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Branded brands still 
going strong
The March issue of trendw a t c hing . c o m ’ s
in di s p e n s a ble e-newsletter (sign up fo r
free subscri p t ion at
w w w. t r e n dw a t c hing.com) contained an
ex t e n s ive update on the bra n ded bra n d s
t r e n d . C a t a l o ging some of the newer and
more in t er e st ing examples of corp o ra t e
p a rt n ers hips across a wide ra nge of pro d-
u cts and servi c e s , the newsletter cov er e d
P hilips and P&G’s Intel liClean tooth-
b ru s hing syst e m , which in c o rp o rates the
S o nicare toothbrush and Crest tooth-
p a st e ; Apple teaming with car makers
M erc e de s - B e n z , Vo l vo and Nissan; H o lid a y
Inn and its Nickel o deon Fa mily Suites;
and Starbucks and Jim Beam launching
Starbucks Coffee Liqueur.
Th ere are cert a in ly a number of potential
pitfalls behind these marriages but as the
n e w s l e t t er points out , t his type of creativ e
u se of exi st ing assets can lead to true win -
w ins for both side s . Many such arra ng e-
ments ari se from obvious syner gies (is it
safe to use that word aga in?) - a tooth-
b rush maker and a toothpaste maker are
n a t u ral part n ers - but others require a bit
of im a gin a t io n . S t il l , the leaps aren’t all
that hard to make . Think of family accom-
m o d a t ions and Holiday Inn comes to
min d . Fa mily entert a inment? Nickel o de o n .
Sounds li ke a match made in heaven, f ro m
a kid’s and a marke t er’s pers p e ct iv e .
Try an ex p erim e n t : Ta ke a min ute to jot
d own your brand’s core equities and va l-
u e s . Then think about other wel l - r e s p e ct e d
c o m p a nies that share those attri b ut e s .
D o n ’t be afra id to cast a wide net. Fin d
some in t rigu ing matches? You may want
to do a little rese a rc h .

At 7-Eleven, it’s oh thank
heaven for technology
If you need another example of how
investments in technology and a focus on
the customer can reap concrete rewards,
consider 7-Eleven. In a Business 2.0 arti-
cle, writer Elizabeth Esfahani showed
how 7-Eleven CEO Jim Keyes has used
technology and
store-level
empowerment
to boost sales,
attract new cus-
tomers and
wrest control
over distribu-
tion and prod-
uct decisions
from major suppliers.
The company has also gotten into product
development, using store sales data to
identify trends and unmet needs. After
spotting a product opportunity, it often
partners with third-party manufacturers,
an approach that has yielded hits like
towelettes designed to remove coffee
stains, and roadkill-shaped gummy candy.
“We’ve gone from having no idea what
we were selling to predicting what cus-
tomers want before they even know it,”
said David Podeschi, 7-Eleven’s senior
vice president.
(“7-Eleven Gets Sophisticated,” Business
2.0, January/February 2005)

M ove ove r, b l u e b e r r i e s
The newest super food is her e : a ç a i .
S p o rt ing as much calcium as mil k ,
more antioxidants than bl u e b erri e s
and deliv ering a coffee-li ke kick, t h e
b erries taste li ke chocolate-cov er e d
c h erri e s . The sole U.S. im p o rt er of
the berri e s , San Clemente, C a li f. -
b a sed Sambazon (the berries grow in
the Amazon ra in fo r e st) sold $2 mil-
lion worth of bottled and fro zen açai
s m o o t hies in 2004, c o u rtesy of de a l s
with gro c ers Wild Oats and W h o l e
Fo o d s . Can açai cereal be far
b e hind? 
(Açai Berries Hit the Big Tim e, ”
Business 2.0, Ja n u a ry / Fe b ru a ry
2 0 0 5 )

Tagging is it
The latest attempt to organize the Web-going experience is tagging. Using sites such as
del.icio.us and www.technorati.com,Web surfers can tag any Web link they choose and then
categorize and save it on a tagging site for later retrieval. It’s not unlike the bookmarking
process, although in this case, your bookmarks are shared with the rest of the world. At first
blush, the tagging process appears cumbersome and time-consuming as users may have to
wade through a mass of potentially unrelated or uninteresting links, especially if their defini-
tion of the topic at hand is different from the tag-gatherers’. Still, allowing like-minded but
geographically separate groups to work together on and share the fruits of an information-
gathering process does hold some appeal. A BusinessWeek article cited an example of blog-
gers interested in applying technology to non-profit groups who adopted the “NPTech” tag
and created a bibliography of more than 900 articles, Web links and blog posts.
Sharing is also behind the photo Web site www.flickr.com, which was recently purchased by
Yahoo! Inc.Yahoo and Google have clearly taken notice of the rise of tagging, as it has the
potential to steal eyeballs from traditional search engine sites. For marketers, tagging sites
have the potential to serve as labs for trend watching. Examining the ways that consumers
group and categorize information could provide clues to the language and images that can be
used to communicate with them. Flickr, for example, features a multitude of tagged photo
sets on topics such as “summer,”“wedding,”“vacation” and “fun.”
(“Picking Up Where Search Leaves Off,” BusinessWeek, April 11, 2005)

Getting inside their heads - literally
As part of a larger piece on tech trends to watch, F o r t u n e m a ga z ine reported on fMRI,
or funct ional magnetic resonance im a ging , which de t e cts the fl ow of blood to the bra in ’ s
c e n t ers of pleasure, m e m o ry or thought. Baylor neuro s ci e n t i st Read Montagu e ’ s
r e se a rch seems to in dicate that blood fl ow in c r e a ses to cert a in parts of the bra in’s pre-
f rontal cort ex if the vi e w er li kes what he or she is se e ing . Steven Quartz of Caltech and
Tim McPa rt lin of Lieberman Rese a rch Wo rldw ide in Los Ang eles have created an fMRI
service aimed at fil m m a kers which will test audience react ions to film tra il ers .Th e i r
n ext plan is to offer fMRI st u dies on items from logos to packaged go o d s .
( “ Ten Tech Tr e n d s , ” F o r t u n e, Ja n u a ry 10, 2 0 0 5 )

In case you missed it...
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Jo u rn a l i s t s , political activists and many
o t h e rs routinely use political labels to
d e s c ribe politicians and policies as
c o n s e rva t ive or liberal, right-wing or
l e f t - w i n g .A Harris Poll measure d
what a cross-section of U. S. a d u l t s
u n d e rstand by these and other labels.

Most people, it appears , u n d e rs t a n d
these labels in pretty much the same

way political pundits do. Large majori-
ties believe that conserva t ives favo r
moral va l u e s , cutting taxe s , and oppose
same-sex marri a g e, g ay ri g h t s , a n d
a b o rtion ri g h t s .M a j o rities believe lib-
erals favor abortion ri g h t s , g ay ri g h t s ,
same-sex marri a g e s , and affirm a t ive
a c t i o n .But substantial nu m b e rs of
people don’t know where conserva-
t ives and liberals stand on those and
other issues.And some people seem to
completely misunderstand these labels.
These are the results of a Harris Poll of
2,209 U. S. adults surveyed online by
H a rris Interactive, R o c h e s t e r, N. Y. ,
b e t ween Ja nu a ry 11 and 16, 2 0 0 5 .

While most people gave the expect-
ed answe rs , substantial minorities think

that conserva t ives oppose cutting taxe s
(19 percent) or are not sure (11 per-
cent) whether they favor or oppose
cutting taxe s . In other wo rd s , 30 per-
cent of all adults do not give the
expected response that conserva t ive s
favor cutting taxe s . S i m i l a r l y : 50 per-
cent believe that conserva t ives support
gun control or are not sure ; 46 perc e n t
think that conserva t ives support affir-
m a t ive action or are not sure ; 23 per-
cent think that conserva t ives support
a b o rtion rights or are not sure ; 19 per-
cent think that conserva t ives support
g ay rights or are not sure ; 15 perc e n t
b e l i eve conserva t ives support same-sex
m a rriage or are not sure.

While large majorities believe liber-
als favor abortion ri g h t s , g ay ri g h t s , a n d
same-sex marri a g e, substantial minori-
ties give more surp rising re s p o n s e s .
Fully 39 percent believe liberals favo r
cutting taxe s , and 17 percent are not
s u re.T h i rt y - s even percent believe that
liberals either oppose gun control (24
p e rcent) or are not sure (13 perc e n t ) .

Significant but smaller nu m b e rs do
not believe or are not sure if liberals
s u p p o rt gun control (37 perc e n t ) , a f f i r-
m a t ive action (26 perc e n t ) , s a m e - s e x
m a rriage (22 perc e n t ) , g ay rights (17
p e rc e n t ) , or abortion rights (16 per-
c e n t ) .

As one would expect,m a ny people
think that ri g h t - w i n g e rs support and
oppose policies in ways which are sim-
ilar to the positions of conserva t ive s .
But the label right-wing is less clear to
m a ny people than conserva t ive. M o re
people don’t know what the phrase
m e a n s , with between 20 and 27 per-
cent saying they are not sure whether a
right-winger would support or oppose
each of the seven policy positions.

The majorities who give the
expected answe rs (e. g . , the 59 perc e n t
who say that ri g h t - w i n g e rs support
cutting taxes) are about 10 points
l ower than those who give the expect-
ed answe rs when describing conserva-

t ive s .
L i kew i s e, the label left-winger is

b roadly perc e ived to be similar to lib-
eral except that more people are not
s u re what it means.

U n s u rp ri s i n g l y, p e rceptions of mod-
erates and independents fall betwe e n
those of conserva t ives and liberals and
b e t ween right- and left-wingers . B u t
t h e re are some intere s t i n g , p o s s i bl y
s u rp rising findings. Moderates for
example are seen by many people to
re s e m ble conserva t ives in support i n g
moral values and tax cuts but to
re s e m ble liberals in supporting abor-
tion ri g h t s , gun control and gay ri g h t s .
Smaller nu m b e rs , but still pluralities,
b e l i eve that independents favor tax
c u t s , a b o rtion ri g h t s , a f f i rm a t ive action,
g ay ri g h t s , gun control and same sex
m a rri a g e. O ve r a l l , t h e re f o re, people are
m o re likely to see moderates and inde-
pendents as re s e m bling liberals than
re s e m bling conserva t ive s . For more
i n f o rmation visit www. h a rri s i n t e r a c-
t ive. c o m .

I n t e r net users earning $150k
g r ow 20 percent ye a r- ove r-
ye a r
N ew York-based Nielsen//Net-
Ratings re p o rts that Internet users
with household incomes of more than
$150,000 jumped 20 percent ye a r -
ove r - year to 10.3 million in Ja nu a ry
2 0 0 5 , leading all income gro u p s .T h i s
group not only spends the most
amount of time online (76 hours per
month) as compared to the other
income segment, but it consumes
m o re Web pages (2,126 pages) than
a ny other gro u p.

“The rise in the number of high-
income Web surfers , combined with
their propensity to spend the most
amount of time surfing and consum-
ing Web pages as compared to eve ry-
one else, re p resents a solid opport u n i t y
for marke t e rs ,” s ays Heather
D o u g h e rt y, senior retail analyst,

continued on page 74
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Chicago-based I n f o rmation Resources,
I n c.,has named R o b e rt Blattberg
chief analytics officer.

U.K.-based re s e a rch firm E S A h a s
named Ana Caro l i n a systems deve l o p e r.

Ve ronica New m a n has joined
Indianapolis re s e a rch firm Market Vo i c e
C o n s u l t i n g as quantitative program man-
a g e r.

Jim Salter has joined the Cherry Hill,
N. J. , office ofAbt Associates Business
R e s e a r ch and Consulting Group as pri n c i-
pal consultant.

Cincinnati re s e a rch firm Blue Bear h a s
named Wendy Kincaid sales adminis-
tration manager.

D e c i p h e r, I n c.,F re s n o,C a l i f. ,has named
Jens Schlueter national sales dire c t o r.

M/A/R/C Research, I rv i n g ,Te x a s , h a s
announced a number of staff additions.
Frank Wy m a n has been named dire c-
tor - advanced analytics;K ri s t y
H o ove r has been named marke t i n g

a s s i s t a n t ; and Je re my Brandt, C a rd i s s
Jo h n s o n and R o b e rt Lava rn h ave
joined the firm as data analyst intern s .

S t r u c t u r e Te c, a Kalamazoo,M i c h . - b a s e d
building consulting firm ,has named
M a t t h ew Po l i c k m a r keting re s e a rc h
and sales re p re s e n t a t ive.

L ewis Oberlander has been pro m o t e d
to senior vice pre s i d e n t ,domestic mar-
keting re s e a rc h ,Wa rner Bros.P i c t u r e s,
B u r b a n k , C a l i f.

William V i d ri n e has joined B e l l o my
R e s e a r ch , I n c. ,Wi n s t o n - S a l e m ,N. C. , as a
CATI progr a m m e r. In addition
Kimberly Camero n has been pro-
moted to senior re s e a rch manager and

Lynn Dube has been promoted to
vice president - client serv i c e.

N ew York re s e a rch firm Ipsos has named
M a ria Philips to its adve rt i s i n g
re s e a rch division in Pa rs i p p a ny,N. J. , a s
vice president of tracking and equity.

B u rt Leiman has been appointed
m a n a ging director of G r e e n f i e l d

Consulting Group,We s t p o rt ,C o n n .

Keith Pe t e rs o n has been named chief
operating officer of San Diego marke t i n g
i n f o rmation firm C l a ritas and president of
I n t e gr a s ,a division of Clari t a s ,I n c.

O re m ,Utah-based re s e a rch firm P G M ,
I n c., has named Michael Nader c l i e n t
d evelopment re p re s e n t a t ive.

R e s e a r ch Intern a t i o n a l has announced a
number of appointments:M i ri a m
R u s t a m as general manager to lead the
a g e n c y ’s office in Indonesia;S u n a n d o
D a s as re gional dire c t o r, c o n s u m e r
u n d e rstanding and branding in A s i a -
Pa c i f i c ;Gillem Law s o n to re gi o n a l
d i rector of innovation in A s i a - Pa c i f i c ;
C a t h e rine Connolly to group human
re s o u rces director and member of the
group board ;D o u we Rademake r t o
CEO of Research International Ja p a n ;
Guy de Seve a u x to CEO in the
N e t h e r l a n d s ;Alissa A l g a ri n to client
s e rvice director/ tracking division in
the Stamford ,C o n n . , o f f i c e ;To m
M c C ay to technical director – tracking
ro l e. In addition,Rosalynn Tang h a s
been promoted to deputy managi n g
d i rector of Singapore.

Foundation Energy Sales, I n c., L i n t h i c u m
H e i g h t s ,M d . , has named Betsy S.
Va n i n e t t i d i re c t o r,m a r ket re s e a rc h .

Stephen A n s p a c h,chief technolog y
officer of Encino,C a l i f. , re s e a rch firm
E - P o l l,has added the title of senior vice
p resident operations to his re s p o n s i b i l i-
t i e s . In addition,M a ry Ann Fa rre l l h a s

Newman Salter

continued on page 94
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Update of Microtab now
ava i l a b l e
Atlanta-based re s e a rch softwa re firm
M i c rotab Inc. , has released Micro t a b
XP 2005, an update of its crosstab soft-
wa re.Enhancements include a new
c h a rting add-on module for the
P rofessional Edition which helps users
c reate pie chart s , bar charts and column
c h a rt s .All the charts can be either two -
or three-dimensional and pie charts can
be displayed in an exploded form a t .
C h a rts can present either fre q u e n c i e s
or perc e n t a g e s .The module allows for
one-click batch creation of chart s .T h e
c h a rts can be saved to Wo rd and/or
copied and pasted to a Powe r Point pre-
s e n t a t i o n .This optional module com-
plements the SPSS Add-on Module
released in 2003.The Standard and
P rofessional Editions of Microtab XP
a l l ow unlimited questionnaire length
and unlimited table length on as many
as 10 million survey s .The Pro f e s s i o n a l
Edition also includes sample balancing,
statistical testing and data manipulation
f e a t u re s .Both of the Wi n d ow s - b a s e d
S t a n d a rd and Professional Editions
come with 24/7 free support , o n l i n e
s e a rc h a ble help and re f e rence and tuto-
rial documentation.For more inform a-
tion visit www. m i c ro t a b. c o m .

Create presentations from ta b
d a ta
N ew from Ontario-based data pro c e s s-
ing firm ATP Canada is Rosetta

S t u d i o, a tool that automates the cre-
ation of customized Powe r Point or
Excel presentations from tabu l a t e d
d a t a . Rosetta Studio accepts tabu l a t e d
input from Quantum, CfMC Mentor,
Wi n c ross and E-Tabs packages. It lets
u s e rs : s ave chart s / t a bles as templates;
e x p o rt multiple chart s / t a bles at the
same time;c reate new presentations or
customized tables from wave / t r a c k i n g
study data; duplicate any table or chart
at any time; s h a re chart or table tem-
plates over the netwo r k ; globally edit
stub text; and put a passwo rd on tabl e s
in the output.For more inform a t i o n
visit www. a t p c a n . c o m .

S u r veyGold 7.0 debuts
Golden Hills Softwa re, I n c. ,C o l o r a d o
S p ri n g s ,C o l o. , has released Survey G o l d
ve rsion 7.0 Standard Edition, a n
u p grade to its Wi n d ows-based survey
s o f t wa re package. S u rveys can be con-
ducted online, on paper or over the
p h o n e. S u rveys authored with
S u rveyGold Pro can be exported and
subsequently imported by any other
S u rveyGold user, a l l owing surveys to
be authored centrally and distri bu t e d
re m o t e l y. S u rveyGold Pro surveys are
d i s t ri bu t a ble to any other Survey G o l d
7.0 Pro or Standard user in the wo r l d .
S u rvey results collected by Survey G o l d
P ro users can be exported and share d
with other Pro users , a l l owing re s u l t s
f rom remotely-conducted surveys to be
centrally gathered for re p o rting and

analysis purp o s e s .
Other new 7.0 features include a

compact user interface with a
s p e l l c h e c ker that supports 12 lan-
g u a g e s , s u p p o rt for ranking questions,
and improved Web survey form and
c o n f i rmation style consistency.

S u rveyGold also provides custom
Web formatting of colors and fonts,
Web survey responses submitted using
the secure sockets layer (SSL) Intern e t
s e c u rity pro t o c o l , and enhancements
when filtering survey re s u l t s .
A d d i t i o n a l l y, this ve rsion allows users to
p u blish Web results in a brow s e r,p ro-
vides enhanced filtering of re s u l t s , a n d
has improved processing of Web survey
re s p o n s e s . For more information visit
w w w. s u rvey g o l d . c o m .

Services provide POS data on
purchases by Hispanic, A f r i c a n -
American consumers
VNU Marketing Information is now
o f f e ring two new serv i c e s ,Target Tr a c k
and Homescan A f ri c a n - A m e ri c a n
Consumer Pa n e l .Target Tr a c k , a joint
o f f e ring of ACNielsen U. S. a n d
S p e c t r a , analyzes point-of-sale data
f rom food, d rug and mass merc h a n d i s e
s t o res to quantify sales among Hispanic
and A f ri c a n - A m e rican consumers ,
highlighting those categories and
brands that skew towa rd each segment.
In addition to performance tracking,
the service also analyzes pro m o t i o n a l
e f f e c t iveness within each segment.
Target Track offers re p o rting across the
total U. S. , as well as within 20 census-
based retailer trade are a s , 13 A f ri c a n -
A m e rican marke t s , and 11 Hispanic
m a r ke t s .

The ACNielsen Homescan A f ri c a n -
A m e rican Consumer Panel prov i d e s
i n t e grated shopping and attitudinal
insights into A f ri c a n - A m e rican con-
s u m e rs so that marke t e rs can under-
stand their product pre f e re n c e s .T h e
panel consists of a nationally-re p re s e n-
t a t ive sample of A f ri c a n - A m e ri c a n

continued on page 80
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N ews notes
In response to the loss of Heinrich A .
L i t z e n ro t h , who went missing follow-
ing the December 2004 tsunami in
Southeast A s i a ,G e rm a ny-based G f K
G ro u p has re s t ru c t u red its manage-
ment board re s p o n s i b i l i t i e s .The aim of
this re s t ru c t u ring is to create a team of
f ive dire c t o rs . In accordance with the
resolutions passed by the superv i s o ry
b o a rd and the HR committee, t h e
business operations of GfK, which had
p reviously been organized in five bu s i-
ness div i s i o n s ,will in future be allocat-
ed to three areas of re s p o n s i b i l i t y : c u s-
tom re s e a rc h ; retail and technolog y ;
consumer tracking/media.

For reasons of legal form a l i t y, it wa s
n e c e s s a ry to withdraw the manage-

ment board appointment of
L i t z e n ro t h , who was the management
b o a rd member with responsibility for
the custom re s e a rch business div i s i o n .
L i t z e n roth began his career with GfK
in 1978. He was a co-initiator of the
d evelopment of BehaviorScan test
m a r kets in Germ a ny and France and
he wo r ked to expand the services of
test market re s e a rc h .He was appointed
m a n a ging director of GfK
M a r k t f o rschung in 1993 and since
2000 had served as the board member
for the custom re s e a rch div i s i o n .

With the loss of Litzenroth in mind,
the management, e m p l oyees and bu s i-
ness associates of GfK donated a total
of EUR 300,000 in his memory to be
used for an aid project to re build the

t s u n a m i - t o rn re gi o n .

AC N i e l s e n , N ew Yo r k , has joined
the Unive rsity of A r k a n s a s ’ n ew RFID
R e s e a rch Center to study the impact
of radio-frequency identification
(RFID) technology on the global con-
sumer packaged goods (CPG) indus-
t ry.The center, at the unive rs i t y ’s Sam
M .Walton College of Business, i s
examining how best to utilize RFID
t e c h n o l ogy in the CPG industry, w i t h
a special focus on helping re t a i l e rs and
m a nu fa c t u re rs maximize their re t u rn
on RFID inve s t m e n t .

I nvo ke Solutions, a We l l e s l ey,
M a s s . , re s e a rch firm , announced a $6.5
million investment from Bain Capital
Ve n t u res and BEV Capital.Wi l l i a m
(Bill) Meure r, a partner with BEV
C a p i t a l , has joined the Invo ke
Solutions board of dire c t o rs .

Cincinnati-based A c u P O L L
R e s e a rch Inc., has re s t ru c t u red its
operations in Euro p e, c l o s i n g
AcuPOLL Europe Ltd., which operat-
ed as a standalone full-service agency.
A c u P O L L’s core services of concept
s c reening and vo l u m e t rics are now
o f f e red via a division of A c u P O L L
R e s e a rch Inc.

R e s e a rch firm T N S has re o r g a n i z e d
its core custom business around four
n ew areas of expert i s e : n ew pro d u c t
d eve l o p m e n t , m o t ivational re s e a rc h ,
brand and adve rtising re s e a rc h , a n d
s t a keholder management. In conjunc-
t i o n ,TNS has appointed global leaders
in each of the new are a s .The brand
and adve rtising re s e a rch area will be
jointly headed by Trevor Richard s ,
based in the U. K . , and Larry
F ri e d m a n , based in the U. S. , t og e t h e r
with Jannie Hofmey r. Jo a c h i m
S c h a rioth will lead the stake h o l d e r
management are a . Paer Kaelleskog and
A n d rea Wilson will head up the moti-
vational re s e a rch division tog e t h e r
with Roz Calder and Michael Cook.

Calendar of Events  May-September

continued on page 86

The American Associ a t ion of Publi c
O p inion Rese a rch will hold its annual
c o n f erence on May 12-15 at the
Fo n t a in e bleau Hilton Resort , M i a mi .
For more in fo rm a t ion vi s i t
w w w. a a p o r. o r g .

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 Business & Indust rial Group wil l
h o ld its annual busin e s s - t o - b u s in e s s
r e se a rch conference on May 11-13 at
the St. P i erre Marrio t t , C h e p st ow,
E ngl a n d . For more in fo rm a t ion vi s i t
w w w. b ig c o n f er e n c e . o r g .

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.

ESOMAR will hold its annual congr e s s
on September 18-21 in Cannes, Fra n c e .
For more in fo rm a t ion vi s i t
w w w. e s o m a r. o r g / c o ngr e s s 2 0 0 5 .

The American Marke t ing Associ a t ion wil l
h o ld its annual marke t ing rese a rch confer-
ence on September 25-28 at the Marrio t t
Copley Place in Bost o n . For more in fo r-
m a t ion visit www. m a rke t ing p ow er. c o m .

The Council of American Survey Research
Organizations will hold its annual mem-
bers-only conference on September 28-30
at the Four Seasons Hotel,Toronto. For
more information visit www.casro.org.
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Malcolm Gladwe l l ’s B l i n k is at the
top of non-fiction and bu s i n e s s
book lists. G l a d well is an enor-
mously interesting and entert a i n i n g
w ri t e r, and has attained guru status
with B l i n k and his prior book T h e
Tipping Point. He is a staff writer for
The New Yo r k e r, and was formerly a
business and science re p o rter at T h e
Washington Post.

The subject of B l i n k is “ t h e
p ower of thinking without think-
i n g .” It tells how choices and
insights that seem to be snap judg-
ments - made in the blink of an eye
- are not as simple as they seem.
These choices explain why some
people are brilliant decision-make rs
with highly developed intuition
and instincts while others are inept
even after long study of a subject.
Often the best decisions and
insights are those that can not be
explained easily to others . H e
d e s c ribes the art of “ t h i n - s l i c i n g ,”
which allows filtering out the few
fa c t o rs that really matter from an
overwhelming number of va ri a bl e s .

As you can imagi n e, G l a d well has

become the darling of the adve rt i s-
ing and cre a t ive commu n i t y.T h e
headline for a Ja nu a ry 24, 2 0 0 5
A dve rtising A g e a rticle tru m p e t e d ,
“Tipping Point guru takes on focus
gro u p s .”The article continued by
thumping “ m a r ket re s e a rch that fa i l s
to ratify anything but the status
q u o ” and Gladwell himself said that
he hoped the book would help
“ c re a t ives to protect their wo r k
f rom the numbing effect of marke t
re s e a rc h .”And there is more, such as
this quote from Ben & Je rry ’s
re s e a rcher Lucas Je n s o n : “ T h e
unique insights that drive innova-
tion and really great ad campaigns
a re n ’t gained through traditional
re s e a rch like mall interc e p t s , m a i l
s u rveys and focus gro u p s .”

No wonder ad agencies like
Omnicom Gro u p ’s DDB are hiri n g
G l a d well to speak to small gro u p s
of their clients: He deifies the
insight and process of ad agency
c re a t ive s .

