited a new store based on direct mail.

Of the total adults surveye d , 25 per-
cent of those with a household income
of $30,000-$50,000 who read dire c t
mail said they visited a store where
t h ey typically do not shop due to dire c t
m a i l .

As for the types of retail direct mail
that women re a d , 94 percent of female
younger Baby Boomer (1956-1964)
retail direct mail re a d e rs said they re a d
mail from discount store s , c o m p a red to
83 percent of older Baby Boomer
wo m e n .N i n e t y - f ive percent of female
younger Baby Boomer retail dire c t
mail re a d e rs said they read inform a t i o n
f rom a department store, c o m p a red to
84 percent of Generation X (1965-
1976) wo m e n . Ninety percent of
female Generation Y (1977-1994) re t a i l
d i rect mail re a d e rs said they read gro-
c e ry direct mail, c o m p a red to 85 per-
cent of older Baby Boomers . S eve n t y -
f ive percent of female older Baby
Boomer retail direct mail re a d e rs re a d

continued on page 74

Consumers shopping less often in traditional 
grocery stores
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NewYork-based NetRatings, Inc., has
named Iris Cumberbatch senior
financial services analyst in the strate-
gic analysis group.

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

Randy Smith has joined the
Chicago office of The NPD Group as
group president. Smith will specifical-
ly manage NPD Foodworld, NPD
Automotive, NPD Canada and the
firm’s interests in Latin America.

Kimberly-Clark Corporation, Dallas, has
named Kim Feil vice president and
senior marketing officer. Marketing
research will be among her new
responsibilities.

Research International (RI) has
announced a number of new hires.
Marc Papanicola has joined
Research International France as
director of quantitative services.
Catherine Connolly has joined
Research International as group
human resources director and she will
become a member of the group
board. She will be based at the group
office in London.Yvette Wikstrom
has been named vice president in the
tracking division. Vassilis
Bakopoulos has joined Research
International USA as a senior vice
president in the ad hoc, non-CPG
division. Pamela Hampton has been
named director of outsourced data
collection in the operations division.

Kathy Brewers has joined Research
International in Minneapolis as
research manager, ad-hoc CPG.
Rebecca Tancredi has joined the RI
HR team as talent development and
training manager. She will be based in
Chicago. Zarana Patel has joined
RI’s Super Group as a senior research
manager. Christine Turk has been
promoted to client service director.At
RI Qualitatif, Michael Chapman
has been named senior research man-
ager. In the Chicago office, Gregory
Young has been named systems sup-
port technician and Candace
Adams has been named vice presi-
dent.

Bellomy Research, Inc.,Winston-Salem,
N.C., has named Gabbie Serang
marketing sciences analyst. Ed

Hardman has joined the company as
director of marketing sciences.

Tim McDougall has been named
chief marketing officer for the NBA’s
New Orleans Hornets. Marketing
research will be among his new
responsibilities.

Global Market Insite, Seattle, has
named Scott Weinberg sales direc-
tor, Minneapolis; Ron Franscella
sales director, Los Angeles; John Reid
sales director, NewYork; and Jack
Breeden sales director, Seattle.

NPD Techworld, PortWashington,
N.Y., has named Clint Wheelock
vice president-wireless research.

Millward Brown has announced a

number of new hires and promotions.
Promotions: Leila Buckley to associ-
ate account director, client service,
Millward Brown UK; Ben Blake to
associate account director, client ser-
vice, Millward Brown UK; Dianne
Borges to vice president, Millward
Brown IntelliQuest. New hires: Burt
Leiman has been named managing
director of Greenfield Consulting
Group,Westport, Conn.; Monica
Garcia has been named head of the
new business development unit,
Millward Brown Mexico; Nitesh
Lall has been named account direc-
tor, Millward Brown Sydney,
Australia; Anna Meadows has been
named director, qualitative, Millward
Brown Sydney,Australia.

J.D. Power and Associates,Westlake
Village, Calif., has named Tom
Donnelly executive director of auto-
motive client services. Charlie

Vogelheim has been named vice
president of automotive development.
And Steven D.Wood has been
named senior vice president and gen-
eral manager of the health care divi-
sion, which is based in Mesa,Ariz.

Annie Weber, senior vice president,
Roper Public Affairs, has been named to
lead the firm’s newWashington, D.C.,
office.

Elizabeth Ellers has joined America
Online, Inc., Dulles,Va., as senior vice
president, heading the market research

Feil Connolly

continued on page 92
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Add one - o n - o nes to online
s u r ve y s
D e nver online re s e a rch firm
iModerate LLC has introduced its
n ew pro p ri e t a ry technology which
a l l ows re s e a rc h e rs to incorp o r a t e
re a l - t i m e, i n - d e p t h , o n e - o n - o n e
i n t e rv i ews with live moderators
into an online survey.The technol-
ogy is suitable for a range of
re s e a rch projects including ad tests,
b r a n d , image and message tests, a n d
tracking studies. It is designed to
work with other data collection
t o o l s , a l l owing clients to use
iModerate while retaining their
c u rrent survey re s e a rch prov i d e r.
For more information contact
Adam Rossow at 303-333-7883 or
visit www. i m o d e r a t e. c o m .

Skip the usual CAPI tools
with Bellview Hall
U. K . re s e a rch softwa re firm Pulse
Train has launched Bellview Hall, a
system designed to stre a m l i n e
ve nue-based market re s e a rch and
data collection and reduce associat-
ed costs. B e l l v i ew Hall is a turn key
solution that combines Pulse Tr a i n ’s
s e c u re Web-based interv i ew i n g
p l a t f o rm Bellview Web with
p o rt a ble PCs, w i reless netwo r k i n g
and a va riety of devices on which
to run Web brow s e rs .This elimi-
nates the need for paper and data
e n t ry during ve nue-based re s e a rc h

a c t iv i t i e s , and allows re s e a rc h e rs to
dispense with traditional computer-
assisted personal interv i ewing tools.
It also re m oves the need for trans-
f e rring questionnaires and data to
and from a large number of laptops.

B e l l v i ew Hall supports all ques-
tion types (single, mu l t i p l e, q u a n t i-
t y, text and open-end) and va ri o u s
f o rm a t s , such as grids and dro p -
d own boxe s . It also includes full
multimedia support , i n c l u d i n g
i m a g e, sound and video files.T h e
system incorporates full logic and
data checking to ensure data is
clean and ready for analysis.

A flexible user interface allow s
full customization. S u p p o rt is also
p rovided for cre a t ive question
design using Flash, Java S c ript or
A c t ive Server Pa g e s , p roviding flex-
ibility for screen layo u t . Fo r
re s e a rch projects re q u i ring re a l -
time data analysis, u s e rs can add
Pulse Tr a i n ’s Pulsar Web survey
analysis tool. For more inform a t i o n
visit www. p u l s e t r a i n . c o m .

MI Pro Research Studio
integrates MARSC system
Cincinnati-based re s e a rch softwa re
f i rm MI Pro USA is now offering a
n ew module for its Research Studio
s o f t wa re. R e s e a rch Studio is an
i n t e grated data collection, a n a l y s i s
and data mining softwa re frame-
work for market re s e a rc h e rs .T h e

n ew module allows integration of
R e s e a rch Studio with the MARSC
Panel Management system, p ro-
duced by Centurion Marke t i n g
Systems Ltd.The MARSC system
facilitates the re c ruitment and man-
agement of respondent panels of
a ny size.The new interface fro m
MI Pro allows Web interv i ews con-
ducted within the MI Pro Researc h
Studio to send their completion
status back automatically to the
MARSC panel administration sys-
t e m .This eliminates the need for
m a nual status transfer between the
t wo systems. MI Pro USA is the
U. S. operation of MI Pro A S, a
N o r we gian softwa re and consulting
c o m p a ny. For more inform a t i o n
visit www. m i p ro - u s a . c o m .

System serves as ta c t i l e
r e ference frame
Car maker Renault and French sen-
s o ry marketing firm Quinte&sens
h ave introduced the Sensotact tac-
tile re f e rence frame, which aims to
s e rve the same purpose for touch-
related sensations as the Pa n t o n e
system does for colors .The pro d u c t
is designed to develop tactile ID’s
for designers and marke t e rs , h e l p
classify products in sensory databas-
es for R&D serv i c e s , and re s p o n d
to technicians’ or engi n e e rs ’ o b j e c-
t ives and schedules. Sensotact is
composed of 10 descri p t o rs and 50
re f e rences that interact thro u g h o u t
the conception process of the pro d-
u c t , f rom the design until the mar-
ket re s e a rc h . Renault has used
S e n s o t a c t ’s re f e rence frame as a
c o m munication tool with other
c o u n t r ies - particularly with Ja p a n ,
w h e re its partner Nissan is located -
to facilitate exchanges and avo i d
m i s u n d e rs t a n d i n g s . For more infor-
mation visit www. s e n s o t a c t . c o m .

continued on page 78
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N ews notes
The board of United Business
Media plc has appointed its financial
a d v i s e rs ,D resdner Kleinwo rt
Wa s s e rstein and Allen & Company
L L C, to conduct a strategic rev i ew of
NOP Wo r l d, including deve l o p i n g
NOP World furt h e r, expanding it

t h rough strategic alliances or selling it.

Netherlands-based V N U a n n o u n c e d
that the U. S. D i s t rict Court for the
S o u t h e rn District of New York has dis-
missed with prejudice all re m a i n i n g
claims in the antitrust case against its
ACNielsen business unit by

I n f o rmation Resources Inc. ( I R I ) .
In a company statement,Rob van den
B e r g h , c h a i rman and CEO of V N U,
s t a t e d :“ ACNielsen has consistently said
f rom the beginning of this case that
I R I ’s claims we re without merit and
b rought to chill competition.T h e
c o u rt ’s decision clearly demonstrates
that ACNielsen acted lawfully and that
the allegations made by IRI we re
u n f o u n d e d . Competition belongs in
the marke t p l a c e, and not in the court s .
We are gratified that the trial court has
dismissed this case and are confident of
our position on any appeal.”

In an order issued on December 3,
2 0 0 4 , the court ruled that the econom-
ic analysis on which IRI relied to
e s t a blish its pricing claims was inadmis-
s i ble as a matter of law.The court ru l e d
that IRI’s expert re p o rt on liability and
d a m a g e s , to the extent it relied on the
i m p roper analysis, could not be pre-
sented at tri a l .After that ru l i n g , I R I
advised the court that the pri c i n g
claims we re the foundation of its case
a n d ,without the evidence excluded by
the court , t h e re was “little left of its case
to try.”The parties then agreed to enter
into a stipulation providing for a final
o rder and judgment in the trial court .

In Fe b ru a ry, N ew Yo r k - b a s e d
Nielsen Media Researc h launched a
branding adve rtising campaign to
heighten awa reness about who Nielsen
is and to inform multicultural audi-
ences about Nielsen’s role in telev i s i o n
r a t i n g s .The campaign will focus on key
media outlets in the metro p o l i t a n
D e t roit are a , along with other media
m a r kets across the country. Nielsen has
p a rt n e red with ad agency Burrell to
c reate and execute the campaign. I t
includes pri n t , r a d i o, online and cinema
a d ve rt i s i n g , targeting A s i a n ,A f ri c a n -
A m e ri c a n ,Arabic and Hispanic con-
s u m e rs and opinion leaders .

As part of the campaign, Nielsen will
roll out print ads featuring the faces of
adults of va rious ages and ethnicities
merged tog e t h e r, to illustrate the com-

Calendar of Events  April-June

continued on page 81

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/panel2005.

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.

IIR 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/retailing2005.

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-
t ion visit www. a n a - in c . c o m / w o rk-
s h o p s . h t m l .

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
conference on May 11-13 at the St.
Pierre Marriott, Chepstow, England. For
more information visit www.bigconfer-
ence.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/fragrance2005.

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/globalfo-
rum2005.

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 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.

ESOMAR and the Advertising Research
Foundation are co-sponsoring the
Worldwide Audience Measurement con-
ference (online, outdoors/out-of-home,
print, media mix, radio,TV) on June 19-
24 in Montreal. For more information
visit www.esomar.org/wam2005.

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.

The Travel and Tourism Research
Association will hold its annual confer-
ence, 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.





O
O ver the past few ye a rs the awa re-
ness of totally unduplicated re a c h
and frequency (TURF) analysis has
grow n . In fa c t , this useful, p owe r f u l
technique has become more sophis-
t i c a t e d , d eveloping into more and
m o re advanced applications than
we re ori ginally envisioned when the
technique first emerged in the
1 9 7 0 s .

TURF is often used to answe r
such questions as,“Of the 50 maga-
zines on my list, which combination
of five have the largest re a d e rs h i p ? ”
or “I have a budget of $10,000 -
what are the optimal media outlets I
should buy in?” or “What kind of
m a r ket share will we gain if we add
a new line to our current brand?” o r
“Which 10 of 20 flavo rs should my
ice cream shop display ? ”

In the following piece we are
going to present the most popular
uses of T U R F, such as maximizing
reach and minimizing costs for
media marke t s ; calculating the incre-
mental value to the full line of
adding additional possible pro d u c t s ;
attracting the largest number of con-

s u m e rs with the fewest number of
va ri e t i e s ; and projecting bu d g e t a ry
c h o i c e s .An elegant upshot of T U R F
is that it not only allows the
re s e a rcher to assess all possible com-
binations of brands or products on
the list, but also points to the win-
n e rs . In TURF literature, this pro c e s s
of determining the winners is
re f e rred to as optimization.

F i n a l l y, we will have a look at
TURF delive r a bl e s , i n c l u d i n g
r a n ked results (optimization), bu d-
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Unearthing
TURF

data use

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

By Michael Lieberman>
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g e t a ry fore c a s t s , and a TURF simu-
lator that our clients find useful. I t
a l l ows them to combine any what-if
s c e n a rios they like, or to pass it
along to their client for the same
p u rp o s e.

Components of T U R F
TURF has two named bu i l t - i n
c o m p o n e n t s , reach and fre q u e n c y. I n
e f f e c t ive re s e a rc h , these two these
pieces are generally separated,
though they are often linked and
both are unive rsally presented with
the final re s u l t s . U n d e rstanding their
simple meanings is a necessary pre-
requisite for understanding T U R F.

B a s i c a l l y, f requency is the total
number of people who will choose
or purchase each product show n . Fo r
e x a m p l e, of 100 people 50 will pur-
chase S p o rts Illustra t e d.The fre q u e n c y
for S p o rts Illustra t e d is 50. Sixty will
p u rchase P e o p l e magazine (they
could also be the same people pur-
chasing S p o rts Illustra t e d) . P e o p l e’s fre-
quency is 60.

Reach is the number of people
who will purchase at least one of the
p roducts show n . Said another way,
reach displays the unduplicated (no
p e rson is counted twice) perc e n t a g e
of people who will choose a combi-
n a t i o n . For example, S p o rts Illustra t e d
has a frequency of 50, P e o p l e has a
f requency of 60, and T i m e has a fre-
quency of 40. Out of the hundre d
p e o p l e, 80 have read at least one o f
these magazines.That is the re a c h .
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F i g u re 1 illustrates a simple exam-
ple of an ice cream shop that only
has room for three flavo rs but cur-
rently has six in stock. R e s p o n d e n t s
we re aske d , on a five-point scale,
p u rchase intent for any of the six
f l avo rs show n .Top two box purc h a s e
intent is then calculated and show n
as perc e n t a g e s .The frequencies pre-
sented illustrate the simple favo ri t e s
of this store ’s customers .

Which combinations of thre e,
t h o u g h , would tickle the tongues of
most of the customers? Shown in
F i g u re 2, we see that reach drops off
by a few percentage points if yo u
substitute caramel mocha fudge with

F rench va n i l l a . Pe a nut butter fudge
c h u n k , we l l , it just doesn’t add mu c h
to the mix, even if combined with
F rench vanilla and caramel mocha
f u d g e.The ice cream store owner has
his answe r.

Va riation on theme
In a disguised example, H a p py
Detergent wished to accomplish two
goals in one TURF analysis.Two
m e a s u rements we re invo l ved to not
only determine which combinations
of products would sell better, bu t
which of two package designs wo u l d
be more appealing to consumers .
The latter is derived by assessing
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reach perc e n t a g e s .
In addition, t h e re was a cave a t .

Four of the brands we re “ f i xe d ,”
meaning that Happy Detergent
a l ready offered these pro d u c t s , a n d
that fact wa s n ’t going to change
despite the upcoming re s e a rc h
re s u l t s .The aim of the project was to
m e a s u re the four fixed brands (per-
haps for future phasing out), d e t e r-
mine which new package works the
b e s t , and which additional brand
would improve market share the

m o s t .
Which will be part of the line

( f i xed brands in bold)?
• H a p py Regular – Stain

Dissolving Powe r
• H a p py Dazzling Whites and

C o l o rs
• H a p py Morning Bre e z e
• H a p py High Efficiency
• Happy Sport
• Happy Fragrance Fre e
A follow-up measure was aske d ,

yielding a far richer lode of infor-

m a t i o n .The two questions we re :
• Looking at all of these Happy

b r a n d s , please tell me which state-
ment on this card best describes how
l i kely you would be to buy each of
the specific types of Happy deter-
gent you see here if they we re ava i l-
a ble where you regularly shop? [for
each package]

• Assuming that (Happy brand)
was ava i l a ble in the store where yo u
s h o p, h ow many of your next 10
p u rchases of laundry detergent
would be for this particular va ri e t y
of Happy ?

We see from Figure 3 that there
a re large differences (as shown by
the frequencies) between perc e p-
tions of the Green Clover and Blue
Diamond Pa c k a g e s .W h i c h , t h o u g h ,
is more effective? Figure 4 (re a c h )
gives the answe r.

S o, we have a winner. H a p py
Detergent should go with the Blue
D i a m o n d . Looking at pro j e c t e d
m a r ket share (Figure 5), H a p py
S p o rt would get around seven (6.9)
of the next 10 purchases among this
consumer sub-gro u p.

If for some re a s o n , h oweve r,
H a p py decided to go with the
G reen Clover package (perhaps it is
less expensive to pro d u c e ) , o u r
TURF analysis indicates that Happy
would be better off with Happy
F r a grance Free than Happy Sport .

B u d get reach - a TURF pri c i n g
m o d e l
The next pro blem has to do with
t wo questions.The firs t ,“What is the
best bang for the bu c k ? ”The sec-
o n d ,“What is the best buck for the
b a n g ? ” R e p h r a s e d , the first wo u l d
b e,“What is the best reach for a
budget of, s ay, $ 5 , 0 0 0 ? ”The second,
“What is the minimum cost to get a
reach of 80 perc e n t ? ”

To illustrate, I will use a simple
mix of wo m e n ’s publications in
which a client may potentially
a d ve rt i s e.As part of the data-gather-
ing process an online survey asks
re a d e rs to which publication they
c u rrently subscri b e.T h ey are listed
in Ta ble 1 along with the costs to

Frequency Cost/Weight

Vogue 67% 5.0

Good Housekeeping 50% 4.0

Working Mother 47% 2.0

Marie Claire 46% 3.0

Essence 39% 2.0

Bridal Guide 35% 1.0

Woman Today 16% 2.0

Table 1: Please check all publications you currently
subscribe to:

Reach Cost/Weight

Vogue - Marie Claire - Essence 86% 10.0

Good Housekeeping - Working Mother -
Bridal Guide - Essence 85% 9.0

Table 2

Reach Cost/Weight

Vogue - Marie Claire - Essence 86% 10.0

Vogue - Good Housekeeping - Bridal Guide 80% 10.0

Table 3
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place an ad in each in measure d
u n i t s .

L e t ’s say the goal is for a cert a i n
re a c h . For example, if you had to
reach 85 percent of the audience,
what is the least expensive config-
uration of ads (Ta ble 2)?

In our TURF softwa re we
would enter only one parameter,
p rojected re a c h , then calculate the
cost of scenarios that match. I n
our example above, w h e re we are
looking for 85 percent re a c h , t wo
buy scenarios have been re t u rn e d .
One has a slightly higher re a c h ,
but the second bu y, with four less-
p re s t i gious publications rather
than three higher-priced maga-
z i n e s , is less expensive. Perhaps it
is a better bu y.

The second method of optimizing
budget would be to enter in a cost.
Using our example, s ay we wo u l d
l i ke to spend $5,000, and each $500
is wo rth one point. S o, we are look-
ing to spend 10 points (Ta ble 3).

H e re we again have two scenari o s

that emerge. H oweve r, the second,
with two major magazines, has less
of a reach than the firs t . S o, we go
with Vo g u e-M a rie Claire-E s s e n c e.
A g a i n , the only parameter entered in
the model is the amount of money
the client would like to spend.
TURF calculates the reach for all

e m e r ging choices.

Assessing the my ri a d
It is not hard to select three out of
six ice cream flavo rs or five of six
H a p py brands, but what if the task
was to select between the top 10 to
20 combinations of three or four



options packages among 25. In our
hypothetical example an emergi n g
I n t e rnet broadband company (which
we will call Netsurf) would like to
test 35 options among bro a d b a n d
I n t e rnet users . B e l ow is the survey
q u e s t i o n :

“Suppose (OFFER) was offered to
n ew Netsurf for bro a d b a n d . P l e a s e
tell me how likely you think yo u
would be to subscribe to Netsurf for
B roadband service in the next six
months if this special offer we re
ava i l a bl e ? ”

If we are looking for three out of
3 5 , t h e re would be 6,545 combina-
tions to assess. If we are looking for
f o u r, t h e re would be 52,360 possibl e
c o m b i n a t i o n s . If Netsurf wanted 10
out of 35, we would need to assess
183,579,396 different reach perc e n t-
a g e s . Listing out each and eve ry one
would drive the client crazy.

These day s , t h o u g h , it is simple
(given large amounts of computing
power) to run our proprietary pro-
gram and calculate all 52,360 combi-

nations of four (for example). Each is
given a label, sorted high-to-low, then
presented with the frequency and
reach.We can test as many combina-
tions as the client would like to assess.

Would a combination of the top
f requencies re c e ive the highest re a c h
if thre e, or four, o f f e rs we re publ i-
cized in one campaign? Figure 6
examines the top combinations and
s h ows that TURF reveals that re a c h
can often emerge differently than

r aw fre q u e n c i e s .That is, the top
t h ree and four combinations are not
n e c e s s a rily the top ranked indiv i d u a l
o f f e rs .

F i n a l l y, another feature that clients
e n j oy is a TURF simu l a t o r, p rov i d e d
in Microsoft Excel, that allows the
client to plug in any combination of
o f f e rs to see what the reach might
b e.These do not necessarily need to
be among the top score rs . It is possi-
ble that Netsurf would like to see
the difference between certain mid-
d l e - s c o ring offers , to test the dro p -
off if a higher-scoring combination
m a kes a change, or to take the high-
e s t - s c o ring four-offer combination
and see what adding other offers
affects re a c h .

F i g u re 7 shows an abbrev i a t e d
ve rsion of the Netsurf simulator (it
would be difficult to show all 35
a t t ri butes within the confines of
F i g u re 7). H oweve r, please note the
“ 1 ” indicating the included offer and
the “ 0 ” next to ones that are not
s h own in the current options.A l s o
included in the simulator is each fre-
quency for individual offer.

Value is added
These days brand managers are
looking for the edge.T h ey are turn-
ing more and more to the marri a g e
of good re s e a rch and adve rt i s i n g
k n ow - h ow to get there.The above
mix of TURF methods - whether it
includes brands, p ro d u c t s , net pro f i t ,
or total dollar sales - is the pro c e s s
by which value is added to the
client/agency re l a t i o n s h i p. |Q
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I
I hope one of three things will hap-
pen as a result of this art i c l e :

1 . Someone with better know l-
edge of the current state of ve n d o r
o f f e rings will direct me to the ri g h t
p l a c e, o r

2 . Someone smarter than me will
tell me why this approach is
m e t h o d o l ogically unsound and
should not be purs u e d , o r

3 . Someone will re c ognize the
p ower of fully leve r a ging computer-
a d m i n i s t e red discrete choice and
build the tool.

D i s c rete choice is a terrific tool
for isolating brand equity.As far as I
am concern e d , that issue is re s o l ve d .
C o n s i d e r, h oweve r, a retailer like
S e a rs trying to measure its brand
equity in a discrete choice study
with consumers of appliances. N ow
you have W h i r l p o o l , M ay t a g ,
Ke n m o re,A m a n a , S u n b e a m ,
F ri gi d a i re and many other brands
complicating my ability to isolate
the contri bution of the Sears brand
to the choice decision. If you fail to
specify the brand of appliance in the
d e s i g n , i . e. , the discrete choice card

just says “a washing machine,” t h e n
a respondent loyal to the Ke n m o re
brand will likely have higher utility
for Sears than a fan of May t a g . I f
you do specify Ke n m o re in the
d e s i g n , then the Maytag fan will
p ro b a bly generate lower utility
s c o res for Sears , even if they wo u l d
l ove to buy a Maytag from Sears .

The interaction of retailer brand
and product brand gets even more
complicated if brands within the
p roduct category have staked out
d i f f e rent price space. Consider auto-
mobile brands.A respondent whose
re l evant range of products is Geo,
Kia and Hyundai will balk at the
p rice points on discrete choice card s
c o n s t ructed with BMW or Po rs c h e.
Their negative utility scores for
ABC A u t o m o t ive would have noth-
ing to do with the retailer and
eve rything to do with the re s e a rc h
d e s i g n .

What I need is a tool that will
l everage the power of the computer
to construct and administer a dis-
c rete choice card set, using tabl e
q u e ries based on responses to initial

s c reening questions.The tool wo u l d
a l l ow the respondent to make
choices based on re l evant pro d u c t
brands and price points, with the
re t a i l e r ’s brand equity expressed in
p e rcentage of price paid.

In case this tool does not exist or
someone wants a more concre t e
example to cri t i q u e,h e re is exactly
what I have in mind. My discre t e
choice has three attri bu t e s : ve h i c l e
c l a s s , retailer and pri c e.The leve l s
for the vehicle class attri bute are :
n ew, c e rtified used, n o n - c e rt i f i e d
u s e d .The levels for the other two
a t t ri butes are all constructed based
on respondent input.

Q 1 .What is your five - d i git zip
c o d e ?

Q 2 .What type of vehicle are yo u
most likely to purchase the next
time you buy? (small sedan, l a r g e
s e d a n , S U V, m i n iva n , e t c. )
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Wanted:
a better choice in

discrete choice

by the numbers

Editor’s note: Philip Moore is market
research manager, CarMax, the Auto
Superstore, Glen Allen,Va. He can be
reached at 804-747-0422 x4831 or at
philip_moore@carmax.com.

By Philip Moore>
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Q 3 .What make of vehicle are yo u
most likely to purchase the next
time you buy? (all the brands that
offer the specified type in Q2:
A c u r a ,A u d i , e t c. )

A query against my dealer data-
base will give me the closest fran-
chised dealer for any brand and my
biggest competitor for market share
in the re s p o n d e n t ’s zip code.T h i s
gives me my retailer leve l s .

A query against my make / m o d e l
database will give me the ave r a g e
sales price for any make/type com-
b i n a t i o n . For example, the re s p o n-
dent tells me they are likely to buy a
large sedan (Q2) made by Buick
(Q3) so my query goes and finds the
average new selling price for a
Buick LeSabre (P). My price points
a re simply 0.75(P), 0 . 8 5 ( P ) , P, a n d
1 . 1 5 ( P ) .

N ow I have the following attri b-
utes and levels for the discre t e
c h o i c e :

Vehicle class
N ew
C e rtified used
N o n - c e rtified used

R e t a i l e r
Closest franchised dealer of speci-

fied brand to re s p o n d e n t ’s zip
Largest market share competitor

in re s p o n d e n t ’s zip
Client retailer (me)

P ri c e
15 percent above average price of

specified make / m o d e l
Average price of specified

m a ke / m o d e l
85 percent of the average price of

specified make / m o d e l
75 percent of the average price of

specified make / m o d e l

N ow I interp ret the utility score
for client retailer as the independent
c o n t ri bution of my brand to the
choice decision. At least that is what
I will do once I find the application
that makes this possibl e. I look for-
wa rd to hearing from anyone who
has assistance to offer!  |Q
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W
hile starting and running a bu s i n e s s

i nvo l ves countless rational decisions -

choosing a banke r, d eveloping marke t i n g

and business plans - there is also a lot of

emotion invo l ve d . One moment yo u ’re

celebrating landing a new client and the next yo u ’re stressing about

cash flow.

With so many things to wo rry about, i t ’s comforting to have re s o u rc e s

to fall back on.T h a t ’s one of the ideas behind the many services - fro m

c redit and charge cards to a va riety of other programs - offered by New

York-based A m e rican Expre s s .

These services appeal to a customer’s rational side but A m e rican Expre s s

is mindful of the importance of addre s s i n g

the emotional aspects of business in its

m a r keting and adve rt i s i n g , as a way to

attract new customers and to cement the

bond with current ones.

For help in finding ways to do that,

American Express turned to Brain Surgery

Worldwide, Inc., an Atlanta-based market

research firm. Brain Surgery uses a 30-

minute online survey to uncover the emotions and the emotional drivers

behind a particular topic. Respondents, who remain anonymous during the

survey process, first identify the emotions they experience when they consider

the topic, and then express the reasons for those emotions.The survey elicits

the intensities of the emotions and also assesses and corrects for the emotional

states of the respondent at the time of the survey, as well as their general emo-

tionality. It determines the importance of the issues surrounding the purchase

process by aggregating emotion intensity scores for a statistically significant

number of respondents.

Emotion detector

An online survey instrument give s
American Express valuable insights
for developing its adve rtising and
marketing programs

> By Joseph Rydholm
Quirk’s editor

case history



A my Marc u s , vice president of global
m a r ketplace insights at A m e ri c a n
E x p re s s , s ays that while A m e ri c a n
E x p ress has used a host of qualitative
a p p roaches (depth interv i ew s ,
e t h n ogr a p hy) to plumb re s p o n d e n t s ’
emotional depths, q u a l i t a t ive doesn’t
a l l ow for pro j e c t a b i l i t y.The Brain
S u r g e ry appro a c h , which aims to
quantify feelings and emotions, t a ke s
a step towa rd that aim.“ I t ’s impor-
tant to get information on re s p o n-
d e n t s ’ rational mindset duri n g
re s e a rch but choices are often made
on an emotional comfort level and
we wanted to get beneath the sur-
face and be able to explore the feel-
i n g s . [The Brain Surgery technique]
does that and also gives us the lan-
guage that consumers use,” M a rc u s
s ay s .

The role of emotions
The Brain Surgery survey uses a
number of questions and question
types to learn more about the ro l e

that emotions play in decision-mak-
ing about specific pro d u c t s .“ We use
emotions to pri o ritize reasons for
making decisions, and studying emo-
tions allows us to uncover what is
m o t ivating or inhibiting to any audi-
e n c e,” s ays Steve Blaising, vice chair-
m a n , Brain Surgery Wo r l d w i d e, I n c.

“Rather than asking them ques-
tions with agree or disagree scales
and things of that nature, we pose
topical statements to them, such as ‘ I f
I had the ideal or best imagi n a bl e
________ for use in my business I
would feel ________.’We start bro a d
and as the instrument takes the
respondent through the exe rc i s e, we
n a rrow down to more aided types of
questions in the end.A tre m e n d o u s
amount of information is gathere d ,
both aided and unaided, about a
c l i e n t ’s messages, their feature s , f u n c-
t i o n s , a t t ri butes and benefit state-
m e n t s .We ask the respondents to tell
us why they feel this way, h ow
s t rongly they feel that way and how

p o s i t ive and negative they are about
their feelings,” s ays John Carr, B r a i n
S u r g e ry Worldwide chairman and
C E O.

A typical study will generate ove r
10,000 lines of verbatim data and
150,000 wo rd s , which are coded and
analyzed by a psychologist team led
by Brain Surgery ’s Dr. S t e p h e n
C u rt i s .“The cog n i t ive statements
a l l ow Dr. C u rt i s , who invented the
t o o l , to decode the brains of the
respondent base.When you do this
with 300 to 500 re s p o n d e n t s , that is
a lot of inform a t i o n , and it allows us
to attach a mathematical algori t h m
and scores to the power of the emo-
tion behind why a respondent is
going to do something or not do
s o m e t h i n g .We can project this into a
c l i e n t ’s market to give them an
u n d e rstanding of who is loyal and
h ow many of them are there, h ow
re l i a ble is that base, who is ready to
defect and how many of them are
t h e re,” C a rr say s .
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“ We also uncover the gap betwe e n
what the market is giving them and
what they want - in other wo rd s ,
unmet needs,” s ays Blaising.

After Curtis and his team finish
the coding, the information is passed
to the Brain Surgery business analysis
gro u p, which produces a perc e p t u a l
positioning as one of its delive r a bl e s .
“The positioning say s , h e re is where
the market perc e ives the brand’s
s t rengths and weaknesses ve rs u s
c o m p e t i t o rs .When we look at this
c o m p a red to the set of unmet emo-
tional needs we get higher-ord e r,
m o re emotional benefits that histori-
cally most brands are not connecting
to their basic features and benefits.
You can leap ahead of your competi-
t o rs by quite a large margin if yo u
b e gin to talk about your brand
wrapped with these higher-ord e r
b e n e f i t s , ve rsus the ones you have
been pre s e n t i n g ,” C a rr say s .

In their own wo rd s
One of the key aspects for A m e ri c a n
E x p ress was being able to capture the

re s p o n d e n t s ’ feelings in their ow n
wo rd s .“ M o re and more people are
re c ognizing and starting to quantify
h ow important emotion is. I think
t h e re is a real missed opport u n i t y
t h e re for businesses to be awa re of
and make better use of the powe r
that emotion has,” M a rcus say s .

“The verbatims from re s p o n d e n t s
give the client the language of the
c u s t o m e r,” C a rr say s .“ You can take
messages and benefit statements
w ritten by the marketing depart m e n t
and test them, but those are in the
m a r keting people’s language. I n s t e a d ,
we get the re s p o n d e n t s ’ l a n g u a g e,
which allows us to say to the client,
‘ L o o k , you used this wo rd in yo u r
benefit statement but when you get
it into cre a t ive you really ought to
use these other kinds of wo rd s .’ ”

L evel of re a s s u r a n c e
A rmed with the customers ’ l a n g u a g e,
rather than focusing on making bold
claims in adve rt i s i n g , C a rr says firm s
can use something called fa c t u a l
re a s s u r a n c e.“Using the findings fro m

the re s e a rc h , clients can create adve r-
tising that provides what we call fa c-
tual re a s s u r a n c e. Instead of getting an
over-the-top promise of the type
that has been the hallmark of a lot of
a d ve rtising and marke t i n g , c o n-
s u m e rs want a level of re a s s u r a n c e. I t
could be playing off of a fear  in a
nice way, it could be humor, or it
could just be their own language
p l ayed back to them in a way that
lets them connect it to a benefit that
t h ey hadn’t really thought about
b e f o re.”

“ We are able to pri o ritize what we
need to deliver and commu n i c a t e
and differentiate what is re a l l y
i m p o rtant ve rsus what is nice to pro-
v i d e,” M a rcus say s .“ With this tech-
n i q u e, you don’t just get nu m b e rs
and chart s , but a particular segment
speaking in their own wo rd s .A n d
[the Brain Surgery] analysis give s
you a pers p e c t ive on what those
wo rds mean and how important they
a re and how emotionally we i g h t e d
t h ey are, because the more emotion
the language has the more you need
to listen to it.”

“ We unlocked the truly emotion-
ally gripping parts of the brand and
the higher-order benefits that are
connected to what the brand is
about from a feature - a n d - f u n c t i o n
s t a n d p o i n t ,” C a rr say s .“ We looked at
questions like, what did the marke t
really want and how close we re they
to giving them that? We found there
was a certain profile about what
m a kes somebody loyal and excited
and we also found out about what
made people disappointed and what
m a kes them feel bad, and we we re
a ble to determine how those feelings
led to choosing one product ove r
another in a parity battle.”

T h e re may be eight to 15 re a s o n s
w hy a customer wants to buy or
d o e s n ’t , C a rr say s .“Usually four of
those reasons make the key driver list
and those are the four that re q u i re
the most work and they also include
the brand’s stre n g t h s , because yo u
n ever want to leave the stre n g t h s
b e h i n d . But we find clients are so
over-focused on the features and the
functions that they end up not re a l l y
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speaking to the personal self-intere s t
of the customers .”

“ I t ’s the balance of those drive rs in
a message that will make that mes-
sage optimal,” Blaising say s .

“ E ven if we have a market with a
lot of anxiety about a product - this
happens in pharma a lot - we are
a ble to say, t h e re is some anxiety, h e re
is how much there is, h e re is why it
is there, and here are wo rds you can
use that are re a s s u ring to this seg-
ment of the marke t .You are n ’t going
to make your product instantly
a t t r a c t ive, but you can move their
minds to a neutral state, and once
t h ey are there, you can then begin to
use language to move them towa rd a
m o re positive feeling towa rd yo u r
b r a n d ,” C a rr say s .

P ri o rity of message s
M a rcus says the information gleaned
f rom the re s e a rch has been helpful
on a number of different leve l s .“ We
wanted to have a pri o rity of mes-
sages to different targets.We have to
do different things for different tar-
gets and we we re able to differe n t i a t e
what one group needs to hear ve rs u s
a n o t h e r.And not only what they
need to hear but what we need to
d e l iver on.We are protecting our
brand and we have a lot of integri t y
with our brand and we never wa n t
to promise something that we are n ’t
going to be delive ri n g .”

For A m e rican Expre s s , the Brain
S u r g e ry approach hasn’t re p l a c e d
other types of re s e a rc h . R a t h e r,i t ’s
another va l u a ble tool in the toolbox ,
M a rcus say s .“It has helped us get an
i m p o rtant framewo r k .We we re
i n t rigued by the opportunity to get a
m o re organized and quantified
u n d e rstanding from a greater nu m-
ber of people.When you do qualita-
t ive you can get this stuff but it’s not
p ro j e c t a ble and here was a way to do
it on the Intern e t . In a traditional
re s e a rch setting respondents might
be private about a lot of the feelings
t h ey have, so the online method is a
good medium. I t ’s on their terms and
might enable them to reveal more
than they would on certain subjects
in a focus gro u p.” |Q
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When you want to measure the effect adve rtising has had, i s
it better to conduct before-and-after survey s , or can a sin-
gle survey conducted after the adve rtising do the job? T h a t

is not an easy call.T h e re are arguments on both sides.
T h e re has long been a perva s ive feeling among re s e a rc h e rs that to

s h ow if adve rtising changed things, you have to know how those
things we re before the adve rtising appeare d .That applies to virt u a l l y
eve ry measure you might use: awa reness of the pro d u c t , p e rceptions of
the pro d u c t , i n t e rest in buying the pro d u c t , e t c. But there is one
e x c e p t i o n :“ l i f t .” It can be the lift in awa re n e s s , or the lift in bu y i n g
i n t e re s t , that is associated with noticing the adve rt i s i n g .

Use of lift is grow i n g
The growing use of re c ognition-based tracking has made the measure-
ment of lift more feasibl e. R e c ognition is the most accurate way of
splitting a sample into those who noticed the adve rtising and those
who didn’t .

When telephone surveys are used for ad tracking the typical ques-
tion is,“Do you recall seeing any adve rtising for Brand X in the past
m o n t h ? ”When a respondent says ye s , t h ey may be thinking of adve r-
tising Brand X conducted six months, or a year ago. O r, t h ey might
even be thinking of a competitor’s adve rt i s i n g . But when you show the

a d ve rtising to them and ask,“ D o
you remember seeing T H I S
b e f o re ? ” you get a massive
i n c rease in accuracy.Then you can
accurately split the sample into
those who noticed the adve rt i s-
i n g , and those who either ignore d
it or never had a chance to see it.
That is the key to determining if
t h e re is anything significantly dif-
f e rent about those who we re
reached by the adve rt i s i n g .A n d ,
that in turn , is the key to measur-

ing lift.
Two of these measures are the most common.T h ey measure

i n c reased awa reness and increased buying interest among those
reached by the adve rt i s i n g . For the firs t , you typically ask re s p o n d e n t s
which name comes to mind first when they think of the products in
that category. For the second, respondents can be asked to assume they
a re in the market for the product today. H ow likely would they be to

Pre-post vs.
post-only studies
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president of Bruzzone Research
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buy each of a number of products in
that category? Both need to be aske d
b e f o re any adve rtising is shown for
that category.

Both measures are essential.T h ey
s h ow if overall improvements in
awa reness and buying interest we re
related to noticing the adve rt i s i n g .
T h ey provide solid evidence of a link
b e t ween the improvement and the
a d ve rt i s i n g .

T h ey also have a classic limitation:
M a ny re s e a rc h e rs feel those who
a l ready think highly of a product or
brand are more likely to notice its
a d ve rt i s i n g . So higher levels of
awa reness and buying interest can be
found among those who re c og n i z e
a d ve rtising - without any real change
h aving taken place among those who
re c ognize the adve rt i s i n g .

T h e re are two basic ways of con-
t rolling for this: the pre - p o s t
a p p roach where two surveys are con-
d u c t e d , and the post-only appro a c h
w h e re a careful evaluation of more
c i rcumstantial evidence is needed.

The pre-post appro a c h
H e re, the same people are inter-
v i ewed before and after the adve rt i s-
i n g .This shows how many indiv i d u-
als did not have top-of-mind awa re-
ness before the adve rt i s i n g , but did
after noticing the adve rt i s i n g .

S i m i l a r l y, it would show how many
we re not interested in buying before,
but we re after. In short , this appro a c h
s h ows how often actual changes took
place in an indiv i d u a l ’s awa reness and
buying intere s t .

B u t , l i ke experiments in any field,
you need to guard against the
re s e a rch itself having some inadve r-
tent effect on the re s u l t s . In pre - p o s t
ad tracking the most common effect
is that the first interv i ew sensitizes
some people and makes them more
l i kely to notice subsequent adve rt i s-
i n g . In the post-adve rtising wave
t h ey are more likely to re c ognize the
a d ve rt i s i n g , and if the adve rtising is
e f f e c t ive, the number affected by the
a d ve rtising would be higher than
among the public at large.

The solution is the same as in most
e x p e rimental re s e a rc h : the use of
both test and control gro u p s .T h o s e
i n t e rv i ewed before are the test
gro u p, and a matched gro u p, o n l y
i n t e rv i ewed once after the adve rt i s-
i n g , is the control gro u p.The contro l
group shows if the number re a c h e d
and affected was ove rstated by the
results from the re i n t e rv i ewed test
gro u p. It also provides the most com-
p a r a ble base for measuring any ove r-
all changes in the marketplace since
the adve rtising start e d . But again, t h e
test group is the group where we

l e a rn if individuals actually change
after being reached by adve rt i s i n g .

The pre-post approach is the most
e x p e n s ive, but it provides the most
c o n c l u s ive re s u l t s .

The post-only appro a c h
E ven though pre-post tests are best, a
great deal can still be learned about
the effectiveness of adve rtising fro m
a single wave of interv i ewing after
the adve rtising appeare d .Wi t h
t o d ay ’s pre s s u re to come up with
u s a ble answe rs at the lowest possibl e
cost the question is, can the addi-
tional cost of before-and-after sur-
veys be justified?

Our firm has accumulated seve r a l
types of key evidence during the 28
ye a rs we have been conducting
re c ognition-based ad tracking.T h e
evidence shows the number alre a d y
favo r a bly predisposed is not the main
d river of re c ognition or any other
m e a s u re of the number reached and
a f f e c t e d .This means, to a large
e x t e n t , that the actual differences in
the impact of adve rtising can also be
seen in post-only survey s .The win-
n e rs and losers are likely to be the
same as in before-and-after survey s .

F i rs t , for the sake of argument, s ay
the number that like the brand does
h ave a strong effect on the nu m b e r
that will notice its commerc i a l .
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T h e n , we would expect to find a
s t rong relationship between marke t
s h a re and re c og n i t i o n .We don’t find
t h a t .

• The percent that buy the pro d u c t
being adve rtised has no significant
relationship to the percent that re c-
ognize a commercial for that pro d-
u c t .As an example, for the 58 Super
B owl commercials aired during the
2004 game, d i f f e rences in the nu m-
ber using the product being adve r-
tised accounted for less than 2 per-
cent of the differences in re c og n i-
t i o n . None of our other measures of
the number that we re both re a c h e d
and affected showed a closer re l a-
t i o n s h i p.A ny effect that market share
has is more than offset by differe n c e s
in other fa c t o rs , p ri m a rily the quality
of the exe c u t i o n .

This shows that for most pro d u c t s ,
most of the time, the pro blem can be
i g n o red and differences in lift can be
t a ken at face va l u e.A large amount
of lift means an effective commerc i a l ,
a small amount means a less effective
c o m m e rc i a l . H oweve r, t h e re is no
guarantee this applies to the adve rt i s-
ing for eve ry pro d u c t .T h e re could
still be categories where re c og n i t i o n
is related to use.

• People notice lots of adve rt i s i n g
that has no effect on them. S o, re a c h-
ing more people is no guarantee in

and of itself that more people are
going to be affected. But this means
that in categories where buying is
related to re c og n i t i o n , the actual
impact of the adve rtising can still be
seen as long as fa c t o rs that cause that
impact are stronger than the effect
the other fa c t o rs have on re c og n i-
t i o n .

• Our syndicated post-testing of all
Super Bowl commercials prov i d e s
solid evidence that differences in ad
quality cause massive differences in
i m p a c t . O ver the ye a rs we have col-
lected 119 cases where a commerc i a l
was only aired once on the Super
B owl and never again until we had
finished our interv i ew i n g . So they all
had essentially identical exposure,
and it was under perfectly norm a l
conditions - an unusual opport u n i t y
for re s e a rc h .Yet we found the top 20
p e rcent had been noticed by four
times as many as the bottom 20 per-
c e n t .And more to the issue raised
a b ove, the number showing signs of
h aving been both reached and affect-
ed was eight times greater among the
top 20 perc e n t .

The fa c t o rs that cause those differ-
ences in overall impact are stro n g e r
than the fa c t o rs that cause differe n c e s
in re c og n i t i o n .T h ey will stand out,
even in cases where re c ognition has
been inflated by a high market share.

• Furt h e r, i n s o far as being favo r-
a bly predisposed to a product causes
a ny increase in the likelihood of
noticing its commerc i a l s , the amount
by which it increases re c ognition is
l i kely to be somewhat constant. I t
wo n ’t cause people to notice com-
m e rcials they have never been
exposed to.A case can be made that,
if you like Product A enough to bu y
i t , the amount by which that incre a s-
es re c ognition of Product A com-
m e rcials is likely to be the same as
the amount by which re c ognition of
P roduct B’s commercials is incre a s e d ,
if you like Product B enough to bu y
i t .

If that is tru e, awa reness and bu y-
ing interest should always tend to be
higher among those who re c og n i z e d
c o m m e rcials than among those who
d i d n ’t .The average amount of differ-
ence could be taken as the “ n o rm a l ”
amount of ove rstatement that is
found in post-only measures of lift.
T h e n , greater than average differ-
ences could be considered “ re a l ”
i n c reases because they are gre a t e r
than the amount that can be
accounted for by the normal level of
ove rs t a t e m e n t .

Although there is some logic to
this position, t h e re is also some data
that suggests it is an ove rs i m p l i f i c a-
t i o n . For Super Bowl commerc i a l s ,
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16 percent of the time the lift in
awa reness was not a lift. It was nega-
t ive. Unaided first-name awa re n e s s
was lower among those who noticed
the commerc i a l . For the lift in bu y-
ing interest the pro p o rtion of nega-
t ive nu m b e rs was even higher: 2 8
p e rc e n t . In both cases most of the
n e g a t ive nu m b e rs we re small - too
small to be statistically significant.
But they occurred fre q u e n t l y
enough to cast doubt on any

assumption that results will always be
m o re favo r a ble among those who
re c ognize the adve rt i s i n g .As such, i t
is further evidence that results fro m
post-only studies can be relied on to
be at least directionally corre c t . I t
a p p e a rs any biasing effect from bu y-
e rs being more likely to notice
a d ve rtising is too small and too
i n t e rmittent to have a major effect
on post-only re s u l t s .

Evidence on cause and effect vs.
c o rre l a t i o n s
Results based on pre-post tests are
m o re conclusive because they are
based on evidence that shows cause
and effect.You survey the same
group before and after, and hopefully
the only thing that is different for
eve ry member of the group is that
t h ey have seen the adve rt i s i n g . I f
t h ey show higher levels of awa re n e s s
and buying interest than a similar
group that had not seen the adve rt i s-
ing it is re a s o n a ble to conclude the
a d ve rtising “ c a u s e d ” the incre a s e s .

Results based on a post-only study
a re like the evidence court room dra-
mas refer to as circ u m s t a n t i a l : h o p e-
fully indicative but less than conclu-
s ive. Conclusions about effective n e s s
rely on the fact that more favo r a bl e
results are related to, or corre l a t e
w i t h , noticing the adve rt i s i n g . It is
not the same as the evidence in pre -
post studies that shows the favo r a bl e
results we re caused by the adve rt i s-
i n g . One reason correlational ev i-
dence is less conclusive is you don’t
h ave any direct evidence show i n g
what is the cause and what is the
e f f e c t .T h ey could be the reve rse of
what you might assume. ( L i ke more
favo r a ble attitudes causing people to
notice the ad.) T h e re could also be
some unknown third factor that
accounts for changes in both.
(Consider that old saw from Statistics
1 0 1 :The number of churches in
t own is correlated closely to the
number of bars . Do more churc h e s
cause more bars , or do more bars
cause more churches? Neither.
Population is the missing fa c t o r.
Larger towns have more churc h e s
and more bars . )

Does that mean circumstantial ev i-
dence should be ignored? Cert a i n l y
n o t . Often it is the only ev i d e n c e
that is ava i l a bl e. Ju ries convict people
eve ry day based on nothing but cir-
cumstantial ev i d e n c e. But it does
mean the evidence needs to be eva l-
uated more carefully - something
this recap of pros and cons has hope-
fully contri buted to. |Q





Eyewitness testimony is notoriously unre l i a ble for finding the tru t h
of past eve n t s .Not because people are untruthful but because our
m e m o ry of what really happened can be changed, sometimes just

by the telling of it.With the power of suggestion, p s y c h o l ogists can cre a t e
false memories of childhood about things that never really happened.
S i m i l a r l y, one way adve rtising works is by creating artificial memories that
enlarge our perceptions of the brand when mixed together with our
m e m o ries of actual experiences with the brand.

Some ye a rs ago I was in a meeting with the adve rtising team for a
major food manu fa c t u rer to discuss new work they had done for one of
their we l l - e s t a blished brands. In rev i ewing a story b o a rd , one of the
younger wri t e rs expressed frustration at having to allocate precious sec-
onds of commercial time to showing product shots which merely visual-
ized “things the consumer already know s ” at the expense of story t e l l i n g
t i m e, which he felt was important for building an emotional connection
with the brand.

As I think now about that comment, I realize that many younger cre-
a t ives operate with a mental model of how adve rtising works that is differ-
ent from mine, p a rticularly when it comes to food and beverage adve rt i s-
i n g .While I too believe that finding a fresh and ori ginal execution is cri t i-
cally important for breaking through media clutter, I also believe that
s h owing iconic images of the product being consumed can be an impor-

tant component of emotional con-
n e c t i o n .

E x p e rience rather than emotion
The definition of  emotion that many
c re a t ives operate with may be too
l i m i t i n g .When we talk emotion in
a d ve rt i s i n g , it is often used in opposi-
tion to communicating rational sales
messages about the functional benefits
of a pro d u c t .A d d i t i o n a l l y, emotion is
a term that carries baggage, w i t h
ove rtones such as soft sell ve rsus hard
s e l l . Emotion is often a subject of

debate re g a rding its role in adve rtising effective n e s s . For this re a s o n , I pre-
fer to deal with the larger concept of experi e n c e, which encompasses
emotional values such as the happiness, laughter or joy evo ked by the sto-
ry t e l l e r ’s art as well as the equally non-rational but sensory responses gen-
erated by many effective food and beverage ads.

The gr a n d father of modern memory re s e a rc h , Endel Tu l v i n g , d e s c ri b e d
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t wo memory systems in the mind,
both of which are important for adve r-
tising professionals to unders t a n d .T h e
f i rst is the semantic memory system.
This is where the part of our experi-
ence that we can describe in wo rds - as
in “ s e m a n t i c s ” - is store d . P roduct con-
c e p t s , unique selling pro p o s i t i o n s , p o s i-
tioning statements go here. It is ratio-
nal and verbally based, and is the part
of the mind that traditional adve rt i s i n g
c o py testers access.

The other memory system is the
episodic memory system.This is the
m e m o ry system where your pers o n a l-
ized memories are store d .The things
that happen to you - your first kiss,
your last bite (real or imagined) of Ben
& Je rry ’s ice cream on a hot summer’s
d ay, w h e re you we re and what yo u
we re doing at exactly 9 a.m. E a s t e rn
s t a n d a rd time on September 11, 2001 -
a re re c o rded in your episodic memory
s y s t e m .

As Tulving told us,“ k n owledge fro m
semantic memory re p resents an imper-
sonal experience bound to the pre s e n t
m o m e n t . [In the episodic, in contrast]

re m e m b e red past events somehow
‘ b e l o n g ’ to the re m e m b e re r.”

The Coca-Cola brand is not just the
p ro p e rty of a company based in
A t l a n t a ; it somehow also “ b e l o n g s ” t o
its consumers . I believe that this
episodic system is, in fa c t , the key to
brand loya l t y.

Emotions are stored in the episodic
s y s t e m . But so are other things.Tu l v i n g
pointed out, for example, that “a mere
sensation is sufficient as a source of
i n f o rmation into the episodic system.”
The larger concept is experi e n c e, t o
which emotional response and sensory
appeal are both subordinate concepts -
for either of these can be important for
connecting with the consumer with
the promise of a re l evant brand experi-
e n c e.

One of the characteristics of the
episodic system is that, u n l i ke the
semantic system, it is changeable - like
a rew ri t e a ble CD on a computer as
opposed to an operating system which
is read-only in the hard drive.While it
is difficult to use persuasion to alter
s o m e o n e ’s belief system, because it is

based on the world view tightly con-
s t ructed in the semantic or conceptual
p a rt of the mind, I believe it is re l a t ive-
ly easy to revise the memories store d
in the episodic system.This can be
i n f e rred from the existence of fa l s e
m e m o ri e s , or inaccurate eyew i t n e s s
t e s t i m o ny.This provides much ro o m
for adve rtising to operate.

Amazing pro p e rt y
A d ve rtising has the amazing pro p e rt y
that it can reach through just one of
our senses, s i g h t , and activate the expe-
riences of the other senses.A commer-
cial can show you images of hot loave s
of bread coming out of the oven and
you can feel the heat on your face and
smell the fre s h n e s s . It can show yo u
images of the bread being torn apart
and you can feel it on your fingert i p s .
It can show you golden butter melting
on the thick slice of bread and you can
taste it on your tongue. O r, the image
of the bottle cap popping off a bottle
of beer can release a whoosh of
re f reshment in your brain, even if the
sound is turned down on your TV set.
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Each of these sensory experi e n c e s
c reated by television can lead to a “ v i r-
tual consumption”event which is
s t o red in your episodic memory sys-
t e m .And once that memory is re c o rd-
ed as an experience you associate with
the brand, your mind doesn’t distin-
guish between events that really hap-
pened to you and those you only
remember but never really happened!

This is the reason why adve rt i s i n g
has the power to multiply the con-
s u m e r ’s experiences with your brand.
Suppose you sell a product that yo u r
customer actually consumes on ave r-
age four times a ye a r.And next sup-
pose that you run adve rtising so that
when this customer sees it they have a
p l e a s u r a ble virtual consumption expe-
rience six more times during the
c o u rse of the ye a r.All together then,
f rom the standpoint of episodic mem-
o ry, your customer has had 10 re m e m-
b e red experiences of your brand com-
p a red to just four experiences they
might have had with a competitive
p roduct that did not run adve rt i s i n g .

To find the traces of brand memo-

ries created by adve rtising in the
episodic system re q u i res more than
verbal probing with traditional open-
ended questions and rating statements,
which are more appro p riate for
u n c ove ring ad effects on the semantic
s i d e. Q u a l i t a t ive re s e a rc h e rs use pro j e c-
t ive techniques, m e t a p h o rs and photo

montage approaches to elicit the brand
associations that are embedded in this
p a rt of the consumer’s mind.Fo r
q u a n t i t a t ive measure m e n t , t h e
A m e ritest approach is to sort picture s
t a ken from the commercial itself -
which we view as the most “ n a t u r a l
vo c a bu l a ry ” for describing the experi-
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ence created by the adve rt i s i n g .
As an example, a Flow of A t t e n t i o n

graph for a bread commercial is show n
in Figure 1. In this graph the height of
each picture is the percentage of the
audience that re m e m b e rs seeing that
p a rticular image in the ad when
p robed just a few minutes after view-
i n g .As you can see, t h e re is a great deal
of va riability in image re c og n i t i o n ,
which demonstrates selective perc e p-
tion in action - the intelligent eye of
the consumer does a great deal of fil-
t e ring of the visuals in the ad, p re - c o n-
sciously selecting those images which
will be allowed into long-term memo-
ry.

The peak images in the rhy t h m i c
f l ow of images in this ad are those in
which the commercial has done a
good job of activating multiple senses -
f resh smells of hot bread coming fro m
the ove n , tactile images of bread being
t o rn apart , butter dripping off the
b re a d . E v i d e n t l y, the “ i n f o rm a t i o n ”
that the intelligent eye of the con-
sumer searches for in this commerc i a l
is experiential - it answe rs that ques-
t i o n ,“What will this product taste like
if I put it in my mouth?”

In short , what we see is a map of
appetite appeal created by the camera -
and a memory profile of the virt u a l
consumption event created by this
c o m m e rc i a l .R e s e a rc h - o n - re s e a rc h
recently conducted by Unilever has

s h own that these peak visual moments
of a commercial can be found lodged
in consumer’s memories ye a rs after the
ad has been off air.

An analysis of picture - s o rt data
a c ross a great many food and beve r a g e
c o m m e rcials has taught us that the
s e n s o ry component of motiva t i n g
a d ve rtising can be conceptualized as a
dramatic bu i l d , a n a l ogous to the emo-
tional build in a classic Greek play
( F i g u re 2).We can use this curve of
e x p e rience to frame our unders t a n d-
ing of cre a t ive choices an agency cre-
a t ive director makes as he or she cre-
ates product drama with adve rt i s i n g
f i l m .

In its totality, this idealized curve
re p resents the range of different images
that form our experience of a pro d u c t ,
f rom the promises made by images that
anticipate the experi e n c e, to the pro o f
of satisfaction delive red by smiling
a c t o rs who have just consumed the
p ro d u c t . I m p o rt a n t l y, this curve is not a
f o rmula for creating exciting pro d u c t
d r a m a , but rather it shows us the con-
t i nuum of choices the cre a t ive dire c t o r
faces in deciding how to show the
p roduct in an ad.

Leo Burn e t t ’s classic Heinz ke t c h u p
campaign from the 1970’s , built aro u n d
the song “ A n t i c i p a t i o n ,” is a memo-
r a ble example of effective adve rt i s i n g
that operates entirely on the left side of
this continu u m . L i ke sex, much of the
excitement invo l ved in creating virt u a l
consumption is anticipatory.

Other ads do their work by focusing
completely on the right side of the
c u rve, the satisfaction side of the story.
Again a classic campaign, the fa m o u s
Pepsi Challenge, suggests the role that
p ro o f, rather than visual pro m i s e, c a n
p l ay in selling pro d u c t .

P roduct drama, h oweve r, l i ke emo-
tional story t e l l i n g ,must in general have
a progre s s ive pattern , a build where the
least important information comes
f i rs t , the next most important later, t h e
c ritical experience last.The ri s i n g
shape of the product drama curve
reminds us that, l i ke the reveal in emo-
tional story t e l l i n g , you do not keep the
a u d i e n c e ’s interest by giving it infor-
m a t i o n , but by withholding inform a-



tion until the timing is ripe to delive r
i t . Simply showing a product beauty
shot early in a commercial can be a
way to undermine the product drama
of the experi e n c e.

M a ny way s
T h e re are, of cours e, m a ny ways to tell
a product story.A cre a t ive might
choose to tell the story of the pro d u c t
f rom the begi n n i n g , by showing the
wonderful ingredients the product is
made of - in a cereal commerc i a l , f o r
e x a m p l e, the camera may pan acro s s
fields of gr a i n , it may linger on the
golden drops of honey ; a fa s t - f o o d
c o m m e rcial may show the meat siz-
zling hot on the gri l l , green and re d
toppings from the garden tumbling in
s l ow motion through the air. H ow
you create anticipation is simple: yo u
build the product on screen in front of
the eyes of the consumer.

A n o t h e r, less frequent approach to
c reating appetite appeal is to destroy
the product on camera. In the bre a d
c o m m e rc i a l , f i n g e rs tear the bre a d
a p a rt! In the soft drink ad, the cola
explodes into the air. On camera,
messiness trumps neatness as yo u r
inner child pre p a res to consume the
p ro d u c t .

N e x t , m oving up the anticipation
c u rve, the cre a t ive may use the camera
to re h e a rse the act of consumption in
the mind of the consumer: the cere a l
fills the bow l , the milk is poured on
t o p, the full spoon is lifted from the
b ow l . In the fast-food commerc i a l , t h e
camera pre p a res to consume the sand-
wich as a stand-in for the consumer.

Then comes the climactic moment
of consumption - the moment the
p roduct is actually eaten - though per-
haps it occurs discreetly off-scre e n ;
l i ke sex in a ’50s romantic comedy, i t
m ay be better left to the imagi n a t i o n .
And on the other side of consump-
t i o n , the promises created by anticipa-
tion are replaced by proof of satisfa c-
t i o n , the denouement of the bite and
s m i l e.

The product visuals that have just
been descri b e d , of cours e, m ay be
embedded in the larger trajectory of
an executional story l i n e, i nvo l v i n g
social setting and characters , d i a l og u e
and plot. But later, it is those images of

p roduct that re a s s e m ble in the episod-
ic memory, flashing like the shards of a
m i rror reflecting something excep-
tional that the viewer re m e m b e rs hav-
ing consumed, that add to our store-
house of experiences with the brand.