H oweve r, the principles espoused
in B l i n k can be interp reted to pro-
vide underpinnings and rationale

for why talented moderators and
the qualitative re s e a rch process are
so effective in delive ring exactly the
insights marke t e rs and adve rt i s e rs
s e e k .

The book itself is a fast and
e n t e rtaining re a d . Business exam-
ples make it particularly re l evant for
m a r ket re s e a rc h e rs , m a r ke t e rs and
p roduct designers . N ew insight is
o f f e red about the New Coke fiasco
which re q u i red Coca-Cola to
re t u rn to Classic Coke. In a chapter
about “the chair of death” it is
s h own that early tests we re negative
for a Herman Miller chair design
that became the company ’s best
seller eve r.Work in package
re s e a rch by Cheskin Researc h
demonstrates how “sensation trans-
f e re n c e ” is key to effective packag-
ing design. And experienced pro-
gramming exe c u t ives at CBS ove r-
rode poor quantitative show testing
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Thoughts on
Gladwell’s Blink

qualitatively speaking

Editor’s note: John Houlahan is founder
and CEO of FocusVision Worldwide,
Inc., Stamford, Conn. He can be reached
at jhoulahan@focusvision.com.

By John Houlahan>
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results to bring innova t ive show s
such as All In the Fa m i ly to T V.T h e
l e s s o n : be cautious when eva l u a t i n g
we l l - e n t renched iconic brands or
revo l u t i o n a ry new products and
c o n c e p t s .

G l a d well has a knack for taking
c o m p l e x , often academic re s e a rc h
and experimentation and bre a k i n g
it down to re l evant principals for us
l ay re a d e rs . He tells how intuition
can be trained to “ t h i n - s l i c e ” a n
e x p e ri e n c e. For example,“ t h i n - s l i c-
i n g ” a l l ows art experts to immedi-
ately identify an artistic fa ke, o r
trained classical musicians to know
whether an audition player is good
or not after just a few musical bars .
It is the same phenomenon which
a l l ows instant decisions to be made
under stre s s , such as police officers
deciding in a split second whether
to shoot at an armed suspect or bat-
tlefield commanders giving ord e rs
to attack or re t reat in the heat of
c o m b a t .

R e s e a rch can delive r
It becomes apparent in reading the

book that “ bl i n k ” p rinciples are
c e rtainly used by skilled and talent-
ed focus group moderators and
q u a l i t a t ive re s e a rc h e rs . In spite of
the market re s e a rch-bashing stimu-
lated by the book, q u a l i t a t ive
re s e a rch can and does deliver exact-
ly the kind of insight, deep under-
standing and cre a t ive leaps of fa i t h
p rized by marke t e rs . H e re ’s how :

• Moderators know how to look
b eyond the spoken responses of
focus group part i c i p a n t s .T h ey
quickly “ t h i n - s l i c e ” based on expe-
rience to the critical fa c t o rs that
m a ke a differe n c e.T h ey “ m i n d
re a d ” e f f o rtlessly and automatically
because the clues to make sense of
someone are right there on the
faces and in the demeanor of those
in front of them.

• Moderators insist on being in
the same room face to face with
p a rticipants for focus group ses-
s i o n s . It allows them to “listen with
their eye s ,” re gister invo l u n t a ry
facial muscle re s p o n s e,“ j i g g l e,” a n d
other body language that feeds the
m o d e r a t o r ’s sense of what is re a l l y

h a p p e n i n g .
• Experienced moderators know

h ow to be cautious in conducting
and interp reting focus sessions
when the subject is something rev-
o l u t i o n a ry or beyond re s p o n d e n t s ’
eve ry d ay experi e n c e.T h ey will not
t h row out an idea or concept, bu t
m a ke allowances for unfa m i l i a ri t y.

• With the experience of con-
ducting and interp reting hundre d s
of focus sessions they become
e x p e rt at decoding what lies behind
snap judgments and first impre s-
s i o n s .T h ey do it formally or infor-
mally with a refined vo c a bu l a ry to
c o m municate with clients.

• Moderators encourage client
p e rsonnel to observe and experi-
ence the sessions for themselve s .
This shared exper ience perm i t s
client buy-in and “leaps of fa i t h ”
without excessive explanation and
r a t i o n a l i z a t i o n .

• Moderators insist on synthesiz-
ing and re p o rting interp re t ive
re s u l t s . It permits them the plat-
f o rm to deliver insights and inti-
mate understanding that are the
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h e a rt of the qualitative exper i e n c e.

I n t ro s p e c t i o n
M a r ket re s e a rch today is going
t h rough a lot of intro s p e c t i o n .A n
e d i t o rial titled “ T h e
D i s a p p e a r a n c e ” in the Fe b ru a ry
2005 issue of ESOMAR’s
R e s e a r ch Wo r l d d e c ried the tre n d s
which degrade or substitute for
d i rect respondent interfa c e.T h e s e
include low cooperation rates, s u b-
stituting traditional methods with
“ b ri c o l a g e, e t h n ogr a p hy, s e m i o t i c s ,
d i a ries…and disciplines such as lin-
g u i s t i c s , n e u roscience and cog n i t ive
p s y c h o l og y.”The author wo n d e rs ,
“What exactly is being measure d
and how re l i a ble is the inform a-
t i o n ? ”T h ey are hopeful, h oweve r,
that the worlds of “ k n owledge and
analysis and imagination and intu-
ition are now connecting.”T h ey
s t a t e : “ N ow is precisely the time
for market re s e a rch to take action
in order to retain its unique charac-
ter - as the voice of the consumer -
and to continue offering insight
which is valid and re l i a bl e.”

The Fe b ru a ry 15, 2005 issue of
Marketing News contained an art i c l e
“MR deserves blame for marke t i n g ’s
d e c l i n e ” w ritten by Nort h we s t e rn
U n ive rs i t y ’s distinguished pro f e s s o r
of integrated marketing commu n i-
cations Don E. S c h u l t z . He noted,
“ R e s e a rch is supposed to pre s e n t
the ‘ voice of the customer.’To d ay it
d o e s n ’t .” It is “sadly lacking in cus-
tomer insights and unders t a n d i n g .”

Of cours e, q u a l i t a t ive re s e a rc h
and focus groups can provide exact-
ly that. It is the only form a l

re s e a rch methodology that perm i t s
client and re s e a rcher to see, h e a r
and interact with real consumers
up-close and pers o n a l . O t h e r
re s e a rch provides a nu m e rical re p-
resentation of the consumer, bu t
not “ m i n d , h e a rt and soul.”T h e
p rinciples delineated in B l i n k a d d
validity and underpinning to the
q u a l i t a t ive re s e a rch pro c e s s , a n d
s h ow that, if used with wisdom and
d i s c re t i o n , t h ey can bring the
insights and intimate unders t a n d i n g
m a r ke t e rs crave. |Q
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Flip through any re s e a rch publ i c a-
tion and there ’s likely to be at least
one article expounding the virt u e s
of one methodology over another.
Focus groups are passé because
t h e re ’s too much peer pre s s u re bias
(or a dozen other reasons cited by
the anti-focus-group crow d ) .
Online studies are superior to tele-
phone interv i ewing because of
immediacy…or cost…or fa l l i n g
phone response rates…or lack of
i n t e rv i ewer bias…or (fill in the
bl a n k ) .A few issues later will come
the articles extolling the virtues of
focus groups and telephone inter-
v i ew i n g .

And let’s not even talk about mail
s u rveys or mall interc e p t s .

Those who like to claim that a
p a rticular methodology is “the best”
often have a vested interest in hav-
ing more clients choose that
m e t h o d o l og y. I know the head of
one small re s e a rch company who
decided he didn’t want to travel and
moderate any more. Rather than
simply telling clients that, he decid-
ed it was time to promote the bene-

fits of telephone in-depth inter-
v i ews over focus gro u p s , and claim
that focus groups we re no longer a
v i a ble methodolog y.

Think about it: H ow many art i-
cles have you read claiming online
focus groups are superior to tradi-
tional focus groups that we re n ’t
w ritten by someone from a compa-
ny that offers online focus groups to
c l i e n t s ?

The real truth is, t h e re ’s room for
all these toys in the sandbox . One of
the most ove r l o o ked keys to being a
good re s e a rcher is not just using
each tool pro p e r l y, but choosing the
p roper tool.

Each methodological appro a c h
has fairly well-defined adva n t a g e s
and disadva n t a g e s .The trick is figur-
ing out how each one of these
applies to the project at hand and
then selecting the right methodolo-
g y.

A re in-depth interv i ews superi o r
to focus groups or vice ve rsa? Is
telephone interv i ewing better than
online surveys? Should you migr a t e
your traditional focus groups to

online focus groups? The re a l
a n swer is that it depends on the
p ro j e c t .

L e t ’s look at one simple example:
in-depth interv i ews ve rsus focus
gro u p s . If the project re q u i res re a c h-
ing a small population that is scat-
t e red across the U. S. or in ru r a l
l o c a t i o n s , or there are serious con-
c e rns about privacy issues or gro u p
b i a s , then in-depth interv i ews are a
ve ry viable option for gatheri n g
q u a l i t a t ive inform a t i o n . If gro u p
i n t e rp l ay can add value to the dis-
c u s s i o n , or you need to show va ri-
ous materials for respondents and
get their re a c t i o n , and/or yo u r
client would really benefit fro m
watching the project unfold, t h e n
focus groups are a better methodol-
og y.

For that matter, t h e re ’s no ru l e
that says you can’t conduct some
focus groups and supplement them
with telephone IDIs.
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Stop worrying about
what is better

by the numbers

E d i t o r ’s note: Ron Sellers is president of
Ellison Research , P h o e n i x ,A ri z . He can
be reached at ronsellers@ellisonresearch . c o m
or at 602-493-3500.

By Ron Sellers>
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Ta ke any two legitimate re s e a rc h
m e t h o d o l ogies and you can make
that same type of compari s o n .
Telephone ve rsus online? A signifi-
cant portion of the population still
is not online, while eve ryone has a
p h o n e. Online not only has sam-
pling issues, but also concerns about
a self-selecting sample and re s p o n s e
r a t e s . Of cours e, telephone has
falling response rates, unlisted nu m-
b e rs , bl o c ked calls and cell phone-

only households.
Online interv i ewing allows yo u

to show complex gr a p h i c s , p l ay
audio clips or even show stre a m i n g
videos to people and immediately
gauge their re a c t i o n . I t ’s faster and
often cheaper than telephone wo r k
and has no interv i ewer bias. U s i n g
p a n e l s , l ow-incidence populations
can often be reached far more effi-
ciently because the panel operator
a l ready knows which panel mem-

b e rs fit the study qualifications.
But telephone reaches a bro a d e r

sample of the population than does
online and it allows good inter-
v i ewe rs to probe open-ended ques-
t i o n s , which can’t be done easily
o n l i n e. In many cases, i t ’s also more
s e c u re than an online questionnaire,
because you have more control ove r
who is actually providing the data -
i t ’s pretty hard for a 12-year-old to
complete a survey meant for dad
about beer adve rtising over the
p h o n e.A good interv i ewer can also
s c reen out respondents who are n ’t
taking it seriously and keep a
respondent on the phone who
might have quit in the middle of an
online survey.

F i n a l l y, phone surveys do not ke e p
recycling the same panel members
over and ove r. Consider an e-mail I
recently re c e ived at wo r k :“ H ow do
I become on the panel group (sic)? I
c u rrently participate in online stud-
ies at Go Zing, S u rvey Sav v y,
N P D O R , H a rris Po l l , S u rvey S p o t ,
A m e rican Consumer panel, P S B,
and many more gro u p s . I’m looking
for other groups that I have not
been on ye t .T h a n k s ! ! ”You don’t ru n
into that with a phone survey.

So which is the better option?
A g a i n , it depends on the pro j e c t .A
good re s e a rcher will analyze the
options for each pro j e c t , and decide
which methodology has the fewe s t
risks and downsides while prov i d i n g
the most advantages in that part i c u l a r
s i t u a t i o n . E ven out-of-favor methods
such as mall intercepts and mail sur-
veys definitely have their place.

When clients come calling
(whether they are internal or exter-
nal clients), re s e a rc h e rs are fa i r l y
well-trained to ask questions that
help the client determine whether
q u a l i t a t ive or quantitative re s e a rch is
needed (or both). But too many
t i m e s , once that determination is
m a d e, the re s e a rcher falls back into
his or her comfort a ble habits.
“ Q u a l i t a t ive? Okay - that means
focus gro u p s .”

We l l , m aybe it does and maybe it
d o e s n ’t . M aybe it means in-depth
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i n t e rv i ews or ethnogr a p hy. O r, eve n
if it does mean focus gro u p s , m ay b e
it means some cre a t ive appro a c h e s
to those groups - giving re s p o n-
dents a disposable camera and hav-
ing them take pictures of what a
brand means to them, or hav i n g
them create collages that illustrate
h ow they feel about a part i c u l a r
p ro d u c t . M aybe it’s focus gro u p s
with parents and children in the
same ro o m , or groups held on-site
at a store location so the group can
shop together and then re t i re to a
back room to talk about their expe-
ri e n c e.M aybe it means doing some-
thing you as a re s e a rcher have n ’t
done before - building something
f rom scratch instead of dusting off
last ye a r ’s discussion guide and mak-
ing a couple of quick rev i s i o n s .

This can be particularly challeng-
ing when your client calls with an
opening line of,“ We need to do a
phone survey.”Trying to conv i n c e
the client there might be a better
way runs the risk of making them
feel they we re n ’t bright enough to
come up with the best answer on
their ow n . O f t e n , what we re s o rt to
is the approach of,“ S u re, we can
cost that out for yo u . But I’d like to
discuss an altern a t ive with you that
might be even more useful for this
p a rticular pro j e c t . If you think it’s
a p p ro p ri a t e,we can give you a cost
on that appro a c h , as we l l .”

The point is, i t ’s time we stopped
a lways reaching for the standard
a n swe rs . I t ’s also time to put to re s t
c riticism that certain methodologi e s
a re innately superi o r. One method-
o l ogy is not better than another for
eve ry pro j e c t . Online panels will not
s o l ve eve ry quantitative need (nor
will mail survey s , IVR or outbound
phone survey s ) . Online focus gro u p s
a re not going to replace traditional
focus groups (nor should they be
i g n o red as a possible appro a c h ) .

Only when we stop wo rrying about
what is better, and start wo rry i n g
about what is most appro p riate for this
p a rticular pro j e c t , a re we truly bri n g-
ing to our clients all of the stre n g t h s
that re s e a rch can offer. |Q
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S
herlock Holmes’ e n d u ring popularity with re a d e rs ari s e s

f rom the excitement of watching him build import a n t

i n f e rences from close observation of the details aro u n d

h i m .While his alter ego,Wa t s o n , looks at things and sees

n o t h i n g , Holmes extracts the re l evant information that

leads to the solution of the cri m e. R e a d e rs re c ognize that there is

nothing magical about this pro c e s s , and with good powe rs of observa-

tion and analysis, t h ey could appear to be just as smart . Such is the

i n d u c t ive re s e a rch method at wo r k .

Ethnography, a research tool that is based on an inductive research approach,

can produce exciting new findings for product developers, marketers, market

researchers and advertisers.The current generation of market researchers has

expanded the qualitative toolkit to include

ethnography in consumer research.The

process of observation and interviewing in

context, often with video and audio taping

as well, has become fairly standard. It does

this in the same way Holmes produced his

successes - deep attention to what is happen-

ing, without imposing assumptions, until the

data reveals the meaning.

Ethnographic research needs to be approached in a way that maximizes the

benefit of its inductive process and helps participants feel comfortable with the

process. Otherwise, its open, interpretive and seemingly unstructured means of

analysis can become a liability. In such cases, when the data has been collected,

there are two types of problems that may develop. Some people will have

already heard enough to have decided what the “solution” is, and then become

disengaged. Others may feel overwhelmed by the quantity and diversity of the

data and develop “analysis paralysis.”

Shedding new light on 
an old flame

Editor’s note: Ruth Sando is senior
associate at the Washington, D.C., office
of Barbara Perry Associates, an
ethnographic research firm. She can be
reached at 202-232-7801 or at
ruthsando@aol.com. Donna Sweeney is
associate research manager for the
Consumer & Product Insights Group at
SC Johnson, Racine,Wis. She can be
reached at 262-260-6867 or at
dlsweene@scj.com.

SC Johnson uses ethnography to
find fresh ideas for candle
products

> By Ruth Sando 
and Donna Sweeney

case history



So how can you ensure that pro j e c t s
not only conclude successfully, bu t
also produce maximum value for
the organization? If you look to the
l i t e r a t u re, the amount published on
q u a l i t a t ive re s e a rch is va s t , but mu c h
of it appears to focus more on the
data collection and project manage-
ment than on how to handle the
data after it is collected.The analysis
stage of the pro j e c t , p a rticularly in a
fast-paced business env i ro n m e n t , i s
as crucial as collecting the ri g h t
d a t a . But it is perhaps not surp ri s i n g
that fewer wri t e rs address the chal-
lenges of analysis. Good analysis is a
thoughtful and interp re t ive pro c e s s ,
but one that is systematic, i t e r a t ive
and improved by stru c t u re eve n
though the opposite appears to be
t rue because of its initially unstru c-
t u red nature.

Our experi e n c e, as shown in a
recent pro j e c t , points out the
i m p o rtance of an analytical pro c e s s

that re s e m bles a funnel, one that has
a ve ry wide top and a narrow spout.
In other wo rd s , one needs to make
s u re that the approach is ve ry bro a d
at the begi n n i n g , but becomes ve ry
tight and focused at the end.

To illustrate this appro a c h , we
will use a recent ethnographic pro-
ject at SC Jo h n s o n .The objective
was to produce new ideas for an
o l d , commoditized product line.A s
will be show n , key elements of this
p rocess included putting together a
d ive rse team from the organization,
talking to consumers on the fri n g e
of some key tre n d s , i t e r a t ive
d e b riefings which allowed for
themes to emerge, making use of
s t a t e - o f - t h e - a rt analytical tools, a n d
keeping the focus on an actionabl e
o u t c o m e.

Setting the stage - making
something old new again
While there is no historical re c o rd

of the first candles used by man, t h e
earliest evidence of candle use dates
f rom the fourth century B. C.
Candles have undergone many
t e c h n o l ogical changes in the cen-
t u ries since their early use, but they
still consist of a wick of some sort
and an energy source such as the
wax used for candles today.T h e
c u rrent candle market is highly
c o m p e t i t ive, saturated and becom-
ing increasingly commoditized. S o,
h ow does a company with a pro d-
uct that has been around for cen-
t u ries gain ideas for developing the
next generation of that product in
such a challenging marke t ?

The candles re s e a rch team at SC
Johnson tackled this ve ry pro bl e m .
T h ey decided to utilize the ethno-
graphic approach to gain a deeper
u n d e rstanding of candle usage and
meaning directly from consumers .
The ultimate goal of the re s e a rc h
was to identify and describe con-
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sumer need states surrounding the
e x p e riential aspects of this pro d u c t
in several key are a s .These needs
would then be used to drive ideas
for new products and next-genera-
tion candles. An additional goal,
h oweve r, was to stru c t u re the pro-
ject so that it would provide the
context for aligning the organiza-
tion around a future vision by col-
l e c t ively living through the re s e a rc h
p ro c e s s .This second benefit of hav-
ing a team approach to analysis cre-
ates the buy-in of the team mem-
b e rs . M a ny times things like this are
done by a few people and the
results are just arc h ive d .This was a
d i f f e rent story.

Fo l l owing the funnel analog y, a
b ro a d , a cross-functional pro j e c t
team was formed that was led by
SC Jo h n s o n ’s Researc h ,
D evelopment & Engi n e e ri n g
D e p a rt m e n t , with the assistance of
Barbara Pe rry A s s o c i a t e s .The pro-
ject team also included members
f rom the marketing and marke t

re s e a rch departments and the com-
p a ny ’s adve rtising agency. I n c l u s i o n
of team members from these part i c-
ular functions was designed to
a l l ow the project to be as inclusive
as possible during the collection
and analysis phases of the re s e a rc h .
The objective was to create ow n e r-
ship of the findings among all team
m e m b e rs , especially key stake h o l d-
e rs and decision-make rs .

The data - building blocks of
c re a t iv i t y
The first steps in the project we re
c a refully planned to ensure both
e f f e c t ive use of the team and col-
lection of a maximum amount of
d a t a .The re c ruitment of team
m e m b e rs was followed by a bri e f
training session to produce align-
ment on the re s e a rch pro c e s s , c re-
ate a focused re s e a rch guide and
a rticulate commonly held assump-
tions within the company on can-
dles and candle uses.This last
a c t ivity produced team awa re n e s s

of the “ l e n s ” t h rough which they
would be filtering the data and
helped them put aside pre - e x i s t i n g
b i a s e s .

Respondents re c ruited for this
study had to be heavily invo l ved in
candle use and also be considere d
“leading edge” on several key
l i f e s t y l e, b e h avioral and attitudinal
t re n d s . Respondents we re inter-
v i ewed in their homes for an
extended period of time and com-
pleted homework before h a n d .T h e
f l ow of the interv i ew was to firs t
u n d e rstand their lives and va l u e s
and then understand how the
p roduct fit into that context.T h e
i n t e rv i ew guide mainly served to
e n s u re that we eventually cove re d
all the categories and that all the
i n t e rv i ews would have a basic set
of data in common. H oweve r, by
opening the control of the inter-
v i ew to the re s p o n d e n t , we
obtained a va riety of inform a t i o n
that was broader and led the
re s e a rch in new and unexpected
d i re c t i o n s . C re a t ivity in this pro-
ject rested on the collection and
organization of a wide va riety of
data that would allow the team to
expand its thinking about the
p roduct category and pull in fre s h
insights about the way people had
adapted it to their needs and atti-
t u d e s . Our most important data
consisted of notes, a u d i o t a p e s ,
videotapes and pictures from in-
home interv i ews as well as re s p o n-
d e n t s ’ h o m ework assignments (log s
and collages).

In addition to what was collected
in the field, the team also identified
t wo other sources of data duri n g
the planning meeting that prove d
e x t remely va l u a ble during analysis.
The first was a collection of a wide
va riety of candle products alre a d y
on the market that had been gath-
e red for a different pro j e c t .The sec-
ond was a pre - s c reened set of old
p roduct ideas that, for one re a s o n
or another, had not made it to mar-
ke t .Tr a n s c riptions of audiotapes
became the basis for our thematic
analysis during the next phase of
the pro j e c t , which was our final
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team debriefing and idea genera-
tion session.

Coding and organizing:
working through the funnel
The data analysis can make or bre a k
a pro j e c t , because the ori ginal data
t h e m s e l ves provide us with ri c h
t e xt . It is the re s e a rc h e r ’s challenge
to take that data and create mean-
i n g , n ew directions and actionabl e
implications for the organization.
C o n t i nuing with our funnel analo-
g y, the data analysis began in a way
that was broad and inclusive.

It was a continuous pro c e s s .We
held lengthy team rev i ews and dis-
cussions after our interv i ews in each
c i t y.This “ rolling debri e f ” p ro c e s s
a l l owed themes, c a t e g o ries and new
questions to evo l ve. In addition to
s h a ring what had been seen and
h e a rd , team members visited store s
in each city and brought back sam-
ples that conveyed some element of
what was being learn e d .At the end
of the last debri e f i n g , we we re re a d y
to begin the process of mov i n g
t owa rd the so-what challenge.

To begin this move, we needed to
let the team work collaborative l y
t h rough the data. Most of the team
m e m b e rs realistically could only
d evote a ve ry limited amount of
time to this effort , due to the
demands of their jobs. So a core
team of re s e a rc h e rs took the themes
that emerged from the ro l l i n g
d e b riefing sessions and, u s i n g
N V ivo (a qualitative softwa re pack-
age from QSR International) cre a t-
ed an online coding stru c t u re, w i t h
a tree logi c, that incorporated all of
the categories that had been discov-
e red by the team plus any that
emerged during this coding
p ro c e s s .The softwa re allowed us to
c reate re p o rts that sorted quotes
a c ross all interv i ews related to any
one code.This “ h o ri z o n t a l ” look at
the interv i ews made it possible to
c ross-check the categories we had
d eve l o p e d . Did any look like they
included material that was not re a l-
ly related? We re new sub-categori e s
needed? We could also look for dif-
f e rences based on sorting the inter-

v i ews by age or geogr a p hy or any
other basic segments that might
seem useful.This was really the
p e riod of hy p o t h e s i s - bu i l d i n g .T h e
rest of the team had the voices fro m
the interv i ews in their minds as
t h ey went about their days and this
became a period of fresh insights
and deeper thinking about the data.

Team analysis and ideation:
t h rough the funnel we go
After two weeks of coding the data

and generating the verbatims orga-
nized into themes, it was time to
re a s s e m ble the full team and wo r k
t h rough to the so-what at the end
of the funnel.The team analysis
took one day, which was made pos-
s i ble through careful planning and
the use of materials that had alre a d y
been organized and re f i n e d .To
re c reate the interv i ew exper i e n c e,
we watched videotapes of the most
i m p o rtant clips chosen for each
i n t e rv i ew.The room had posters
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made up of the collage materi a l s
c reated by consumers prior to our
home visits.The softwa re allowe d
us to create sets of consumer ve r b a-
tims that team members could
work on bro ken out by seve r a l
coded categori e s . Using this mater-
ial to determine the implications
for new product ideas was a mu c h
easier task than working with the
o ri ginal interv i ews would have
b e e n .At the same time, because of

their invo l vement in the field, wo r k
team members we re ve ry fa m i l i a r
with all the interv i ews and could
evaluate the importance of concepts
ove r a l l .

Each team was challenged to take
its set of coded interv i ew mater i a l
and identify the underlying theme,
the consumer need that was re l e-
va n t , and product ideas that wo u l d
meet the need.This was done by
scanning ve r b a t i m s , cutting out the

most compelling, pasting them on
flip chart paper along with their
s u m m a ry of the theme, need and
p roduct ideas.This exe rcise was the
most challenging for the teams,
re q u i ring them to pull tog e t h e r
their insights in a ri g o rous way.
Each team generated as many as
t h ey could in an allotted time, a n d
then re p o rted back on what they
had identified by presenting their
i n f o rmation to the rest of the
gro u p.This is when the stro n g e s t
themes began to emerge.