Build loya l t y
S h o rt term , a d ve rtising exists to cre a t e
s a l e s . But long term , a d ve rtising mu s t
build brand loyalty to pay off ove r
t i m e.T h rough virtual consumption,

ads can create the personal experi-
ences that makes your brand their
b r a n d . |Q

R e f e r e n c e s
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Do awa rd-winning ads indeed do a better job of gaining
re a d e rs ’ attention? A re they better at getting the message
a c ro s s ?

W h a t ever consumers do, w h e rever they go, t h ey are confro n t e d
with an eve r - growing number of marketing messages. One common
estimate puts the number of messages that vie for the consumers ’
attention at over 3,000 a day.T h i s , and the eve r - i n c reasing pre s s u re s
of eve ry d ay life, h ave taught consumers to shut out most adve rt i s i n g .
Studies indicate that a print ad has about 2.1 seconds to gain the
re a d e r ’s attention and get its message acro s s .

A d ve rt i s e rs ’ N o. 1 concern today is that their messages get
i g n o re d . H ow do you make adve rtising stand out? Common wis-
dom is that breaking with re c i p i e n t s ’ expectations is a good way to
gain attention.

That is where “ c re a t ive ” ads come into play :The idea behind
these ads is to break with ad design’s current conventions to garn e r
m o re attention. Since awa rds for ads supposedly pick ads that are
p a rticularly cre a t ive, awa rds should be a good way to predict the
e f f e c t iveness of an ad.

Testing the visual impact of ads
We have used a method to compare awa rd-winning and “ re g u l a r ”

p rint ads to find out if this is tru e.
This softwa re-based method, c a l l e d
A t t e n t i o n Tr a c k i n g , was created at
Cal Tech and developed by
MediaAnalyzer for commerc i a l
a p p l i c a t i o n s . It allows the online
testing of adve rtising to gauge its
visual impact. It employs the PC’s
mouse as a pointing device to
re c o rd , in real time, w h e re re s p o n-
dents look when they see an ad.
When shown an image on their

PC scre e n , respondents continuously click on whatever they are
looking at and the A t t e n t i o n Tracking softwa re re c o rds their clicks.

The test
We tested 12 U. S. p rint ads, six awa rd-winning ads and six re g u l a r
ads with 200 respondents mirro ring the general U. S. p o p u l a t i o n .
The awa rd-winning ads we re picked from events such as the One
S h ow, the Euro Effies and the ADC Young Guns.

Creative ads can
work - if they’re
done right
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By Karsten Weide
and Christian Scheier

Editor’s note: Karsten Weide is
president and CEO of
MediaAnalyzer Software & Research
USA, Somerville, Mass. He can be
reached at 617-623-3348. Christian
Scheier is co-founder and CEO of
MediaAnalyzer Software & Research
GmbH, Hamburg, Germany. He can
be reached 49-40-30104240.

The visual impact
of award-winning
ads
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For each ad, we calculated, ove r
the aggregate of all re s p o n d e n t s :

• the typical scan paths
• the share of attention cert a i n

p re-defined elements re c e ive d
(brand logo, product shot, key visuals,

etc.),
• and the average time until respon-

dents saw these elements (time-to-
contact).

In addition, each respondent was
asked to fill out a questionnaire.

Good news and bad news
For the advertising community, there
is good news and bad news. First the
bad news: On average, the “creative,”
award-winning ads had no better
stopping power than the regular ads,
and they had worse brand recall
results. Now the good news: Creative
ads can, if done right, do an outstand-
ing job. Let’s look at some examples.

Men’s Journal “Funeral”
F i rst let’s consider a “ c re a t ive ” ad that
did not work we l l : the Men’s Jo u rn a l
ad “ F u n e r a l ” ( F i g u re 1).The visual test
reveals a number of things.To begi n
w i t h , re s p o n d e n t s ’ scan paths show that
this ad misses being an eye - c a t c h e r. I t
f o rces the re a d e rs to get into its story
in detail right away if they want to
u n d e rstand what it wants to commu-
n i c a t e. H oweve r, most re a d e rs are not
willing to make that kind of time
i nvestment any m o re without know i n g
f i rst if the message is re l evant for them.

Secondly, respondents’ attention
was scattered across all the visuals that
tell the story - but virtually none was
spent on the brand logo.This is what

Figures 1a-c (clockwise from top left) - Men’s Journal
“Funeral.” 1a: No eye-catcher, gaze not guided to brand logo -
low stopping power, bad recall. 1b: Shows the scan path. 1c:
Shows attention-by-region data.
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we call the vampire effect: One or
more elements of an ad suck up so
much attention that little is left for
what was supposed to get attention.

And finally, at each given point in
time, different respondents looked at
different things.This is what we call
messy attention. It happens when an
ad does not tightly control the read-
er’s scan path.This is something you
see quite often in creative ads.The
scan path is unstructured, and this is
another factor that contributes to less
attention on the brand logo.

The result is not surprising. Even
though 90 percent of respondents
called the Men’s Journal ad a creative
one (the best value in the test), it had
the worst stopping power in the test
(only 10 percent of respondents said
they would stop to look at it more
closely). It also had one of the worst
results for aided and unaided brand
recall (31 percent and 14 percent,
respectively, with averages of 45 per-
cent and 20 percent, respectively).

Nike “Shower”
Now consider the Nike ad “Shower”

as an example of an award-winning
ad that works well (Figure 2).

The ad catches readers’ attention
with simple key visuals: the shower-
heads. Once readers’ attention has
been gained, the ad keeps tight con-
trol over what readers see, and in

which sequence. Respondents’ scan
paths uniformly start at the left show-
erhead (because the cultural conven-
tion for picture stories is that they
begin at the left), move on to the sec-
ond showerhead, then to the claim,
finally to the brand logo.This is one

Figures 2a-c (clockwise from top left) - Nike “Shower.” 2a:
Good eye catcher, view directed to brand logo - good stopping
power, good recall. 2b: Shows the scan path. 2c: Shows atten-
tion-by-region data.



of the cleanest scan paths we have
seen in practice yet. Both claim and
logo received a decent amount of
attention (11 percent and 8 percent,
respectively).

Remember, you only have two sec-
onds to gain attention and communi-

cate your message.And the Nike ad
heeds this.You want a key visual that
is strong enough to gain attention, yet
weak enough to yield attention to the
ad’s other elements that do the com-
munication.And to facilitate control
over what readers see, you want your

ad to guide readers’ scan path as much
as possible. In this case, this is accom-
plished by a mixture of design sim-
plicity and the use of a picture-story.

The payoff:This was the only
award-winning ad with both an
above-average stopping power (52
percent of respondents said they
would stop to look at it more closely)
and aided and unaided brand recall
(49 percent and 23 percent).

Lexus “giro d’Italia”
Now, as a contrast, let us look at regu-
lar ads. First, one that does not work
too well: the Lexus “giro d’Italia” ad
(Figure 3).

Once again, as in the Men’s Journal
ad, there is no commanding key visual
that unifies attention to an entry
point to this ad’s message.There are
no fewer than seven key visuals com-
peting for attention, and there is no
structure to them in terms of encour-
aging a particular viewing sequence.
As a result, respondents’ scan paths
start in no fewer than three locations
and then wander aimlessly across
them. Consequently, all attention is
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Figures 3a-c (clockwise from top left) -  Lexus “giro d’Italia.”
3a: Eye-catcher missing, gaze not guided to brand logo - low
stopping power, bad recall. 3b: Shows the scan path. 3c: Shows
attention-by-region data.
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spent on the key visuals, and none on
the brand logo.As in the Men’s
Journal ad, though the story is a
potentially compelling one
(“European flair, travel, adventure”), it
is never connected with the brand.

Owing to the vampire effect and
messy attention, this ad was the only
regular ad with both below-average
stopping power (39 percent) and
aided and unaided recall data (38 per-
cent and 14 percent, respectively).

Lancôme “Résolution”
Finally, a look at a “regular” ad that
worked well: the Lancôme
“Résolution” ad (Figure 4).

It is an example of an ad with an
excellent eye-catcher: the model’s
face. Our experience shows that faces
work better than anything else in this
regard. In general, kids’ faces work
best, then adult faces (male and female
work equally well) and finally cars’
“faces.”

However, notice that after the
respondents’ scan paths start out at the
model’s face, one group switches to
product shot/brand and the copy,

while the other first explores the face
more and only then proceeds to the
copy and the product shot.This is a
case where the key visual is on the
verge of being too interesting in itself,
yet it does not cross the line to
becoming an attention vampire.

The overall design of the ad keeps
fairly tight control over the scan path:
Once the key visual passes attention
on to other elements, it is first the
product shot/brand that receives it
(since it is the next-most salient ele-
ment), and then the copy.The prod-

Figures 4a-c (clockwise from top left) - Lancôme
“Résolution.” 4a: Excellent eye-catcher, scan path guided to
product and brand - good stopping power, outstanding recall.
4b: Shows the scan path. 4c: Shows attention-by-region data.
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uct/brand and the copy receive 11
percent and 14 percent of attention,
respectively.

All in all, the ad’s design leads to the
desired effects: Lancôme’s
“Résolution” has an above-average
stopping power (55 percent), as well
as excellent recall data (aided: 72 per-
cent; unaided: 32 percent).

Another effect that helps:This ad
sticks to an overall design template
that Lancôme ads use. Respondents
who have previously been exposed to
them learned to associate the brand

with this design and will more easily
recall the correct brand.This works as
a general rule: Go with an overall
design template to support recall.
Other examples for this are State
Farm’s red frame or the blue bars at
the bottom and the top of IBM’sTV
ads.

Creativity and stopping power 
Respondents in our test believe new
creative ads would make them stop
and look more closely; 86 percent said
so as compared to 54 percent for new

regular ads. If a friend told them
about a creative ad, 78 percent said
they would, if they happened to find
it in a magazine, stop to study it more
closely.And a surprising 16 percent
said they would even actively go and
look for that ad in magazines.

However, when confronted with
award-winning ads, their behavior did
not line up with these beliefs. On
average, we did not find that award-
winning ads have a higher stopping
power than regular ads (45 percent vs.
47 percent).

How AttentionTracking works (clockwise from top

right): (1) State Farm “Aquarium” is one of the ads

we tested. Respondents were told to continuously click

on whatever they looked at. (2) Each green spot repre-

sents one mouse click and corresponds to one fixation

of the eye. (3) All respondents’ fixation points are

merged into Hotspot images, showing where respon-

dents looked. (4) Scan path graphics show the

sequence in which respondents looked at the ad’s ele-

ments. (5) Attention-by-region graphics display how

much attention specific pre-defined regions received.
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We also asked respondents to tell us
for each ad if they felt that it was a
creative ad.This yielded two interest-
ing results. First, respondents’ opinions
of what constitutes “creative” were
not the same as those of the profes-
sional judges in the award competi-
tions. Second, the perceived creativity
of an ad and its stopping power corre-
lated negatively. In other words, the
more creative an ad was perceived to
be, the less willing respondents were
to actually stop and study it, in direct
contradiction to what they believed
they would do.Why is this? Perhaps
because in our culture, it is under-
stood that creative ads are cool or
perhaps even art, but in everyday life,
time is of essence, and nobody really
has time to decipher a complex visual
message.

So the magic formula in terms of
stopping power for the professional
creative person seems to be: a profes-
sionally creative ad is one that is not
actually perceived to be creative by
consumers, but one that uses visual
design creatively to make the ad

effective.
However, be aware that an ad with

good stopping power can still lose the
battle for consumers’ attention: In our
test, stopping power and recall did not
correlate. In other words, an ad that
gains attention does not necessarily
also get the message across.

Time-to-contact and branding
On average, award-winning ads had
worse aided recall results than regular
ads (35 percent vs. 56 percent) and
also worse unaided recall results (16
percent vs. 25 percent).

There are a number of factors that
contribute to brand recall:The
amount of attention the brand logo

Figure 5:This chart illustrates the U-curve effect (schematized). People remember best what
they see first or what they see last.
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g a rn e rs is one, the amount of atten-
tion on the product shot is another,
l e a rning effects are yet another one.

In this field, the best predictor for
recall was the amount of time
respondents needed on average until

t h ey saw the brand log o.
I n t e re s t i n g l y, for regular ads, t h i s
c o rrelated negative l y, yet for awa rd -
winning ads, it correlated positive l y.
This means the earlier re s p o n d e n t s
s aw the brand logo in a regular ad,

the better the recall would be, w h i l e
for awa rd-winning ads, the re c a l l
would be better the later re s p o n-
dents saw the brand log o.

This reflects two key principles in
m e m o ry psycholog y : the pri m a c y
e f f e c t , w h e re we remember things
better that we see firs t , and the
recency effect, w h e re we re m e m b e r
things better that we see last, i . e. ,
recall will be U-shaped along time-
to-contact on the x-axis of a dia-
gram (see Figure 5).

C re a t ive ads often need more
time to communicate because re a d-
e rs need more time to unders t a n d
t h e m .Yet they can still be effective,
if re a d e rs ’ scan paths are directed so
that they will see the brand log o,
and that they will see it last.

Guiding attention
H ow, t h e n , does one guide atten-
tion? We have already mentioned
the importance of a key visual as
g a t eway, the salience of elements
and design simplicity.

Figure 6:The merged scan paths for all 12 ads in the test.There is no Z pattern in ad perception.
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T h e re are some other intere s t i n g
m e a n s : Faces not only attract atten-
t i o n , t h ey also direct it.A good
example is the State Farm
“ A q u a ri u m ” ad from the test (see
sidebar on how A t t e n t i o n Tr a c k i n g
wo r k s ) .The prominent brand log o
works as an eye-catcher and also
s u p p o rts branding by forcing a short
t i m e - t o - c o n t a c t .After that, t h e
m o t h e r ’s face attracts attention -
and notice how she is looking at the
b oy.W h e re do you think the scan
path will go next? Right, to the boy.
And see how the boy looks at the
fish? A g a i n , that is where re s p o n-
dents will look next.We humans
tend to direct our attention at what
other people direct their attention
a t , the direction of their heads and
eyes being our cues.

No Z pattern
To wrap things up, l e t ’s lay one
myth about ad perception to re s t .
O f t e n , people believe that our re a d-
ing pattern , f rom left to right and
f rom top to bottom, will pre d i s p o s e
us to look at ads the same way, i . e. ,
that re a d e rs will look at the ad in a
Z pattern .

We merged the scan paths for all
12 ads into one (Figure 6). N ow, o f
c o u rs e, this does not suggest a gen-
eral scan scheme for ads. But it does
dispel the notion that there is a Z
p a t t e rn .That also means that the
brand logo should not necessari l y
go into the bottom right corn e r
( w h e re it is in the majority of ads),
not for the sake of the Z pattern ,
and not for the sake of design tradi-
t i o n . It should go where it is seen.

If there is anything you should
t a ke home from this art i c l e, it is this:
People don’t read ads, people look
at ads as they would at picture s ,
guided by visual cues within the ad.
Gain their attention with a key
visual and guide their gaze towa rd s
what is ultimately import a n t . |Q
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Ap rolonged economic dow n t u rn can stress out the best Wa l l
S t reet minds. But for marke t e rs , s l ow d owns present an espe-
cially nerve-wracking Catch-22.When the corporate belt is

t i g h t e n e d , a d ve rtising and marketing budgets often are among the firs t
to be cut - even as expectations for their performance incre a s e.

T h a t ’s why it is important to know exactly how effective (and con-
sequently how va l u a ble) your adve rtising and marketing is at all times.
All of these entities use response tracking to defend the value of their
m a r ke t i n g : c a ble TV companies - who want to find out which marke t-
ing tactic generates the most calls; m o rtgage lenders - who need to
d e t e rmine which new s p a p e rs and radio stations get the best RO I ;
energy utilities - which face increasing competition; re s o rts - who
want to get more scientific about which groups to target; and pro f e s-
sional sports teams - who can save thousands of dollars with the slight-
est incremental gain in response rates.

W hy do they use response tracking? Because it offers marke t e rs the
kind of defense nu m b e rs - c ru n c h e rs can unders t a n d : nu m b e rs . It wo r k s
l i ke this:

• You assign a distinct phone number to each of your marke t i n g
c a m p a i g n ’s tactics - direct mail,T V, r a d i o, n ewspaper ads, e t c.

• When a customer calls to respond to your adve rt i s e m e n t , that call
is tracked back to the particular tactic that persuaded the customer to
act (there by keeping them separate from your “ business as usual” c a l l s ) .

• The resulting response rates
reveal how effectively each of yo u r
tactics is at generating new leads.

Quantifying marke t i n g ’s role in
your company ’s profit growth give s
you real leve r a g e.You can use the
data to measure cost-per-re s p o n s e,
f o recast quarterly growth and gauge
f u t u re campaign re q u i rements - all
c rucial components to securing and
defending your marketing bu d g e t .
And by relying on actual, re l i a bl e

call data, you avoid the erro rs inherent in old-fashioned techniques
l i ke campaign codes.

If nothing else, response tracking can help establish the legitimacy of
c e rtain marketing tactics.Ta ke A DVO, I n c. , the Wi n d s o r, C o n n . - b a s e d
d i rect mail gi a n t . E ven though it’s the U. S. Post Office’s largest cus-
t o m e r,A DVO is often asked to substantiate its cost-effective n e s s .
“Until re c e n t l y, f ew of our clients did any tracking of their ow n , ye t

Measure marketing
and advertising
effectiveness with
response tracking

By Scott Bakken

Editor’s note: Scott Bakken is
president of MainStreet Group, Inc., a
St. Paul ad agency. He can be reached
at scott@mainstreetgroup.com.

Play better
offense and
defense
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t h ey all asked for historical re s p o n s e
data from us,” s ays Bern i e
K r a m b e r g ,A DVO ’s director of mar-
keting intelligence.“ R e s p o n s e
tracking has proven to them that
their re t u rn on investment far out-
weighed any perc e ived drawbacks to
‘ m a rriage mail.’ ”

But response tracking offers more
than just a good defense. It can help
you play offense more effective l y
t o o.The following are just a few of
the ways you can use response track-
ing to reduce costs, focus your mar-
keting message and improve yo u r
re t u rn on inve s t m e n t .

M e a s u re the effectiveness of
each marketing tactic
Tracking can be extremely import a n t
when your budget is tight and yo u
need to get the most bang for yo u r
m a r keting bu c k .

Jason LaFre n z , vice president of
m a r keting for the Minnesota
T i m b e r wo l ves and Ly n x , began using
response tracking to avoid spending
u n n e c e s s a ry dollars on unprove n
m a r keting ideas.“ We ’ve re c o u p e d
our investment into response track-

ing five-fold by making better deci-
sions with our adve rtising dollars ,”
s ays LaFre n z .

Because tracking allows you to
monitor the progress of your cam-
p a i g n , you’ll know immediately how
well your money ’s being spent. Fo r
i n s t a n c e,if newspaper and radio con-
sistently perform poorly in yo u r
c a m p a i g n s , you’ll know to cut there
and put your remaining dollars
w h e re they will count. In fa c t , a d
agencies regularly use such data to
steer their media buys within specific
p u bl i c a t i o n s .

“A particular newspaper wa s
e x p e n s ive to adve rtise in,” s ays a
Time Wa rner Cable marketing exe c-
u t ive,“ but response tracking prove d
that it far exceeded the number of
responses we got from other publ i c a-
t i o n s .This information will help me
gauge what level of contract to
negotiate those other publ i c a t i o n s .”

A Time Wa rner Cable colleague
d i s c ove red that his print ads we re n ’t
p roviding him the re t u rn he
thought they we re and ceased a
planned $60,000 contract, i n s t e a d
t u rning to radio bu y s , which we re

s u rp risingly effective.

Find out who your customers
really are
A good response tracking system
a l l ows you to cro s s - re f e rence incom-
ing calls with a compre h e n s ive,
e x t e rnal demographics database.T h i s
p rovides a clear picture of who’s call-
ing -their age, l o c a t i o n , h o u s e h o l d
i n c o m e, education leve l , e t c. S u c h
i n f o rmation is essential in helping
you focus your marketing message
and speak more re l evantly to yo u r
targeted consumers .“ We had a ye a r -
round contract with one publ i c a t i o n ,
but now we use it only to target col-
lege students coming back to tow n ,”
s ays a Time Wa rner Cable media
bu ye r.

A media bu yer at cable firm
Ch a rter Communications says that
a system he employed used geo-
graphic data to discover that many
calls came from a particular are a
that Charter had written off
because of a competitor’s concen-
trated effort in that are a . He came
to the conclusion that “ m a r ket fa c-
t o rs such as demographics and geo-



www.quirks.com Quirk’s Marketing Research Review | 59

graphics played a bigger role in
response rate than our offer did.”

Test almost anything 
Campaign tracking is an inva l u a bl e
l e a rning tool. By comparing baseline
i n f o rmation from campaign to cam-
p a i g n , you can test any number of
va ri a bles in order to determine more
p recisely what drives customers to
a c t .Test aspects as fundamental as
o f f e r, p ri c e, media placement and
t i m i n g . O r, c o m p a re campaign
nuances such as hard sell vs. soft sell,
s h o rt vs. long copy or even red vs.
blue typefa c e. I t ’s entirely up to yo u .

One cable TV marketer was forc e d
to accept a cold re a l i t y :“ [ Te s t i n g ]
p roved that our cre a t ive was ro t t e n .”

Monitor your call center’s
e f f i c i e n c y
Perhaps one of the most import a n t
ways response tracking can stre a m-
line your budget is by pointing out
wa s t e.A good response tracking sys-
tem not only tracks calls that get
t h rough to your call center, but also
identifies calls that we re attempted
but not completed. It also separates

the number of “ u n i q u e ” c a l l e rs fro m
repeated callers . Most marke t e rs
would be shocked to learn that their
m a r keting often generates far gre a t e r
response than their call center can
h a n d l e.Call data can provide vital
statistics such as the percentage of
busy signals customers re c e ived and
the busiest calling times during the
d ay.These nu m b e rs will allow you to
staff your call center adequately and
avoid needless sales losses.You can
even capture the phone nu m b e rs
f rom uncompleted calls and forwa rd
them to your company ’s sales staff for
c a l l - b a c k s .

One company re p re s e n t a t ive (who
wished to remain anonymous) con-
fided that,“if it we re n ’t for re s p o n s e
t r a c k i n g , we would never know how
poorly our call center was perform-
i n g .”As a re s u l t , the re p re s e n t a t ive ’s
c o m p a ny has since hired a third
p a rty to handle its in-bound sales
c a l l s .

A cable exe c u t ive put it bl u n t l y :“ I ’ m
using this data to slap someone up.”

Refine your mail list
Tracking allows you to identify and

eliminate underp e r f o rming addre s s e s
f rom your mail list.This results in
c o n s i d e r a ble savings on printing and
postage costs. In fa c t , t rimming just 5
p e rcent from a mail list of 250,000
files can save you nearly $3,000 in
postage alone.A l s o, by profiling yo u r
existing customer list to identify
groups with demographic and geo-
graphic similari t i e s , you can better
target those customers that yo u r
response tracking indicates have a
higher propensity to buy - and stop
wasting money pitching to those
who don’t .

I n c rease efficiency
Response tracking can’t solve eve ry
p ro blem you face as a marke t e r. I t
c a n ’t force your ad agency to re t u rn
your phone calls. It can’t compel
your printer to meet your deadline.
But response tracking can arm yo u
with the hard data you need to
i n c rease campaign efficiency and jus-
tify your marke t i n g ’s effectiveness -
even to those who are used to view-
ing your department as an expense
rather than an inve s t m e n t . |Q
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The relationship metaphor is no longer merely the pro p e rty of
a d ve rtising copy w ri t e rs . Companies are serious about bu i l d i n g
relationships with customers and are investing millions of dol-

l a rs to do so. M a r keting textbooks are even getting into the act:
Ko t l e r ’s ubiquitous P rinciples of Marketing text essentially redefines mar-
keting as relationship building (Arm s t rong and Kotler 2003).

All the customer relationship talk does beg an important question,
h oweve r:A re customer connections real relationships like the ones we
h ave with other people? Or, do relationship terms like trust and com-
mitment just restate the traditional marketing goals of satisfying cus-
t o m e rs and providing them with value for the money? 

The real reason customer relationships are emerging as a competi-
t ive imperative and the dominant paradigm of marketing is that re l a-
tionships are pro f i t a bl e, and customers who form relationships with
brands provide companies some bottom-line benefits not offered by
c u s t o m e rs who participate in random transactions (Gummesson,
2 0 0 2 ) .

Most companies define customer relationships as habitual re p u r-
c h a s e, or intent to stick with the brand. But that definition just
scratches the surface of what consumer-brand relationships can be.
C u s t o m e rs actually form relationships with brands that are similar to
their relationships with people (Fo u rnier 1998; Hess 1995). In many
c a s e s , relationships even have a personal character, and that idea has

p rofound implications for how
brands treat customers and for the
financial benefits firms accru e.

The secret to unders t a n d i n g
m a r keting relationships is that it is
not only good business sense for
brands to build relationships with
c u s t o m e rs , but also that customers
e n j oy being in relationships with

b r a n d s . Brands miss a big opportunity when they view customer re l a-
tionships from a purely functional pers p e c t ive, or as merely a
euphemism for traditional concepts like satisfaction or loyalty that are
intended to measure an intent to re p u rc h a s e. In other wo rd s , real re l a-
tionships do not just promote sales vo l u m e, t h ey also stimulate behav-
i o rs that are pro f i t a ble to brands, especially if connections have a per-
sonal character.

For instance, a customer in a personal relationship with a brand is
m o re likely to:

• be willing to pay more for the brand’s pro d u c t s ;

A look at customer
relationships

By Jeff Hess 
and John Story

Editor’s note: Jeff Hess is vice
president, senior consultant, at Harris
Interactive, a Rochester, N.Y., research
firm. He can be reached at
jhess@harrisinteractive.com. John
Story is assistant professor of
marketing at The University of Texas
at San Antonio. He can be reached at
storjohn@cob.isu.edu.

Moving beyond
satisfaction
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• ove rcome purchase barri e rs like
i n c o nve n i e n c e ;

• forgive minor fa i l u res by the
b r a n d ;

• try the brand’s new pro d u c t s .
Consider a fast-food customer

who will drive 45 minutes only to
wait in line for another 45 minu t e s
for a cheesebu r g e r. Or a car bu ye r
who is completely devoted to a re l a-
t ively unre l i a bl e, moderately per-
f o rm i n g , p re m i u m - p riced auto
b r a n d . C e rtain retail stores rely on
the fact that customers will drive past
their more convenient competitors
to pay a premium at their own less
c o nvenient locations.These are all
phenomena indicative of re l a t i o n a l
bonds not described by standard sat-
i s faction and loyalty measure s .

The missing link between transac-
tions and re l a t i o n s h i p s , and the key
to understanding customer re l a t i o n-
ships that have a personal character, i s
t rust (Garbarino and Jo h n s o n , 1 9 9 9 ;
Hess 1995). C u s t o m e rs who trust a
brand believe the brand has their best

i n t e rest in mind; that they are moti-
vated to make customers happy.A n d
if you think a brand is motivated to
m a ke you happy, and is also compe-
tent enough to do so, you no longer
h ave to wo rry about getting take n
a d vantage of when your guard is
d ow n . C o n s e q u e n t l y, as in human
re l a t i o n s h i p s , t rust is the gateway to
deeper relationship commitment.

Gained momentum
U n l i ke customer satisfa c t i o n , w h i c h
dominated the marketing re s e a rc h
landscape for over 25 ye a rs , the ideas
behind customer relationships gained
momentum among marke t e rs before
m a r keting academics took a seri o u s
i n t e re s t . But both marketing scholars
and marketing practitioners have
been slow to describe ri g o ro u s l y
tested customer relationship con-
s t ru c t s .As a re s u l t , a formal frame-
work to quantify, diagnose and
d e s c ribe the nature of such re l a t i o n-
ships has thus far eluded the mar-
ke t e rs . S o, t h ey continue to rely on

transactional satisfaction and loya l t y -
based concepts for planning and
a s s e s s m e n t .

The first significant investments in
relationships surfaced as emergi n g
customer database technolog y
p romised a rich and quantifiabl e
u n d e rstanding of individual cus-
t o m e rs and the ability to customize
m a r keting activity to targeted cus-
tomer segments. In re a l i t y, c u s t o m e r
relationship management (CRM) has
nearly become a surrogate for the
t e c h n o l ogy applied to data manage-
ment techniques (Pa rva t i yar and
S h e t h , 2 0 0 1 ) .

It is important to know that a re l a-
tionship view of the world does not
look to replace classic marke t i n g
ideas like satisfa c t i o n , value and loy-
alty with relationship nomenclature
to merely freshen up traditional mar-
keting models. H a rris Interactive ’s
Trust-Based Commitment model sit-
uates satisfa c t i o n , and related con-
c e p t s , within a process that results in
real relationships and re l a t i o n s h i p -
specific benefits for customers and
b r a n d s .The Tru s t - B a s e d
Commitment model is a constella-
tion of traditional and newer marke t-
ing concepts revolving around the
idea that customers and brands are in
real relationships that significant
financial implications.

Redefining customer loya l t y
S t rong brands have deep re p o s i t o ri e s
of loyal customers (Aake r, 1 9 9 2 ) .
B u t , f rom a customer’s pers p e c t ive,
l oyalty is more than just a pro p e n s i t y
to re p u rchase a brand’s pro d u c t s . It is
also a way for customers to improve
their ability to win the utility/cost
game (reducing ri s k , i n c re a s i n g
i n f o rmation processing effective n e s s ,
gaining tangi ble “ f requent user” b e n-
e f i t s ) . E ven more revo l u t i o n a ry, h ow-
eve r, is the idea that re l a t i o n s h i p s
a l l ow customers to enjoy re l a t i o n s h i p
benefits not normally associated with
rational behavior (e. g . , a f f i l i a t i o n ,
a s s o c i a t i o n , value matching).

T h e rein is the fundamental dis-
c repancy between the kinds of out-
comes typically associated with tradi-
tional loyalty measures and those
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resulting from customer-brand re l a-
t i o n s h i p s .As market re s e a rc h e rs we
a re often asked to justify our exis-
tence by the impact our work has on
the bottom line. In lieu of a re l a t i o n-
ship unders t a n d i n g , it is efficient to
simply assess re p u rchase intent or
overall satisfaction and forecast per-
f o rmance as an extension of these
basic attitudes.This effort often
p roves to be an exe rcise in futility as
the promise of satisfied customers
r a rely yields accurate financial pre-

d i c t i o n s .As a re s u l t , decision make rs
a re left to ponder the value of mar-
keting re s e a rch data.

At the core of the dilemma is the
simple fact that standard marke t i n g
re s e a rch measures are often we l l
re m oved from ultimate marke t
b e h avior or are ill-suited to descri b e
a customer’s disposition and
resilience in the marke t p l a c e. M o re
i m p o rt a n t l y, such assessments can
mislead strategic planning, p a rt i c u-
larly if market share, volume superi-

o ri t y, or both mask underlying re l a-
tional we a k n e s s e s .

We can use an industry like fa s t
food to illustrate the advantage of
u n d e rstanding re l a t i o n s h i p s . Brand A
has nearly twice as many locations as
Brand B, with associated superi o ri t y
in reve nu e. On a transaction basis, B ’s
c u s t o m e rs are slightly more satisfied;
h owever its customers are mu c h
m o re committed. C o n s e q u e n t l y, t h ey
a re more willing to spend more and
t ry the re s t a u r a n t s ’ n ew pro d u c t s . I n
this case, an assessment of re l a t i o n-
ship ve rsus transactional constru c t s
will be much more revealing re g a rd-
ing the potential emergence of
Brand B in the marke t p l a c e. Brand B
can use this information to capitalize
on a potential competitive opport u-
n i t y, while Brand A is alerted to an
e m e r ging competitive thre a t .

U n d e rstand the nature
Commitment is customers ’ u l t i m a t e
relationship disposition. It carri e s
beliefs and attitudes resulting in cus-
tomer actions towa rd the brand - a
fundamental and powerful concept
that can only be understood when
decomposed into its pri m a ry com-
ponents or “ d i m e n s i o n s ” which sepa-
rate commitment from standard loy-
a l t y / i n t e n t i o n . Customer re l a t i o n s h i p
c o m m i t m e n t , just like its human
c o u n t e rp a rt , is derived from a com-
bination of personal and functional
c h a r a c t e ristics which are central to
the trust-based commitment re l a-
tionship framewo r k .

The bottom line is that, while it is
i m p o rtant for marke t e rs to know the
s t rength of the bonds they have with
c u s t o m e rs , it is also essential to
u n d e rstand the nature of these re l a-
t i o n s h i p s . Just like a one-dimensional
v i ew of human relationships ignore s
the differences among fri e n d s h i p s ,
acquaintances and romantic attach-
m e n t s , m a r ke t e rs ignore the mu l t i p l e
dimensions of customer-brand re l a-
tionships to their peri l .

The idea that customers form per-
sonally- and functionally-based
bonds helps explain one of marke t-
i n g ’s most notorious episodes:T h e
Coca-Cola Company ’s decision to
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i n t roduce a new - a n d - i m p roved ve r-
sion of the classic beve r a g e.W h i l e
blind taste tests convinced Coke
e xe c u t ives a new formula wo u l d
s t rengthen customer loya l t y, the fa l l-
out of their decision to launch New
C o ke revealed they had ove r l o o ke d
i m p o rtant relationship benefits and
responses not captured in traditional
p e r f o rmance-attitude framewo r k s .
C u s t o m e rs felt betrayed by Coke ’s
alteration of their trusted brand, a
n e g a t ive customer response to a
d e m o n s t r a bly superior product that
can only be fully understood under a
relationship light.

Trust and satisfaction re d e f i n e d
Transactions begin to transform into
relationships in response to tru s t . I n
fa c t , a ny personal re l a t i o n s h i p,
whether real or metaphori c a l , is bu i l t
on trust (Delgado-Ballester and
M u nu e r a - A l e m á n , 2 0 0 1 ) .

Without tru s t , relationship bu i l d-
ing is stifled as relationships are sus-
pended in a pre c a rious state of vul-
nerability to competitive action or

p e r f o rmance fa i l u re.Trust tells cus-
t o m e rs that the brand is looking out
for them when they are not looking,
that it will do whatever it takes to
m a ke them happy and it is going to
be re s p o n s ive to their needs. It is the
p e rc e ived motivation of the brand
that is at tru s t ’s core and the catalyst
behind the transformation of trans-
actions to re l a t i o n s h i p s .

Brands express these altru i s t i c
m o t ivations by doing such things as
resolving pro blems quickly, p rov i d i n g

consistently good food, and gre e t i n g
c u s t o m e rs with fri e n d l y, e f f i c i e n t
e m p l oye e s .Trust resides in the dissat-
isfied customer who happily marc h e s
into a favo rite retail store fully
expecting a quick and conflict-fre e
resolution to a pro bl e m . Under simi-
lar circ u m s t a n c e s , d i s t rust leads to
raised blood pre s s u re, gru m py cus-
t o m e rs and inev i t a ble conflict.

In the Trust-Based Commitment
model (Figure 1), s a t i s faction and
t rust develop from a ser ies of indi-
vidual encounters with a brand’s
p roducts and serv i c e s .The key to
u n d e rstanding how activities prov i d e
relationship re t u rn on your inve s t-
ments is in differentiating betwe e n
the activities that build trust and
those that promote satisfa c t i o n . I n
the retail category, for instance, s t o re
e nv i ro n m e n t , high-quality pro d u c t s
and easy-to-find merchandise all lead
to satisfa c t i o n , while resolving pro b-
lems with attentive, pleasant employ-
ees and standing behind pro d u c t s
lead to tru s t .

Together trust and satisfa c t i o n
combine to provide the conditions
n e c e s s a ry for enduring customer-
brand relationships characterized by
relationship commitment.

Relationship dimensions:
p e rsonal and functional
c o n n e c t i o n s
We can tap into the interp e rs o n a l
relationship metaphor to illuminate
the nature of customer-brand re l a-
t i o n s h i p s . F i g u re 2 suggests at least
four relationship types based on the
re l a t ive strength of functional and
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p e rsonal connections.A n d , as in
human re l a t i o n s h i p s , d i f f e re n c e s
b e t ween personal and functional
connections result in different re l a-
tionships with different outcomes.

C u s t o m e rs with strong functional-

ly-specific relationships may view
their brand relationships like “ p a rt-
n e rs h i p s ” f o rmed to achieve discre t e
functional outcomes, f ree of pers o n a l
i nve s t m e n t .

Highly personally-connected cus-

t o m e rs invest in more emotive bonds
seeking to reap relational benefit.
Such bonds are likely more elabo-
rately formed and re gretfully sev-
e re d , l i ke interp e rsonal “ ro m a n c e.”

Disconnected customers are in
relationships akin to “ a c q u a i n t a n c e s ”
w h e re interaction and benefit are
incidental and fluid.

F i n a l l y, c u s t o m e rs who descri b e
s t rong personal and functional con-
nections might be described as
“ d evo t e d ,” o f f e ring a company many
of the attending benefits associated
with interp e rsonal devo t i o n , such as
i m munity against fa i l u re and part n e r
g e n e ro s i t y.

Just as relationship commitment is
c o m p rised of functional and pers o n a l
c o n n e c t i o n s , s a t i s faction and tru s t
c o n t ri bute uniquely to each re l a t i o n-
ship dimension. For instance, p e rs o n-
al connections are pri m a rily a func-
tion of high levels of tru s t .
C u s t o m e rs who trust that a brand
has their best interests in mind, i s
re s p o n s ive, and will quickly re s o l ve
issues will form relationship bonds
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with a personal character and begi n
to enjoy ensuing benefits. S i m i l a r l y,
c u s t o m e rs who are habitually satis-
fied with the brand’s products will
often form functional connections.

This all may sound ve ry irr a t i o n a l
f rom a customer’s pers p e c t ive, bu t
benefits of brand attachments do
p rovide rational benefits and enhance
visceral direct consumption.T h ey
also provide personal benefits not
usually considered by marke t e rs , l i ke
a f f i l i a t i o n , meaning and cog n i t ive

consistency (Fo u rnier 1998).
T h e re are broad implications to

taking a relationship view of yo u r
interaction with customers , one of
the most important of which is as a
guide for competitive positioning.A s
demonstrated in the case studies
re p o rted below, c o m p e t i t ive adva n-
tage can be gained by companies that
u n d e rstand how relationships are
f o rmed and sustained.The Tru s t -
Based Commitment re l a t i o n s h i p
model formalizes the processes by
which transactions are transform e d
into pro f i t a ble customer connec-
t i o n s .

Fast-food and retail case studies 
In order to test the Tru s t - B a s e d
Commitment framewo r k , we col-
lected and analyzed survey data fro m
retail and fast-food customers .T h e s e
p roduct categories we re selected to
for their broad range of combined
s e rvice and product perform a n c e
c h a r a c t e ristics and relationship bene-
f i t s .

D u ring Wave I, close to 4,000 cus-
t o m e rs of 20 fast-food re s t a u r a n t
brands and 21 retail brands complet-
ed online surveys approximately 30
to 40 minutes long, a n swe ring ques-
tions on a wide range of topics
including behav i o r, attitudes and
d e m ogr a p h i c s .

Wave II followed up with the same
respondents approximately four
months after the initial survey.T h e
p ri m a ry goal of Wave II was to test
the behavioral legitimacy of the ini-
tial relationship disposition in an
e nv i ronment re l a t ively free of instru-
ment bias. Key survey topics in Wave
II focused on such things as share of
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spending and frequency of visits, a n d
total spending at store locations.

U n d e rstanding the maps
The first step in the analysis was to
t u rn theoretical ideas into concre t e
and re l i a ble measures of key re l a t i o n-
ship constructs using factor analysis
m e t h o d o l og y. Brands we re then
s c o red on each multi-item re l a t i o n-
ship “ fa c t o r.” In order to simplify

brand compari s o n s , factor score s
we re translated into indices where a
s c o re of 100 re p resents the study
average on each fa c t o r. S o, f o r
i n s t a n c e,a score of 125 is 25 perc e n t
higher than industry ave r a g e.

On the maps in Figure 3, t h e
dimensions plotted on the ve rt i c a l
and horizontal axes are personal con-
nection and functional connection.
The quadrants are divided at the

i n d u s t ry ave r a g e.A brand in the
upper-left quadrant for instance, i s
a b ove average on functional connec-
t i o n , but below average on pers o n a l
c o n n e c t i o n .We call these functional
re l a t i o n s h i p s . C o nve rs e l y, p e rs o n a l
relationships fall in the lowe r - ri g h t
q u a d r a n t . Committed re l a t i o n s h i p s ,
exhibited by high personal and func-
tional connection, a re in the upper-
right quadrant, balanced against dis-
connected relationships in the lowe r -
left quadrant.

Mapping relationships in
c o m p e t i t ive space
If a picture tells a thousand wo rd s ,
then the relationship map reve a l s
volumes about the nature of cus-
tomer relationships and their com-
p e t i t ive implications. Customer re l a-
tionships take many forms based on
the pri m a ry dimensions of pers o n a l
and functional connection.W h e n
these connections are used to map
brands against one another, t h e
unseen stru c t u re of competitive cus-
tomer-brand relationships is
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reve a l e d .And this is more than just
an interesting twist on brand map-
p i n g ; o n e ’s position on the re l a t i o n-
ship map has direct implications for
m a r keting activ i t y.

On the retail map, for instance,
brand clusters emerge that suggest
brand strengths and weaknesses as
well as differences in strategi c
o p t i o n s . For instance, the most suc-
cessful department store brands clus-
ter into the lowe r - right or “ p e rs o n a l
re l a t i o n s h i p ” q u a d r a n t .This suggests
that to be competitive in this space a

brand must provide professional ser-
vice and generous re t u rn policies
that support tru s t - building and per-
sonal connections.The rewa rd for
these investments is customers who
s ay they will pay a premium for
p roducts and will shop in your store
as a leisure activity - both pro f i t a bl e
customer attitudes. In the same way,
home improvement stores and dis-
count department stores are stro n g
on the functional dimension, s u g g e s-
t ive of functional re q u i rements like
p roduct selection and value for the

m o n ey.Their rewa rd is high vo l u m e.
The first thing one might notice

about the fast-food map is that there
a re no brands in the lowe r - ri g h t
q u a d r a n t , which is high on pers o n a l
connection and low on functional
c o n n e c t i o n .This appears to reve a l
t h a t , while a legitimate retail store
position may focus pri m a rily on per-
sonal relationship characteri s t i c s , fa s t -
food relationships must be built on a
solid functional foundation.

Functional relationships in this
context are essentially built on food
t a s t e, food choices and value for
m o n ey. S u b way, t h rough its focus on
healthful options, a p p e a rs to have
separated itself from the fa s t - f o o d
pack through pri m a rily functional
re l a t i o n s h i p s .We n d y ’s , on the other
h a n d , has utilized personal connec-
tions to carve out its own space
among national hamburger chains.
The most re l a t i o n s h i p - f o rm i d a bl e
fast-food brands are re gi o n a l l y -
focused brands such as In-N-Out
B u r g e r, Chick-Fil-A and Pa n e r a
B re a d .

Not only do customers of differe n t
brands aggregate in comparative map
p o s i t i o n s , but a company ’s own cus-
t o m e rs can be segmented based on
relationship type and stre n g t h . F i g u re
4 illustrates the emergence of re l a-
t ively distinct customer groups for an
i n d ividual firm . In this case, a ubiqui-
tous fast-food brand may look com-
p e t i t ively weak when its average cus-
tomer is compared to that of special-
ized or re gional fast-food brands, bu t
when it maps its own customers it
m ay discern a critical mass that have
s t rong relationships with the brand.
While 40 percent of the hy p o t h e t i c a l
b r a n d ’s customers are disconnected,
almost half are committed or, at least,
h ave personal relationships with the
b r a n d .These customers are candi-
dates for profitability segmentation
or targets of innova t i o n

Relationship outcomes
Relationship disposition has a dire c t
impact on attitudes towa rd behav i o r.
And whether customers have a per-
sonal or functional relationship indi-
cates a bias towa rd certain positive,
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one might even say, p ro f i t a ble behav-
ioral attitudes. For instance, re t a i l
c u s t o m e rs in the personal re l a t i o n-
ship quadrant are more likely to be
willing to pay more for a store ’s
p ro d u c t s , use its Web site to purc h a s e
p roducts and shop there as a leisure
a c t iv i t y.

The functional dimension is more
l i kely to suggest re c o m m e n d a t i o n s
and selection of the brand as the cus-
t o m e r ’s first choice when visiting
retail stores in general.

What is clear from Figures 5 and
6 , h oweve r, is that re l a t i o n s h i p s
steeped in both functional and per-
sonal connections (or “ c o m m i t t e d ”
relationships) re p resent customers
with the strongest attitudes towa rd a
range of pro f i t a ble behav i o rs .T h e
committed customer objective
becomes even more compelling
when spending behavior is measure d
d i re c t l y. In fa c t , committed retail cus-
t o m e rs re p o rted spending over thre e
times as much as other customers
and claim a greater percentage of
their retail spending at stores to
which they are committed (see
F i g u re 7).

The bottom line is that both per-
sonal and functional connections are
re q u i red for a fully committed re l a-
t i o n s h i p, but niche competitive posi-
tions can take advantage of - or be
l e gitimized by - the type of re l a t i o n-
ships customer have with brands.

Do relationships really matter?
The Trust-Based Commitment re l a-
tionship framework opens the door
to understanding previously unex-
plained behavior as a function of
relationship motivations rather than
just needs satisfa c t i o n . For instance, i t
explains how trust-based re l a t i o n-
ships may differentiate re l a t ive l y
small re gional brands from more
e s t a blished national chains in their
local marke t s , and why customers are



willing to go out of their way to visit
some retail stores but will only shop
at others if conve n i e n t . It also guides
companies towa rd targeting re l a t i o n-
ship motivations when building a
b a s ket of brand benefits.

It is import a n t , t h e re f o re, for com-
panies to 1) understand what it will
t a ke to deepen commitment among
c u rrent customers , 2) establish stro n g
relationships with new customers
and 3) assess on whom to focus their

relationship efforts and re s u l t i n g
b e n e f i t s . Questions such as “Is a
brand transformation re q u i re d ? ” o r
“ Will performance adjustments
enhance an already strong position?”
a re answe red only in light of a solid
relationship framework that clearly
a rticulates relationship strength and
its antecedents: t rust and satisfa c t i o n .

Once relationship measures are
e s t a blished and measure d , c o m p a n i e s
can map their positions in competi-

t ive space, and marketing pre s c ri p-
tions and opportunities are then
i m p l i e d . For instance, c o m p a n i e s
whose customers have strong func-
tional but weak personal connections
will be re q u i red to focus on perfor-
mance diagnostics and innova t i o n ,
while those with strong pers o n a l
connections to the exclusion of
functional connections must be most
c a reful with their image (Figure 8).
A l s o, c u s t o m e rs with strong pers o n a l
connections respond more favo r a bl y
to brand extensions and pre m i u m
p ri c i n g , while disconnected cus-
t o m e rs rely heavily on competitive
p ricing and sales pro m o t i o n .

U l t i m a t e l y, brands which have
e s t a blished functional connections in
the market and have earned pers o n a l
connections with their customers
can have confidence that steps take n
to fortify and build their marke t
positions will be more positive l y
re c e ived by their committed base. I n
this way,Trust-Based Commitment
not only models a more direct con-
nection between customer attitudes
and behav i o r, but also reveals cus-
tomer motivations previously hidden
u n d e rneath a veil of anemic cus-
tomer measure s . |Q
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i n f o rmation re c e ived from a home
i m p rovement store.

The study also examined the types of
messages adults respond to.E i g h t y - t wo
p e rcent of Generation X women who
read retail direct mail said they have
replied to bu y - o n e - g e t - o n e - f ree mes-
s a g e s , c o m p a red to 63 percent of men
in the same category. Of the male
Generation Y adults surveyed who re a d
retail direct mail,79 percent said they
respond to direct mail messages that
include discounts off a single item,
c o m p a red to 67 percent of women in
the same category.S eventy-six perc e n t
of adults with a household income of
$50,000-$75,000 who read retail dire c t
mail have responded to messages with
c o u p o n s . S i m i l a r l y, 72 percent of adults
with a household income of less than
$30,000 who read retail direct mail said
t h ey have responded to messages with
bu y - o n e - g e t - o n e - f ree offers .

Who are the retail direct mail re a d-
e rs? Of clothing store direct mail re a d-
e rs , 71 percent are women and 29 per-
cent are men.Of home electro n i c s
s t o re direct mail re a d e rs , 51 percent are
men and 49 percent are wo m e n .
Twe n t y - s even percent of home elec-
t ronics direct mail re a d e rs are
Generation X adults. Of clothing store
d i rect mail re a d e rs , 23 percent are
younger Baby Boomer adults.Fo r
m o re information visit
w w w. ve rt i s i n c. c o m .

Out vs. o u t r a g e o u s : gay T V
v i ewers weigh in
G ay men are from Mars and lesbians

a re from Ve nus when it comes to pick-
ing their favo rite T V. Men gr av i t a t e
t owa rd shows featuring guys: Queer as
F o l k and Will & Gra c e;women go for
“ c h i c k ” s h ow s : The L Wo rd and T h e
Ellen Show.

While 32 percent of women say T h e
L Wo rd is their favo rite show, 0.5 per-
cent of men do.And Queer as Folk wa s
the favo rite of 26 percent of the men,
but 10.2 percent of the wo m e n .
O ve r a l l , 69.9 percent of women wa t c h
The L Wo rd, c o m p a red to 22.4 perc e n t
of men, a c c o rding to an online study
conducted December 10-15,2004 by
GLCensus Pa rt n e rs , a re s e a rch part n e r-
ship between OpusComm Group and
the S. I . N ewhouse School of Publ i c
C o m munications at Syracuse
U n ive rs i t y.

No matter what show they did pick,
m a ny of the 2,149 GLBT re s p o n d e n t s
a re ambivalent about their image in the
m e d i u m . Case in point: Ja c k
M c F a r l a n d .The flamboya n t , ove r - t h e -
top character from Will & Gra c e wa s
the No.1 pick for both “most favo ri t e ”
and “ n e g a t ive port r aya l .”The show wa s
a top five favo rite for both men and
wo m e n ,but with re s e rva t i o n s .“I enjoy
Will & Gra c e despite the fact that it is
one long series of gay joke s ,” said one
re s p o n d e n t .“If Jack we re a monog a-
mous homebody like me, t h e re wo u l d
be no ratings and no show,” said anoth-
e r. One respondent summed it up:
“Although Jack on Will & Gra c e p o r-
t r ays the wo rst of the stereotype of gay
m e n , he is still the funniest of all the
g ay TV characters .Though I despise
the stere o t y p e, I love his comedic tal-
e n t s . Go figure.”

Those mixed emotions also are man-

ifested in the fact that 47 percent of
respondents couldn’t pick their least
favo rite show that featured either a
GLBT character or GLBT part i c i p a n t
in a leading ro l e.“The GLBT re s p o n-
dents are partial to GLBT shows in
g e n e r a l , but they also are concern e d
with how they are being port r aye d ,”
s ays Jeff Garber, p resident of
OpusComm Gro u p.“Early on, t h ey
we re just happy to be included. N ow
t h ey want what they believe to be a fa i r
re p re s e n t a t i o n .”

The survey did show that there wa s
one thing all the respondents could
a gree on.When asked “Who is yo u r
favo rite GLBT participant who has a
re c u rring role on a reality TV show or
talk show ? ” the overwhelming favo ri t e
was Ellen DeGeneres of The Ellen
S h o w. O ve r a l l , 49.9 percent picke d
E l l e n , 70 percent among women and
38.7 percent of men.

“ T h e re ’s Ellen and then there is eve ry-
one else,mostly the Queer Eye g u y s ,” s ay s
p rofessor A my Falkner of Syracuse
U n ive rsity and a lead re s e a rcher in the
s t u d y.“ Perhaps it’s the history here with
E l l e n ,her coming out on national telev i-
s i o n .GLBT people feel a connection
with her and her stru g g l e s .”

Both the characters of Ben Bru c ke r
and Michael Novo t ny from Queer as
F o l k t a ke the No.2 and 3 spots on the
most positive male port r aya l , but don’t
m a ke the top five in the most favo ri t e
c a t e g o ry.Ben and Michael port r ay a
c o u p l e.“ Perhaps relationships earn
respect from the male GLBT audience,”
s ays Garber,“ but they might not be as
i n t e resting to watch as ‘wild singles.’ ”

Queer As Folk (26 perc e n t ) , Will &
G ra c e (24.1 percent) and Six Feet Under
(19.9 percent) we re the men’s favo ri t e
TV show featuring either a GLBT
character or a GLBT part i c i p a n t ,w h i l e
The L Wo rd (32 perc e n t ) , The Ellen
S h o w (18.7 percent) and Queer as Folk
and E R (10.2 percent each) we re the
wo m e n ’s choices.

The most-watched show among the
GLBT respondents was Will & Gra c e;
D e g ra s s i was the least-watched show ;
Six Feet Under was the most accurate
s h ow ; and Reno 911! was the least
accurate show.

“This is not that surp rising give n
that Will & Gra c e is on broadcast T V

Survey Monitor 
continued from page 10
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and D e g ra s s i targets a ve ry niche,
younger audience,” s ays Falkner.“ B u t
the accuracy ratings are intere s t i n g , a s
only 11 percent said they thought W i l l
& Gra c e was ve ry accurate, which com-
p a r a t ively is a ve ry low perc e n t a g e. S i x
Feet Under’s showing is impre s s ive -
95.2 percent said they thought it was at
least somewhat accurate.E R and The L
Wo rd a re the next closest in the high 80
p e rc e n t i l e s .”

GLBT viewing habits are differe n t
than the general TV audience.The top
f ive shows for GLBT viewe rs :Will &
G ra c e, Queer as Folk, Queer Eye for the
S t raight Guy, Six Feet Under and C S I.
The five top shows for general T V
v i ewe rs (Nielsen top show s ,D e c e m b e r
1 3 - 1 9 ,2 0 0 4 ) : D e s p e rate Housewive s,
C S I - M i a m i, C S I , 60 Minutes and T h e
Apprentice 2. For more inform a t i o n
visit www. g l c e n s u s . o r g .

DIY sales building nicely
Despite the slowing economy after
2 0 0 0 , sales for home improve m e n t
p roducts have flouri s h e d , i n c re a s i n g
f rom $327 billion in 1999 to $411 bil-
lion in 2004, a growth of 26 perc e n t .
H i s t o ri c a l l y - l ow interest rates have
s p u rred home sales and mortgage re f i-
n a n c i n g ,which in turn create addition-
al reve nue to be spent on home
i m p rove m e n t .

R e s e a rch from Chicago-based
Mintel shows that income and home
ow n e rship are key drive rs for grow t h
in this industry. In addition, d e d i c a t e d
d o - i t - yo u rself (DIY) enthusiasts tend
to spend large amounts and have re p e a t
p u rc h a s e s , rather than just one single
p u rc h a s e.A c c o rding to Mintel’s con-
sumer re s e a rc h , nearly half of those

who completed a home improve m e n t
p roject in the past year spent more than
$1,000 over the ye a r.A l s o, t wo - t h i rd s
tend to purchase at least once eve ry
t h ree months, s u p p o rting the potential
of the home improvement marke t .

Females are re n ovating the stere o-
type of the traditional DIY shopper, a s
DIY activity and purchasing are no
longer just all-male marke t s .Wo m e n
c o n t rol half or more of total DIY sales,
plan about one-third of home
i m p rovement pro j e c t s , and have atti-
tudes towa rds home improvement that
a re as positive as men’s attitudes. H o m e
i m p rovement re t a i l e rs have been re a c h-
ing out to women with a range of mar-
keting strategies and such efforts appear
f ruitful and could be expanded.W h i l e
men still show a slightly higher level of
p u rchasing and interest in DIY activ i t y,
women show a strong interest as 65
p e rcent of females take on home
i m p rovement tasks re l a t ive to 75 per-
cent of men.

S t o res such as Lowe ’s and Home
Depot are the dominant home
i m p rovement retail channel, f re q u e n t e d
by about nine in 10 respondents who
p u rchased home improvement pro d-
ucts in the past ye a r. H oweve r, a b o u t
s even in 10 made purchases at hard-
wa re store s , suggesting that many con-
s u m e rs turn to smaller, n e i g h b o r h o o d
s t o res for some pro d u c t s .

Total U. S. retail home improve m e n t
sales are predicted to increase 35 perc e n t
in the next five ye a rs .This growth will be
d riven by expanded retailing of DIY
p roducts throughout many retail chan-
n e l s , not only home improvement store s .

Mass merc h a n d i s e rs are expected to
i n c rease activities intended to target

D I Ye rs by providing a wider assort-
ment of DIY products and serv i c e s .
Within the big-box retail channel,
re t a i l e rs such as Lowe ’s and Home
Depot are expected to continue the
p u rsuit of aggre s s ive store additions,
including expanded placement in
urban areas throughout the U. S. Fo r
m o re information visit
w w w. m i n t e l . c o m .

Music subscriptions not a
big hit
Po rt a ble music services will not have a
big impact this ye a r, a c c o rding to
D i gital Music:Analysis and Fo re c a s t s , a
re p o rt from Dallas-based re s e a rch firm
Parks A s s o c i a t e s .Respondents in the
recent Parks Associates survey Global
D i gital Living strongly favo red the sin-
gle-track purchase model over a sub-
s c ription when presented with both
o p t i o n s . Roughly 40 percent said they
we re likely to buy songs one at a time,
but only 8 percent we re likely to use a
s u b s c ription serv i c e.

“The market has a long way to go in
p romoting subscription models,” s ay s
John Barre t t , d i rector of re s e a rch at
Parks A s s o c i a t e s .“ T h e re is hope
M i c ro s o f t ’s Ja nus technology will boost
the digital music market by enabl i n g
p o rtability and greater integration of
h a rd wa re and content.H oweve r, o u r
data show the industry needs to trans-
late these solutions into something
m o re tangi ble and desirable to con-
s u m e rs .At pre s e n t , c o n s u m e rs either do
not fully grasp the value of a subscri p-
tion ‘ a l l - yo u - c a n - e a t ’ s e rv i c e, or they
simply don’t want it.”

A c c o rding to the re p o rt , the industry
is beginning to promote “ bu f f e t ”mu s i c
p l a n s ,which allow users unlimited
d ownloads for a flat monthly fee, t o
compete with a la carte models such as
i Tu n e s .Te c h n o l ogies such as Micro s o f t ’s
Ja nus promote this paradigm of use,
although few MP3 playe rs , s ave for
some ve ry expensive models, c u rre n t l y
s u p p o rt these solutions.The re p o rt , c i t-
ing both limited availability and limited
enthusiasm from consumers , p re d i c t s
s l u g gish growth for these solutions this
ye a r, but it is more bullish on the long-
t e rm prospects because hard wa re could
be subsidized under a subscri p t i o n
m o d e l . For more information visit
w w w. p a r k s a s s o c i a t e s . c o m .





Take a survey on ma r k e t i n g
i n t e l l i g e n c e
The Photizo Gro u p, a Lexington,
Ky. , consulting firm , is conducting a
s u rvey re g a rding exe c u t ive expecta-
tions for marketing intelligence.
The survey was developed by the
Photizo Group in consultation with
Peter Tri m , Birkbeck College,
U n ive rsity of London. Its purpose is
to understand the importance of
m a r keting intelligence in small and
large businesses today.The survey is
intended for exe c u t ive s , m a r ke t i n g
intelligence managers and marke t-
ing intelligence ve n d o rs . It asks
pointed questions on where, h ow
and what types of information are
expected from companies’ m a r ke t-
ing intelligence functions.
I n d ividuals answe ring the survey
can elect to re c e ive a free copy of
the re s u l t s .The survey can be accessed at
w w w. p h o t i z ogro u p. c o m / s u rvey s / s u r-
vey s . h t m l .

Feedback software built on
.Net platfo r m
N e t R e f l e c t o r, I n c. , S e a t t l e,h a s
i n t roduced Va n t a g e Po i n t , an online
feedback softwa re solution built on
M i c ro s o f t ’s .Net platform .
Specifically designed to address the
re s e a rch needs of business ow n e rs at
medium- to large-sized companies,
Va n t a g e Point offers A n a l y z e r, a n
online analytical module that pro-
vides actionable customer intelli-
gence at the click of a mouse.
Analyzer capabilities include
c rosstab tabl e s , l i n e / t rend chart s ,
key driver chart s , multiple data
e x p o rt form a t s , text searc h , i n t e r a c-
t ive analysis and re p o rt i n g , and cal-
culated fields.

Whether used as self-service or
i n t e grated with CRM, contact cen-
t e r, business intelligence, and cam-
paign management applications for
ongoing automated progr a m s ,
Va n t a g e Point features an interfa c e
designed for enhanced ease of use.
For more information visit
w w w. n e t re f l e c t o r. c o m .

Research pinpoints emotions
behind buying nutrition bars
Amid an increasingly healthy food-
conscious society, and within a $2
billion per year nu t rition bar mar-
ke t , a consumer re s e a rch re p o rt
entitled “The experi E m o t ive
D rive rs of Purchasing Nutri t i o n
B a rs ” e x p l o res the emotions and
feelings that drive consumers to
buy nu t rition bars .

A March 2004 Frost & Sulliva n
re p o rt ,The U. S. S p o rts and Fitness
N u t rition Marke t s , claimed that
“most participants in the
s p o rt s / nu t rition industry find
t h e m s e l ves struggling to retain cus-
tomer loya l t y. D eveloping stro n g
brands with distinct identities and
clear-cut positioning holds the key
to ove rcome this challenge.”

The study behind the
e x p e ri E m o t ive re p o rt was conduct-
ed by St. L o u i s - b a s e d
e x p e ri E m o t ive analytics. I t s
re s e a rc h e rs observed nu t rition bar
s h o p p e rs in a va riety of stores and
conducted two-hour in-depth
i n t e rv i ews with people who had
recently purchased a nu t rition bar.