On the second day, to stimu l a t e
team cre a t iv i t y, we moved to
rev i ewing and evaluating the pro d-
uct samples that had been collected.
Each team member selected his or
her three favo ri t e s , based on eve ry-
thing they had learn e d , and then
explained to the group the part i c u-
lar physical product characteri s t i c s
that we re va l u a ble or meaningful.
The team then moved to an eva l u a-
tion of old product concepts and
applied a similar process of eva l u a-
tion and discussion to these ideas.
We found that some of these ideas
we re pro b a bly ahead of their time
and may be wo rth re c o n s i d e ri n g .
By analyzing product samples and
old product ideas in the context of
what consumers we re telling us, t h e
team was able to make their think-
ing more tangi bl e.

These two exe rcises took us to
the bottom of the funnel - re c o m-
mendations for new pro d u c t s .T h e
team members moved smoothly to
this stage, and true ideation start e d
to flow naturally.T h ey had many
ideas for new pro d u c t s , all backe d
by the analysis that they had gone
t h ro u g h .A l t og e t h e r, the team pro-
duced nu m e rous product ideas in a
re l a t ively short period at the end of
this day.These we re then rev i ewe d
for technical feasibility.T h o s e
d e t e rmined to be technically feasi-
ble we re moved on to the concept
d evelopment and testing phase for
n ew product ideas.The number of
v i a ble product ideas generated
using this process (that is, e t h n ogr a-
p hy followed by shared analysis and
b r a i n s t o rming) far exceeded that
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p roduced by typical brainstorm i n g
s e s s i o n s .A g a i n , due to the share d
e x p e riences of the team, t h e
momentum is still there to move
these initiatives forwa rd .

Lessons learn e d
Analysis is often glossed over in dis-
cussions on re s e a rc h , and cert a i n l y
in discussions on innova t i o n . B u t
analysis is the heart of what we are
doing - taking information and
squeezing out insights and implica-
t i o n s . P roject planning should focus
p a rticularly closely on this stage.
C a re should be taken early on to
b e gin identifying existing assump-
tions and knowledge that may be
challenged by new findings. I n
e t h n ographic wo r k , the data is used
for hy p o t h e s i s - building - a ve ry
c re a t ive process which needs time
to be effective.The re s e a rcher mu s t
obtain some distance from the data,
after initially becoming fa m i l i a r
with it. M e a n w h i l e, the brain is
reworking the information and cre-
ating a new framewo r k , n ew ques-
t i o n s , relationships and insights.T h e
c re a t ive conclusions are formed -
t h ey may come while driving to
wo r k , taking a shower or waking up
in the morn i n g . But they will
emerge if space is created for this
p ro c e s s .

It also helps to pre p a re care f u l l y !
Elements that can be arr a n g e d
ahead of time all relate to the
“ b ro a d ” c a t e g o ry. Putting tog e t h e r
a dive rse team from the organiza-
t i o n , making use of analytical tools,
l e aving space in the schedule for
c o n t e m p l a t i o n , scheduling activ i t i e s
that broaden team thinking and
keeping the focus on an actionabl e
outcome all contri bute to a suc-
cessful pro j e c t .The end result is
a l i g n m e n t , commitment and ener-
g y, in addition to the new pro d u c t ,
s e rvice or direction that was the
p roject goal.The shared experi e n c e
that team members have undergone
and their ultimate convergence on
a conclusion is irre p l a c e a ble in
p roducing energy and commit-
m e n t .Who said analysis was a
tedious task?  |Q
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R
ising oil and gas prices affect eve ry aspect

of the United States economy as bu s i n e s s-

e s , fa rming enterp rises and households

look for ways to reduce energy bills.

E l e c t ri c i t y, diesel and gasoline are the tra-

ditionally dominant fuel sourc e s . H oweve r, p ropane is a safe and cost-

e f f e c t ive altern a t ive that has not yet achieved its full potential.

The Propane Education & Research Council (PERC) has made significant

inroads to increase awareness of propane as an alternate resource. Recently, it

has focused its efforts on the agricultural industry.This industry, which primar-

ily uses electricity and diesel fuel, used 1.6

million gallons of propane in 2002, and that

figure continues to grow as producer atti-

tudes toward propane use improve.

These positive changes in market attitudes

and increased propane usage are due to

PERC’s ongoing development of new applications. PERC has a lot riding on

its assessment of market potential, and providing funding for the right idea

could turn the tide for propane the way the light bulb did for electricity.With

hundreds of possible projects vying for limited funding, PERC’s challenge is to

evaluate the impact of each project on the propane market, prioritize it and

demonstrate its value to the propane producers funding the organization. It’s a

process that requires great insight into market needs and motivators.

Evaluating the impact 
of a great idea

Editor’s note:Tammy Humm Donelson
is the agency communications director at
Osborn & Barr Communications, St.
Louis. She can be reached at
donelsont@osborn-barr.com or at 888-
235-4332.

Comprehensive research program
helps the Propane Education &
Research Council expand the
propane market

> By Tammy Humm Donelsoncase history
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To help simplify the process and
p rovide a solid basis for their inve s t-
ment decisions, PERC turned to St.
Louis-based Osborn & Barr
C o m mu n i c a t i o n s .The agency
d eveloped a series of re s e a rch pro-
jects that eventually helped PERC
p ri o ritize and fund new technolo-
gies that could change the nature of
fa rm i n g .A compre h e n s ive, u s e r -
f riendly re s e a rch matrix now allow s
PERC to identify and quantify
m a r ket potential for new agri c u l t u r-
al technologies such as therm a l
a gri c u l t u re, c rop dry i n g , e n gi n e s ,
food safety, waste treatment and
other agri c u l t u re production are a s .

K n owing the marke t
In phase one, O s b o rn & Barr pro-
vided an initial evaluation of the
attitudes of agricultural pro d u c e rs
and propane re t a i l e rs towa rd
p ropane for agricultural applica-
t i o n s .A total of 750 growe rs / p ro-

d u c e rs reflecting the estimated uni-
ve rse of growe rs / p ro d u c e rs we re
i n t e rv i ewed in Ja nu a ry 2003 about
their energy use and perceptions of
va rious fuel sourc e s .The study
s h owed that pro d u c e rs / growe rs esti-
mate they spend an average of
$32,813 per year on energy
re s o u rces for their operations.
P ropane and electricity we re rated
similarly for customer serv i c e, e nv i-
ronmental friendliness and ava i l a b i l-
i t y. H oweve r, p ropane was consid-
e red to be mu c h / s o m ewhat better
than electricity in terms of cost and
energy efficiency by 31 percent and
29 percent of the re s p o n d e n t s ,
re s p e c t ive l y. G rowe rs / p ro d u c e rs
we re also asked about their awa re-
ness of adve rtising and pro m o t i o n a l
messages for va rious fuel sourc e s
and their likelihood of using
p ropane for specific energy applica-
t i o n s .

A rmed with information about

growe r / p roducer attitudes towa rd
p ropane use in general, the next step
was to be able to accurately eva l u a t e
the funding requests submitted to
P E R C.The PERC A gri c u l t u re
A d v i s o ry Committee (AAC) needed
decision-making tools and inform a-
tion across major agricultural com-
modities re g a rding the va l u e, p o t e n-
tial and impact of new pro p a n e -
fueled applications on the pro p a n e
i n d u s t ry.This meant in-depth
k n owledge of many different live-
stock operations, p roduce growe rs
and specialty-crop growe rs wa s
needed so the potential re t u rn on
i nvestment for agricultural com-
modities could be compare d .
L i t e r a l l y, t h ey needed a way to com-
p a re apples to oranges.

C o m p a ring apples to orange s :
q u a l i t a t ive and quantitative
re s e a rc h
Such an open-ended project wa s
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c h a l l e n ging from the begi n n i n g .A t
the first meeting with the client,
O s b o rn & Barr was asked to get a
p roposal ready…due the next
m o rn i n g .The A AC was meeting in
just a few days and not again for
another six months. O s b o rn & Barr
was happy to oblige and deve l o p e d
a proposal for a compre h e n s ive
re s e a rch project that cove red the top
33 commodities tracked by the
United States Department of

A gri c u l t u re.The goal of the
re s e a rch was to clearly define the
size and scope of the total agri c u l-
tural market from almond growe rs
to wheat growe rs and beef pro d u c-
e rs to turkey pro d u c e rs .

The pro blem wa s n ’t too little
d a t a , but an unmanageable amount
of data that needed to be consoli-
dated into a usable form a t . S t a t i s t i c s
on the overall nu m b e rs of each type
of producer and growe r, along with

g e ographic re gion bre a k d ow n s ,
we re collected. I n t e rv i ews we re
conducted with individual pro d u c-
e rs , growe rs and key trade associa-
tions to ground the data with quali-
t a t ive studies to find the meaning
behind the nu m b e rs .The interv i ew s
u n c ove red a host of unmet agri c u l-
tural needs as well as specific sug-
gestions for future propane agri c u l-
t u re pro j e c t s .

Commodities with similar pro-
duction practices we re organized
a round common themes and ove r a r-
ching findings.The re s e a rch includ-
ed detailed information re g a rd i n g
p roduction operations, p ri m a ry
a p p l i c a t i o n s , major machines used
and fuel usage.With this inform a-
t i o n , O s b o rn & Barr developed a
p roduction model assessing poten-
tial areas of inve s t m e n t . R e l a t e d
costs for each commodity, o r g a n i c
c rop and livestock production we re
c a l c u l a t e d .

Since organic pro d u c e rs re p re s e n t
an emerging marke t , a separate sur-
vey measured organic pro d u c e rs ’
k n owledge and awa reness of
p ropane agri c u l t u re applications.
The operations and costs of tradi-
tional pro d u c e rs and growe rs we re
c o m p a red to the organic pro d u c t i o n
p ro c e s s . R e s e a rch assessed which
p roduction costs we re highest acro s s
commodities and within organic
p roduction and which groups we re
spending the most on fuel and ener-
g y. In sum, O s b o rn & Barr created a
ro bust information tool that could
be categorized and viewed in
nu m e rous ways to reveal where the
greatest opportunities lie.

“As we developed the stru c t u re of
the re p o rt , we did not aim to tell
PERC where they should inve s t ,
but instead wanted to provide them
with the appro p riate information to
m a ke the best decisions,” s ays Je f f
W h e t s t i n e, account exe c u t ive,
O s b o rn & Barr.“The re s e a rch pro-
vides an educational tool that will
i n c rease A AC ’s overall know l e d g e
and understanding of the commodi-
t i e s , their production processes and
m a r ketplace conditions.As a re s u l t ,
A AC now has a tool for assessing
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which agricultural commodities
hold the greatest potential re t u rn on
i nve s t m e n t , as well as which com-
modities should and should not be
t a r g e t e d .This tool is designed to
e m p ower A AC to make strong deci-
sions re g a rding potential inve s t-
m e n t s .”

F rom idea to re a l i t y
The in-depth quantitative and qual-
i t a t ive re s e a rch provided by Osborn
& Barr puts PERC in a better posi-
tion to evaluate the likelihood of
success for new or improve d
p ropane agri c u l t u re technolog y.T h e
re s e a rch will be the foundation for
assessing marketing potential and
d i s bu rsing funding for new pro p a n e
p ro j e c t s .The next investment could
be anything in any sector of the
a gri c u l t u re industry. E ve n t u a l l y,
these projects will benefit the agri-
c u l t u re industry through new, e f f i-
cient products and the pro p a n e
i n d u s t ry through higher demand.

PERC is already putting its new
k n owledge to use in evaluating the
potential of a project for the cotton
i n d u s t ry.

“I think PERC will refer to this
re s e a rch quite often. It gives PERC
the information necessary to delive r
on its promise to use member funds
re s p o n s i bly and effective l y. I t ’s a
great stepping stone for PERC’s
f u t u re in agri c u l t u re, and focuses
them on really meeting the needs
of pro d u c e rs in many commodity
c a t e g o ri e s .The most exciting thing
is the Propane Education &
R e s e a rch Council can make these
ideas become a re a l i t y,”W h e t s t i n e
s ay s .

To that end, PERC has just
released a request for proposals to
design the technology for pro p a n e -
p owe red weed contro l , one of the
most frequent requests cited in the
re s e a rc h .The technology will bu rn
weeds between rows of crops with-
out harming the desirable plants.
Since the technology replaces herbi-
c i d e s , it is of particular interest to
organic growe rs . P roduction of the
time- and labor-saving technolog y
could be in place in two ye a rs . |Q
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As a client or ve n d o r, I ’ve monitored or conducted tens of
thousands of phone-based and in-person groups and indiv i d-
ual interv i ews (not to mention the We b, since that’s another

a rt i c l e ) . It often seems as if the fundamentals have been waylaid by the
seductions outlined below, s p awning “ we already knew all this” c o m-
p l a i n t s .The thesis of these six deadly sins is that qualitative re s e a rch is
at best natural conve rsation and at wo rst performance art . Since yo u
p ro b a bly don’t want to be a starving art i s t …

H e n c e f o rt h ,“ re s e a rc h e r ” signifies either the interv i ewe r / m o d e r a t o r
or a person that is selling, using or analyzing the study; in context, i t
should be obvious which.“ C l i e n t ” re f e rs to both external clients and
i n t e rnal customers : m a r ke t e rs who need useful business intelligence
for informed decision-making.

The top six reasons that they don’t always get this information are :

• Ask me no questions, I’ll tell you no lies.
M a n a ging client expectations begins at the pitch stage, w h e n

re s e a rc h e rs may allow clients to believe that flying or calling coast-to-
coast ensures “nationally re p re s e n t a t ive findings.”You can characteri z e
L.A./Phoenix/Chicago/Houston/Miami/Philadelphia results as
“ g e ographically dive rs e ” but to act as if these respondents can re p re-
sent all the potential respondents not there is counterp ro d u c t ive. S e l f -
s e l e c t i o n , re c ruitment and interv i ewer interaction biases are more
p rominent in any qualitative study, just as interv i ewer-assisted quant

studies engender greater interac-
tion bias than self-administere d
s t u d i e s . If you need a nationally
re p re s e n t a t ive sample, you need
q u a n t . Multi-city qualitative stud-
ies cannot substitute for quant.
“ S e m a n t i c s ,” you say.“ We know
qual is dire c t i o n a l .” Oh ye a h ?
Read on.

• Presto! Let there be quant.
Under the illusion of “ re p re s e n t a t ive n e s s ” noted above, re s e a rc h e rs

m ay bring quantitative instruments into the qual setting and re p o rt
the aggregate (or wo rs e, s u b group) results as if they re p resented indi-
vidual data points, t h e re by choosing a quicksand pit as a building site.
Though elementary, my dear re a d e rs , if you interv i ew 38 people in
your “ n a t i o n a l ” q u a l i t a t ive pro j e c t , whether singly or in gro u p s ,
whether they re p resent 38 metro areas or thre e, you do not have an n
of 38 independent cases. Only respondents in a few areas had a non-

When you’re not 
a pet rock

E d i t o r ’s note: L a u rie Gelb is director,
market research and planning, a t
H e a l t h C o r e, I n c. , a W i l m i n g t o n ,
D e l . , health care marketing and
r e s e a r ch firm . She can be reached at
l g e l b @ h e a l t h c o r e.com or at 302-
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Six qualitative
research sins





z e ro chance of selection; t h e re are
m o re than 38 metro areas in the
U. S. ; t h ree of your respondents may
h ave signed up with the same
re s e a rch center as friends and so on.
The misconception that qualitative
findings should be cut-and-pasted
into quant design rests on this fa u l t y
p remise as we l l , but that’s another
s t o ry.

Qual must provide context that
nu m b e rs can neither replace nor
e x p l a i n , or there ’s no reason to do it.
I t ’s re a s o n a ble to ask what someone
would anticipate doing under cer-
tain circ u m s t a n c e s , or how, if at all,
p a rticipants would differentiate va ri-
ous stimu l i . H oweve r, those answe rs
a re integrally connected to the
“ w h a t , w h e n , w h e re, w hy, h ow ” t h a t
p re s u m a bly the rest of the interv i ew
has been about. U n d e rstanding this
connection is the “ b e e f ” into which
m a r keting can sink its teeth. I f
clients ask for quant instruments in
e x p l o r a t o ry settings, I politely
explain why these could compro-

mise our objective s , and then outline
what the re s e a rch w i l l d o.

T h e re ’s nothing wrong with
yes/no and stru c t u red or nu m e ri c
questions as they might occur in re a l
c o nve rs a t i o n s .T h e re is something
w rong with aggregating the re s u l t s
as if they we re the Harris Po l l , o r
separating them from their context.
This also argues against ro u t i n e
“head counts” for questions or
f o rced differe n t i a t i o n .The inform a-
tion the client needs should be in
the ve r b a t i m s , not a show of hands.
Just because we can force re s p o n-
dents to comment that layout A is
ve ry “ gre e n ” d o e s n ’t mean we
l e a rned any t h i n g . If we are n ’t pre-
senting stimuli that can evo ke differ-
ent reactions and pre f e rences and
a l l owing exploration as to why the
responses are differe n t , we have
b rought inadequate stimuli to the
t a bl e ; t o rt u ring the respondents all
night wo n ’t change that.

As for the notion that using card
s o rt s , r a n k i n g s , ratings and such will

“ facilitate discussion,” in over 20
ye a rs of interv i ewing (and twice that
as a conve rs a t i o n a l i s t ) , I can’t re c a l l
ever needing a quantitative catalyst.
Do you? Sometimes, p e r h a p s , t h e s e
tools are attempts to substitute for
c o nve rsational skills/product catego-
ry know l e d g e.But interv i ewe rs who
look or act ill at ease should be
given more pre p / t r a i n i n g , o r
re p l a c e d , not handed stacks of form s .
M aybe good conve rsations are n ’t as
easy to sell (sounds too simple?) or
even delive r. But the effort is we l l
wo rth it.

Besides wasting time, s u p e ri m p o s-
ing quant re routes the discussion.
M i d - c o nve rsation with your fri e n d ,
do you ask,“ H ow was your date
with George? Here, do this attri bu t e
rating task so I can more fully
u n d e rstand your view p o i n t s .”W h e n
we try later to reconcile fre e - f l ow-
ing conve rsation with eked-out data,
we are no longer doing qual wo r k ,
or anything else useful.Apples and
o r a n g e s …



Tu rn a round time often drives the
p e rc e ived need to quantify qual, o f
c o u rs e.H oweve r, given many
options for fa s t - t u rn a round quant,
t h e re is no real justification for sacri-
ficing qualitative fundamentals on
the altar of deadlines.

• It’s not a product; i t ’s a bundle of
a t t ri bu t e s.

We could spend hours discussing
h ow this assumption has constrained
m a r ket insight for products where
a t t ri butes are neither re a d i l y
changed by the manu fa c t u rer nor
independent (biopharma is an excel-
lent example).“Which is more effi-
c a c i o u s , d rug A or drug B?” is a re d
h e rring in any setting.What qual
can tell us is:

Do perc e ived efficacy differe n c e s ,
if any, actually affect decision-mak-
ing between drugs in this class? If so,
under what circumstances and why ?
If not, what does and how ?

Q u a l i t a t ive is no better place than
q u a n t i t a t ive for the faulty assump-

tion that all decision-make rs are
consciously trading-off all attri bu t e s
all the time. Nor is it a setting in
which to “ va l i d a t e ” a t t ri bu t e s
(domains and measures) and leve l s
( t h reshold values) used to make
decisions where the attri butes are
not unive rsally salient and defined
( t wo vs. t h ree bedrooms is clear, a
“ c ru n c hy ” v s .“not cru n c hy ” c e re a l
less so).The shortcuts used to decide
b e t ween products whose attri bu t e s
t h e m s e l ves are a judgment call
demand other methodologi e s , e. g . ,
taste tests for the cereal or heuri s t i c
m a r ket re s e a rch for pharm a c e u t i c a l s .

• It’s been 15 minutes. I know these
people now.

“ Ja n e, you indicated earlier that
T h rill Park was open for an entire
year before you took your kids
t h e re. O bv i o u s l y, yo u ’re ve ry cau-
tious about new destinations.W h a t
would it take for you to go to Chill
Park within two weeks after it
o p e n e d ? ”

“ B a rn ey, you mentioned that yo u
went to T h rill Park the day it
o p e n e d . I’m assuming you plan to
visit Chill Park on its opening day as
we l l . No? W hy not?”

C l e a r l y, this is leading the witness.
If your friend has just told you about
a disastrous first date, do you imme-
diately say,“ We l l , i t ’s clear that yo u
wo n ’t be going out with George
a g a i n ” or do you wait for her to tell
you that? It’s certainly going to take
m o re than 15 minutes wo rth of
e x p e rience with her to know! 

When left alone to tell their story,
people generally articulate the tru t h
we are seeking. R e c e n t l y, I inter-
v i ewed individuals suffer ing fro m
c e rtain symptoms, most of whom
had not sought help.T h i rty minu t e s
into our conve rs a t i o n , one deeply
conflicted respondent confided his
fear of certain medications because
of past re c reational drug abu s e. E ve n
k n owing that drug abuse is common
in this population, could I have
b roached that earlier and obtained
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the same response? Another suffere r
ultimately admitted his concern that
seeking help would create a pre -
existing condition issue with his
health plan.A g a i n , not a Q1 finding.
A third was wo rried about his com-
m e rcial drive r ’s license.And so on.
Though I have also interv i ewe d
patients whose disorder can be
transmitted through infected dru g
n e e d l e s , I did not broach drug abu s e
to them, because not all of them

h ave this history.A i ring yo u r
assumptions ices the dialog u e.

Insight for us frequently re q u i re s
i n t rospection and even self-discov-
e ry for the re s p o n d e n t .An engaged
p a rticipant is bu i l d i n g / s h a ri n g
s o m e t h i n g , not getting to the end.
T h e re is always more to say.W h e n
i n t e rv i ewe rs treat an interv i ew as a
straight line, wo rds on paper, s u b j e c t s
clam up, join the race and accept the
constraints implied.T h ey ’re being

paid to. But that only costs the
c l i e n t , u l t i m a t e l y.Techniques to
e s t a blish rapport and encourage
c o nve rsation are found in
“ E s t a blishing a Comfort Leve l ” by
Jim Eschri c h . (Q u i r k ’s,A p ril 2002;
v i ewa ble at www. q u i r k s . c o m / a rt i-
c l e s / a rt i c l e. a s p ? a r g _ A rt i c l e I d = 9 8 5 )

• The discussion guide as personal flota-
tion device (PFD).

This was my pet peeve as a client.
Q u a l i t a t ive re s e a rc h e rs , as opposed
to copy re a d e rs , a re paid to ask the
questions that are not on the discus-
sion guide and never can be.T h e
raison d’être of qual is to follow the
re s p o n d e n t ’s context, not provide it.

Joe say s , “I can’t really distinguish
b e t ween widgets and digi t s .”We
should ask,“And why is that?”A n d
then depending on the re s p o n s e,
m ay b e,“Under what circ u m s t a n c e s
could that change?” or a more spe-
cific follow up.What I too often
hear is,“ O K , l e t ’s go on to the next
q u e s t i o n .”A rrr g h !

Sally explains,“Those cri t e ri a
d o n ’t make sense to me. I just go by
the blue color.” Next should be,“ I s
t h e re anything else you have eve r
c o n s i d e red besides the blue color?”
O r,“ A re there ever times when the
blue color is less import a n t ? ” I
c ringe to hear,“Does it matter what
shade of blue it is?” and then wa t c h
the interv i ewer move to the next
t o p i c.

Questions like “ H ow will this
study be used?” or “Has anyone else
mentioned that?” or “ W h o ’s spon-
s o ring this study?” often generate
mu m bl e s , haughty comebacks or
refusals to re s p o n d .Agencies should
draft pat responses for client
a p p roval and train interv i ewe rs to
p a rtner with, not patro n i z e, t h e
re s p o n d e n t . For example, if the
sponsor must remain bl i n d e d
t h roughout (not a give n ; s o m e t i m e s
the conclusion is a good time to
uncloak with a couple of wrap-up
q u e s t i o n s ) , one possible answer is,
“The identity of the company spon-
s o ring the study is confidential, j u s t
as your identity is kept confidential.”
It is not a bl ow-off like “I can’t tell
you that” or the disbelieve d , even if
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t ru e,“I don’t know.”
In order to follow the re s p o n d e n t ’s

l e a d , and talk about what’s import a n t
to her, re s e a rc h e rs must be fa m i l i a r
with the topic.When they are n ’t ,
sometimes the only unscri p t e d
wo rds spoken are the ubiquitous
“ O K ,” or even wo rs e,“ G o o d ” o r
“That makes sense” or similar re i n-
f o rc e m e n t . Or the fishing line pro b e :
“Can you expand on that a little?”
or the eve r - s o - p re c i o u s ,“ Tell me
m o re.”When did you last speak
those wo rds out in the wo r l d ?

Another PFD danger is the ru s h
to get all the canned questions in,
manifested as patting the re s p o n d e n t
on the head after short answe rs and
i n t e rrupting long ones.An approva l -
seeking exchange creates a bre e z y
but superficial conve rs a t i o n , and a
skilled interv i ewer nips it in the bu d
by probing objective l y :“ Just to play
d ev i l ’s advo c a t e … ” but neve r,
“ M a ny of your colleagues have
s a i d … ”An interv i ewer should gen-
tly decline to restate the majori t y

v i ew p o i n t : “This is about what yo u
t h i n k / h ow you reacted to
that/made that decision at the
t i m e.” C e rt a i n l y, we want to know if
the respondent would make a differ-
ent decision today, but we want to
find that out without seeming to
pass judgment on her.

In gro u p s , the PFD mentality
sends the moderator around the
t a ble with the dre a d e d ,“What do
you think, R ya n ? ” though poor
R yan has contri buted to eight
straight questions and is now try i n g
to guzzle his soda.

You might casually ask a lunch
c o l l e a g u e,“What about yo u ,A n n e ? ”
but Anne knows she can say,“ O h , I
d u n n o ” without becoming an out-
c a s t . Focus groups are not election
b o o t h s , which are priva t e. If yo u
need bared souls, book one-on-
o n e s . M o re ove r, groups as opposed
to individual interv i ews are only
a p p ro p riate when the probability of
a c h i eving the objectives is gre a t e r
with consensus than without it.Ye t

groups are often booked for less sub-
s t a n t ive reasons (such as scheduling).
With today ’s We b - e n a bled fa c i l i t i e s
and phone monitori n g , t r avel pre f e r-
ences should never dictate re s e a rc h
s t r a t e g y.