The re p o rt summarizes five emo-
tional themes (called Key Chains)
that nu t rition bar manu fa c t u re rs
and marke t e rs can use as founda-
tions for their brands’ p o s i t i o n i n g s .
Two of the five emotional themes
a re control and securi t y, and self-
image connectedness.

Related to control and securi t y,
when buying nu t rition bars some
people strive to feel re l a xe d , t ru s t-
i n g , and secure, but often feel help-
l e s s , u n c e rtain and insecure. R e l a t e d
to self-image connectedness, w h e n
buying nu t rition bars some people
s t rive to feel unique, connected and
f re e, but often feel alienated, l o s t
and insecure.

The re p o rt also summarizes eight
functional goals that people have
when they shop for nu t rition bars .
Two of the eight functional goals
a re illness management and appetite
m a n a g e m e n t . For more inform a t i o n
visit www. e x p e ri e m o t ive. c o m .

Tool helps TV networks hit
their ma r k s
New York re s e a rch firm Simmons
has developed Behav i o r G r a p h i c s , a
p ro p ri e t a ry segmentation system
that looks beyond standard viewe r
d e m ographics and concentrates on
the actual consumer behav i o rs
n e t works and adve rt i s e rs wish to
t a r g e t . In recent months, F X
N e t works has signed a mu l t i - ye a r
a greement for Simmons’T V
B e h av i o r G r a p h i c s .

Simmons conducted an analysis
of Rescue Me, a cri t i c a l l y -
acclaimed FX drama, by identify-
ing the BehaviorGraphics gro u p s
that we re most likely to have
tuned into the show. I n d iv i d u a l s
identified as Pop Culture rs , one of
32 adult BehaviorGraphics clus-
t e rs , dominated by young twe n t y -
and thirty-somethings who wa t c h
an inordinate amount of MTV, a re
m o re than twice as likely as the
average adult to tune into a typical
episode of Rescue Me. Film Fans,
another group defined by their
enthusiasm for watching cabl e
n e t works like HBO and
S h ow t i m e, a re also nearly twice as
l i kely to watch Rescue Me. O t h e r
groups that are likely to tune in to
Rescue Me i n c l u d e : S a rc a s t i c s ,
Media Heads and News Ju n k i e s
among others .

Combining the top indexing
B e h aviorGraphics groups allow s
u s e rs to create a target, which can
then be employed to identify dis-
tinct consumer and psychogr a p h i c
b e h av i o rs of viewe rs .

TV BehaviorGraphics wa s
d eveloped through an integr a t i o n
p rocess that merges the Nielsen
National Te l evision Index (NTI)
and the Nielsen Hispanic
Te l evision Index (NHTI) with the
Simmons National Consumer
S u rvey (NCS). It consists of a
multi-segment cluster system
which classifies consumers into
distinct groups based on their tele-
vision viewing behav i o r.The sys-
tem classifies A m e ricans into 32
consumer segments that capture
both the U. S. general market and
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the Hispanic population. For more
i n f o rmation visit w w w. s m r b. c o m .

Protect images in online
s u r ve y s
Dallas-based Mobile Memoir is
n ow offering V i ew P ro t e c t , a serv i c e
that safeguards images published in
Web surveys so that they cannot
easily be captured or published on
Web sites. A secure key and dynam-
ically generated wa t e rmark image
a re placed atop new product con-
cepts and ad tests.The wa t e rm a r k
contains each re s p o n d e n t ’s unique
e-mail addre s s , panel identification
c o d e, or other personal identifier
and is displayed over an image.T h e
identifier cannot be erased from the
i m a g e.A survey respondent there-
f o re cannot publish the image fro m
the Web survey without reve a l i n g
their identity.

In addition to wa t e rm a r k i n g ,
V i ew P rotect includes other meth-
ods of protecting an image. A n
e n c ryption key limits the time peri-
od in which the image can dow n-
l o a d , after which it expires auto-
m a t i c a l l y. S e c u red images fail to dis-
p l ay on other computers if the
a c t ive survey session is not detected
or the download period has
e l a p s e d .V i ew P rotect images can be
d i s p l ayed with an optional copy-
right or other notice. For more
i n f o rmation visit www. m o b i l e-
m e m o i r. c o m .

Syndicated studies ta r g e t
i n f l u e n c e r s
M a r k i t e c t u re Syndicated Studies,
C ave Cre e k ,A ri z . , has launched
t wo separate mu l t i - s p o n s o red stud-
ies targeted at bart e n d e rs and liquor
s t o re managers who re c o m m e n d
beer and spiri t s . Launched March 1,
the studies are designed to enabl e
s p i ri t s , beer and wine marke t e rs to
d evelop trade marketing progr a m s
aimed at bart e n d e rs and liquor store
a t t e n d a n t s . Optimal programs will
encourage the “ i n f l u e n c e r ” to pur-
chase more of the marke t e r ’s brand
for his establ i s h m e n t , and make sure
the influencer recommends the
m a r ke t e r ’s brand to his customers

when given the opportunity to do
s o.

F u rther studies planned by
M a r k i t e c t u re Syndicated Studies
include a study for the beauty and
specialized hair products industry
d i rected at salon pro f e s s i o n a l s , and a
study of ve t e ri n a rians and pet store
ow n e rs / m a n a g e rs geared to manu-
fa c t u re rs of pet foods and pet sup-
p l i e s . For more information contact
Kevin Moran at 480-595-4754 or
k m o r a n @ m a r k i t e c t u re s y n d i c a t e d-
s t u d i e s . c o m .

Quality Manager adds a new
dimension to MM4XL
s o f t w a r e
With the release of Marke t i n g
Manager for Excel 6.6 (MM4XL),
Switzerland-based Marke t i n g S t a t
has added Quality Manager, a quali-
ty analysis tool that lets users per-
f o rm quality analysis of many dif-
f e rent kinds of business pro c e s s e s ,
such as traffic at call centers , t h e
quality of ongoing marketing sur-
vey s , tendencies in sales or pro f i t s ,
hits at Web sites, contacts made by
sales re p s , results of direct marke t-
ing campaigns, e t c. It can generate
all of the most common quality
c o n t rol chart s , run acceptance sam-
p l i n g , and perform process capabili-
ty analysis. And Quality Manager
analyses can be prev i ewed online
b e f o re printing a hard c o py chart .

Statistical quality control can
i nvo l ve two types of analytical
m e t h o d s .The first is statistical
p rocess contro l , a decision-making
tool useful to ensure that pro c e s s e s

p e r f o rm within limits.When a
p rocess goes beyond limits, s t a t i s t i-
cal process control helps to identify
when the change occurs , a n d
whether the change is good or bad.
If the change is bad, action should
be taken to re m ove the cause. If the
change is good, the occurrence of
the cause should be made common
p r a c t i c e.The second is acceptance
s a m p l i n g , which helps to ensure
that the material a company
re c e ives and the product it delive rs
a re acceptable in terms of quality.
Functional trial copies of MM4XL
can be downloaded and used for up
to 21 day s . For more inform a t i o n
visit www. m a r ke t i n g s t a t . c o m .

N ew reports in A u t o V I B E S
s e r i e s
R o c h e s t e r,N. Y.-based Harri s
I n t e r a c t ive and Ke l l ey Blue Book,
I rv i n e,C a l i f. , h ave teamed to pro-
duce the Generations series of
re p o rts from their monthly
AutoVIBES study. Four new re p o rt s
p rovide a look at the purc h a s i n g
dynamics and decision-making fa c-
t o rs of U. S. vehicle bu ye rs based on
their generation. Each Generation
re p o rt summarizes the attitudes,
opinions and behav i o rs of in-mar-
ket vehicle bu ye rs who are within
12 months of purchasing or leasing
a new ve h i c l e. R e p o rts within the
s e ries include a Generation Y
R e p o rt , Generation X Report ,
B a by Boomers Report and Pre -
B o o m e rs Report , and are based on
m o re than 16,000 interv i ews con-
ducted over nearly a full ye a r.
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Findings within each Generation
re p o rt include: the res p o n d e n t s ’
financial outlook for upcoming
ye a r; key fa c t o rs influencing ve h i-
cle purchase decisions; the effect
of incentives on purchase deci-
s i o n s ; the effect of gas prices on
p u rchase decisions; safety consid-
e r a t i o n s ; m a ke and model ow n e r-
s h i p, consideration and loya l t y ;
vehicle country of ori gin atti-
t u d e s ; and reaction to new model
l a u n c h e s .

Also ava i l a ble is the A u t o V I B E S
Lifestyle Seri e s , which includes an
Affluent Buyer Report as well as a
Gender Report , which focuses on
the different purchase dynamics of
men and wo m e n . Also included in
the Lifestyle series will be a gro u p
of re p o rts focusing on shoppers
who are marri e d , single and those
with and without childre n . I n
a d d i t i o n , the AutoVIBES Ethnicity
S e ries will soon be re l e a s e d , f o c u s-
ing on how different ethnicities
a p p roach and react to the ve h i c l e
buying pro c e s s . R e p o rts planned

for the Ethnicity Series include an
A f r i c a n - A m e rican Report ,
Hispanic A m e rican Report and an
A s i a n - A m e r ican Report . For more
i n f o rmation contact Ke l l ey Blue
Book Marketing Research at 949-
268-3074 or Harris Interactive at
877-919-4765 or visit www. h a r-
ri s i n t e r a c t ive. c o m .

ESRI enhances support fo r
OGC WMS 
E S R I , R e d l a n d s , C a l i f. , has re l e a s e d
t h e Open Geospatial Consort i u m ,
I n c. (OGC) Web Mapping Serv i c e
(WMS) client and server support
with the Service Pack 2 release of
A rcGIS 9. In addition, an enhanced
WMS connector is now included
with A rc I M S.

The OGC WMS is an Open GIS
s t a n d a rd specification for interactive
mapping based on requesting map
images from a server over the
I n t e rn e t . OGC WMS client support
in A rcGIS Desktop allows users to
access these services over the
I n t e rnet and add them to their maps

as laye rs . ESRI offers both a W M S
p rov i d e r / s e rver and a W M S
client/consumer solution.

With Service Pack 2, u s e rs can
access OGC WMS with the A rc G I S
Desktop products (Arc V i ew,
A rc E d i t o r, and A rc I n f o ) . No other
s o f t wa re is re q u i re d .

S e rvices complying with ve rs i o n s
1 . 0 . 0 , 1 . 1 . 0 , and 1.1.1 of the OGC
WMS specification are support e d .
OGC WMS services work in a simi-
lar way to A rcIMS image serv i c e s .
A l s o, d eve l o p e rs working with
A rcObjects can build solutions
based on the WMS specification
using the A rcObjects application
p rogram interfa c e.

A rcIMS 9 Service Pack 2 includes
an enhanced WMS connector.T h e
connector now includes a We b -
based administration tool to easily
c reate a WMS service from an
A rcIMS serv i c e.The WMS serve r -
side solution has also been tested for
compliance against the OGC test
suite for WMS 1.1.1. For more
i n f o rmation visit
w w w. e s ri . c o m / s t a n d a rd s .

B r i e f l y
All Global V i ew i n g , a London focus
group fa c i l i t y, n ow offers
FocusVision videostreaming in
t h ree of its five studios. For more
i n f o rmation visit www. a l l g l o b-
a l v i ew i n g . c o m .

S a s k a t o o n , S a s k a t c h ewa n - b a s e d
re s e a rch firm Itracks is now making
its softwa re development team ava i l-
a ble to other re s e a rch firm s , w h o
can commission customized soft-
wa re solutions to meet their
re s e a rch challenges and bu s i n e s s
n e e d s . For more information visit
w w w. i t r a c k s . c o m .

B u s i n e s s l i n k , a Des Moines-based
call center firm specializing in out-
bound phone contact solutions for
bu s i n e s s - t o - business and re s e a rc h
c o m p a n i e s , is growing its calling
capacity 50 percent in response to
c u rrent and projected bu s i n e s s
grow t h . For more information visit
w w w. m a r ke t l i n k i n c. c o m .
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p a ny ’s inclusive re s e a rch methods.T h e
p rint ad copy is translated in Chinese,
Spanish and English for re s p e c t ive
audiences and will run in ethnic we e k-
lies in and national publications that
reach ethnic opinion leaders .The radio
ads will run on top-rated A f ri c a n -
A m e rican and Hispanic (Spanish- and
English-language) stations.The cam-
paign also includes on-screen adve rt i s-
ing in multicultural movie theaters .

A c q u i s i t i o n s / t r a n s a c t i o n s
R e s t o n ,Va.-based c o m S c o re
N e t wo r k s has acquired S u rvey S i t e,
I n c. , a To ronto re s e a rch firm .T h e
S u rveySite organization will operate as
a division of comScore Netwo r k s
under the name comScore Survey S i t e.
Jeff Hohner, p resident of Survey S i t e,
has assumed the position of pre s i d e n t ,
c o m S c o re Survey S i t e.

N ew York information firm Fa c t iva
has acquired the business and assets of
2B Reputation Intellige n c e
Limited and B e n c h m a r k i n g
Solutions Limited, a London-based
t e c h n o l ogy and consulting business spe-
cializing in media monitoring and re p-
utation management.

Pa ris-based re s e a rch firm I p s o s h a s
a c q u i red two marketing re s e a rch com-
panies in North A m e ri c a :M o n t re a l -
based D e s c a rie & Complices, a firm
specializing in adve rtising and marke t
re s e a rch in Quebec’s Francophone sec-
t o r, and S h i f rin Research Inc., a New
York re s e a rch company. D e s c a rie &
C o m p l i c e s ,which will operate as Ipsos
D e s c a ri e,has 25 full-time employe e s
and generated reve nues of CAN $3.6
million in 2004. S h i f rin Research Inc. ,
which will operate as Ipsos Shifri n , h a s
21 full-time employees and had rev-
e nues of $8.6 million in 2004.

R e s e a rch firm G reenfield Online,
I n c. ,Wi l t o n ,C o n n . , has completed the
acquisition of Zing Wi re l e s s , I n c.
( g o Z i n g ) , a privately held Encino,
C a l i f. , c o rp o r a t i o n , for approx i m a t e l y
$30 million in cash, subject to cert a i n
post-closing adjustments. S i mu l t a n e o u s
with the closing, g o Z i n g ’s three exe c u-
t ive officers as a group purc h a s e d

195,650 shares of Greenfield Online
common stock for $18.40 per share in a
p rivate placement.

The acquisition of goZing, a prov i d e r
of survey sample solutions, expands the
G reenfield Online panel to 4.7 million
d o u ble opt-in survey take rs , re p re s e n t-
ing households containing approx i-
mately 12.2 million people,plus an
additional 3.6 million single opt-in re g-
istrants the firm intends to conve rt to
d o u ble opt-in panelists.The goZing
acquisition increases Gre e n f i e l d
O n l i n e ’s international panel by approx i-
mately 50 perc e n t .

GoZing was founded in 1999.T h e
c o m p a ny has 41 employe e s , s u b s t a n t i a l-
ly all of which are based in Encino. Fo r
the year 2004, the company re c o rd e d
reve nue of approximately $13 million,
80 percent of which was attri bu t a ble to
s u rvey sample solutions.A p p rox i m a t e l y
10 percent of its 2004 reve nue was asso-
ciated with panel re c ruitment serv i c e s
for marketing re s e a rch firm s .T h e
remaining 10 percent of reve nue wa s
a c h i eved through the goZing cellular
reseller bu s i n e s s .This portion of the
business is not complementary to
G reenfield Online’s current bu s i n e s s
model and was discontinu e d .G o Z i n g
re c o rded 2004 operating income of
a p p roximately $2.5 million.The goZing
client base more than doubled in 2004
to 97 clients.G o Z i n g ’s three senior
e xe c u t ives will join Greenfield Online
in senior management ro l e s .M a t t h ew
D u s i g , g o Z i n g ’s pre s i d e n t ,has been
named senior vice president corp o r a t e
strategy for Greenfield Online.G re g g
L av i n , g o Z i n g ’s CEO,has been named
G reenfield Online’s senior vice pre s i-
dent online marke t i n g .GoZing COO
Lance Suder has been named
G reenfield Online’s senior vice pre s i-

dent West Coast operations.
S e p a r a t e l y,G reenfield Online, I n c.h a s

completed the acquisition of
R a p i d a t a . n e t , I n c. , a priva t e l y - h e l d
N o rth Carolina corp o r a t i o n , for $5.5
million in cash, subject to certain post-
closing adjustments.S i multaneous with
the closing,R a p i d a t a ’s two exe c u t ive
o f f i c e rs (who together owned a majori-
ty of Rapidata stock) each purc h a s e d
16,225 shares of Greenfield Online
common stock for $18.49 per share in a
p rivate placement.R a p i d a t a ’s panel
includes practicing physicians across all
major specialties,h o s p i t a l , retail and
managed care pharmacists and formu l a-
ry decision make rs , nu rses and nu rs e
p r a c t i t i o n e rs , as well as dentists.

G e rm a ny-based GfK Gro u p h a s
i n c reased its shareholding in U. S. - b a s e d
e - c o m m e rce and database marke t i n g
specialists C a ribou Lake Softwa re, t o
69.8 perc e n t .This makes GfK the
m a j o rity shareholder in the company in
which it had already acquired a 19.9
p e rcent holding in 2001.C a ribou Lake
S o f t wa re supplies technical advisory
s e rvices for e-commerce solutions in
the bu s i n e s s - t o - business and bu s i n e s s -
to-consumer marke t s . It has 20 employ-
e e s . In 2004, the company re c o rd e d
total sales of around $4 million.

Alliances/strategic part ne r s h i p s
Seattle re s e a rch firm N e t R e f l e c t o r
and Q u a e ro, a Charlotte, N. C. ,m a r-
keting consulting firm ,h ave formed a
s t r a t e gic part n e rship involving the inte-
gration of NetReflector’s customer sat-
i s faction and loyalty measure m e n t
capabilities into Quaero Spri n g B o a rd ’s
hosted relationship marketing serv i c e.
Q u a e ro and NetReflector have joined
f o rces to optimize marketing thro u g h

Research Industry News
continued from page 16
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customer satisfaction measure m e n t
capabilities for their mutual clients.

Association/organization new s
The appointment of Debrah Hard i n g
to the new dual role of dire c t o r, p o l i c y
and commu n i c a t i o n , and deputy dire c-
tor general at Bri t a i n ’s M a r ke t
R e s e a rch Society (MRS) is part of a
wider move to establish clearly differ-
entiated identities and branding for
MRS as a professional members h i p
association led by Hard i n g , and for the
separate business division led by its
m a n a ging dire c t o r, Peter Gre e n wo o d .

In late 2004, the commercial pub-
lishing and events operations of MRS
we re brought together under the
R e s e a rch brand, s e rving a much wider
customer base beyond the MRS mem-
b e rs h i p.The Research brand encom-
passes the industry magazine, d i re c t o ry,
c o n f e rences and awa rds dinner.

In A p ril 2005,MRS will launch a re -
branding of the membership association
(including a new log o ) , and will also
launch the new MRS company part n e r
s e rv i c e.

H a rding will have direct re s p o n s i b i l i-
ty for industry and professional stan-
d a rd s , p rofessional deve l o p m e n t , e x t e r-
nal re p resentation of market re s e a rc h ,
l e gislation and re g u l a t o ry matters , p u b-
lic affa i rs and media re l a t i o n s , as well as
ove rseeing policy on membership ser-
vices and commu n i c a t i o n s .

V é ronique Jeannin has been
appointed as the new director general
of E S O M A R. Jeannin started her pro-
fessional career as an international law
consultant in 1981.Since 1985, she has
been engaged in a number of intern a-
tional marketing and mu l t i c u l t u r a l
management functions in companies in
Pa ri s , London and Geneva , focusing on
va rious marke t s . In 2000, she became
the international marketing director for
Eden Springs Euro p e, based in
L a u s a n n e, S w i t z e r l a n d ,w h i c h , s i n c e
2003 has been known as Danone
S p rings of Eden.

S e p a r a t e l y, ESOMAR has launched
the Excellence Awa rd for Standards of
Pe r f o rm a n c e, to be known as the Jo h n
D ownham Awa rd .The awa rd aims to
re c ognize outstanding achievements in
m a r ke t , opinion and social re s e a rch and

to stimulate excellence in re s e a rch stan-
d a rds at an international leve l . In mak-
ing the awa rd ,ESOMAR wants to sig-
nal the importance of ri g o rous stan-
d a rds of re s e a rch and to encourage the
wider application of standards for the
enhancement of the pro f e s s i o n ’s re p u-
tation wo r l d w i d e.

The awa rd is named in honor of
John Dow n h a m ,who has been a key
f i g u re over many ye a rs in helping
ESOMAR develop international codes
and guidelines for the industry wo r l d-
w i d e. I n i t i a t ives can include but are not
limited to innova t ive or ri g o ro u s
a p p roaches that encourage or bro a d e n
the application of standards and add
c redibility to the pro f e s s i o n .The awa rd
can be won by an individual or organi-
z a t i o n , whether or not they are a mem-
ber of ESOMAR. Nominations mu s t
be made by an ESOMAR member
and members are free to nominate
t h e m s e l ves or their colleagues. C u rre n t
ESOMAR council members are not
e l i gi ble for the awa rd .

The awa rd will be given on the basis
of a written submission of up to 750
wo rd s , d e s c ribing why the person or
organization deserves the awa rd .T h e
submission must clearly articulate how
the initiative or achievements created a
successful outcome and a positive
impact on the pro f e s s i o n .

The awa rd carries a prize of EUR
10,000 and is sponsored by ESOMAR.
The winner of the 2005 awa rd will be
announced at ESOMAR’s annual con-
gress in Cannes in September, w h e re
the awa rd will also be pre s e n t e d .

Aw a r d s / r a n k i n g s
Wa l ker Inform a t i o n,I n d i a n a p o l i s ,
and one of its clients, M i c ro s o f t
Business Solutions,h ave been selected
as recipients of the first annual CRM
WizKids Awa rd , which was issued by
Beagle Research Gro u p. B e a g l e
R e s e a rch awa rded WizKids Awa rds to
11 ve n d o rs and their customers for
their advancement of customer re l a-
tionship management.Wa l ke r
I n f o rmation enabled Micro s o f t
Business Solutions to gather, a n a l y z e
and distri bute critical customer feed-
b a c k .

N ew accounts/projects
The National Center for Missing

A d u l t s (NCMA) is using Braintre e,
Mass.-based Pe rseus Deve l o p m e n t
C o rp o r a t i o n ’s S u rvey S o l u t i o n s
E n t e rp rise to collect feedback fro m
families of missing persons to gauge the
C e n t e r ’s performance associated with
the handling of their missing pers o n s
c a s e.The NCMA has an average of
1,200 active missing person cases
ongoing each ye a r.The use of Pe rs e u s
S u rveySolutions Enterp rise is helping
to fulfill a mandate: since re c e iving its
designation from the U. S. D e p a rt m e n t
of Justice to serve as a national clear-
inghouse for missing adults, t h e
NCMA is re q u i red to conduct feed-
back surveys and re p o rt the re s u l t s .

The C a l i f o rnia Tree Fru i t
A gre e m e n t of Reedley, C a l i f. , h a s
re n ewed its contract with Hoffman
E s t a t e s , Ill.-based F re s h L o o k
M a r keting Gro u p, a supplier of mar-
keting re s e a rch information to the per-
i s h a bles industry, and will continue to
rely on FreshLook to provide distri bu-
t i o n , sales and pricing information on
f resh peaches, plums and nectari n e s .

Food retailer S a f eway has selected
the DemandTec Price and DemandTe c
P romotion applications of San Carlos,
C a l i f.-based D e m a n d Tec for its con-
sumer demand management progr a m .

N ew companies/new divisions/
r e l o c a t i o n s / ex p a n s i o n s
Cincinnati-based D i re c t i o n s
R e s e a rch Inc. has opened an office in
A l e x a n d ri a ,M i n n . ,which will be
staffed by Dennis Murp hy, the new l y
named vice president of the technolo-
gy practice. M u rp hy recently re t i re d
f rom IBM.

M e l b o u rn e,Australia-based re s e a rc h
f i rm Insight Marketing Systems h a s
opened a new office in London and
named Jonathan Rabson Euro p e a n
d i rector to head up the London office.

S c o t t s d a l e,A ri z . , re s e a rch firm I n -
Stat has established a branch of its
re s e a rch practice in mainland China.
I n - S t a t ’s presence in China is an exten-
sion of a joint ve n t u re announced by
Reed Business Inform a t i o n , I n - S t a t ’s
p a rent company and International Data
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G roup (IDG), early in 2004.T h ro u g h
its affiliation with the alliance,which is
ove rseen by Hugo Shong, p re s i d e n t
and CEO of IDG A s i a / C h i n a , I n - S t a t
will have access to a network of infor-
mation and people.

A new data processing and analysis
firm, Stadisticus, has opened at
Calle 34an # 3cn - 22, Cali - Valle,
Colombia. Ilan Lechter is president.
Jon Geiler Ordoñez is manager.
Phone 057-680-1120. Fax 057-680-
2011.Web www.stadisticus.com.

A new research and consulting
firm, Observant LLC, has opened at
277 Linden St., Suite 207,Wellesley,
Mass., 02482. Phone 781-239-1102.
E-mail info@observant.biz.Web
www.observant.biz. Rich Durante
and Mike Feehan are co-presidents.

L&E Research Incorporated has
moved to new and expanded facilities
at 5505 Creedmoor Road, Suite 200,
Raleigh, N.C., 27612. Phone 919-
782-3860. Fax 919-787-3428.

C o m p a ny earnings report s
Pa ris-based I p s o s generated consoli-
dated reve nues of EUR 605.6 million
in full-year 2004,up 6.3 percent re l a-
t ive to 2003. Exchange rate effects
dragged growth down by 3.8 perc e n t ,
while changes in the scope of consoli-
dation boosted growth by 2.6 perc e n t .
At constant scope and exchange rates,
I p s o s ’ reve nues came in up 7.5 perc e n t
re l a t ive to 2003.

At G reenfield Online, I n c.,
Wi l t o n ,C o n n . , net reve nue for the
f o u rth quarter ended December 31,
2004 was $13.6 million, a 64 perc e n t
i n c rease compared to $8.3 million for
the fourth quarter ended December
3 1 , 2 0 0 3 .R eve nue for the 12 months
ended December 31, 2004 was $44.4
m i l l i o n , a 72 percent increase com-
p a red to $25.9 million for the 12
months ended December 31, 2 0 0 3 .

G ross profit for the fourth quart e r
ended December 31, 2004 was $10.0
m i l l i o n ,or 74 percent of reve nu e, a n d
i n c reased 83 percent compared to $5.5
m i l l i o n ,or 66 percent of reve nu e, i n
the same period a year ago. G ross pro f i t

for the 12 months ended December
3 1 , 2004 was $33.3 million, or 75 per-
cent of reve nu e, and increased 96 per-
cent compared to $17.0 million, or 66
p e rcent of reve nue in the same peri o d
a year ago.

Operating income for the fourt h
q u a rter ended December 31, 2 0 0 4
i n c reased to $2.5 million from $0.6
million in the same period a year ago.
Operating income for the 12 months
ended December 31, 2004 increased to
$7.2 million from $1.7 million for the
same period a year ago.

Net income for the fourth quarter of
2004 increased to $2.4 million compare d
to $0.4 million for the fourth quarter of
2 0 0 3 .Net income for the 12 months
ended December 31,2004 increased to
$5.7 million compared to $1.6 million in
the same period a year ago.

Adjusted EBITDA , a non-GAAP
financial measure, for the fourth quar-
ter ended December 31, 2 0 0 4
i n c reased 134 percent to $3.4 million
c o m p a red to $1.4 million in the same
p e riod a year ago.Adjusted EBITDA
for the 12 months ended December
3 1 , 2004 increased 135 percent to
$10.3 million compared to $4.4 million
for the same period a year ago.

H a rris Interactive,R o c h e s t e r,
N. Y. , released its financial results for the
second quarter of fiscal 2005. R eve nu e,
which includes $13.9 million fro m
Wi rthlin and $1.1 million fro m
N ova t ri s ,was $54.4 million for the
q u a rt e r, up 51 percent compared with
$36.1 million of reve nue for the same
p e riod a year ago. Organic reve nu e, n o t
including reve nue from Nova t ri s
( a c q u i red in March 2004) and Wi rt h l i n
( a c q u i red in September 2004),wa s
$39.4 million, up 9 percent from last
ye a r. Global Internet reve nu e, i n c l u d i n g
$1.1 million from Wi rthlin and $1.0
million from Nova t ri s ,was $25.9 mil-
l i o n , up 29 percent from the $20.0 mil-
lion of Internet reve nue re p o rted for
the same period a year ago. U. S.
I n t e rnet reve nu e, including $1.1 mil-
lion from Wi rt h l i n , i n c reased 22 per-
cent to $23.1 million. For the quart e r,
I n t e rnet reve nue comprised 48 perc e n t
of global reve nu e, and 59 percent of the
U. S. reve nu e.The impact of fore i g n
c u rrency fluctuations added $0.7 mil-

lion to reve nue this quart e r.
Operating income for the quart e r

was $2.3 million, which includes $1.2
million from Wi rthlin and zero income
f rom Nova t ri s , c o m p a red with operat-
ing income of $3.1 million re p o rt e d
last ye a r.The company re c o rded a one-
time cost of $0.8 million to reflect pay-
ment obligations to Gordon S. B l a c k ,
f o rmer chairman of Harris Interactive,
under the terms of his employ m e n t
a greement which expired December
3 1 , 2 0 0 4 .Net income for the quart e r
was $1.4 million, including one-time
after-tax costs of $0.5 million for
B l a c k ’s seve r a n c e. E a rnings per share
for the quarter we re $0.02 per fully
diluted share, including $0.01 of one-
time costs for Black, c o m p a red with
$2.2 million,or $0.04 per share, re p o rt-
ed in the second quarter of fiscal 2004.

Sales bookings, which do not
include Wi rt h l i n , set a new re c o rd of
$46.3 million, up 16 percent from last
ye a r ’s pace.

In fiscal year-to-date re s u l t s , reve nu e
for the six-month period ended
December 31,2 0 0 4 , was $95.2 million,
up 37 percent from $69.4 million
re p o rted last ye a r.Six-month organic
reve nu e, which excludes $16.4 million
f rom Wi rthlin and $2.2 million fro m
N ova t ri s ,was $76.6 million, an incre a s e
of 10 percent from a year ago.

For the six months ended December
3 1 , 2 0 0 4 , global Internet reve nu e,
including $1.1 million for Wi rthlin and
$1.9 million from Nova t ri s , was $50.1
m i l l i o n , up 32 percent from $37.9 mil-
lion for the same period a year ago.

Operating income for the six-
month period ended December 31,
2004 decreased 2 percent to $4.9 mil-
lion, which includes $0.8 million of
one-time costs discussed above as well
as income of $1.4 million from
Wirthlin and $0.2 million from
Novatris, compared with operating
income of $5.0 million for the same
period a year ago. Net income for the
six months ended December 31, 2004
was $3.1 million, or $0.05 per fully
diluted share, which includes one-
time after-tax costs of $0.5 million, or
$0.01 per share, for Black, compared
to net income of $3.5 million, or
$0.06 per fully diluted share, for the
same period a year ago.
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Jeff Anderson Consulting, Inc.
P.O. 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, 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.

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.

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 inTech & 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
s st e w a rt @ c o n s u m er fo c u s c o . c o m
www.consumerfocusco.com
Contact: Sue Stewart
Over 20 Years of Experience in
Consumer Marketing.

The Consumer Network, Inc.
P.O. Box 42753
Philadelphia, PA 19101
Ph. 215-235-2400
Fax 215-235-6967
m o n a @ c o n s u m ern e t w o rk . o r g
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.

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.

F l a k e - Wilkerson Market Insights, L L C
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 Latino
1617 Cabinwood Cove
Austin,TX 78746
Ph. 512-306-7393
Fax 512-328-6844
g c a fo c u s l a t in o @ a u st in . rr. c o m
Contact: Guy Antonioli
Contact: Beatriz Noriega
Established 1996. Specialize in
Qualitative Hispanic Consumer
Research. Bilingual & Bicultural,
Moderate in Spanish & English.

F O C U S E D Marketing Research, I n c .
P.O. Box 290
Bedminster, PA 18910-0290
Ph. 215-795-0900
Fax 215-795-0909
infor@focusedmr.com
www.focusedmr.com
Contact:Vern Dougherty
I n s ightful Analysis & A ct io n a bl e
R e p o rt s . C o n s u m er, B - t o - B , I n t ern e t ,
Rx & Pet Pro d u ct s . Call Us Today!

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. O. Box 23536, Minneapolis, MN
55423. Phone 952-854-5101. Fax 952-854-8191. Or visit
www.quirks.com/media/moderator.asp.

moderator marketplace™
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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.

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
in fo @ h err era - c o m m u ni c a t io n s . c o m
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.

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.

In-Depth: Technology Market Rsch.
2090 Vistazo East
Tiburon, CA 94920
Ph. 415-789-1042
Fax 415-789-0366
j a c o b @ in - de p t h r e se a rc h . c o m
www.in-depthresearch.com
Contact: Jacob Brown
Pr e mi er Provider of Custom Marke t
R e se a rch to Te c h n o l o gy Compani e s .
Focus Gro u p s ,O n line Surv e y s ,Web Site
U s a b ili t i e s , I n t ern a t ional Capabili t i e s .

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
m a rk @ t h e in s ig h t w o rk s . n e t
www.theinsightworks.net
Contact: Mark Cooper
Specialists in Video-Based
Qualitative Consumer Research with
Visual Ethnography and Ideation.

Insights Marketing Group, Inc.
2512 Swanson Ave.
Miami, FL 33133
Ph. 305-854-2121
Fax 305-854-2130
b el k i st @ in s ig h t s - m a rke t ing . c o m
www.insights-marketing.com
Contact: Belkist E. Padilla, Pres.
C o n t a ct :G l o ria Cantens,D i r.Q u a l .R s c h.
Full-Service Qualitative Research.
Experienced in Multicultural. Better
Thinking, Better Qualitative.

Intelligent Horizons, Inc.
1523 Horseshoe Trail
Chester Springs, PA 19425
Ph. 610-827-4084
t o m l ut z @ in t el lig e n t h o ri zo n s . c o m
www.intelligenthorizons.com
Contact:Tom Lutz
B2B, Consumer, Financial Svcs.,
Medical & Product Development.

Just The Facts, Inc.
P.O. 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.

K a r c h ner Marketing Research, L L C
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.

K n owledge Systems & Research, I n c .
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-Svc./All Expertise In-House/
Strategic Focus/B2B.

Loretta Marketing Group
13935 S.W. 102 Court
Miami, FL 33176
Ph. 305-232-5002
Fax 305-232-8010
lmg8010@bellsouth.net
Contact: Jim Loretta
U.S. Hispanic/Latin Amer.
Consumer Rsch. 25 Yrs. Exp.
Bilingual/Bicultural. Born in
Mexico/Educated in the U.S.

Market Navigation, Inc.
60 Dutch Hill Rd.
Orangeburg, NY 10962
Ph. 845-365-1391 ext. 228
Fax 845-365-1022
eve@mnav.com
grs@mnav.com
www.mnav.com
Contact: Eve Zukergood, CEO
C o n t a ct : George Sil v erm a n
A Div erse Qual. & M k t g .C o m p a n y
S p e ci a li z ing In The Cust o m er Deci s io n
P ro c e s s ,O p t imi z ing Wo r d - o f - M o ut h ,
& P ra ctical Innova t ion at Low Cost .

Market Resource Associates, Inc.
15 S. 5th St., 8th floor
Minneapolis, MN 55402
Ph. 800-795-3056
Fax 612-334-3056
j o h n . c a s h m o r e @ m ra o n lin e . c o m
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 Interna t i o na l , I n c .
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
s a l ly. m a rk h a m @ c o m c a st . n e t
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
P h . 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.

moderator marketplace™
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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
in fo @ m e d p ro b er e se a rc h . c o m
www.medproberesearch.com
Contact: Asta Gersovitz, Pharm.D.

MedProbe® Provides Full
Qualitative & Advanced
Quantitative Market Research
Including SHARECAST &
SHAREMAP.

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
e m o t z @ m o u n t a inin s ig h t . c o m
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
in fo @ n e w m a rke t ing n e t w o rk . c o m
www.newmarketingnetwork.com
Contact: Priscilla Wallace
Creative Director, Now A Strategic,
Results-Oriented Moderator.

OTIVO, INC.
451 Hayes Street
San Francisco, CA 94102
Ph. 415-626-2604
Fax 415-626-2605
lwaldal@otivo.com
www.otivo.com
Contact: Leanne Waldal
Web Sites, Hardware, Software,
Gadgets,Wireless.

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

Primary Insights, Inc.
650 Warrenville Rd., Ste. 301
Lisle, IL 60532
Ph. 630-963-8700
Fax 630-963-8756
info@primaryinsights.com
www.primaryinsights.com
Contact: Elaine Parkerson
S e n s i t ive To p i c s . I de a t io n . E x p l o ra t io n
for Stra t e gic Deci s ion Making .
A ct io n - O riented Recommendatio n s .

PRYBYL Group, Inc.
2349 N. Lafayette St., Ste. 1200
Arlington Heights, IL 60004
P h . 8 4 7 - 6 7 0 - 9 6 0 2
m j ri c h a r d s @ p ry b y l gro u p . c o m
www.prybylgroup.com
Contact: Marilyn Richards
3,000 Focus Groups and I D I ’ s
S u c c e s s f u l ly Conduct e d .C h a l l e nging
a n d S h o rt Notice Pro j e cts Wel c o m e d .

QSA Research & Strategy
4920 John Ticer Drive
Alexandria,VA 22304
Ph. 703-567-7655
Fax 703-567-6156
bquarles@aol.com
www.qsaresearch.com
Contact: Rebecca C. Quarles, Ph.D.
O n lin e / I n - Person Fo c .G rp s . / D e p t h
I n t v w s . F u l l - S v c . S u rvey Rsch. &
A n a ly s i s . Po lished Report s / R e c o m m .
by Mod. with Ph.D. & 25+ Y rs .E x p .

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. Superior, 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.

Roller Marketing Research
P.O. 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.

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!

S c h neller Qualita t i ve LLC
300 Bleecker Street
New Yo rk , NY 10014
P h . 2 1 2 - 6 7 5 - 1 6 3 1
Fax (see Web site)
( see Web site)
w w w. gi s . n e t / ~ a n s w ers
C o n t a ct : Paul Schnel l er
Full Arra y :A d s / P k g ’d .G d s . / R x / B u s . -
t o - B u s . / C o n s u m ers/14+ Ye a rs
E x p eri e n c e .

S R A Research Group, I n c .
1001 N. U . S . O n e, S t e . 3 1 0
Ju p i t er, FL 33477
P h . 5 6 1 - 7 4 4 - 5 6 6 2
in fo @ s ra - r e se a rc h gro u p . c o m
w w w. s ra - r e se a rc h gro u p . c o m
C o n t a ct : B a r b a ra L. A l l a n
20+ Ye a rs Exp.; B u s iness &
C o n s u m er Studi e s ; N a t ’ l . & I n t ’ l .
E x p .

Strategic Directions Group, I n c .
525 Lexington Pkwy. S . ,Suite 203
S t .Pa u l ,MN 55116
P h .6 5 1 - 2 2 8 - 7 2 5 0
Fax 651-228-7260
cmorgan@strategicdirections-
group.com
w w w. st ra t e gi c di r e ct io n s gro u p . c o m
C o n t a ct :C a rol M. M o r ga n ,P r e s .
S ince 1989 We’ve Used Our
I n n ova t ive Quantitative Methods in
Focus Gro u p s ,Yi elding Greater
I n s ights into Hid den Motiva t ions fo r
D e m a n ding Cli e n t s .B-to-B and
C o n s u m er Experi e n c e .

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)

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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A r k a n s a s
F l a ke - Wil kerson Market Insig h t s ,LL C

C a l i fo r n i a
Jeff Anderson Consulting , I n c .
Aut o Pa ci fi c , I n c .
C . L .G a iley Rese a rc h
C h e s k in
E rlich Tra n s c u l t u ral Consultants
H err era Communi c a t io n s
I n - D e p t h :Te c h n o l o gy Market Rese a rc h
M a rke t ing Matrix Intern a t io n a l , I n c .
Meczka Mktg./Rsch./Cnsltg., I n c .
M e di a - S c r e e n
OT I V O , I N C .
R E A L e R e se a rc h

C o l o r a d o
C a m b ridge Associ a t e s , L t d .
M o u n t a in Insig h t , LL C
R e se a rch Goddess Consulting

F l o r i d a
I n s ights Marke t ing Gro u p, I n c .
Loretta Marke t ing Gro u p
S R A R e se a rch Gro u p, I n c .

G e o r g i a
M a rkets in Motio n

I l l i n o i s
C&R Rese a rch Servi c e s , I n c .
Doyle Rese a rch Associ a t e s , I n c .
I n s ight Rese a rch Associ a t e s
Ju st The Fa ct s , I n c .
L e i c h li t er Assoc.M k t g .R s c h . / I dea Dev.
P rim a ry Insig h t s , I n c .
PRY B Y L G ro u p, I n c .
Tracy & C o . M a rket Rese a rc h

M a ry l a n d
R I VA M a rket Rese a rc h

M a s s a c h u s e t t s
D a ni el Associ a t e s
D o l o b owsky Quali t a t ive Servi c e s , I n c .

M i n ne s o ta
C a m b ridge Rese a rc h , I n c .
M a rket Resource Associ a t e s , I n c .
M e d P robe™ Inc.
M il l e n nium Rese a rc h , I n c .
O ut s m a rt Marke t ing
S t ra t e gic Direct ions Gro u p, I n c .

N ew Jersey
H i s p a nic Rese a rch Inc.
I M R - I n n ova t ive Media Rese a rc h
MCC Quali t a t ive Consulting

N ew Yo r k
D e ci s ion Driv ers
Fi rst Insig h t s
H a rris Intera ct iv e
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h ,I n c .
M a rket Naviga t io n , I n c .
Jay L Roth & A s s o ci a t e s , I n c .
S c h n el l er Quali t a t ive LL C
S y n ova t e
U t ilis Hispani c
Vi e w - Fin ders Market Rese a rc h

N o rth Carolina 
D/R/S Health Care Consultants
in n ova t ion Management

Pe n n s y l va n i a
The Consumer Network , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
I n t el ligent Hori zo n s , I n c .
K a rc h n er Marke t ing Rese a rc h
S t ra t e gic Eye, I n c .

Tex a s
C o n s u m er Focus LL C
Focus Latin o
G a l l oway Rese a rch Servi c e

Vi r g i n i a
Q S A R e se a rch & S t ra t e gy
R o l l er Marke t ing Rese a rc h

Wa s h i n g t o n
Ten People Ta l k ing

Ten People Talking
3016 W. Raye St.
Seattle,WA 98199
Ph. 800-916-0775
Fax 206-216-0776
r e gin a @ t e n p e o p l e t a l k ing . c o m
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
t ra c y 2 l e e z @ ya h o o . c o m
Contact:Tracy Teweles
Comm. Checks, Product Eval., IDI’s
& Group Interviews, Ideation,
Archetyping & Ethnographies.

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
Pearl 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.

A D V E R T I S I N G
Jeff Anderson Consulting , I n c .
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C a m b ridge Rese a rc h , I n c .
D e ci s ion Driv ers
Doyle Rese a rch Associ a t e s , I n c .
E rlich Tra n s c u l t u ral Consultants
Fi rst Insig h t s
Focus Latin o
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
M e di a - S c r e e n
M il l e n nium Rese a rc h , I n c .

O ut s m a rt Marke t ing
PRYBYL Gro u p, I n c .
Q S A R e se a rch & S t ra t e gy
Jay L.Roth & Associ a t e s , I n c .
Tracy & Co. Market Research
Vi e w - Fin ders Market Rese a rc h

A F R I C A N - A M E R I C A N
E rlich Tra n s c u l t u ral Consultants
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .

A G R I C U LT UR E
C a m b ridge Associ a t e s , L t d .

C a m b ridge Rese a rc h , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
M a rket Resource Associ a t e s , I n c .
M il l e n nium Rese a rc h , I n c .

ALCOHOLIC BEV.
C&R Rese a rch Servi c e s , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .

A R T S & C U LT UR E
M e di a - S c r e e n

A S I A N
E rlich Tra n s c u l t u ral Consultants

A S S O C I AT I O N S
M a rket Naviga t io n , I n c .
Q S A R e se a rch & S t ra t e gy

AU T O M O T I V E
Aut o Pa ci fi c , I n c .
C&R Rese a rch Servi c e s , I n c .
D e s ign Fo ru m
Fi rst Insig h t s
Focus Latin o
E rlich Tra n s c u l t u ral Consultants

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

GEOGRAPHIC CROSS INDEX OF MODERATORS
Refer to preceding pages for address, phone number and contact name. 
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The Insight Wo rk s , I n c .
M a rket Resource Associ a t e s , I n c .
Tracy & Co. Market Research

B I O - T E C H
M a rket Naviga t io n , I n c .
M e d P ro b e, I n c .

B R A N D / C O R P O R AT E
I D E N T I T Y
Perc e p t ion Rese a rch Servi c e s
P rim a ry Insig h t s , I n c .

B U I L D I N G M AT E R I A L S
& P R O D U C T S
M a rket Resource Associ a t e s , I n c .
M a rke t ing Advantage Rsch. C n s l t s .

B U S . - T O - B U S .
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C a m b ridge Rese a rc h , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
Ju st The Fa ct s , I n c .
K n owledge Systems & Rese a rc h , I n c .
M a rket Naviga t io n , I n c .
M a rket Resource Associ a t e s , I n c .
MCC Quali t a t ive Consulting
M il l e n nium Rese a rc h , I n c .
PRYBYL Gro u p, I n c .
Q S A R e se a rch & S t ra t e gy
Jay L.Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e
Tracy & Co. Market Research

C A B L E
C&R Rese a rch Servi c e s , I n c .

C H I L D R E N
C&R Rese a rch Servi c e s , I n c .
Doyle Rese a rch Associ a t e s , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
M a rket Naviga t io n , I n c .

C O M M UN I C ATIONS RSCH.
C a m b ridge Associ a t e s , L t d .
I M R - I n n ova t ive Media Rese a rc h
The Insight Wo rk s , I n c .
PRYBYL Gro u p, I n c .
Q S A R e se a rch & S t ra t e gy
Jay L.Roth & Associ a t e s , I n c .

C O M P U T E R S / H A R D WA R E
I n - D e p t h :Te c h n o l o gy Market Rsch.

C O M P U T E R S / M I S
D a ni el Associ a t e s
I n - D e p t h :Te c h n o l o gy Market Rsch.
M a rke t ing Advantage Rsch. C n s l t s .

C O N S UM E R S
C&R Rese a rch Servi c e s , I n c .
C o n s u m er Focus LL C
The Consumer Network , I n c .
D e ci s ion Driv ers
Fa der & A s s o ci a t e s
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
K n owledge Systems & Rese a rc h , I n c .
M a rket Resource Associ a t e s , I n c .
PRYBYL Gro u p, I n c .
Jay L.Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .

CUSTOMER 
S AT I S FA C T I O N
M a rket Resource Associ a t e s , I n c .
M a rke t ing Advantage Rsch. C n s l t s .
S y n ovate 

DIRECT MARKETING
C o n s u m er Focus LL C
S y n ova t e

D I V E R S I F I E D
Vi e w - Fin ders Market Rese a rc h

E - C O M M E R C E
M e di a - S c r e e n

E D U C AT I O N
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
M a rket Naviga t io n , I n c .
PRYBYL Gro u p, I n c .

E L E C T R O N I C S
PRYBYL Gro u p, I n c .

E M P L O Y E E S
Jay L.Roth & Associ a t e s , I n c .

E T H N I C / M U LT I C U LT UR A L
R E S E A R C H
C h e s k in
The Insight Wo rk s , I n c .

ETHNOGRAPHIC RSCH.
C&R Rese a rch Servi c e s , I n c .
C h e s k in
Doyle Rese a rch Associ a t e s , I n c .
Focus Latin o
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
P rim a ry Insig h t s , I n c .
S y n ova t e

E X E C U T I V E S
C&R Rese a rch Servi c e s , I n c .
D e ci s ion Driv ers
M a rket Naviga t io n , I n c .
Q S A R e se a rch & S t ra t e gy
R o l l er Marke t ing Rese a rc h

Jay L. Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e

FINANCIAL SERVICES
Jeff Anderson Consulting , I n c .
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C a m b ridge Rese a rc h , I n c .
C o n s u m er Focus LL C
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
M a rke t ing Matrix Intern a t io n a l , I n c .
MCC Quali t a t ive Consulting
P rim a ry Insig h t s , I n c .
Jay L. Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e
Tracy & Co. Market Research

FOOD PRODUCTS/
N U T R I T I O N
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
O ut s m a rt Marke t ing
Jay L. Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e

H E A LTH & BEAU T Y
P R O D U C T S
C&R Rese a rch Servi c e s , I n c .
Focus Latin o
The Insight Wo rk s , I n c .
PRYBYL Gro u p, I n c .
S y n ova t e

H E A LTH CARE
Jeff Anderson Consulting , I n c .
D/R/S Health Care Consultants
E rlich Tra n s c u l t u ral Consultants
Fa der & A s s o ci a t e s
Focus Latin o
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h , I n c .
M e d P robe™ Inc.
S y n ova t e
Ten People Ta l k ing

H I G H - T E C H
Jeff Anderson Consulting , I n c .
C h e s k in
I n - D e p t h :Te c h n o l o gy Market Rsch.
M e di a - S c r e e n
PRYBYL Gro u p, I n c .
Jay L. Roth & Associ a t e s , I n c .
S y n ova t e

H I S PA N I C
C&R Rese a rch Servi c e s , I n c .
C h e s k in
E rlich Tra n s c u l t u ral Consultants
Focus Latin o
H err era Communi c a t io n s
H i s p a nic Rese a rch Inc.
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
Loretta Marke t ing Gro u p
U t ilis Hispani c

HOUSEHOLD 
P R O D U C T S / C H O R E S
C&R Rese a rch Servi c e s , I n c .
M a rket Resource Associ a t e s , I n c .

H UMAN RESOUR C E S
O R G A N I Z ATIONAL DEV.
P rim a ry Insig h t s , I n c .

IDEA GENERAT I O N
Doyle Rese a rch Associ a t e s , I n c .
Ju st The Fa ct s , I n c .
M a rket Resource Associ a t e s , I n c .
P rim a ry Insig h t s , I n c .
S y n ova t e

IMAGE STUDIES
C a m b ridge Associ a t e s , L t d .
Q S A R e se a rch & S t ra t e gy
Tracy & Co. Market Research

I N S UR A N C E
C o n s u m er Focus LL C
Fi rst Insig h t s
S t ra t e gic Direct ions Gro u p, I n c .

Ten People Ta l k ing

I N T E R N AT I O N A L
Fa der & A s s o ci a t e s

INTERACTIVE 
P R O D U C T S & S E R V I C E S
M e di a - S c r e e n

I N T E R N E T
C&R Rese a rch Servi c e s , I n c .
Fa der & A s s o ci a t e s
Fi rst Insig h t s
I n - D e p t h :Te c h n o l o gy Market Rsch.
K n owledge Systems & Rese a rc h , I n c .
M C C Q u a li t a t ive Consulting
M e di a - S c r e e n
S y n ova t e

INTERNET SITE
C O N T E N T / D E S I G N
F O C USED Marke t ing Rese a rc h , I n c .
M e di a - S c r e e n
Jay L. Roth & Associ a t e s , I n c .
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I N V E S T M E N T S
S t ra t e gic Direct ions Gro u p, I n c .

L ATIN A M E R I C A
C & R R e se a rch Servi c e s , I n c .
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
Loretta Marke t ing Gro u p

MEDICAL PROFESSION
C a m b ridge Associ a t e s , L t d .
D/R/S Health Care Consultants
I n - D e p t h :Te c h n o l o gy Market Rsch.
M a rket Naviga t io n , I n c .
M e d P robe™ Inc.
S c h n el l er Quali t a t ive LL C
S t ra t e gic Direct ions Gro u p, I n c .
Ten People Ta l k ing

M O D E R AT O R T R A I N I N G
M a rket Naviga t io n , I n c .

NEW PRODUCT DEV.
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C h e s k in
Doyle Rese a rch Associ a t e s , I n c .
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
M a rket Naviga t io n , I n c .
M a rket Resource Associ a t e s , I n c .
M il l e n nium Rese a rc h , I n c .
O ut s m a rt Marke t ing
PRYBYL Gro u p, I n c .
Jay L.Roth & Associ a t e s , I n c .
S y n ova t e

N O N - P R O F I T
R o l l er Marke t ing Rese a rc h

O B S E R VAT I O N A L R S C H .
Doyle Rese a rch Associ a t e s , I n c .
The Insight Wo rk s , I n c .
P rim a ry Insig h t s , I n c .

O N L I N E F O C U S G R O U P S
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
Doyle Rese a rch Associ a t e s , I n c .
I n s ights Marke t ing Gro u p, I n c .
M e di a - S c r e e n

PACKAGE DESIGN RSCH.
C&R Rese a rch Servi c e s , I n c .
The Consumer Network , I n c .
P rim a ry Insig h t s , I n c .

PACKAGED GOODS
C&R Rese a rch Servi c e s , I n c .
C h e s k in
Doyle Rese a rch Associ a t e s , I n c .
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
I n s ights Marke t ing Gro u p, I n c .
Ju st The Fa ct s , I n c .
Jay L. Roth & Associ a t e s , I n c .
S y n ova t e
Tracy & Co. Market Research

PA R E N T S
M a rket Naviga t io n , I n c .

PET PRODUCTS
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Rese a rc h , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
I M R - I n n ova t ive Media Rese a rc h
PRYBYL Gro u p, I n c .

P H A R M A C E U T I C A L S
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
D/R/S Health Care Consultants
Fa der & A s s o ci a t e s
Fi rst Insig h t s
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
I M R - I n n ova t ive Media Rese a rc h
I n - D e p t h :Te c h n o l o gy Market Rsch.
M a rket Naviga t io n , I n c .
MCC Quali t a t ive Consulting
M e d P robe™ Inc.
P rim a ry Insig h t s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e
Ten People Ta l k ing
Tracy & Co. Market Research

POLITICAL/SOCIAL RSCH.
C a m b ridge Associ a t e s , L t d .
M a rket Naviga t io n , I n c .
Vi e w - Fin ders Market Rese a rc h

P O S I T I O N I N G
R E S E A R C H
O ut s m a rt Marke t ing
Jay L. Roth & Associ a t e s , I n c .

P U B L I C P O L I C Y R S C H .
C a m b ridge Associ a t e s , L t d .
Q S A R e se a rch & S t ra t e gy

P U B L I S H I N G
C a m b ridge Associ a t e s , L t d .
M a rket Naviga t io n , I n c .

Q U A L I TATIVE END-
USER T R A I N I N G
P rim a ry Insig h t s , I n c .

R E TA I L
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h , I n c .
MCC Quali t a t ive Consulting
S y n ova t e

S E N I O R S
C & R R e se a rch Servi c e s , I n c .
The Consumer Network , I n c .
The Insight Wo rk s , I n c .
P rim a ry Insig h t s , I n c .
Q S A R e se a rch & S t ra t e gy
S t ra t e gic Direct ions Gro u p, I n c .

S M A L L B U S I N E S S /
E N T R E P R E N E UR S
F O C USED Marke t ing Rese a rc h , I n c .
S t ra t e gic Direct ions Gro u p, I n c .

SOFT DRINKS,B E E R ,W I N E
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
Jay L. Roth & Associ a t e s , I n c .

S P O R T S
F O C USED Marke t ing Rese a rc h , I n c .

S T R ATEGY DEVELOP-
M E N T
P rim a ry Insig h t s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .

T E A C H E R S
The Insight Wo rk s , I n c .
M a rket Naviga t io n , I n c .
PRYBYL Gro u p, I n c .

T E E N A G E R S
C&R Rese a rch Servi c e s , I n c .
Doyle Rese a rch Associ a t e s , I n c .
Focus Latin o
The Insight Wo rk s , I n c .
Tracy & Co. Market Research

T E L E C O M M UN I C AT I O N S
D a ni el Associ a t e s
Focus Latin o
I n - D e p t h :Te c h n o l o gy Market Rsch.
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h , I n c .
MCC Quali t a t ive Consulting
Jay L. Roth & Associ a t e s , I n c .
S y n ova t e

T E L E C O N F E R E N C I N G
C a m b ridge Rese a rc h , I n c .

TELEPHONE FOCUS
G R O U P S
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
Doyle Rese a rch Associ a t e s , I n c .
M a rket Naviga t io n , I n c .
M e d P ro b e, I n c .
M il l e n nium Rese a rc h , I n c .

T E L E V I S I O N
M e di a - S c r e e n

T O UR I S M / H O S P I TA L I T Y
The Insight Wo rk s , I n c .
Jay L.Roth & Associ a t e s , I n c .

T O Y S / G A M E S
C&R Rese a rch Servi c e s , I n c .
PRYBYL Gro u p, I n c .

T R AV E L
C a m b ridge Associ a t e s , L t d .
Fi rst Insig h t s
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
PRYBYL Gro u p, I n c .
S t ra t e gic Direct ions Gro u p, I n c .

U S A B I L I T Y T E S T I N G
Fi rst Insig h t s
M e di a - S c r e e n

U T I L I T I E S
C a m b ridge Associ a t e s , L t d .
K n owledge Systems & Rese a rc h , I n c .
R o l l er Marke t ing Rese a rc h
Jay L.Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
Tracy & Co. Market Research

VETERINARY MEDICINE
F O C USED Marke t ing Rese a rc h , I n c .
I M R - I n n ova t ive Media Rese a rc h

W E A LT H Y
The Insight Wo rk s , I n c .
Q S A R e se a rch & S t ra t e gy
S t ra t e gic Direct ions Gro u p, I n c .

Y O U T H
C&R Research Services, Inc.
The Insight Wo rk s , I n c .
Tracy & Co. Market Research
Zebra Strategies

moderator marketplace™
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group.

Paul Mazzoni has been named to the
n ewly created position of manager,
m a r keting analytics at Catalina Health
R e s o u r c e,S t . Pe t e rs bu r g , F l a . , o f f i c e.

Appointments at the new London
office of re s e a rch firm C i a o i n c l u d e
Rob Staunton as U. K . head of e-
c o m m e rc e ;Ally Miller as e-com-
m e rce team sales manager.At Ciao
Online Survey s , Nicola Robert s o n
has been named strategic account
m a n a g e r,Rob Pe rry has joined the
online surveys team as sales manager,
and Jo Knight has been added to the
o f f i c e ’s finance and administration
d e p a rt m e n t .

Arbitron Inc.,N ew Yo r k , has named
Vaughan Scott Henry e xe c u t ive
vice president and chief inform a t i o n
o f f i c e r. He will be based at A r b i t ro n ’s
R e s e a rch and Te c h n o l ogy Center in
C o l u m b i a , M d .

D ebrah Hard i n g has been pro m o t e d
to the new dual role of dire c t o r, p o l i c y
and commu n i c a t i o n , and deputy dire c-
tor general B ri t a i n ’s Market Research
S o c i e t y.

Jonathan Rab s o n has been named
E u ropean director to head up the new
London office of Melbourn e,
Australia-based re s e a rch firm I n s i g h t
Marketing Systems.

Joan E. G e r b e rd i n g has been pro-
moted to vice pre s i d e n t ,A r b i t ro n
O u t d o o r, N ew Yo r k . In addition,
Arbitron Inc. has appointed S c o t t
M u s gr ave to senior vice pre s i d e n t ,
m a r ke t i n g , U. S. media client softwa re,
and named C a rol Hanley senior vice
p re s i d e n t , s a l e s , U. S. media serv i c e s .
And Michael Pa n eb i a n c o has been
named to the new l y - c reated position
of senior account manager and digi t a l
media specialist,A r b i t ron Outdoor
S o l u t i o n s .

Minneapolis re s e a rch firm I c o n o c u l t u r e
has named Gene Raphaelian v i c e
p re s i d e n t , p roducts and serv i c e s .

DSS Research,Fo rt Wo rt h ,Te x a s ,has pro-
moted Michelle Dodd to director of
client serv i c e s .

N ew York-based I p s o s has named
Douglas Cottings senior vice pre s i d e n t
and head of the financial services practice
in the U. S.He will be based in
C h a r l o t t e,N. C.

The Collabora t i ve Group,a Baltimore
re s e a rch and consulting firm ,has named
Brad E. Fa c k l e r vice pre s i d e n t .

N ew York re s e a rch firm Z i m e n t h a s
announced several promotions in its full-
s e rvice re s e a rch division within its client
s e rvice and mu l t iva riate serv i c e s / a n a l y t-
ics gro u p s :Tim O’Rourke to senior
m e t h o d o l ogi s t ;C h e ryl Gro s s o a n d
C h ris Casazza to director of client ser-
v i c e ;B rett DiNatale to manager of
client serv i c e. In addition,S t eve n
B a ru c h has been promoted to con-
t roller of the Ziment Gro u p,the holding
entity that includes Ziment,
We b S u rvey R e s e a rch and imap
R e s e a rc h .And C h ristopher Barre t o
has been named Ziment’s director of
client serv i c e,based in Los A n g e l e s .

L a n d A m e rica Financial Group,I n c.,
R i c h m o n d ,Va . ,has named E l i z ab e t h
D. S h a rpvice president - product and
s e rvices deve l o p m e n t .M a r ket re s e a rc h
and new product development are
among her new re s p o n s i b i l i t i e s .

K a rey Stiefer has joined Chicago Focus
as managing dire c t o r.

N ew York re s e a rch firm A dvanced Focus
has named A n d rea Michaels p ro j e c t
d i re c t o r.Colleen Branigan has joined
the firm as junior project dire c t o r.

Indianapolis-based Walker Inform a t i o n h a s
p romoted the following associates in the
m a r keting sciences and client serv i c e s
d e p a rt m e n t s :Scott Lambert to statisti-
cal analyst II,M eg Sanders to progr a m
m a n a g e r,Laura Hre n o to senior pro-
gram manager,and Melissa Wa l ke r t o
c o n s u l t a n t .

Target Research Group Inc.,N a nu e t ,N. Y. ,
has named G e o r ge E.B rown II v i c e
p resident of client deve l o pm e n t .

Names of Note
continued from page 12



www.quirks.com Quirk’s Marketing Research Review | 93

The 2005 Direct o ry of Telephone Intervi e w ing Fa cilities was compiled by

se n ding li st ing fo rms to fi rms we ide n t i fied as having permanent tel e p h o n e

in t ervi e w ing facili t i e s . This year’s di r e ct o ry li sts nearly 700 fi rm s ,

a rra nged geogra p hi c a l ly. In addi t ion to the company’s vital in fo rm a t io n ,

we’ve in c l u ded a line of codes show ing the number of in t ervi e w ing st a-

t io n s , the number of st a t ions that use comput er- a ided in t ervi e w ing

( C AT I ) , and the number of st a t ions that can be monitored on-site and off-

s i t e . A se a rc h a ble vers ion of this di r e ct o ry is ava il a ble on our Web site

at www. q u i rk s . c o m .

2005
Telephone Facilities    

Directory
>>>
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B i r m i n g h a m

C o n n e c t i o n s , I n c .

3928 Montclair Rd.,Suite 230
B i rming h a m , AL 35213
P h .205-879-1255 
Fax 205-868-4173
b v w c o n n e ct @ min d s p ring . c o m
w w w. c o n n e ct io n s r e se a rc h . n e t
Rebecca V.Wa t s o n , P r e s ide n t
3 2 - 1 4 - 3 2 - 0

Graham & A s s o c i a t e s , I n c .

3000 Riv erc h a se Galleri a , Suite 310
B i rming h a m , AL 35244
P h .205-443-5399 
Fax 205-443-5389
c e a n e s @ gra h a m m k t r e s . c o m
w w w. gra h a m m k t r e s . c o m
C in dy Eanes,Vice Preside n t
4 0 - 3 0 - 4 0 - 2 0

N ew South Research

3000 Riv erc h a se, Suite 630
B i rming h a m , AL 35244
P h .205-443-5350 or 800-289-7335
Fax 205-443-5340
j j a g er @ n e w s o ut h r e se a rc h . c o m
w w w. n e w s o ut h r e se a rc h . c o m
J im Ja g er, P r e s ide n t
4 0 - 3 0 - 4 0 - 2 0

The Parker Group, I n c .

468 Pa li s a des Blvd.
B i rming h a m , AL 35209
P h .205-868-1700 
Fax 205-868-1710
t o n y @ t h e - p a rker- gro u p . c o m
w w w. t h e - p a rker- gro u p . c o m
Tony Pa rker
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

M o b i l e

Research Strategi e s , I n c .

P. O . B ox 190666
M o b il e, AL 36619-0666
P h .251-660-2910 or 504-522-2115
Fax 251-660-2918
rs in c o rp @ b el l s o ut h . n e t
Pa t ri cia Rhin e h a rt ,Vice Preside n t
5 0 - 5 0 - 5 0 - 0

A n c h o r a g e

Craciun Research Group, I n c .

880 H St.,Suite 208
A n c h o ra g e, AK 99501
P h . 907-279-3982 
Fax 907-279-0321
c ra ci u n @ c ra ci u n . c o m
w w w. c ra ci u n . c o m
Amy Wi i t a
5 - 5 - 5 - 0

F l a g s ta f f

Social Research Laboratory

N o rt h ern Ari zona Univ ers i t y
B ox 15301
F l a g st a f f, AZ 86011-5301
P h . 928-523-1515 
Fax 928-523-1754
s rl @ n a u . e d u
w w w. n a u . e d u / s rl
Fred Solop, D i r e ctor & Pro f e s s o r
2 0 - 2 0 - 2 0 - 0

P h o e n i x

The Analytical Group,I n c .

8687 E.Via de Ve n t u ra
S c o t t s d a l e, AZ 85258
P h . 480-483-2700 
Fax 480-905-1416
j a c k . p o l l a c k @ a n a ly t i c a l gro u p . c o m
w w w. a n a ly t i c a l gro u p . c o m
Scott Smi t h
6 0 - 6 0 - 6 0 - 6 0
(See advert i sement on p. 1 5 )

Arizona Market Research Services 

D iv. of Ruth Nelson Rese a rch Servi c e s
10220 N. 3 1 st . Av e . , Suite 122
P h o e ni x , AZ 85051-9562
P h . 602-944-8001 or 303-758-6424
Fax 602-944-0130
a z m k t r e s @ w o rld n e t . a t t . n e t
w w w. rut h n el s o n r e se a rc h s v c s . c o m
L incoln Anders o n , M a n a g er
2 0 - 0 - 2 0 - 1
(See advert i sement on p. 3 2 )

BRC Field & Focus Services

1101 N. Fi rst St.
P. O .B ox 13178
P h o e ni x , AZ 85002-3178
P h . 602-258-4554 
Fax 602-252-2729
in fo @ b rc - fi eld . c o m
w w w. b rc - fi eld . c o m
E a rl de Ber g e, R e se a rch Direct o r
4 9 - 4 9 - 4 9 - 4 9

Consumer Opinion Trends 

(A Divi s ion of Time N Ta l e n t , I n c . )
2400 E.A ri zona Biltmore Cir. , Suite 1100
P h o e ni x , AZ 85016
P h . 800-633-7996 or 602-956-1001
Fax 602-224-7988
in fo @ t n t m a rke t r e se a rc h . c o m
w w w. t n t m a rke t r e se a rc h . c o m
M y ra Balaban, E xe c .Vice Preside n t
1 0 - 0 - 1 0 - 0

B e a utiful focus group facility has tier e d , mi r-
rored vi e w ing as well as private patio with
c l o se d - ci rcuit vi e w ing . Many T-1 lines in cli e n t
vi e w ing ro o m s . Located adjacent to the go l f
c o u rse of the prest igious Ari zona Bil t m o r e
R e s o rt with indoor put t ing green for cli e n t
r el a x a t io n .Time N Talent’s Consumer Opinio n
Trends has ov er 35 ye a rs of ex p ert i se in con-
s u m er / c o m m ercial as well as the medical fi eld
servi c e s . See Chi c a go, IL li st ing . Free DVD
r e c o r ding with each Time N Talent in - h o u se
st u dy.

C r e a t i ve Consumer Research 

500 W. B ro a dw a y, # 1 0 2
Te m p e, AZ 85282
P h . 480-557-6666 
Fax 480-557-6534
y c a v e @ c c rs u rv e y s . c o m
w w w. c c rs u rv e y s . c o m
Yvette Cave, B ranch Manager
3 0 - 2 5 - 3 0 - 0

D a t a c a l l , I n c .

8055 N. 24th Av e . , # 1 1 1
P h o e ni x , AZ 85021
P h . 602-687-2500 or 602-864-0017
Fax 602-864-0029
s h el l e y @ d a t a - c a l l . c o m
w w w. d a t a - c a l l . c o m
S h elley Th o m p s o n , S r.Vice Preside n t
4 0 - 4 0 - 4 0 - 4 0

Focus Market Research,I n c .

C a m elback Exe c ut ive Pa rk
6991 E.C a m elback Rd.,Suite D118
P h o e ni x , AZ 85251
P h . 480-874-2714 
Fax 480-874-1714
p h o e ni x @ fo c u s m a rke t r e se a rc h . c o m
w w w. fo c u s m a rke t r e se a rc h . c o m
Ray Opst a d ,G e n eral Manager
1 2 - 0 - 1 2 - 0

Friedman Marketing Services 

P h o e nix Fi eld / P h o n e
1647-A W. Bethany Home Rd.
P h o e ni x , AZ 85015
P h . 602-242-6617 or 914-698-9591
Fax 602-242-6534
g vig e a n t @ n o p w o rld . c o m
w w w. f ri e d m a n m k t g . c o m
1 0 - 0 - 1 0 - 0

O’Neil A s s o c i a t e s , I n c .

412 E.S o ut h ern Av e .
Te m p e, AZ 85282
P h . 888-967-4441 or 480-967-4441
Fax 570-227-9453
o n e il @ o n e il r e se a rc h . c o m
w w w. o n e il r e se a rc h . c o m
M i c h a el J. O ’ N e il , P h . D . , P r e s ide n t
1 4 - 1 4 - 1 4 - 0
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1. STATIONS - N o . of in t ervi e w ing st a t ions at this locatio n
2. CATI - N o . of st a t ions using comput er- a ided in t ervi e w ing
3. ON-SITE - N o . of st a t ions which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises

Codes - (e.g. 25-10-25-10)



PGM Incorporated 

1270 E. B ro a dway Rd.,Suite 213
Te m p e, AZ 85282-1517
P h .801-434-9546 
Fax 801-434-7304
m a il @ p g min c o rp o ra t e d . c o m
w w w. p g min c . c o m
Rebecca Wa l t ers , C lient Development Manager
5 0 - 5 0 - 5 0 - 5 0

Precision Research Inc.

5681 W. B e v erly Lane
G l e n d a l e, AZ 85306-1879
P h .602-997-9711 
Fax 602-997-5488
j m u l l er @ p r e ci s io n r e se a rc hin c . c o m
John Muller, P r e s ide n t
1 4 0 - 1 4 0 - 1 4 0 - 1 4 0

Research International - Phoenix Offi c e

8800 N. 22nd Av e .
P h o e ni x , AZ 85021
P h .800-635-9190 
Fax 602-735-3270
m a rke t ingu s a @ r e se a rc h - in t . c o m
w w w. r e se a rc h - in t . c o m
H a rriet O’Connor,V. P.Tel e - S ervi c e s
3 0 0 - 3 0 0 - 3 0 0 - 3 0 0

R e s ponse Research

6868 N. 7th Av e . , Suite 110
P h o e ni x , AZ 85013-1150
P h .602-277-2526 
Fax 602-631-4477
mi c h a el @ r e s p o n ser e se a rc h . c o m
1 5 0 - 7 5 - 1 5 0 - 2 5

Strictly Medical Market Research

(A Divi s ion of Time N Ta l e n t , I n c . )
2400 E. A ri zona Biltmore Cir. , Suite 1100
P h o e ni x , AZ 85016
P h .800-633-7996 or 602-224-7979
Fax 602-224-7988
in fo @ st ri ct ly - m e di c a l . c o m
w w w. st ri ct ly - m e di c a l . c o m
We n dy Wa l ker, S r.Vice Preside n t
1 0 - 0 - 1 0 - 0

B e a utiful focus facili t i e s , 15 min utes from Sky
Harbor Airp o rt adjacent to the prest igio u s
A ri zona Biltmore Resort and golf course, c o m-
plete with in - h o u se put t ing green for client use .
Focus group recru i t ing , in - depth in t ervi e w ing of
p h y s i ci a n s , p a t i e n t s , m e dical pers o n n el and exe c-
ut iv e s . S p a cious vi e w ing / c o n f erence and IDI
ro o m s . P rivate client patio with closed ci rc u i t
vi e w ing ava il a bl e .Telephone (WATS and local)
in t ervi e w ing , vide o c o n f er e n cing . S u p ervi s ion by
li c e n sed medical pers o n n el . See Chi c a go, IL li st-
ing . Free DVD recording of in - h o u se fo c u s
gro u p s .

WestGroup Research

2720 E.Th o m a s , B ld g .A
P h o e ni x , AZ 85016
P h .602-707-0050 or 800-999-1200
Fax 602-707-0055
b e t h s mi t h @ w e st gro u p r e se a rc h . c o m
w w w. w e st gro u p r e se a rc h . c o m
Pe t er Apost o l ,Vice Preside n t
6 0 - 6 0 - 6 0 - 6 0

Tu c s o n

C P I

1101 N.Wil m o t , Suite 253
Tu c s o n , AZ 85712
P h . 520-751-0900 or 800-313-8720
Fax 520-751-0918
j p e t ril l o @ c p i s u rv e y s . c o m
J im Pe t ril l o, P r e s ide n t
7 0 - 7 0 - 7 0 - 7 0

FMR A s s o c i a t e s , I n c .

6045 E.G rant Rd.
Tu c s o n , AZ 85712
P h . 520-886-5548 
Fax 520-886-0245
a s h t o n @ f m ra s s o ci a t e s . c o m
w w w. f m ra s s o ci a t e s . c o m
Ashton McMil l a n ,Fi eld Direct o r
5 5 - 4 0 - 5 5 - 5 5

P u e blo Research A s s o c i a t e s , I n c .

3710 S.Pa rk Av e . , # 7 0 6
Tu c s o n , AZ 85713
P h . 520-623-9442 
Fax 520-623-1440
p u e bl o rs c h @ a o l . c o m
w w w. p u e bl o r e se a rc h . c o m
2 0 - 2 0 - 2 0 - 2 0

Fo rt Smith

C & C Market Research,I n c .

1200 S.Wa ld ron Rd. # 1 3 8
Fo rt Smi t h ,AR 72903
P h . 479-785-5637 
Fax 479-785-5645
c ra ig @ c c m a rke t r e se a rc h . c o m
w w w. c c m a rke t r e se a rc h . c o m
C ra ig Cunning h a m , P r e s ide n t
1 9 - 8 - 1 9 - 1 9

Little Rock

Flake-Wilkerson Market Insights,L L C

333 Exe c ut ive Ct., Suite 100
Little Rock, AR 72205
P h . 501-221-3303 or 800-327-8831
Fax 501-221-2554
r e se a rc h @ m k t in s ig h t s . c o m
w w w. m k t in s ig h t s . c o m
Brent Beazley
1 2 5 - 1 2 5 - 1 2 5 - 1 2 5

Fr e s n o

AIS Market Research

1320 E.S h a w, Suite 100
Fr e s n o, CA 93710
P h . 800-627-8334 or 559-252-2727
Fax 559-252-8343
j d a w s o n @ a i s m a rke t r e s . c o m
w w w. a i s m a rke t r e s . c o m
Je n ni f er Dawson,V. P. O p era t io n s
5 0 - 5 0 - 5 0 - 5 0

Bartels Research Corp.

145 Shaw Av e . ,B ld g .C
C l ovi s , CA 93612
P h . 559-298-7557 or 800-677-5883
Fax 559-298-5226
b a rt el s 1 @ c o m p u serv e . c o m
w w w. b a rt el s r e se a rc h . c o m
Pa t rick Bart el s ,Vice Preside n t
5 0 - 1 5 - 5 0 - 7

Nichols Research, I n c .

600 W. Shaw Av e . , Suite 350
Fr e s n o, CA 93704
P h . 559-226-3100 
Fax 559-226-9354
f r e s n o @ ni c h o l s r e se a rc h . c o m
w w w. ni c h o l s r e se a rc h . c o m
Amy Shi eld s
1 5 - 0 - 1 0 - 0

S y n ov a t e

6730 N.We st Av e . , Suite 103
Fr e s n o, CA 93711
P h . 847-590-7000 
Fax 847-590-7010
a n d r e w. s o r e n se n @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Andrew Sorense n
1 1 4 - 1 1 4 - 1 1 4 - 1 1 4

Los A n g e l e s
(See also Orange County)

AIM/LA 

3760 Kil roy Airp o rt Wa y, # 1 0 0
L o ng Beach, CA 90806
P h . 562-981-2700 
Fax 562-981-2705
e gu in n @ a im l a . c o m
w w w. a im r e se a rc h n e t w o rk . c o m
E vonne Guin n , M a n a g er
1 4 - 0 - 0 - 0

Applied Research - We s t , I n c .

11021 Win n ers Circ l e, Suite 208
Los Alami t o s , CA 90720-2821
P h . 800-493-1079 or 562-493-1079
Fax 562-493-6535
a k a n t a k @ a p p li e d m k t r e se a rc h . c o m
w w w. a p p li e d m k t r e se a rc h . c o m
D r. A nita Kantak, P rin ci p a l
1 7 - 1 7 - 1 7 - 1 7
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Area Phone Bank

3419 We st Burbank Blvd.
B u r b a n k ,CA 91505
P h .818-848-8282 
Fax 818-846-9912
G o ld b a u m er @ e a rt h lin k . n e t
Ed Gold b a u m , O w n er
2 0 - 0 - 2 0 - 0

C a l i fornia Survey Research Services, I n c .

15350 Sherman Wa y, Suite 480
Van Nuys, CA 91406
P h .818-780-2777 
Fax 818-780-0329
k gro s s @ c a l s u rv e y. c o m
w w w. c a l s u rv e y. c o m
Ken Gro s s , P r e s ide n t
4 4 - 4 4 - 4 4 - 4 4

D avis Research, L L C

23801 Calabasas Rd.,Suite 1036
C a l a b a s a s , CA 91302
P h . 818-591-2408 
Fax 818-591-2488
b il l @ d a vi s r e se a rc h . c o m
w w w. d a vi s r e se a rc h . c o m
B ill Davi s , Pa rt n er
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

C el e b ra t ing 35 ye a rs in data collect io n . D a vi s
R e se a rch is a family - owned company offering
on-site multicultural telephone in t ervi e w ing
(CfMC) and recru i t ing , f u l l - t ime data pro c e s s ing
and coding . E x p erienced pro j e ct managers are
your single point of contact for every step of
your st u dy. For your next rese a rch pro j e ct , c o m e
ex p erience the Davis Differ e n c e .
(See advert i sement on opposite page)

F l exo Hiner Data Services

200 Pine Av e . , suite 600
L o ng Beach, CA 90802-3035
P h . 562-495-2436 
Fax 562-495-9624
in fo @ fl ex o hin er. c o m
w w w. fl ex o hin er d a t a servi c e s . c o m
Doreen Mott
6 5 - 6 5 - 6 5 - 6 5

Garcia Research A s s o c i a t e s , I n c .

2550 Hollywood Wa y, Suite 110
B u r b a n k , CA 91505
P h . 818-566-7722 
Fax 818-566-1113
in fo @ ga rci a r e se a rc h . c o m
w w w. ga rci a r e se a rc h . c o m
C a rlos Ya n e z ,V. P. Q u a n t i t ive Rese a rc h
7 2 - 7 2 - 7 2 - 7 2

Ted Heiman & A s s o c i a t e s

C a li fo rnia Quali t a t ive Center
5950 Canoga Av e . , Suite 210
Woodland Hil l s , CA 91367
P h . 818-598-2901 
Fax 818-598-2916
t h a r e se a rc h @ a o l . c o m
S a n d ra Gro s s m a n , P h . D . , G e n eral Manager
2 5 - 0 - 1 9 - 1 9

House of Marketing Research

2555 E.C o l o rado Blvd, Suite 205
Pa s a de n a , CA 91107
P h . 626-486-1400 
Fax 626-486-1404
in fo @ h m r- r e se a rc h . c o m
w w w. h m r- r e se a rc h . c o m
Amy Siadak
8 2 - 8 2 - 8 2 - 8 2
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I n forma Research Services, I n c .

26565 Ago u ra Rd., Suite 300
C a l a b a s a s , CA 91302
P h .800-848-0218 
Fax 818-880-8448
in q u i ri e s @ in fo rm a rs . c o m
w w w. in fo rm a rs . c o m
Jackie We i se, D i r e ctor Nat’l/Int’l Fi eld
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on p. 6 1 )

I n t e r v i ewing Service of A m e r i c a , I n c .

15400 Sherman Wa y, 4th fl o o r
Van Nuys, CA 91406-4211
P h .818-989-1044 
Fax 818-756-7489
m h a l b erst a m @ i s a c o rp . c o m
w w w. i s a c o rp . c o m
M i c h a el Halberst a m , P r e s ide n t
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0
(See advert i sement on p. 9 6 )

I n t e r v i ewing Service of A m e r i c a , I n c . -

A l h a m b r a

200 S. G a r fi eld , # 3 0 2
A l h a m b ra , CA 91801
P h .818-989-1044 
Fax 818-782-1309
m h a l b erst a m @ i s a c o rp . c o m
w w w. i s a c o rp . c o m
M i c h a el Halberst a m , P r e s ide n t
6 0 - 6 0 - 6 0 - 6 0
(See advert i sement on p. 9 6 )

I n t e r v i ewing Service of A m e r i c a , I n c . -

L a n c a s t e r

639 We st Av e . , L - 1 4
L a n c a st er, CA 93534
P h .661-726-9480 
Fax 661-726-9580
m h a l b erst a m @ i s a c o rp . c o m
w w w. i s a c o rp . c o m
M i c h a el Halberst a m , P r e s ide n t
7 5 - 7 5 - 7 5 - 7 5
(See advert i sement on p. 9 6 )

Juarez & A s s o c i a t e s

12139 National Blvd.
Los Ang el e s , CA 90064
P h .310-478-0826 
Fax 310-479-1863
j u a r e z l a @ g t e . n e t
w w w. j u a r e z a s s o ci a t e s . c o m
N i c a n d ro Ju a r e z , P r e s ide n t
7 - 7 - 7 - 0

L . A .Fo c u s

The Focus Network
17337 Ve n t u ra Blvd.,Suite 301
E n cin o, CA 91316
P h . 818-501-4794 
Fax 818-907-8242
w e n dy f e in @ a o l . c o m
w w w. t h e fo c u s n e t w o rk . c o m
Lisa Balelo or We n dy Fe in b er g ,Pa rt n ers
3 0 - 0 - 3 0 - 0

Marylander Marketing Research, I n c .

16055 Ve n t u ra Blvd.,Suite 820
E n cin o, CA 91436
P h . 818-990-7940 
Fax 818-990-5106
h ow a r d @ m a ry l a n der. c o m
w w w. m a ry l a n der. c o m
H oward Mary l a n der, P r e s ide n t
1 1 - 5 - 1 1 - 1 1

Meczka Marketing/Research/Consulting

5757 W. C e n t u ry Blvd.,Suite 120
Los Ang el e s , CA 90045
P h . 310-670-4824 
Fax 310-410-0780
s a l e s @ m m rcin c . c o m
w w w. m m rcin c . c o m
Dona H. B row n e,Vice Preside n t
2 0 - 0 - 2 0 - 2 0

MSI International, I n c .

16702 Valley View Av e .
La Mira d a , CA 90638
P h . 714-684-1136 or 888-853-2938
Fax 714-684-1126
w w w. m s i in t ern a t io n a l . c o m
6 0 - 6 0 - 6 0 - 6 0

Q u a l i t a t i ve Insights

15060 Ve n t u ra Blvd.,Suite 125
S h erman Oaks, CA 91403
P h . 818-988-5411 
Fax 818-988-4057
l gini e w i c z @ q - in s ig h t s . c o m
w w w. q - in s ig h t s . c o m
L inda Gini e ni c z ,D i r. of Opera t io n s
2 5 - 0 - 2 5 - 0

The Research Line 

D iv. of C.A.Wa l ker Rese a rch Solut io n s , I n c .
11631 Vi ct o ry Blvd., Suite 207
N o rth Holly w o o d ,CA 91606
P h . 323-850-6820 
Fax 323-850-7603
in fo @ c a w a l ker. c o m
w w w. c a w a l ker. c o m
S a m u el We in st e in , P r e s ide n t / C E O
8 5 - 8 5 - 8 5 - 8 5

Schlesinger Associates We s t , I n c .

3330 Cahuenga Blvd.,Suite 301
Los Ang el e s , CA 90067
P h . 323-876-9909 
Fax 323-876-9884
L A @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
D e b ra S.H el l m a n ,E xe c .Vice Preside n t
1 8 - 0 - 1 8 - 1 8
(See advert i sement on Inside Front Cov er )

Orange County

AIM/LA 

949 S.C o a st Dr. , Suite 525
C o sta Mesa, CA 92626
P h . 714-755-3900 
Fax 714-755-3930
c r e ye s @ a im l a . c o m
w w w. a im r e se a rc h n e t w o rk . c o m
C in di Reye s , M a n a g er
2 3 - 0 - 0 - 0

Ask Southern Califo r n i a , I n c .

City View Office Plaza
12437 Lewis St., Suite 100
G a r den Grov e, CA 92840
P h . 714-750-7566 or 800-644-4ASK
Fax 714-750-7567
Je n ni f er @ a s k s o c a l . c o m
w w w. a s k s o c a l . c o m
Je n ni f er Kerst n er, P r e s ide n t
2 7 - 0 - 2 7 - 0

D a t a s c e n s i o n , I n c .

145 S.State College Blvd., Suite 350
B r e a , CA 92821
P h . 714-482-9759 
Fax 714-482-9751
j o e y. h a rm o n @ d a t a s c e n s io n . c o m
w w w. d a t a s c e n s io n . c o m
Joey Harm o n ,Vice Preside n t
5 0 0 - 5 0 0 - 5 0 0 - 5 0 0

The Gallup Organization - Irvine

18191 Von Karman Av e . , 2nd fl o o r
I rvin e, CA 92612
P h . 949-474-7900 
w w w. ga l l u p . c o m
2 4 0 - 2 4 0 - 2 4 0 - 2 4 0

Inquire Market Research, I n c .

1801 E.E ding er Av e . , Suite 205
Santa Ana, CA 92705-4734
P h . 800-995-8020 
Fax 714-835-8060
d o n . min c h ow @ in q u i r er e se a rc h . c o m
w w w. in q u i r er e se a rc h . c o m
Don Min c h ow, P r e s ide n t
2 1 - 1 4 - 2 1 - 2 1

P & K Consumer Insights 

2535 N. G rand Av e .
Santa Ana, CA 92705
P h . 888-470-6781 
Fax 714-543-6644
t o m . d ut t @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m / in s ig h t s / h t m
Tom Dut t ,Vice Preside n t
2 4 - 0 - 2 4 - 0

M a ke in fo rmed business de ci s ions based on
hig h - q u a lity consumer in fo rm a t ion ga in e d
t h rough in n ova t ive quali t a t ive rese a rch and cus-
tom quantitative survey techniques that unlock a
de e p er underst a n ding of consumer attitudes and
p u rc h a s ing behavio rs .This provides a closer con-
n e ct ion with the consumer for more successful
new pro d u ct effo rt s , c o n s u m er- r el e vant advert i s-
ing , st ro ng er brand loya l t y.
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Peryam & Kroll Healthcare Research 

2535 N. G rand Av e .
Santa Ana, CA 92705
P h .888-642-3109 
Fax 714-543-6644
w in n r @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m / h e a l t h c a r e . h t m
Rhonda Win n ,Vice Preside n t
2 4 - 0 - 2 4 - 0

Peryam & Kroll Research Corporation 

2535 N. G rand Av e .
Santa Ana, CA 92705
P h .800-642-3141 
Fax 714-543-6644
t o m . d ut t @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m / m e di a . h t m
Dan Kro l l ,Vice Preside n t
2 4 - 0 - 2 4 - 0

C o m p r e h e n s ive rese a rch servi c e s / f a cilities fo r
c o n s u m er in s ig h t s , p ro d u ct , health care and
m e dia rese a rch in Chi c a go, G r e a t er Los Ang el e s ,
Dallas Metro p l ex and 30 satel lite locatio n s
a c ross the country ; 300 st a f f, 75 pro f e s s io n a l s ;
t e st de v el o p m e n t ; r e s idential and commerci a l
k i t c h e n s , call st a t io n s , o d o r / fine fra gra n c e
ro o m s , i s o l a t ion booths, m e dical offi c e s , fo c u s
s u i t e s , 600,000+ database, r e c ru i t ing .

PKM Research Services, I n c .

223 E. I m p erial Hwy. , Suite 155
F u l l ert o n , CA 92835
P h .714-446-6611 
Fax 714-446-6622
p a t . ko ern er @ p k m r e se a rc h . c o m
2 5 - 0 - 2 5 - 0

The Question Shop, I n c .

2860 N. S a n t i a go Blvd.,Suite 100
O ra ng e, CA 92867
P h .714-974-8020 or 800-411-7550
Fax 714-974-6968
in fo @ t h e q u e st io n s h o p . c o m
w w w. t h e q u e st io n s h o p . c o m
R yan Reasor, P r e s ide n t
2 0 - 0 - 2 0 - 0

S a c r a m e n t o

Elliott Benson Research

1234 H St., Suite 200
S a c ra m e n t o, CA 95814
P h .916-325-1670 
Fax 916-498-0394
e b in fo @ el lio t t b e n s o n . c o m
w w w. el lio t t b e n s o n . c o m
Ja c lyn Benson, P r e s ide n t
1 5 - 0 - 1 5 - 1 5

EMH Opinion Sampling

1112 21st St.
S a c ra m e n t o, CA 95814
P h . 916-443-4722 
Fax 916-443-3829
E l a ine Hoffman, P r e s ide n t
1 0 6 - 6 0 - 1 0 6 - 0
(See advert i sement on this page)

JD Franz Research, I n c .

550 Berc ut Dr. , Suite H
S a c ra m e n t o, CA 95814
P h . 916-440-8777 
Fax 916-440-8787
j d f ra n z @ j d f ra n z . c o m
w w w. j d f ra n z . c o m
Je n ni f er Fra n z
1 8 - 1 8 - 1 8 - 0

San Diego
Analysis Research

7290 Clairemont Mesa Blvd
San Diego, CA 92111-1091
P h . 858-268-4800 or 800-998-4801
Fax 858-268-4892
in fo @ a n a ly s i s r e se a rc h . c o m
w w w. a n a ly s i s r e se a rc h . c o m
C a rol Gail e y,V. P. / G e n eral Manager
3 5 - 0 - 3 5 - 0

CIC Research, I n c .

8361 Vi c kers St.
San Diego, CA 92111-2112
P h . 858-637-4000 
Fax 858-637-4040
j r e v l e t t @ ci c r e se a rc h . c o m
w w w. ci c r e se a rc h . c o m
Joyce Revlett, D i r e ctor of Surv e y s
3 3 - 3 3 - 3 3 - 3 3

Directions In Research, I n c .

8593 Aero Dr.
San Diego, CA 92123
P h . 800-676-5883 or 619-299-5883
Fax 619-299-5888
d p hi f e @ di r e se a rc h . c o m
w w w. di r e se a rc h . c o m
D a vid Phi f e, P r e s ide n t
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0

Flagship Research

2840 5th Av e, # 2 0 0
San Diego, CA 92103
P h . 888-849-4827 
Fax 619-849-1112
b rid g e @ fl a g s hi p r e se a rc h . c o m
w w w. fl a g s hi p r e se a rc h . c o m
S h a ron Nordin e, D i r e ctor of Opera t io n s
2 0 - 2 0 - 2 0 - 5

J a gorda Interviewing Services

8849 Complex Dr. , Suite B
San Diego, CA 92123
P h . 877-829-5431 or 858-573-0330
Fax 858-573-0538
s h a ry l @ j a go r d a . c o m
w w w. j a go r d a . c o m
G era ld Ja go r d a , P r e s ide n t
1 6 - 0 - 1 6 - 0

Luth Research

1365 Fo u rth Av e .
San Diego, CA 92101
P h . 619-234-5884 
Fax 619-234-5888
in fo @ l ut h r e se a rc h . c o m
w w w. l ut h r e se a rc h . c o m
R o seanne Lut h , P r e s ide n t
1 1 0 - 1 1 0 - 9 0 - 9 0
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MDI Interviewing Services

401 Miles of Cars Wa y, Suite 100
N a t ional City, CA 91950
P h .619-474-4300 
Fax 619-474-8784
i fo @ m di i s . c o m
w w w. m di i s . c o m
Jo se Suarez, D i r e ct o r
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

San Francisco Bay/
San Jose A r e a

ADF Research

1456 Lincoln Av e .
San Rafael , CA 94901
P h .415-459-1115 
Fax 415-457-2193
a rt @ a d f r e se a rc h . c o m
3 0 - 3 0 - 2 0 - 2 0

C o r ey, Canapary & Galanis

447 Sut t er St., Pe n t h o u se N.
San Fra n ci s c o, CA 94108
P h .415-397-1200 
Fax 415-433-3809
j o n @ c c gr e se a rc h . c o m
w w w. c c gr e se a c h . c o m
E lizabeth Canapary, P r e s ide n t
2 5 - 1 2 - 2 5 - 1 9

Evans Research A s s o c i a t e s , I n c .

1331 Columbus Av e . , 4th fl o o r
San Fra n ci s c o, CA 94133
P h .415-345-9600 
Fax 415-345-9609
b il l @ e va n s r e s . c o m
w w w. e va n s r e s . c o m
L u cinda Gonio n , S e nior Associ a t e
3 5 - 3 5 - 3 5 - 3 5

Fleischman Field Research

250 Sut t er St., Suite 200
San Fra n ci s c o, CA 94108-4403
P h .800-277-3200 or 415-398-4140
Fax 415-989-4506
f f r @ f f rs f. c o m
w w w. f f rs f. c o m
M o l ly Fleischman or Lisa Chi a p e t t a ,P rin ci p a l
8 0 - 2 0 - 8 0 - 8 0

Q u a lity data collect ion and superb focus gro u p
f a cility with a 24-year reput a t ion for ex c el l e n c e,
t im eliness and client attentiv e n e s s . 8 0 - st a t io n
phone center featuring Ci3 CATI in t ervi e w ing .
P ro gra m ming , data pro c e s s ing ava il a bl e .
S p e ci a li z ing in B2B, m e di c a l , l e ga l , t e c h ni c a l ,
p r e - r e c ruited st u dies and fo r e ign language in t er-
vi e w ing and recru i t ing : S p a ni s h ,M a n d a rin ,
C a n t o n e se,Th a i ,Vi e t n a m e se,Ta ga l o g , Ko r e a n

and other Asian langu a g e s . Focus facility vo t e d
in top most popular catego ry in t ern a t io n a l ly in
2001 and 2002.

Nichols Research,I n c .

333 W. El Camino Real, Suite 180
S u n n y va l e, CA 94087
P h . 408-773-8200 
Fax 408-733-8564
s u n n y va l e @ ni c h o l s r e se a rc h . c o m
w w w. ni c h o l s r e se a rc h . c o m
M imi Nichols
4 0 - 0 - 3 0 - 0

Nichols Research,I n c .

39420 Liberty St.,Suite 265
Fr e m o n t , CA 94538
P h . 510-794-2990 
Fax 510-794-3471
f r e m o n t @ ni c h o l s r e se a rc h . c o m
w w w. ni c h o l s r e se a rc h . c o m
G race LaMer
3 0 - 0 - 2 2 - 0

Population Research Systems,L L C

A Member of FSC Gro u p
100 Spear St., Suite 1700
San Fra n ci s c o, CA 94105
P h . 415-777-0707 
Fax 415-777-2420
in fo @ f s c gro u p . c o m
w w w. f s c gro u p . c o m
K a t rin Ewald , D i r e ct o r
4 0 - 4 0 - 4 0 - 4 0

Q & A Research, I n c .

64 Digital Dr.
N ova t o, CA 94949
P h . 415-883-1188 
Fax 415-883-1344
in fo @ q a r. c o m
w w w. q a r. c o m
Wa rren Pin o, P r e s ide n t
2 0 - 1 0 - 2 0 - 2 0

Quantum Consulting,I n c .

2001 Addison St.Suite 300
B erkel e y, CA 94704
P h . 510-540-7200 
Fax 510-540-7268
e p a rker @ q c w o rld . c o m
w w w. q c w o rld . c o m
E ileen Pa rker, R s c h .O p s . M gr.
3 3 - 3 3 - 3 3 - 3 3

The Research Spectrum

2243 Market St.
San Fra n ci s c o, CA 94114-1612
P h . 415-701-9979 
Fax 415-701-9978
in fo @ r e se a rc h s p e ct ru m . c o m
w w w. r e se a rc h s p e ct ru m . c o m
Rick Snyder, C E O
1 2 - 1 2 - 1 2 - 1 2

San Jose Fo c u s

The Focus Network
3032 Bunker Hill Lane, Suite 105
Santa Clara , CA 95054
P h . 408-988-4800 
Fax 408-988-4866
in fo @ s a n j o se fo c u s . n e t
w w w. t h e fo c u s n e t w o rk . c o m
H e idi Flores, P r e s ide n t
4 5 - 0 - 4 5 - 0

Schlesinger Associates San Fr a n c i s c o , I n c .

150 Cali fo rnia St., Suite 800
San Fra n ci s c o, CA 94111
P h . 415-781-2600 
Fax 415-781-2601
s f @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
Pam Lin t n er, Fa cility Direct o r
1 6 - 0 - 1 6 - 1 6
(See advert i sement on Inside Front Cov er )

Tr a go n

365 Conv e n t ion Wa y
R e dwood City, CA 94063-1402
P h . 800-841-1177 or 650-365-1833
Fax 650-365-3737
in fo @ t ra go n . c o m
w w w. t ra go n . c o m
C a rol M. S idel , Q u a l . Account Manager
2 4 - 0 - 2 4 - 0

Tra gon consist e n t ly deliv ers even the harde st - t o -
find responde n t s .We offer 30 ye a rs of marke t
r e se a rch and consulting ex p erience to help yo u
u n derstand and capitali ze on cust o m er opinio n s
and perc e p t io n s . Our in - h o u se monitored phone
c e n t er features in t ervi e w ers skilled at surv e y ing
and in t ervi e w ing consumers and busin e s s - t o -
b u s in e s s , p ro f e s s io n a l , and technical speci a l t i e s .
(See advert i sement on opposite page)

B o u l d e r

Aspen Media and Market Research

5505 Central Av e .
B o u lder, CO 80301
P h . 303-786-9500 
Fax 303-447-9029
w w w. a s p e n o n n e t . c o m
Hank Schaller, P r e s ide n t
6 0 - 6 0 - 6 0 - 6 0
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D e n ve r

C o l o r a do Market Research Services

D iv. of Ruth Nelson Rese a rch Servi c e s
2149 S. G rape St.
D e nv er, CO 80222-5203
P h .303-758-6424 
Fax 303-756-6467
rn n c m rs @ a o l . c o m
w w w. rut h n el s o n r e se a rc h s v c s . c o m
R uth Nel s o n ,P r e s ide n t
4 5 - 0 - 4 5 - 1 0
(See advert i sement on p. 3 2 )

ingather research-denve r

14818 W. 6th Av e . , Suite 6A
D e nv er We st (Golde n ) , CO 80401
P h .303-980-1909 or 303-980-2262
Fax 303-980-2270
c h ri st in e f @ inga t h err e se a rc h . c o m
w w w. inga t h err e se a rc h . c o m
C h ri st ine Fa r b er, P r e s ide n t
1 5 - 0 - 1 5 - 1 5

IRi Information Research Inc.

10650 E. Bethany Dr.
D e nv er, CO 80014
P h .303-751-0190 
Fax 303-751-8075
in fo @ i ride nv er. c o m
w w w. i ride nv er. c o m
E rica Scott, G e n eral Manager
1 5 - 0 - 1 5 - 1 5

Market Pe r c e p t i o n s , I n c .

Health Care Rese a rc h , I n c .
240 St. Paul St.,Suite 100
D e nv er, CO 80206
P h .303-388-0873 
Fax 303-388-3822
k w e i s s @ m a rke t p erc e p t io n s . c o m
w w w. m a rke t p erc e p t io n s . c o m
E rika Queen, R e se a rch Fa cilities Mgr.
2 0 - 2 0 - 2 0 - 2 0

P a r a gon Media Strategi e s

550 S.Wa d s w o rth Blvd.,Suite 401
D e nv er, CO 80226
P h .303-922-5600 
Fax 303-922-1589
in fo @ p a ra go n m e di a st ra t e gi e s . c o m
w w w. p a ra go n m e di a st ra t e gi e s . c o m
4 0 - 2 5 - 4 0 - 4 0

Resolution Research & Marketing,I n c . ™

625 E. 16th Av e . , Suite 202
D e nv er, CO 80203
P h .800-800-0905 
Fax 303-860-7560
in fo @ r e - se a rc h . c o m
w w w. r e s o l ut io n r e se a rc h . c o m
H e a t h er Lars o n
3 0 - 3 0 - 3 0 - 3 0

F u l l - service - quest ionnaire de s ign and de v el o p-
m e n t , data collect io n , t a b u l a t io n , a n a ly s i s , se c-
o n d a ry rese a rc h , r e p o rt ing , and marke t ing . O u r
s p e ci a lity is CATI telephone and We b - b a sed sur-
v e y s , in c l u ding recruitment and tel e w e b s .B 2 B

and consumers .Our great st r e ngth is work ing
c l o sely with our clients to identify and art i c u l a t e
r e se a rch needs that provide critical in fo rm a t io n
to optimi ze the de ci s io n - m a k ing pro c e s s .
Educated rese a rc h ers .H ig h ly ex p erienced and
r e c o m m e n de d .

Standage Market Research

1800 S.S h eridan Blvd.,# 2 0 6
D e nv er, CO 80232
P h . 303-922-1225 
Fax 303-922-9181
rst a n d a g e 7 @ a o l . c o m
Ruby Standage, P r e s ide n t
5 0 - 0 - 5 0 - 3 5

Sundel Research,I n c .

1150 Delaware St.
D e nv er, CO 80204
P h . 303-623-3600 
Fax 303-825-8131
H a rvey H. S u n del , P r e s ide n t
3 0 - 0 - 3 0 - 3 0

T M R , I n c .

14201 E.4th Av e . , Suite 4-200
Au ro ra , CO 80011
P h . 720-859-8700 
Fax 720-859-8770
m a c @ t m rin fo . c o m
w w w. t m rin fo . c o m
M i c h a el Felderm a n ,V. P. / G . M .
5 0 - 5 0 - 5 0 - 5 0

Fo rt Collins

PhoneBase Research, I n c .

3932-A JFK Pa rk w a y
Fo rt Collin s , CO 80525
P h . 970-226-4333 
Fax 970-226-4770
in fo @ p b r- n e t . c o m
w w w. p b r- n e t . c o m
Stanley Odum, B u s iness Dev. M a n a g er
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0

E st a blished in 1994, we provide quali t y, c o st -
e f f e ct ive telephone and We b - b a sed in t ervi e w ing
for political benchmark , t ra c k ing and bru s h fi r e
st u di e s ; three call centers ; 200 CATI st a t io n s ;
fl exi ble scheduling ; f a st turn a ro u n d ; t h o ro u g h ly
t ra ined and ex p erienced in t ervi e w er st a f f ;8 - t o - 1
s u p ervi s ing ra t io ; remote moni t o ring ; d a ily
r e p o rt ing ; call back va lid a t io n ; s a m p ling capa-
b ili t i e s ; p r e di ct ive di a ling .

N ew Have n

The Center For Research & Public Po l i cy

101 Oakview Dr.
Tru m b u l l , CT 06611
P h . 203-374-5059 
Fax 203-374-5414
J C L @ C R P P. c o m
w w w. c rp p . c o m
Jerry C. L in d s l e y, P r e s ide n t
2 5 - 2 5 - 2 5 - 2 5
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L e s t e r, I n c .

19 Business Pa rk Dr.
B ra n fo r d , CT 06405
P h .203-488-5265 
Fax 203-483-0408
s a l e s @ l e st eru s a . c o m
R a j iv Samant, P r e s . Or Joan Marcus SVP,
P r e s ide n t
2 2 0 - 1 5 0 - 2 2 0 - 1 5 0

Shapiro Research Services, I n c .

Trumbull Shopping Pa rk
5065 Main St.
Tru m b u l l , CT 06611
P h .203-373-9391 
Fax 203-371-4257
s rst ru m b u l l @ a o l . c o m
S a n dy Shapiro, P r e s ide n t
8 - 0 - 8 - 0

S ta m fo r d

I p s o s - A S I , I n c .

H e a d q u a rt ers
301 Merritt 7
N o r w a l k ,CT 06851
P h .203-840-3400 
Fax 203-840-3450
in fo @ i p s o s - a s i . c o m
w w w. i p s o s - a s i . c o m
2 2 5 - 2 2 5 - 2 2 5 - 2 2 5

Aspen Systems Corpo r a t i o n

2277 Rese a rch Blvd.
R o c k vil l e, MD 20850
P h .301-519-6424 
Fax 301-519-5468
l h a m m er @ a s p e n s y s . c o m
w w w. a s p e n s y s . c o m / servi c e s / r e se a rc h _ in dex . h t m l
1 6 - 1 6 - 1 6 - 1 6

Centrac DC,L L C

15200 Shady Grove Rd.,Suite 350
R o c k vil l e, MD 20850
P h .301-840-3850 
Fax 301-840-3859
D C @ c e n t ra c D C . c o m
w w w. c e n t ra c D C . c o m
Jeffrey Adler, P r e s ide n t
1 0 0 - 7 5 - 1 0 0 - 1 0 0

Decision Data Collection

4300 Plank Rd.,# 1 9 0
Fr e deri c k s b u r g ,VA 22407
P h .540-548-0140 
Fax 540-785-8562
ga ry @ de ci s io n d c . c o m
G a ry Brow n , E xe c .Vice Preside n t
4 0 - 4 0 - 4 0 - 4 0

Metro Research Services, I n c .

9990 Lee Hwy. , Suite 110
Fa i r f a x ,VA 22030
P h . 703-385-1108 
Fax 703-385-8620
in fo @ m e t ro r e se a rc h servi c e s . c o m
w w w. m e t ro r e se a rc h servi c e s . c o m
A ng ela Lorin c h a k , P r e s ide n t
1 6 - 0 - 1 6 - 0

National Research,L L C

4201 Connect i c ut Av e . N . W. , Suite 212
Wa s hing t o n , DC 20008
P h . 202-686-9350 
Fax 202-686-7163
s u rv e y @ n a t io n a l r e s . c o m
w w w. n a t io n a l r e s . c o m
Rebecca Cra ig , P r e s ide n t
5 0 - 4 5 - 5 0 - 4 5

OMR (Olchak Market Research)

7255-A Hanov er Pkwy.
G r e e n b el t ,MD 20770
P h . 301-441-4660 
Fax 301-474-4307
in fo @ O M R d c . c o m
w w w. O M R d c . c o m
J ill L.S i e g el , P r e s ide n t
3 5 - 0 - 3 5 - 3 5

TelAc - Telephone A c c e s s , I n c .

6505 Bel c r e st Rd.,Suite 100
H ya t t s vil l e, MD 20782
P h . 240-582-3020 
Fax 240-582-0122
grow s @ t el a c . c o m
w w w. a c c e s s w w. c o m
2 0 0 - 1 0 0 - 1 0 0 - 1 0 0

WB&A Market Research

2191 Defense Hwy. , Suite 401
C ro f t o n , MD 21114
P h . 410-721-0500 
Fax 410-721-7571
in fo @ W B a n d A . c o m
w w w. W B a n d A . c o m
Brenda Schneider,Telephone Center Direct o r
4 0 - 4 0 - 4 0 - 4 0

We s t a t

1650 Rese a rch Blvd.
R o c k vil l e, MD 20850
P h . 301-251-1500 
Fax 301-294-2040
m a rke t ing @ w e st a t . c o m
w w w. w e st a t . c o m
3 0 4 - 3 0 4 - 3 0 4 - 3 0 4

Woelfel Research, I n c .

8100 Oak Street, 3rd fl o o r
Dunn Loring ,VA 22027
P h . 703-560-8400 
Fax 703-560-0365
in fo @ w o el el r e se a rc h . c o m
w w w. w o el f el r e se a rc h . c o m
4 9 - 4 0 - 4 9 - 4 9

D a yt o na Beach

Cunningham Field & Research Service, I n c .

A d mini st ra t iv e / Focus Fa cili t y
3 Signal Av e . , Suite A
O rmond Beach, FL 32174
P h . 386-677-5644 
Fax 386-677-5534
E xe c ut iv e D e p a rt m e n t @ c u n ning h a m r e se a rc h . c o m
w w w. c u n ning h a m r e se a rc h . c o m
6 5 - 6 5 - 6 5 - 6 5

Fo rt Lauderdale

Mars Research

6365 NW 6th Wa y, Suite 150
Fo rt Lauder d a l e, FL 33309
P h . 954-755-2805 
Fax 954-755-3061
j o y c e g @ m a rs r e se a rc h . c o m
w w w. m a rs r e se a rc h . c o m
Joyce Gut f r e u n d , E xe c ut ive Vice Preside n t
4 8 - 4 8 - 4 8 - 2 0

TYG Marketing, I n c .

541 S.State Rd. 7 , Suite 7
Fo rt Lauder d a l e, FL 33068
P h . 954-968-1660 
Fax 954-968-3684
T Y G M K T G @ a o l . c o m
Paula Smi t h ,P r e s ide n t
1 5 - 0 - 1 5 - 0

Fo rt Mye r s

S c h u l m a n , Ronca & Bucuvalas, I n c .

7431 College Pkwy.
Fo rt Myers , FL 33907
P h . 239-278-4044 
r. m a ga w @ s r b i . c o m
w w w. s r b i . c o m
Robb Maga w, S e nior Pro j e ct Direct o r
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

G a i ne s v i l l e

Pe r c e p t i ve Market Research,I n c .

2306 S.W. 13th St.,Suite 807
G a in e s vil l e, FL 32608
P h . 800-749-6760 or 352-336-6760
Fax 352-336-6763
s u rv e y s @ p m rr e se a rc h . c o m
w w w. p m rr e se a rc h . c o m
D r. E l a ine Lyo n s , P r e s ide n t
4 0 - 4 0 - 4 0 - 4 0

H ig h - q u a lity fulll-service rese a rc h . O p inio n , p er-
c e p t io n , a w a r e n e s s , u s a g e, s a t i s f a ct io n , p er fo r-
mance moni t o ring and life quali t y.Tra c k ing ,
e va l u a t io n ,“ r e a l - t im e ” and recall/retentio n
r e se a rc h , p u blic opinio n , b rand ide n t i fi c a t io n ,
name chang e, needs asse s s m e n t , t ra de show and
event measurement, in dexing , f e a s i b ility st u di e s ,
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t ra de and business surv e y s , e d u c a t ion awareness
p ro gram and advert i s ing / PR campaign de v el o p-
ment and test ing , c o m p e t i t ive positio ning and
c o rp o ra t e / p ro d u ct image st u di e s . N a t io n w ide
C ATI telephone survey center. M u l t i c u l t u ral and
b ilingual telephone in t ervi e w ers and on-site fi eld
servi c e / m y st ery shop network thro u g h o ut the
U . S . Large Hispanic rese a rch de p a rt m e n t .
E st a blished 1987.

J a c k s o n v i l l e

Concepts In Fo c u s

A Div. of Ulrich Rese a rc h
1329 Kingsley Av e . , Suite A
O ra nge Pa rk , FL 32073
P h .904-264-5578 
Fax 904-264-5582
n a n c y @ c o n c e p t s in fo c u s . c o m
w w w. c o n c e p t s in fo c u s . c o m
2 0 - 0 - 2 0 - 0

Kirk Research Services, I n c .

3829 Atlantic Blvd.
Ja c k s o nvil l e, FL 32207
P h .904-858-3200 
Fax 904-858-3204
k i rk r e s h @ b el l s o ut h . n e t
w w w. k i rk r e se a rc h . c o m
Rebecca Kirk ,Vice Preside n t
1 5 - 0 - 1 5 - 0

Ulrich Research Service, I n c .

1329 Kingsley Av e . , Suite A
O ra nge Pa rk , FL 32073
P h .904-264-3282 
Fax 904-264-5582
in fo @ u l ri c h r e se a rc h . c o m
w w w. u l ri c h r e se a rc h . c o m
Nancy Ulri c h , P r e s ide n t
2 0 - 0 - 2 0 - 0

M i a m i

Ask Miami Research

2121 Ponce De Leon Blvd.,Suite 1250
M i a mi , FL 33134
P h .800-282-2771 or 305-448-7769
Fax 305-448-6825
a l a d n er @ a s k mi a mi . c o m
w w w. a s k mi a mi . c o m
A d rian Ladner, D i r. of Fi eld Servi c e s
3 0 - 1 2 - 3 0 - 3 0

Market Segment Research

C o l o n n a de Corp o rate Center
2332 Galiano St.
C o ral Gabl e s , FL 33134
P h .305-728-7115 
Fax 305-728-7116
g b erm a n @ m a rke t se g m e n t . c o m
w w w. m a rke t se g m e n t . c o m
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

National Opinion Research Services

790 N.W. 107th Av e . , Suite 110
M i a mi , FL 33172
P h . 800-940-9410 
Fax 305-553-8586
q u a li t y @ n o rs . c o m
w w w. n o rs . c o m
D a ni el Clapp, P r e s ide n t
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

S ervice + Quality + Integrity = NORS.Our 100-
st a t ion CATI in t ervi e w ing center and wel l - t ra in e d
b ilingual in t ervi e w ers , m a n a g ers , and supervi s o rs
w ill assure your pro j e ct is completed on-time and
on target.To meet your multicultural pro j e ct
n e e d s , all services are ava il a ble in Engli s h ,
S p a ni s h , Haitian Creole,and Po rt u gu e se .
M o ni t o ring on-site/remote.C o n s u m er,b u s in e s s -
t o - b u s in e s s ,m e di c a l , and exe c ut ive in t ervi e w ing ,
as well as political polling .N O R S , (800) 940-
9410 or visit www. n o rs . c o m .

Rife Market Research, I n c .

1111 Pa rkcentre Blvd., Suite 111
M i a mi , FL 33169
P h . 305-620-4244 
Fax 305-621-3533
R I F E A @ a o l . c o m
w w w. ri f e m a rke t r e se a rc h . c o m
S a n dy Pa l m er,Vice Preside n t
2 8 - 0 - 2 8 - 2 8

S y n ov a t e

8600 NW 17th St, Suite 100
M i a mi , FL 33126-6757
P h . 305-716-6800 
Fax 305-716-6757
j o r g e . zel a d a @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Jorge Zel a d a
5 6 - 5 6 - 5 6 - 5 6

O rl a n d o
AccuData Market Research,I n c .

520 N. S e m o ran Blvd., Suite 100
O rl a n d o, FL 32807
P h . 800-831-7744 or 407-282-3770
Fax 407-282-3771
o rl a n d o @ a c c u d a t a . n e t
w w w. a c c u d a t a . n e t
1 1 - 0 - 1 1 - 0

Insight Orlando , I n c .

5828 S.S e m o ran Blvd.
O rl a n d o, FL 32822
P h . 407-384-8883 
Fax 407-384-9048
in s ig h t o @ e a rt h lin k . n e t
Stockton Reeves, P r e s ide n t
2 0 - 0 - 2 0 - 2 0

Barbara Nolan Market Research

218 Jackson St.
M a i t l a n d , FL 32751
P h . 407-629-8800 or 800-240-6119
Fax 407-629-7633
b n m r h q @ e a rt h lin k . n e t
w w w. b a r b a ra n o l a n . c o m
M elinda Merril l
5 0 - 1 6 - 5 0 - 5 0

Schlesinger Associates South, I n c .

Maitland Green II
2290 Lucien Wa y, Suite 180
M a i t l a n d , FL 32751
P h . 407-660-1808 
Fax 407-660-0225
o rl a n d o @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
S t e p h a nie Gordon, Fa cility Direct o r
1 4 - 0 - 1 4 - 1 4
(See advert i sement on Inside Front Cov er )

Pe n s a c o l a

The Listener® G r o u p , I n c .

1163 Gulf Breeze Pkwy.
Gulf Breeze, FL 32561
P h . 877-616-8363 
Fax 850-934-7494
in fo @ li st e n er gro u p . c o m
w w w. li st e n er gro u p . c o m
R o b ert W. S mi t h ,C E O
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

The List e n er® G ro u p, I n c . , fo u n ded in 1997 and
h e a d q u a rt ered in Gulf Breeze, F L , c r e a t e s , m a n-
a g e s , and conducts tel e p h o n e - b a sed marke t ing
r e se a rch and cust o m er contact pro grams on an
o ut - s o u rce basis for ov er 1,000 compani e s
n a t io n w ide .The List e n er® G roup is a leading
p rovider of pro s p e ct fo l l ow - u p, c u st o m er de v el-
o p m e n t , c u st o m er retention and CSI pro gra m s .

Ta m p a / S t . Pe t e r s b u r g

Communications Center, I n c .

2525 Drane Fi eld Rd.,Suite 15
L a kel a n d , FL 33811
P h . 8 6 6 - YO UR-CCI or 863-709-0553
Fax 863-248-0856
b id s @ yo u rc ci . c o m
w w w. yo u rc ci . c o m
Jerry Kars o n , D i r. of Client Servi c e s
9 0 - 9 0 - 9 0 - 9 0

It’s just data collect io n … right? For some com-
p a nies that is tru e . If the speed, q u a lity and ser-
vice of your data collect ion provider is not that
im p o rtant to yo u , you have many choi c e s . Fo r
the hundreds of consumer, b u s iness and poli t i c a l
c lients for whom data collect ion is critical to
their success, CCI has been the choice for 18
ye a rs . All of our 230 Quancept-equipped st a-
t ions are based ex c l u s iv ely in the United States,
and our client service team based on both coast s
is waiting to pers o n a l ly manage your pro j e ct .
When you really want it done rig h t , come to the
company you built…come to your CCI.
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Eastern Research Services 

C o u n sel Square
7551 Little Rd.
New Po rt Richey, FL 34654
P h .727-845-8775 
Fax 727-845-8475
m a il @ e a st ern r e se a rc h . c o m
w w w. e a st ern r e se a rc h . c o m
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Gulf Vi ew Research,L L C

E a gle Ridge Mall
433 Eagle Ridge Dr. , Suite 211
L a ke Wa l e s ,FL 33859
P h .800-357-8842 or 863-676-3676
Fax 863-676-0471
gu l f vi e w r e se a rc h @ a o l . c o m
1 2 - 6 - 1 2 - 0

The Herron Group of Ta m p a , I n c .

600 N.We stshore Blvd.,Suite 702
Ta m p a , FL 33609
P h .813-282-0866 
Fax 813-282-3553
h erro n t p a @ a o l . c o m
w w w. h erro ngro u p . c o m
E l a ine Herro n - C ra v e n s , P r e s ide n t
2 4 - 4 - 2 4 - 0

RSVP/Research Services 

C a rro l lwood Cro s s ing s , 4014 Gunn Hwy, # 1 1 0
Ta m p a , FL 33624
P h .813-269-7533 
Fax 813-264-3486
min dy @ rs v p r e se a rc h . c o m
w w w. rs v p r e se a rc h . c o m
6 0 - 6 0 - 6 0 - 6 0

West Palm Beach/Boca Raton

Field & Fo c u s , I n c .

4020 S. 57th Av e . , Suite 103
L a ke Wo rt h , FL 33463
P h .561-965-4720 
Fax 561-965-7439
fi eld fo c u s @ fi eld - n - fo c u s . c o m
w w w. fi eld - n - fo c u s . c o m
M a rk Eddy,Telephone Supervi s o r
3 5 - 3 5 - 3 5 - 3 5

P r o file Marketing Research, I n c .

4020 S. 57th Av e . , Suite 101
L a ke Wo rt h , FL 33463
P h .561-965-8300 
Fax 561-965-6925
p ro fil e @ p ro fil e - m k t g - r e s . c o m
w w w. p ro fil e - m k t g - r e s . c o m
Ju dy A.H o f f m a n , P r e s ide n t
4 0 - 4 0 - 4 0 - 3 5

Sheer Information Services,I n c .

413 Nort h e a st Third St.
D el ray Beach, FL 33483
P h . 561-526-3200 ex t . 113 
Fax 561-526-3201
a rn o ld s h e er @ h o t m a il . c o m
A rn o ld Sheer
1 4 0 - 1 4 0 - 1 4 0 - 1 4 0

SIL Group

413 N.E.Third St.
D el ray Beach, FL 33483
P h . 561-526-3200 
Fax 561-526-3201
s il @ s il gro u p . n e t
w w w. s il gro u p . n e t
B ronwyn Per e z
7 5 - 7 5 - 7 5 - 7 5

Star Data Systems,I n c .

631 U.S.H ighway One, Suite 406
N o rth Palm Beach, FL 33408
P h . 561-842-4000 
Fax 561-842-7280
s a l e s @ m rs u rv e y. c o m
w w w. m rs u rv e y. c o m
2 0 - 2 0 - 2 0 - 2 0

A t h e n s

Compass Marketing Research 

345 W. H a n c o c k
A t h e n s , GA 30601
P h . 800-627-7667 
Fax 706-548-6094
in fo @ c m rc o m p a s s . c o m
w w w. c m rc o m p a s s . c o m
Scott Ta y l o r,Vice Preside n t
5 2 - 5 2 - 5 2 - 5 2

A t l a n ta

Booth Research Services, I n c .

1120 Hope Rd.,Suite 200
A t l a n t a , GA 30350
P h . 770-992-2200 or 800-727-2577
Fax 770-642-4535
b rs @ b o o t h r e se a rc h . c o m
w w w. b o o t h r e se a rc h . c o m
Lynne Ke e n er, S r. Account Manager
7 0 - 5 0 - 5 0 - 5 0

Compass Marketing Research

3725 DaVin ci Ct.,Suite 100
N o rc ro s s , GA 30092
P h . 770-448-0754 
Fax 770-416-7586
in fo @ c m rc o m p a s s . c o m
w w w. c m rc o m p a s s . c o m
Scott Ta y l o r,Vice Preside n t
1 2 0 - 1 1 0 - 1 1 0 - 1 1 0

The Gallup Organization - A t l a n t a

945 E.Paces Ferry, Suite 2400
A t l a n t a , GA 30326
P h . 404-525-9930 
w w w. ga l l u p . c o m
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

IMAGES Market Research

914 How ell Mill Rd.
A t l a n t a , GA 30318
P h . 404-892-2931 
Fax 404-875-1052
r e se a rc h @ im a g e s u s a . n e t
w w w. im a g e s u s a . n e t
Juan Quevedo
1 5 - 1 5 - 1 5 - 1 5
(See advert i sement on opposite page)

Joyner Hutcheson Research, I n c .