Repeating questions is another
common consequence of the PFD
a p p ro a c h , and nothing derails a con-
ve rsation fa s t e r.The re s p o n d e n t
becomes bore d , i m p a t i e n t , eve n
a n gry.“ I s n ’t this person even listen-
ing to my answe rs? W hy am I talk-
i n g , t h e n ? ” ( Would your boss stand
for this?) A ny client who berates an
i n t e rv i ewer for not asking Q13
when the topic already was cove re d
in Q6 needs tactful education.“ We
had already cove red that, so I we n t
for his reaction to the fried egg con-
c e p t . I know we will need to use our
time as efficiently we can.”

• “ To n i g h t ’s performance is sold out.”
That sentence sums up many

i n t e rv i ew s .We ’ve all seen the inter-
v i ewer whose self-importance is
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exceeded only by his ability to
e x p ress it.“What I’m looking for
i s … ”“ T h a t ’s not what I meant.”

The only legitimate uses of “ I ” i n
p robing are non-judgmental, e. g . , “ I
guess I’m confused - I thought I
h e a rd you say earlier that you only
buy blue widgets but just now yo u
s p o ke of pre f e rring green ones?”
O t h e r w i s e, substitute “ yo u ” for “ I ”
and see how much further you get.
Do you tell your colleague,“ C a r l ,

what I was looking for you to tell
me was what Mark thought of the
re p o rt ” or do you simply ask,
“What did Mark think of the
re p o rt ? ” P resenting the interv i ew-
e r, a person the respondent has
(hopefully!) never encountere d
b e f o re, as someone whose needs
must be met heaps pretense on an
a l ready artificial context. And if yo u
a re using professional re s p o n d e n t s
for whom this is no big deal, yo u ’re

even wo rse off.
I n t e rv i ewe rs who “ re p ” a ny point

of view (like the client’s) also taint
the feedback.A nyone who thinks
the interv i ew would be smoother if
she follows the path of least re s i s-
tance must either follow or become
oppositional to that view p o i n t .
None of that will hold up once she’s
g o n e. Being truly persuaded (not
bludgeoned) by other group mem-
b e rs is fine. E x t e rnal influences on
decision-making exist, and if we
engage part i c i p a n t s , t h ey will tell us
w h e n / h ow that wo r k s . But we have
to understand first what the re s p o n-
dent was thinking before she wa l ke d
into the facility or picked up the
p h o n e. If we fa s t - f o r wa rd past that
p o i n t , we ’ve lost insight in which we
i nve s t e d .

F i n a l l y, when the play ’s the thing,
the re s e a rcher vamps to his
c l i e n t s / c o l l e a g u e s , t a kes stage dire c-
tion during and between interv i ew s
and agrees (outwa rdly) cheerfully to
i n s t ructions like :

“Wrap this one up.This guy is
c l u e l e s s .”

“No one’s responding to ad #3.
M a ke sure you get more out of
t h e m .”

“The whole group hates the dou-
ble-page spre a d . L e t ’s leave it out
f rom here on.”

Fo l l owing these suggestions bl i n d-
ly could obviously compro m i s e
re s u l t s . But what mid-project adap-
tation is actually useful? The short
a n swer is, do what the project needs,
e rr on the side of inclusion and jus-
tify it in terms of the objective, w i t h
minimal use of “ I ” or “ yo u ,” t wo
wo rds that in a client/re s e a rcher dis-
cussion may breed defensiveness or
a g gre s s i o n .We ’re aiming for smiles
and nods during the final pre s e n t a-
t i o n ; we may not see as many in the
v i ewing ro o m .

Be a chameleon
Perhaps the best advice for qualita-
t ive re s e a rc h e rs and clients re s e m bl e s
R ay Bradbu ry ’s advice to wri t e rs
( keen observe rs themselve s ) :“Be a
c h a m e l e o n , i n k - bl e n d , c h ro m o s o m e
change with the landscape. Be a pet
ro c k , lie with the dust…” |Q





Th e re is a point in the evolution of a field when a critical mass of
n ew possibilities is reached and the field makes a big leap for-
wa rd .We watched it happen with the Intern e t .After decades of

a d vances in networking and information re t ri eval technolog y, the early
’90s saw a flurry of activ i t y, highlighted by the creation of the gr a p h i c a l
b rowser and the World Wide We b. Soon most companies had a page on
the We b, but it was only a static page - essentially an online bro c h u re.T h e
tipping point came when other technologies such as databases we re
l i n ked to the We b.All of a sudden a company Web page went from being
an online bro c h u re to being a full-fledged store f ro n t .The era of e-com-
m e rce had begun.

Q u a l i t a t ive re s e a rch is undergoing a similar transform a t i o n .We have a
n ew set of electronic tools to conduct our re s e a rc h , such as digital cam-
eras and online communication technologies like e-mail, bulletin board s ,
and more re c e n t l y, bl og s .With most A m e rican consumers now online,
m a ny with broadband connections1 we are fast approaching a cri t i c a l
mass of interrelated technologies that will usher in a new era in qualita-
t ive re s e a rc h .

At pre s e n t , online qualitative re s e a rch is at a stage similar to online
b ro c h u re s .While we ’re already doing focus groups online, g a t h e ri n g
m o re in-depth information online is still a new fro n t i e r.

To see how far we could push the enve l o p e, we recently designed and
e xecuted an online in-depth qualitative re s e a rch pro j e c t .

S p e c i f i c a l l y, we wanted to learn :
• Could we expand the online

q u a l i t a t ive re s e a rch format beyo n d
bu l l e t i n - b o a rd discussion and chat-
based focus groups? Would part i c i-
pants be willing to engage for longer
p e riods of time?

• Could we get better in-depth
data by mixing methodologi e s ?
Could we successfully use indiv i d u a l ,

group and contextual techniques within the same study?
• How deeply could we engage participants? Would they disclose emo-

tional details? Would they enjoy the experi e n c e ?
To test these ideas, we created the Pa renthood Pro j e c t , a re s e a rch effort

that sought to learn how values and lives change when people become
p a re n t s .The topic is deeply pers o n a l , so we felt this would be a good test
of our part i c i p a n t s ’ willingness to share their emotions and view p o i n t s
o n l i n e. It also lent itself nicely to studying two pers p e c t ives on the same
e x p e rience of pare n t h o o d .We gathered data separately from both new
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moms and new dads in the same fa m i-
ly and then compared the re s u l t s .

Designing and executing the
p ro j e c t
For the Pa renthood Pro j e c t , we
re c ruited four couples in each of thre e
m a r kets (New Yo r k , San Francisco and
H o u s t o n ) . Each couple had childre n
b e t ween the ages of 1 and 4. S i n c e
one of our re s e a rch goals was to see
whether we could gather two differ-
ent pers p e c t ives on the issue fro m
within one fa m i l y, we screened for
p a rticipants within a family who we re
a ble to participate separately (at differ-
ent e-mail addre s s e s ) .We also scre e n e d
for ow n e rship of a digital camera,
because we wanted to experi m e n t
with the use of images to provide us
with more context about the lives of
our part i c i p a n t s .

D u ring phase one, each part i c i-
pant was given a private bl og where
t h ey could create their own online
j o u rnals for the pro j e c t . O ver the
c o u rse of five day s , we pre s e n t e d
p a rticipants with a set of images and
a set of questions to engage their
thinking on va rious aspects of their
l ives relating to pare n t h o o d .We
then asked them to share their re a c-
tions to what we presented and
re c o rd their thoughts in their online
j o u rn a l s .We also created a photo
e xe rcise in which participants took

photos re p resenting aspects of their
l ives before and after becoming par-
ents and posted them in their online
j o u rn a l s .The photo exe rcise added a
visual window into part i c i p a n t s ’
l ives and thinking.

Phase two featured group discus-
sion using a bu l l e t i n - b o a rd form a t
with a facilitated discussion, w h i c h
took place over two days immedi-
ately following the first phase.T h e
discussion topics we re fueled by our
analysis of the journaling exe rc i s e s
f rom phase one.

To execute this project design, we
needed an online re s e a rch platform
that would support private and
group journaling and/or bl og gi n g ,
group discussions, online in-depth
i n t e rv i ew s , c u s t o m i z a ble pro f i l e s ,
and a customizable look and feel.
We we re unable to find a re a d y -
made platform that met our specifi-
c a t i o n s , so we created a platform
with these features specifically for
this pro j e c t .As a result of this suc-
cessful pro o f - o f - c o n c e p t , we are
m oving forwa rd in using the plat-
f o rm , called KDA / R eve l a t i o n , i n
our new online in-depth re s e a rc h
s e rv i c e.

The re s e a rch findings from the
Pa renthood Project gave us deep
insight into our topic. H oweve r,
since our fundamental goal was to
l e a rn about the methodolog y, we

will focus here on those re s u l t s .

Results of the new methodolog y
After the two re s e a rch phases, we con-
ducted a post-project survey to learn
about the experiences of our part i c i-
pants and to help us assess the success
of our system and method.

By carefully designing the study and
clearly communicating the study
re q u i rements to part i c i p a n t s ,we we re
a ble to keep participants engaged ove r
the course of seven day s , and the
results of our post-project survey sug-
gest that longer and even deeper
engagements are realistic possibilities.

Our participants contri buted an
average of two hours of their time
over the course of the week-long pro-
j e c t . S everal participants spent thre e
and four hours . Keeping in mind that
these we re new pare n t s , this is a sub-
stantial inve s t m e n t . None of the par-
ticipants said they considered their
i nvestment of time to be too large.
Most respondents said the amount of
work re q u i red was just ri g h t , and sev-
eral said they would have liked to
c o n t ri bute more time.

As a point of comparison with tra-
ditional qualitative methods, c o n s i d e r
that some re s e a rch has shown the
average length of speaking or air time
for a focus group participant to be 10
to 12 minu t e s2.

We we re pleased with our ability to
engage our participants deeply.
Pa rticipants shared intimate details of
their lives re g a rding their re l a t i o n s h i p s
with their spouses, their children and
other aspects of their lives as pare n t s .
All of our participants said they
e n j oyed the experi e n c e. M a ny of
them said they appreciated the oppor-
tunity to reflect on the issues, and that
t h ey had learned something from the
e x p e ri e n c e.

The online format was popular with
our part i c i p a n t s . In the post-pro j e c t
s u rvey, our participants told us that
t h ey found it easy to use the online
f o rmat (two - t h i rds said ve ry easy, o n e -
t h i rd said somewhat easy).All of them
said that the study tasks we re clear to
them and that it was clear how to exe-
cute the tasks.The use of images
wo r ked ve ry we l l , both as a technique
to elicit responses and in terms of
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l ogi s t i c s . Our participants had no tro u-
ble taking digital photographs and
posting them to their online journ a l s .

Mixing individual journaling with
group discussion wo r ked we l l .T h e
f o l l ow-up discussion gave us another
l ayer of insight into the topic, a n d
a l l owed us to test new hypotheses that
a rose during the course of the pro j e c t .
We learned a lot about how the view s
of new parents change in areas such as
work and money, relationships and
self-image (our pre - d e t e rmined top-
i c s ) . But we also learned about new
ave nues for exploration from the con-
tent of the online journals of our par-
t i c i p a n t s .As an example, one of the
themes that emerged from the online
j o u rnals was a sense of vulnerability
on the part of many new pare n t s . O u r
online methodology gave us the flexi-
bility to explore this newly surfa c e d
issue in Phase Two.

This ability to build and test
hypotheses on the fly is a significant
b e n e f i t . I t ’s widely re c ognized that one
of the most common outcomes of
re s e a rch is the need for more re s e a rc h ,

yet most re s e a rch budgets don’t
expand as quickly and easily as a
c l i e n t ’s information needs. Online in-
depth allows us to build on what we
l e a rn within the course of one pro-
j e c t .This squeezes a tre m e n d o u s
amount of value out of one re s e a rc h
i nve s t m e n t .

Ways to improve
N a t u r a l l y, our pilot project showed us
some ways we can improve. For exam-
p l e, one thing we would do differe n t l y
in future projects of a similar nature
would be to build in a bit more time
b e t ween the journaling phase and the
d i s c u s s i o n .The journals we re so ri c h
in information that we had to rush the
initial analysis to keep up with our
p roject schedule.As we apply online
i n - d e p t h , we expect to find additional
ways to improve the pro c e s s .

Online in-depth is not, of cours e,
s u i t a ble for eve ry pro j e c t . One clear
limitation is that there are some popu-
lations not yet online or not yet com-
f o rt a ble online.We expect this limita-
tion to decrease over time as Intern e t

adoption rates continue to climb.
Online in-depth offers re s e a rc h e rs

the ability to employ multiple meth-
o d s , d evelop and test hypotheses on
the fly, and stay engaged with part i c i-
pants over longer periods of time.T h e
m o re time we as re s e a rc h e rs can stay
engaged with part i c i p a n t s , and the
m o re we can integrate our inquiry
into the day - t o - d ay lives of the people
we study, the better our opport u n i t i e s
to develop a deeper and richer under-
standing of customer attitudes and
b e h av i o rs .

By making it easy for participants to
give of their time, and cost-effective
for re s e a rc h e rs to deliver actionabl e
i n s i g h t , online in-depth provides a
p romising new way for re s e a rc h e rs to
l e a rn more from participants and max-
imize the value of eve ry study. |Q

R e f er e n c e s
1 A c c o r ding to the most recently ava il a ble Pe w
I n t ernet survey (www. p e w in t ern e t . o r g ) , ro u g h ly
65 percent of Americans are now onlin e . O f
t h e se, 55 percent have broadband access at
w o rk and 39 percent have broadband at home.
2 G era ld Zaltman, How Customers Think, p .
1 2 3 .



“ Tru d y, do you think you should moderate these focus
groups or should we hire a ve n d o r ? ”As a trained and
c e rtified focus group moderator at Nationwide

I n s u r a n c e, this is a common question for me.
K n owing that other companies ask the same question of their

i n t e rnal moderators (and having been invited to speak on the topic at
t wo re s e a rch confere n c e s ) , I was prompted to conduct some re s e a rc h
of my ow n . I set out interv i ewing several types of market re s e a rc h
p rofessionals including intern a l , c o rporate moderators who work with
ve n d o rs and those who have wo r ked as ve n d o rs themselve s . S eve r a l
key findings and confirmations surfa c e d .

M o d e r a t o rs have a vital impact on the focus group pro j e c t , f rom the
initial consultation with the client, w riting the scre e n e r, c o o rd i n a t i n g
or actually re c ruiting part i c i p a n t s , w riting the guide, moderating the
gro u p s , to finally presenting the findings.

When a focus group moderator is needed, s everal questions must be
a n swe re d :

• Can an internal moderator better serve the client?
• A re the desired participants employees of the company, c u s t o m e rs

or consumers ?
• Can an internal moderator lead the group without adding bias?
• What are the logistical considerations (bu d g e t , access to the focus

gro u p s , audio and visual re c o rding)? 

I n t e rnal moderators
A corporate employee focus gro u p
moderator is most often the best
choice when conducting employe e
or corp o r a t e - related focus gro u p s .
R e c ruiting is easy, i n e x p e n s ive and
c o nve n i e n t .The groups can be held
onsite or over the telephone with

the internal moderator facilitating the call, significantly re d u c i n g
c o s t s .

I n t e rnal moderators can often discover nuggets of information that
an outside vendor may miss. I have conducted several focus gro u p s
with consumers , c u s t o m e rs , e m p l oyees and agents about issues specific
to the insurance industry or company. My 13 ye a rs with the company
often allow me to dig deeper into the comments of participants and
u n c over useful information that my client may not have thought of at
the outset of the pro j e c t .

For example, while moderating a focus group with employe e s

A look at the pros
and cons
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By Trudy Ann Brandenburg

Editor’s note:Trudy Ann Brandenburg
is marketing specialist, PCIO market
research, Nationwide Insurance,
Columbus, Ohio. She can be reached
at brandet@nationwide.com or at
614-249-0929.

Should you choose
an internal or an
ex t e r nal moderator?
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about improving employee benefits,
one participant made a passing
remark about an area of the bu i l d-
i n g . K n owing the specific area of the
building and discussing it furt h e r
with the group helped me delive r
additional information in the final
re p o rt . Based on the inform a t i o n ,
my client implemented the change
in the building area which had pre-
viously never been a consideration.
An outside ve n d o r, lacking know l-
edge of the building are a , wo u l d
h ave been unable to probe into the

c o m m e n t .
O c c a s i o n a l l y, I work with inter-

nal clients on other projects pri o r
to their becoming my client.This is
often helpful as I am already fa m i l-
iar with the areas they work in,
a l l owing me to know more about
their information pre f e re n c e s ,
needs and expectations. P rior wo r k
with a client often helps me wri t e
a more focused re p o rt on the find-
i n g s .

A n d , since both client and moder-
ator work in the same building or

c o m p l e x , t h ey can work more close-
ly throughout the course of the pro-
j e c t , which can help the intern a l
moderator provide more actionabl e
i n f o rm a t i o n .

Depending on the project and
bu d g e t , i n t e rnal moderators may be
a p p ro p riate to moderate consumer
and customer gro u p s .While a ve n-
dor facility may be chosen to re c ru i t
p a rticipants and be the location for
the groups to be held, an intern a l
moderator may not only be more
familiar with their client, the indus-
t ry and the company but can also
eliminate external moderator fees.

F i n a l l y, it is important to keep in
mind that information delive ry is
just as important as acquisition.T h e
i n t e rnal moderator usually has a bet-
ter understanding of the company
and its nuances and the industry in
g e n e r a l , and really knows the client’s
needs and the communication and
re p o rt formats the company uses.
This may not only save time fro m
p o s s i bly having to rew rite a ve n d o r ’s
re p o rt but also allows the results to
be delive red in the most useful and
i n t e rn a l l y - p re f e rred form a t .

Set of challenge s
H oweve r, choosing an internal mod-
erator can present its own set of
unique challenges. Clients who are
top exe c u t ives within a company
m ay try to control the moderator
and the focus group project or set
the tone for the re s u l t s .An intern a l
moderator must possess the skills to
deal with political issues from the
onset of the project and be able to
d e l iver the findings diplomatically.

Not only have I sometimes prev i-
ously wo r ked with my clients, I
sometimes know the part i c i p a n t s .
When this happens, it is imperative
that it does not impact the dynamics
of the gro u p.

R e c o rding and observing intern a l
focus groups can also be pro bl e m a t i c
since most of them are held in a
c o n f e rence room rather than a fa c i l i-
ty with professional re c o rding and
behind-the-glass view i n g . I often
a u d i o - re c o rd internal focus gro u p s
on a hand-held re c o rd e r. In addi-
t i o n , it is important for observe rs to
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sit in the back of the room as mu c h
out of the part i c i p a n t s ’ sight as possi-
bl e.Pa rt i c i p a n t s , who are often
e m p l oyees or agents, m ay be some-
what intimidated with exe c u t ives in
the ro o m . If the observe rs are out of
their sight, the participants are more
l i kely to speak candidly, especially if
t h ey have something they may view
as negative to say.

It is in a company ’s best interest to
maintain trained moderators on staff
even if they do not moderate
gro u p s . Staff moderators unders t a n d
the focus group process and can
work with an external moderator
t h roughout the project and act as
the project liaison between the
i n t e rnal client and the ve n d o r.
I n t e rnal moderators can also analyze
vendor re p o rts and distri bute infor-
mation appro p riately within the
o r g a n i z a t i o n .

E x t e rnal moderators
E x t e rnal moderators are extre m e l y
va l u a ble in gaining insights about

customer and consumer attitudes.
T h ey may be more capable of look-
ing at the project from different per-
s p e c t ives mainly because they are
not attached to the company in any
way.T h ey also may offer differe n t
focus group techniques based on
their experiences with differe n t
types of groups in different indus-
t ri e s .

P rofessional focus group fa c i l i t i e s
offer consumer screening and
re c ruiting services as well as moder-
a t o rs . Using an external moderator
a l l ows internal personnel to work on
other projects and could actually
reduce company travel and expenses.

R e c o rding and viewing the focus
groups are also much easier at a pro-
fessional facility than the confere n c e
rooms that are often used when
groups are held by internal modera-
t o rs at company sites.

Working again and again with the
same external moderator can cre a t e
a va l u a ble consultant re l a t i o n s h i p. I n
t i m e, the moderators become more

familiar with the industry, the com-
p a ny and its information pre f e r-
e n c e s , which enables them to delive r
m o re targeted findings.

Need for both
T h e re is clearly a need for both
i n t e rnal and external focus gro u p
m o d e r a t o rs .While internal modera-
t o rs may offer more depth because
of their knowledge of the company
and industry, an external moderator
and focus group facilities may be
best when you need an outside per-
s p e c t ive, assistance with scre e n i n g
and re c ru i t i n g , and pro f e s s i o n a l
re c o rding and viewing capabilities.

C o rporate market re s e a rch depart-
ments that offer their clients both
p rofessional internal and extern a l
focus group moderators are in a bet-
ter position to provide wo r l d - c l a s s
s e rvice to their clients. I n t e rnal or
e x t e rn a l , eve ry moderator’s job is to
a c q u i re quality information and
d e l iver it in a manner that is most
useful to the client. |Q
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As product and service offerings across all industries become more
and more sophisticated, manufacturers and marketers must con-
tinue their efforts to better understand both consumer psychol-

ogy and the psychodynamics of the production process. Nowhere is this
more evident than in the turbulent world of television, where “going by
gut” is an all-too-accepted method used by seemingly sensible execu-
tives in a multibillion-dollar industry. Failure to understand the psycho-
graphic intricacies of the marketplace and even the psychodynamic sub-
tleties of the creative production process can often cost entertainment
corporations hundreds of millions of dollars in profit and deny viewers
memorable programs, as truly profitable (and worthwhile) shows are
never developed or sufficiently supported while mediocre programs
abound.

Nonetheless, some shows that struggle to reach the air and/or struggle
early on the air, like Seinfeld, Cheers or Everybody Loves Raymond, occa-
sionally escape this fate and become both audience favorites and huge
financial windfalls for their corporate parents.

A study of Everybody Loves Raymond - which was heavily criticized by
in-house CBS research findings born of a method that ignored the psy-
chographic properties of the television market - can perhaps shed light
on ways to invigorate market analysis techniques and keep them up to
speed with the pace of product innovation.

To begin with, television program production and marketing are inte-
grally related. In fact, one major
problem is that the two are often
tangled together and confused as
one. In analyzing this complex field,
a framework is needed through
which the many different influences
in each area can be effectively isolat-
ed for study.A basic framework from
Marketing 101 such as the four Ps of
the marketing mix (promotion, pric-
ing, placement and product) serves
this purpose well.

Promotion
Promotion - in the form of advertis-

ing, on-air promotions, conspicuous branding (i.e.,“from the producers
of Friends,” etc.),“star power” casting, personal appearances, magazine
covers, favorable reviews, strong word of mouth, publicity stunts, and so
on - can be a very influential element in the successful television pro-

Early focus group
findings nearly
spelled the end of
Everybody Loves
Raymond

By Ken Newman

E d i t o r ’s note: Ken Newman is a
f o rmer market research analyst at CBS
E n t e rt a i n m e n t . He can be reached at
k e n ny d n e w m a n @ ya h o o. c o m .

Not quite
eve ry b o dy, it seems
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gramming marketing mix. Promotion
has never been a Hollywood short-
coming; however, its preponderance
may sometimes be an overcompensa-
tion for poor strategies in pricing or
placement or for a weak product.

Pricing
In television, the only direct cash cost
paid by most viewers is their monthly
cable or satellite bill. Often including
extra fees for premium networks and
services, for gatekeeper competitors
like cable and satellite providers, pric-
ing is an important consideration in
determining marketing strategy.That
said, however, even accounting for
premium networks like HBO or
Showtime, the dollar cost of a given
program on a given network is diffi-
cult to break down by program and,
more importantly, is of less interest to
the viewer than the choices of shows
themselves. (Obviously, alternatives in
the form of home video and pay-per-
view/video-on-demand do also exist
- and are in themselves businesses that
demand serious attention - but the
market share for these substitutes
rarely reaches or exceeds 5 percent
according to Nielsen research, so they
are not as important here in analyzing
the pricing strategies needed to attract
the other 95 percent of the market.) 

Instead, inherent in the transaction
between viewers and programmers is
the amount of attention viewers are
able or willing to “pay” to a particular
program. Further, the capability of
individual viewers to pay attention to
programming is in turn influenced by
three other factors: their psychologi-
cal makeup/attitudes, their mood and
their time budget.

Psychological makeup/attitudes
Intellectual products such as television
programming are primarily of cere-
bral and/or emotional utility to view-
ers. It is widely accepted that demo-
graphic characteristics such as age and
sex play an important role in influ-
encing a viewer’s programming pref-
erence. However, based on Nielsen
research, the uneven distribution of
viewers among these demos for any
given night suggest that age and gen-
der are not the sole influences for

viewing preference.An individual’s
overall psychological/attitudinal
makeup - which is strongly influ-
enced by their age and gender (as well
as other demographic categories like
education level, kids in the house-
hold, etc.) - is a better means for pre-
dicting viewers’ interests.

Mood
Related to an individual’s psychologi-
cal or attitudinal makeup is their
mood.As people’s personalities differ,
so too does the frequency and vari-
ability of their mood. Mood can act as
a modifier to viewers’ baseline behav-
ior and attitudes, changing their
resulting viewing preference. In turn,
as viewers’ moods change, they might
migrate from one psychographic/atti-
tudinal segment to another nearby.
For instance, a viewer who falls in the
Quality Watcher segment (see text
box) might migrate towards the
Fashion/Trend Conscious segment to
watch a guilty-pleasure action drama
like 24 after a long day of work. Or
perhaps a Fashion/Trend Conscious
viewer, after an equally tiring day,
might migrate towards the Home and
Hearth segment to watch Joan Of
Arcadia for a feeling of inspiration.

Accordingly, as moods can vary
throughout the day (with mood
changes among viewers within similar
market segments remaining approxi-
mately parallel as a function of their
shared lifestyles/attitudes/psycholo-
gy), it is important to keep in mind
that the programs a viewer might
watch during the day could be differ-
ent than the ones they would view in
the afternoon or evening or on the
weekend or, for that matter, with chil-
dren, parents or friends present. Even
more, moods might change from
watching programs themselves, as a
viewer who is “laughed out” might
switch away from comedy to drama
or news or reality and/or vice versa,
or even (to the consternation of tele-
vision executives) turn off the televi-
sion set altogether in favor of another
activity.

Time budget
Although a particular program may
be in line with its targeted viewers’
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tastes and even their moods, the view-
er may still not be able to commit
time or pay attention to the show if
they don’t have the time or if they

can’t afford the time.Viewers can
make time to view a particular pro-
gram, but at the expense of other pro-
gramming or another leisure activity.