1900 Century Place
A t l a n t a , GA 30345-4302
P h . 404-321-0953 
Fax 404-634-8131
j o y h ut a t l @ a o l . c o m
Glenda McMahon, S t u dy Direct o r
1 4 - 0 - 1 4 - 0

Mid-America Research 

L e n ox Square Mall
3393 Peachtree Rd. N . E .
A t l a n t a , GA 30326
P h . 404-261-8011 or 847-392-0800
Fax 404-261-5576
l e n ox @ mid a m r. c o m
w w w. mid a m r. c o m
C a rrie Skin n er
8 - 4 - 8 - 0

The Myers Group

2351 Henry Clow er Blvd.,Suite B
S n el l vil l e, GA 30078-3107
P h . 770-978-3173 ex t . 304 
Fax 678-430-0113
m j l o r b er @ t h e m yers gro u p . n e t
w w w. t h e m yers gro u p . n e t
Jeffrey Lorber, S r. O p era t ions Manager
4 6 - 4 6 - 4 6 - 4 6

Pioneer Marketing Research

3323 Chamblee - Dunwoody Rd.
A t l a n t a , GA 30341
P h . 770-455-0114 
Fax 770-458-8926
b t y n er @ p io n e er. b z
w w w. p io n e er. b z
B ill Ty n er, P r e s ide n t
3 2 - 3 2 - 3 2 - 3 2

Schlesinger Associates A t l a n t a , I n c .

The Pa li s a des Building , Suite 950
5909 Peachtree Dunwoody
A t l a n t a , GA 30328
P h . 770-396-8700 
Fax 770-396-8753
a t l a n t a @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
S t e p h e nie Gordon, Fa cility Direct o r
2 0 - 0 - 2 0 - 2 0
(See advert i sement on Inside Front Cov er )
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John Stolzberg Market Research

1800 Century Blvd., Suite 1000
A t l a n t a ,GA 30345
P h .404-329-0954 
Fax 404-329-1596
j o h n . st o l z b er g @ m a rke t r e se a rc h . c o m
John Stolzber g , P r e s ide n t
1 5 - 0 - 0 - 0

V & L Research & Consulting,I n c .

5295 Highway 78, Suite D324
Stone Mountain , GA 30087
P h .770-908-0003 
Fax 770-908-0004
v l r e se a rc h @ min d s p ring . c o m
w w w. v l r e se a rc h . c o m
D y d ra H.Vi r gil , P rin ci p a l
2 0 - 1 2 - 1 2 - 1 2

G a i ne s v i l l e

Pioneer Marketing Research

86 Hwy. 53 W. , Suite 210
D a w s o nvil l e, GA 30534
P h .706-265-9052 
Fax 706-265-9054
b t y n er @ p io n e er. b z
w w w. p io n e er. b z
B ill Ty n er, P r e s ide n t
3 2 - 3 2 - 3 2 - 3 2

H o n o l u l u

Market Trends Pacifi c , I n c .

1136 Union Mall,Suite 405
H o n o l u l u ,HI 96813
P h .808-532-0733 
Fax 808-532-0744
w a n d a @ m a rke t t r e n d s p a ci fi c . c o m
w w w. m a rke t t r e n d s p a ci fi c . c o m
Wanda L.K a k u ga w a , P r e s ide n t
2 0 - 2 0 - 2 0 - 2 0

O m n i Trak Group,I n c .

1150 Davies Pa ci fic Center
841 Bishop Street
H o n o l u l u ,HI 96813
P h .808-528-4050 
Fax 808-538-6227
a el li s @ o m ni t ra k gro u p . c o m
w w w. o m ni t ra k gro u p . c o m
Alan Elli s ,Vice Preside n t
2 2 - 1 5 - 2 2 - 0

QMark Research & Po l l i n g

A m erican Savings Bank Tow er, 1 9 t h
1001 Bishop St.
H o n o l u l u ,HI 96813
P h .808-524-5194 
Fax 808-524-5487
b a n kers mi t @ st a rrt e c h . c o m
w w w. st a rrse igl e . c o m
B a r b a ra Ankers mi t ,P r e s ide n t
2 0 - 2 0 - 2 0 - 0

Ward Research, I n c .

828 Fo rt Street Mall,Suite 210
H o n o l u l u , HI 96813
P h . 808-522-5123 
Fax 808-522-5127
w rst a f f @ w a r d r e se a rc h . c o m
w w w. w a r d r e se a rc h . c o m
Rebecca S.Wa r d ,P r e s ide n t
1 2 - 1 2 - 1 2 - 1 2

B o i s e
Clearwater Research,I n c .

1845 S.Fe deral Wa y
B oi se, ID 83705
P h . 208-376-3376 or 800-727-5016
Fax 208-376-2008
in fo @ c l e a r w a t er- r e se a rc h . c o m
w w w. c l e a r w a t er- r e se a rc h . c o m
M i c h a el Wil l m o rt h , S e nior Study Direct o r
1 3 7 - 1 3 7 - 1 3 7 - 1 3 7

Northwest Research Group, I n c .

225 N. 9th St.,Suite 200
B oi se, ID 83702
P h . 208-364-0171 
Fax 208-364-0181
t n a y l o r @ n w r g . c o m
w w w. n w r g . c o m
Rebecca Elmore-Ya l c h , P r e s ide n t / C E O
8 0 - 8 0 - 8 0 - 8 0

Po c a t e l l o

Bernett Research Services, I n c .

Po c a t ello Phone Room
1800 Garrett Wa y
Po c a t el l o, ID 83201
P h . 800-276-5594 
Fax 617-746-2709
in fo @ b ern e t t . c o m
w w w. b ern e t t . c o m
Andrew Haye s , B ro t h er & Pa rt n er
2 2 0 - 2 2 0 - 2 2 0 - 2 2 0

Mountain West Research Center

775 Yel l ow stone Av e . , # 2 2 7
Po c a t el l o, ID 83201
P h . 208-232-1818 
Fax 208-232-1466
c o n t a ct @ m w rc e n t er. c o m
w w w. m w rc e n t er. c o m
Jared Schi ers ,C e n t er Manager
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Western Wats Interviewing Center 

8 South 1st East
R ex b u r g , ID 83440
P h . 801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0
(See advert i sement on p. 1 3 3 )
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C a r b o n d a l e

Barbara Nolan Market Research 

1620 W. M a in
C a r b o n d a l e, IL 62901
P h .618-529-8100 
Fax 618-529-1606
u s r 1 4 5 @ o n e m a in . c o m
w w w. b a r b a ra n o l a n . c o m
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

C h i c a g o

A d l e r - Weiner Research/Chicago , I n c .

6500 N. L incoln Av e .
L in c o l n w o o d , IL 60712
P h .847-675-5011 
Fax 847-675-5698
a n di @ a w r e s . c o m
w w w. a w r e s . c o m
Andrea We in er, M a n a ging Direct o r
2 0 - 0 - 1 5 - 0

The Analytical Group, I n c .

640 N. LaSalle Dr.
C hi c a go, IL 60610
P h .312-751-2915 
Fax 312-337-2551
j erry. m a d a n s k y @ a n a ly t i c a l gro u p . c o m
w w w. a n a ly t i c a l gro u p . c o m
Tony Pa c e n t i
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on p. 1 5 )

Angel Flight Marketing

222 S. M o r ga n
C hi c a go, IL 60607
P h .312-933-1878 
g mi t c h el l @ a ng el fly. c o m
w w w. a ng el fly. c o m
G a b ri el Mitchel l ,Sales Devel o p m e n t
1 5 - 1 5 - 1 5 - 1 5

Assistance In Marketing/Chicago

900 National Pkwy. , Suite 150
S c h a u m b u r g , IL 60173
P h .888-827-1932 or 847-481-0400
Fax 847-481-0402
b id s @ a im - c hi c a go . c o m
w w w. a im r e se a rc h n e t w o rk . c o m
L a u ra Shulman, P r e s ide n t
1 0 - 0 - 1 0 - 1 0

The Blackstone Group

360 N. M i c higan Av e . , Suite 1500
C hi c a go, IL 60601
P h . 312-419-0400 or 800-666-9847
Fax 312-419-8419
in fo @ b ggl o b a l . c o m
w w w. b ggl o b a l . c o m
Ron Po c s ,Vice Preside n t
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

F u l l - service marke t ing rese a rch fi rm providing
c u st o mi zed st ra t e gic rese a rch with in - h o u se exe-
c ut io n , data pro c e s s ing , a d vanced analy t i c a l
c a p a b ili t i e s , and a hig h ly ex p erienced rese a rc h
t e a m .Telephone facilities in c l u de 100+ CAT I
in t ervi e w ing st a t ions with predi ct ive di a ling .
D eliv ering rigo rous quality control and ex p ert i se
in large-scale cust o m er loya l t y / s a t i s f a ct io n ,
m a rket moni t o ring , b ra n d , and advert i s ing
t ra c k ing st u dies to provide in s ights and act io n-
a ble fin ding s .

C R Market Survey s

9510 S.C o n st a n c e, Suite C-6
U niv ersal City Pro f e s s ional Bld g .
C hi c a go, IL 60617-4734
P h . 773-933-0548 
Fax 773-933-0558
in fo @ c rm a rke t s u rv e y s . c o m
w w w. c rm a rke t s u rv e y s . c o m
C h erlyn Robin s o n , P ro j e ct Coordin a t o r
1 0 - 0 - 1 0 - 0

Consumer & Professional Research,I n c .( C P R )

435 N. LaSalle St.,Suite 210
P. O .B ox 10884
C hi c a go, IL 60610-0884
P h . 312-832-7744 
Fax 312-832-7745
p m o ri c h @ c p rc hi c a go . c o m
w w w. c p rc hi c a go . c o m
Pe t er Mori c h
1 5 - 1 5 - 1 5 - 1 5

Consumer Opinion Tr e n d s

(A Divi s ion of Time N Ta l e n t , I n c . )
E dens Office Plaza
4801 W. Pe t erson Av e . , Suite 608
C hi c a go, IL 60646
P h . 800-253-9095 or 773-202-3500
Fax 773-202-3511
in fo @ t n t m a rke t r e se a rc h . c o m
w w w. t n t m a rke t r e se a rc h . c o m
H a rry Balaban
1 0 - 0 - 1 0 - 0

C o nv e nient to O’Hare Intern a t ional Airp o rt . O n e
min ute off Edens Expressway. S p a cious fo c u s
group facility with fully equipped kitchen, se p a-
rate client entra n c e, p rivate client loung e, t i er e d
vi e w ing . Many T-1 lines in client vi e w ing ro o m s .
N a t ional recru i t ing for confer e n c e s .Time N
Talent’s Consumer Opinion Trends has ov er 35
ye a rs of ex p ert i se in consumer / c o m m ercial as
w ell as the medical fi eld servi c e s . See Phoeni x ,
AZ li st ing . Free DVD recording with each Tim e
N Talent in - h o u se st u dy.

DataPrompt International

360 N. M i c higan Av e . , Suite 1610
C hi c a go, IL 60601
P h . 312-423-4100 or 800-468-0419
Fax 312-423-4101
m a rily n . de n t @ d a t a p ro m p t in t l . c o m
w w w. d a t a p ro m p t in t l . c o m
M a rilyn Dent, C lient Servi c e s
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0
(See advert i sement on opposite page)

Richard Day Research

P. O .B ox 5090
E va n st o n , IL 60204
P h . 847-328-2329 
Fax 847-328-8995
r d r @ r d r e se a rc h . c o m
w w w. r d r e se a rc h . c o m
Richard Day, P r e s ide n t
3 2 - 2 6 - 3 2 - 3 2

D i s c overy - National Qualitative Netwo r k

C hi c a go Discov ery NQN/Heakin
3615 Pa rk Dr. , Suite 101
O lympia Fi eld s , IL 60461
P h . 708-503-0100 
Fax 708-503-0101
c hi c a go @ di s c ov ery n q n . c o m
w w w. di s c ov ery n q n . c o m
6 5 - 6 5 - 6 5 - 6 5

Fact Flow Research

311 S.Wa c ker Dr. , Suite 2275
C hi c a go, IL 60606
P h . 312-341-8117 
Fax 312-341-8105
d m a n o s @ f f r e se a rc h . c o m
Diana Manos, M a n a g er Rsch. O p s .
2 3 - 2 3 - 2 3 - 2 3

Fi e l dwork Quant Group

4849 N. M ilw a u kee Av e . , Suite 500
C hi c a go, IL 60630
P h . 8 8 8 - TO-FIELD or 773-282-0203
Fax 773-282-6422
in fo @ q u a n t gro u p . fi eldw o rk . c o m
w w w. fi eldw o rk . c o m
M a ry Pe derse n , M a n a g er
8 5 - 8 5 - 8 5 - 8 5

Your advanced resource for hig h - q u a lity data
c o l l e ct ion and pro j e ct management, s p e ci a li z ing
in all aspects of quantitative rese a rc h , in c l u ding
t el e p h o n e, I n t ern e t , and mail . I n t ervi e w ing st a f f
in c l u ding bilingu a l / b i c u l t u ral Hispanic team. O n -
site pro gra m ming according to your speci fi c a-
t io n s .Data pro c e s s ing / t a b u l a t io n s . fi eldw o rk
Quant Group - wh ere world-class rese a rch is
more than just talk.
(See advert i sement on Back Cov er )

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

1. STATIONS - N o . of in t ervi e w ing st a t ions at this locatio n
2. CATI - N o . of st a t ions using comput er- a ided in t ervi e w ing
3. ON-SITE - N o . of st a t ions which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises

Codes - (e.g. 25-10-25-10)



Fo c u s c o p e , I n c .

1100 Lake St., Suite 60
Oak Pa rk , IL 60301
P h .708-386-5086 
Fax 708-386-1207
k ro o n e y @ fo c u s c o p e . c o m
w w w. fo c u s c o p e . c o m
Ke vin Rooney,Vice Preside n t
3 1 - 0 - 3 1 - 0

Galli Research Services

3742 Bernard St.
C hi c a go, IL 60618
P h .7 7 3 - 4 - S URVEY 
Fax 773-478-7899
ga l li in c @ a o l . c o m
Paul Galli , P r e s ide n t
5 - 0 - 5 - 0

HBS Consulting, I n c

100 North LaSalle St.,Suite 1104
C hi c a go, IL 60602
P h .312-377-3816 
Fax 312-377-8828
va l eri e . kel l o gg @ h b s - c o n s u l t ing . c o m
w w w. h b s - c o n s u l t ing . c o m
6 - 0 - 6 - 0

I n form Research & Marketing

444 N.Wabash Av e . , Suite 501
C hi c a go, IL 60611
P h .312-661-0035 
Fax 312-670-7259
b d ri er @ i r- m . c o m
w w w. i r- m . c o m
B ill Dri er, P r e s ide n t
3 2 - 3 2 - 3 2 - 3 2

Integrity Research,I n c .

121 S.Wil ke Road, Suite 200
A rlington Heig h t s , IL 60005
P h .847-394-7940 
Fax 847-394-7945
in fo @ in t e gri t y r e se a rc hin c . c o m
w w w. in t e gri t y r e se a rc hin c . c o m
R o se Battagli a
2 5 - 2 5 - 2 5 - 2 5

Mid-America Research

A d mini st ra t ive Offi c e s
999 N. E l m h u rst Rd., Suite 17
M t .P ro s p e ct , IL 60056
P h .847-392-0800 or 847-870-6262
Fax 847-870-6236
ra n d h u rst @ mid a m r. c o m
w w w. mid a m r. c o m
Debbie Ottenfeld
2 6 - 1 0 - 2 6 - 1 0

Mid-America Research 

R a n d h u rst Center
999 N. E l m h u rst Rd., Suite 210
M t .P ro s p e ct , IL 60056
P h .847-392-9770 or 847-392-0800
Fax 847-392-9891
ra n d h u rst @ mid a m r. c o m
w w w. mid a m r. c o m
L o ri To m o l e o ni
2 2 - 1 6 - 1 6 - 0

M i n d s eye Research Group

2525 Cabot Dr. , Suite 107
L i s l e, IL 60532
P h . 630-281-8300 
Fax 630-281-8339
k c ow l e s @ min d se yer e se a rc h . c o m
K a t hie Cow l e s , E xe c .Vice Preside n t
1 2 - 1 2 - 1 2 - 1 2

P & K Consumer Insights

6323 N. Avondale Av e .
C hi c a go, IL 60631
P h . 773-774-3100 or 800-747-5522
Fax 773-774-7956
t o m . d ut t @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m / in s ig h t s . h t m
Tom Dut t ,Vice Preside n t
7 5 - 7 5 - 7 5 - 7 5

M a ke in fo rmed business de ci s ions based on
hig h - q u a lity consumer in fo rm a t ion ga in e d
t h rough in n ova t ive quali t a t ive rese a rch and cus-
tom quantitative survey techniques that unlock a
de e p er underst a n ding of consumer attitudes and
p u rc h a s ing behavio rs .This provides a closer con-
n e ct ion with the consumer for more successful
new pro d u ct effo rt s , c o n s u m er rel e vant advert i s-
ing , st ro ng er brand loya l t y.

P & K Media Research

6323 N. Avondale Av e .
C hi c a go, IL 60631
P h . 773-775-9024 or 800-642-3141
Fax 773-774-7956
m a s l t @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m / m e di a . h t m
K ri sten Oze n b a u g h - D a l e,Vice Preside n t
7 5 - 7 5 - 7 5 - 7 5

R a dio and media rese a rch through st a t e - o f - t h e -
a rt fi elding opera t io n s , C ATI touch screens and
90+ st a t ion call centers in Chi c a go, Dallas and
Los Ang el e s . S o p hi sticated data analysis quickly
deliv ers cust o mi zed el e ct ro nic or print report s ,
p ro j e ct ions with color gra p h s , c h a rt s .
S p e ci a li zed and tra di t ional services in c l u de :
C a l l o ut ,Total Music Te stS M, t ra c k ing st u di e s ,
c u stom rese a rc h , focus gro u p s , s p o rts st u di e s ,
o n line rese a rc h , music pre-test ing (Predi ct
Thi s !S M.
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Peryam & Kroll Healthcare Research

6321 N. Avondale Av e .
C hi c a go, IL 60631
P h .773-774-5085 or 800-642-3109
Fax 773-774-6881
w in n r @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m / h e a l t h c a r e . h t m
Rhonda Win n ,Vice Preside n t
7 5 - 7 5 - 7 5 - 7 5

P h a rm a c e utical clinical rese a rch and site man-
agement services through call centers , d a t a
m a n a g e m e n t ,P h a se IV st u di e s , patient recru i t-
ment campaig n s , r e gi st ri e s , q u a lity of life st u di e s
and post approval marke t ing . C hi c a go, D a l l a s ,
Los Ang eles offi c e s ;600,000+ consumer data-
b a se ; m e di c a l ly oriented company facili t i e s ;
ex p erienced inv e st iga t o rs , c o o r din a t o rs ; fi f t y
ye a rs of rese a rch ex p ert i se ; high enrollments fo r
t ri a l s ; Hhgh retention ra t e s ; 24/7 call center
o p era t io n s .

Peryam & Kroll Research Corpo r a t i o n

6323 N. Avondale Av e .
C hi c a go, IL 60631
P h .773-774-3100 or 800-747-5522
Fax 773-774-7956
t o m . d ut t @ p k - r e se a rc h . c o m
w w w. p k - r e se a rc h . c o m
Jeff Kro l l , E xe c .Vice Preside n t
7 5 - 7 5 - 7 5 - 7 5

C o m p r e h e n s ive rese a rch servi c e s / f a cilities fo r
c o n s u m er in s ig h t s , p ro d u ct , health care and
m e dia rese a rch in Chi c a go, G r e a t er Los Ang el e s ,
Dallas Metro p l ex and 30 satel lite locatio n s
a c ross the country ; 300 st a f f, 75 pro f e s s io n a l s ;
t e st de v el o p m e n t ; r e s idential and commerci a l
k i t c h e n s , call st a t io n s , o d o r / fine fra gra n c e
ro o m s , i s o l a t ion booths, m e dical offi c e s , fo c u s
s u i t e s , 600,000+ database, r e c ru i t ing .

Precision Research, I n c .

999  E.Touhy Av e . , Suite 100
Des Plain e s , IL 60018
P h .847-390-8666 
Fax 847-390-8885
s a a @ p r er e s . c o m
w w w. p r er e s . c o m
Scott Adleman, P r e s ide n t
3 0 - 0 - 3 0 - 0

Questions & Marketing Research Services,I n c .

19211 Henry Dr.
M o ke n a , IL 60448
P h . 708-479-3200 
Fax 708-479-4038
d t u c ker @ q a n d m . c o m
w w w. q a n d m . c o m
Don Tu c ker
2 4 - 0 - 2 4 - 0

Research House,To o , I n c .

820 Davis St.,U nit 504
E va n st o n , Il 60201
P h . 847-425-3670 or 800-679-4749
Fax 847-425-3684
R s rc h H se @ a o l . c o m
2 4 - 0 - 2 4 - 0

Schlesinger Associates Chicago , I n c .

625 N. M i c h a gan Av e . , Suite 1500
C hi c a go, IL 60611
P h . 312-587-8100 
Fax 312-587-8400
c hi c a go @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
R o b ert Fi t z p a t ri c k , Fa cility Direct o r
2 0 - 0 - 2 0 - 2 0
(See advert i sement on Inside Front Cov er )

Smith Research, I n c .

710 Estate Dr.
D e er fi eld , IL 60015
P h . 847-948-0440 
Fax 847-948-8350
k s mi t h @ s mi t h r e se a rc h . c o m
w w w. s mi t h r e se a rc h . c o m
Ke vin Smi t h , P r e s ide n t
2 4 - 2 4 - 2 4 - 2 4

Strictly Medical Market Research 

(A Divi s ion of Time N Ta l e n t , I n c . )
E dens Office Plaza
4801 W. Pe t erson Av e . , Suite 608
C hi c a go, IL 60646
P h . 800-253-9095 or 773-202-3500
Fax 773-202-3511
in fo @ st ri ct ly - m e di c a l . c o m
w w w. st ri ct ly - m e di c a l . c o m
H a rry Balaban
1 0 - 0 - 1 0 - 0

B e a utiful focus group facili t i e s , located in a
p r e st igious medical building 20 min utes fro m
O’Hare Airp o rt and the dow n t own loop area.
Focus group recru i t ing speci a li z ing in physi-
ci a n s / p a t i e n t s , m e dical pers o n n el and exe c ut iv e
r e c ru i t ing / in t ervi e w ing . S p a cious tiered vi e w-
ing / c o n f erence and IDI ro o m s .Tel e p h o n e
( WATS and local) in t ervi e w ing , vide o c o n f er e n c-
ing . S u p ervi s ion by li c e n sed medical pers o n n el
a va il a bl e . See Phoeni x , AZ li st ing . Free DVD
r e c o r ding of your in - h o u se focus gro u p s .

S u r vey Center Fo c u s ,L L C

455 E. I l lin ois St.,Suite 660
C hi c a go, IL 60611
P h . 312-321-8101 
Fax 312-321-8110
s u rv e y c e n t er @ l j s . c o m
w w w. s u rv e y c e n t erl l c . c o m
1 4 0 - 1 4 0 - 1 4 0 - 1 4 0

TeleBusiness USA

1945 Techny Rd.,Suite 3
N o rt h b ro o k , IL 60062
P h . 847-897-3000 
Fax 847-897-4100
c e o @ t b i z . c o m
w w w. t b i z . c o m
L a rry Kaplan, C E O
1 2 0 - 9 0 - 1 2 0 - 1 2 0

Te l e S i g h t , I n c .

820 N. Fra n k lin St. Suite 200
C hi c a go, IL 60610
P h . 312-640-2500 
Fax 312-944-7872
in fo @ t el e s ig h t . c o m
w w w. t el e s ig h t . c o m
Dave Burr,V. P. B u s iness Devel o p m e n t
1 4 4 - 1 4 4 - 1 4 4 - 1 4 4

Tel e S ight speci a li zes in cust o m er satisfact io n
and loyalty rese a rc h .We work with Fo rt u n e
1000 corp o ra t ions who need to ga in from “ voi c e
of the cust o m er ” s u rvey rese a rch pro gra m s .We
di st ill complex data collect ion requirements in t o
c l e a rly de fined corp o rate per fo rmance measure-
ment tools.Tel e S ight pro grams provide a
roadmap for im p roved cust o m er satisfact io n
and hig h er cust o m er retentio n .

Tr a gon 

1400 E.L a ke Cook Rd.,Suite 105
Buffalo Grov e, IL 60089-1865
P h . 800-841-1177 or 847-808-2080
Fax 847-808-0179
in fo @ t ra go n . c o m
w w w. t ra go n . c o m
C a rol M. S idel , Q a u l . A c ct .M a n a g er
6 - 0 - 6 - 0
(See advert i sement on p. 1 0 1 )

U. S .Research Co.

1340 Remington Rd., Suite S
S c h a u m b u r g , IL 60173
P h . 847-885-3300 
Fax 847-885-9840
US R 1 4 2 @ a o l . c o m
1 0 0 - 2 0 - 1 0 0 - 1 0 0

Pe o r i a

AFFINA - The Customer Relationship Co.

2001 Ruppman Plaza
Pe o ri a , IL 61614
P h . 877-423-3462 
m a il @ a f fin a . c o m
w w w. a f fin a . c o m
Amy Hern a n de z
5 0 - 5 0 - 5 0 - 5 0

Dimension Research,I n c .

2000  W. P io n e er Pa rk w a y, Suite 24
Pe o ri a , IL 61615
P h . 309-693-2600 
Fax 309-693-2616
j o e . s c h w e i c kert @ dim e n s io n r e se a rc h . c o m
w w w. dim e n s io n r e se a rc h . c o m
Ava Pow el l , G e n eral Manager
6 4 - 6 4 - 6 4 - 8
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Scotti Research,I n c .

1118 N. S h eridan Rd.
Pe o ri a , IL 61606
P h .309-673-6194 
Fax 309-673-5942
s c o t t i @ a 5 . c o m
Nancy Matheis, P r e s ide n t
1 4 - 0 - 1 4 - 1 4

E va n s v i l l e

Product Acceptance & Research (PA R )

9845 Hedden Rd.
E va n s vil l e, IN 47725-8905
P h .812-867-8600 
Fax 812-867-8699
mi c h a el . l l o y d @ p a r- r e se a rc h . c o m
w w w. p a r- r e se a rc h . c o m
M i c h a el Lloyd, D i r e ctor Mktg. R s c h .
4 0 - 4 0 - 4 0 - 0

Fo rt Wa y ne

A dvantage Research of Northern Indiana

1910 St. Joe Center Rd.,U nit 31
Fo rt Wa y n e, IN 46825
P h .260-471-6880 or 734-261-8377 (Hq.)
Fax 260-471-6970
d a vid s @ a d va n t a g er e se a rc h . n e t
w w w. a d va n t a g er e se a rc h . n e t
D a vid Soko l ow s k i , P r e s ide n t
7 0 - 2 0 - 7 0 - 0

Indiana Research Service, I n c .

5130 Potomac Dr.
Fo rt Wa y n e, IN 46835
P h .260-485-2442 
Fax 877-897-8978
c c a g e @ in di a n a r e se a rc h . c o m
w w w. in di a n a r e se a rc h . c o m
C h ris Cage, P r e s ide n t
1 5 - 1 5 - 1 5 - 1 5

G a ry

KLD Marketing Research, I n c .

3205 Cascade Driv e
Va l p a ra i s o, IN 46383
P h .800-568-4668 
Fax 219-464-7011
k a t h l e e n . de w i t t @ k ld r e se a rc h . c o m
w w w. k ld r e se a rc h . c o m
Kathleen L.D e Wi t t , P r e s ide n t
2 0 - 2 0 - 2 0 - 2 0

I n d i a na p o l i s

Herron A s s o c i a t e s , I n c .

710 Exe c ut ive Pa rk Dr.
G r e e n w o o d , IN 46143
P h .317-882-3800 
Fax 317-882-4716
s u e @ h erro n - r e se a rc h . c o m
w w w. h erro n - r e se a rc h . c o m
Sue McAdams, P r e s ide n t
2 4 - 0 - 2 4 - 0

Jackson & Jackson Research,I n c .

Fair Oaks Mall
5144 Madison Av e . , Suite 9
I n di a n a p o li s , IN 46227
P h . 317-782-3066 
Fax 317-788-3165
1 1 - 0 - 1 1 - 0

Stone Research Services

Intech Pa rk
6640 Intech Blvd.,Suite 100
I n di a n a p o li s , IN 46278
P h . 317-227-3000 
Fax 317-227-3001
c li e n t servi c e s @ st o n er e se a rc h servi c e s . c o m
w w w. st o n er e se a rc h servi c e s . c o m
R idley Stone, C lient Servi c e s
3 5 - 3 5 - 3 5 - 3 5

S t r a t e gic Marketing & Research, I n c .

12220 N. M eridi a n , Suite 100
C a rm el , IN 46032
P h . 317-574-7700 
Fax 317-574-7777
in fo @ s m a ri . c o m
w w w. s m a ri . c o m
4 6 - 4 6 - 4 6 - 4 6

Walker Info r m a t i o n

3939 Prio rity Way South Dr.
I n di a n a p o li s , IN 46240
P h . 800-334-3939 or 317-843-3939
Fax 317-843-8548
in fo @ w a l kerin fo . c o m
w w w. w a l kerin fo . c o m
B a r b a ra Mil l er,V. P. R e se a rch Servi c e s
2 0 - 2 0 - 2 0 - 0

A priva t ely ow n e d , I n di a n a p o li s - b a sed company
with offices in the U.S.and Canada,Wa l ker
I n fo rm a t ion is the worldw ide leader in cust o m er
l o yalty management (CLM). Wa l ker also offers
a wide va riety of tra di t ional market rese a rc h
services in c l u ding call center facili t i e s , fi eld and
tab servi c e s , and measurement capabili t i e s .

Cedar Rapids

E p l ey Marketing Services, I n c .

3 Quail Creek Cir.
N o rth Libert y, IA 52317
P h . 319-626-2567 
Fax 319-626-8035
e p l e y m s @ e p l e y m a rke t ing . c o m
w w w. e p l e y m a rke t ing . c o m
Steve Epley, P r e s ide n t
2 0 - 2 0 - 2 0 - 2 0

Frank N.M a gid A s s o c i a t e s , I n c .

One Rese a rch Center
M a rio n , IA 52302
P h . 319-377-7345 
Fax 319-377-5861
j c o o k @ m a gid . c o m
w w w. m a gid . c o m
Jane B. C o o k , B u s iness Stra t e gi e s
6 0 - 6 0 - 6 0 - 6 0

D ave n p o rt

P M R - Personal Marketing Research,I n c .

322 Bra dy St.
D a v e n p o rt , IA 52801
P h . 563-322-1960 
Fax 563-322-1370
in fo @ e - p m r. c o m
w w w. e - p m r. c o m
B o n nie How a r d ,Vice Preside n t
4 5 - 4 5 - 4 5 - 4 5

Des Moine s
M a r k e t l i n k , I n c .

B u s in e s s link Divi s io n
4313 Fleur Dr.
Des Moin e s , IA 50321
P h . 515-285-3420 ex t . 1205 or 

800-434-3221 ex t . 1 2 0 5
Fax 515-256-4278
j mi k s i c h @ m a rke t lin k in c . n e t
w w w. m a rke t lin k in c . c o m
John Miksich, P r e s ide n t
3 6 - 3 6 - 3 6 - 3 6

D ub u q u e

A dvanced Data-Comm, I n c .

301 Data Court
D u b u q u e, IA 52003
P h . 800-582-9501 or 563-582-9501
Fax 563-582-2003
b st ra u s s @ a d va n c e d - d a t a . c o m
w w w. a d va n c e d - d a t a . c o m
B ill Stra u s s ,V. P. of Sales
5 0 0 - 5 0 0 - 5 0 0 - 5 0 0

A d vanced Data-Comm is a full-service data col-
l e ct ion center offering busin e s s - t o - b u s iness sur-
v e y, c o n s u m er in t ervi e w ing and opinio n
r e se a rc h ;C ATI (comput er aided telephone in t er-
vi e w ing ) ; p r e di ct ive di a ling ; and remote moni-
t o ring .The company operates five Midw e st ern
call centers within the United States.

Mason City

Directions Research Corp.

P. O .B ox 1731
Mason City, IA 50401
P h . 641-423-0275 
Fax 641-423-8494
t h u l t c @ w il l ow t r e e . c o m
Tom Th u l , Pa rt n er
6 5 - 5 0 - 6 5 - 6 5
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S h e na n d o a h

Central Survey s , I n c .

111 N. Elm St.
S h e n a n d o a h , IA 51601
P h .712-246-1630 
Fax 712-246-5420
c e n t ra l s u rv e y @ m c h s i . c o m
w w w. c e n t ra l s u rv e y s . c o m
R o b ert W. L o ng m a n , P r e s ide n t
4 0 - 2 4 - 4 0 - 0

L ex i n g t o n

The Matrix Group,I n c .

501 Darby Creek Rd.,# 2 5
L exing t o n , KY 40509
P h .859-263-8177 or 800-558-6941
Fax 859-263-1223
m a t r e @ t m gr e se a rc h . c o m
w w w. t m gr e se a rc h . c o m
M a rtha L.D e R e a m er, P r e s ide n t
1 0 - 5 - 1 0 - 1 0

L o u i s v i l l e

D avis Research Services, I n c .

1850 Taylor Av e . , # 7
L o u i s vil l e, KY 40213
P h .502-456-4344 
Fax 502-456-4445
ro d h @ d a vi s r e se a rc h . n e t
Rod How s o n ,Vice Preside n t
3 8 - 3 8 - 3 8 - 3 8

Fangman Research,I n c .

1941 Bishop Lane, Suite 806
L o u i s vil l e, KY 40218
P h .502-456-5300 or 888-300-1231
Fax 502-456-2404
f a ng m a n @ f a ng m a n r e se a rc h . c o m
w w w. f a ng m a n r e se a rc h . c o m
Allen Fa ng m a n , E xe c .Vice Preside n t
1 0 - 5 - 1 0 - 0

M R K ,I n c .

M id City Mall
1250 Bardst own Rd.
L o u i s vil l e, KY 40204
P h .502-458-4159 
Fax 502-456-5776
m a ry l e a @ m rk r e se a rc h . c o m
w w w. m rk r e se a rc h . c o m
M a ry Lea Quick
1 6 - 9 - 1 6 - 9

National Data Questing,I n c .

436 Hotchkiss St.
C a m p b el l s vil l e, KY 42718
P h . 270-469-9555 or 502-452-1575
Fax 270-469-7225
st e v e . a l s b u ry @ n d q in c . c o m
w w w. n d q in c . c o m
Steve Alsbury, P r e s ide n t
7 5 - 7 5 - 7 5 - 7 5

National Data Questing,I n c .

3339 Ta y l o rs ville Road
L o u i s vil l e, KY 40205
P h . 502-753-5007 
1 2 5 - 1 2 5 - 1 2 5 - 1 2 5

Personal Opinion, I n c .

999 Brecke n ridge Lane
L o u i s vil l e, KY 40207
P h . 502-899-2400 
Fax 502-899-2404
r d a vi s @ p ers o n a l o p inio n . o r g
w w w. p ers o n a l o p inio n . o r g
Rebecca Davi s
2 5 - 2 2 - 2 2 - 5

Southern Research Services of Louisville

100 Mallard Creek Rd., Suite 200
L o u i s vil l e, KY 40207
P h . 502-454-0771 
Fax 502-458-5773
h erm a n @ s rs o fl o u i s vil l e . c o m
S h a rron Herm a n s o n , P r e s ide n t
3 5 - 3 5 - 3 5 - 3 5

Southern Survey s , I n c .

1519 Gagel Av e .
L o u i s vil l e, KY 40216
P h . 502-367-7199 
Fax 502-367-7356
s 1 s u rv e y s @ a o l . c o m
w w w. s o ut h ern - s u rv e y s . c o m
R o b ert or Doris 
1 0 - 0 - 1 0 - 0

Baton Rouge

JKB & A s s o c i a t e s

2223 Quail Run Dr. ,C - 2
Baton Rouge, LA 70808
P h . 225-766-4065 
Fax 225-766-9597
Joan Ber g , O w n er
1 2 - 0 - 1 2 - 0

Pe r cy & Company Research

7388 Highland Rd.,Suite 18
Baton Rouge, LA 70808
P h . 225-346-0115 
Fax 225-338-0928
p erc y @ in t ers u r f. c o m
w w w. p erc ya n d c o m p a n y. c o m
1 0 - 0 - 1 0 - 0

S u r vey Communications, I n c .

4511 Ja m e st own Av e .
Baton Rouge, LA 70808
P h . 800-695-0220 
Fax 225-924-1174
j s b @ s ci r e se a rc h . c o m
w w w. s ci r e se a rc h . c o m
John Bost o n , P r e s ide n t
7 0 - 7 0 - 7 0 - 7 0

N ew Orl e a n s

Analytical Studies, I n c .

708 Rosa Av e .
M e t a i ri e, LA 70005
P h . 504-835-3508 
C a t h erine Fo n t e n o t ,V. P. Fi eld Ops.
4 6 - 2 2 - 2 2 - 2 2

Gulf Vi ew Research,L L C

4426 Ve t erans Blvd.
New Orl e a n s , LA 70006
P h . 800-357-8842 or 863-676-3676
Fax 863-676-0471
gu l f vi e w r e se a rc h @ a o l . c o m
Kel lie Gussoni
1 2 - 6 - 1 2 - 0

N ew Orleans Field Services A s s o c i a t e s

257 Bonnabel Blvd.
M e t a i ri e, LA 70005-3738
P h . 504-833-0641 
Fax 504-834-2005
n o f s a @ b el l s o ut h . n e t
Pe ggy T. G er e ig h t y
6 - 3 - 6 - 6

NGL Research Services - New Orleans

4300 S. I-10 Service Rd.W. , Suite 115
M e t a i ri e, LA 70001
P h . 504-456-9025 
Fax 504-456-9072
ngl rs c h @ b el l s o ut h . n e t
Lena We b r e, P ro j e ct Direct o r
2 1 - 8 - 2 1 - 0

Southern Spectrum Research, I n c .

1600 Canal St., Suite 400
New Orl e a n s , LA 70112
P h . 504-539-9222 
Fax 504-539-9228
lin de c u i r @ a o l . c o m
w w w. s o ut h ern s p e ct ru m . c o m
L inda DeCuir, R e se a rch Coordin a t o r
3 0 - 0 - 3 0 - 0

Po rt l a n d

Critical Insights, I n c .

120 Exchange St.
Po rt l a n d ,ME 04101
P h . 207-772-4011 
Fax 207-772-7027
m e f @ c ri t i c a lin s ig h t s . c o m
w w w. c ri t i c a lin s ig h t s . c o m
3 0 - 3 0 - 3 0 - 3 0
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Market Decisions, L L C

85 E St.
S o uth Po rt l a n d , ME 04106
P h .207-767-6440 
Fax 207-767-8158
c mild n er @ m a rke t de ci s io n s . c o m
w w w. m a rke t de ci s io n s . c o m
C u rtis Mild n er, P r e s ide n t
2 5 - 2 5 - 2 5 - 2 5

S e a port Survey s ,M a i n e

44 Oak St.
Po rt l a n d ,ME 04101
P h .207-756-7770 or 800-756-7710
Fax 207-756-7777
j k u m ni c k @ se a p o rt s u rv e y s . c o m
w w w. se a p o rt s u rv e y s . c o m
John Ku m ni c k , P r e s ide n t
1 5 - 0 - 1 5 - 1 5

S t r a t e gic Marketing Services

A Div. of Pan Atlantic Consultants, I n c .
5 Milk St.
Po rt l a n d ,ME 04101
P h .207-774-6738 or 207-871-8622
Fax 207-772-4842
m st ro bl @ m a in e . rr. c o m
w w w. p a n a t l a n t i c . n e t
Pa t rick O.M u rp h y, P r e s ide n t
2 0 - 1 0 - 2 0 - 0

B a l t i m o r e

Assistance In Marketing/Baltimore

101 E. C h e s a p e a ke Av e . , Suite 102
Tow s o n , MD 21286
P h .410-337-5000 
Fax 410-337-0672
k s ko p in s @ a im b a l t . c o m
w w w. a im r e se a rc h n e t w o rk . c o m
C a rl Iseman or Kathy Sko p in s k i
2 0 - 0 - 2 0 - 0

Bay Area Research

9936 Liberty Rd.
R a n d a l l st ow n , MD 21133
P h .410-922-6600 
Fax 410-922-6675
b b rid g e @ m d m a rke t ing s o u rc e . c o m
w w w. b a ya r e a m a rke t ingr e se a rc h . c o m
B a r b a ra Brid g e, M a n a ging Pa rt n er
4 6 - 4 0 - 4 0 - 2 0

Hollander Cohen & McBride

22 We st Rd.,Suite 301
B a l t im o r e, MD 21204
P h .410-337-2121 
Fax 410-337-2129
l bli s s @ h c m r e se a rc h . c o m
w w w. h c m r e se a rc h . c o m
Pat Lin ze y,Vice Preside n t
2 0 - 1 5 - 2 0 - 2 0

Maryland Marketing Source, I n c .

9936 Liberty Road
R a n d a l l st ow n , MD 21133
P h . 410-922-6600 
Fax 410-922-6675
c s p a ra @ m d m a rke t ing s o u rc e . c o m
w w w. m d m a rke t ing s o u rc e . c o m
C h ri st o p h er Spara , Pa rt n er
4 0 - 4 0 - 4 0 - 1 8

H a g e r s t ow n / Fr e d e r i c k

Marketing & Research Resources, I n c .

1303-A East Pa t rick St.
Fr e deri c k , MD 21701
P h . 301-694-2800 
Fax 301-694-5171
j o h n _ b e k i er @ m - rr. c o m
w w w. m - rr. c o m
D a vid Vers h el ,P r e s ide n t
6 4 - 6 4 - 6 4 - 6 4

B o s t o n

Atlantic Research & Consulting,I n c .

109 State St.
B o st o n , MA 02109
P h . 617-720-0174 
Fax 617-589-3731
k b a s il e @ a t l a n t i c - r e se a rc h . n e t
w w w. a t l a n t i c - r e se a rc h . n e t
Kel ly Basil e, P r e s ide n t
4 0 - 4 0 - 4 0 - 4 0

Atlantic is a full-service rese a rch company
o f f ering state-of-the art services for telephone,
in-person, mail and Web-based surveys. For
the most efficient conduct of telephone and
web-based surveys, the same software is used
for both. For our mail surveys, we use the lat-
est scanning technology. We are also expert in
focus group and other qualitative research
approaches.

Bernett Research Services, I n c .

1505 Commonwealth Av e .
B o st o n , MA 02116
P h . 617-746-2600 
Fax 617-746-2609
in fo @ B ern e t t . c o m
w w w. b ern e t t . c o m
Andrew Haye s , B ro t h er & Pa rt n er
2 2 0 - 2 2 0 - 2 2 0 - 2 2 0

First Market Research Corp.

1330 Centre Street
N e w t o n , MA 02459
P h . 800-347-7811 or 617-734-7080
Fax 617-734-9080
m p rid dy @ fi rst m a rke t . c o m
w w w. fi rst m a rke t . c o m
M a r gi Prid dy,Vice Preside n t
5 0 - 5 0 - 5 0 - 5 0

The Gallup Organization - Boston

28 State St., 11th fl o o r
B o st o n , MA 02109
P h . 617-619-3772 
w w w. ga l l u p . c o m
1 5 5 - 1 5 5 - 1 5 5 - 1 5 5

Kadence Business Research

One Clark’s Hil l , 3rd Floor
Fra ming h a m , MA 01702
P h . 508-620-1222 
Fax 508-620-1223
o j e n k in s @ u s . k a de n c e . c o m
w w w. k a de n c e . c o m
Owen Je n k in s , C E O
2 5 - 2 5 - 2 5 - 2 5

Opinion Dynamics Corp.

1030 Massachusetts Av e
C a m b rid g e, MA 02138-5335
P h . 617-492-1400 or 800-966-1254
Fax 617-497-7944
o d c m a il @ o p inio n dy n a mi c s . c o m
w w w. o p inio n dy n a mi c s . c o m
H e n ry Kanter,V. P. O p era t io n s
3 0 - 3 0 - 3 0 - 3 0

Pe r formance Plus

111 Speen St.,Suite 105
Fra ming h a m , MA 01701
P h . 508-872-1287 
Fax 508-879-7108
in fo @ p er fo rm a n c e p l u s b o st o n . c o m
w w w. p er fo rm a n c e p l u s b o st o n . c o m
S hi rley Shames, P r e s ide n t
3 2 - 6 - 3 2 - 0

Schlesinger Associates Boston, I n c .

31 Saint James Av e . , Suite 930
B o st o n , MA 02116
P h . 617-542-5500 
Fax 617-542-5590
b o st o n @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
Terri Lyn Hawley, Fa cility Direct o r
2 0 - 0 - 2 0 - 2 0
(See advert i sement on Inside Front Cov er )

Ann A r b o r
(See Detroit)

Battle Creek

WJ Schroer Company

Two W. M i c higan Av e .
Battle Creek, MI 49017
P h . 269-963-4874 or 269-963-4844
Fax 269-963-5930
b s c h ro er @ s o ci a l m a rke t ing . o r g
w w w. s o ci a l m a rke t ing . o r g
B ill Schro er, P rin ci p a l
8 - 8 - 8 - 0
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D e t r o i t

A dvantage Research Services, I n c .

29671 W. Six Mile Road, Suite 100C
L ivo ni a , MI 48152
P h .734-261-8377 
Fax 734-261-8477
d a vid s @ a d va n t a g er e se a rc h . n e t
w w w. a d va n t a g er e se a rc h . n e t
D a vid Soko l ow s k i , P r e s ide n t
7 0 - 2 0 - 7 0 - 0

A m r i go n

42557 Wo o dward Av e .
B l o o m fi eld Hil l s , MI 48304
P h .248-332-2300 
Fax 248-333-9710
1 9 2 - 1 9 2 - 1 9 2 - 1 9 2

Consumer Pulse of Detroit 

725 S. Adams Rd.,Suite 265
B i rming h a m , MI 48009
P h .248-540-5330 or 800-336-0159
Fax 248-645-5685
de t roi t w a t s @ c o n s u m erp u l se . c o m
w w w. c o n s u m erp u l se . c o m
S a n dy Pa t t o n , D i r e ct o r
3 0 - 1 5 - 3 0 - 3 0
(See advert i sement on p. 2 0 )

Crimmins & Forman Market Research

29955 Sout h fi eld Rd.
S o ut h fi eld , MI 48076
P h .248-569-7095 
Fax 248-569-8927
in fo @ c rim min s a n d fo rm a n . c o m
w w w. c rim min s a n d fo rm a n . c o m
2 0 - 0 - 2 0 - 2 0

D a t a S t a t , I n c .

3975 Rese a rch Pa rk Dr.
Ann Arbor, MI 48108
P h .734-994-0540 
m w e in d o r f @ d a t a st a t . c o m
w w w. d a t a st a t . c o m
M a ri elle S.We in d o r f, D i r. Sales & Mktg.
6 8 - 6 8 - 6 8 - 6 8

Foresight Research

640 W. U niv ersity Dr.
R o c h e st er, MI 48307
P h .248-608-1870 
Fax 248-608-1871
c st o m m el @ fo r e s ig h t r e se a rc h . c o m
w w w. fo r e s ig h t r e se a rc h . c o m
C h ri st o p h er Stommel ,Vice Preside n t
5 0 - 5 0 - 5 0 - 5 0

At Fo r e s ight Rese a rch we provide quality in t er-
vi e w s , a c c u rate data collect io n , and tim ely data
deliv ery. Our 50 CAT I - st a t ion facility offers
hig h ly tra ined in t ervi e w ers and pro d u ct ion man-
a g ers . Fo r e s ight also offers quali t a t ive and
o n line rese a rc h , d a t a b a se marke t ing , a d va n c e d
st a t i stical analy s i s , and a commitment to the
hig h e st level of ex c ellence and cust o m er servi c e .

M O R PACE International, I n c .

Fi eld Servi c e s
31700 Mid d l e b elt Rd., Suite 200
Fa rmington Hil l s , MI 48334
P h . 248-737-5300 or 800-878-7223
Fax 248-737-5326
s p ri e u r @ m o rp a c e . c o m
w w w. m o rp a c e . c o m
Sue Pri e u r,Vice Preside n t
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

Nordhaus Research/RDA Group

450 Enterp ri se Ct.
B l o o m fi eld Hil l s , MI 48302
P h . 248-836-5844 
Fax 248-332-4168
rv d @ n o r d h a u s . c o m
w w w. r d a gro u p . c o m
R o b ert Van Dam, P r e s ide n t
5 0 - 5 0 - 5 0 - 5 0

Opinion Search

21800 Mel ro se, Suite 12
S o ut h fi eld , MI 48075
P h . 248-358-9922 or 800-358-9919
Fax 248-358-9914
in fo @ o p inio n se a rc h u s a . c o m
w w w. o p inio n se a rc h u s a . c o m
Joanne Levin , P r e s ide n t
1 6 - 0 - 1 6 - 1 6

R DA Group

450 Enterp ri se Court
B l o o m fi eld Hil l s , MI 48302
P h . 248-332-5000 
Fax 248-836-2717
a b e n s o n @ r d a gro u p . c o m
w w w. r d a gro u p . c o m
Ann Benson,Vice Preside n t
8 0 - 8 0 - 8 0 - 0

S h i f r i n - H a y wo r t h

20300 Civic Center Dr. , Suite 207
S o ut h fi eld , MI 48076
P h . 248-223-0020 or 800-559-5954
Fax 248-223-0038
r e se a rc h @ s hi f rin - h a y w o rt h . c o m
w w w. s hi f rin - h a y w o rt h . c o m
A rlene Haywort h - S p e i ser,V. P. O p era t io n s
1 2 - 1 2 - 1 2 - 1 2

Stander Research A s s o c i a t e s , I n c .

26701 Harp er Av e .
S t . Clair Shores, MI 48081
P h . 586-778-8910 
Fax 586-778-2938
STA N D ER C O @ a o l . c o m
w w w. st a n derr e se a rc h . c o m
D a vid Stander, P r e s ide n t
2 7 - 1 0 - 2 7 - 1 0

Grand Rapids

A dvantage Western Michigan Research,I n c .

6095 28th St.S . E . , Suite 110
G rand Rapid s , MI 49546
P h . 616-949-8724 or 734-261-8377 (Hq.)
Fax 616-949-8511
d a vid s @ a d va n t a g er e se a rc h . n e t
w w w. a d va n t a g er e se a rc h . n e t
D a vid Soko l ow s k i ,P r e s ide n t
7 0 - 2 0 - 7 0 - 0

Barnes Research,I n c .

4920 Plain fi eld N.E.
G rand Rapid s , MI 49525
P h . 616-363-7643 
Fax 616-363-8227
b id s @ b a rn e s r e se a rc h . c o m
w w w. b a rn e s r e se a rc h . c o m
Sona Barn e s , P r e s ide n t
5 5 - 5 5 - 5 5 - 5 5

L a n s i n g

Capitol Research Services, I n c .

2940 Lake Lansing Rd.
E a st Lansing , MI 48823
P h . 517-333-3388 
Fax 517-333-4402
c rs @ c a p i t o l r e se a rc h servi c e s . c o m
w w w. c a p i t o l r e se a rc h servi c e . c o m
R a c h elle Neal, P r e s ide n t
2 0 - 1 0 - 2 0 - 0

M a r q u e t t e

Issues and Answers Netwo r k , I n c .

Global Marke t ing Rese a rc h
Bay de Noc Community College Extension Ctr.
2600 College Av e .
E s c a n a b a , MI 49829-2511
P h . 757-456-1100 or 800-23-ISSUE
Fax 757-456-0377
p e t erm @ i s s a n s . c o m
w w w. i s s a n s . c o m
Pe t er McGuin n e s s ,P r e s ide n t
6 6 - 6 6 - 6 6 - 6 6
(See advert i sement on p. 1 3 5 )

M i n ne a p o l i s / S t . P a u l

A n d e r s o n ,N i e buhr & A s s o c i a t e s , I n c .

N o rt h p a rk Corp . C e n t er
6 Pine Tree Dr. , Suite 200
A r den Hil l s , MN 55112
P h . 651-486-8712 or 800-678-5577
Fax 651-486-0536
in fo @ a n a - in c . c o m
w w w. a n a - in c . c o m
M a rsha Niebuhr
2 0 - 2 0 - 2 0 - 2 0

F u l l - servi c e, c u st o m - de s ign rese a rch fi rm with
30 ye a rs of ex p erience conduct ing cust o m er sat-
i s f a ct io n , health care, b u s in e s s - t o - b u s in e s s ,
in d u st rial and more. A c hieves 90% response
rates to surv e y s . C o n d u cts telephone (CAT I ) ,
m a il ,We b / e - m a il , focus gro u p s , in - depth in t er-
vi e w s . P rovides national rese a rch tra ining work-
s h o p s . C a p a b ili t i e s : st u dy de s ig n , s a m p ling , q u e s-
t ionnaire const ru ct io n , data collect io n , c o m p l e t e
data pro c e s s ing , and report ing .
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C o m p r e h e n s i ve Research

1740 N. Rice St., l ow er level
S t .Pa u l , MN 55113
P h .651-489-3200 
Fax 651-489-5413
c ra ig @ c r gin c . o r g
w w w. c r gin c . o r g
C ra ig Swager, P r e s ide n t
1 5 - 1 0 - 1 5 - 1 0

Cook Research & Consulting, I n c .

6600 France Av e . S . , Suite 214
M in n e a p o li s , MN 55435
P h .952-920-6251 
Fax 952-920-1230
in fo @ c o o k r e se a rc h . c o m
w w w. c o o k r e se a rc h . c o m
H a ro ld W. C o o k , P r e s ide n t
1 0 - 0 - 1 0 - 1 0

Bette Dickinson Research,I n c .

7468 Marin er Dr. N .
Maple Grov e, MN 55311-2611
P h .763-420-4385 
Fax 763-420-4385
Bette Dickin s o n , P r e s ide n t
2 5 - 2 5 - 2 5 - 2 5

Field Research Services

842 Raymond Av e . , # 1 0 5
S t .Pa u l , MN 55114
P h .651-644-3150 
Fax 651-644-3248
b o n ni e @ fi eld r e se a rc h servi c e s . c o m
w w w. fi eld r e se a rc h servi c e s . c o m
B o n nie Sargent
1 5 - 0 - 1 5 - 0

Focus Market Research, I n c .

Two Meridian Cro s s ing s , Suite 160
M in n e a p o li s , MN 55423
P h .612-869-8181 
Fax 612-869-8109
min n e a p o li s @ fo c u s m a rke t r e se a rc h . c o m
w w w. fo c u s m a rke t r e se a rc h . c o m
Ju dy Opst a d , P r e s ide n t
2 0 - 0 - 2 0 - 0

I n formation Specialists Group, I n c .

9905 Hamilton Rd.
E den Pra i ri e, MN 55344
P h .952-941-1600 or 800-279-5314
Fax 952-942-0747
rm c ga rry @ i s g m n . c o m
w w w. i s g m n . c o m
Bob McGarry, P r e s ide n t
3 5 - 3 5 - 3 5 - 3 5

We make rese a rch easier by employing a man-
agement team with 50+ ye a rs of combin e d
ex p erience in telephone in t ervi e w ing , focus gro u p
r e c ru i t ing and data pro c e s s ing servi c e s .We
implement unsurp a s sed quality control st a n-
d a r d s , which gu a rantee accurate data collect io n .
We est a blish collabora t ive part n ers hips with
e v ery client in order to deliv er superior servi c e
e v ery tim e . S t a rt making your rese a rch easier
n ow.

Market Resource A s s o c i a t e s , I n c .

15 S. Fifth St., 8th fl o o r
M in n e a p o li s , MN 55402
P h . 612-334-3056 or 800-795-3056
Fax 612-334-3121
d a n . b r e d a h l @ m ra o n lin e . c o m
w w w. m ra o n lin e . c o m
John Cashmore, C E O
2 8 - 0 - 2 8 - 0

MarketLine Research

1313 5th St.S . E . , Suite 309
M in n e a p o li s , MN 55414-4504
P h . 612-767-2580 
Fax 612-767-2581
in fo @ m k t lin e . c o m
2 0 - 2 0 - 2 0 - 0

CJ Olson Market Research, I n c .

901 N. 3rd St.,Suite 218
M in n e a p o li s , MN 55401-1141
P h . 612-378-5040 or 800-788-0085
Fax 612-378-5401
g b el ke ngr e n @ c j o l s o n . c o m
w w w. c j o l s o n . c o m
Gayle Bel ke ngr e n ,V. P. M a rke t ing
1 4 - 0 - 1 4 - 0

Orman Guidance Research®,I n c .

5001 W. A m erican Blvd, Suite 715
B l o o ming t o n , MN 55437-1106
P h . 800-605-7313 or 952-831-4911
Fax 952-831-4913
rs u n din @ o rm a ngu id a n c e . c o m
w w w. o rm a ngu id a n c e . c o m
R o se m a ry Sundin , P r e s ide n t
2 0 - 0 - 2 0 - 4

Power Systems Research

1365 Corp o rate Center Curv e, 2nd fl o o r
S t . Pa u l , MN 55121
P h . 651-905-8400 
Fax 651-905-8487
in fo @ p ow ers y s . c o m
w w w. p ow ers y s . c o m
3 0 - 2 0 - 2 0 - 2 0

Research Systems, I n c .

2000 S.P ly m o uth Rd.,Suite 120
M in n e t o n k a ,MN 55305
P h . 952-544-6334 
Fax 952-544-6764
R E S S YS W H I T @ a o l . c o m
1 4 - 1 4 - 1 4 - 0

S u r vey Va l u e , I n c .

10800 Lyndale Av e . S . , Suite 214
B l o o ming t o n , MN 55420-5689
P h . 952-593-1938 
s u rv e y s @ s u rv e y va l u e . c o m
w w w. s u rv e y va l u e . c o m
6 - 0 - 6 - 6

The TCI Group

4301 Lyndale Av e . S .
M in n e a p o li s , MN 55409
P h . 612-823-6214 
Fax 612-823-6215
b e t h @ t h e T C I G ro u p . c o m
w w w. t h e T C I G ro u p . c o m
Beth Fi s c h er, P r e s ide n t
1 0 - 1 0 - 1 0 - 0

R o c h e s t e r

SNG Research Corpo r a t i o n

6301 Bandel Rd. N . W. ,Suite 101
R o c h e st er, MN 55901
P h . 507-285-1026 
Fax 507-424-3011
h h e s s @ s ngr e se a rc h . c o m
w w w. s ngr e se a rc h . c o m
H o l ly Hess, R e se a rch Manager
2 6 - 2 6 - 2 6 - 0

SNG Rese a rch Corp o ra t ion has provided full-
service marke t ing and survey rese a rch to cli e n t s
s ince 1984. Some competitive adva n t a g e s
in c l u de : b u s in e s s - t o - b u s iness ex p ert i se with
hard-to-reach populatio n s , p roven ability to turn
b u s iness issues into rese a rch quest io n s , de di c a t-
ed staff that will find a way to meet your needs
and st a ble staff of ex p erienced telephone in t er-
vi e w ers .

J a c k s o n

Southern Research Group

460 Briarwood Dr. , Suite 300
Ja c k s o n , MS 39206
P h . 601-977-0111 or 800-777-0736
Fax 601-977-5393
in fo @ s o ut h ern r e se a rc h gro u p . c o m
w w w. s o ut h ern r e se a rc h gro u p . c o m
Debbie Dow n er, D i r. of Business Devel o p m e n t
7 5 - 7 5 - 7 5 - 7 5

C o l u m b i a

Horizon Research Services

409 Va n div er Dr. , B ld g . 6 , Suite 102
C o l u m b i a , MO 65202
P h . 573-874-1333 
Fax 573-874-6904
in fo @ h o ri zo n r e se a rc h . c o m
w w w. h o ri zo n r e se a rc h . c o m
Kathleen Ang er, P h . D . , P r e s ide n t
1 4 - 1 4 - 1 4 - 1 4

Kansas City

Applied Marketing Research, I n c .

420 W. 98th St.
Kansas City, MO 64114
P h . 800-381-5599 or 816-442-1010
Fax 816-442-1020
d p hi p p s @ a p p li e d m k t r e se a rc h . c o m
w w w. a p p li e d m k t r e se a rc h . c o m
D o n a ld L. P hi p p s ,P rin ci p a l
3 2 - 3 2 - 3 2 - 3 2
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Market Research Institute, I n c .

5700 Bro a d m o o r, # 3 0 0
M i s s io n ,KS 66202
P h .913-236-6060 
Fax 913-236-6094
dw e st o n @ m a rke t r e se a rc hin st i t ut e . c o m
w w w. m a rke t r e se a rc hin st i t ut e . c o m
Don We st o n , P r e s ide n t
3 0 - 3 0 - 3 0 - 3 0

VIP Research, I n c .

5700 Bro a d m o o r, Suite 710
M i s s io n ,KS 66202
P h .913-384-9494 
Fax 913-384-0476
mi ke @ vi p r e se a rc h . n e t
w w w. m j m r e se a rc h . c o m
M i ke Heydman, R e se a rch Direct o r
1 0 0 - 1 0 0 - 1 0 0 - 0

S t . L o u i s

Communications For Research, I n c .

61 E. H w y. 8
P. O .B ox BF
S t e el vil l e, MO 65565
P h . 573-775-4550 
Fax 573-775-4560
c f ri @ mi s n . c o m
w w w. c f rin c . n e t
J im Steber, P r e s ide n t
8 4 - 8 4 - 8 4 - 8 4

Consumer Opinion

10403 Clayton Rd.
S t . L o u i s , MO 63131
P h . 314-692-2686 
Fax 314-692-2427
s u rv e y s 4 u @ a o l . c o m
w w w. s u p erio rs u rv e y s st l . c o m
Kathleen Dunn, M a n a g er
1 2 - 0 - 1 2 - 0

Consumer Opinion Council Research Center

200 S.H a n l e y, Suite 415
S t . L o u i s , MO 63105
P h . 314-863-3780 or 800-467-5959
Fax 314-863-2880
d s @ p ra g m a t i c - r e se a rc h . c o m
w w w. p ra g m a t i c - r e se a rc h . c o m
D o u glas Sin n a r d , P r e s ide n t
4 7 - 4 7 - 4 7 - 4 7

Fact Fi n d e r s , I n c .

1852 Cra ig Pa rk Ct.
S t . L o u i s , MO 63146
P h . 314-469-7373 
Fax 314-214-4138
f a ct fin der @ p rim a ry. n e t
w w w. f fin e t . c o m
Timothy Capling er, P r e s ide n t
4 0 - 4 0 - 4 0 - 4 0

Marketeam A s s o c i a t e s

1807 Pa rk 270 Dr. , Suite 300
S t . L o u i s , MO 63146
P h . 314-878-7667 
Fax 314-878-6743
v t hi e s @ d o a n e m r. c o m
w w w. m k t e a m . c o m
6 0 - 6 0 - 6 0 - 6 0

Marketing Horizons, I n c .

1001 Cra ig Rd.,Suite 100
S t . L o u i s , MO 63146
P h . 314-432-1957 or 800-669-0839
Fax 314-432-7014
j k ra m er @ m h o ri zo n s . c o m
w w w. m h o ri zo n s . c o m
J im Kra m er,Vice Preside n t
7 0 - 7 0 - 7 0 - 7 0

Peters Marketing Research, I n c .

12400 Olive Blvd.,Suite 308
S t . L o u i s , MO 63141-5437
P h . 314-542-0011 
Fax 314-542-9048
j e n ni f er @ @ p e t ers m k t g . c o m
w w w. p e t ers m k t g . c o m
Amanda Pe t ers - L u ke
1 8 - 1 8 - 1 8 - 1 8

Pragmatic Research,I n c .

200 S.H a n l e y, Suite 420
S t . L o u i s , MO 63105
P h . 314-863-2800 
Fax 314-863-2880
d s @ p ra g m a t i c - r e se a rc h . c o m
w w w. p ra g m a t i c - r e se a rc h . c o m
Doug Sin n a r d , P r e s ide n t
4 7 - 4 7 - 4 7 - 4 7

Superior Surveys of St.L o u i s , I n c .

10403 Clayton Rd.
S t . L o u i s , MO 63131
P h . 800-325-4982 or 314-692-2699
Fax 314-692-2427
s u rv e y s 4 u @ a o l . c o m
w w w. s u p erio rs u rv e y s st l . c o m
C a rol McGil l ,Pa rt n er
1 2 - 0 - 1 2 - 0

L i n c o l n

Service Research Corpo r a t i o n

6201 S.5 8 t h , Suite A
L in c o l n , NE 68516
P h . 402-434-5000 
Fax 402-434-5006
in fo @ servi c er e se a rc h . c o m
w w w. servi c er e se a rc h . c o m
M i ke Bri i t e n , P r e s ide n t
2 2 - 0 - 2 2 - 2 2
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Wiese Research A s s o c i a t e s , I n c .

1630 S. 70th St., Suite 100
L in c o l n , NE 68506
P h .402-483-5054 
Fax 402-483-5259
ga ry _ l o r e n ze n @ w ra r e se a rc h . c o m
G a ry Lorenze n , E xe c .Vice Preside n t
6 0 - 6 0 - 6 0 - 6 0

O ma h a

The Gallup Organization

Gallup Rirv er f ront Campus
1001 Gallup Driv e
O m a h a ,NE 68102
P h .402-951-2003 
w w w. ga l l u p . c o m
1 8 4 - 1 8 4 - 1 8 4 - 1 8 4

The MSR Group

( fo rm erly Midw e st Survey & Rese a rc h )
9802 Nicholas St.
O m a h a ,NE 68114
P h .402-392-0755 
Fax 402-392-1068
w o ri c k @ t h e m s r gro u p . c o m
w w w. t h e m s r gro u p . c o m
Dick Wo ri c k , P r e s ide n t
7 0 - 7 0 - 4 5 - 7 0

Wiese Research A s s o c i a t e s , I n c .

9375 Burt St., Suite 100
O m a h a , NE 68114
P h . 402-391-7734 
Fax 402-391-0331
m a ry _ a rk f eld @ w ra r e se a rc h . c o m
Tom Wi e se, P r e s ide n t
1 8 - 1 8 - 1 8 - 1 8

Wiese Research A s s o c i a t e s , I n c .

401 Norfolk Av e .
N o r fo l k , NE 68701
P h . 402-644-4444 or 402-391-7734 (Hq.)
Fax 402-644-4455
m a ry _ a rk f eld @ w ra r e se a rc h . c o m
Tom Wi e se, P r e s ide n t
6 2 - 6 2 - 6 2 - 6 2

Las Ve g a s

I/H/R Research Group

4440 S.M a ryland Pkwy. , Suite 203
Las Ve ga s ,NV 89119
P h . 702-734-0757 
Fax 702-734-6319
ly n n . st a l o n e @ i h r- r e se a rc h . c o m
w w w. i h r- r e se a rc h . c o m
Lynn Stalone, Pa rt n er
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0
(See advert i sement on this page)

Las Vegas Field and Fo c u s ,L L C

3909 S.M a ryland Pa rk w a y, 4th fl o o r
Las Ve ga s ,NV 89119
P h . 800-797-9877 or 702-650-5500
Fax 702-650-0729
in fo @ l a s v e ga s fi eld a n d fo c u s . c o m
w w w. l a s v e ga s fi eld a n d fo c u s . c o m
E ric Souza, P r e s ide n t
1 0 - 0 - 1 0 - 0

Our brand new rese a rch center located in the
h e a rt of Las Ve gas features st a t e - o f - t h e - a rt
e q u i p m e n t , hig h ly supervi sed recru i t ing with
u n c o m p ro mi s ing in t e gri t y. P ro f e s s ional fi eld-
w o rk and ov er 10,000 sq. feet of floor plan with
three luxurious focus group rooms served with
b roadband and wireless Internet access, s u r-
round sound, and rel a xed client loung e s .
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MRCGroup Research Institute

dba MRC Phone
101 Conv e n t ion Center Dr. , Plaza 125
Las Ve ga s ,NV 89109
P h .800-820-0166 or 702-360-7700
Fax 702-360-7798
r e se a rc h @ m rc gro u p . c o m
w w w. m rc gro u p . c o m
G ly nis Giangra n de, D i r. of Client Servi c e s
2 5 0 - 2 5 0 - 2 5 0 - 2 5 0

MRCPhone has a rich hi st o ry of deliv ering data
o n - t im e, a c c o r ding to requirements and within
b u d g e t . Our hi-tech capabilities allow real-tim e
deliv ery of frequency, p erc e n t a g e s , p ro d u ct io n
r e p o rts and data. M R C G roup’s busin e s s - t o - b u s i-
ness in t ervi e w ers are some of the best in the
in d u st ry. Features in c l u de : 250 CATI st a t io n s ,
p r e di ct ive di a l ers , speed di a l ers , sample manage-
m e n t , 10:1 supervi s o ry / in t ervi e w er, a u dio / vi s u a l
in t ervi e w er moni t o ring , remote moni t o ring ,
secure client Internet download sites, r e a l - t im e
f r e q u e n ci e s , p erc e n t a g e s , c o n s u m er in t ervi e w ing ,
and Internet st r e a ming media client bri e fing s .
(See advert i sement on opposite page)

R e n o

M a r k e Te c , I n c o r po r a t e d

P. O . B ox 9058
R e n o, NV 89507
P h .775-333-1221 
Fax 775-333-1224
k c o l e @ m a rke t e cin c . c o m
w w w. m a rke t e cin c . c o m
K a t h erine Cole, P r e s ide n t
7 - 0 - 4 - 0

M a n c h e s t e r / N a s h u a

N ew England Interview i n g

337 Amherst St.
N a s h u a ,NH 03063-1723
P h .603-889-8222 
Fax 603-883-1119
k im @ n e in t ervi e w ing c . o m
w w w. n e in t ervi e w ing . c o m
K im Adams
1 4 - 0 - 1 4 - 0

Po rt s m o u t h

RKM Research and Communications, I n c .

195 New Hampshire Av e, Suite 250
Po rt s m o ut h , NH 03801
P h . 1-603-433-3982 
Fax 603-433-3984
k m yers @ rk m - r e se a rc h . c o m
w w w. rk m - r e se a rc h . c o m
R . Kel ly Myers
3 0 - 3 0 - 3 0 - 0

N o rtheast Shore

C e n t r a c , I n c .

112 Pa vilion Pro f e s s ional Center
B ri c k , NJ 08723-7920
P h . 732-920-0500 
Fax 732-920-3896
R L e e d s @ c e n t ra c . c o m
w w w. c e n t ra c . c o m
Ron Leeds, P r e s ide n t
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

S c h u l m a n , Ronca & Bucuvalas, I n c .

185 Monmouth Pkwy. , Suite B4
We st Long Bra n c h ,NJ 07764
P h . 212-779-7700 
c . t u ra k hi a @ s r b i . c o m
w w w. s r b i . c o m
C hintan Tu ra k hi a , S r.Vice Preside n t
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

N o rthern New Jersey

Consumer Reaction Research 

Focus Wo rld Intern a t io n a l , I n c .
B runswick Square Mall
755 State Highway 18
E a st Bru n s w i c k ,NJ 08816
P h . 732-946-0100 
Fax 732-946-0107
ga ry @ fo c u s w o rldin t . c o m
w w w. fo c u s w o rldin t . c o m
1 2 - 1 2 - 1 2 - 1 2

Focus World International,I n c .

146 Hwy. 3 4 , Suite 100
H o l m del , NJ 07733
P h . 732-946-0100 
Fax 732-946-0107
ga ry @ fo c u s w o rldin t . c o m
w w w. fo c u s w o rldin t ern a t io n a l . c o m
G a ry Eichenholtz, C E O / C F O
6 0 - 2 4 - 6 0 - 6 0

Focus Wo rld Intern a t ional is cel e b ra t ing its 25th
a n niv ers a ry in marke t ing rese a rc h .Our grow t h
has been st e a dy and pro gr e s s ive due to our
u n s u rp a s sed quality contro l .With a 6-to-1 ra t io
of in t ervi e w ers to supervi s o rs , we gu a rantee that
your data is being collected with in t e gri t y, q u a li-
t y, and va lidi t y.With 60 WATS lin e s , 2 4 - st a t io n

CfMC CAT I , b ilingu a l ly tra ined in t ervi e w ers ,
inbound 800 number, on-site moni t o ring , we can
accommodate all B2B, c o n s u m er, and medi c a l
in t ervi e w ing with all natio n a li t i e s , a g e s , and even
sexual ori e n t a t io n s .Our Pa ris office with 50
WATS lines and 18 CATI st a t ions offers the
same in h erent quality control measures. O u r
r e c ru i t ing speci a l t y : vi r gin respondents! No
c h e a t ers and repeaters allow e d !

Focus World International,I n c .

M o n m o uth Mall
R o ute 35 and 36
E a t o n t ow n , NJ 07724
P h . 732-946-0100 
Fax 732-946-0107
ga ry @ fo c u s w o rldin t . c o m
w w w. fo c u s w o rldin t ern a t io n a l . c o m
1 5 - 1 5 - 1 5 - 1 5

GRA Focus Center

G lickman Rese a rch Associ a t e s
160 Pa ris Av e .
N o rt h va l e, NJ 07647
P h . 201-767-8888 
Fax 201-767-6933
gra @ gli c k m a n r e se a rc h . c o m
w w w. gli c k m a n r e se a rc h . c o m
Lee Rose n t h a l , Fi eld Direct o r
8 - 0 - 3 - 0

I n n ov a t i ve Media Research

2 Hudson Place, 3rd fl o o r
H o b o ke n ,NJ 07030
P h . 201-356-1900 or 201-356-1911
Fax 201-795-0893
f ra n yo u ng @ im r e se a rc h . c o m
w w w. im r e se a rc h . c o m
4 0 - 2 0 - 4 0 - 4 0

K n owledge Netwo r k s , I n c . / S t a t i s t i c a l

R e s e a r c h

Ashley Business Pa rk , B ld g .G
570 South Av e .E .
C ra n fo r d ,NJ 07016
P h . 908-497-8000 
Fax 908-497-8001
in fo @ k n ow l e d g e n e t w o rk s . c o m
w w w. s ri . k n ow l e d g e n e t w o rk s . c o m
9 0 - 9 0 - 9 0 - 9 0

Marketing Solutions Corpo r a t i o n

2 Ridgedale Av e . , Suite 216
Cedar Knolls, NJ 07927
P h . 973-540-9133 or 800-326-3565
Fax 973-540-9280
M a rke t ing S o l ut io n s @ a t t gl o b a l . n e t
w w w. m a rke t ing s o l ut io n s c o rp . c o m
Jean Kel ly,V. P. Fi eld Direct o r
4 0 - 3 0 - 4 0 - 4 0

Q Research Solutions,I n c .

Renaissance Corp o rate Center
3548 Rte. 9 S.,2nd fl o o r
O ld Brid g e, NJ 08857
P h . 732-952-0000 
Fax 732-952-0001
l m u rp h y @ m d m - a s s o ci a t e s . c o m
w w w. q r e se a rc h s o l ut io n s . c o m
Brendan Sammon, S r. Account Exe c ut iv e
7 5 - 7 5 - 7 5 - 7 5
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Schlesinger A s s o c i a t e s , I n c .

E xe c ut ive Plaza, Suite 400
10 Pa rsonage Rd.
E di s o n ,NJ 08837
P h .732-906-1122 
Fax 732-906-8792
in fo @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
Steven Schlesing er, P r e s ide n t
6 5 - 0 - 6 5 - 6 5
(See advert i sement on Inside Front Cov er )

S u burban A s s o c i a t e s

R idgewood Conference Center
579 Fra n k lin T p ke .
R id g e w o o d , NJ 07450
P h .201-447-5100 
Fax 201-447-9536
in fo @ s u b a s s o c . c o m
w w w. s u b a s s o c . c o m
B ill Bart l e t t
2 5 - 2 5 - 2 5 - 0

TechnoMetrica Market Intelligence,I n c .

690 Kin derkamack Rd.,# 1 0 2
O ra del l , NJ 07649
P h .800-328-8324 
Fax 201-986-0119
m a il @ t e c h n o m e t ri c a . c o m
w w w. t e c h n o m e t ri c a . c o m
R a g h a van Mayur, P r e s ide n t
3 0 - 3 0 - 3 0 - 3 0

T M R , I n c .

3 Wing Driv e
Cedar Knolls, NJ 07927
P h .973-829-1030 
Fax 973-829-1031
j v c @ t m rin fo . c o m
w w w. t m rin fo . c o m
Jo seph V. C a l va n el li , J r.
5 0 - 5 0 - 5 0 - 5 0

The Wats Room,I n c .

18 Rail road Av e .
R o c h elle Pa rk , NJ 07662
P h .201-845-3100 or 800-724-0222
Fax 201-845-3131
j p a u l s o n @ t w ri . c o m
w w w. t h e w a t s ro o m . c o m
Je n ni f er Pa u l s o n , P r e s ide n t
1 8 0 - 1 8 0 - 1 8 0 - 1 8 0

One of Metro NY’s most est a blished priva t ely
owned telephone in t ervi e w ing facili t i e s . 1 7 5 +
C ATI st a t io n s , p r e di ct ive di a l ers , digi t i ze d
r e c o r ding / p l a y b a c k , t ra n s c ri p t ion servi c e s . F u l ly
t ra ined in t ervi e w ers . O n - staff supervi s o rs , t ra in-
ers , e d u c a t o rs ,m o ni t o rs and spec wri t ers .
Management de dicated to the success of yo u r
p ro j e ct . Q u a lity telephone data collect ion site.
C o n t a ct in fo @ t w ri.com or visit www. t w ri . c o m .

P r i n c e t o n

The Olson Research Group, I n c .

P rinceton Cro s s roads Corp o rate Center
300 Phil lips Blvd.,Suite 100
E w ing , NJ 08618
P h . 609-882-9888 
Fax 609-882-9826
c o l s o n @ o l s o n r e se a rc h gro u p . c o m
w w w. o l s o n r e se a rc h gro u p . c o m
C hip Olson, P r e s ide n t
2 5 - 2 5 - 2 5 - 2 5
(See advert i sement on p. 7 3 )

Southern New Jersey
(See Philadelphia, PA)
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A l b u q u e r q u e

Sandia Market Research

2201 San Pe d ro N.E.,B ld g . 1 , Suite 230
A l b u q u erq u e, NM 87110
P h .800-950-4148 or 505-883-5512
Fax 505-883-4776
l a u ri e @ n mi a . c o m
w w w. s a n di a m a rke t r e se a rc h . c o m
L a u rie Meyer er, G e n eral Manager
1 4 - 1 4 - 1 4 - 1 4

S a n ta Fe

Southwest Planning & Marketing

903 W. A l a m e d a , # 2 0 6
Santa Fe, NM 87501
P h .505-989-8500 or 800-989-9275
Fax 505-984-1393
s w p m @ p ro digy. n e t
w w w. s w p l a n ning - m a rke t ing . c o m
B ruce Po st er, P r e s ide n t
5 - 0 - 5 - 0

A l b a ny

Colwell & Salmon Communications, I n c .

24 Comput er Dr.W.
A l b a n y, NY 12205
P h .800-724-5318 or 518-482-1596
Fax 518-482-1998
j h o l l a n d @ c o lw el l - s a l m o n . c o m
w w w. c o lw el l - s a l m o n . c o m
Jen Holland, S r. M gr. , S t ra t e gic Ops.
7 3 - 2 8 - 7 3 - 7 3

I n formed Sources Inc.

I n fo rmed Marke t ing Sourc e s , I n c .
250 Riv er St.
Tro y, NY 12180
P h .800-358-1961 
Fax 518-266-0909
in fo @ in fo rm e d - s o u rc e s . c o m
Bob Kasper,Vice Preside n t
4 0 - 4 0 - 4 0 - 4 0

B u f f a l o

Buffalo Survey & Research,I n c .

1249 Egg ert Rd.
B u f f a l o, NY 14226
P h . 716-833-6639 
Fax 716-834-6499
b u f f a l o s u r @ a o l . c o m
Jeanette Levin , P r e s ide n t
8 - 0 - 8 - 0

Buffalo Survey & Research,I n c .

M c K inley Mall
3701 McKinley Pkwy. , U nit 124
B l a s del l , NY 14219-2684
P h . 716-822-3250 
Fax 716-822-9691
b u f f a l o s u r @ a o l . c o m
D a vid Levin ,Vice Preside n t
6 - 0 - 6 - 0

Goldhaber Research A s s o c i a t e s ,L L C

One NFA Pa rk
A m h erst , NY 14228
P h . 716-689-3311 
Fax 716-689-3342
go ld h a b er d p @ e a rt h lin k . n e t
w w w. go ld h a b er. c o m
Paulette A. Fa ra ci , D i r. C lient Servi c e s
1 7 - 1 7 - 1 7 - 1 7

ICT Research Services 

3370 Wa lden Av e . , Suite 100
D e p e w, NY 14043
P h . 716-651-6004 or 877-360-3421
Fax 716-651-0473
j p ri c e @ i ct gro u p . c o m
w w w. i ct gro u p . c o m
Ju dy Pri c e,Vice Preside n t
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

Marketing Decisions Group, I n c .

9145 Main St.
B u f f a l o, NY 14031
P h . 716-634-2045 
Fax 716-634-9560
a se n @ m a rke t ing - de ci s io n s . c o m
w w w. m a rke t ing - de ci s io n s . c o m
1 5 - 1 5 - 1 5 - 1 5

S u r vey Service, I n c .

1911 Sheridan Dr.
B u f f a l o, NY 14223
P h . 800-507-7969 or 716-876-6450
Fax 716-876-0430
s servi c e @ s u rv e y servi c e . c o m
w w w. s u rv e y servi c e . c o m
Susan R.A del m a n ,P r e s ide n t
6 0 - 6 0 - 6 0 - 6 0
(See advert i sement on opposite page)

N ew York City
(See also Northern New Jersey)

A dvanced Fo c u s

38 E.29th Street, Suite 7th Fl.
New Yo rk , NY 10016
P h . 212-217-2000 
Fax 212-217-2007
t o d d b @ a d va n c e d fo c u s . c o m
w w w. a d va n c e d fo c u s . c o m
Todd Biederm a n ,P r e s ide n t
2 0 - 0 - 2 0 - 0
(See advert i sement on p. 8 0 )

Beta Research Corp.

6400 Jericho T p ke .
S yo s se t , NY 11791
P h . 516-935-3800 
Fax 516-935-4092
b e t a @ n y b e t a . c o m
w w w. n y b e t a . c o m
Manny Mallo, P r e s ide n t
2 5 - 2 0 - 2 5 - 0

Central Marketing,I n c .

30 Irving Place, 7th fl o o r
New Yo rk , NY 10003
P h . 212-260-0070 
Fax 212-979-5647
C M c m a 9 @ a o l . c o m
9 0 - 5 0 - 9 0 - 9 0

D i ve r s i fied Research,I n c .

16 N. A stor St.
I rving t o n , NY 10533
P h . 914-591-5440 
Fax 914-591-4013
2 5 - 2 5 - 2 5 - 2 5

D over Information Systems

41 Game Fa rm Rd.
Pa w ling , NY 12564
P h . 845-877-6580 
Fax 845-877-6580
de a n @ d ov erin fo rm a t io n s y st e m s . c o m
w w w. d ov erin fo rm a t io n s y st e m s . c o m
Dean Gil b ert , O w n er
3 2 - 3 2 - 3 2 - 3 2

Ebony Marketing Research,I n c .

2100 Bart ow Av e . , Suite 243
B ro n x ,NY 10475
P h . 718-320-3220 
Fax 718-320-3996
e m r @ in t erp o rt . n e t
w w w. e b o n y m k t g . c o m
B ruce Kirk l a n d ,Vice Preside n t
9 0 - 0 - 9 0 - 0

Gazelle Global, L L C

114 E.32nd St.,Suite 708
New Yo rk , NY 10016
P h . 212-686-8808 
Fax 212-686-5114
3 5 0 - 3 5 0 - 3 5 0 - 3 5 0
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I n forma Research Services, I n c .

( fo rm erly Barry Leeds & Associ a t e s , I n c . )
420 Lexington Av e . , # 6 1 5
New Yo rk , NY 10170
P h .800-848-0218 or 212-889-5941
Fax 212-889-6066
in q u i ri e s @ in fo rm a rs . c o m
w w w. in fo rm a rs . c o m
Jackie We i se, D i r e ctor Nat’l/Int’l Fi eld
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on p. 6 1 )

I n n ov a t i ve Concepts Marketing Research

200 Stonehinge Lane
C a rle Place, NY 11514
P h .516-479-2200 or 800-631-0209
Fax 516-479-2215
s c o t t s y c o f f @ i c - m r. c o m
w w w. i c - m r. c o m
Scott Sycoff, E xe c .Vice Preside n t
7 5 - 7 5 - 7 5 - 7 5

To p - q u a lity data collect ion can make a sig ni fi-
cant di f f erence in your rese a rch - from top-lin e
to conclusio n .You can count on Innova t iv e
Concepts Marke t ing Rese a rch to deliv er accu-
ra t e, t im ely data, v ery cost - e f f e ct iv ely - wh e t h er
your st u dy calls for telephone in t ervi e w ing , fo c u s
groups or Internet surv e y s .We ’re just the rig h t

s i ze to combine hig h ly pers o n a li zed service with
a systematic appro a c h . Our company in s u r e s
that all pro j e ct speci fi c a t ions are met with
in t e grity so that our clients continue to uphold
their superior level of busin e s s .

IPC (International Point of Contact)

32 E. 3 1 st St.
New Yo rk , NY 10016
P h . 212-213-3303 
Fax 212-213-3554
r b ro o k s @ i p c gro u p . u s
w w w. i p c gro u p . u s
Rhoda Bro o k s , P r e s ide n t
6 5 - 6 0 - 6 0 - 6 0

Barry Leeds & A s s o c i a t e s , I n c .

(See Info rma Rese a rch Servi c e s , I n c . )

M K T G , I n c .

200 Carleton Av e .
E a st Isli p, NY 11730
P h . 631-277-7000 
Fax 631-277-7601
e t rim a rc hi @ m k t gin c . c o m
w w w. m k t gin c . c o m
2 5 0 - 2 5 0 - 2 5 0 - 2 5 0
(See advert i sement on p. 1 2 2 )

NOP World Headquarters

75 Ninth Av e . , 5th fl o o r
New Yo rk , NY 10011
P h . 212-240-5300 
Fax 212-240-5353
in fo @ n o p w o rld . c o m
w w w. n o p w o rld . c o m
Bob Magee, AVP Telephone Centers
4 0 0 - 4 0 0 - 4 0 0 - 4 0 0

Opinion Access Corp.

31-00 47th Av e .
L o ng Island City, NY 11101
P h . 718-729-2622 or 888-489-DATA
Fax 718-729-2444
in fo @ o p inio n a c c e s s . c o m
w w w. o p inio n a c c e s s . c o m
Joe Rafael , C h a i rm a n
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0
(See advert i sement on opposite page)

Research Management, I n c .

40-3 Burt Driv e
D e er Pa rk , NY 11729
P h . 631-586-9337 
Fax 631-586-9405
d o ct o r g @ r e s m a n a g e . c o m
w w w. r e s m a n a g e . c o m
S t e w a rt Gold b er g , O w n er
4 0 - 4 0 - 4 0 - 4 0

S t a t e - o f - t h e - a rt comput er- a s s i sted tel e p h o n e
r e se a rch center. O p erates 40 comput eri zed in t er-
vi e w ing st a t io n s , as well as tra di t ional paper-
a n d - p e n cil surv e y s . R e s p o n s i ble data collect io n
for a full spect rum of marke t ing , b u s iness and
c o n s u m er rese a rch needs - di r e ct marke t ing -
We b - b a sed surveys - lead genera t ion - predi ct iv e
di a l ers .

Barbara Ruderman

211 W. C h e st er St.
L o ng Beach, NY 11561
P h . 516-889-3559 
ru dy j 2 1 1 @ o p t o n lin e . n e t
B a r b a ra Ruderm a n
2 0 - 0 - 2 0 - 2 0

S I S International Research,I n c .

Wo rldw ide Headquart ers
7 East 20th St., 4th fl o o r
New Yo rk , NY 10003
P h . 212-505-6805 
Fax 212-505-2742
r e se a rc h @ s i s in t ern a t io n a l . c o m
w w w. s i s in t ern a t io n a l . c o m
R uth Stanat, P r e s ide n t
1 5 - 0 - 4 - 4

S ince 1984, SIS Intern a t ional Rese a rch has
been a full-service domestic and in t ern a t io n a l
m a rket rese a rch fi rm , o f f ering quali t a t ive and
q u a n t i t a t ive rese a rc h .We offer a new, st a t e - o f -
t h e - a rt focus group facility in New Yo rk City. O u r
in d u st ry cov erage in c l u des pharm a c e ut i c a l / m e d-
i c a l , t el e c o m m u ni c a t io n s , b u s in e s s - t o - b u s in e s s
and consumer rese a rc h .Visit our Web site at:
w w w. s i s in t ern a t io n a l . c o m .
(See advert i sement on this page)
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S I S International Rese a r c h , I n c .

11 E. 22nd St., 2nd fl o o r
New Yo rk City, NY 10010
P h . 212-505-6805 
Fax 212-505-6805
r e se a rc h @ s i s in t ern a t io n a l . c o m
w w w. s i s in t ern a t io n a l . c o m
R uth Stanat, P r e s ide n t
1 0 - 0 - 1 0 - 1 0

S ince 1984, SIS Intern a t ional Rese a rch has
been a full-service domestic and in t ern a t io n a l
m a rket rese a rch fi rm , o f f ering quali t a t iv e
and quantitative rese a rc h . We offer a new,
st a t e - o f - t h e - a rt focus group facility in New
Yo rk City. Our in d u st ry cov erage in c l u de s
p h a rm a c e ut i c a l / m e di c a l , t el e c o m m u ni c a-
t io n s , b u s in e s s - t o - b u s iness and consumer
r e se a rc h .Visit our Web site at: w w w. s i s in t er-
n a t io n a l . c o m .
(See advert i sement on p. 1 2 0 )

S c h u l m a n , Ronca & Bucuvalas, I n c .

145 E. 32nd St., Suite 500
New Yo rk , NY 10016
P h . 212-779-7700 
Fax 212-779-7785
c . t u ra k hi a @ s r b i . c o m
w w w. s r b i . c o m
C hintan Tu ra k hi a , S r. Vice Preside n t
3 8 0 - 3 8 0 - 3 8 0 - 3 8 0

SRBI is a full-service global marke t ing and
o p inion rese a rch fi rm speci a li z ing in con-

s u m er market in s ig h t s , fin a n cial servi c e s ,
in s u ra n c e,m e di a , t ra n s p o rt a t io n , t el e c o m m u-
ni c a t io n s , ut ili t i e s , p u bli c / s o cial poli c y, p u bli c
o p inio n . P rovides ex t e n s ive CATI tel e p h o n e
and Internet in t ervi e w ing servi c e s , both con-
s u m er and busin e s s - t o - b u s in e s s , to the mar-
ket rese a rch in d u st ry. Four large, n e t w o rke d
in t ervi e w ing centers , m u l t i - lingual capabili-
t i e s . M e m b er, Global Market Rese a rc h .

Seaport Surveys

Financial Focus, Inc.
135 William St., 5th floor
New Yo rk , NY 10038
P h . 212-608-3100 or 800-347-2662
Fax 212-608-4966
S e a p o rt a n d @ a o l . c o m
w w w. se a p o rt s u rv e y s . c o m
Andrea Wa l l er, P r e s ide n t
2 5 - 0 - 2 5 - 2 5

Spanish Telephone Research

30 Irving Place
New Yo rk , NY 10003
P h . 212-979-5647 
s p n s c c h @ a o l . c o m
9 0 - 9 0 - 9 0 - 9 0

The Telephone Centre, I n c .

30-00 47th Av e . , 4th fl o o r
L o ng Island City, NY 11101
P h . 718-752-0300 
Fax 718-752-1401
rri t t e n b er g @ t el e ct r. c o m
w w w. t el e ct r. c o m
R a n di Rittenber g ,Vice Preside n t
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

U. S .Wa t s

29 W. 38th St., 10th fl o o r
New Yo rk , NY 10018
P h . 212-819-1466 
Fax 212-819-1813
u s w a t s @ min d s p ring . c o m
5 0 - 3 5 - 4 6 - 4 6

U n i versal Survey Center

29 W. 38th St.
New Yo rk , NY 10018
P h . 212-391-5243 
Fax 212-391-5428
k st ra s s b er g @ u niv ers a l s u rv e y. c o m
w w w. u niv ers a l s u rv e y. c o m
Keith Stra s s b er g , E xe c .Vice Preside n t
2 2 5 - 2 2 5 - 2 2 5 - 2 2 5

R o c h e s t e r

The Sutherland Group, L t d .

1160 Pittsfo r d - Vi ctor Rd.
P i t t s fo r d , NY 14534
P h . 585-586-5757 
Fax 585-784-2154
w e b m a st er @ s ut h . c o m
w w w. s ut h . c o m
3 8 0 - 3 8 0 - 3 8 0 - 3 8 0

S y r a c u s e

K n owledge Systems & Research, I n c .

( K S & R )

500 S.S a lina St.
S y ra c u se, NY 13202
P h . 888-8KSRINC or 315-470-1350
Fax 315-471-0115
H Q @ k s rin c . c o m
w w w. k s rin c . c o m
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

K S & R ’s INSITE

5792 Wide w a t ers Pkwy.
D e w i t t , NY 13214
P h . 800-645-5469 or 315-446-3403
Fax 315-446-6719
j s n y der @ k s rin c . c o m
w w w. k s rin c . c o m
Joe Snyder, D i r. of Data Opera t io n s
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0
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Z o g by International

901 Broad St.
U t i c a , NY 13501
P h .315-624-0200 
Fax 315-624-0210
m a rke t ing @ zo g b y. c o m
w w w. zo g b y. c o m
1 6 3 - 1 6 3 - 1 6 3 - 0

C h a rl o t t e

KPC Research

600 S.Tryon St.
C h a rl o t t e, NC 28202
P h .704-358-5757 or 800-852-2794
Fax 704-358-5745
k p c r e se a rc h @ k p c r e se a rc h . c o m
w w w. k p c r e se a rc h . c o m
Jack Clark , R e se a rch Direct o r
3 6 - 3 6 - 3 6 - 3 6

L e i b owitz Market Research A s s o c i a t e s , I n c .

3120 W hitehall Pa rk Dr.
C h a rl o t t e, NC 28273-3335
P h .704-357-1961 
Fax 704-357-1965
in fo @ l e i b ow i t z - r e se a rc h . c o m
w w w. l e i b ow i t z - r e se a rc h . c o m
Teri Leibow i t z , P r e s ide n t
1 5 - 1 0 - 0 - 0

M a r k e t W i s e , I n c .

831 E. Morehead St.,Suite 150
C h a rl o t t e, NC 28202
P h .704-332-8433 or 800-849-5924
Fax 704-332-0499
m ra m b o @ m a rke t w i se - u s a . c o m
w w w. m a rke t w i se - u s a . c o m
M imi Pa rker Rambo
2 2 - 2 2 - 2 2 - 2 2

G r e e n s b o r o / Wi n s t o n - S a l e m

All Points Research

8025 N. Point Blvd.,Suite 215-E
Win st o n - S a l e m , NC 27106
P h .336-896-2200 ex t . 1009 
Fax 336-896-2201
a l l p oin t s @ a l l p oin t s r e se a rc h . c o m
w w w. a l l p oin t s r e se a rc h . c o m
S h errie Ay c o c k , C o - O w n er
3 8 - 3 8 - 3 8 - 8

Bellomy Research,I n c .

2150 Country Club Rd.,Suite 300
Win st o n - S a l e m , NC 27104
P h .800-443-7344 
Fax 336-721-1597
s l a y n e @ b el l o m y r e se a rc h . c o m
w w w. b el l o m y r e se a rc h . c o m
Scott Layne
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

S u r vey Partners of A m e r i c a

2150 Country Club Rd.,Suite 300
Win st o n - S a l e m , NC 27104
P h . 800-348-8002 
Fax 336-721-1597
p ri ers o n @ s u rv e y p a rt n ers . c o m
w w w. s u rv e y p a rt n ers . c o m
Pat Riers o n
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

The Telephone Centre, I n c .

1204 Oakland Av e .
G r e e n s b o ro, NC 27403
P h . 336-574-3000 
Fax 336-574-3007
lw in t er @ t el e ct r. c o m
w w w. t el e ct r. c o m
Liz Win t er, O w n er
1 3 2 - 1 3 2 - 1 3 2 - 1 3 2

R a l e i g h / D u r h a m

FGI Research

400 Meadowmont Village Circ l e, Suite 431
C h a p el Hil l , NC 27517
P h . 919-929-7759 
Fax 919-932-8829
in fo @ f gi r e se a rc h . c o m
w w w. f gi r e se a rc h . c o m
D ino E. Fi r e, G e n eral Manager
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Harker Research

1616 E.M il l b rook Rd., Suite 230
R a l e ig h ,NC 27609
P h . 919-954-8300 
Fax 919-954-8844
in fo @ h a rkerr e se a rc h . c o m
w w w. h a rkerr e se a rc h . c o m
1 2 0 - 0 - 1 2 0 - 1 2 0

Medical Marketing Research, I n c .

P. O .B ox 99660
R a l e ig h ,NC 27624-9660
P h . 919-870-6550 or 800-866-6550
Fax 919-848-2465
in fo @ m m r x . c o m
w w w. m m r x . c o m
George Matijow, P r e s ide n t
1 0 - 1 0 - 1 0 - 0

Fa r g o

B u r t o n ,G o r don & A s s o c i a t e s

322 Bro a dw a y
Fa r go, ND 58102
P h . 701-297-6111 
Fax 701-297-6156
g c h ri st e n se n @ b ga i . n e t
Gordon Chri st e n se n
1 4 - 0 - 1 4 - 0

Dynamics Marketing, I n c .

805 Sunfl ow er Av e .
C o o p erst ow n , ND 58425
P h . 701-797-2600 
Fax 800-339-1043
t eri k @ dy n a mi c s m a rke t ingin c . c o m
w w w. dy n a mi c s m a rke t ingin c . c o m
Teri Knut s o n , R e se a rch Direct o r
8 5 - 8 5 - 8 5 - 8 5

Te l e fo r c e , I n c .

601 28th St.S . W.
Fa r go, ND 58103
P h . 800-323-0810 
Fax 701-232-3773
t el e fo rc e @ a o l . c o m
w w w. t el e fo rc er g . c o m
L inda Fin c h
1 9 2 - 2 4 - 1 9 2 - 1 9 2

C i n c i n na t i

Assistance In Marketing,I n c .

11890 Montgo m ery Rd.
C in cin n a t i , OH 45249
P h . 513-683-6600 or 888-4AIMFIRE
Fax 513-683-9177
m a ri a n @ A I M - C in cin n a t i . c o m
w w w. a im r e se a rc h n e t w o rk . c o m
I r w in We in b er g
2 0 - 0 - 2 0 - 0

B & B Research Services, I n c .

7300 Turfway Rd.,Suite 150
F l o r e n c e, KY 41042
P h . 513-793-4223 
Fax 513-793-9117
b b r e se a rc h serv @ a o l . c o m
K im Sharp
1 2 - 6 - 1 2 - 1 2

B u r k e , I n c o r po r a t e d

805 Central Av e .
C in cin n a t i , OH 45202
P h . 800-267-8052 
in fo @ b u rke . c o m
w w w. b u rke . c o m
Steve Clark ,V. P. Data Collect io n
1 0 5 - 1 0 5 - 1 0 5 - 1 0 5
(See advert i sement on p. 5 1 )

Calo Research Services, I n c .

10250 Alliance Rd.
C in cin n a t i , OH 45242
P h . 513-984-9708 
Fax 513-792-7404
n c a l o @ c a l o r e se a rc h . c o m
w w w. c a l o r e se a rc h . c o m
Pa t ri cia A. C a l o,Vice Preside n t
1 4 - 0 - 1 4 - 0
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Catalina Marketing Research Solutions

200 Carillon Pa rk w a y
S t .Pe t ers b u r g , FL 33716
P h .888-322-3814 
Fax 859-344-0078
r e se a rc h s o l ut io n s @ c a t a lin a m a rke t ing . c o m
w w w. c m r e se a rc h s o l ut io n s . c o m
Pe t er Maloney, P r e s ide n t
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

C o nve r gys Marketing Research Services

201 East Fo u rth Street
C in cin n a t i , OH 45202
P h .800-344-3000 
Fax 513-784-4607
m a rke t ing @ c o nv er gy s . c o m
w w w. c o nv er gy s . c o m
Kathy Renaker, Account Exe c ut iv e
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Fields Research, I n c .

3814 We st St.,Suite 110
C in cin n a t i , OH 45227
P h .513-821-6266 
Fax 513-679-5300
ke n @ fi eld s r e se a rc h . c o m
w w w. fi eld s r e se a rc h . c o m
Ken Fi eld s , P r e s ide n t
2 7 - 2 7 - 2 7 - 2 7

Friedman-Swift A s s o c i a t e s

110 Boggs Lane, Suite 200
C in cin n a t i , OH 45246
P h . 513-772-9200 
Fax 513-772-9207
in fo @ f ri e d m a n s w i f t . c o m
w w w. f ri e d m a n s w i f t . c o m
Ju dy George, S r.Vice Preside n t
5 0 - 0 - 5 0 - 5 0

Market Inquiry LLC

5825 Creek Rd.
C in cin n a t i , OH 45242
P h . 513-794-1088 
Fax 513-794-1176
c a t h y @ m a rke t in q u i ry. c o m
w w w. m a rke t in q u i ry. c o m
Lee Ann Adams, Fa cility Direct o r
2 4 - 1 5 - 2 4 - 2 4

M a r k e t Vision Research®

10300 Alliance Rd.
C in cin n a t i , OH 45242
P h . 513-791-3100 
Fax 513-794-3500
in fo @ m v - r e se a rc h . c o m
w w w. m v - r e se a rc h . c o m
Ty l er McMullen, S e nior Vice Preside n t
5 6 - 5 6 - 5 6 - 5 6

MRSI (Marketing Research Services, I n c . )

720 East Pete Rose Wa y, Suite 200
C in cin n a t i , OH 45202
P h . 513-579-1555 or 800-SAY- M R S I
Fax 513-562-8819
in fo @ m rs i . c o m
w w w. m rs i . c o m
Randall Th a m a n
9 6 - 9 6 - 8 8 - 8 8
(See advert i sement on opposite page)

Q FACT Marketing Research, L L C .

9908 Carv er Rd.
C in cin n a t i , OH 45242
P h . 513-891-2271 
Fax 513-791-7356
in fo @ q f a ct . c o m
w w w. q f a ct . c o m
C a rol Mihal,R e se a rch Direct o r
2 4 - 0 - 2 2 - 0

RDI Marketing Services,I n c .

9920 Carv er Rd.
C in cin n a t i , OH 45242
P h . 513-984-5927 
Fax 513-984-9735
j hil e y @ r dim a rke t ing . c o m
w w w. r dim a rke t ing . c o m
Josh Hil e y, Account Servi c e s
6 0 - 6 0 - 6 0 - 6 0

Service Industry Research Systems,I n c .

( S I R S )

201 Martha Layne Collins Blvd.
H ighland Heig h t s , KY 41076-1750
P h . 859-781-9700 
Fax 859-781-8802
k n ow l e d g e @ s i rs in c . c o m
w w w. s i rs in c . c o m
B ill Wel c h
9 5 - 9 5 - 9 5 - 9 5

C l eve l a n d

Business Research Services, I n c .

26600 Renaissance Pa rk w a y, Suite 150
C l e v el a n d , OH 44128
P h . 216-831-5200 or 888-831-5200
Fax 216-292-3048
in fo @ M a rke t ing R e se a rc h . c o m
w w w. M a rke t ing R e se a rc h . c o m
Ron Mayher, G e n eral Manager
2 5 - 2 5 - 2 5 - 2 5

DTS Research

5847 Darrow Rd. Suite 3
H u d s o n , OH 44236
P h . 800-323-2175 
Fax 330-656-1406
in fo @ d t s 0 1 . c o m
w w w. d t s 0 1 . c o m
Wil liam Bra de n , P r e s ide n t
5 0 - 3 6 - 5 0 - 3 6

Focus Groups of Cleve l a n d

2 Summit Pa rk Dr. , Suite 225
C l e v el a n d , OH 44131
P h . 216-901-8075 or 800-950-9010
Fax 216-901-8085
r e se a rc h @ idi r e ct d a t a . c o m
w w w. fo c u s gro u p s o f c l e v el a n d . c o m
Amy Morri s , E xe c ut ive Direct o r
1 2 - 3 - 1 0 - 0
(See advert i sement on this page)

National Market Measures, I n c .

25109 Detroit Rd.,Suite 330
C l e v el a n d , OH 44145
P h . 440-892-8555 
Fax 440-892-0002
w w w. n m min c . c o m
Debbie Carr, Fi eld Direct o r
1 5 - 0 - 1 5 - 1 5
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National Survey Research Center

5350 Tra n s p o rt a t ion Blvd., Suite 19
C l e v el a n d , OH 44125
P h .800-837-7894 or 216-518-2805
Fax 216-518-2903
n s rc @ n s rc . c o m
Lauren Wa g n er, M gr. C u st o m er Rel a t io n s
2 0 - 2 0 - 2 0 - 2 0

Opinion Centers A m e r i c a

Suite 100, Great Nort h ern Corp o rate Ctr. I I I
25050 Country Club Blvd.
N o rth Olmst e d , OH 44070
P h .800-779-3003 or 440-779-3000
Fax 440-779-3040
o c a @ o p inio n c e n t ers . c o m
w w w. o p inio n c e n t ers . c o m
Karen Cunning h a m , Fi eld Direct o r
2 0 - 1 2 - 2 0 - 2 0

O P I N I O N a t i o n

4301 Ridge Rd.
C l e v el a n d , OH 44144
P h .216-351-4644 
Fax 216-351-7876
ro n @ o p inio n a t io n . c o m
w w w. o p inio n a t io n . c o m
Ron Ko rn o kovi c h , P r e s ide n t
3 5 - 3 5 - 3 5 - 3 5

Fo u n ded in 1946, O P I N I O N a t ion is one of the
c o u n t ry’s most ex p erienced telephone data col-
l e ct ion suppli ers . S ince 1946, we have conduct-
ed more than 70,000 pro j e cts and in t ervi e w e d
more than 10 mil lion responde n t s .
O P I N I O N a t ion has ex t e n s ive ex p erience in t er-
vi e w ing / r e c ru i t ing respondents from genera l
c o n s u m ers to the hard-to-find medical pro f e s-
s ional natio n a l ly, r e gio n a l ly, or locally.

Pat Henry Market Research, I n c .

P. O . B ox 17182
C l e v el a n d , OH 44117
P h .800-229-5260 or 216-531-9562
Fax 216-531-9724
j h o min y @ p a t h e n ry. c o m
w w w. t h e p a t h e n ry gro u p . c o m
Ju dy Homin y
2 0 - 2 0 - 2 0 - 2 0

S y n e r gy International Limited,I n c .

1761 E. 30th St., Suite 115
C l e v el a n d , OH 44114
P h .216-774-2284 
Fax 216-774-2287
t h o l l ow a y @ s y n er gy limi t e d . n e t
w w w. s y n er gy limi t e d . n e t
7 - 7 - 7 - 0

C o l u m b u s

A dvantage Research of Columbus Ohio

445 N. H igh St.
C o l u m b u s ,OH 43215
P h .614-228-8442 or 734-261-8377 (Hq.)
Fax 614-228-8402
d a vid s @ a d va n t a g er e se a rc h . n e t
w w w. a d va n t a g er e se a rc h . n e t
Ke vin Va sel a ke s , D i r. of Opera t io n s
7 0 - 2 0 - 7 0 - 0

Assistance In Marketing/Columbu s

One Easton Ova l , Suite 100
C o l u m b u s , OH 43219
P h . 614-583-2100 
Fax 614-416-2006
l o rn e @ a im - c o l u m b u s . c o m
w w w. a im r e se a rc h n e t w o rk . c o m
L o rne Dil l a b a u g h ,V. P. , Fi eld Opera t io n s
2 0 - 0 - 2 0 - 0

B & B Research Services, I n c .

1365 Gra n d view Av e .
C o l u m b u s , OH 43212
P h . 614-486-6746 
Fax 614-486-9958
b b r e se a rc h serv @ a o l . c o m
Ju dy Fr e deri c k , P ro j e ct Direct o r
8 - 0 - 8 - 0

Saperstein A s s o c i a t e s , I n c .

4555 N. H igh St.
C o l u m b u s , OH 43214
P h . 614-261-0065 
Fax 614-261-0076
dw o l f e @ s a p erst e in a s s o ci a t e s . c o m
D e b o rah K.Wo l f e,V. P. C o rp . & Fi eld Ops.
2 7 - 2 5 - 2 7 - 2 7

D a yt o n

Business Research Group

U niv ersity of Dayton
300 College Pa rk
D a y t o n , OH 45469-2110
P h . 937-229-2453 or 888-483-2237
Fax 937-229-2371
ri c h a r d . st o c k @ n o t e s . u d a y t o n . e d u
w w w. u d a y t o n . e d u / ~ b r g
Richard Stock, D i r e ct o r
2 0 - 2 0 - 2 0 - 0

Center for Urban and Public A f f a i r s

W right State Univ ers i t y
3640 Colonel Glenn Hwy.
225 Millett Hall
D a y t o n , OH 45435
P h . 937-775-2941 
Fax 937-775-2422
d a vid . j o n e s @ w rig h t . e d u
w w w. w rig h t . e d u / c u p a / s rl
T. D a vid Jo n e s , D i r. S u rvey Rese a rc h
1 4 - 1 4 - 1 4 - 0

L2 Marketing Research, L t d .

381 Miamisburg - Centerville Rd.
D a y t o n , OH 45459
P h . 937-435-5067 
Fax 937-435-3457
in fo @ l 2 m r. c o m
w w w. l 2 m r. c o m
Libby We b st er or Lou Es Greene
1 2 - 0 - 1 2 - 0

L2 Marke t ing Rese a rch provides quality marke t-
ing rese a rch in fo rm a t ion and servi c e s , both qual-
i t a t ive and quantitativ e . Our services and facili t y
are the top-rated in the Dayton area and
in c l u de : focus gro u p s , I D I ’ s , p ro d u ct , t a ste and
m e dia test ing , mock juri e s , t elephone and in t er-
cept surv e y s , m y st ery shops.We can We b c a st
focus groups se s s ions worldw ide .

P a r a gon Opinion Research,I n c .

1950 Composite Dr.
M a il Stop W 6
Ke t t ering , OH 45420
P h . 937-294-9004 
Fax 937-294-9006
s m c l a u g h lin @ p a ra go n a l li a n c el t d . c o m
2 0 - 0 - 2 0 - 0
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To l e d o

A Z G Research

325 E.Wo o st er St.
B ow ling Green, OH 43402
P h .800-837-4300 
Fax 419-725-0100
s a l e s @ a z gr e se a rc h . c o m
w w w. a z gr e se a rc h . c o m
2 5 - 2 5 - 2 5 - 2 5

BRI Research, L L C

5855 Monroe St.
S y l va ni a , OH 43560
P h .419-882-6629 
Fax 419-882-6574
t t a y l o r @ b ri r e se a rc h . c o m
L inda Hagedorn ,V. P. of Opera t io n s
1 0 0 - 1 0 0 - 1 0 0 - 8 0

C r e a t i ve Marketing Ent., I n c .

6711 Monroe St.
B ld g . I V, Suite C
S y l va ni a , OH 43560
P h .419-867-4444 or 800-533-8480
Fax 419-867-4470
l p b row n @ c m e in e t . c o m
Joyce Cleveng er, E xe c .V. P.
5 5 - 5 5 - 5 5 - 5 5

Great Lakes Marketing A s s o c i a t e s

3103 Exe c ut ive Pkwy. ,Suite 106
To l e d o, OH 43606
P h .419-534-4700 or 419-481-1038
Fax 419-531-8950
in fo @ gr e a t l a ke s m a rke t ing . c o m
w w w. gr e a t l a ke s m a rke t ing . c o m
M a rk Iott, P rin ci p a l
2 0 - 2 0 - 2 0 - 2 0

O k l a h o ma City

Oklahoma City Research Services 

D iv. of Ruth Nelson Rese a rch Servi c e s
4323 N.W. 63rd St.,# 2 3 5
Oklahoma City, OK 73116-1520
P h .405-840-2707 or 303-758-6424
Fax 405-840-2754
o c rs @ c oxin e t . n e t
w w w. rut h n el s o n r e se a rc h s v c s . c o m
Bohn Macro ry
8 - 0 - 8 - 0
(See advert i sement on p. 3 2 )

Oklahoma Market Research

Data Net
4900 N. Po rtland Av e . , Suite 150
Oklahoma City, OK 73112
P h . 405-525-3412 
Fax 405-525-3419
m a il @ d a t a n e t - r e se a rc h . c o m
Ju dy Nitta,Vice Preside n t
4 0 - 4 0 - 4 0 - 4 0

Tu l s a

Consumer Logi c , I n c .

4928 S.79th E.Av e .
Fontana Center
Tu l s a , OK 74145
P h . 918-665-3311 or 800-544-1494
Fax 918-665-3388
d j a rr e t t @ c o n s u m er- l o gi c . c o m
w w w. c o n s u m er- l o gi c . c o m
Dan Ja rr e t t , P r e s ide n t
3 8 - 2 8 - 2 8 - 2 8

On-Line Communications, I n c .

401 S.E.D e w e y
B a rt l e s vil l e, OK 74003
P h . 800-765-3200 or 918-338-2000
Fax 918-338-0831
a s k u s @ o n - lin e c o m . c o m
w w w. o n - lin e c o m . c o m
Pe ggy O’Connor
1 8 0 - 1 8 0 - 1 8 0 - 1 8 0
(See advert i sement on pp. 6 7 , 1 2 7 )

Po rt l a n d

B a r d s l ey & Neidhart, I n c .

1220 S.W. M o rri s o n , Suite 425
Po rt l a n d ,OR 97205
P h . 503-248-9058 
Fax 503-222-3804
in fo @ b n r e se a rc h . c o m
w w w. b n r e se a rc h . c o m
G a ry Fra z i er, Fi eld Direct o r
3 0 - 3 0 - 3 0 - 3 0

Consumer Opinion Services,I n c .

Lloyd Focus & Vide o c o n f erence Center
2225 Lloyd Center
Po rt l a n d ,OR 97232
P h . 503-493-2870 or 206-241-6050 for bid s
Fax 503-493-2882
j im @ p o rt l a n d o p inio n . c o m
w w w. c o s v c . c o m
J im We a v er, M a n a g er
1 8 - 1 0 - 1 8 - 0
(See advert i sement on p. 9 2 )

Gartner Consulting

308 S.W. Fi rst Av e .
Po rt l a n d ,OR 97204-3499
P h . 503-241-8700 
Fax 503-241-8716
c u st o m r e se a rc h @ ga rt n er. c o m
w w w. ga rt n er. c o m
N a n dita Stixru d , P ro j e ct Coord. M gr.
7 5 - 7 5 - 7 5 - 7 5

HN Research, L L C

18277 SW 133rd Terra c e
Tu a l a t in , OR 97062
P h . 877-330-6726 
Fax 503-625-3438
t o n y @ h n r e se a rc h . c o m
w w w. h n r e se a rc h . c o m
6 0 - 0 - 6 0 - 6 0

I n fo Tek Research Group, I n c .

4915 S.W. G ri f fith Dr. , Suite 210
B e a v ert o n , OR 97005
P h . 503-644-0644 
Fax 503-641-0771
st e v e @ in fo t e k r e se a rc h . c o m
w w w. in fo t e k r e se a rc h . c o m
Steve Boespfl u g ,V. P. / P rin ci p a l
6 2 - 6 2 - 6 2 - 6 2

Market Decisions Corpo r a t i o n

8959 S.W. Barbur Blvd.,Suite 204
Po rt l a n d ,OR 97219
P h . 503-245-4479 
Fax 503-245-9677
in fo @ m d c r e se a rc h . c o m
w w w. m d c r e se a rc h . c o m
L e st er Harm a n , Fi eld Svcs Acct .E xe c .
6 0 - 6 0 - 6 0 - 6 0

Research Data Design, I n c .

5100 S.W. M a c a d a m , Suite 500
Po rt l a n d ,OR 97239
P h . 503-223-7166 
Fax 503-223-6760
in fo @ r d d . in fo
w w w. r d d . in fo
John Stepleton, P r e s ide n t
2 1 6 - 2 1 6 - 2 1 6 - 2 1 6

Sorensen Associates Inc

999 N.W. Frontage Rd.,Suite 190
Tro ut d a l e, OR 97060
P h . 503-665-0123 
Fax 503-666-5113
j a m e s . s o r e n se n @ s a i e m a il . c o m
w w w. s o r e n se n - a s s o ci a t e s . c o m
L inda Zin c k ,D i r. , C o n s u m er Rese a rc h
2 5 - 0 - 2 5 - 0

A l l e n t ow n / B e t h l e h e m

Marketing Solutions Corpo r a t i o n

175 W. B ut t ern ut Rd.
H el l ert ow n , PA 18055
P h . 800-326-3565 
Fax 973-540-9280
M a rke t ing S o l ut io n s @ a t t gl o b a l . n e t
w w w. m a rke t ing s o l ut io n s c o rp . c o m
Greg Surov ci k ,Vice Preside n t
2 5 - 2 5 - 2 5 - 2 5

PA R E X E L - I M C

3724 Crescent Court W.
W hi t e h a l l , PA 18052
P h . 610-437-4000 
Fax 610-437-5212
s a l e s @ in t e gra t e d m c . c o m
w w w. in t e gra t e d m c . c o m
1 0 4 - 1 0 4 - 1 0 4 - 1 0 4
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E r i e

Moore Research Services, I n c .

2675 We st 12th St.
E ri e, PA 16505
P h .814-835-4100 
Fax 814-835-4110
c o l l e e n @ m o o r e - r e se a rc h . c o m
w w w. m o o r e - r e se a rc h . c o m
Colleen Moore Mezler, P r e s ide n t
1 5 - 1 5 - 3 - 3

L a n c a s t e r
Visions Marketing Services

528 W. O ra nge St.
L a n c a st er, PA 17603
P h .800-222-1577 
Fax 717-295-8020
a l l a n @ v m s m k t . c o m
w w w. v m s m k t . c o m
Allan Gel l er, P r e s ide n t
3 5 - 3 5 - 3 5 - 3 5

Philadelphia/Southern NJ

M Davis & Co.,I n c .

1520 Locust St., 3rd fl o o r
P hil a del p hi a , PA 19102-4403
P h .215-790-8900 or 800-842-4836
Fax 215-790-8930
in fo @ m d a vi s c o . c o m
w w w. m d a vi s c o . c o m
Guy Dunn
4 0 - 4 0 - 4 0 - 4 0

Delta Market Research,I n c .

333 N.Yo rk Rd.
H a t b o ro, PA 19040
P h . 215-674-1180 
Fax 215-674-1271
D M R S U P P O RT @ a o l . c o m
3 2 - 3 2 - 3 2 - 3 2

Eastern Research Services

1001 Baltimore Pike, Suite 208
S p ring fi eld , PA 19064
P h . 610-543-0575 ext 306 or ex t . 3 5 7
Fax 610-543-2577
k im b erly @ e a st ern r e se a rc h . c o m
w w w. e a st ern r e se a rc h . c o m
6 0 - 6 0 - 6 0 - 6 0

ICR/International Communications Rsch.

53 W. B a l t imore Pike
M e di a , PA 19063-5698
P h . 484-840-4300 
Fax 484-840-4599
i c r @ i c rs u rv e y. c o m
w w w. i c rs u rv e y. c o m
Steve McFa d de n , P r e s ide n t
3 0 0 - 3 0 0 - 3 0 0 - 3 0 0
(See advert i sement on p. 2 8 )

ICT Research Services

100 Bra n dy w ine Blvd
N e w t ow n , PA 18940
P h . 267-685-5660 
Fax 267-685-5724
a s u p er fin e @ i ct gro u p . c o m
w w w. i ct gro u p . c o m
Alan Super fin e,V. P. / G . M .
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

J . Reckner A s s o c i a t e s , I n c .

587 Bethlehem Pike, Suite 800
M o n t go m ery vil l e, PA 18936-9742
P h . 215-822-6220 
Fax 215-822-2238
m o n t go m ery vil l e 0 3 @ r e c k n er. c o m
w w w. r e c k n er. c o m
B a r b a ra Ogri ze k ,Vice Preside n t
1 0 0 - 1 0 0 - 1 0 0 - 7 5

Global fi eld management and data collect ion fo r
q u a n t i t a t ive and quali t a t ive pro j e ct s . M e di c a l ,
health care, c o n s u m er, b u s in e s s , n ut ra c e ut i c a l ,
se n s o ry ex p ert i se .Web surv e y, C AT I , C A P I ,
C LT s ,H U T s , t el e - de p t h s . C o o p era t ing physici a n
d a t a b a se of 300,000+. P ro gra m ming , c o ding ,
t a b u l a t io n s . Four pro d u ct test ing centers . S e v e n
focus group facili t i e s . Fo c u s Vi s ion vide o c o n f er-
e n cing and vide o st r e a ming .

www.quirks.com Quirk’s Marketing Research Review | 127



JRP Marketing Research Services

100 Gra nite Dr. ,Terrace Level
M e di a , PA 19063
P h .610-565-8840 
Fax 610-565-8870
j rp m a rk @ j rp m r. c o m
w w w. j rp m r. c o m
Kathy McCart y
3 3 - 1 5 - 2 0 - 2 0

C e n t ral telephone room equipped with CfMC
S u rvent software for CATI in t ervi e w ing . J R P -
t ra ined in t ervi e w ers have an average of 10 ye a rs
of ex p eri e n c e .We have been conduct ing quali t y
c o n s u m er, m e dical and busin e s s - t o - b u s in e s s
in t ervi e w ing for 48 ye a rs . At JRP your pro j e ct s
are completed on budget and on tim e .

MAXimum Research,I n c .

1860 Greentree Rd.
C h erry Hil l , NJ 08003
P h .856-874-9000 or 888-212-7200
Fax 856-874-9002
s a l e s @ m a xim u m r e se a rc h . c o m
w w w. m a xim u m r e se a rc h . c o m
R o b ert A.M a l m u d
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

M a ximum Rese a rch is a cert i fied small busin e s s
yet is the largest in t ervi e w ing facility in Sout h
Jerse y.We pride ourselves on offering hig h - q u a l-
ity in t ervi e w ing and cust o m er servi c e .We offer
100 CATI st a t io n s ; multiple inbound 800-lin e s ;
m a il , focus group and Web recru i t ing ; in - p ers o n
in t ervi e w s ; on-site pro gra m ming , q u e st io n n a i r e
de v el o p m e n t , c o ding , st a t i stical tabulatio n s ;
C f M C ,We b Q u ery and SPSS;quick turn a ro u n d
of large st u di e s .
(See advert i sement on opposite page)

MSI International East, I n c .

860 Fi rst Av e . , Suite 860
K ing of Pru s s i a , PA 19406
P h .610-265-2000 or 800-927-0919
Fax 610-265-2213
p a u l _ st ra s ser @ m s im s i . c o m
w w w. m s im s i . c o m
S h a ron Santang el o, Fi eld Direct o r
4 0 - 4 0 - 4 0 - 4 0

The Olson Research Group, I n c .

N o rth American Te c h n o l o gy Center
48 Swan Wa y, Suite 102
Wa rmin st er, PA 18974
P h . 267-487-5500 
Fax 215-672-8988
p n e a l @ d s o n r e se a rc h gro u p . c o m
w w w. o l s o n r e se a c h gro u p . c o m
Paul Neal,Vice Preside n t
1 5 - 1 5 - 1 5 - 1 5
(See advert i sement on p. 7 3 )

Ricci Telephone Research,I n c .