Accordingly, time budgets have a defi-
nite limit (with time budgets among
viewers within similar market seg-
ments also remaining approximately
parallel as a function of their shared
lifestyles/attitudes/psychology). Only
so many shows appealing to the same
audience can succeed until the market
becomes saturated. In turn, new pro-
grams introduced into a crowded
market segment might fail (or at least
dilute viewership for other programs
appealing to the same group).

Placement
The third of the four Ps of the mar-
keting mix, placement (or time-
p e riod scheduling), re q u i res identi-
fying the time and place to air a pro-
gram to maximize its potential
v i ewe rs h i p.A program will not be
seen (purchased and consumed) if it
is placed inconveniently with re s p e c t
to the targeted viewe rs ’ s c h e d u l e s
and locations. ( To some extent,
t h o u g h , time-shifting with V C R s
and T i Vo has freed viewe rs fro m

Primary Psychographic Segments
• Fashion/Trend Conscious: younger, urban and female-skewing, comprised heavily of Myers-
Briggs “feelers,” a more emotional audience segment given to liking soap operas/serials,
trendy/hip shows, shows with “heart” or “drama.”
Examples: American Idol, Will & Grace, Sex and the City

• Quality Watchers: older and male-skewing, comprised heavily of Myers-Briggs “intuitives,”
an audience segment demanding “authenticity” given to liking “groundbreaking,”“innova-
tive” programming.
Examples: 60 Minutes, Seinfeld, The Sopranos

• Home & Hearth: older and rural-skewing, comprised heavily of Myers-Briggs
“sensation/judgers,” a viewing group given to liking traditional themes, family programming
and uplifting messages with happy endings.
Examples: Touched By An Angel, Home Improvement, 8 Simple Rules

Hybrid Psychographic Segments
• Fashion/Trend Conscious and Home & Hearth: comprised of viewers who enjoy “hip/trendy”
programs with “heart” or “drama” and traditional values and themes.
Examples: Malcolm in the Middle, Survivor, Joan of Arcadia

• Fashion/Trend Conscious and Quality Watchers: comprised of viewers who enjoy “ground-
breaking” programs with “heart” or “drama.”
Examples: Friends, Six Feet Under, 24

• Quality Watchers and Home & Hearth: comprised of viewers who enjoy “authentic” pro-
grams with traditional values and themes.
Examples: Everybody Loves Raymond, CSI, ER
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being forced to adhere to such ri gi d
c o n c u rrent purchase and consump-
tion demands, although their use
r a rely accounts for more than 5 per-
cent of the marketplace at any give n
t i m e.A l s o, the ubiquity of re m o t e
c o n t rols has allowed viewe rs to
“ s h o p ” with greater speed.)
N o n e t h e l e s s , s c h e d u l i n g / p l a c e m e n t
s t r a t e gies are influenced by five key
c o m p o n e n t s : d i s t ri bution capacity,
c o m p e t i t i o n , c i rc u l a t i o n , awa re n e s s

and identity.

Distribution capacity
The four major broadcast networks -
ABC, CBS, NBC and Fox - are each
available to nearly 100 percent of
viewers.They are the television
equivalent of high-rent, multi-level
department stores with huge parking
lots. By contrast,WB, UPN and cable
networks like CNN, MTV, ESPN,
HBO and Showtime are available to
considerably fewer viewers, varying
from roughly 70-90 percent of all
potential viewers.Their lesser distrib-
ution capacity makes them the televi-
sion equivalent of boutiques and
chain stores, with lesser retail space,
and/or smaller parking lots.

As a result, each network, as a func-
tion of its distribution facilities, has
varying structural advantages and
weaknesses.The broadcast networks,
with their superior distribution
capacities, can serve viewers in suffi-
cient volumes so as to allow them to
reach a critical mass of viewers, guar-
anteeing them premium advertising
rates.The drawback is that they face
the economic imperative of targeting
large market segments, simultaneously
cramping their scheduling/placement
flexibility.Anything that might limit
their audience, from narrow-appeal
programming (which also may
include programming that is slow ini-
tially to find an audience) to multiple
repeats throughout the day, is general-
ly a difficult placement strategy to
pursue, as certainly as Macy’s or Wal-
Mart might suffer if they were to
limit their retailing exclusively to
young men’s and women’s clothing or
to repeat the same items throughout
the entire store.

Cable networks, with comparatively
less-expensive distribution facilities,
albeit with comparatively less poten-
tial for advertising revenue (or in the
case of HBO and Showtime, no
advertising revenue, but subscription
revenue), are structurally unable to
accommodate large audience seg-
ments and are thus freed to focus on
smaller niches, allowing them to
employ a wider variety of schedul-
ing/placement strategies from nar-
row-appeal programming (which may

also include programming that is slow
to find an audience), to multiple
repeats. In turn, smaller networks do
in fact focus their scheduling/place-
ment strategies to serve their niche
audiences, extending the earlier anal-
ogy, in much the same way that The
Gap or Abercrombie and Fitch spe-
cialize in young men’s and women’s
clothing with greater zeal than Wal-
Mart or Macy’s.

Competition
Again, unlike a retail store where cus-
tomers can browse and shop at leisure
with the assumption that desired
items will be in stock when they are
ready to purchase, television programs
have a much narrower window of
availability and therefore demand a
more immediate “sale.” Competition
from other networks in the time peri-
od complicates this dilemma further
as viewers (those not time-shifting
with VCRs or TiVo) cannot consume
two programs simultaneously, forcing
programmers to carefully consider
rival network schedules with respect
to their potential to siphon away
already difficult-to-reach viewers.This
involves fits of gamesmanship and
strategy amongst network executives,
a chess game of sorts, rife with the
potential for error, which is some-
times independent of otherwise opti-
mal individual program
scheduling/placement strategies. In
fact, some shows (especially new
shows) can be knowingly shoehorned
into time periods where networks
know they won’t connect with their
target audience for a variety of strate-
gic competitive reasons that are good
for that network as a whole but not
the new show.

Circulation
The circulation of a network is, essen-
tially, the total amount of a network’s
viewers. Understanding the levels of
existing viewership/circulation
throughout a network’s schedule and
grasping those viewers’ respective
programming interests is required
before a program’s optimal time peri-
od placement/scheduling strategy can
be devised.

Just as Macy’s can more easily sell a
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sweater to a customer already in its
store buying a pair of pants than to a
customer at a Wal-Mart buying a pair
of pants, so too can a network get a
viewer watching one of its shows to
watch another program (and/or the
program after it) more easily than that

network can get someone watching a
competitor to switch over.Also, as it
makes sense for Macy’s to try to inter-
est a pants buyer in perhaps buying a
sweater too instead of, say, a large
automobile, so too does it make sense
for networks to understand their

existing viewers and to offer them an
additional program that is in immedi-
ate line with their demonstrated
interests.

Awareness
Awareness is a multifaceted concept,
although for the purposes here, it is
defined as the familiarity viewers have
with a show. Before a show airs,
awareness is purely a function of the
effectiveness of promotional strategies
employed in the marketing mix.
However, after the show airs, it is also
a function of the level of viewership
in its time period.This relationship is
roughly illustrated in Figure 1.

Awareness impacts scheduling/
placement strategy in influencing
whether a targeted viewer will even
consider watching the show.A viewer
may not want to bother watching a
new show because they “don’t know
about it at all,”“don’t know what it is
about,”“don’t know who’s in it,” or
“haven’t heard anything about it.” In
turn, understanding the levels of
awareness for a particular show helps
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predict viewer interest and/or viewer-
ship, which in turn is also helpful in
determining a program’s optimal
placement/scheduling strategy.

Identity
Perceived identity, as with awareness,
is a multifaceted concept. Like a
brand identity, different networks
and/or time periods are “identified”
by viewers as having specific types of
offerings. In television, the identity of
a network is equally influential and
can even at times compensate for low
awareness levels. For instance, many
viewers may identify NBC as a
hip/urban network, while they might
see ABC as a more family-
friendly/traditional network. Or, a
specific time period, like the “post-
Friends” time period Thursday nights
on NBC may be identified as a time
for a hip/urban comedy, while Friday
nights on ABC during the heyday of
its famed “TGIF” programming block
could be seen as a time for a family-
friendly/traditional comedy.
Correspondingly, these identities
might be extended to new shows in
those time periods (or on those net-
works). In television terms, this might
cause viewers to “check out what’s on
NBC,” for example, specifically based
on the network’s identity and without
regard to awareness of a specific pro-
gram, to find programming suitable to

their interests.As such, understanding
various time period and network
identities is also critically important in
determining a program’s optimal
placement/scheduling strategy.

Product
Along with promotion, great atten-
tion is put on the product/program in
the marketing mix, often to the
exclusion of well-designed pricing
and/or placement strategies.
Certainly, creating television shows is
a very complex process and deserves
great attention, however if the other
elements in the marketing mix are
poorly matched, the caliber of the
product (critical considerations
notwithstanding) will not always cor-
relate to its ultimate success or failure
in marketing/dollar terms.

In other words, good shows don’t
always succeed because the critics say
they are good and bad shows don’t
always fail because critics say they are
bad. Nonetheless, product-driven
thinking is prevalent, with creative
changes to the program often being
made before adjustments to other ele-
ments of the marketing mix are con-
sidered. Often, this creates stifling,
even authoritarian, top-down produc-
tion management bureaucracies,
which, along with the historic chaos
and instability of the marketplace,
serve to make a very complex process

even more difficult and costly.
In fact, such micromanagement on

the part of senior production execu-
tives often has unintended and unde-
sirable effects, as decision-making
autonomy is usurped from artists and
technicians closest to the locus of
control, allowing them less input into
how their work is done, often dis-
couraging the possibility of their
engaging in more efficient behavior.

Everybody Loves Raymond
The quality of the program Everybody
Loves Raymond is unquestioned.The
talents of its star, Ray Romano; its
executive producer, Phil Rosenthal;
and its CBS network patron Leslie
Moonves and his team are evident in
the contribution the show has made
to the pantheon of memorable televi-
sion, and equally important, to the
hundreds and hundreds of millions of
dollars in pure profit the show gener-
ates annually for Viacom/CBS.

However, Raymond could have easi-
ly never survived its first season.

Back in 1996 when the show
debuted, CBS was a network in crisis.
The onetime “Tiffany network,” fol-
lowing years of management turmoil,
had lost its shine. It lagged behind
NBC,ABC and, oftentimes - among
the younger viewers coveted by
advertisers - even Fox.Worse still,
with its viewership in decline, polish-
ing the badly tarnished CBS identity
and attracting new viewers was prov-
ing very difficult.Amidst these chal-
lenges, CBS, led by its newly recruit-
ed president Leslie Moonves, built its
fall 1996 lineup of programs around
big, established stars like Bill Cosby,
Don Johnson and Cheers alumni Ted
Danson and Rhea Perlman, hoping
their star power would help promote
the network, improve its identity and
set the stage for what would in fact
become its eventual impressive turn-
around.Also developed and intro-
duced that year, however, was the
lower-profile Raymond, starring a then
unknown comic, Ray Romano.

Squeezed out by the new, high-
profile shows for choice time periods,
Raymond was forced to the less desir-
able Friday 8:30 p.m. slot, following
the sitcom Dave’sWorld, featuring for-
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mer Night Court star Harry Anderson.
Dave’sWorld, loosely based on the life
of humorist Dave Barry, was never
close to being a hit show, yet for
beleaguered CBS it was good enough
at the time. Hopes were a little higher
though for Everybody Loves Raymond.
Unfortunately, its initial performance
was as inauspicious as Dave’sWorld was
mediocre.Although holding Dave’s
World’s tepid viewership, Raymond
struggled badly its first few months on
the air, trailing its time-period com-
petitors, NBC’s Unsolved Mysteries and
ABC’s Boy Meets World. In short, the
program was hardly demonstrating
itself to be the enormous hit show
that it would become.

Without an established star, a i ring in
a time period with low viewe rs h i p,
E ve ry b o dy Loves Ray m o n d’s greatest lia-
bility was that its awa reness was ve ry
l ow.F u rt h e r, this was unlikely to
c h a n g e. I n t roduced as one of many
n ew fall show s , it had to share pro m o-
tional re s o u rces with many other pro-
gr a m s , almost all of which we re higher
p ri o rities for CBS at the time. In turn ,
R ay m o n d’s prospects for viewer ratings
growth seemed limited or, at best,
s t a l l e d , as its viewe rship could not grow
until its awa reness grew, as viewe rs
wo n ’t watch a show they don’t know
about any m o re than a Macy’s or Wa l -
M a rt shopper will buy a product they
a re n ’t familiar with, absent a stro n g
identity - something that neither
E ve ry b o dy Loves Ray m o n d nor the CBS
F ri d ay night time period possessed.

By December of 1996, Raymond
was on the bubble. Objectively, the
show’s ratings had been lousy for
months and it was hard to determine
if the program was in fact just another
show with a mediocre draw or if it
had growth potential were viewer
awareness of it to increase.

Further inhibiting Raymond’s
potential growth was the fact that
awareness itself also develops at differ-
ent rates depending on the targeted
viewing segment, sometimes making
it take even longer to distinguish
between a mediocre/failed show and
a would-be hit show that takes time
to find its audience.

Putting psychographic segments
aside for the moment and looking at

the viewing populace by simpler,
component demographic categories,
the show’s core intended audience,
men (especially younger men) tradi-
tionally watch less television than
other groups, as they generally are
working long hours establishing their
careers, dating or engaging in what-
ever other activity restricts their tele-
vision viewing time. In turn, CBS’
on-air promotion/advertising for the
show was not as effective with them

in raising awareness since, watching
less television, men were less likely to
be exposed to it. Nor were men as
likely to stumble upon the show in
the course of watching television as,
again, they didn’t watch as much tele-
vision. By contrast, women (especially
older women), watch more television
and are thus easier to promote to
through television and/or are more
likely to stumble upon a show in the
course of watching television.



Corre s p o n d i n g l y, awa reness rates
among women grow more rapidly
than men, especially young men, a s
s h own in Figure 2.

T h e re f o re, a network with low cir-
culation among men, l i ke CBS in
1 9 9 6 ,was at an even greater disadva n-
tage as it is wa s n ’t getting many males

“in the store ” to view any show s . So it
took even longer for awa reness to grow
among R ay m o n d’s viewe rs (especially
men) and there f o re it would take
longer for the show to establish its tru e
p e r f o rmance potential.U n f o rt u n a t e l y,
t e l evision exe c u t ives are not known for
their patience. In fa c t , s h ows like

R ay m o n d that appeal to viewe rs (espe-
cially male viewe rs) who “ t a ke longer
to re a c h ” a re less desirable to a big net-
work in economic need of reaching a
big audience quickly.As a re s u l t , s u c h
s h ows are less scheduler-fri e n d l y, o f t e n
bouncing around a schedule and neve r
reaching their full potential, or they are
p re m a t u rely pulled from a schedule
a l t og e t h e r, leading to a dow n wa rd spiral
of viewe rship amongst those hard - t o -
reach viewe rs (again, especially men).

With fewer existing shows of inter-
est to them, it then becomes hard e r
and harder to introduce new progr a m s
to them as they are watching less and
less telev i s i o n , causing those new pro-
grams in turn to be pulled before they
h ave a chance to succeed, l e aving those
v i ewe rs with even fewer reasons to
watch telev i s i o n , and so on. (In fa c t ,
this concept could in part be re s p o n s i-
ble for the mu c h - p u blicized decline of
young male network television viewe rs
in recent ye a rs . )

C o n c e rn about the show
N o n e t h e l e s s , as stated above, C B S
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faced a dilemma concerning E ve ry b o dy
L o ves Ray m o n d in December 1996.
E xe c u t ives liked the show and, give n
that the program was also produced by
the production company of comedy
titan David Letterm a n , its cre a t ive re p-
utation was mostly impeccabl e. S t i l l ,
t h e re was concern about the show,
especially within the in-house CBS
re s e a rch depart m e n t , the depart m e n t
re s p o n s i ble for forecasting netwo r k
v i ewe rship (where this author wa s
then employe d ) .

As was and is still custom among all
b roadcast television netwo r k s , early in
the process of choosing the new fa l l
l i n e u p, the CBS re s e a rch depart m e n t
conducted focus group testing of pro-
totypes/pilots for each new seri e s
under consideration. In that spring of
1 9 9 6 ,R ay m o n d initially tested we l l
enough that, in combination with the
p re s t i gious invo l vement of Dav i d
L e t t e rm a n ’s production company and
the experienced instincts of CBS’ n ew
p rogramming team, the show squeake d
onto the fall schedule.

H oweve r, after R ay m o n d d e buted to
months of mediocre perform a n c e, t h e
CBS re s e a rch depart m e n t , n ow acutely
mindful of occasional negative re s u l t s
in its re s e a rch that had suggested the
s h ow might not be as promising as had
been hoped, decided to issue a memo,
clearly emphasizing only these re s u l t s
(and to insulate itself from fallout in
the event R ay m o n d ultimately didn’t
s u c c e e d ) .

C i rculated to senior CBS exe c u t ive s
in December 1996, this “ d i a g n o s t i c
a n a l y s i s ”memo cove red “the negative
comments that have surfaced re g u l a r l y
over time during all of the pri m a ry
re s e a rc h ,” although it stated,“ ove r a l l ,
focus group responses have been
m i xe d .” In effect, h oweve r, it suggested
or at least implied that R ay m o n d m i g h t
be what it appeared to be: a mediocre
s h ow with limited growth potential
a n d , l ow awa reness levels notwith-
s t a n d i n g , a program that could be can-
c e l e d . In re t ro s p e c t , of cours e, t h e
re s e a rch department was ve ry wro n g .
I g n o ring the psychographic pro p e rt i e s
of the television marke t , it was the data
that was mediocre, not R ay m o n d.

Though flawe d , the CBS re s e a rc h
m e t h o d o l ogy invo l ved in testing the

s h ow was (and still is) fairly standard in
the multibillion-dollar telev i s i o n
i n d u s t ry. L i ke all CBS progr a m s ,
episodes of the show we re shown to
respondent groups of general telev i-
sion viewe rs , ages 25-54, at a commer-
cial audience re s e a rch fa c i l i t y.T h e
resulting responses we re then qualified,
quantified and re p o rted back to CBS
e xe c u t ive s .

Putting aside questions about the
techniques and methodology invo l ve d

in that pro c e s s , h oweve r, the cri t i c a l
e rror made by CBS re s e a rch wa s , s i m-
p l y, polling the wrong people.

As was discussed earlier, age and
gender are only some of the compo-
nents that influence viewer psycholog-
ical makeups/attitudes and, by exten-
s i o n , p rogramming pre f e re n c e s . O t h e r
d e m ographic fa c t o rs such as income,
e d u c a t i o n , p resence of kids in the
h o u s e h o l d , g e ographic re gion and
M ye rs - B riggs psychological type play a
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large role in determining who the
v i ewer is and, i m p o rt a n t l y, to what
p rogramming they will “ p ay ” t h e i r
a t t e n t i o n .The CBS re s e a rch depart-
m e n t ’s polling of simply general telev i-
sion viewe rs , ages 25-54, was the
e q u ivalent of Democratic pollsters
quizzing vo t e rs 25-54 about pre s i d e n-
tial candidate pre f e re n c e s ,w i t h o u t
re g a rd to other critical inform a t i o n
l i ke their party affiliation.

As illustrated in Figure 3, it was a
m e t h o d o l ogy doomed to be inhere n t l y
i n a c c u r a t e, one that would ve ry like l y
p roduce the resulting irre g u l a rities and
n e g a t ive re a c t i o n s . In fa c t , given these
m e t h o d o l ogical erro rs , it is almost a
wonder that R ay m o n d tested we l l
enough to ever make the CBS fa l l
1996 lineup in the first place, perhaps a
t e s t i m o ny to its sheer appeal. ( O n e
might also wonder about “what might
h ave been”with other shows that have
been rejected by the network re s e a rc h
p ro c e s s , p rograms perhaps wrongly re l-
egated to the dustbin of television his-
t o ry. )

Instead, CBS research should have

polled mainly viewers who were in
line with those Raymond’s
creator/executive producer Phil
Rosenthal intended to attract with his
well-constructed, classic comedy.
(Such respondents could have been
screened based on existing behavior,
i.e., sorted by viewership of similar
existing shows.) The show was pur-
posely not positioned to be hip,
trendy or edgy - things which, as
Rosenthal has said in published

reports,“are just not my values.”
N o n e t h e l e s s , F a s h i o n / Tre n d

Conscious viewe rs we re included in
the general television viewe rs sample
of CBS, resulting in nu m e rous negative
comments during the course of focus
groups for the show.This in turn
resulted in comments (which we re re f-
e renced in CBS’ diagnostic analysis
memo) indicating that respondents felt
the show ’s stories we re “nothing fre s h
or new ” and that stories needed to be
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re s o l ved in a “ m o re ori ginal and up-
to-date way.”F u rther negative com-
ments from viewe rs who we re pure l y
Quality Wa t c h e rs we re equally mis-
l e a d i n g ; some of those comments in
the memo derided the show for not
being enough “ l i ke S e i n f e l d or M a d
About Yo u.” Still other negative com-
ments came from purely Home &
H e a rth viewe rs who we re often con-
fused over the show ’s concept,u n s u re
“whether or not R ay m o n d is supposed
to be a family show...or an adult-
appeal relationship show...or an edgy,
sophisticated comedy.”A g a i n , t h e s e
comments we re drawn from a pool of
respondents that didn’t necessari l y
include the viewe rs that the show ’s
p ro d u c e rs intended to attract, m a k i n g
those remarks unpre d i c t ive of the
s h ow ’s appeal to its real viewer base.

Still, Everybody Loves Raymond was
at a crossroads and, with the circula-
tion of the CBS research memo, CBS’
senior programming executives need-
ed to make a decision on the future of
the show.

O bv i o u s l y, as is now know n , t h ey
chose wisely to ignore the memo,
m oving the show out of its Fri d ay
night gr aveya rd and into the more
h i g h l y - v i ewed 8:30 p. m . M o n d ay time
p e riod following C o s by, which fea-
t u red A m e rican icon Bill Cosby. I n
t u rn , in the new time peri o d ,
E ve ry b o dy Loves Ray m o n d re c e ived the
awa reness boost it needed to establ i s h
itself with viewe rs , becoming the clas-
sic television show and V i a c o m / C B S
cash cow watched weekly by nearly 20
million viewe rs .

Beat the odds
U l t i m a t e l y, with the support of CBS’
senior exe c u t ives (chiefly Leslie
M o o nves and his scheduling guru
Kelly Kahl), the story of E ve ry b o dy
L o ves Ray m o n d is one of a pro m i s i n g
s h ow, made by talented art i s t s , that beat
the odds to get on and remain on net-
work television for nine ye a rs , b e c o m-
ing a genuine television classic.A n d ,
c e rt a i n l y, as the BCS rankings have
s h own in college football (and as USC
fans can attest), the value of the human
element can never be undere s t i m a t e d ,
a fact to which the riches R ay m o n d

d e l ive rs to the Viacom/CBS bottom
line heartily attest.

S t i l l , the progr a m ’s uncertain early
j o u rn ey highlights many of the vicissi-
tudes inherent in the conventions of
m a r keting in the television bu s i n e s s .
F u rt h e r, in this age of inform a t i o n
w h e re many other industries fa c e
equal marketing complexities, mu c h
p rogress needs to be made to ensure
that customers are well served and that
t h ey are not in the future denied

E ve ry b o dy Loves Ray m o n d’s spiri t u a l
b re t h re n , nor are their parent corp o r a-
tions denied the great reve nues such
p ro p e rties can yield. In short , the tools
and methods employed by managers in
this age of information need to be
made more pre c i s e, especially in the
multibillion-dollar television industry,
so as to ensure that executives can
operate their organizations and serve
their customers with ever greater reli-
ability and profitability. |Q
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“ Ask a stupid question, get a stupid answe r.”“Garbage in,
garbage out.”T h e re are many old adages that apply to what
can happen with data and information when the inputs and

outcomes are less than optimal.The same goes for re s e a rch queri e s , a n d
even today, often much is left to be desired when it comes to questions
and questionnaires in data gatheri n g .

The desired outcomes in re s e a rch depend on insight and analysis, bu t
a lways begin with questions. Not just questions, but the right questions.
Sometimes data is unattainable at the end of a re s e a rch project simply
because key inputs we re eliminated due to time constraints, bu d g e t
re s t rictions or we re left out because of poor analytic planning.Not only
can bad questions leave a client or company without va l u a ble and mu c h -
needed data, p o o r l y - wo rded questions can also bias outcomes. Bias is
much wo rs e, especially when it may not be readily appare n t .

Michael Singletary of the Unive rsity of Tennessee writes in M a s s
C o m munications Research t h a t ,“ Q u e s t i o n n a i res must be written to accom-
plish three objective s : c o m p re h e n s i o n , accuracy and completion.”T h e re
a re a lot of things that can get in the way of achieving these three goals.

B e f o re discussing some of the mistakes that are made when question-
n a i res are wri t t e n , some background on why poorly-written questions
enter into expensive re s e a rch projects is in ord e r.

• L a ck of preparation and proofing
M a ny sets of eyes need to rev i ew a

q u e s t i o n n a i re prior to field.E ve ryo n e
f rom the client to the chief analyst
should rev i ew the questionnaire to
d e t e rmine that the necessary inputs
a re there and that the inputs are
wo rded corre c t l y.The client mu s t
e n s u re that all questions are entered to
d e l iver desired outcomes while the
analyst has to ensure necessary ques-
tions are included to get at all of the
requested analysis. C e rtain adva n c e d
analytics re q u i re specific inputs and

without them optimum analysis cannot be perform e d .

• Too many ch e f s
The old saying is applicable here. Oftentimes too many personnel are in

the mix when it comes to a questionnaire ’s design. If an adve rt i s i n g
agency is invo l ve d , it could mean the client, the agency and the re s e a rc h

Proper
questionnaire
writing for optimal
results in research

By Kyle Langley

Editor’s note: Kyle Langley is
managing partner, research and
analytics, at Multicultural Insights,
Inc., a Coral Gables, Fla., research
firm. He can be reached at 305-445-
2211 or at klangley@multicultural-
insights.com.

Ask the right
questions
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c o m p a ny are all invo l ve d .A n d , m a ny
times changes are made for reasons not
focused on sound re s e a rch such as
“because we can”or to justify some-
o n e ’s position.To make it easier, a key,
e x p e rienced re s e a rcher should be
i d e n t i f i e d .This re s e a rcher has final
a u t h o rity to approve the questionnaire.
D u ring the evolution of the project all
changes and additional inputs should
be tracked and re c o rd e d .