2835 We st Chest er Pike
B ro o m a l l , PA 19008
P h . 610-356-7575 or 610-356-0675
Fax 610-356-7577
in fo @ ri c ci r e se a rc h . c o m
w w w. ri c ci r e se a rc h . c o m
C h ris Ricci ,P r e s ide n t
5 0 - 5 0 - 5 0 - 5 0

RSVP/Research Services

1916 Welsh Rd.
P hil a del p hi a , PA 19115
P h . 215-969-8500 
Fax 215-969-3717
rs v p @ rs v p r e se a rc h . c o m
w w w. rs v p r e se a rc h . c o m
M i c h a el Feld m a n , C o - C E O
6 0 - 6 0 - 6 0 - 6 0

Schlesinger Associates Philadelphia, I n c .

1650 Arch St., 27th fl o o r
P hil a del p hi a , PA 19103
P h . 215-564-7300 
Fax 215-564-5161
p a @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
A m b er Leila Jo n e s , Fa cility Direct o r
2 5 - 0 - 2 5 - 2 5
(See advert i sement on Inside Front Cov er )

Te l e r e s e a r c h

1300 Vi r ginia Driv e, Suite 401
Fo rt Wa s hing t o n , 1 9 0 3 4
P h . 610-631-8959 
ro l e s k y @ t rs u rv e y. c o m
R o b in Olesky
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0

T M R , I n c .

1924 Pa rker Av e .
H o l m e s , PA 19043
P h . 610-586-5051 
Fax 610-586-6466
j v c @ t m rin fo . c o m
w w w. t m rin fo . c o m
Yo u s sett Zerk a ni ,V. P. / G . M .
5 0 - 5 0 - 5 0 - 5 0

T M R , I n c .

450 Pa rk w a y
B ro o m a l l , PA 19008
P h . 610-359-1190 
Fax 610-359-1824
j v c @ t m rin fo . c o m
w w w. t m rin fo . c o m
M i c h elle Adore,V. P. / G . M .
5 0 - 5 0 - 5 0 - 5 0

P i t t s b u r g h

All Fa c i l i t i e s , I n c .

D i r e ct Response Marke t ing , I n c .
1500 Ardmore Blvd.
P i t t s b u r g h , PA 15221
P h . 412-242-6200 
Fax 412-731-9510
in fo @ d rm t d r. c o m
w w w. di r e ct r e s p o n se m k t g . c o m
M i c h a el Vert u l l o, B u s .D e v. C o o r d .
7 0 - 7 0 - 7 0 - 7 0

C a m pos Market Research, I n c .

D/B/A Campos, I n c .
216 Boulevard of the Alli e s
P i t t s b u r g h , PA 15222-1619
P h . 412-471-8484 
Fax 412-471-8497
m a rke t ing @ c a m p o s . c o m
w w w. c a m p o s . c o m
Kathy Leeper, P ro j e ct Manager
4 0 - 2 0 - 4 0 - 4 0

Clark Market Research

5933 Baum Blvd.
P i t t s b u r g h , PA 15206
P h . 412-361-3200 
Fax 412-361-3319
j j c a 5 9 3 3 @ a o l . c o m
w w w. c l a rk servi c e s . n e t
John J. C l a rk , P r e s ide n t
4 0 - 2 0 - 4 0 - 4 0

Customer Contact, I n c . ( C C I )

2325 E.C a rson St.
P i t t s b u r g h , PA 15203
P h . 412-431-7020 
Fax 412-431-7025
t im @ p g h m a il . c o m
Tim Mars h a l l , P r e s ide n t
3 6 - 3 6 - 3 6 - 3 6

Customer Contact, I n c . ( C C I )

38 N. M a in St.
Wa s hing t o n , PA 15301
P h . 724-222-5040 
Fax 724-222-5135
t im @ p g h m a il . c o m
Tim Mars h a l l , P r e s ide n t
2 4 - 2 4 - 2 4 - 2 4

Direct Fe e d b a c k , I n c .

Four Station Square, Suite 545
P i t t s b u r g h , PA 15219
P h . 412-394-3676 or 800-519-2739
Fax 412-394-3660
mig n el l a @ d f r e se a rc h . c o m
w w w. d f r e se a rc h . c o m
M a r garet Pow ers , P ro j e ct Manager
1 5 - 1 5 - 1 5 - 1 5

F u l l - service fi rm providing a broad ra nge of
q u a li t a t ive and quantitative marke t ing rese a rc h
servi c e s , s p e ci a li z ing in consumer, b u s in e s s - t o -
b u s in e s s , m e dical and fin a n cial marke t s . O u r
c e n t ra l ly located office is fully equipped with
st a t e - o f - t h e - a rt telephone and comput er tech-
n o l o gy that can accommodate any large or
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small marke t ing rese a rch pro j e ct . D i r e ct
Feedback has an in - h o u se focus group facili t y
with audio, vide o, and DVD recording servi c e s
a va il a bl e . D i r e ct Feedback has 20 CATI work-
st a t io n s . R e c ru i t ing is exe c uted by an in - h o u se
n e t w o rk of quali fied telephone in t ervi e w ers wh o
have completed tra ining courses on marke t ing
r e se a rch techni q u e s .A d di t io n a l ly, it is possibl e
for our clients to remote-monitor all of their
r e se a rch st u di e s .

Focus Center of Pittsbu r g h

2101 Greentree Rd., # A-106
P i t t s b u r g h ,PA 15220
P h .412-279-5900 
Fax 412-279-5148
f c p @ fo c u s c e n t ero f p i t t s b u r g h . c o m
w w w. fo c u s c e n t ero f p i t t s b u r g h . c o m
C y n t hia Dunwort h
5 0 - 5 0 - 5 0 - 5 0

Guide Post Research

21 Yo st Blvd.,Suite 202
P i t t s b u r g h ,PA 15221-5283
P h .412-823-8444 
Fax 412-823-8300
G D E P ST @ a o l . c o m
Jay P. La Mond, P r e s ide n t
1 5 - 0 - 1 5 - 0

N o ble Interviewing Service,I n c .

1610 Potomac Av e .
P i t t s b u r g h ,PA 15216
P h .412-343-6455 
Fax 412-343-3288
Alma Nobl e, P r e s ide n t
2 0 - 0 - 2 0 - 0

PERT Survey Research 

2247 Babcock Blvd.
P i t t s b u r g h ,PA 15237
P h .412-939-1500 
Fax 412-939-1529
c a t h y. f ra n k @ p ert s u rv e y. c o m
w w w. p ert s u rv e y. c o m
Cathy Fra n k ,O p era t ions Manager
5 6 - 5 6 - 5 6 - 5 6

S tate College

Diagnostics Plus, I n c .

1333 S. Allen St.
State College, PA 16801
P h .814-238-7936 
Fax 814-231-7672
p a u lw @ di a g n o st i c s p l u s . c o m
w w w. di a g n o st i c s p l u s . c o m
Paul We e n er, P r e s ide n t
2 3 - 2 3 - 2 3 - 2 3

Market Insight, I n c .

112 W. Fo st er Av e . , Suite 202-C
State College, PA 16801
P h . 800-297-7710 or 814-231-2140
Fax 814-234-7215
f ra n k f @ m k t - in s ig h t . c o m
w w w. m k t - in s ig h t . c o m
Frank Fo rn e y, P r e s ide n t
4 8 - 4 8 - 4 8 - 4 8

M a rket Insight is a full-service market rese a rc h
fi rm fo c u s ing on health care while also serving
o t h er in d u st ri e s . E x p erienced in rese a rch among
p h y s i ci a n s , o t h er pro f e s s ionals and consumers
u s ing a mix of quantitative and quali t a t iv e
m e t h o d o l o gies in c l u ding Intern e t , t el e p h o n e,
focus gro u p s , in - p erson and mail . C ATI facili t y
b o a sts hig h ly tra ined in t ervi e w ers and st a t e - o f -
t h e - a rt technology.

N ew p o rt

A dvantage Marketing Info r m a t i o n , I n c .

7 Main St.,H a r b o r, Suite 3
Wi c k fo r d ,RI 02852
P h . 800-732-6345 
Fax 401-294-6661
in fo @ a d va n t a g e m a rke t ingin fo . c o m
w w w. a d va n t a g e m a rke t ingin fo . c o m
Rick Nagel e, P r e s ide n t
1 5 - 0 - 1 5 - 0

P r ov i d e n c e

C a p t u r e , I n c .

334 Knight St. # 1 3 3
Wa r w i c k ,RI 02886
P h . 401-732-3269 or 866-463-8638
Fax 401-739-3003
r e s o u rc e @ c a p t u r e in c . c o m
w w w. c a p t u r e in c . c o m
S t u a rt H. M a rio n , M a n a ging Pa rt n er
2 0 - 2 0 - 2 0 - 2 0
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G r e e n v i l l e / S p a rta n b u r g

ProGen Research, I n c .

2724-A Wa de Hampton Blvd.
G r e e nvil l e, SC 29615
P h .864-244-3435 
Fax 864-244-8283
2 2 - 7 - 2 2 - 2 2

Research Inc.

211 Century Dr. , Suite 102-D
G r e e nvil l e, SC 29607
P h .864-232-2314 or 770-619-9837 (Hq.)
Fax 864-232-1408
in fo @ r e se a rc hin c o rp o ra t e d . c o m
w w w. r e se a rc hin c o rp o ra t e d . c o m
Cathy Sonfi eld
1 8 - 1 0 - 1 8 - 1 8

D avid Sparks & A s s o c i a t e s

107 Clemson St.
C l e m s o n ,SC 29631
P h .864-654-7571 
Fax 864-654-3229
m o r e @ s p a rk s r e se a rc h . c o m
w w w. s p a rk s r e se a rc h . c o m
4 8 - 4 8 - 4 8 - 1 0

Sioux Fa l l s

American Public Opinion Survey & Market

M a rket Rese a rch Corp .
1320 S. M innesota Av e .
S ioux Fa l l s , SD 57105-0625
P h .605-338-3918 
Fax 605-338-3964
ro n @ m t c n e t . n e t
w w w. m t c n e t . n e t / ~ ro n
Ron Van Beek, P r e s ide n t
2 7 - 2 7 - 2 7 - 2 7

L & S Te l e S e r v i c e s , I n c .

3812 N. C liff Av e .
S ioux Fa l l s , SD 57104
P h .800-894-7832 
Fax 605-978-1581
j o h n . s i e v ert @ l - s . c o m
w w w. m o st r e s p o n s iv e . c o m
John Sievert
2 4 - 2 4 - 2 4 - 2 4

R M A , I n c .

R o b inson & Muenst er Associ a t e s , I n c .
1208 Elkhorn St.
S ioux Fa l l s , SD 57104-0218
P h . 605-332-3386 
Fax 605-332-8722
j im r @ rm a - in c . c o m
w w w. rm a - in c . c o m
1 2 8 - 1 2 8 - 1 2 8 - 1 2 8

C h a t ta n o o g a

Wilkins Research Services, L L C

1730 Gunbarr el Rd.
C h a t t a n o o ga ,TN 37421
P h . 423-894-9478 
Fax 423-894-0942
in fo @ w il k in s r e se a rc h . n e t
w w w. w il k in s r e se a rc h . n e t
Lisa Wil k in s ,C o - O w n er
6 0 - 6 0 - 6 0 - 6 0

M e m p h i s

AccuData Market Research,I n c .

1036 Oakhaven Rd.
M e m p hi s ,TN 38119
P h . 800-625-0405 or 901-763-0405
Fax 901-763-0660
va l @ a c c u d a t a . n e t
w w w. a c c u d a t a . n e t
Va l erie Jo l ly, M a n a g er
1 2 - 0 - 1 2 - 1 2

PWI Research

5100 Poplar Av e . , Suite 3125
M e m p hi s ,TN 38137
P h . 901-682-2444 
Fax 901-682-2471
e b e e c h @ p w i r e se a rc h . c o m
w w w. p w i r e se a rc h . c o m
E l lie Beech, P r e s ide n t
3 5 - 3 5 - 3 5 - 3 5

N a s h v i l l e

The Nashville Research Group,L L C

1161 Murfreesboro Pike, Suite 150
N a s h vil l e,TN 37217
P h . 615-399-7727 
Fax 615-399-9171
servi c e @ n a s h vil l er e se a rc h . c o m
w w w. n a s h vil l er e se a rc h . c o m
G lyna E. K il p a t ri c k , Fi eld Direct o r
9 - 0 - 9 - 9

Perdue Research Group

21 W hite Bridge Rd.,Suite 200
N a s h vil l e,TN 37205
P h . 615-298-5117 
Fax 615-298-5668
g f u s o n @ min d s p ring . c o m
w w w. p er d u er e se a rc h gro u p . c o m
Greg Fuson, A c ct .M gr.
2 0 - 1 6 - 0 - 0

Prince Market Research

200 31st Av e .N . , Suite 200
N a s h vil l e,TN 37203
P h . 615-292-4860 or 800-788-7728
Fax 615-292-0262
in fo @ P M R e se a rc h . c o m
w w w. P M R e se a rc h . c o m
8 - 0 - 8 - 0

A u s t i n

D a t a S o u r c e

133 W. San Antonio St.
San Marc o s ,TX 78666
P h . 512-805-6000 ex t . 6017 
Fax 512-805-6060
k c a st l e b erry @ d a t a s o u rc e . u s
w w w. d a t a s o u rc e . u s
Kel ly Cast l e b erry, P r e s ide n t
8 5 - 8 5 - 8 5 - 8 5

Tammadge Market Research

210 Barton Springs Rd.,Suite 515
Au st in ,TX 78704
P h . 800-879-9198 or 512-474-1005
Fax 512-370-0339
m eli s s a @ t a m m a d g e . c o m
w w w. t a m m a d g e . c o m
M elissa Pe p p er, C S O
3 0 - 2 0 - 3 0 - 3 0

D a l l a s / Fo rt Wo rt h

A DialTek Company

P. O .B ox 170597
A rling t o n ,TX 76003-0597
P h . 8 7 7 - D I A LTEK ex t . 101 or 

214-741-2635 ex t . 1 0 1
Fax 214-742-0014
d a ni el @ di a l t e k . c o m
w w w. di a l t e k . c o m
D a ni el Lee
7 5 - 7 5 - 7 5 - 7 5

DSS Research

6750 Locke Av e .
Fo rt Wo rt h ,TX 76116-4157
P h . 800-989-5150 
Fax 817-665-7001
j t o d d @ d s s r e se a rc h . c o m
w w w. d s s r e se a rc h . c o m
Je n ni f er To d d ,M a rke t ing Coordin a t o r
8 0 - 8 0 - 8 0 - 8 0

Focus On Dallas, I n c .

Alpha Plaza
4887 Alpha Rd.,Suite 210
D a l l a s ,TX 75244-4632
P h . 972-960-5850 or 800-824-9796
Fax 972-960-5859
b id s @ fo c u s o n d a l l a s . c o m
w w w. fo c u s o n d a l l a s . c o m
M a ry Ulri c h , P r e s ide n t
3 6 - 0 - 3 6 - 0
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The Gallup Organization - Dallas

1717 Main St.,Suite 5350
D a l l a s ,TX 75201
P h .214-752-0399 
w w w. ga l l u p . c o m
2 4 0 - 2 4 0 - 2 4 0 - 2 4 0

I n formation Unlimited, I n c .

13747 Montfo rt Dr. ,Suite 217
D a l l a s ,TX 75240
P h .972-386-4498 
Fax 972-450-8456
c k u e p ker @ in fo rm a t io n u n limi t e d . n e t
w w w. in fo rm a t io n u n limi t e d . n e t
Chad Ku e p ker, D i r. Of Opera t io n s
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

I n fo rm a t ion Unlimited deliv ers hig h - q u a lity data
on a tim ely basis.Our pro a ct ive management
staff keeps clients well in fo rm e d .We offer up-to-
t h e - min ute real-time report ing of telephone and
I n t ernet data in both tabular and gra p hic fo rm .

M / A / R / C® R e s e a r c h

1660 North We st ridge Circ l e
I rving ,TX 75038-2424
P h .800-884-6272 or 972-506-3712
Fax 972-506-3612
k a r e n . a h l grim @ m a rc r e se a rc h . c o m
w w w. m a rc r e se a rc h . c o m
Karen Ahlgrim ,C hief Mktg. O f fi c er
1 9 0 - 1 9 0 - 1 9 0 - 1 9 0
(See advert i sement on p. 2 7 )

MMR Research

8700 N. Stemmons Fwy. , Suite 190
D a l l a s ,TX 75247-3715
P h .800-315-TEXX 
Fax 214-630-6769
t v eli z @ m m r x . c o m
Tony Veli z , Fa cility Direct o r
1 0 - 0 - 1 0 - 0

Rincon & A s s o c i a t e s

6500 Greenville Av e . , Suite 510
D a l l a s ,TX 75206
P h .214-750-0102 
Fax 214-750-1015
in fo @ rin c o n a s s o c . c o m
w w w. rin c o n a s s o c . c o m
E dward T. R in c o n , P h . D . , P r e s ide n t
3 0 - 3 0 - 3 0 - 0

S avitz Field and Focus - Dallas

13747 Montfo rt Dr. ,Suite 112
D a l l a s ,TX 75240
P h .972-386-4050 
Fax 972-450-2507
in fo rm a t io n @ s a vi t z fi eld a n d fo c u s . c o m
w w w. s a vi t z fi eld a n d fo c u s . c o m
H a rriet E.S il v erm a n , E xe c .Vice Preside n t
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

Schlesinger Associates Dallas, I n c .

JP Morgan Intern a t ional Plaza III
14241 Dallas Pkwy. , Suite 500
D a l l a s ,TX 75254
P h .972-503-3100 
Fax 972-503-3102
d a l l a s @ s c h l e s ing era s s o ci a t e s . c o m
w w w. s c h l e s ing era s s o ci a t e s . c o m
Nancy Ashmore, Fa cility Direct o r
1 8 - 0 - 1 8 - 1 8
(See advert i sement on Inside Front Cov er )

El Paso

AIM Research

10456 Brian Mooney
El Pa s o,TX 79935
P h . 915-591-4777 
Fax 915-595-6305
in fo @ a im r e se a rc h . c o m
w w w. a im r e se a rc h . c o m
L inda Adams, O w n er / D i r e ct o r
3 0 - 2 0 - 3 0 - 5
(See advert i sement on this page)

Bilingual Research Services

A div. of East ern Rese a rch Servi c e s
Vi sta Est r ella II
1810 George Diter Blvd.,Suite 106
El Pa s o,TX 79936
P h . 469-222-1984 
Fax 610-543-2577
s u z a n n e @ e a st ern r e se a rc h . c o m
w w w. b ilingu a l - r e se a rc h . c o m
Suzanne Lopez
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0
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H o u s t o n

CQS Research,I n c .

2500 We st Loop S., Suite 300
H o u st o n ,TX 77027
P h .713-783-9111 or 800-460-9111
Fax 713-789-2020
c q s @ c q s in c . c o m
w w w. c q s in c . c o m
Jan Homer
5 0 - 5 0 - 5 0 - 5 0

C r e a t i ve Consumer Research

3945 Greenbri a r
S t a f fo r d ,TX 77477
P h .281-240-9646 
Fax 281-240-3497
m p a n t o j a @ c c rs u rv e y s . c o m
w w w. c c rs u rv e y s . c o m
M igu el Pa n t o j a , B ranch Manager
6 0 - 5 0 - 6 0 - 0

Market Research & Analysis Field Staff, I n c .

G a l l eria Mall Fin a n cial Center, # 6 9 9
5075 We st h e im er St.
H o u st o n ,TX 77056
P h . 713-271-5624 
Fax 713-840-0699
m ra f s @ s w b el l . n e t
w w w. m a rke t r e se a rc h a n a ly s i s . l o c a ly p . c o m
Fay Pa rker, P r e s ide n t
1 0 - 6 - 1 0 - 0

M M R - H o u s t o n

1709 Dry den Rd.,Suite 1414
H o u st o n ,TX 77030
P h . 800-667-1101 or 713-797-1414
Fax 713-797-1404
m m r @ m m r h o u st o n . c o m
w w w. m m r h o u st o n . c o m
Jan Homer
5 0 - 5 0 - 5 0 - 5 0

Opinions Unlimited, I n c .

Three Riv er w a y, Suite 250
H o u st o n ,TX 77056
P h . 713-888-0202 or 800-604-4247
Fax 713-960-1160
a s k @ o p inio n s - u n limi t e d . c o m
w w w. o p inio n s - u n limi t e d . c o m
Andrew Mart in ,Vice Preside n t
7 5 - 5 0 - 7 5 - 2 4

N a t ional in t ervi e w ing and recru i t ing speci a li st s .
U t ili ze the effi ci e n cies of CATI technology fo r

large national recru i t s . B e n e fit from our quali t a-
t ive recru i t ing and pro j e ct management ex p er-
t i se as an Impulse Survey “ Top Rated” fo c u s
group facility 1995 - 2004 and ov er 20 ye a rs of
ex p erience in data collect io n .

UFSA Quantitative

12000 Richmond Av e . , Suite 200
H o u st o n ,TX 77082
P h . 713-482-6555 
Fax 713-266-6276
m b a t e s @ u f s a n e t w o rk . c o m
w w w. u f s a q u a n t i t a t iv e . c o m
M a ry Bates
5 0 - 5 0 - 5 0 - 5 0

Voter Consumer Research

3845 FM 1960 We st ,Suite 440
H o u st o n ,TX 77068
P h . 281-893-1010 
Fax 281-893-8811
d a n @ v c r h o u st o n . c o m
w w w. v c r h o u st o n . c o m
Dan Ke s s l er,Vice Preside n t
9 0 - 9 0 - 9 0 - 9 0

Voter Consumer Research 

307 Sawdust Rd., Suite F
The Wo o d l a n d s ,TX 77380
P h . 8 0 0 - V C R - P O LL or 281-364-0911
Fax 281-364-1129
d a n @ v c r h o u st o n . c o m
w w w. v c r h o u st o n . c o m
Dan Ke s s l er,Vice Preside n t
9 6 - 9 6 - 9 6 - 9 6
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L ub b o c k

United Marketing Research

1516 53rd St.
L u b b o c k ,TX 79412
P h .806-744-6740 
Fax 806-744-0327
u m r 2 2 0 @ d o o r. n e t
w w w. u m s p ro m o . c o m
D a vid McDonald ,S a l e s / M a rke t ing Dir.
8 5 - 8 5 - 8 0 - 8 0

San A n t o n i o

Consumer Research Services/VNU

770 Bro a dw a y
New Yo rk , NY 10003-9595
P h .646-654-5000 
w w w. v n u . c o m
7 0 - 7 0 - 7 0 - 7 0

C r e a t i ve Consumer Research 

5300 Wurzbach Rd., Suite 400
San Antonio,TX 78238
P h .210-520-7025 
Fax 210-680-9906
c c rs a n a n t o nio @ c c rs u rv e y s . c o m
w w w. c c rs u rv e y s . c o m
Richard We in h o ld ,Vice Preside n t
5 0 - 2 5 - 5 0 - 0

Frost & Sullivan

7550 IH 10 We st , Suite 400
San Antonio,TX 78229
P h .877-463-7678 
Fax 888-690-3329
m y f ro st @ f ro st . c o m
w w w. f ro st . c o m
C h ris Montgo m ery
8 0 - 8 0 - 8 0 - 0

G a l l oway Research Services

4751 Hamilton Wolfe Rd.,Suite 100
San Antonio,TX 78229
P h .210-734-4346 
Fax 210-732-4500
in fo @ ga l l ow a y r e se a rc h . c o m
w w w. ga l l ow a y r e se a rc h . c o m
L inda K.B ra zel , G e n eral Manager
8 3 - 8 3 - 8 3 - 8 3

San Antonio’s fo r e m o st full-service opinion and
m a rke t ing rese a rch servi c e . A complete ra nge of
servi c e s , f rom rese a rch de s ig n , data collect ion to
the final analy s i s . GRS offers a high-tech 83-
st a t ion CATI phone bank, state-of-the art com-
p ut er, phone and moni t o ring equipment. G R S
e m p l o yees out s hine the competition! Hispani c
a va il a bl e .

S t . G e o r g e
PGM Incorporated 

1325 S.320 E.,# 4
S t . G e o r g e, UT 84790
P h . 801-434-9546 
Fax 801-434-7304
m a il @ p g min c o rp o ra t e d . c o m
w w w. p g min c . c o m
Rebecca Wa l t ers , C lient Development Manager
5 9 - 5 9 - 5 9 - 5 9

Western Wats Interviewing Center 

44 North 800 East
S t . G e o r g e, UT 84770
P h . 801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on this page)
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Salt Lake City

BRG Research Services

50 East 500 Nort h
P rovo, UT 84601
P h .801-373-9923 
Fax 801-374-2751
l u i s @ b r gr e se a rc h servi c e s . c o m
w w w. b r gr e se a rc h servi c e s . c o m
Luis Cart er, P r e s ide n t
1 4 0 - 1 4 0 - 1 4 0 - 1 4 0

D i s c overy Research Group

6975 Union Pa rk Center, Suite 450
Salt Lake City, UT 84047
P h .800-678-3748 
Fax 801-748-2784
s a l e s @ d r gut a h . c o m
w w w. d r gut a h . c o m
Bob Higgin s o n , B u s iness Development Manager
4 5 0 - 4 5 0 - 4 5 0 - 4 5 0
(See advert i sement on this page)

Harris Interactive®

( O r e m , Utah Telephone Center Fa cili t y )
1998 S.Columbia Lane
O r e m , UT 84097
P h . 801-226-1524 or 800-311-6593
Fax 801-226-3483
gr e m y @ h a rri s in t era ct iv e . c o m
w w w. h a rri s in t era ct iv e . c o m
1 2 2 - 1 2 2 - 1 2 2 - 1 2 2

Lighthouse Research and Deve l o p m e n t
1277 W. 12600 Sout h ,Suite 302
R iv ert o n , UT 84065
P h . 801-446-4000 
Fax 801-254-0224
s h a n n o n f @ go - lig h t h o u se . c o m
w w w. go - lig h t h o u se . c o m
2 5 - 2 5 - 2 5 - 2 5

F u l l - service rese a rch fi rm providing surv e y
de s ig n , data collect io n , a n a ly s i s , and user- f ri e n d-
ly report s . All quantitative and quali t a t iv e
m e t h o d o l o gies ava il a bl e . C o n s u m er and busin e s s
st u di e s .25 CATI st a t io n s . O ut st a n ding recru i t-
ing services and focus group facili t y.
E x p erienced modera t o rs and analy st s .We
implement out st a n ding quality control st a n d a r d s
and gu a rantee accurate and tim ely results.

PGM Incorpo r a t e d
1215 S.1680 W.
O r e m , UT 84058
P h . 801-434-9546 
Fax 801-434-7304
m a il @ p g min c o rp o ra t e d . c o m
w w w. p g min c . c o m
Rebecca Wa l t ers , C lient Development Manager
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0

Va l l ey Research,I n c .
P. O .B ox 9314
Salt Lake City, UT 84109-0314
P h . 801-255-6466 
Fax 801-9255-5119
va l l e y @ va l l e y - r e se a rc h . c o m
w w w. va l l e y - r e se a rc h . c o m
D e n nis L.G u iv er
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Venture Data

5353 South 960 East , Suite 100
Salt Lake City, UT 84117
P h . 800-486-7955 
Fax 801-685-8188
j e f f c @ Ve n t u r e D a t a . c o m
w w w. Ve n t u r e D a t a . c o m
Jeff Call,G e n eral Manager
3 1 4 - 3 1 4 - 3 1 4 - 3 1 4

Western Wats - Headquarters

701 East Tim p a ngo gos Pkwy. , B ld g .M
O r e m , UT 84097
P h . 801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0
(See advert i sement on p. 1 3 3 )
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Western Wats Interviewing Center 

208 N. Orem Blvd.
O r e m , UT 84057
P h .801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on p. 1 3 3 )

Western Wats Interviewing Center 

22 E. C e n t er St.
L o ga n ,UT 84321
P h .801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0
(See advert i sement on p. 1 3 3 )

Western Wats Interviewing Center 

39 E. 380 N.
E p h ra im , UT 84627
P h .801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
6 0 - 6 0 - 6 0 - 6 0
(See advert i sement on p. 1 3 3 )

N ew p o rt New s / N o r fo l k /
Virginia Beach

Continental Research A s s o c i a t e s , I n c .

4500 Colley Av e .
N o r fo l k ,VA 23508
P h .757-489-4887 
N a n ci A. G l a s s m a n , P r e s ide n t
1 4 - 7 - 1 4 - 1 4

Issues and Answers Netwo r k , I n c .

Global Marke t ing Rese a rc h
5151 Bonney Rd.,Suite 100
Vi r ginia Beach,VA 23462
P h .757-456-1100 or 800-23-ISSUE
Fax 757-456-0377
p e t erm @ i s s a n s . c o m
w w w. i s s a n s . c o m
Pe t er McGuin n e s s ,P r e s ide n t
3 5 - 3 5 - 3 5 - 3 5
(See advert i sement on this page)

Quick Test/Heakin 

N o r folk Telephone & Fo c u s
825 Greenbri er Circ l e, Suite 200
C h e s a p e a ke,VA 23320
P h .757-523-2505 
Fax 757-523-0463
b id @ q u i c k t e st . c o m
w w w. q u i c k t e st . c o m
Jean Bri e n
2 0 - 2 0 - 2 0 - 2 0
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R i c h m o n d

Media General Research

333 E. Fra n k lin St.
R i c h m o n d ,VA 23219
P h .804-649-6785 
Fax 804-819-1242
s s h a w @ m e di a g e n era l . c o m
w w w. m e di a g e n era l . c o m
Steve Shaw, D i r e ctor of Rese a rc h
1 5 - 0 - 1 5 - 0

R o a n o k e

Issues and Answers Netwo r k , I n c .

Global Marke t ing Rese a rc h
Buchanan Info rm a t ion Pa rk
R u ral Rte. 3 , B ox 181A
G ru n dy,VA 24614
P h .757-456-1100 or 800-23-ISSUE
Fax 757-456-0377
p e t erm @ i s s a n s . c o m
w w w. i s s a n s . c o m
Pe t er McGuin n e s s ,P r e s ide n t
8 5 - 8 5 - 8 5 - 8 5
(See advert i sement on p. 1 3 5 )

S e a t t l e / Ta c o ma

Consumer Opinion Services,I n c .

12825 Fi rst Av e .S .
S e a t t l e,WA 98168
P h .206-241-6050 
Fax 206-241-5213
in fo @ c o s v c . c o m
w w w. c o s v c . c o m
Jerry Cart er,Vice Preside n t
1 7 - 0 - 1 7 - 0
(See advert i sement on p. 9 2 )

Gilmore Research Group

2324 East l a ke Av e . E . , Suite 300
S e a t t l e,WA 98102-3306
P h .206-726-5555 
Fax 206-726-5620
p gl a zer @ gil m o r e - r e se a rc h . c o m
w w w. gil m o r e - r e se a rc h . c o m
Cathy Pe d a ,Vice Preside n t
6 0 - 6 0 - 6 0 - 6 0

GMA Research Corp.

11808 Nort h rup Wa y, Suite 270
B el l e v u e,WA 98005
P h .425-827-1251 
Fax 425-828-6778
g m a 7 0 @ a o l . c o m
Don Morga n
3 4 - 2 8 - 2 4 - 2 4

I n forma Research Services, I n c .

( fo rm erly Market Tr e n d s , I n c . )
375 Corp o rate Dr. S . , Suite 100
S e a t t l e,WA 98188
P h . 800-848-0218 
Fax 206-575-8779
in q u i ri e s @ in fo rm a rs . c o m
w w w. in fo rm a rs . c o m
Jackie We i se, D i r e ctor Nat’l/Int’l Fi eld
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on p. 6 2 )

P a c i fic Market Research

15 S. G ra dy Wa y, Suite 620
R e n t o n ,WA 98055
P h . 425-271-2300 
Fax 425-271-2400
in fo @ p a ci fi c m a rke t r e se a rc h . c o m
w w w. p a ci fi c m a rke t r e se a rc h . c o m
M a rk Rose n k ra n z , M a n a ging Direct o r
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Pa ci fic handles telephone and online data collec-
t ion pro j e cts for many of the most prest igio u s
r e se a rch fi rms in the country.We conduct
de m a n ding lega l , B 2 B ,m e di c a l , and consumer
r e se a rc h .We have a large Spanish bilingu a l
in t ervi e w ing st a f f, and Asian and European lan-
guage capabili t i e s .We also handle quali t a t iv e
r e c ru i t ing across the country.

S p o k a ne

Communications Center, I n c .

627 E.S p ra gue Av e . , Suite A
S p o k a n e,WA 99202
P h . 8 6 6 - YO UR-CCI or 509-624-8228
Fax 509-624-8341
b id s @ c ci c li e n t servi c e s . c o m
w w w. yo u rc ci . c o m
Ju dy Goodri c h , O p era t ions Direct o r
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

Robinson Research,I n c .

524 W. I n di a n a
S p o k a n e,WA 99205
P h . 509-325-8080 
Fax 509-325-8068
in fo @ ro b in s o n r e se a rc hin c . c o m
w w w. ro b in s o n r e se a rc hin c . c o m
Wil liam D.R o b in s o n , P r e s ide n t
3 0 - 3 0 - 3 0 - 3 0

S t r a t e gic Research A s s o c i a t e s

426 W. Boone Av e .
S p o k a n e,WA 99201
P h . 509-324-6960 or 888-554-6960
Fax 509-324-8992
st e v e n d @ st ra t e gi c r e se a rc h . n e t
w w w. st ra t e gi c r e se a rc h . n e t
Steven Dean or Dean Moorehouse
1 0 - 1 0 - 1 0 - 0

C h a rl e s t o n
McMillion Research Service

1012 Kanawha Blvd. E . , Suite 301
C h a rl e st o n ,WV 25301-2809
P h . 304-343-9650 
Fax 304-343-6522
j m a c e @ m c mil lio n r e se a rc h . c o m
w w w. m c mil lio n r e se a rc h . c o m
G a ry or Sandy McMil lio n , O w n ers
1 3 5 - 1 3 5 - 1 3 5 - 1 3 5

M o r g a n t ow n
S y n ov a t e

2567 Univ ersity Driv e, Suite 2017
M o r ga n t ow n ,WV 26505
P h . 847-590-7000 
Fax 547-590-7010
j o n a t h o n . b e n a vide z @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Jonathon Benavide z
1 1 0 - 1 1 0 - 1 1 0 - 1 1 0

Green Bay/Appleton
Leede Research Group,I n c .

1332 S.26th St.
M a ni t ow o c ,WI 54220
P h . 920-683-5940 
Fax 920-683-5950
J im D @ L e e de . c o m
w w w. L e e de . c o m
J im DeZeeuw,Vice Preside n t
3 5 - 3 5 - 3 5 - 3 5

The Martec Group - Green Bay

1445 North Rd.,Suite 1
Green Bay,WI 54313
P h . 920-494-1812 or 888-811-5755
Fax 920-494-3598
lin d a . se g ers in @ m a rt e c gro u p . c o m
w w w. m a rt e c gr e e n b a y. c o m
L inda Segers in , G e n eral Manager
3 2 - 3 2 - 3 2 - 3 2

Venture Research Corpo r a t i o n

681 Baeten Rd.
Green Bay,WI 54304
P h . 920-496-1960 or 800-842-8956
Fax 920-496-1961
j ko st ro s k i @ v e n t u r e g b. c o m
w w w. v e n t u r e g b. c o m
PJ Bischel
2 5 - 2 5 - 2 5 - 2 5

Wisconsin Research, I n c .

1270 Main St.
Green Bay,WI 54302
P h . 920-436-4646 
Fax 920-436-4651
k fi s c h er @ m a t o u se k a n d a s s o ci a t e s . c o m
w w w. m a t o u se k a n d a s s o ci a t e s . c o m
Kathy Fi s c h er
2 5 - 2 0 - 2 0 - 0
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M a d i s o n

Chamberlain Research Consultants, I n c .

710 John Nolen Dr.
M a di s o n ,WI 53713-1422
P h .800-246-9779 
Fax 877-549-5990
q u i rk s @ c h a m b erl a in r e se a rc h . c o m
w w w. c h a m b erl a in r e se a rc h . c o m
Audrey Mart in o, B u s iness Deveolpment
3 0 - 3 0 - 3 0 - 3 0

C h a m b erl a in is de dicated to providing accura t e,
c o st - e f f e ct iv e, and usable attitudinal rese a rc h .
Our hig h - p ro file client li st in c l u des busin e s ses in
in d u st ries such as fin a n c e, e d u c a t io n , and con-
s u m er pro d u cts both here and around the world .
Let us show you the complete approach to
r e se a rch you can be confident in .

Gene Kroupa & A s s o c i a t e s , I n c .

222 N. M id vale Blvd., Suite 29
P. O . B ox 5258
M a di s o n ,WI 53705
P h .608-231-2250 
Fax 608-231-6952
g e n e @ g e n e k ro u p a . c o m
w w w. g e n e k ro u p a . c o m
D r. Gene Kro u p a , R e se a rch Direct o r
2 0 - 2 0 - 2 0 - 2 0

M i lw a u k e e

A dvantage Research, I n c .

W202 N10246 Lannon Rd.
G erm a n t ow n ,WI 53022
P h . 262-502-7000 or 877-477-7001
Fax 262-502-7010
s se grin @ a ri a d va n t a g e . c o m
w w w. a ri a d va n t a g e . c o m
Scott Segrin ,Vice Preside n t
5 0 - 5 0 - 5 0 - 5 0
(See advert i sement on this page)

The Dieringer Research Group,I n c .

3064 N. 78th St.
M ilw a u ke e,WI 53222-5025
P h . 414-449-4545 or 800-489-4540
Fax 414-449-4540
s a l e s @ t h e d r g . c o m
w w w. t h e d r g . c o m / q u i rk s
D e L a nie Jo h n s o n , P r e s ide n t / C O O
6 0 - 6 0 - 6 0 - 6 0

L e i n / S p i e g e l h o f f, I n c .

720 Thomas Lane
B ro o k fi eld ,WI 53005
P h . 262-797-4320 
Fax 262-797-4325
in fo @ l e in - s p i e g el h o f f. c o m
w w w. l e in - s p i e g el h o f f. c o m
Chuck Spiegel h o f f, P r e s ide n t
5 0 - 4 0 - 5 0 - 5 0

Management Decisions, I n c .

6525 W. Bluemound Rd.
M ilw a u ke e,WI 53213-4073
P h . 414-774-0623 
Fax 414-774-0385
in fo @ m a n a g e m e n t de ci s io n s in c . c o m
w w w. m a n a g e m e n t de ci s io n s in c . c o m
R o n a ld D. B i s b ing , P r e s ide n t
4 0 - 3 0 - 4 0 - 4 0

Market Probe,I n c .

2655 N. Mayfair Rd.
M ilw a u ke e,WI 53226-1310
P h . 414-778-6000 
Fax 414-778-3730
in fo @ m a rke t p ro b e . c o m
w w w. m a rke t p ro b e . c o m
Jason Holmes, Global Fi eld Services Manager
3 5 0 - 3 5 0 - 3 5 0 - 3 5 0

M a z u r / Z a c h ow,I n c .

1025 S.M o o rland Rd.,Suite 300
B ro o k fi eld ,WI 53005
P h . 262-938-9244 
Fax 262-938-9255
b a r b a ra s @ m a z u r z a c h ow. c o m
w w w. m a z u r z a c h ow. c o m
M i c h ele Conway, P r e s ide n t
1 5 - 0 - 6 - 0
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D’Alessio IRO L

Total Rese a rc h / A r g e n t in a
25 de Mayo 252 piso 11 y 12
C1002ABF Buenos Aires,
A r g e n t in a
P h .54-11-4331-1333 
Fax 54-11-4342-9292
in fo @ d a l e s s io . c o m . a r
w w w. d a l e s s io . c o m . a r
D r. Eduardo Luis D’Alessio, P r e s ide n t
7 - 7 - 7 - 0

Gallup A r g e n t i n a

Av. Cordoba 883 - 12 fl o o r
Capital Fe dera l
1054 Buenos Aires,
A r g e n t in a
P h .54-11-4312-7541 
Fax 54-11-4312-7543
ga l l u p _ a r @ ga l l u p . c o m . a r
w w w. ga l l u p . c o m . a r
4 0 - 4 0 - 4 0 - 4 0

I fop Asecom Latin America S.A.

Av. B el grano 1255
C1093 AAA Buenos Aires,
A r g e n t in a
P h .54-11-4381-1118 
Fax 54-11-4381-0234
r e se a rc h @ a se c o m . c o m . a r
w w w. i fo p . c o m . a r
M a rc elo Stefo ni ,G e n eral Manager
3 6 - 3 6 - 3 6 - 0

DBM Consultants Pty Ltd

5-7 Guest Street
H a w t h o rn ,VIC 3122
Au st ra li a
P h .61-3-9819-1555 
Fax 61-3-9819-9333
d b m @ d b m c o n s . c o m . a u
w w w. d b m c o n s . c o m . a u
5 0 - 5 0 - 5 0 - 5 0

West Coast Field Services

1 st fl o o r, 47 Kishorn Rd.
A p p l e c ro s s ,WA 6153
Au st ra li a
P h .61-8-9316-3366 
Fax 61-8-9316-9117
fi eld @ m a rke t r e se a rc h . c o m . a u
w w w. m a rke t r e se a rc h . c o m . a u
S a n d ra Sim p s o n , Fi eld Opera t ions Manager
2 8 - 2 0 - 2 8 - 0

T R I C O N S U LT W i r t s c h a f t s a n a l y t i s c h e

Fo r s c h u n g

A l serst ra s se 37
1080 Vi e n n a ,
Au st ri a
P h . 43-1-408-49-31 
Fax 43-1-408-49-31-21
o f fi c e @ t ri c o n s u l t . a t
w w w. t ri c o n s u l t . a t
2 8 - 2 8 - 2 8 - 2 8

S i g n i ficant GfK

G elde n a a k sebaan 329
3001 Heverl e e,
B el gi u m
P h . 32-16-74-24-24 
Fax 32-16-74-24-00
in fo @ s ig ni fi c a n t . b e
w w w. s ig ni fi c a n t g f k . b e
4 0 - 4 0 - 4 0 - 0

ABACO Marketing Research,L t d .

Sao Paulo Marke t ing Center
Av e nida Pa u li sta 542, Pe n t h o u se
01310-000 Sao Pa u l o,
B ra z il
P h . 55-11-3262-3300 or 55-11-3257-0711
Fax 55-11-3262-3900
a b a c o @ a b a c o r e se a rc h . c o m
w w w. a b a c o r e se a rc h . c o m
Alan Gra b ow s k y, P r e s ide n t
2 6 - 2 6 - 6 - 0

EP-Escritorio de Pesquisa Eugenia Paesani

S/C Ltda

Rua Armando Pe n t e a d o, 2 4 5
01242-010 Sao Pa u l o,
B ra z il
P h . 55-11-3823-8600 
Fax 55-11-3823-8601
e p @ e p p e s q . c o m . b r
2 4 - 2 4 - 2 4 - 2 4

C a l g a ry

Call-Us Info , I n c .

1414 8th St.S . W. , Suite 500
C a l ga ry, AB T2R 1J6
C a n a d a
P h . 888-244-4114 or 403-299-8966
Fax 403-299-8973
c ru b e n @ c a l l - u s - in fo . c o m
w w w. c a l l - u s - in fo . c o m
C o n nie Ruben, P r e s ide n t
3 0 0 - 3 0 0 - 3 0 0 - 3 0 0

Issues and Answers Netwo r k , I n c .

Global Marke t ing Rese a rc h
1414-8 St. S W, Suite 500
C a l ga ry, AB T2R 1J6
C a n a d a
P h . 757-456-1100 or 800-23-ISSUE
Fax 757-456-0377
p e t erm @ i s s a n s . c o m
w w w. i s s a n s . c o m
Pe t er McGuin n e s s ,P r e s ide n t
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0
(See advert i sement on p. 1 3 5 )

M a r k e t Vi s i o n s

(A Div. Of Envi ro nics Rese a rch Gro u p - We st ern )
6 3 0 , 999-8 Street, S . W.
C a l ga ry, AB T2R 1J5
C a n a d a
P h . 403-802-4338 
Fax 403-228-9165
in fo @ m a rke t vi s io n s . c a
w w w. m a rke t vi s io n s . c a
Stasi Manser, M a n a g er, O p era t io n s
7 5 - 7 5 - 7 5 - 7 5

S y n ov a t e

8989 MacLeod Tra il Sout h
C a l ga ry, AB T2H OM2
C a n a d a
P h . 403-301-2051 
Fax 403-259-5046
de b b i e . a d a m s @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Debbie Adams
1 8 - 1 8 - 1 8 - 1 8

Western Wats Interviewing Center 

433 Mayor Magrath Dr.
L e t h b rid g e, AB T1K 3L8
C a n a d a
P h . 801-370-2220 
Fax 801-379-4197
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0
(See advert i sement on p. 1 3 3 )
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E d m o n t o n

A dvanis Field Research (AFR)

10120 - 99th, Suite 230, S u n life Place
E d m o n t o n , AB T5J 3H1
C a n a d a
P h .780-944-9212 or 888-944-9212
Fax 780-426-7622
in fo @ a d va ni s fi eld . c a
w w w. a d va ni s fi eld . c a
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

Va n c o u ve r

Mustel Group Market Research

1505 W. 2nd Av e . , Suite 402
Va n c o u v er, BC V6H 3Y4
C a n a d a
P h .866-742-2244 
Fax 604-733-5221
g e n era l @ m u st el gro u p . c o m
w w w. m u st el gro u p . c o m
P hil Gibors k i , O p era t ions Manager
3 5 - 3 5 - 3 5 - 3 5

Nordic Research Group

1380 - 1100 Mel ville St.
Va n c o u v er, BC V6E 4A6
C a n a d a
P h .604-681-0381 
Fax 604-681-0427
a d @ n o r di c r e se a rc h . n e t
w w w. n o r di c r e se a rc h . n e t
Adam Di Pa u l a
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

S y n ov a t e

325 Brunswick Street
P rince George, BC V2L 5T8
C a n a d a
P h .250-649-7400 
Fax 250-649-7410
eli z a b e t h . d o erk se n @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
E lizabeth Doerk se n
1 1 0 - 1 1 0 - 1 1 0 - 1 1 0

S y n ov a t e

555 W. 12th Av e .
City Square East Tow er, Suite 600
Va n c o u v er, BC V5Z 3X7
C a n a d a
P h .604-664-2400 
Fax 604-664-2456
m a n p r e e t . gut t m a n @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Manpreet Gut t m a n
3 2 - 3 2 - 3 2 - 3 2

TNS Canadian Fa c t s

1130 W. Pe n der St., Suite 600
Va n c o u v er, BC V6E 4A4
C a n a d a
P h .604-668-3344 
Fax 604-668-3333
in fo c a n a d a @ t n s - gl o b a l . c o m
w w w. t n s - gl o b a l . c o m
4 0 - 4 0 - 4 0 - 4 0

Wi n n i p e g

Dimark Research Inc.

665 Stafford St.
Win ni p e g , MB R3M 2X7
C a n a d a
P h . 204-987-1950 
Fax 204-987-1928
f a b io @ dim a rk . c a
w w w. dim a rk r e se a rc h . c o m
Fa b io Espsito, P r e s ide n t
7 5 - 7 5 - 7 5 - 0

k i s q u a r e d

R m . 2 2 6 , 388 Donald St.
Win ni p e g , MB R3B 2J4
C a n a d a
P h . 204-989-8002 
Fax 204-989-8048
k i 2 @ k i s q u a r e d . c o m
w w w. k i s q u a r e d . c o m
1 5 - 0 - 1 5 - 0

H a l i f a x

C o r po r a Te l

1 Mari t ime Place
H a li f a x ,NS B3L 4V2
C a n a d a
P h . 902-453-8400 
Fax 902-453-8401
a o ro z c o @ c o rp o ra t el . c a
w w w. c o rp o ra t el . c a
A l ex a n d ra Oro z c o
3 0 0 - 3 0 0 - 3 0 0 - 3 0 0

KLJ Field Services Inc.

P. O .B ox 668
94 We n t w o rth Road
Win d s o r, NS B0N 2T0
C a n a d a
P h . 902-798-6045 or 866-539-3827
Fax 866-686-0KLJ
b id s @ k l j s o l ut io n s . c o m
w w w. k l j s o l ut io n s . c o m / fi eld
Stacey Black
7 2 - 7 2 - 7 2 - 7 2

KLJ Fi eld Services is a data collect ion center
p roviding ex c e p t ional out s o u rced support fo r
m a rket rese a rch fi rm s . KLJ offers a st a t e - o f -
t h e - a rt facility and pro f e s s ional in t ervi e w ers
with neut ral accents using sophi sticated tech-
n o l o gi e s .W h e t h er it be a looming de a d lin e, a
c a p a ci t y - st ra ining pro j e ct or the absence of an
in - h o u se phone ro o m , we help our clients work
up to their potential!

S y n ov a t e

6009 Quinpool Rd.,Suite 300
H a li f a x ,NS B3K 5J7
C a n a d a
P h . 902-474-6050 
Fax 902-425-4821
t j . p e a c h @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Ta ra Ja ye Pe a c h
6 0 - 6 0 - 6 0 - 6 0

O t taw a

E kos Research A s s o c i a t e s , I n c .

99 Metcalfe St., Suite 1100
O t t a w a , ON K1P 6L7
C a n a d a
P h . 613-235-7215 
Fax 613-235-8498
p o b ox @ e ko s . c o m
w w w. e ko s . c o m
7 5 - 7 5 - 7 5 - 7 5

Opinion Search Inc.

160 Elgin Street, Suite 1800
O t t a w a , ON K2P 2P7
C a n a d a
P h . 800-363-4229 or 613-230-9109
Fax 613-230-3793
in fo @ o p inio n se a rc h . c o m
w w w. o p inio n se a rc h . c o m
E ric Tu rc o t t e, M a n a g er Client Servi c e s
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

O p inion Search Inc. is a Canadian data collec-
t ion fi eld house providing in t ern a t ional tel e p h o n e
C ATI in t ervi e w ing , o n line surveys and fo c u s
group facilities to the rese a rch communi t y. O u r
9 ro p ri e t a ry dataCAP offers clients access to
their CATI and online survey data 24/7 any-
wh ere they have Internet access.We also provide
a n a lysis and cro s st a b u l a t io n .
(See advert i sement on p. 3 )

P r i c ew a t e r h o u s e C o o p e r s , L L P

99 Bank St.,Suite 700
O t t a w a , ON K1P 1K6
C a n a d a
P h . 613-237-3702 
Fax 613-237-3963
d o u gl a s . m er e di t h @ c a . p w c . c o m / c a
w w w. p w c gl o b a l . c o m
6 5 - 6 5 - 6 5 - 6 5
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To r o n t o
Acrobat Results Marketing,I n c .

3300 Bloor Street We st / C e n t er Tow er Suite 2 9 0 0
To ro n t o, ON M8X 2X3
C a n a d a
P h .416-503-4343 
Fax 416-503-8707
in fo @ a c ro b a t - r e s u l t s . c o m
w w w. a c ro b a t - r e s u l t s . c o m
Roland Klasse n , P r e s ide n t
1 6 0 - 1 6 0 - 1 6 0 - 1 6 0

BBM Bureau of Measurement

1500 Don Mills Rd.,Suite 300
To ro n t o, ON M3B 3L7
C a n a d a
P h .416-445-9800 
Fax 416-445-8644
w w w. b b m . c a
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0

Canadian Vi ew po i n t , I n c .

H il l c r e st Mall
9350 Yo nge St.,Suite 206
Richmond Hil l , ON L4C 5G2
C a n a d a
P h .905-770-1770 or 888-770-1770
Fax 905-770-1692
in fo @ c a nvi e w. c o m
w w w. c a nvi e w. c o m
Alan Boucquey,V. P. O p era t io n s
6 0 - 4 8 - 6 0 - 4 8

ComQUEST Research,I n c .

A subsidi a ry of BBM Canada
1500 Don Mills Rd.,Suite 305
To ro n t o, ON M3B 3L7
C a n a d a
P h .416-847-2302 
Fax 416-445-8406
d p e i rc e @ c o m q u e st . c a
w w w. c o m q u e st . c a
Diane Pe i rc e
2 4 7 - 2 4 7 - 2 4 7 - 2 4 7

Consumer Contact

1220 Sheppard Av e . E . , # 1 0 0
To ro n t o, ON M2K 2S5
C a n a d a
P h .800-461-3924 
Fax 416-493-0176
in fo @ c o n s u m erc o n t a ct . c o m
w w w. c o n s u m erc o n t a ct . c o m
Gord Ripley,Vice President Client Servi c e s
3 2 5 - 3 2 5 - 3 2 5 - 3 2 5

Consumer Vi s i o n

1255 Bay St.,Suite 300
To ro n t o, ON M5R 2A9
C a n a d a
P h .416-967-1596 or 866-967-1596
Fax 416-967-0915
in fo @ c o n s u m ervi s io n . o n . c a
w w w. c o n s u m ervi s io n . o n . c a
R o b ert Hut t o n , E xe c .Vice Preside n t
4 0 - 0 - 4 0 - 0

The fi rst choice in quali t a t ive rese a rch servi c e s

in Canada.To p - rated focus group facili t i e s ,
c o a st - t o - c o a st recru i t ing and pro j e ct manage-
m e n t , website test ing , o n line recru i t ing ,
Fo c u s Vi s ion remote access, and the largest
r e s p o n dent database in the country.

Forum Research, I n c .

Access Rese a rch Inc.
180 Bloor St.W. , Suite 1401
To ro n t o, ON M5S 2V6
C a n a d a
P h . 416-960-9600 ex t . 9603 or 416-960-9600
ex t . 9 2 5 8
Fax 416-960-9602
l b o z in o f f @ fo ru m r e se a rc h . c o m
w w w. fo ru m r e se a rc h . c o m
L o rne Bozin o f f, P r e s ide n t
9 0 - 9 0 - 9 0 - 9 0

Hay Research International

( fo rm erly Burwell Hay)
211 Laird Dr. , Suite 201
To ro n t o, ON M4G 3W8
C a n a d a
P h . 416-422-2200 
Fax 416-422-5600
in fo @ h a y r e se a rc h . c o m
w w w. h a y r e se a rc h . c o m
5 0 - 5 0 - 5 0 - 5 0

ICT Research Services 

930 Dundas St.
Wo o d st o c k ,ON N4S 8X6
C a n a d a
P h . 888-724-5844 or 519-533-0452
Fax 519-537-3143
p ro b ert s o n @ i ct gro u p . c o m
w w w. i ct gro u p . c o m
Alan Super fin e,V. P / G . M .
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

IFOP-Canada Market Research

1255 Bay St.,Suite 600
To ro n t o, ON M5R 2A9
C a n a d a
P h . 416-964-9222 
Fax 416-964-3937
s o l ut io n s @ c m r e s . c o m
w w w. i fo p . c o m
C h ri stophe Jo u r d a in , C E O
4 0 - 0 - 4 0 - 0

Our ex p erienced rese a rc h ers provide bilingu a l
c a p a b ilities in packaged go o d s , b u s iness pro d-
u ct s , health care, c o m m u ni c a t io n s , new tech-
n o l o gi e s ,m e di a , t ra v el and touri s m . I F O P - C M R
o f f ers unique in n ova t ive pro p ri e t a ry rese a rc h
tools in addi t ion to the full ra nge of tra di t io n a l
q u a li t a t ive and quantitative rese a rch techni q u e s .

Karom Group of Companies

2323 Yo nge St., 8th fl o o r
To ro n t o, ON M4P 2C9
C a n a d a
P h . 416-489-4146 
Fax 416-489-5248
k a ro m @ k a ro m gro u p . c o m
w w w. k a ro m gro u p . c o m
1 0 - 1 0 - 1 0 - 1 0

Market Probe Canada

40 Eglinton Av e . E . ,Suite 501
To ro n t o, ON M4P 3A2
C a n a d a
P h . 416-487-4144 
Fax 416-487-4213
c a n a d a @ m a rke t p ro b e . c o m
w w w. m a rke t p ro b e . c o m
B ill Ritchi e, D i r e ctor - Fi eld Servi c e s
8 5 - 8 5 - 8 5 - 8 5

M averick Research Inc.

248 Dupont St.
To ro n t o, ON M5R 1V7
C a n a d a
P h . 416-960-9934 
Fax 416-960-1917
n a n c y @ m a v eri c k r e se a rc h . c o m
w w w. m a v eri c k r e se a rc h . c o m
Nancy Gulland, P r e s ide n t
2 2 - 2 0 - 2 2 - 0

Metroline Research Group,I n c .

7 Duke St.W. , Suite 301
K i t c h e n er, ON N2H 6N7
C a n a d a
P h . 800-827-0676 or 519-584-7700
Fax 519-584-7672
in fo @ m e t ro lin e . c a
w w w. m e t ro lin e . c a
Dave Kain s ,Pa rt n er
2 0 - 6 - 1 0 - 0

Millward Brown Canada

4950 Yo nge St.,Suite 600
To ro n t o, ON M2N 6K1
C a n a d a
P h . 416-221-9200 
Fax 416-221-2214
in fo @ u s . mil lw a r d b row n . c o m
w w w. mil lw a r d b row n . c o m
Todd Gil l a m
2 5 0 - 2 5 0 - 2 5 0 - 2 5 0

National Respo n s e

211 Laird Driv e, Suite 210
To ro n t o, ON M4G 3W8
C a n a d a
P h . 416-422-2204 
Fax 416-422-5600
h u g h @ n a t io n a l r e s p o n se . c a
w w w. n a t io n a l r e s p o n se . c a
Hugh Olley, M a n a g er Fi eld Ops.
5 0 - 5 0 - 5 0 - 5 0

Opinion Search, I n c .

2345 Yo nge Street, Suite 1005
To ro n t o, ON M4P 2E5
C a n a d a
P h . 888-495-7777 or 416-962-9109
Fax 416-486-0822
in fo @ o p inio n se a rc h . c o m
w w w. o p inio n se a rc h . c o m
Ruby Huxter,V. P. , Fi eld Servi c e s
6 5 - 6 5 - 6 5 - 6 5

O p inion Search Inc. is a Canadian data collec-
t ion fi eld house providing in t ern a t ional tel e p h o n e
C ATI in t ervi e w ing , o n line surveys and fo c u s
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group facilities to the rese a rch communi t y. O u r
p ro p ri e t a ry dataCAP offers clients access to
their CATI and online survey data 24/7 any-
wh ere they have Internet access.We also provide
a n a lysis and cro s st a b u l a t io n .
(See advert i sement on p. 3 )

R . I . S .Christie - The Data Collection

C o m p a n y

14 Verral Av e .
To ro n t o, ON M4M 2R2
C a n a d a
P h .416-778-8890 
Fax 416-778-8898
g e n era lin fo @ ri s c h ri st i e . c o m
w w w. ri s c h ri st i e . c o m
O l ga Fri e d l a n der, P r e s ide n t
3 0 - 2 5 - 2 5 - 2 5

Research House, I n c .

1867 Yo nge St.,Suite 200
To ro n t o, ON M4S 1Y5
C a n a d a
P h .416-488-2328 or 800-701-3137
Fax 416-488-2368
in fo @ r e se a rc h - h o u se . c a
w w w. r e se a rc h - h o u se . c a
G raham Loughton,V. P. & General Manager
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

S u r vey Support Group

1255 Bay St.,Suite 400
To ro n t o, ON M5R 2A9
C a n a d a
P h .416-964-9448 
Fax 416-964-6693
s s g @ s u rv e y s u p p o rt gro u p . c o m
w w w. s u rv e y s u p p o rt gro u p . c o m
K a t hie Stieg, G e n eral Manager
6 3 - 6 3 - 6 3 - 6 3

Data collect ion services in c l u ding an ex t e n s iv e
n e t w o rk of recru i t ers / in t ervi e w ers across U.S.
and Canada speci a li z ing in the exe c ut ion of tel e-
p h o n e, in - h o m e, o n - s i t e, di r e ct mail and mall
p ro j e ct s . I n - h o u se sampling , c o ding and data
p ro c e s s ing with cust o mi zed cro s st a b s . S t a t e - o f -
t h e - a rt CATI facility in - h o u se, o n line capabili t i e s
and ex p ert i se .Our team of hig h ly ex p eri e n c e d
fi eld pro f e s s ionals is de dicated to ex c el l e n c e,
p roviding hig h - q u a li t y, fl exi b ility and tim ely ser-
vi c e .

Te l e poll Canada Inc.

19 Merc er St., Suite 300
To ro n t o, ON M5V 1H2
C a n a d a
P h .800-743-6443 or 416-977-0608
Fax 888-424-5125
s a ra h @ t el e p o l l . n e t
w w w. t el e p o l l . n e t
S a rah Greenber g
4 0 - 4 0 - 4 0 - 4 0

Walker Information Canada

1090 Don Mills Rd.,Suite 300
To ro n t o, ON M3C 3R6
C a n a d a
P h .416-391-1844 
Fax 416-391-3290
in fo @ w a l kerin fo . c o m
w w w. w a l kerin fo . c o m
1 3 6 - 1 3 6 - 1 3 6 - 1 3 6

C h a rl o t t e t ow n

A dvantage Fi e l dworks Inc.

265 Brackley Point Rd.
C h a rl o t t e t ow n , PEI C1E 2A3
C a n a d a
P h . 888-810-0200 
Fax 902-894-8479
a w il li a m s @ a d va n t a g e c a l l . c o m
w w w. a d va n t a g e c a l l . c o m
Adam Wil li a m s ,D i r e ctor of Opera t io n s
1 6 0 - 4 0 - 1 6 0 - 1 6 0

M o n t r e a l

Ad Hoc Research

1250 Guy, # 9 0 0
M o n t r e a l , PQ H3H 2T4
C a n a d a
P h . 514-937-4040 or 888-42ADHOC
Fax 514-935-7700
in fo @ a d h o c - r e se a rc h . c o m
w w w. a d h o c - r e se a rc h . c o m
A m elie Bail l a r g e o n , Fi eld Direct o r
6 5 - 6 5 - 6 5 - 6 5

C o n t e m porary Research Centre - Montreal

1250 Guy St.,Suite 802
M o n t r e a l , PQ H3H 2T4
C a n a d a
P h . 800-932-7511 
Fax 514-932-3830
lin d a @ c rc d a t a . c o m
w w w. c rc d a t a . c o m
L inda St. L a u r e n t
4 4 - 4 4 - 4 4 - 4 4

Opinion Search Inc.