• Lack of experi e n c e
Too often younger re s e a rch associ-

ates are put in charge of questionnaire
w riting and pre p a r a t i o n .While it’s not
at all a bad idea to help them grow in
their care e rs and know l e d g e, a junior
re s e a rcher or account planner should
n ever have the final say on question-
n a i re design and approva l .

• Rushing
M a ny times re s e a rch re q u i res a fa s t

t u rn a round - although not nearly as
much in quantitative re s e a rc h .
Q u a n t i t a t ive projects are almost alway s
longer in planning and pre p a r a t i o n .
Often at the end of bu d g e t a ry ye a rs

t h e re can be a last-minute rush to
spend money so it is not lost.This is
w h e re pro blems can ari s e. D o n ’t ru s h .
And bewa re of the other stumbl i n g
blocks mentioned here that can cause
multiple pro bl e m s . R e s e a rch money is
a mu c h - valued commodity. D o n ’t
bl ow the project because the pro c e s s
needed to be completed in a hurry.

• Big egos
U n f o rt u n a t e l y, t h e re are people in all

businesses who change things only
because they can. In the re s e a rch bu s i-
ness changes are often made to ques-
t i o n n a i res with no methodological jus-
t i f i c a t i o n . D o n ’t be afraid to step in and
m a ke the right facts known on how a
s p e c i f i c a l l y - wo rded question will affect
the overall plan.H i e r a rc hy being what
it is within companies, c reate a checks-
and-balances system among client,
agency and re s e a rch ve n d o r.

• Leaving it all to the research company
While your re s e a rch vendor should

k n ow all of the intricacies to question-
n a i re deve l o p m e n t , l e aving it all to
them is a bad idea.While they may get

wo rding and methodological pre c i s i o n
d ow n , t h ey usually have no idea of the
exact outcomes that are of pri o ri t y.
Implement a we l l - c o o rdinated effort
to design a project questionnaire and
identify the top goals and pri o ri t i e s
and continually discuss them among all
p a rties during the genesis of design
and execution of a pro j e c t .

• Ulterior motive s
This should not be a pro blem in

“ re g u l a r ” re s e a rc h , but it can be pro b-
lematic with political re s e a rch of any
k i n d . U l t e rior motives not only cove r
the macro idea of influencing the
p rocess to get the results YOU wa n t
but can also manifest themselves in
m o re benign way s . M a ny of those way s
a re discussed in the next section.

Common mistake s
S o, n ow yo u ’ve got your team coord i-
n a t e d , your goals set and you know
what you want to find out of the pro-
j e c t . E a s y, right? We l l , it should be, bu t
a lot of mistakes are made in the actual
e xecution of the survey instru m e n t .
Some of the most common question-
n a i re mistakes invo l ve the follow i n g :

• Either/or questions
The either/or query is just that. I t

asks respondents to identify some
aspect of a question by giving them an
either/or opport u n i t y.While this may
sound fine it often is not. For example
and simplicity, asking a respondent if
their favo rite color is blue or green is
not helpful and can skew data because
the execution was biased from the start .
Their favo rite color may, in fa c t , be re d .
Political groups with a partisan agenda
use this method many times. E x a m p l e :
“ Would you describe Bill Clinton as an
a d u l t e rer or a cro o k ? ”He may be nei-
ther or both, but an unsuspecting pub-
lic may give unscrupulous or unknow-
ing re s e a rc h e rs inaccurate answe rs .
M o re often than not it is just a poorly-
w ritten question, which leaves re s p o n-
dents with no way out.At first appear-
ance of an either/or question,ask yo u r-
self if an open-ended question might
be more appro p ri a t e.

• Doubl e - b a rreled questions
Double-barreled questions also
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often leave the respondent with no
way out.An example is “Do you
think your boss is friendly and fair?”
The boss may in fact be both, but he
or she could be only one or the other
or neither, which forces the respon-
dent into an uncomfortable situation.
To think that the two concepts are
related in some way could be trouble.
Singletary suggests that the question
writer and reviewers should always
put themselves in the place of the
respondent as the survey instrument is
designed and finalized. It goes with-
out saying that all questionnaires
should be tested for time, sequence
and clarity before field operations
commence. If you are doing cultural
in-language research the question-
naire should also be back-translated
with native speakers to make sure
nuances and translations are clear and
correct.

• Future intent/usage questions
Some future intent questions are

wo r k a bl e, such as “What is the like l i-

hood you will purchase a new car in
the next 12 months?” But often, c o m-
panies seeking more precise measure s
of profit potential seek to answer ques-
tions that can skew data and make it
u n b e l i eva bl e. For example, a question
that may be a stretch is,“ H ow mu c h
do think you will spend on men’s
u n d e r wear in the next 12 months?”
Does anyone really know the answe r
to this question? In our experi e n c e,
even among those who think they
k n ow, big differences exist among cul-
tural segments,with some tending to
exaggerate on future purchase intent.A
way to get a more potentially accurate
a n swer is to base future nu m b e rs on
past 12-month purchases within cer-
tain ve rtical product segments.Wi t h
consumer products and goods, p u r-
chase cycles are more often and consis-
tent than with large purchases such as
houses and cars .One would hope that,
on ave r a g e, u n d e r wear purchases are
happening far more often and consis-
tently than new car purc h a s e s . D e e p l y
delving into future purchase intent can

be a slippery slope so navigate with
caution and be clear and conserva t ive
on financial potential.

• Scales usage questions
Scales are a va l u a ble part of re s e a rc h

but should be designed with expert i s e
and never ove ru s e d . It is well know n
that different cultural segments use and
u n d e rstand scales in different way s .
Hispanics tend to over-rate while
some Anglos and Europeans will give
only average scores for something they
rate highly.While this is better left to
an entire essay on understanding scales
usage among cultural segments, it has
clearly been supported that using va ry-
ing scales, 1 - 1 0 , 1-7 and 1-5 along
with rotation of inputs, will ke e p
respondents from getting ove r l o a d e d
and simply falling into a pattern of
re s p o n s e s . Something known as mini-
mum response options is also a part of
this equation.N ever overload with
response options which may cause the
respondent to tune out.When using
a greement scales try to keep it to no
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m o re than four or five options - excel-
l e n t , g o o d , fa i r, bad - or, ve ry mu c h
a gre e, s o m ewhat agre e, d i s a gre e, ve ry
much disagre e, no opinion.

• Hypothetical questions
Hypothetical questions are just that:

hy p o t h e t i c a l .While these questions are
often used in re s e a rc h , using their
results to build business models and
m a ke business decisions can be pro b-
l e m a t i c.W hy? Attitudes do not alway s
match behav i o rs .An example wo u l d
be to ask respondents “If car maker X
o f f e red a six-door pickup truck wo u l d
you be likely to buy one?”E ven lack-
ing information on the ve h i c l e ’s
appearance or cost, if the respondent is
a fan of carm a ker X or a pickup tru c k
owner they may say ye s , but wo u l d
n ever have any intent to purchase the
vehicle in question once they saw it.
Getting at accurate re s e a rch answe rs
can be done in better ways than using
hypothetical situations in quantitative
re s e a rch (i.e. , q u a l i t a t ive re s e a rc h ) .

• N e g a t i ve ly - p h ra s e d / d o u bl e - n e g a t i ve
q u e s t i o n s

One might be surp rised that so
m a ny negative l y - wo rded questions are
included in questionnaire s .“ Would it
not be fair to say this is untru e ? ” If yo u
had stop and think about that question
i m a gine being on the phone and hav-
ing to think something like that
t h ro u g h . I m a gine how such questions
can take up va l u a ble time in question-
n a i re completion.C o nve rse and
P resser (1986) identified many wo rd s
and phrases that can wreak havoc by
using what they call implicit negative s .
Implicit negatives are wo rds and phras-
es that seem to have meaning beyo n d
their face va l u e. Be careful with using
n e g a t ives and don’t assume that a mir-
ror positive ve rsion is a true opposite.
S t ay away from negative wo rds like
“ n o t ,”“ f o r b i d ” and the like.

• Leading questions
This example is seen more often in

p a rtisan political re s e a rc h . Setting the
respondent up with leading inform a-
tion in advance of the question is bad
re s e a rc h .“The media has really been
d own on George Bush because of
I r a q .Would you agree he is not doing

a good job on Iraq policy?” If yo u
d o n ’t believe such questions are aske d ,
simply read the inputs into many of
the political polls that are published in
p rint and online.The re p u t a ble politi-
cal re s e a rch companies usually avo i d
such bias, but it occasionally can be
seen in consumer re s e a rch as we l l .
D o n ’t lead. Just ask a simple straight-
f o r wa rd question.

Accomplish the go a l s
While there are many more examples,
the above-mentioned are the most
common areas where bad question-
n a i re design and execution can cause
t ro u ble during the re s e a rch pro c e s s .
One thing to keep in mind is: keep it
s i m p l e. It may sound cliché, but it is
t ru e. Keep it simple and apply the ideas
and concepts discussed in this art i c l e.
By doing so, one can accomplish the
goals of compre h e n s i o n , accuracy and
c o m p l e t i o n .This in turn pro d u c e s
quality data for the creation of va l u a bl e
a n a l y t i c s . Success at compre h e n s i o n ,
accuracy and completion almost
a lways equals happy agencies and
h a p py clients. |Q





N i e l s e n / / N e t R a t i n g s .
Nielsen//NetRatings found that

men and women living in high-
income households shared similari t i e s
in their pre f e rences for travel sites. I n
t e rms of differe n c e s , men visited more
financial sites while women we re
d r awn more to entertainment sites.

The top Web sites capturing the
largest percentage of men in this
income group we re Fidelity
I nve s t m e n t s , S a b re Tr avel Netwo r k ,
CBS Marke t Wa t c h , United A i r l i n e s
and A m e rican A i r l i n e s .The top We b
sites drawing the highest percentage of
high-income women we re AO L
Tr ave l , M ov i e f o n e,AOL Liv i n g ,
Expedia and AOL Entert a i n m e n t .

“Our re s e a rch indicates that sav v y

a d ve rt i s e rs trying to reach both men
and women efficiently in this gro u p
should target online travel sites in their
m a r keting campaigns, while focusing
on financial sites to reach men and
e n t e rtainment destinations to re a c h
wo m e n ,” s ays Doughert y. For more
i n f o rmation visit http://nielsennetrat-
i n g s . c o m .

I want my satellite radio
C o l u m bu s ,Ohio-based BIGre s e a rc h
re p o rts that 18-34-year-olds are satel-
lite radio prov i d e rs ’ N o. 1 age gro u p
for current subscri b e rs and also for
those planning on buying in the next
six months.

For those 35+, the majority say they
d o n ’t plan on bu y i n g / s u b s c ribing to
satellite radio at this time.These age
groups also tend to be less likely to be

c u rrent subscri b e rs , a c c o rding to the
findings from the company ’s Marc h
Consumer Intentions and Actions sur-
vey of over 7,000 consumers .T h e
satellite radio questions we re deve l-
oped in collaboration with Marke t S t a r.

Education about the advantages or
useful outcomes of subscribing to
satellite radio appear to be necessary in
o rder to motivate the 35+ crowd to
s u b s c ribe as 22.7 percent of the 35-44-
year-olds said they didn’t know
enough about the serv i c e, 24.3 perc e n t
of the 45-54-ye a r - o l d s , 2.8 percent of
the 55-64-year-olds and 42 percent of
the 65+ said the same.“Lack of under-
standing of the benefits and technolog-
ical anxiety are the key hurdles that the
satellite radio ve n d o rs need to ove r-
come at this stage, especially for sub-
segments including older consumers ,”
s ays Ryan Bro c k , vice president of
s t r a t e gic services with Marke t S t a r
C o rp o r a t i o n .“In the retail env i ro n-
m e n t , this unders c o res the need to tar-
get these consumer segments where
t h ey are most likely to shop, w i t h
h a n d s - o n , fa c e - t o - face educational
tools to ove rcome these specific objec-
t i o n s .”

Of consumers 18+, 4.2 percent said
t h ey currently subscribe to one of the
satellite radio services and 2.5 perc e n t
said they are planning to within the
next six months.An additional 16.1
p e rcent said they plan to subscri b e
s o m e d ay.

Of those people who said they plan
to subscri b e, 28.7 percent said they
would subscribe to Siri u s , 16.7 perc e n t
said XM and 54.6 percent we re unde-
cided about which service they wo u l d
c h o o s e. XM was the No. 1 pick for
1 8 - 2 4 - year-olds and Sirius was No. 1
for all other age gro u p s . For more
i n f o rmation visit
w w w. b i gre s e a rc h . c o m .

Trendsetters read, they don’t
watch T V
P rint media, in general, a re more effec-
t ive than television for reaching influ-
ential A m e ricans - the 10 percent of
the population who drive what the
other 90 percent think, do and bu y. B y
i n c o rporating its Influentials re s e a rc h
b a t t e ry into Mediamark Researc h

Survey Monitor 
continued from page 12
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I n c.’s Survey of the A m e ri c a n
C o n s u m e r, NOP World found that 41
p e rcent of influential A m e ricans are
among the nation’s most avid new s p a-
per re a d e rs , and a third of influential
A m e ricans are counted among the
c o u n t ry ’s heaviest magazine re a d e rs . I n
c o n t r a s t , just 14 percent of influential
A m e ricans are heavy TV viewe rs .

Radio is somewhat more effective
than TV for reaching influential
A m e ri c a n s , with 20 percent of
Influentials among the most fre q u e n t
radio listeners .The print media, h ow-
eve r, p rovide a far more efficient way
to reach influential A m e ricans than
either major broadcast ve h i c l e.

“ We know that these consumers are
the principal drive rs of wo rd - o f -
mouth conve rsations across a dive rs e
range of categori e s , including cars ,
t e c h n o l og y, f o o d , b eve r a g e s , m e d i a ,
home decorating and financial inve s t-
m e n t s ,” s ays Ed Ke l l e r, CEO of NOP
World Consumer and the author with
Jon Berry of The Influentials, a book
p u blished by Simon & Shuster in
2 0 0 2 .

D e m ogr a p h i c a l l y, Influentials are
similar to the average citizen.T h ey are
found in almost all re gi o n s , and in
both rural and urban are a s .T h ey are
about twice as likely as the general
p o p u l a t i o n , h oweve r, to be college
gr a d u a t e s , as well as to hold pro f e s s i o n-
al or management jobs.

“Although Influentials are similar to
the general public demogr a p h i c a l l y,
t h ey stand apart in their level of part i c-
ipation in their commu n i t i e s ,” s ay s
Ke l l e r.“ T h ey are more like l y, f o r
i n s t a n c e, to attend public meetings or
to give speeches or talks. In addition, i n
the U. S. , t h ey are twice as likely to re c-
ommend a product - one of the re a-
sons they are such key targets for com-
panies looking to build the wo rd - o f -
mouth momentum critical for marke t
s u c c e s s .” For more information visit
w w w. n o p wo r l d . c o m .

Houston and L.A. among top
markets for potential new auto
b u ye r s
An analysis from Scarboro u g h
R e s e a rc h , N ew Yo r k , finds that
Houston is the top U. S. local marke t

for potential new auto bu ye rs .
( Potential new auto bu ye rs = con-
s u m e rs who indicate in the
S c a r b o rough study that they or a
member of their household intends to
p u rchase a new vehicle during the
next 12 months.) Sixteen percent of
c o n s u m e rs in Houston re p o rted that
t h ey or another member of their
household plan to purchase a new
vehicle during the next 12 months.
Los A n g e l e s , San A n t o n i o, Miami and
N ew Orleans round out the top local
m a r kets for potential new auto bu ye rs ,
with 15 percent of consumers in these
m a r kets planning to buy a new ve h i c l e
d u ring the next ye a r.

On ave r a g e, potential new auto bu y-
e rs plan to spend more than $24,800
on new car purchases for their house-
hold during the next ye a r.T h ey are 15
p e rcent more likely than all consumers
to have four or more people in their
h o u s e h o l d , and they are 37 perc e n t
m o re likely to have traveled 2,000 or
m o re miles during the past month.

Grand Rapids, M i c h . (4 perc e n t ) ,
G re e nv i l l e, S. C. (6 percent) and
C o l u m bu s , Ohio (7 percent) rank last
among Scarboro u g h ’s 75 markets for
potential new auto bu ye rs .The full list
of markets is included in a press re l e a s e
that can be found at www. s c a r b o r-
o u g h . c o m .

Age and gender are ma j o r
influences on charita b l e
d o na t i o n s
The Customer Focus 2005: N o n p ro f i t
study by Baltimore, Md.-based mar-
keting firm Ve rtis shows that 25 per-
cent of men with a household income
of $75,000+ contri buted to a political
organization in 2005, c o m p a red to 14
p e rcent in 2001. In addition,48 per-
cent of women with a household
income of $75,000+ donated money
to a food/hunger charity in 2005,
c o m p a red to 40 percent in 2001.“ M e n
and women have demonstrated differ-
ent donation patterns that also translate
a c ross va rious generations,” s ay s
Thérèse Mulvey, vice pre s i d e n t , m a r-
keting re s e a rc h , at Ve rt i s .“This data
illustrates the importance for organiza-
tions to understand donors and their
b e h avior in order to develop a cam-
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paign that speaks directly to contri bu-
t o rs and effectively secures their sup-
p o rt .”

The study also found that adults are
m o re likely to make a donation to an
organization following catastro p h i c
events or natural disasters . In 2002, f o l-
l owing the events of 9/11, 49 perc e n t
of adults with some college education
donated money to a safety/disaster
relief organization, c o m p a red to 36
p e rcent in 2005.

Fifty-four percent of Generation Y
(1977-1994) adults contri bu t e d
b e t ween $1-$99 to charities and non-
p rofit organizations in 2005, c o m p a re d
to 48 percent in 2001. S i m i l a r l y,
Generation X (1965-1976) adults
i n c reased their $1-$99 contri bu t i o n s
f rom 36 percent in 2001 to 43 perc e n t
in 2005. Of the older Baby Boomers
(1946-1955) surveye d , 23 perc e n t
donated $100-$249 to a local chari t y
or organization in 2005, c o m p a red to
18 percent in 2001.T h i rteen perc e n t
of what Ve rtis calls Young/Olds (1930-
1945) donated between $250-$499 in
2 0 0 5 , c o m p a red to 9 percent in 2001.

Which charities are getting the
donations? Twenty percent of male
c o n t ri bu t o rs donated to political orga-
n i z a t i o n s , c o m p a red to 10 percent in
2001 Of the Baby Boomers surveye d ,
41 percent said they contri buted to
homeless/shelter organizations, c o m-
p a red to 32 percent in 2001. Of the
female contri bu t o rs surveye d , 43 per-
cent re p o rted they contri buted to
food/hunger organizations, c o m p a re d
to 36 percent in 2001.T h i rty-six per-
cent of female contri bu t o rs donated to
safety/disaster organizations, c o m p a re d
to 30 percent in 2001.

When deciding which organizations
to support , 58 percent of contri bu t o rs
who donated $500+ and 52 percent of
c o n t ri bu t o rs who donated under $250
stated that it is ve ry important for
them to know how the organization
spends donated funds.Twe n t y - t h re e
p e rcent of contri bu t o rs who donated
$500+ stated it is ve ry important to
re c e ive a summary of the progre s s
made by the organization during the
past ye a r.T h i rt y - f ive percent of total
c o n t ri bu t o rs surveyed said it is ve ry

i m p o rtant to re c e ive information on
w hy donations are needed prior to
making a contri bu t i o n .T h i rt y - e i g h t
p e rcent of contri bu t o rs surveyed said it
is ve ry important for them to obtain
i n f o rmation on how the charity is
helping a local area when deciding to
which organization they will con-
t ri bu t e.

C h a ri t a ble solicitations elicit va ri o u s
re s p o n s e s . Fo rty-six percent of
Generation Y adults responded to
c h a ri t a ble solicitations from special
events in 2005, c o m p a red to 38 per-
cent in 2003. S i m i l a r l y, 53 percent of
Generation X adults also responded to
c h a ri t a ble solicitations from special
events in 2005, which increased fro m
47 percent in 2003. O ver half (56 per-
cent) of Young/Olds and 50 percent of
B a by Boomers responded to dire c t
mail solicitations from chari t i e s . Fo rt y -
nine percent of Generation X adults
responded to chari t a ble solicitations
f rom friends or re l a t ive s , c o m p a red to
44 percent of Baby Boomers . Fo r
m o re information visit www. ve rt i s-
i n c. c o m .





households. Panelists record UPC
purchases made at any retail outlet
using in-home scanners and then
upload the information to ACNielsen
for analysis.

The Homescan African-American
Consumer Panel is a subset of the
ACNielsen Homescan consumer
panel.The national panel is being
expanded from 91,500 households to
125,000 households by the end of
2005. For more information visit
www.acnielsen.com.

TNS, Mediaguide team to
track advertising
Beginning June 1, 2005,TNS Media
Intelligence, NewYork, will begin
tracking advertising occurrences on
local radio stations in 30 top markets
across the United States through a
partnership with Mediaguide,
Berwyn, Pa. Initially,TNS Media
Intelligence will monitor 15 stations
per market, both AM and FM, with
additional stations being added on a
regular basis.Tracking of ads will be
done 24 hours a day, seven days a
week and all recorded advertisements
will be monitored. Mediaguide uses
digital fingerprinting technology to
monitor nearly 2,500 terrestrial radio
stations in almost 200 U.S. markets.

For more information visit www.tns-
global.com.

ACNielsen launches Shopper
Tr e n d s
ACNielsen has launched Shopper
Tre n d s , its retailer equity measure m e n t
s e rv i c e.Shopper Tre n d s , ava i l a ble acro s s
23 U. S. m a r ke t s , a l l ows gro c e ry and
s u p e rcenter re t a i l e rs to assess the
impact of shopper attitudes on their
brand equity, on the loyalty of their
s h o p p e rs and on actual sales.

Shopper Trends uses an online survey
m e t h o d o l ogy that asks shoppers for
their opinions about a range of fa c t o rs
that go into brand equity, as deter-
mined by Winning Brands,AC N i e l s e n ’s
brand equity model.This attitudinal
re s e a rc h , which allows ACNielsen to
c reate a “ s t o re equity index,” is then
l i n ked to information about actual
consumer shopping behavior from the
ACNielsen Homescan consumer panel
to determine the impact of the store ’s
brand equity on actual sales. For more
i n f o rmation visit www. a c n i e l s e n . c o m .

N ew app for mobile data
c o l l e c t i o n
Australia-based softwa re firm
M yo p o rum has introduced a new We b
application called Mobile Data
Collector which allows users to cre a t e
Web-based data collection forms that

can be completed by users with
I n t e rn e t - e n a bled mobile devices such
as a BlackBerry, Palm or iPaq PDA , o r
I n t e rn e t - e n a bled mobile phone. O n c e
the data collection form is configure d
via a Web brow s e r, the output is auto-
matically configured to meet the needs
of the mobile device connecting to it
d u ring data collection. For more infor-
mation visit www. m o b i l e d a t a c o l l e c-
t o r. c o m .

R e p o rt ex a m i nes influences on
consumer decision-ma k i n g
K n owledge Netwo r k s ,Menlo Pa r k ,
C a l i f. , has released Consumers in
Tr a n s i t i o n , a 270-page re p o rt - ava i l a bl e
in book or CD-ROM format - com-
bining articles and over 100 pages of
c h a rts focusing on the major themes
influencing consumer decision-making.

C o n s u m e rs in Transition is a joint
p roduct of Knowledge Networks and
Kaagan Researc h .The re p o rt is based
on four studies conducted from 1992
to the pre s e n t , focusing on topics such
a s : the growing influence of re l i gion in
secular decisions; the increasing fluidity
of adult life stages once considere d
i m mu t a bl e ; the acceleration of child-
hood in the 21st century ; the re i nve n-
tion of gender roles and family va l u e s ;
and the continuing power of the
A m e rican Dre a m .

C o n s u m e rs in Transition includes: 1 2
analytical art i c l e s ; complete answe rs to
the 2004 Sextant survey of consumer
a t t i t u d e s ; c h a rts showing trends in
a n swe rs to the Sextant survey ; a n d
c h a rts analyzing the Sextant data by
societal “ t ri b e.”For more inform a t i o n
visit www. k n ow l e d g e n e t wo r k s . c o m .

Experian product links with
Simmons data
Costa Mesa, C a l i f. , i n f o rmation firm
E x p e rian has launched A d d re s s a bl e
B e h av i o r G r a p h i c s , a system that unites
client data, such as existing pri m a ry
re s e a rc h , branding studies and customer
l i s t s ,with Simmons syndicated con-
sumer information and Experi a n
h o u s e h o l d - l evel data to provide a cus-
tomer view that bridges mass, d i re c t
and addre s s a ble media.

A d d re s s a ble BehaviorGraphics oper-
ationalizes behavioral targeting.
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M a r ke t e rs can translate their attitudinal
and behavior-based customer segmenta-
tions and cre a t ive strategies into tactical
media buys that deliver a single cus-
tomer definition across all adve rt i s i n g
c h a n n e l s .The system is designed to syn-
c h ronize campaigns across media chan-
n e l s ,e n a bling media-neutral targeting,
campaign execution and measure m e n t .

The system delive rs audience models
s c o red to integrated data sets such as
client brand segmentation schemes,
awa reness and usage tracking studies,
a d ve rtiser data, Simmons and Experi a n
i n f o rm a t i o n .And it produces a single,
media-neutral definition of a target
audience based on behavior and the
value of the consumer segment rather
than the limitations of the media.T h i s
definition is then applied to 110 mil-
lion A m e rican households in
E x p e ri a n ’s INSOURCE Consumer
Database and media subscriber bases.
For more information visit
w w w. e x p e ri a n . c o m .

Track news impact on pharma
fi r m s
East Hanove r, N. J.-based NOP Wo r l d
Health and Roper Public A f fa i rs have
i n t roduced Pharma New s F l ow, a new
re s e a rch program that tracks the impact
of recent news stories on the re p u t a-
tion of the pharmaceutical industry, a s
well as of specific companies and thera-

peutic categori e s . P h a rma New s F l ow
p rovides a ya rdstick for measuring the
effects of press coverage on the atti-
tudes and behav i o rs of health care
s t a ke h o l d e rs such as phy s i c i a n s , c o n-
s u m e rs and managed care pharm a c y
and medical dire c t o rs over time. Fo r
m o re information visit www. n o p-
wo r l d . c o m .

N ew scan-based c-store service
from IRI
I n f o rmation Resourc e s , I n c. , C h i c a g o,
and eRevo l u t i o n , a provider of POS
scanning technolog y, h ave announced a
s t r a t e gic relationship to provide a scan-
based sales tracking service for the con-
venience store channel.The two com-
panies will implement eRevo l u t i o n ’s
scanning technology at part i c i p a t i n g
c o nvenience re t a i l e rs to provide sales
i n f o rmation across an expanded sample
for IRI’s InfoScan Convenience Store
Tracking Serv i c e.The initial rollout of
the service calls for adding a minimu m
of 2,000 scanning stores to IRI’s exist-
ing serv i c e. IRI will provide more
gr a nular insight into the conve n i e n c e
channel on a weekly basis, c ove ring all
ava i l a ble categori e s . For more inform a-
tion visit www. i n f o re s . c o m .

Firms team to conduct medical
focus groups 
A part n e rship between Estco Medical,

a Bethesda, M d . , m a r keting firm , a n d
Rocon A n a l y s i s , an Irv i n e, C a l i f. , m a r-
ket re s e a rch firm , a l l ows Estco clients
access to Rocon’s pro p ri e t a ry group of
12,000 cooperating physicians acro s s
all specialties for re s e a rch purp o s e s .
The part n e rship also incorp o r a t e s
R o c o n ’s market re s e a rch studies with
E s t c o ’s Medigent Imprint softwa re,
which replicates re a l - world focus
groups and in-depth interv i ew set-
t i n g s . I m p rint features re p o rts and
t r a n s c ripts generated in re a l - t i m e,
group moderators and secure logi n
a re a s . Rocon designs and develops cus-
tomized questionnaires to obtain the
i n f o rmation needed by the client.
Rocon uses Impri n t ’s online technolo-
gy to implement the collection and
t a bulation of the data and then pro-
vides outcome analysis. For more
i n f o rmation visit www. m e d i c a l f o c u s-
gro u p s . c o m .

Arbitron offers custom
research for broadcast sport i n g
eve n t s
A r b i t ron Inc. ,N ew Yo r k , is offering a
n ew custom re s e a rch service designed
to enhance audience estimates for local
radio listening to sporting eve n t s .T h e
customized sports studies will delive r
p re - , post- and in-game ave r a g e - q u a r-
ter-hour and cume ratings. C o m b i n e d
with A r b i t ro n ’s local market ratings ser-
v i c e, the studies will present a measure-
ment of the broadcast audience to
s p o rting eve n t s .

The telephone-based survey will be
conducted the day after the radio
b roadcast of the selected event or seri e s
of eve n t s . I n t e rv i ewe rs will ask about
radio listening during a pre - d e t e r-
mined day p a rt which will include the
p re - g a m e, game and post-game bro a d-
c a s t s .All survey participants will be age
18 and older.Additional options will be
ava i l a ble to clients including: the listen-
ing location and listening fre q u e n c y
and consumer impressions of the sport s
b ro a d c a s t . For more information visit
w w w. a r b i t ro n . c o m .

N ew products from ESRI
R e d l a n d s ,C a l i f.-based ESRI is now
shipping PLTS for A rcGIS 9 Defense
S o l u t i o n . Defense Solution prov i d e s
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tools to reduce cost and improve the
e f f i ciency of creating and maintaining
topographic databases for publishing
professional map products and data
analysis. PLTS for ArcGIS leverages
the object-relational ArcGIS technol-
ogy to streamline production in a
consistent process.

Defense Solution allows for cre-
ation and updating of many products
including Foundation Feature Data
(FFD),Vector Map Level 1 (VMap 1),
1:250,000 scale Joint Operation
Graphic-Air (JOG-A),Vector Map
Level 2 (VMap 2), and
1:50,000/1:100,000 Topographic Line
Map (TLM) products. Other defense
data models and products are also
available with Defense Solution and
can be customized to meet user
requirements. For more information
visit www.esri.com/plts.

ESRI has also released
MapObjects-Java Edition Version 2.1,
a collection of pure Java client and
server-side components used to build
custom, cross-platform mapping and

GIS applications. Software developers
can use the components for develop-
ment or take advantage of the pro-
gramming interface for fine-grained
control.

Resulting applications will perform a
va riety of spatial-based query and dis-
p l ay functions at the pre s e n t a t i o n ,We b,
and server tiers ,depending on user
re q u i re m e n t s .Other new feature s
include support for digital terrain eleva-
tion data (DTED) raster image data;
i m p roved layout and printing capabili-
t i e s ; p e r f o rmance improvements when
b rowsing image dire c t o ries or loading
i m a g e s ; s u p p o rt for nautical miles as a
unit for map scale bar and measure m e n t
t o o l s ; and nu m e rous bug fixe s . For more
i n f o rmation visit www. e s ri.com/ soft-
wa re / m o j ava / i n d e x . h t m l .

Briefly
Norway-based FIRM is now offering
Confirmit CAPI, a computer-aided
personal interviewing module that
will enable companies to manage sur-
vey authoring and reporting activities

via a single application. For more
information visit
www.confirmit.com.

Millennium Research Inc.,Apple
Valley, Minn., has introduced Loyal
for Life, a proprietary market research
methodology that allows companies
and product lines to analyze and
quantify customer loyalty. For more
information visit www.millenniumre-
searchinc.com.

Nashville-based 20/20 Research is
now offering Japanese language sup-
port for its Qualboard online bulletin
board application. Qualboard research
studies can now be launched in
English, German, Spanish, French and
Japanese. For more information visit
www.2020research.com.

European Web portal Ciao has
launched a new proprietary online
panel,Access: Poland, which currently
features 25,000 members. For more
information visit www.ciao-ag.com.
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The leader of the new product deve l-
opment area is yet to be announced.

R egal CineMedia, the media sub-
s i d i a ry of Regal Entertainment Gro u p,
will participate with A r b i t ron Inc. ,
N ew Yo r k , in a planned demonstration
of its Po rt a ble People Meter (PPM)
ratings service in Houston, b e gi n n i n g
m i d - 2 0 0 5 .Regal CineMedia will use
A r b i t ron-supplied PPM encoders to
embed unique identification codes in
The 2we n t y, an ori ginal short - f o rm ,
e n t e rtainment pre - f e a t u re progr a m ,
which includes national adve rt i s i n g . I n
H o u s t o n ,The 2wenty is ava i l a ble on
46 screens in two theatre s .When an
A r b i t ron PPM Houston survey part i c i-
pant watches The 2wenty in any of
those movie auditori u m s , the Po rt a bl e
People Meter will detect the A r b i t ro n -
embedded codes and re p o rt that the
i n d ividual has been exposed to the
Regal CineMedia in-theatre progr a m-
m i n g .“The PPM system could mea-
s u re the cinema audience with the
same sample of consumers and the
same methodology as radio, b ro a d c a s t
t e l evision and cabl e,” s ays Pierre
B o u va rd , p re s i d e n t , Po rt a ble Pe o p l e
M e t e rs ,A r b i t ron Inc.“That means cin-
ema adve rtising could be integr a t e d
into the media plan using common
audience metri c s .At the same time,
r a d i o, b roadcast TV and cable wo u l d
h ave a direct measure of their ability to
fill the seats at the local mu l t i p l e x .”

A c q u i s i t i o n s / t r a n s a c t i o n s
The McGraw-Hill Companies,

N ew Yo r k , has completed its acquisi-
tion of J. D. Power and A s s o c i a t e s,a
We s t l a ke V i l l a g e, C a l i f. , re s e a rch firm .
Te rms we re not disclosed. Fo u n d e r
J. D. Power III will remain active l y
i nvo l ved in the strategic direction of
the operation, and Stephen Goodall
will continue to serve as J. D. Powe r
and Associates pre s i d e n t , with re s p o n s i-
bility for day - t o - d ay operations.T h e
c o m p a ny, which includes the Powe r
I n f o rmation Netwo r k , L L C, has 787
e m p l oye e s , operates globally in 12
locations and will maintain its
C a l i f o rnia headquart e rs as well as its
other re gional offices.

H a rris Interactive,R o c h e s t e r,
N. Y. , has added Tu r key-based T R I A
I n t e rnational Research and
Consultancy a n d E S T I M E, a full-
s e rvice market re s e a rch company in
Ve n e z u e l a , to its Global Netwo r k .

Pa ris-based I p s o s has acquire d
Chinese market re s e a rch company
Guangdong General Marke t i n g
R e s e a rch Company Ltd. ( G D M R ) .
Founded in 1995 by Simon T i a n , t h e
c o m p a ny general manager and majori-
ty share h o l d e r, GDMR will become
p a rt of Ipsos China.With 125 full-time
e m p l oyees principally based in
Guangzhou (and also in Beijing,
Shanghai and Chengdu), the company
generated reve nues of EUR 2.3 mil-
lion in 2004.

M i l lwa rd Brow n N ew Zealand has
a greed to merge with C o l m a r
B ru n t o n,a New Zealand re s e a rc h
a g e n c y.The merged company, w h i c h
will continue to operate as Colmar

B runton and will be a member of the
M i l lwa rd Brown netwo r k ,will be
based in Colmar Bru n t o n ’s A u c k l a n d
o f f i c e, with an office in We l l i n g t o n .
The merged company will employ
a round 80 full-time people, w i t h
a round 500 part-time and casual staff.
Colmar Bru n t o n ’s unaudited reve nu e s
for the year ended December 31, 2 0 0 4
we re $12.7 million,with net assets of
$1.3 million as of that date. M i l lwa rd
B rown New Zealand’s reve nues as of
December 31, 2004 we re $2.4 million,
with net assets of $0.9 million at that
d a t e.

N ew York re s e a rch firm
F I N D / S V P, I n c., has signed agre e-
ments to acquire two business and
m a r ket re s e a rch companies, A t l a n t i c
R e s e a rch & Consulting, I n c., a n d
Signia Pa rt n e rs , I n c. B o s t o n - b a s e d
Atlantic Research & Consulting, I n c. ,
focuses on the financial serv i c e s , m a n-
agement consulting, health care and
p u blic sectors .E s t a blished in 1985 by
Peter Hooper, the firm had 2004 rev-
e nues of $5.8 million. Signia Pa rt n e rs ,
I n c. , h e a d q u a rt e red just outside of
Wa s h i n g t o n , D. C. , specializes in the
financial serv i c e s , health care and con-
sumer sectors . Founded in 1984, S i g n i a
Pa rt n e rs was acquired by its curre n t
C E O, Douglas House, in 1992. I n
2 0 0 4 , Signia Pa rt n e rs achieved rev-
e nues of $4.4 million.Te rms of the
transactions include an initial total pay-
ment of $7 million in cash and
$800,000 in common stock, plus a
t h re e - year contingent earn out.

San A n t o n i o,Texas-based marke t i n g
and re s e a rch firm H a rt e - H a n k s , I n c.,
has acquired longstanding A u s t r a l i a n
p a rtner C o m muniqué Direct p u r-
suant to its option to purc h a s e
C o m muniqué Direct that Hart e -
Hanks acquired in June 2003. F i n a n c i a l
t e rms we re not disclosed. Founded in
1 9 9 2 , C o m muniqué Direct is a pri-
vately held firm that provides marke t-
ing and information services for the
bu s i n e s s - t o - business sector across the
A s i a - Pacific re gi o n .

Phoenix Marke t i n g
I n t e rn a t i o n a l , R h i n e b e c k , N. Y. , h a s
a c q u i red Cultural Access Gro u p, a

Research Industry News
continued from page 18
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Los Angeles re s e a rch firm .Raul Lopez
has joined Phoenix, c o n t i nuing as
p resident of Cultural Access Gro u p.
Cultural Access Group will be a part of
the Phoenix Consumer Insights
G ro u p, managed by President To m
Pay n e. Cultural Access Group will
retain its offices in Miami, Los A n g e l e s ,
Chicago and New Yo r k .

S e p a r a t e l y, the Consumer Insights
G roup also acquired Juice Marke t
R e s e a rc h,which specializes in
A f ri c a n - A m e rican re s e a rch and con-
s u l t i n g .

S y n ova t e has acquired A z t e c
I n f o rmation Systems, an A u s t r a l i a
scanner data services firm . S e p a r a t e l y, i t
has also acquired Columbus Quanti, a
B e l gium-based re s e a rch bu s i n e s s .
C o l u m bus Quanti will be integr a t e d
with Synova t e ’s existing re s e a rch bu s i-
n e s s e s , including all local and intern a-
tional business conducted through the
B e l gian office of Synovate and
S y n ovate Censydiam. H a n s
Raemdonck has been named manag-
ing director of the enlarged Synova t e
B e l gium business and Jan Callebaut
has been named chairman of that bu s i-
n e s s , alongside his global role as CEO
of the Synovate Censydiam re s e a rc h
p r a c t i c e.

A l l i a n c e s / s t r a t e g i c
p a rt ne r s h i p s
M i l lwa rd Brow n has appointed
Romanian re s e a rch company
Daedalus Consulting as its licensee
in Romania, expanding Millwa rd
B row n ’s presence in Central and
E a s t e rn Euro p e.

R e s e a rch firm S y n ova t e
H e a l t h c a re has reached agreement to
license longitudinal oncology data
f rom I M PAC Medical Systems, a
p rovider of electronic medical re c o rd
s o f t wa re for oncology commu n i t i e s .
Under the agre e m e n t , I M PAC will
p rovide Synovate Healthcare with de-
identified patient data from electro n i c
medical re c o rds completed by clini-
cians and its National Oncolog y
D a t a b a s e.

H e rn d o n ,Va . - b a s e d Web S u rveyo r
C o rp o r a t i o n has part n e red with
I n t e rnet Retailer (IR) magazine to
launch a monthly program that will
s u rvey IR’s re a d e rs on current issues
and provide analysis about trends in
the online retail industry. I n t e rn e t
Retailer will incorporate We b S u rveyo r
into its new E-Retail Survey Report s ,
which will be published each month
in the magazine as well as in its e-mail
n ew s l e t t e r, I R N ew s L i n k .

Nielsen Media Researc h
I n t e rnational and t h e AGB Gro u p
h ave successfully closed their joint
ve n t u re deal.The agreement to form a
n ew joint ve n t u re was prev i o u s l y
announced on August 5, 2 0 0 4 . U n d e r
the AGB Nielsen Media Researc h
brand name, the 50/50 joint ve n t u re
o f f e rs television ratings in more than
30 countri e s , as the deal merges the
t e l evision audience measurement ser-
vices of W P P - owned AGB Gro u p
with those of Nielsen Media Researc h
I n t e rn a t i o n a l .The TV ratings serv i c e s
o f f e red by Nielsen in the United States
a re not part of the transaction.

Association/organization new s
“Becoming Cultural A rc h i t e c t s :H ow
to Drive the Influence of Research on
C o m p a ny Culture,” by Hilary Pe r k i n s
and Paul Buckley,Allied Domecq
S p i rits & Wi n e, U. K . , was the winner
of E S O M A R’s John and Mary
G o o d year Awa rd for best intern a t i o n a l
re s e a rch paper presented at an ESO-
MAR event in 2004.The awa rd carri e s
a prize of EUR 3,500 and is sponsore d
by T N S.The paper was selected for its
wide application potential to other
c a t e g o ries and for its re l evance to
global marke t i n g .

The Web Analytics A s s o c i a t i o n
( WAA) has been founded to pro m o t e
and unite the Web analytics industry.
The mission of the not-for-pro f i t
organization is to foster the interests of
e n d - u s e rs , ve n d o rs , consultants and
e d u c a t o rs invo l ved in measuring the
success of their online business initia-
t ive s . Founding corporate members of
the WAA include Core m e t ri c s , I B M ,
N e d s t a t , O m n i t u re,Visual Sciences,
We b S i d e S t o ry and We b Tre n d s .
P re m i e re corporate members to date
include ClickTr a c k s , H a rve s t
S o l u t i o n s , H P, Site Intelligence and
Z A A Z .The founding members of the
WAA board of dire c t o rs are : c h a i rm a n
- Bryan Eisenberg, c o - f o u n d e r, F u t u re
N ow, I n c. ; p resident - Jim Stern e, p re s-
i d e n t ,Target Marke t i n g ; vice pre s i d e n t
- Seth Romanow, d i re c t o r, wo r l d w i d e
customer knowledge management and
a n a l y t i c s , H ew l e t t - Pa c k a rd Company.
For more information visit www. we b-
a n a l y t i c s a s s o c i a t i o n . o r g .

Aw a r d s / r a n k i n g s
The 2005 Service Industry A d ve rt i s i n g
Awa rds Committee pre s e n t e d
C a re f re e,A riz.-based name deve l o p-
ment firm N a m e Q u e s t with a
P rofessional Services Website Meri t
Awa rd based on exe c u t i o n , s t y l e, c re-
a t iv i t y, q u a l i t y, appeal and ove r a l l
b re a k t h rough content.

N ew accounts/projects
The state of Minnesota has selected
D av i d s o n - Pe t e rson A s s o c i a t e s
( D PA) to estimate the economic
impact of tourism on the state, as we l l
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as to provide a profile of trave l e rs .
C u rre n t l y, the state has contracted for a
single four-season study that straddles
the 2005 and 2006 calendar ye a rs . It is
l i kely that Dav i d s o n - Pe t e rs o n
Associates will repeat this progr a m
d u ring 2007 and again in 2009. D PA is
the travel and tourism division of
D i gital Researc h , I n c. , Ke n n e bu n k ,
M a i n e.

20/20 Researc h , I n c.,N a s h v i l l e,
has added market re s e a rch firm s
M a r ke t Wi s e and K a t h ryn Cori e l l
M a r ket Researc h to its list of online
s o f t wa re subscri b e rs .Both firms will
use 20/20’s Qualboard application for
client re s e a rch pro j e c t s .

I n f o rma Research Serv i c e s , I n c.,
C a l a b a s a s ,C a l i f. , will provide Metro
M o rtgage Guide with a real-time feed
of mortgage lending product data for
its www. r a t e u p d a t e.com site. U n d e r
the agre e m e n t , I n f o rma Researc h
S e rvices will create and host a turn key
p o rtal solution for Metro Mort g a g e
Guide with live rate and pro d u c t
i n f o rmation on mortgage loans, l e s s -
t h a n - p e r f e c t - c redit loans, home equity
l o a n s , and home equity lines of cre d i t .

S e p a r a t e l y, I n f o rma Researc h
S e rvices announced an agreement to
p rovide The Motley Fo o l , I n c. , with a
real-time mortgage and home equity
loan search feed for its www. f o o l . c o m
s i t e.

U.K.-based re s e a rch firm E S A h a s
been appointed by Warwick Castle to
conduct a program of customer inter-
v i ews for the seventh consecutive ye a r.
The re s e a rch will run for the duration

of 2005 and provide insight on the
opinions and satisfaction of visitors to
the popular tourist attraction.

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
R e s e a rch firm NOP Wo r l d h a s
opened a Roper Public A f fa i rs re gi o n a l
office located in dow n t ow n
Wa s h i n g t o n , D. C. , at 601 13th St.,
N. W.The office will be led by A n n i e
We b e r, senior vice pre s i d e n t , R o p e r
P u blic A f fa i rs .

E ve Zukergood has opened a new
re s e a rch firm , I n Touch Resourc e
G roup Inc. Phone 845-357-5205.
Fax 800-349-6849. E - m a i l
e l z @ i n t o u c h r g . c o m .

Susan Rog e rs has opened a new
re s e a rch firm ,R oge rs Intern a t i o n a l,
in the U. K . at 1st Floor,Well House,
B u c k l a n d ,Ay l e s bu ry,
B u c k i n g h a m s h i re, HP22 5HY. P h o n e
01296 630680. E-mail susan@rog e rs -
i n t e rn a t i o n a l . c o m .

A new re s e a rch firm ,M a r ke t i n g
Data Management A s s o c i a t e s ,
L t d .,has opened in Snellville, G a .
C o m p a ny president Leonard Murp hy
can be reached at 866-545-3216 or at
l mu rp hy @ m d m - a s s o c i a t e s . c o m .

A new M i l lwa rd Brow n office has
opened in Beijing. It will be managed
by Praveen Ramnachandra, p rev i o u s l y
based at the Shanghai office.

C o m p a ny earnings report s
Opinion Research Corp o r a t i o n,
P ri n c e t o n ,N. J. , announced financial

results for the fourth quarter and ye a r
ended December 31, 2 0 0 4 . N e t
income totaled $2.4 million, or $0.38
per diluted share, in 2004 ve rsus a net
loss of ($8.9 million), or ($1.47) per
diluted share, in 2003. Net income in
2003 was impacted by $11.5 million,
net of tax benefits, for a goodwill
i m p a i rment charge.

R eve nues for the fourth quart e r
we re $49.3 million ve rsus $46.0 mil-
lion in the prior ye a r ’s fourth quart e r.
Social re s e a rch reve nues we re $32.3
million ve rsus $28.5 million in last
ye a r ’s fourth quart e r. M a r ket re s e a rc h
reve nues totaled $14.4 million ve rs u s
$13.2 million in the prior ye a r ’s fourt h
q u a rt e r.Te l e s e rvices reve nues we re
$2.6 million ve rsus $4.4 million in last
ye a r ’s fourth quart e r.

R eve nues for the full year 2004
we re $195.6 million ve rsus $179.6
million for the full year 2003. S o c i a l
re s e a rch reve nues we re $128.2 million
ve rsus $115.6 million last ye a r. M a r ke t
re s e a rch reve nues totaled $54.6 million
ve rsus $49.1 million in the prior ye a r.
Te l e s e rvices reve nues we re $12.7 mil-
lion ve rsus $14.9 million last ye a r.

Net income for the fourth quart e r
was $0.7 million, or $0.11 per diluted
s h a re, ve rsus a net loss of ($11.3 mil-
l i o n ) , or ($1.85) per diluted share, i n
last ye a r ’s fourth quart e r. Net income
for the full year 2004 was $2.4 million,
or $0.38 per diluted share, ve rsus a net
loss of ($8.9 million), or ($1.47) per
diluted share, for the full year 2003.
Results for the fourth quarter and full
year 2003 we re impacted by $11.5
m i l l i o n , net of tax benefits, for a good-
will impairment charge.

The income tax provision in 2004 is
higher than statutory rates and the
income tax benefit in 2003 is lowe r
than statutory rates due to the fact that
the company is not providing tax ben-
efits on non-U. S. and state losses and
the non-deductibility of certain good-
will impairment charges in 2003.

The company expects reve nues in
2005 to be between $200 and $205
m i l l i o n , net income to be betwe e n
$4.4 and $4.9 million and diluted
e a rnings per share to be between $0.65
and $0.73.These net income and earn-
ings per share expectations do not
include the impact of a potential com-
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mon stock offering in 2005.

I nvo ke Solutions, a We l l e s l ey,
M a s s . , re s e a rch firm , announced its
reve nue was up 70 percent in 2004
c o m p a red to the prior ye a r.T h i s
i m p rovement was coupled with stro n g
m a r gin growth over the same peri o d ,
s p a r ked by increased partner transac-
tions and streamlined operations.
I nvo ke anticipates its 2005 reve nu e
will at least double that of 2004.

P re l i m i n a ry figures for financial ye a r
2004 indicate that Germ a ny - b a s e d
GfK Gro u p a c h i eved an increase in
sales of 12.7 percent from EUR 595.3
to EUR 671.0 million.With earn i n g s
b e f o re interest and tax (EBIT) includ-
ing income from participations up by
31.0 percent from EUR 69.5 to EUR
91.0 million,GfK extended its margi n
by almost 2 percentage points fro m
11.7 percent to 13.6 perc e n t .

The consumer tracking div i s i o n
a c h i eved an increase in sales of 5.3 per-
c e n t .C u rrency effects reduced sales
growth by 0.2 percentage points.T h e
health care division achieved an

i n c rease in sales of 38.2 perc e n t . O f
t h i s , 7.8 percentage points are attri bu t-
a ble to organic grow t h . G rowth re s u l t-
ing from new company acquisitions
amounting to 33.7 percentage points
relates mainly to the 51 percent stake
in V2 GfK in the U. S. , a c q u i red on Ju l y
1 , 2 0 0 3 , a n d , to a lesser extent, to the
t a ke over of French company m2A,
which has been wholly owned by GfK
since Ja nu a ry 1, 2 0 0 4 .The retail and
t e c h n o l ogy division saw an increase of
12.2 perc e n t . G rowth through acquisi-
tions related to the majority share h o l d-
ing acquired in GfK Intern a t i o n a l ,
G e rm a ny, as of July 1, 2 0 0 3 , c o n-
t ri buted 1.7 percentage points to ove r-
all sales grow t h .The media div i s i o n
s aw organic sales growth of 7.1 per-
c e n t .This re p resents a rise on the pre-
vious ye a r, when organic growth was -
3.8 perc e n t . In the custom re s e a rc h
d iv i s i o n , the 14.2 percent growth in
the division was above the figure for
the previous ye a r. Organic grow t h
accounts for 4.6 percentage points and
sales growth on the basis of new l y
a c q u i red companies for 10.7 perc e n t-
age points, reflecting the take over of

GfK Arbor in the U. S.

Media and information firm W P P
released its results for the year ended
December 31, 2 0 0 4 , re p o rting that
constant currency basis reve nues in its
i n f o rm a t i o n , insight and consultancy
d ivision grew over 11 perc e n t . L i ke -
f o r - l i ke reve nues we re up over 4 per-
c e n t . O verall margins improved by 2.7
m a r gin points to almost 10 perc e n t .
S t rong performances we re re c o rd e d
by Millwa rd Brown (in the U. S. ,
G reenfield Consulting Group and
MaPs in the U. S. , Sadek Wynberg and
P recis in the U. K . , IMS in Ire l a n d ,
U l s t e r, I t a l y, G e rm a ny, C h i n a , F i re f l y
in T h a i l a n d ,Australia and Mexico);
BMRB International in the U. K . ,
KMR Gro u p,AG B, R e s e a rc h
I n t e rnational (in the U. S. , S i m o n
G o d f rey in the U. K . ,G e rm a ny,
G re e c e, F r a n c e, the Netherlands,
S p a i n , SIFO in Swe d e n ,T h a i l a n d ,
S i n g a p o re, Hong Kong and
I n d o n e s i a ) ; Lightspeed Researc h , D a
Vinci in the U. S. , i c o n / D R I ,
Glendinning in the U. K . ,A d d e d
Value/icon in France and pFo u r.





been promoted to senior vice pre s i d e n t
re s e a rc h .

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

Holly Blankstein has joined Chicago
idea generation firm E n e r gy Infuser a s
d i rector of insight and ideas.R i t a
Wi n t e rshas been named cre a t ive
s t r a t e gi s t .