630 Sher b ro o ke St.W. , Suite 1101
M o n t r e a l , PQ H3A 1E4
C a n a d a
P h . 866-288-0199 or 514-288-0199
Fax 514-288-0131
in fo @ o p inio n se a rc h . c o m
w w w. o p inio n se a rc h . c o m
Steve McDonald , Fi eld Manager
1 1 0 - 1 1 0 - 1 1 0 - 1 1 0

O p inion Search Inc. is a Canadian data collec-
t ion fi eld house providing in t ern a t ional tel e p h o n e
C ATI in t ervi e w ing , o n line surveys and fo c u s
group facilities to the rese a rch communi t y. O u r
p ro p ri e t a ry dataCAP offers clients access to
their CATI and online survey data 24/7 any-
wh ere they have Internet access.We also provide
a n a lysis and cro s st a b u l a t io n .
(See advert i sement on p. 3 )

O p i n i o n - I m p a c t , I n c .

6818 St.D e ni s
M o n t r e a l , PQ H2S 2S2
C a n a d a
P h . 514-278-5699 
Fax 514-278-8969
n . p a p in e a u - c o ut u r e @ o p inio n - im p a ct . c o m
N a dia Pa p in e a u - C o ut u r e
2 8 - 2 8 - 2 8 - 2 8

S y n ov a t e

1200 McGill College, Suite 1660
M o n t r e a l , PQ H3B 4G7
C a n a d a
P h . 514-875-7570 
Fax 514-875-1416
m a y. t se @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
May T se
5 2 - 5 2 - 5 2 - 5 2

TNS Canadian Fa c t s

1 2 5 0 , rue Guy, bureau 1030
M o n t r e a l , PQ H3H 2T4
C a n a d a
P h . 514-935-7666 
Fax 514-935-6770
in fo c a n a d a @ t n s - gl o b a l . c o m
w w w. t n s - gl o b a l . c o m
6 4 - 6 4 - 6 4 - 6 4

S a s k a t o o n

I t r a c k s

150 - 820 51st Street E.
S a s k a t o o n , SK S7K 0X8
C a n a d a
P h . 306-665-5026 or 888-525-5026
Fax 306-665-2045
in fo @ i t ra c k s . c o m
w w w. i t ra c k s . c o m
H a rley Riv e t ,V. P. S a l e s
7 0 - 7 0 - 7 0 - 7 0

I t racks has 70 We b - e n a bled CATI st a t io n s ,
which allow our clients to monitor pro gr e s s ,
view real-time and download their data 24/7.
I n t e grate phone and We b - b a sed surveys in one
d a t a b a se to maximi ze response rates and
in c r e a se effi ci e n c y. Fo u n ded in 1996, I t ra c k s
has a proven track record of deliv ering quali t y
results quickly.
(See advert i sement on pp. 4 2 - 4 3 )
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(See also Hong Kong)

M a r c o m - C h i n a . c o m

R m . 1 3 C , X in Mei Building
N o .585 Tian Mu Zhong Road
S h a ng h a i , 2 0 0 0 7
C hin a
P h .86-21-5100-3580 
Fax 86-21-5100-3582
in fo @ m a rc o m - c hin a . c o m
w w w. m a rc o m - c hin a . c o m
6 0 - 6 0 - 6 0 - 6 0

Marcom-Hong Kong.com Marketing

Research Co. L t d .

28/F Soundw ill Plaza
38 Russell St.,C a u seway Bay
H o ng Ko ng ,
C hin a
P h .852-2106-1915 or 86-1300-1165-144
Fax 852-2106-1333
3 0 - 3 0 - 3 0 - 3 0

Centro Nacional de Consultoria

D i a gonal 34 N 5-27
B o go t a ,
C o l o m b i a
P h .57-1-339-4888 
Fax 57-1-287-2670
c n c @ c a bl e . n e t . c o
w w w. c e n t ro n a cio n a lde c o n s u l t o ri a . c o m
C a rlos Lemoin e, M a n a g er
1 8 0 - 4 0 - 1 8 0 - 0

Ya n H a a s

Av e nida 39 #14-92
B o go t a ,
C o l o m b i a
P h .57-1-232-8666 or 57-1-288-7027
Fax 57-1-288-7575
c o n t a ct o @ ya n h a a s . c o m
w w w. ya n h a a s . c o m
4 0 - 0 - 4 0 - 0

ACNielsen AIM A / S

S t ra n d b o u l e va r den 89
2100 Copenhagen O,
D e n m a rk
P h .45-35-43-35-43 
Fax 45-35-43-26-34
o f fi c e @ a c ni el se n . a im . d k
w w w. a c ni el se n . a im . d k
8 0 - 8 0 - 8 0 - 8 0

Berent A p s

N j a l s ga de 21G,5
2300 Copenhagen S,
D e n m a rk
P h . 45-32-64-12-00 
Fax 45-32-64-12-09
in fo @ b er e n t . d k
w w w. b er e n t . d k
4 0 - 4 0 - 4 0 - 4 0

CSA-TMO Group

22 rue du Quatre Septembre
BP 6571
75065 Pa rris Cedex 2,
Fra n c e
P h . 33-1-44-49-44-00 
Fax 33-1-44-94-29-67
c l a u de . s u q u e t @ c s a - t m o . f r
w w w. c s a - t m o . f r
Jean Oddou, M a n a ging Direct o r
1 2 0 - 1 2 0 - 1 2 0 - 0

E f ficience 3

2 6 , rue Buirette - BP 202
51057 Reim s ,
Fra n c e
P h . 33-3-26-79-75-89 
Fax 33-3-26-88-41-76
c o n t a ct @ e f fi ci e n c e 3 . c o m
w w w. e f fi ci e n c e 3 . c o m
Chloe Vig n o n , Int’l Rese a rch Manager
5 0 - 5 0 - 5 0 - 0

Field Facts Fr a n c e

25 rue de Po n t hi e u
75008 Pa ri s ,
Fra n c e
P h . 33-1-53-96-02-10 
Fax 33-1-53-96-02-50
in fo @ fi eld f a ct s f ra n c e . f r
w w w. fi eld f a ct s . c o m
Ben Maury, M a n a g er
1 2 - 1 2 - 1 2 - 1 2
(See advert i sement on opposite page)

Focus World  Europe

Rue Du Th e a t r e
75015 Pa ri s ,
Fra n c e
P h . 732-946-0100 (U.S.) 
Fax 732-946-0107 (U.S.)
p a u l e t t e @ fo c u s w o rldin t . c o m
w w w. fo c u s w o rldin t ern a t io n a l . c o m
Paulette Eichenholtz, P r e s ide n t
5 0 - 1 8 - 5 0 - 5 0

GMV Conseil

25 rue Ti t o n
75011 Pa ri s ,
Fra n c e
P h . 33-1-55-25-50-00 
Fax 33-1-44-90-29-30
g m v - c o n se il @ g m v - c o n se il . f r
w w w. g m v - c o n se il . f r
E ric Fo u rni er, M a n a ging Direct o r
1 5 - 1 5 - 1 5 - 1 5

I . E . S . I n formation Europe Services

14 rue d’Uze s
75002 Pa ri s ,
Fra n c e
P h . 33-1-40-13-16-16 
Fax 33-1-40-13-16-19
in fo @ i e se u ro p e . c o m
w w w. i e se u ro p e . c o m
3 5 - 3 5 - 3 5 - 3 5

La Maison Du Te s t

100 Boulevard Sebast o p o l
7 5 0 0 3 , Pa ri s ,
Fra n c e
P h . 33-1-73-02-69-69 
Fax 33-1-73-02-69-60
in fo @ l a m a i s o n d ut e st . c o m
w w w. l a m a i s o n d ut e st . c o m
Malmanche Chri st o p h e, G e n eral Manager
2 4 - 2 4 - 2 4 - 0

MV2 Conseil

89/100 avenue Ari st ide Bri a n d
92120 Montro u g e, Pa ri s ,
Fra n c e
P h . 33-1-46-73-31-31 or 33-1-46-73-31-86
Fax 33-1-46-73-31-60
in fo @ m v 2 gro u p . c o m
w w w. m v 2 gro u p . c o m
C h ri stian de Balin c o u rt ,D i r e ct o r
5 1 0 - 5 1 0 - 5 1 0 - 5 1 0

abs Marktfo r s c h u n g

A b ele und Strohle OHG
D r e i f a l t ig keitsweg 13
89079 Ulm,
G erm a n y
P h . 49-731-4001-0 
Fax 49-731-4001-234
h a l l o @ a b s - m a rk t fo rs c h u ng . de
w w w. a b s - m a rk t fo rs c h u ng . de
Stefan Stro e h l e, M a n a ging Direct o r
8 0 - 8 0 - 8 0 - 8 0

ASKi International Market Research

M o e n c ke b er g st r. 1 0
20095 Hamburg,
G erm a n y
P h . 435-654-3639 (U.S.) or 49-40-3256710
Fax 49-40-32567198
in fo @ a s k i . de
w w w. a s k i u s . c o m
K i rsten Dietri c h - H o m m el
5 0 - 5 0 - 5 0 - 0

C o n field Research

Freiheit 4
45127 Esse n ,
G erm a n y
P h . 49-201-82737-0 
Fax 49-201-82737-37
in fo @ c o n fi eld . c o m
w w w. c o n fi eld . c o m
5 0 - 5 0 - 5 0 - 5 0
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ENIGMA GmbH

M e dien-und Marke t ing fo rs c h u ng GmbH
B u r g st ra s se 3
65183 Wi e s b a de n ,
G erm a n y
P h .49-611-999-600 
Fax 49-611-999-6060
in fo @ e nig m a - in st i t ut . de
w w w. e nig m a - in st i t ut . de
Thomas Pa u s c h ert , M a n a ging Direct o r
1 3 0 - 1 3 0 - 1 3 0 - 1 3 0

Field Facts Deutschland GmbH

S c hil l erst ra s se 5
60313 Fra n k f u rt - A m - M a in ,
G erm a n y
P h .49-69-299-8730 
Fax 49-69-299-873-10
in fo @ fi eld f a ct s . de
w w w. fi eld f a ct s . c o m
Swantje Wa rn s , M a n a g er
1 2 - 5 - 5 - 0
(See advert i sement on p. 1 4 3 )

forsa GmbH

M a x - B e er- S t ra s se 2/4
10119 Berlin ,
G erm a n y
P h .49-30-62882-0 
Fax 49-30-62882-400
in fo @ fo rs a . de
w w w. fo rs a . de
M r. F l o rian We n zel
1 8 0 - 1 8 0 - 1 8 0 - 1 8 0

gdp Markt und Meinungsumfragen GmbH

R i c h a r d st ra s se 18
22081 Hamburg,
G erm a n y
P h .49-40-2987-60 
Fax 49-40-298761-27
in fo @ g d p - gro u p . c o m
w w w. g d p - gro u p . c o m
2 6 0 - 2 6 0 - 2 6 0 - 2 6 0

infas TTR GmbH

D r e i e i c h st ra s se 59
60594 Fra n k f u rt ,
G erm a n y
P h .49-69-96246-0 
Fax 49-69-96246.46
in fo @ in f a s - t t r. c o m
w w w. in f a s - t t r. de
3 0 - 3 0 - 3 0 - 3 0

Kramer Marktforschung GmbH

H a n se st ra s se 69
48165 Muenst er,
G erm a n y
P h .49-2501-802-0 or 49-251-609-2727
Fax 49-2501-802-100
c o n t a ct @ k ra e m er- g erm a n y. c o m
w w w. k ra e m er- g erm a n y. c o m
H e n ning Eichholz, D i r. I n t ern a t ional Pro j e ct s
2 3 5 - 1 9 5 - 1 9 5 - 0

Link Insitut fur Markt- und Sozialfo r s c h u n g

B u r g st ra s se 106
60389 Fra n k f u rt / M a in ,
G erm a n y
P h . 49-69-94540-110 or 49-69-94540-728
Fax 49-69-94540-105
k l a s s . j o h a n n e s @ lin k - in st i t ut . de
w w w. lin k - in st i t ut . de
Thomas Gleissner
1 5 0 - 1 5 0 - 0 - 0

MR&S Market Research & Services GmbH

M a in l u st st ra s se 2
60329 Fra n k f u rt / M a in ,
G erm a n y
P h . 49-69-2426650 
Fax 49-69-250016
m r- s @ m r- s . c o m
w w w. m r- s . c o m
Thomas Ara go n e s , M a n a ging Direct o r
3 0 - 3 0 - 5 - 5

Phone Research KG

B ra m f elderst ra s se 121
22305 Hamburg,
G erm a n y
P h . 49-40-611655-0 
Fax 49-40-611655-55
m a il @ p h o n er e se a rc h . de
w w w. p h o n er e se a rc h . de
1 6 0 - 1 6 0 - 1 6 0 - 0

Valid Research

Am Bahnhof 6
33602 Biel e f eld ,
G erm a n y
P h . 49-521-96591-0 
Fax 49-521-96591-50
in fo @ va lid r e se a rc h . c o m
w w w. va lid r e se a rc h . c o m
H a ra ld Blacha, M a n a ging Direct o r
6 0 - 6 0 - 6 0 - 6 0

GfK Market Analysis Ltd.

1 9 0 , Hymettus Street
116 36 Athens,
G r e e c e
P h . 30-2-10-757-2600 
Fax 30-2-10-701-9355
m a rk a n a ly s i s @ m a rke t a n a ly s i s . gr
w w w. m a rke t a n a ly s i s . gr
Anthony May, C E O
5 0 - 4 0 - 4 0 - 0

Prisma Options Ltd.

25 Alex a n d ro u p o l e o s ,A m b el o k i p i
115 27 Athens,
G r e e c e
P h . 30-210-748-2001 
Fax 30-210-775-6227
p ri s m a o p @ h o l . gr
M a rita Sormunen or Anthi Kitsin eli
3 0 - 2 0 - 3 0 - 0

I P S O S - A S K

5 Av 5-55.To rre 4, N iv el 18
E di fi cio Euro p l a z a ,Zona 14,
C u idad de Guatemala, 0 1 0 1 4
G u a t e m a l a
P h . 502-365-1669 
Fax 502-365-1615
fl o r d a vid zo n @ a s k de gu a t e m a l a . c o m
w w w. a s k de gu a t e m a l a . c o m
1 0 - 1 0 - 0 - 1

M a r c o m - H o n g Ko n g . c o m

28/F Soundw ill Plaza
38 Russell Street
C a u seway Bay,
H o ng Ko ng
P h . 852-2106-1915 
Fax 852-2106-1333
k c w @ m a rc o m - h o ng ko ng . c o m
w w w. m a rc o m - h o ng ko ng . c o m
4 0 - 4 0 - 4 0 - 4 0

S y n ovate - Asia Pacific Headquarters

9 / F, L e ighton Centre
77 Leighton Road
C a u seway Bay,
H o ng Ko ng
P h . 852-2881-5388 
Fax 852-2881-5918
b r e n d o n . s h a i r @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
8 3 - 8 3 - 0 - 0

Colwell & Salmon Communications, I n c .

C-39 Sector 58
N oid a , Uttar Pra de s h , 201 301
I n di a
P h . 011-1-866-438-1302 
Fax 011-1-866-438-1283
j h o l l a n d @ c o lw el l - s a l m o n . c o m
w w w. c o lw el l - s a l m o n . c o m
Colleen Egnaczyk
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0

Majestic MRSS Ltd.

R a g h u va n s hi Mills Compound, 11-13 Senapati
Bapat Marg
L ow er Pa r el ,
B o m b a y, M a h a ra s h t ra , 400 013
I n di a
P h . 91-22-56604151 or 91-22-56604152
Fax 91-22-56604155
ra j @ m s lin di a . c o m
w w w. m s lin di a . c o m
Raj Sharm a ,P r e s ide n t
2 5 0 - 2 5 0 - 2 5 0 - 2 5 0
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D a t a D i r e c t i o n

C a rrick House
Finglas Business Center, Ja m e st own Road
D u blin , 1 1
I r el a n d
P h .353-1-864-3333 
Fax 353-1-864-0588
in fo @ d a t a di r e ct io n . c o m
w w w. d a t a di r e ct io n . c o m
C h ri st ina Fox
2 0 - 1 0 - 2 0 - 1 0

Millward Brown IMS

1 9 , 20 & 21 Upper Pe m b ro ke Street
D u blin , 2
I r el a n d
P h .353-1-676-1196 
Fax 353-1-676-0877
in fo @ im s l . i e
w w w. im s l . i e
M a r garet Hoct o r
1 0 0 - 1 0 0 - 1 0 0 - 0

MORI Ireland

24 Windsor Place
L ow er Pe m b ro ke Street
D u blin , 2
I r el a n d
P h .353-1-632-6000 
Fax 353-1-632-6001
in fo @ m o rim rc . i e
w w w. m o rim rc . i e
Eamonn Tra c e y
2 5 - 2 5 - 2 5 - 0

Experian Research

C in e citta 2 - Pa l a z zo Experi a n
Via Umberto Quin t a valle 68
00173 Rome,
I t a ly
P h .39-06-72-42-21 
Fax 39-06-72-42-24-80
m a rc o . v e c c hio t t i @ ex p eri a n . i t
w w w. ex p eri a n . i t
4 5 0 - 4 5 0 - 4 5 0 - 4 5 0

I n t e r @ c t i ve Market Research srl

Via Scarlatti 150
80127 Naples,
I t a ly
P h .39-081-22-92-473 
Fax 39-081-22-92-463
in fo @ im r gro u p . c o m
w w w. im r gro u p . c o m
M a u ri z io Pucci
1 5 - 1 5 - 1 5 - 8

Medi-Pragma S.r. l .

Via Nizza, 1 5 2
00198 Rome,
I t a ly
P h . 39-06-84-55-51 
Fax 39-06-84-11-850
m e di p ra g m a @ m e di p ra g m a . c o m
w w w. m e di p ra g m a . c o m
D r. M i c h elle Cors a ro, G e n eral Manager
6 0 - 6 0 - 6 0 - 6 0

Mesomark Group Srl

Via Fa b io Massim o, 9 5
00192 Rome,
I t a ly
P h . 39-06-326-90-31 
Fax 39-06-36-00-40-13
in fo @ m e s o m a rk . i t
w w w. m e s o m a rk . i t
Va l eria Carl o d a l a t ri
2 4 - 2 4 - 2 4 - 0

Quadra Srl

Viale Vi t t o rio Veneto 6
20124 Mil a n ,
I t a ly
P h . 39-02-45-43-231 
Fax 39-02-45-43-233-00
q u a d ra @ q u a d ra - r e s . c o m
w w w. q u a d ra - r e s . c o m
Greg Pulcher
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

I N TAGE Inc.

Global Servi c e s
2-14-11 Ya t o c h o
N i s hi t o k yo - s hi
To k yo, 1 8 8 - 8 7 0 1
Ja p a n
P h . 81-424-76-5164 
Fax 81-424-76-5178
gl o b a l - servi c e @ in t a g e . c o . j p
w w w. in t a g e . c o . j p
To s hi hi ko Hino and Kiyo mi Miya u c hi
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

TNS Baltic Data House

3 Kro nva lda Bouleva r d
R iga , 1 0 1 0
L a t vi a
P h . 371-7-096-300 
Fax 371-7-096-314
t n s @ t n s . l v
w w w. t n s . l v
1 9 - 1 9 - 0 - 0

WorldOne Research 

Vil ni u s ,
L i t h u a ni a
P h . 44-20-7252-1118 (UK) 
Fax 44-20-7252-1316 (UK)
in fo @ w 1 - r e se a rc h . c o m
w w w. w 1 - r e se a rc h . c o m
5 6 - 5 6 - 5 6 - 5 6

Te l e C o n t a c t

4 6 , rue du Cim e t i er e
1338 Luxe m b o u r g ,
L u xe m b o u r g
P h . 352-49-76-11 
Fax 352-49-76-13-333
lin fo @ t el e c o n t a ct . l u
w w w. t el e c o n t a ct . l u
1 0 5 - 1 0 5 - 1 0 5 - 1 0 5

Cheskin México

E n senada 61
C o l o nia Hipodro m o
M exico City, D F, CP 06100
M exi c o
P h . 650-802-2100 (U.S.) or 

52-5-553-2754 (Mex . )
Fax 650-593-1125 (U.S.)
S u p er D a t o s @ c h e s k in . c o m
w w w. c h e s k in . c o m
M i riam Ko r ze n n y, M a n a g er
5 - 0 - 5 - 0

EPI Marketing, S . A .de C.V.

A l e n c a stre 110
Vi rr e ye s
M exico City, DF 10000
M exi c o
P h . 52-55-2623-0034 
Fax 52-55-5540-2980
in fo @ e p im a rke t ing . n e t
w w w. e p im a rke t ing . n e t
Ricardo Escobedo, P r e s ide n t
2 5 - 2 5 - 2 5 - 0

Market Intelligence

San Luis Potosi 43
6 Col.Roma Sur
M exico City, 1 6 0 2 0
M exi c o
P h . 52-55-5564-7566 
c o n t a ct o @ m a rke t in t el lig e n c e . c o m . m x
w w w. m a rke t in t el lig e n c e . c o m . m x
3 2 - 3 2 - 3 2 - 0
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Pe a r s o n ,S . A . de C.V.

H o m ero 223-4to. P i s o
C o l .Po l a n c o
M exi c o, DF 11560
M exi c o
P h .52-55-5531-5560 or 52-55-5531-5324
Fax 52-55-5203-8230
p e a rs o n @ p e a rs o n - r e se a rc h . c o m
w w w. p e a rs o n - r e se a rc h . c o m
M a n u el Barber e n a , C E O
6 5 - 6 5 - 6 5 - 6 5

S u r vey Investigacion Y Estudios de

M e r c a go , S . A .

Cascada No. 6 7
C o l .D el Cramen Coyo a c a n
M exico City, DF 040100
M exi c o
P h .52-5-584-2584 
Fax 52-5-264-4849
c li e n t e s @ s u rv e y inv e st iga cio n . c o m . m x
w w w. s u rv e y inv e st iga cio n . c o m . m x
8 - 8 - 8 - 8

Desan Research Solutions

R a a d h u i s st raat 46
1016 DG Amst er d a m ,
N e t h erl a n d s
P h .31-20-620-15-89 
Fax 31-20-638-72-99
in fo @ de s a n . n l
w w w. de s a n . n l
1 0 0 - 1 0 0 - 1 0 0 - 1 0 0

Intomart Gfk bv

N o o r d se Bosje 13/15
1211 BD Hil v ersum Po stbus 10004
1201 DA Hil v ers u m ,
N e t h erl a n d s
P h .31-35-625-84-11 
Fax 31-35-624-65-32
in fo @ in t o m a rt g f k . n l
w w w. in t o m a rt g f k . n l
L e e n dert van Meer e m , G e n eral Manager
1 4 0 - 1 4 0 - 1 4 0 - 1 4 0

M4 Marktonderzoek bv

S t a t io n s st raat 19
5038 EA Til b u r g ,
N e t h erl a n d s
P h .31-134-64-99-77 
Fax 31-134-64-99-70
in fo @ m 4 m a rk t o n der zo e k . n l
w w w. m 4 m a rk t o n der zo e k . n l
1 2 0 - 1 2 0 - 1 2 0 - 1 2 0

M OT I VACTION INTERNAT I O N A L

R e se a rch and Stra t e gy
Po stbus 15262
1001 MG Amst er d a m ,
N e t h erl a n d s
P h . 31-(0)20-589-83-83 
Fax 31- 90 020-589-83-00
m o t i @ m o t iva ct io n . n l
w w w. m o t iva ct io n . n l
D r. Frits Spang e n b er g , P r e s ide n t
6 0 - 6 0 - 6 0 - 0

Team Vier b.v.

Veenplaats 19
1182 JW Amst el v e e n ,
N e t h erl a n d s
P h . 31-20-645-53-55 
Fax 31-20-645-59-30
in fo @ t e a m vi er. n l
w w w. t e a m vi er. n l
Jeannetta Ber g h a h n
3 5 - 3 5 - 3 5 - 3 5

Telder Research Data & Facilities BV

Va rke n s m a rkt 19
3811 LD Amers fo o rt ,
N e t h erl a n d s
P h . 31-33-422-00-22 
Fax 31-33-422-00-20
s a l e s @ t elder. n l
w w w. t elder. n l
7 6 - 7 6 - 7 6 - 7 6

Telder Research Data & Facilities BV

Va rke n s m a rkt 19
A m ers fo o t , 3811 LD
N e t h erl a n d s
P h . 31-33-422-00-22 
Fax 31-33-422-00-20
s a l e s @ t elder. n l
A l b ert Buitenkamp, M a n a ging Direct o r
4 0 - 4 0 - 4 0 - 4 0

TNS NIPO

P. O .B ox 247
G rote Bickers st raat 74
1013 KS Amst er d a m ,
N e t h erl a n d s
P h . 31-20-522-54-44 
Fax 31-20-522-53-33
in fo @ t n s - ni p o . c o m
w w w. t n s - ni p o . c o m
2 7 0 - 2 7 0 - 2 7 0 - 2 7 0

In Touch Research

P. O .B ox 33679
Ta k a p u n a ,
New Zealand
P h . 64-9-919-3002 
Fax 64-9-919-3001
k a r e n @ in t o u c h r e se a rc h . c o . n z
w w w. in t o u c h r e se a rc h . c o m
1 1 4 - 8 8 - 1 1 4 - 0

Field Work Scandinav i a

C h ri stian Kro g h s gate 1B
0186 Oslo,
N o r w a y
P h . 47-22-954-700 
Fax 47-22-954-855
in fo @ fi eldw o rk . n o
w w w. fi eldw o rk . n o
1 3 2 - 1 3 2 - 1 3 2 - 1 3 2

Research International Feedback A S

G r e n sen 5-7
0159 Oslo,
N o r w a y
P h . 47-22-00-47-00 
Fax 47-22-00-47-01
in fo . n o @ r e se a rc h - in t . c o m
w w w. f e e d b a c k . n o
3 6 - 3 6 - 2 9 - 0

Western Wats Interviewing Center 

3rd floor PIPC Building 7
B a s a k , Lapu-Lapu City Cebu, 6 0 1 5
P hili p p in e s
P h . 801-373-7735 
Fax 801-379-5073
j w el c h @ w e st ern w a t s . c o m
w w w. w e st ern w a t s . c o m
Jeff Wel c h ,V. P. C lient Servi c e s
2 0 0 - 2 0 0 - 2 0 0 - 2 0 0
(See advert i sement on p. 1 3 3 )

METRIS GfK

GfK Po rt u ga l
Rua Marquesda da Fro n t e i ra No. 8-1 And
1070-296 Lisboa,
Po rt u ga l
P h . 351-21-000-02-00 
Fax 351-21-000-02-90
in fo @ m e t ri s . g f k . p t
w w w. m e t ri s . g f k . p t
5 0 - 5 0 - 5 0 - 5 0

Gaither International, I n c .

G . P. O . B ox 70211
San Ju a n , PR 00936
P u erto Rico
P h . 787-728-5757 
Fax 787-728-5715
ga i t h er @ ga i t h erin t ern a t io n a l . c o m
w w w. ga i t h erin t ern a t io n a l . c o m
1 0 - 0 - 0 - 0
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The Marketing Center

C a va li eri 1594, UR B . C a ribe Rio Piedra s
San Ju a n , PR 00927
P u erto Rico
P h .787-751-3532 
Fax 787-765-2096
in fo @ t m c gro u p . n e t
w w w. t m c gro u p . n e t
2 0 - 2 0 - 5 - 5

SKA Division of Mediafax, I n c .

1606 Ponce de Leon Av e . , Suite 600
San Ju a n , PR 00909
P u erto Rico
P h .787-721-1101 
Fax 787-725-1340
s k l a p p er @ s k a - p r. c o m
w w w. s k a - p r. c o m
S t a n ford Klapper, P r e s ident & COO
6 - 6 - 6 - 6

Joshua Research Consultants

190 Middle Road
Fo rtune Centre #20-02
S inga p o r e, 1 8 8 9 7 9
S inga p o r e
P h .65-6227-2728 
Fax 65-6333-5517
j o s h u a rc @ s ing n e t . c o m . s g
w w w. j o s h u a r e se a rc h . c o m
C a rol Goh or Andrew Chong
2 0 - 2 0 - 2 0 - 0

Kadence Singapo r e

#11-01 Royal Bro t h ers Building
R a f fles Place, 22 Malacca St
S inga p o r e, 0 8 4 9 6 0
S inga p o r e
P h .011-65-6513-2400 
p l e e @ s g . k a de n c e . c o m
w w w. k a de n c e . c o m
P i ers Lee, C E O
2 0 - 2 0 - 2 0 - 2 0

P r o a c t i ve Insight

( Pa rt of Synova t e )
The Campus, G round fl o o r
W rigley Fi eld , 57 Sloane Street
B rya n st o n , 2 0 2 1
S o uth Afri c a
P h .27-11-709-7800 
Fax 27-11-463-2233
in fo @ p ro a ct iv e . c o . z a
w w w. p ro a ct iv e . c o . z a
K a rin Baili e
1 4 6 - 1 4 6 - 1 4 6 - 0

S y n ov a t e

12th fl o o r,The Korea Economic Daily Bld g .
441 Chunglim - D o ng ,C h u ng - Ku
S e o u l , 1 0 0 - 7 9 1
S o uth Ko r e a
P h . 82-2-741-3091 
Fax 82-2-741-3096
k u rt . t h o m p s o n @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
3 9 - 3 9 - 0 - 0

S y n ov a t e

Calle Cartagena 70
28028 Madrid ,
S p a in
P h . 34-91-8379-300 
Fax 34-91-8379-302
s u s a n n e . b a l l @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Susanne Ball, I n t ern a t ional Unit Manager
6 5 - 6 5 - 6 5 - 0

TNS Spain

C a mi de Can Calders , 4
S a int Cugat del Va l l e s
B a rc el o n a , 0 8 1 3 7
S p a in
P h . 34-93-581-94-10 
Fax 34-93-581-94-03
ro s a . m o r e n o @ t n s - gl o b a l . c o m
w w w. t n s - gl o b a l . e s
Rosa Moreno
3 4 0 - 3 4 0 - 3 4 0 - 3 4 0

Furst Scandinavian Research A B

Va st m a n n a gatan 52, B ox 183
101 23 Stockholm,
S w e de n
P h . 46-8-21-59-59 
f r e d ri k @ f rs . se
w w w. f s r. se
4 0 - 4 0 - 4 0 - 0

Intervjubolaget A B

S t r e ng b er g s gatan 2
871 33 Harn o s a n d ,
S w e de n
P h . 46-611-34-97-20 
Fax 46-611-34-97-29
i b @ in t erv j u b o l a g e t . se
w w w. in t erv j u b o l a g e t . se
1 3 0 - 1 3 0 - 1 3 0 - 1 3 0

Research RBM

S l a g t h u se t
211 20 Malmo,
S w e de n
P h . 46-40-699-80-70 
Fax 46-40-699-80-71
go ra n . lil j a @ r b m a b. se
w w w. r b m a b. se
G o ran Lil j a , D i r e ct o r
2 0 - 2 0 - 2 0 - 2 0

P.Robert and Partners S.A.

I n t ern a t ional Marke t ing Rese a rc h
Avenue de Lonay 19
1110 Morges,
S w i t zerl a n d
P h . 41-21-802-84-84 
Fax 41-21-802-84-85
c a rm st ro ng @ p ro b ert . c o m
w w w. p ro b ert . c o m
C live Arm st ro ng , D i r. I n t ’ l . Sales Dev.
D a vid Perro u d , C O O
1 3 6 - 1 3 6 - 1 2 8 - 5 6

F u l l - service agency with ex t e n s ive ex p erience in
in t e grated multi-country rese a rc h .L e a der in
in t ern a t ional telephone in t ervi e w ing (136 CAT I ,
600 in t ervi e w ers cov ering 25 national lan-
gu a g e s , 800,000 CATI and F2F surveys annual-
ly in We st ern and Central Euro p e, N o rth and
S o uth Ameri c a , M iddle East , Japan and Sout h
E a st Asia). R e p o rt in Engli s h ,G erm a n , Fr e n c h ,
I t a lian and Spani s h .R e - c ert i fied in 2004 to ISO
9001:2000 Quality Management syst e m s .
(See advert i sement on p. 9 )

Opinion Research Ta i w a n

M in s h e ng East Road, S e ct ion 3, # 5 7 ,2 F - 3
Ta i p e i ,
Ta i w a n
P h . 886-2-2509-6438 
Fax 886-2-2509-6447
ke vin m e yer @ o rt . c o m . t w
w w w. o p inio n r e se a rc h t a i w a n . c o m
Ke vin Meyer
2 0 - 1 0 - 2 0 - 0

all global

5-25 Scrutton St., U nit E
Zetland House
L o n d o n , EC2A 4HJ
U nited King d o m
P h . 44-20-7749-1434 
Fax 44-20-7729-2700
in fo @ a l l gl o b a l l t d . c o m
w w w. a l l gl o b a l l t d . c o m
E va Laparra
1 1 0 - 9 0 - 0 - 0
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B2B International Ltd.

B ramhall House, 14 Ack Lane East
B ra m h a l l
S t o c k p o rt , C h e s i r e, SK7 2BY
U nited King d o m
P h .44-161-440-6000 
Fax 44-161-440-6006
in fo @ b 2 b in t ern a t io n a l . c o m
w w w. b 2 b in t ern a t io n a l . c o m
M a r garet Kel s a l l
3 0 - 3 0 - 3 0 - 0

do t - s u r vey s

10 Baden Place, C rosby Row
L o n d o n , SE1 1YW
U nited King d o m
P h .44-20-7403-3322 
Fax 44-20-7403-3428
d o t - s u rv e y s @ rs m 1 . c o m
w w w. d o t - s u rv e y s . c o m
6 5 - 6 5 - 6 5 - 0

Facts International Ltd.

Fa cts Centre, 3 Henwood
A s h fo r d , Ke n t , TN24 8FL
U nited King d o m
P h .44-123-363-7000 or 0800-1695343
Fax 44-123-362-6950
f a ct s @ f a ct s . u k . c o m
w w w. f a ct s . u k . c o m
B a r b a ra Lee, C h a i rman & CEO
8 0 - 8 0 - 8 0 - 8 0

FDS International Ltd.

H ill House, 8th fl o o r, H ig h gate Hil l
L o n d o n , N19 5NA
U nited King d o m
P h .44-20-7272-7766 
Fax 44-20-7272-4468
e n q u i ri e s @ f d s . c o . u k
w w w. f d s . c o . u k
8 0 - 8 0 - 8 0 - 8 0

Field Facts Wo r l dw i d e

11 We y m o uth St.
L o n d o n , W1W 6DD
U nited King d o m
P h .44-20-7908-6600 
Fax 44-20-7908-6666
in fo @ fi eld f a ct s . c o m
w w w. fi eld f a ct s . c o m
D o u glas Fe del e, M a n a g er
6 5 - 4 0 - 6 5 - 6 5

With 65 CATI-equipped telephone st a t io n s ,
Fi eld Fa cts ITC,a wh o l ly - owned subsidi a ry of
Fi eld Fa cts Wo rldw ide, is able to conduct tel e-
phone st u dies gl o b a l ly with native langu a g e
s p e a kers , f rom its modern London tel e p h o n e
c e n t er. Fi eld Fa cts ITC, li ke its parent company,
is responsiv e, r e a s o n a ble in cost , ex p eri e n c e d
and able to undert a ke all challeng e s .
(See advert i sement on p. 1 4 3 )

HI Europe Data Collection Services

Wa t ermans Pa rk
H igh Street
B r e n t fo r d , TW8 0BB
U nited King d o m
P h . 44-20-8263-5200 
Fax 44-20-8263-5444
in fo @ hi e u ro p e . c o m
w w w. hi e u ro p e . c o m
Hal Ku ra i s h e
2 0 0 - 1 8 0 - 2 0 0 - 0

ICM Direct

6 Greenland Place
L o n d o n , NW1 0AP
U nited King d o m
P h . 44-20-7428-7870 
Fax 44-20-7428-7868
p a t ri c k d @ i c m - di r e ct . c o m
w w w. i c m - di r e ct . c o m
Pa t rick Diamond
1 5 0 - 1 2 5 - 1 2 5 - 1 2 5

Ipsos International CatiCentre

(Ipsos UK)
R e se a rch Services House
E l m grove Road
H a rrow, M id d l e sex , HA1 2QG
U nited King d o m
P h . 44-20-8861-8000 
Fax 44-20-8427-5228
ro b ert . k i r b y @ i p s o s . c o m
w w w. i p s o s - u k . c o m
R o b ert Kirby,Telephone Rese a rch Direct o r
1 4 4 - 1 4 4 - 1 4 4 - 1 4 4

J R A Research

Vi ct o ria Court , Kent Street
N o t t ing h a m , NG1 3LZ
U nited King d o m
P h . 44-115-955-1133 or 44-115-910-5775
Fax 44-115-953-7077
p a u l @ j ra r e se a rc h . c o m
w w w. j ra r e se a rc h . c o m
Paul Summers , D i r e ct o r
2 0 - 1 4 - 2 0 - 1 4

I deal British and European fi eld service part n er,
with tru ly ex t e n s ive ex p erience work ing for U.S.
a g e n ci e s . In-home in t ervi e w s , c e n t ral locatio n
t e sts - CAT I , focus group facili t i e s . S ervi c e
in c l u des ov ernight quotes, named pro j e ct exe c u-
t iv e, a f t er- h o u rs hotlin e .UK part n ers fo r
E u ro N e t .

Kadence (UK) Ltd

6th fl o o r, C a rlton House
C a rlton Driv e
L o n d o n , SW1S ZBS
U nited King d o m
P h . 44-20-8246-5400 
Fax 44-20-8246-5401
se v era r d @ k a de n c e . c o m
w w w. k a de n c e . c o m
S imon Evera r d , C E O
4 0 - 4 0 - 4 0 - 4 0

Ku dos Research

19-21 Nile Street
L o n d o n , N1 7LL
U nited King d o m
P h . 44-20-7490-7888 
Fax 44-20-7665-3210
in fo @ k u d o s r e se a rc h . c o m
w w w. k u d o s r e se a rc h . c o m
Sue Long , R e se a rch Direct o r
1 0 0 - 7 5 - 1 0 0 - 0

Market Probe Europe, L t d .

A Subsidi a ry of Market Pro b e, I n c .
C u m b erland House
80 Scrubs Lane
L o n d o n , NW10 6RF
U nited King d o m
P h . 44-20-8962-6201 
Fax 44-20-8962-6202
e u ro p e @ m a rke t p ro b e . c o m
w w w. m a rke t p ro b e . c o m
C o rn elius Barry, D i r e ctor of Opera t io n s
5 0 - 5 0 - 5 0 - 5 0

Market Research Solutions, L t d . ( M R S L )

Thames Pa rk , L e st er Wa y
Wa l ling fo r d ,O x fo r d s hi r e
O x fo r d , OX10 9TA
U nited King d o m
P h . 44-0-870-162-5300 
s a l e s @ m rs l . c o . u k
w w w. m rs l . c o . u k
4 0 - 4 0 - 4 0 - 0

Millward Brown Ulster

115 Univ ersity Street
B el f a st , BT7 1HP
U nited King d o m
P h . 44-2890-231060 
Fax 44-2890-243887
a s k @ u k . mil lw a r d b row n . c o m
w w w. u m s - r e se a rc h . c o m
3 5 - 3 5 - 3 5 - 3 5

O p e r a

Keswick Hall
N o r w i c h , NR4 6TJ
U nited King d o m
P h . 44-1603-250555 
Fax 44-1603-457272
in fo @ o p era grp . c o m
w w w. o p era grp . c o m
Glenn Hoy, M a n a ging Direct o r
5 0 - 4 0 - 3 0 - 3 0

Pe r s p e c t i ve

Tech We st House, 10 Wa rple Wa y
L o n d o n , W3 0EU
U nited King d o m
P h . 44-20-8896-4400 
Fax 44-20-8896-4401
in fo @ p ers p e ct iv e m r. c o . u k
w w w. p ers p e ct iv e m r. c o . u k
Richard Sheld ra ke, M a n a ging Direct o r
9 0 - 8 0 - 8 0 - 0
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1. STATIONS - N o . of in t ervi e w ing st a t ions at this locatio n
2. CATI - N o . of st a t ions using comput er- a ided in t ervi e w ing
3. ON-SITE - N o . of st a t ions which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises

Codes - (e.g. 25-10-25-10)



Pe r s p e c t i ve 

22/24 Mill Street
S l o u g h , SL2 5DH
U nited King d o m
P h .44-1753-216-900 
Fax 44-1753-216-901
in fo @ p ers p e ct iv e m r. c o . u k
w w w. p ers p e ct iv e m r. c o . u k
Richard Sheld ra ke, M a n a ging Direct o r
4 0 - 4 0 - 4 0 - 0

PH Research Services Ltd

The Lodge, 6 Hunters Lane
O ld h a m , L a n c a s hi r e, 4 4 - 1 6 1 - 6 2 0 - 2 2 9 0
U nited King d o m
P h .44-161-620-2290 
Fax 44-161-620-2254
p a u l a . h o a t h @ p h r e se a rc h . c o m
w w w. p h r e se a rc h . c o m
Paula Hoath
1 5 - 0 - 1 5 - 0

Plus Four Market Research

D erwent House
35 South Pa rk Road,Wim bl e d o n
L o n d o n , SW19 8RR
U nited King d o m
P h .44-20-8254-4444 
Fax 44-20-8254-4440
p l u s 4 @ p l u s 4 . c o . u k
w w w. p l u s 4 . c o . u k
Colleen Nort o n
2 0 - 1 2 - 1 2 - 0

RONIN Fo c u s

43 Palace Street
L o n d o n , SW1E 5ZN
U nited King d o m
P h . 44-20-7903-7000 
Fax 44-20-7903-7001
a n d r e w. n el s o n @ ro nin . c o m
w w w. ro nin . c o m
S imon Glanvil l e, G e n eral Manager
1 5 0 - 1 5 0 - 1 5 0 - 1 5 0

RSM - Research Support & Marketing

10 Baden Place, C rosby Row
L o n d o n , SE1 1YW
U nited King d o m
P h . 44-20-7403-3322 
Fax 44-20-7403-3428
d a vid @ rs m 1 . c o m
w w w. rs m 1 . c o m
Rick Dent, Pa rt n er
6 5 - 4 0 - 6 5 - 6 5

Telephone Interviewing Centre

A Div. of IBN icon bran naviga t io n
We s sex House, M a rl ow Road
B o u rne End
B u c k ing h a m s hi r e, SL8 5SP
U nited King d o m
P h . 44-162-864-2900 
Fax 44-162-864-2909
i c o n - t i c @ i c o n - u k . c o m
w w w. i c o n - b ra n d - n a viga t io n . c o m
John Mackay
2 4 - 2 4 - 2 4 - 0

Thornton Drummond & Brett Ltd.

11-13 Broad Court
L o n d o n , WC2B 5PY
U nited King d o m
P h . 44-20-7520-5900 
Fax 44-20-7520-5901
in fo @ t d b - r e se a rc h . c o m
w w w. t d b - r e se a rc h . c o m
B rigid Agl e n
2 0 - 2 0 - 2 0 - 2 0

WorldOne Research

U nit 2 & 3, U nity W h a r f
13 Mill Street
L o n d o n , SE1 2BH
U nited King d o m
P h . 44-20-7252-1118 
Fax 40-20-7252-1316
in fo @ w 1 - r e se a rc h . c o m
w w w. w 1 - r e se a rc h . c o m
6 0 - 6 0 - 6 0 - 6 0
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A c t i ve G r o u p  . . . . . . . . . . . . . . . . . . . . . . . . . . . .6 5
P h .800-793-3126 | www. a ct iv e gro u p . n e t

A dvanced Fo c u s  . . . . . . . . . . . . . . . . . . . . . . . . .8 0
P h .212-217-2000 | www. a d va n c e d fo c u s . c o m

A dvantage Research,I n c . . . . . . . . . . . . . . . . . .1 3 7
P h .877-477-7001 | www. a ri a d va n t a g e . c o m

A dvertising Research Fo u n d a t i o n  . . . . . . . . . . .9 1
P h .212-751-5656 | www. t h e a r f. o r g

A f fo r d a ble Samples,I n c .  . . . . . . . . . . . . . . . . . .2 1
P h .800-784-8016 | sales@affo r d a bl e s a m p l e s . c o m

AIM Research . . . . . . . . . . . . . . . . . . . . . . . . . .1 3 1
P h .915-591-4777 | www. a im r e se a rc h . c o m

Analytical Group,I n c . . . . . . . . . . . . . . . . . . . . . .1 5
P h .800-946-2767 | www. a n a ly t i c a l gro u p . c o m

ARC Research . . . . . . . . . . . . . . . . . . . . . . . . . . .7 1
P h .908-276-6300 | www. a rc r e se a rc h . c o m

ASDE Survey Sampler  . . . . . . . . . . . . . . . . . . . .3 8
P h .888-323-3651 | www. s u rv e y s a m p l er. c o m

Baltimore Research  . . . . . . . . . . . . . . . . . . . . . . .5
P h .410-583-9991 | www. b a l t im o r er e se a rc h . c o m

Brain Surgery World W i d e  . . . . . . . . . . . . . .3 6 - 3 7
P h .317-656-8700 | www. B ra in S u r g ery I n c . c o m

Bruzzone Research Co.  . . . . . . . . . . . . . . . . . . .4 4
P h .510-523-5505 | www. b ru z zo n e - r e se a rc h . c o m

Burke Institute . . . . . . . . . . . . . . . . . . . . . . . . . .8 3
P h .800-543-8635 | www. B u rke I n st i t ut e . c o m

B u r k e , I n c o r po r a t e d  . . . . . . . . . . . . . . . . . . . . . .5 1
P h .800-267-8052 | www. b u rke . c o m

CfMC Research Software  . . . . . . . . . . . . . . . . .5 3
P h .415-777-0470 | www. c f m c . c o m

Channel M2  . . . . . . . . . . . . . . . . . . . . . .See Insert
P h .800-670-5385 | www. C h a n n el M 2 . c o m

CMS Research  . . . . . . . . . . . . . . . . . . . . . . . . . .2 4
P h .419-843-8570 | www. c m s r e se a rc h . c o m

C o l o r a do Market Research Services  . . . . . . . . .3 2
P h .303-758-6424 | www. rut h n el s o n r e se a rc h s v c s . c o m

Common Knowledge Research Services  . . .5 8 - 5 9
P h .800-710-9147 | www. c o m m o n k n ow l e d g e . c o m

Consumer Opinion Services, I n c . . . . . . . . . . . . .9 2
P h .206-241-6050 | www. c o s v c . c o m

Consumer Pulse, I n c .  . . . . . . . . . . . . . . . . . . . . .2 0
P h .800-336-0159 | www. c o n s u m erp u l se . c o m

Consumer Surveys Co.  . . . . . . . . . . . . . . . . . . . .3 9
P h .847-394-9411 | consumers u rv e y s 1 @ a o l . c o m

DataPrompt International  . . . . . . . . . . . . . . . .1 0 7
P h .312-423-4100 | www. d a t a p ro m p t in t l . c o m

D avis Research,L L C . . . . . . . . . . . . . . . . . . . . . .9 7
P h .800-366-2408 | www. d a vi s r e se a rc h . c o m

D e c i p h e r, I n c .  . . . . . . . . . . . . . . . . . . . . . . . . . . .2 5
P h .800-923-5523 | www. de ci p h erin c . c o m

Decision A n a l y s t , I n c .  . . . . . . . . . . . . . . . . . . . . .5 7
P h .817-640-6166 | www. de ci s io n a n a ly st . c o m

D e l ve  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .4 1
P h .800-325-3338 | www. del v e . c o m

D i s c overy Research Group . . . . . . . . . . . . . . . .1 3 4
P h .800-678-3748 | www. d r gut a h . c o m

EMH Opinion Sampling  . . . . . . . . . . . . . . . . . . .9 9
P h .916-443-4722 | www. e m h o p inio n s . c o m

E s e a r c h . c o m . . . . . . . . . . . . . . . . . . . . . . . . . . . .5 0
P h .310-265-4608 | www. e se a rc h . c o m

E S O M A R . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .5 5
P h . [31] (20) 664-2141 | www. e s o m a r. o r g

Field Facts Wo r l dw i d e  . . . . . . . . . . . . . . . . . . .1 4 3
P h .508-872-8840 | www. fi eld f a ct s . c o m

Fi e l dwo r k , I n c .  . . . . . . . . . . . . . . . . . . .Back Cove r
P h .8 0 0 - TO-FIELD | www. fi eldw o rk . c o m

Focus Groups of Cleve l a n d  . . . . . . . . . . . . . . .1 2 4
P h .800-950-9010 | www. fo c u s gro u p s o f c l e v el a n d . c o m

Fo c u s Vision Wo r l dw i d e , I n c .  . . . . . . . . . . . .6 - 7 ,7 7
P h .800-433-8128 | www. fo c u s vi s io n . c o m

Fo c u s Vision Vi d e o M a r k e r, I n c . . . . . . . . . . . . . . .1 9
P h .800-433-8128 | www. fo c u s vi s io n . c o m

GENESYS Sampling Systems  . . . . . . . . . . . . . .4 7
P h .800-336-7674 | www. g e n e s y s - s a m p ling . c o m

GMI (Global Market Insite, I n c )  . . . . . . . . . . . .1 3
P h .206-315-9300 | www. g mi - m r. c o m

G r e e n field Online  . . . . . . . . . . . . . . . . . .See Insert
P h .866-899-1013 | www. gr e e n fi eld . c o m

Group Dynamics in Fo c u s , I n c . . . . . . . . . . . . . . .5 4
P h .866-221-2038 | www. gro u p dy n a mi c s . c o m

G r o u p N e t  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .3 5
P h .800-288-8226 | www. gro u p - n e t . c o m

i.think inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .7 5
P h .214-855-3777 | www. i t hin k in c . c o m

I/H/R Research Group  . . . . . . . . . . . . . . . . . . .1 1 5
P h .800-254-0076 | www. i h r- r e se a rc h . c o m

ICR/International Communications Research  .2 8
P h .484-840-4300 | www. i c rs u rv e y. c o m

IMAGES Market Research . . . . . . . . . . . . . . . .1 0 5
P h .404-892-2931 | www. im a g e s u s a . n e t / r e se a rc h

I M o d e r a t e . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .2 3
P h .303-333-7883 | www. im o dera t e . c o m

I n forma Research Services  . . . . . . . . . . . . . . . .6 1
P h .800-848-0218 | www. in fo rm a rs . c o m

I n s i g h t E x p r e s s ,L L C . . . . . . . . . . . . . . . . . . . . . .1 1
P h .877-329-1552 | www. in s ig h t ex p r e s s . c o m

I n t e r C l i p p e r  . . . . . . . . . . . . . . . . . . . . . . . . . . . .6 4
P h .973-733-3434 | www. vi c C D . c o m

I n t e r v i ewing Service of A m e r i c a , I n c .  . . . . . . . .9 6
P h .818-989-1044 | www. i s a c o rp . c o m

Issues and Answers Netwo r k , I n c .  . . . . . . . . . .1 3 5
P h .757-456-1100 | www. i s s a n s . c o m

I t r a c k s . c o m . . . . . . . . . . . . . . . . . . . . . . . . . .4 2 - 4 3
P h .888-525-5026 | www. i t ra c k s . c o m

M/A/R/C® Research  . . . . . . . . . . . . . . . . . . . . . .2 7
P h .800-884-MARC | www. m a rc r e se a rc h . c o m

Maritz Research  . . . . . . . . . . . . . . . . . . . . . . . . .1 7
P h .887-4-MARITZ | www. m a ri t z r e se a rc h . c o m

MAXimum Research,I n c .  . . . . . . . . . . . . . . . .1 2 9
P h .856-874-9000 | www. m a xim u m r e se a rc h . c o m

MI Pro USA,I n c  . . . . . . . . . . . . . . . .2 2 , 7 4 ,7 9 ,8 1
P h .513-762-7650 | www. mi p ro . n o

M i c r o t a b , I n c .  . . . . . . . . . . . . . . . . . . . . . . . . . . .4 9
P h .866-642-7682 | www. mi c ro t a b. c o m

M K T G , I n c .  . . . . . . . . . . . . . . . . . . . . . . . . . . . .1 2 2
P h .516-277-7000 *  . . . . . . . . . .w w w. m k t gin c . c o m

MRCGroup Research Institute  . . . . . . . . . . . .1 1 7
P h .800-820-0166 | www. m rc gro u p . c o m

MRSI (Marketing Research Services, I n c . ) . . .1 2 5
P h .8 0 0 - S AY-MRSI | www. m rs i . c o m

N a m e L a b , I n c .  . . . . . . . . . . . . . . . . . . . . . . . . . .7 6
P h .415-517-0803 | www. n a m el a b. c o m

The Olson Research Group, I n c . . . . . . . . . . . . . .7 3
P h .609-882-9888 | www. o l s o n r e se a rc h gro u p . c o m

On-Line Communications, I n c .  . . . . . . . . .6 7 ,1 2 7
P h .800-765-3200 | www. o n - lin e c o m . c o m

Opinion Access Corp.  . . . . . . . . . . . . . . . . . . . .1 2 1
P h .718-729-2622 | www. o p inio n a c c e s s . c o m

Opinion Place - DMS  . . . . . . . . . . . . . . . . . . . . .4 5
P h .800-409-6262 | www. D M S d a l l a s . c o m

Opinion Search Inc.  . . . . . . . . . . . . . . . . . . . . . . .3
P h .800-363-4229 | www. o p inio n se a rc h . c o m

P.Robert and Partners S.A.  . . . . . . . . . . . . . . . . .9
P h . [41] (21) 802-8484 | www. p ro b ert . c o m

PA I - P r o d u c t i ve A c c e s s , I n c . . . . . . . . . . . . . . . . .6 2
P h .800-683-3111 | www. p a i wh q . c o m

Q R CA , I n c .  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .3 3
P h .731-584-8080 | www. q rc a . o r g

R e a d ex Research - The Mail Research Center . .7 0
P h .800-873-2339 | www. b 2 b m rc . c o m

Recruiting Resources Unlimited  . . . . . . . . . . . .4 8
P h .718-222-5600 | www. r e c ru i t ingr e s o u rc e s l l c . c o m

Research Resolutions, I n c . . . . . . . . . . . . . . . . . .6 9
P h .214-239-3939 | www. R e se a rc h R e s o l ut io n s . c o m

S I S International Research, I n c .  . . . . . . . . . .1 2 0
P h .941-955-5744 | www. s i s in t ern a t io n a l . c o m

S awtooth Software, I n c .  . . . . . . . . . . . . . . . . . .6 6
P h .360-681-2300 | www. s a w t o o t h s o f t w a r e . c o m

S awtooth Te c h n o l o gi e s , I n c .  . . . . . . . . . . . . . . .7 2
P h .847-239-7300 | www. s a w t o o t h . c o m

Schlesinger A s s o c i a t e s , I n c .  . .Inside Front Cove r
P h .866-549-3500 | www. s c h l e s ing era s s o ci a t e s . c o m

S c i e n t i fic Telephone Samples  . . . . . . . . . . . . . .2 9
P h .8 0 0 - 9 4 4 - 4 STS | www. st s s a m p l e s . c o m

Socratic Te c h n o l o gi e s , I n c .  . . . . . . . . . . . . . . . .1 4
P h .8 0 0 - 5 - S O C R ATIC | www. s o t e c h . c o m

S u r vey Sampling International Inside Back Cove r
P h .203-255-4200 | www. s u rv e y s a m p ling . c o m

S u r vey Service, I n c .  . . . . . . . . . . . . . . . . . . . . .1 1 9
P h .800-507-7969 | www. s u rv e y servi c e . c o m

S u r vey. c o m  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .6 8
P h .408-850-1227 | www. s u rv e y. c o m

Tr a go n . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1 0 1
P h .800-841-1177 | www. t ra go n . c o m

Western Wats Interviewing Center  . . . . . . . . .1 3 3
P h .801-373-7735 | www. w e st ern w a t s . c o m

Yo u r 2 C e n t s , I n c .  . . . . . . . . . . . . . . . . . . . . . . . . .6 3
P h .800-336-7674 | www. yo u r 2 c e n t s . c o m

index of advertisers
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classified ads

Attention Research Software Users!

Tim Macer, a U.K.-based research software expert and Quirk’s soft-
ware reviewer, is conducting a survey on marketing research software
in conjunction with Norway-based research software maker FIRM.

If you would like to participate in The Confirmit Annual MR Software
Survey, please visit www.meaning-surveys.co.uk.

All participants will receive a free summary report of the results.



brand extension, try going for the
gold, Nunes and Johnson say.
“Executives should pick a substantial-
ly higher price point than their cate-
gory’s current average (anywhere
from two to 10 times higher is a good
start) and then imagine what they
could possibly offer, given the free-
dom to spend - on development as
well as delivery - that those sorts of
price points would give them.What
unmet customer needs could be
addressed, and what innovative
approaches could be considered, if the
company were expecting to make
that kind of money from each sale?”

This of course is not a move made
lightly - brand equity being the pre-
cious commodity that it is - but if
done with care and foresight, this
kind of bold step can bring sales and
profits that more than make up for
the development costs.They discuss
the example of Gillette’s Mach 3
razor, which on its introduction
retailed for an average price that was

35 percent above any other razor in
the Gillette line and went on to cap-
ture 28 percent of the men’s razor
market and persuaded consumers to

increase their spending on a single
pack of razors by 60 percent. Key to
Gillette’s success is that the company
didn’t abandon its more price-con-

scious customers but rather seized the
chance to redefine the shaving expe-
rience and change consumer concep-
tions of what appropriate price points
are for the category.

Money to be made
C l e a r l y, t h e re is money to be made in
the marketing of luxury goods and ser-
v i c e s . But it’s not enough to create a
p roduct or serv i c e, add some cachet to
it and hope that it takes off.You mu s t
u n d e rstand what luxury means to yo u r
target audience, what messages they
will respond to. If you are interested in
finding out, these two books offer a
wealth of inform a t i o n. |Q

Let Them Eat Cake - Marketing Luxury to the

Masses as Well as the Classes (300 pages;

$27), by Pamela Danziger, is published by

Dearborn Trade Publishing (www.dearborn -

trade.com).

Mass Affluence - 7 New Rules of Marketing to

Today’s Consumer (270 pages; $29.95), by

Paul Nunes and Brian Johnson, is published

by Harvard Business School Press (www.hbs -

press.org).
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continued from page 154

We’ve moved!

Our new address

4662 Slater Road
Eagan MN 55122-2362

Mailing address

P.O. Box 22268
St. Paul, MN  55122

New Phone

952-224-1919

New Fax

952-224-1914

E-Mail

info@quirks.com
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F. Scott Fitzgerald’s statement
about the rich being “ d i f f e re n t
f rom you and me” m ay not be

quite so true any m o re.With re t a i l e rs
such as Target bri n ging luxury to
the masses via products fro m
d e s i g n e rs such as Michael Grave s
and Isaac Mizrahi, you don’t have to
be rolling in dough to be able to
add chic niceties to your life.

I n d e e d , as two recent books
e x p l o re, the ve ry concept of luxury
is changi n g .

In Let Them Eat Cake - Marketing
L u x u ry to the Masses as Well as the
C l a s s e s, author Pamela Danziger
argues that luxury today is often
m o re about the experience of luxu-
ry rather than the status and pre s-
tige that (in theory) comes with
l u x u ry.We still love our possessions,
but more and more people are
v i ewing a luxurious life as one
filled with life-enhancing activ i t i e s
and experi e n c e s . House & Gard e n’s
Editor-in-Chief Dominique
B rowning puts it this way in
D a n z i g e r ’s book: l u x u ry isn’t only
about luxurious goods but the lux-
u ry of time, of space, of quiet, o f
s i m p l i c i t y.Those things all come at
a pri c e, and consumers in many
income levels are more and more
willing to pay that pri c e.

D r awing on findings from a two -
year quantitative and qualitative
study of the luxury market and also
f rom interv i ews with exe c u t ives at

companies that are succeeding as
p u rveyo rs of luxury items,
Danziger offers ve ry solid insights,
p resented clearly and with a good
re s e a rch- and/or data-based foun-

d a t i o n . She cove rs it all, f rom the
m a ny facets of the psychology of
l u x u ry to specific sections on mar-
keting luxury home pro d u c t s , l u x u-
ry personal goods and luxury ser-
v i c e s .

T h e re is much more to the idea
of luxury than simply possessing
e x p e n s ive items.T h e re are a whole
host of accompanying psychologi c a l
and emotional fa c t o rs and
D a n z i g e r ’s book does an excellent

job of detailing them.

Huge opportunity
Paul Nunes and Brian Johnson
explore the luxury market from a dif-
ferent angle in Mass Affluence - 7 New
Rules of Marketing to Today’s Consumer.
They argue that there is a huge
opportunity for marketers of all kinds
to capture an untapped portion of
affluent (and near-affluent) con-
sumers’ incomes by rethinking and
recasting the standard assumptions of
what constitutes a luxury product or
experience.They make some
thought-provoking arguments over
the course of three sections on prod-
uct positioning, designing luxury-
market offerings and reaching cus-
tomers.

In a section on product develop-
ment, they cite research findings in
which affluent consumers say they
often feel forced to choose between
buying a product that meets their
needs but is too expensive and one
that costs less than they would be
willing to pay but isn’t really what
they are looking for.This unmet
need, which the authors call a “mid-
dle ground,” provides opportunities
for marketers in many product areas
to raise the bar and change their posi-
tioning.

When considering these growth
opportunities, rather than a me-too

By Joseph Rydholm, Quirk’s editor

Show me the moneyed

trade talk
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	contents
	In case you missed it...
	survey monitor
	names of note
	product and service update
	data use
	by the numbers
	Emotion detector
	Pre-post vs. post-only studies
	Virtual consumption
	The visual impact of award-winning ads
	Play better offense and defense
	Moving beyond satisfaction
	2005 Telephone Facilities Directory
	index of advertisers
	classified ads
	trade talk