Warwick Nash has been appointed
m a n a ging dire c t o r, consultancy serv i c e s ,
M i l l wa rd Brown UK.Khalid Khan h a s
been appointed dire c t o r,M i l lwa rd
B rown UK.And Jim Fulco has been
p romoted to vice pre s i d e n t , client ser-
v i c e, at the Naperv i l l e, I l l . , o f f i c e.

AC N i e l s e n, S yo s s e t ,N. Y. , has named
Todd R. K a i s e r to its Homescan mar-
keting team as director - custom survey
re s e a rc h .

G a ry Tu c ker has been appointed
senior vice president at J. D.Power and

A s s o c i a t e s,We s t l a ke V i l l a g e, C a l i f. , a n d
will lead client services within the firm ’s
financial services and insurance div i s i o n .
In addition,Frank Fo r k i n has been
named senior vice president re s p o n s i bl e
for managing several practice are a s .

Ingather research- d e n ve r has named R a u l
C e rva n t e s bilingual operations manag-
er and M i ke Cow gi l l call center
s u p e rv i s o r. In addition,Shaun Olson
has been named call center manager
and Michael Robinson has been
named onsite manager.

B o s t o n - b a s e d AMR Research has named
Guy Dunke r l ey re s e a rch dire c t o r.

H owa rd Shimmel has joined N i e l s e n
Media Research as senior vice pre s i d e n t ,
client insights.Shimmel will be based in
N ew Yo r k .

I n voke Solutions, a We l l e s l ey, M a s s . ,
re s e a rch firm has named R i c h a rd
S c o t t CFO and general counsel.T h e
c o m p a ny has also named Jon Elve k rog
senior vice president of product mar-
keting and strategy,Dolly Hightower

vice president of channel sales, a n d
n a m e d Ben Cesare senior vice pre s i-
dent of sales.

The NPD Group,Po rt Wa s h i n g t o n ,
N. Y. , has named C h ris Swe n s o n
d i rector of softwa re industry analysis for
NPD Te c h wo r l d .S e p a r a t e l y,K a i l e e n
M i l l a rd has been named director of
fashion for NPD Canada.

Arbitron Inc.,N ew Yo r k ,has pro m o t e d
Bob Michaels to vice pre s i d e n t ,P P M
p rogramming serv i c e s .

I n t e rnational Communications Research,
M e d i a , Pa . , has named G i l b e rt “ G i l ”
B a rri s h p resident and CEO.

ARC Research,C r a n f o rd ,N. J. ,h a s
announced several staff additions.
A n gela V i l a has been named dire c t o r
of business deve l o p m e n t .Pa t ri c k
Gallagher has joined ARC as an
account exe c u t ive.And D a ri a
F ri e d m a n has been promoted to vice
p resident - sales.A d riane Ja c ke l
Ke e n e has been named project dire c-
t o r.She is based in Phoenix.
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Welcome to the first annual Focus Group Moderator Directory.This directory was compiled by
mailing, e-mailing and faxing listing forms to companies that we identified as having on-staff focus
group moderators. Each firm was given a free basic listing including one on-staff moderator and
also had the option to purchase a write-up, company logo insertion and industry and market cross-
reference categories.We list nearly 1,000 moderators at over 800 firms.
The directory has four sections.The first section lists all the firms alphabetically and includes
their contact information along with the names of the moderators they have on staff.The second
section cross-references firms by the industries and markets they specialize in.The third section is
a personnel cross-reference of the moderators and the fourth is a cross-reference by geographic
location (metropolitan area). For your convenience, this directory is also available online at
www.quirks.com.

Focus Group Moderator Directory Table of Contents

Company Alphabetic (main directory) p. 96
Industries & Markets Cross-Reference p. 148
Personnel Cross-Reference p. 160
Geographic Cross-Reference p. 166

Is your fi rm not li sted? Go to the online Focus Group Moderator Direct o ry and download a li st ing fo rm to
be in c l u ded in the online vers ion of the di r e ct o ry.

2005
Focus Group

Moderator
Directory

>>>
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A & K Research, I n c .

22312 Garrison St., Suite 3
D e a r b o rn , MI 48124
P h .3 1 3 - 4 0 6 - 2 5 9 0
a b e n e di ct @ a n k r e se a rc h . c o m
w w w. a n k r e se a rc h . c o m
Allan Benedict

1200+ se s s ions since 1984

Allan Benedi ct’s quali t a t ive ex p ert i se is base d
on more than 25 ye a rs of rese a rch ex p eri e n c e .
His thorough underst a n ding of the st r e ngths and
w e a k n e s ses of “ r e a l - w o rld ” r e se a rch provide s
s o lid background upon which to draw for cli e n t s ’
b e n e fi t . As im p o rtant as his rese a rch abili t y,
Allan’s emphasis is on responsiveness and quali-
ty servi c e .

A Total Resource Group

936 E. 12th Av e .
D e nv er, CO 80218
P h .3 0 3 - 8 1 3 - 0 0 0 0
To t a l R e s o u rc e G rp @ a o l . c o m
Allan Hoffenberg

100+ se s s ions since 1986

A Z G Research

325 E.Wo o st er St.
B ow ling Green, OH 43402
P h .8 0 0 - 8 3 7 - 4 3 0 0
s gri 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
Jonathan A .Au g u s t i n e

475 se s s ions since 1986
Stephanie Gries

140 se s s ions since 1991

AZG Rese a rch offers modera t ion services by our
ex p erienced pro f e s s ional modera t o rs for adver-
t i s ing agenci e s : a d v ert i s ing concept, m e s s a g e
e va l u a t io n ; health care in d u st ry : h o s p i t a l s ,
patient satisfact io n , health care advert i s ing con-
c e p t , message eva l u a t ion using our health care
c o n s u m er database for part i cipant recru i t m e n t ;
hig h er educatio n ; and se c o n d a ry educatio n :
c o m m u nity needs, image and levy quali t a t iv e
r e se a rc h .

A bbott Research & Consulting

18 Banff Road
To ro n t o, ON M4S 2V5
C a n a d a
P h .4 1 6 - 4 8 1 - 7 4 0 9
in fo @ a b b o t t r e se a rc h . c o m
w w w. a b b o t t r e se a rc h . c o m
Susan A bb o t t

S ince 2001

A C C E

C o n s u m er Guidance Rese a rc h
2575B Dunwin Dr.
M i s s i s s a u ga , ON L5L 3N9
C a n a d a
P h .905-828-0493 ex t . 2 4 3
e o n e il @ a c c e in t l . c o m
w w w. a c c e in t l . c o m
Elizabeth O’Neil

300+ se s s ions since 1985

A C C E , located in Mississauga , is a full-servi c e
c o n s u m er gu idance rese a rch company that man-
ages multi-centered pro j e cts providing se n s o ry,
q u a n t i t a t ive and quali t a t ive rese a rch in s ig h t s .
Our focus is on de t ermining how clients can

l e v erage the pro d u ct driv ers of consumer accep-
tance to maximi ze pro fits across all major fo o d
and beverage catego ri e s .

A c e r t i v a

Av. Insurgentes Sur 800 Piso 8
C o l . D el Va l l e
M exico City, DF 03100
M exi c o
P h . 5 2 - 5 5 - 5 4 4 8 - 4 9 1 5
c o n t a ct @ a c ert iva . c o m
w w w. a c ert iva . c o m
Vanessa Klainer

100+ se s s ions since 1997

A c t i ve Fo c u s

3832 Min t w o o d
P i t t s b u r g h , PA 15201
P h . 4 1 2 - 4 1 4 - 1 1 0 3
r e se a rc h @ a ct iv e fo c u s . c o m
w w w. a ct iv e fo c u s . c o m
Carole J.R o bb i n s

S ince 1990

AD consulting

3 3 , F l u i erului Street, S e ctor 2
B u c h a r e st 021434
R o m a ni a
P h . 40-21-252-1864 or 40-742-007-124
d a n a . l e vi t c hi @ a d c o n s u l t ing . ro
w w w. a d c o n s u l t ing . ro
Dana Ciobotaru Lev i t c h i

1000+ se s s ions since 1998

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 877-937-4040
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
Michel Berne

1600 se s s ions since 1984

Adrian Information Strategies (AIS)

15305 Dallas Pa rk w a y, Suite 300
A d di s o n ,TX 75001
P h . 9 7 2 - 8 6 2 - 2 5 8 2
R C C D a l l a s @ a o l . c o m
w w w. a d ri a n r e ye s c o n s u l t ing . c o m
Adrian Reye s

250 se s s ions since 1992

A DVANTIS Research & Consulting,I n c .

2600 Eagan Woods Dr. , Suite 130
S t . Pa u l , MN 55121
P h . 651-452-8632 or 651-681-5654
m a rke t ing @ a d va n t i s r e se a rc h . c o m
w w w. a d va n t i s r e se a rc h . c o m
Paul Habegger

300+ se s s ions since 1983

Akerson Marketing Research,I n c .

9641 W. 170th St.
L a ke vil l e, MN 55044
P h . 6 1 2 - 5 9 9 - 6 9 4 6
s a kers o n @ c h a rt er. n e t
S t even D.A k e r s o n

500 se s s ions since 1984

Alternate Routes,I n c .

531 Main St.,# 1 0 0
El Segu n d o, CA 90245-3060
P h . 310-333-0800 or 310-938-5035
l a n c e @ a l t - ro ut e s . c o m
w w w. a l t - ro ut e s . c o m
Lance Bustrum

1500+ se s s ions since 1992
Mike Zarneke

1500+ se s s ions since 1992

U se Alternate Routes to get more out of yo u r
q u a li t a t ive rese a rc h .Tra di t ional quali t a t iv e
r e se a rch doesn’t go deep enough. It is often just
a quest io n - a n d - a n s w er se s s ion with responde n t s
– ultim a t ely yielding little more than surface
r e a ct io n s .We conduct quali t a t ive rese a rch di f-
f er e n t ly, e nga ging consumers in new ways to get
de e p er in s ight and underst a n ding that go e s
b e yond what typical quali t a t ive methods yield .
You’ll see a di f f erence in our analysis as well –
as a rese a rch and st ra t e gy company, we are
s k illed in making rese a rch meaningful and
a ct io n a bl e . Get off the beaten path, t a ke
A l t ernate Routes in st e a d .

Analytic Insight, I n c .

3275 N. A rlington Heights Rd., Suite 405
A rlington Heig h t s , IL 60004
P h . 8 4 7 - 2 5 5 - 5 5 1 1
g . t h ra n e @ a n a ly t i cin s ig h t in c . c o m
Gary T h r a n e

1000+ se s s ions since 1982

Jeff Anderson Consulting,I n c .

P. O .B ox 1744
La Jo l l a , CA 92038-1744
P h . 858-456-4898 or 877-682-7300
j e f f @ j e f f a n ders o n c o n s u l t ing . c o m
w w w. j e f f a n ders o n c o n s u l t ing . c o m
Jeff A n d e r s o n

3580 se s s ions since 1987

Anderson Marketing Research

3412 Irving Av e . S .
M in n e a p o li s , MN 55408
P h . 6 1 2 - 8 2 2 - 1 8 2 2
a m rs u rv e y @ a o l . c o m
Al A n d e r s o n

1500 se s s ions since 1976

Anderson Qualitative Research, I n c .

812 Carl ston Av e
O a k l a n d , CA 94610
P h . 5 1 0 - 6 6 3 - 5 3 1 1
k a t i e @ a n ders o n q u a li t a t iv e . c o m
Katie A n d e r s o n

1000+ se s s ions since 1998

Angell Research Group,I n c .

5225 Old Orchard Rd.,Suite 25C
S ko k i e, IL 60077
P h . 8 4 7 - 4 7 0 - 8 8 8 8
a ng el l r g @ e a rt h lin k . n e t
w w w. a ng el l r g . c o m
D avid E.G o r do n

1000+ se s s ions since 1968
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A n s w e r s , I n c .

109 Eighth St.
Au gu st a ,GA 30901
P h .7 0 6 - 7 2 4 - 2 6 7 9
m a rk @ a n s w ers in c r e se a rc h . c o m
w w w. a n s w ers in c r e se a rc h . c o m
Mark A l i s o n

150 se s s ions since 1990

A n s w e r S e a r c h ,I n c .

8745 Bel t er Dr.
O rl a n d o, FL 32817
P h .4 0 7 - 6 7 7 - 5 9 3 9
a n s w erse a rc h @ e a rt h lin k . n e t
w w w. a n s w erse a rc hin c . c o m
Catherine Giordano

350 se s s ions since 1990

Any Small Town Market Research

( Fro m erly Klein Market Te st/small town marke t
r e se a rc h )
12726 Over b rook Rd.
L e a w o o d , KS 66209
P h .9 1 3 - 3 3 8 - 3 0 0 1
k l e in m a rke t t e st @ a o l . c o m
Ann Klein

2000+ se s s ions since 1980

Any Small Town Market Research specializes
in setting up focus groups in “small towns”
where there is no local field facility. Services:
professional recruitment, two hotel meeting
rooms connected with closed-circuit TV and
hostess - just like a one-way mirror facility.
Will cover any state. Mystery shops.Telephone
surveys. One-on-ones.

Appel Research, LLC

Marketing & Public Opinion Survey
2452 Hilltop Rd.
Niskayuna, NY 12309
Ph. 518-372-3200
steve@appelresearch.com
www.appelresearch.com
Steve Appel

500 sessions since 1983

Experienced moderator with arsenal of inves-
tigative tools for in-depth strategy uncovering
and usable analysis - beyond merely surface-
scratching. Focus groups; IDI’s; Perception
Analyzer™ dial panels for video testing, mock
trials and trade-off decision-making;Web site
usability studies. Categories include health and
public policy. QRCA member and workshop
presenter.

Applied Behavioral Dynamics

7 Monterey Ct.
H o l m del , NJ 07733
P h .7 3 2 - 9 4 6 - 1 6 1 6
h a l @ a p p li e d b e h a vio ra ldy n a mi c s . c o m
w w w. a p p li e d b e h a vio ra ldy n a mi c s . c o m
Hal Soko l ow

1600+ se s s ions since 1984

ARC Research Corpo r a t i o n

14 Commerce Dr.
C ra n fo r d , NJ 07016
P h .9 0 8 - 2 7 6 - 6 3 0 0
in fo @ a rc r e se a rc h . c o m
w w w. a rc r e se a rc h . c o m
Mindy Miraglia

300 se s s ions since 1998

Arundel Street Consulting, I n c .

175 Aru n del St.
S t . Pa u l , MN 55102
P h . 800-750-4077 or 651-222-6782
in fo @ a ru n del st r e e t . c o m
w w w. a ru n del st r e e t . c o m
Tom Eckstein

1000+ se s s ions since 1985

Asia Link Consulting Group

10 W. 66th St.
New Yo rk , NY 10023
P h . 2 1 2 - 7 2 1 - 5 8 2 5
w w w. a s lin k n y. c o m
Wanla Cheng

800+ se s s ions since 1992

Ask For Research

4 Sweet Apple Tr e e
Wi st a n s w i c k
M a rket Dra y t o n , S h ro p s hire TF9 2AY
U nited King d o m
P h . 4 4 - 1 6 3 0 - 6 3 9 7 5 9
in fo @ a s k fo rr e se a rc h . c o . u k
w w w. a s k fo rr e se a rc h . c o . u k
A n gie Low e

50 se s s ions since 1993

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
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
Robert Ladner

900+ se s s ions since 1980

Atkins Research Group, I n c .

4929 Wil s hire Blvd., Suite 102
Los Ang el e s , CA 90010
P h . 3 2 3 - 9 3 3 - 3 8 1 6
a t k in s @ a t k in s r e se a rc hin c . c o m
w w w. a t k in s r e se a rc hin c . c o m
D avid A t k i n s

60 se s s ions since 2002

Atlantic Research & Consulting,I n c .

109 State St.
B o st o n , MA 02109
P h . 6 1 7 - 7 2 0 - 0 1 7 4
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
Peter Hooper

200 se s s ions since 1978

Audience Impact Research

8415 Skiff Lane
C in cin n a t i , OH 45039-9527
P h . 5 1 3 - 5 8 3 - 5 7 0 4
b ru g e n @ a u di e n c e im p a ct . c o m
w w w. a u di e n c e im p a ct . c o m
Barbara Rugen, P h . D .

1000+ se s s ions since 1996

Au t o m o t i ve Insight, I n c .

S p o rts Insig h t , I n c .
27761 Marina Poin t e
B o nita Spring s , FL 34134
P h . 2 3 9 - 9 4 9 - 5 9 5 0
a b ru n n er @ a ut o m o t iv e in s ig h t in c . c o m
w w w. a ut o m o t iv e in s ig h t in c . c o m
Arlene Brunner

200 se s s ions since 1986

Au t o P a c i fi c , I n c .

2991 Dow Av e .
Tu st in , CA 92780-7219
P h . 7 1 4 - 8 3 8 - 4 2 3 4
g p e t ers o n @ a ut o p a ci fi c . c o m
w w w. a ut o p a ci fi c . c o m
George Pe t e r s o n

2500 se s s ions since 1985
James M. H a s s a c k

750 se s s ions since 1995
Mary Beth Martin

500 se s s ions since 1992

Aut o m o t ive speci a li st market rese a rch and con-
s u l t ing . Aut o m o t ive futures center in Tu st in ,
C a li f. , in c l u des large focus group rooms with
adjacent show room with turn t a ble for vehi c l e
di s p l a y. Indoor display for up to seven vehi c l e s .
O utdoor secure display court ya r d .Located in
the heart of Ora nge County. K n ow l e d g e a bl e,
ex p erienced modera t o rs in all things aut o m o-
t iv e : c a rs , t ru c k s , a f t erm a rket advert i s ing cre-
a t iv e, st ra t e gy, heavy trucks and tires.

Myril Axelrod Marketing Directions A s c t s . ,I n c .

15 Stuyvesant Ova l , 1 2 B
New Yo rk , NY 10009
P h . 2 1 2 - 5 3 3 - 1 5 4 5
m y ril a x @ a o l . c o m
Myril A x e l r o d

1000+ se s s ions since 1970

The Axiom Group,I n c .

10156 Gri st mill Rd.
E den Pra i ri e, MN 55347
P h . 9 5 2 - 9 4 1 - 8 1 0 1
w w w. a xio m - gro u p . c o m
Mark Niederluecke

500+ se s s ions since 1989

Baen Marketing A s s o c i a t e s

1730 B Bald Eagle Dr.
N a p l e s , FL 34105
P h . 9 4 1 - 6 4 9 - 4 9 5 2
j n b a e n @ c o m c a st . n e t
Jack Baen

50 se s s ions since 1970

William M.B a i l ey, P h . D .

WMB & Associ a t e s , S t a t i stical Servi c e s
2182 Bent Oak Dr. , Suite 100
A p o p k a , FL 32712-3925
P h . 4 0 7 - 8 8 9 - 5 6 3 2
st a t m a n z @ e a rt h lin k . n e t
w w w. h o m e . e a rt h lin k . n e t / ~ st a t m a n z
William M.B a i l ey

100+ se s s ions since 1990

Cris Bain-Borrego Bilingual Consultant

5248 Nagle Av e .
S h erman Oaks, CA 91401
P h . 8 1 8 - 7 8 4 - 7 2 3 5
b a in b o rr e go @ a del p hi a . n e t
Cris A .B a i n - B o r r e go

500 se s s ions since 1997

B e gan in the “back ro o m ” and learned esse n t i a l
s k il l s , c r e a t ive techniques and approaches to
success as a modera t o r. B ilingual and bicultura l ,
I offer a consistent solut ion for st u dies invo l ving
g e n eral market and/or Hispanic rese a rc h .M y
c a t e go ry ex p erience runs the ga m ut . I n t e gri t y
and fl exi b ility are my st a n d a r d s .
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Gemma C.Baker Research

45 Bushy Hill Rd.
G ra n b y, CT 06035-2903
P h .8 6 0 - 6 5 3 - 5 2 4 1
g c b a ker @ a o l . c o m
Gemma C.B a k e r

150 se s s ions since 1994

Balboa Consulting

4018 W. 175th St.
To rra n c e, CA 90504
P h .3 1 0 - 5 4 2 - 5 1 9 1
i s a b el _ b a l b o a @ h o t m a il . c o m
Isabel C.B a l b o a

2000+ se s s ions since 1992

Balch A s s o c i a t e s

635 S. Ke nilw o rth Av e .
Oak Pa rk , IL 60304-1129
P h .7 0 8 - 3 8 3 - 5 5 7 0
g b a l c h @ u i c . e d u
George I. B a l c h ,P h . D .

Baltimore Research

8320 Bellona Av e . , Suite 220
B a l t im o r e, MD 21204
P h .4 1 0 - 5 8 3 - 9 9 9 1
in fo @ b a l t im o r er e se a rc h . c o m
w w w. b a l t im o r er e se a rc h . c o m
Ted Donnelly, P h . D .

200+ se s s ions since 2000
(See advert i sement on pp. 3 , 1 0 , 1 1 )

B a r buto & A s s o c i a t e s

16 Carol Dr.
E nglewood Cli f f s , NJ 07632
P h .2 0 1 - 8 7 1 - 2 0 7 5
l b a r b ut o @ n j . rr. c o m
Lorraine Barbu t o

2000+ se s s ions since 1986

Rosalia Barnes A s s o c i a t e s

23 Manor Rd.
O ld Greenwich, CT 06870
P h .2 0 3 - 6 3 7 - 7 3 8 8
ro s a li a @ ro s a li a b a rn e s . c o m
w w w. ro s a li a b a rn e s . c o m
Rosalia A .B a r n e s

2000 se s s ions since 1990

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 . )

The Bartlett Group,I n c .

3690 Va rtan Wa y
H a rri s b u r g , PA 17110
P h .717-540-9900 or 800-555-9590
t h e b a rt l e t t gro u p @ a o l . c o m
w w w. b a rt l e t t r e se a rc h . c o m
Jeff Bartlett

200 se s s ions since 1986

Bay Area Research

9936 Liberty Rd.
R a n d a l l st ow n , MD 21133
P h .4 1 0 - 9 2 2 - 6 6 0 0
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
D r.Arlene Malech

200+ se s s ions since 1979

Bell Associates Marketing Rsch.& Consulting

P. O .B ox 9504
The Wo o d l a n d s ,TX 77387-9504
P h . 9 3 6 - 3 2 1 - 6 2 6 9
d b el l 7 2 4 6 @ a o l . c o m
Darla Bell

2000 se s s ions since 1986

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

120 W. L a S a l l e, Suite 605
S o uth Bend, IN 46601
P h . 2 1 9 - 2 3 3 - 1 5 6 6
w k ra m er @ b e n c h m a rke t ing . c o m
w w w. b e n c h m a rke t ing . c o m
Wayne A .K r a m e r

250+ se s s ions since 1990

Berenhaus Research Solutions,L L C

37 Ja mie Court
B l o o m fi eld , NJ 07003
P h . 973-566-0095 or 973-495-9411
i b er e n h a u s @ c o m c a st . n e t
w w w. b er e n h a u s . c o m
Ira Berenhaus

50 se s s ions since 2001

Bernstein Research Group, I n c .

4 Old Woods Dr.
H a rri s o n ,NY 10528
P h . 9 1 4 - 6 9 8 - 5 1 4 1
Betsy Bernstein

4500 se s s ions since 1982

Ken Berwitz Marketing Research

P. O .B ox 464
9 S. M a in St.
M a rl b o ro, NJ 07746
P h . 7 3 2 - 7 8 0 - 5 6 5 6
k b m r @ e c li p se . n e t
Ken Berwitz

100+ se s s ions since 1970

Bierer Research Group

7226 Ja r dini ere Court
C h a rl o t t e, NC 28226
P h . 7 0 4 - 5 7 5 - 1 9 9 0
j e f f. b i er er @ b i er er gro u p . c o m
Je f f r ey Bierer

577 se s s ions since 1981

D avid Binder Research

44 Page St.,# 4 0 4
San Fra n ci s c o, CA 94102
P h . 4 1 5 - 6 2 1 - 7 6 5 5
in fo @ d b - r e se a rc h . c o m
w w w. d b - r e se a rc h . c o m
D avid Binder

S ince 1987
Will Gudelunas

S ince 1998

D a vid Bin der Rese a rch has been a source of
in n ova t ive rese a rch for ov er 23 ye a rs .We de v el-
op a cust o mi zed rese a rch st ra t e gy for each pro-
j e ct using uni q u e, often pro p ri e t a ry, m e t h o d o l o-
gies based on tra di t ional rese a rch techni q u e s .
We provide clear in s ights to the data and work
as a st ra t e gic part n er to help implement act io n .

Bingle Research Group,I n c .

819 E.64th St.,Suite D-5
I n di a n a p o li s , IN 46220
P h . 317-255-5561 or 317-925-0010
f b ingl er @ b ingl er g . c o m
Fred Bingle

400 se s s ions since 1989

B i o Vi d

5 Vaughn Dr. , Suite 111
P rin c e t o n ,NJ 08540
P h . 6 0 9 - 7 5 0 - 1 4 0 0
e c o h e n @ b iovid . c o m
Eric Cohen

Bisno A s s o c i a t e s

714 W.Wa rren Dr.
O z a rk , MO 65721
P h . 4 1 7 - 8 6 0 - 2 0 5 6
l b i s n o @ ya h o o . c o m
Larry Bisno

2500 se s s ions since 1984

Blake Qualitative Research Services

P. O .B ox 63
L u m b ervil l e, PA 18933
P h . 2 1 5 - 2 9 7 - 8 2 2 5
p bl a ke @ bl a ker e se a rc h . c o m
Pamela J.B l a k e

1000+ se s s ions since 1994

Blue Hill Consulting

27 Vo se Hill Road
M il t o n , MA 02186
P h . 6 1 7 - 9 1 0 - 9 4 1 0
k a t h y _ b ut l er @ c o m c a st . n e t
K a t hy Butler

1000+ se s s ions since 1993

Blumenthal Qualitative Research

8828 Oakham St.
H u n t ers vil l e, NC 28078
P h . 7 0 4 - 9 4 7 - 5 4 9 0
mi c h el l e @ b q r e se a rc h . c o m
w w w. b q r e se a rc h . c o m
Michelle Blumenthal

500+ se s s ions since 1992

BMI Research

4219 Harrison Av e
C in cin n a t i , OH 45211
P h . 513-389-3890 or 877-389-3897
B M I O H I O @ a o l . c o m
w w w. b mi r e se a rc h . c o m
William Mathis

1500 se s s ions since 1984

Bruce Z.Bortner - Mktg. R s c h .C n s l t .

33 Coquille Beach Dr.
B riga n t in e, NJ 08203
P h . 609-266-9398 or 609-266-0585
b z b o rt n er @ a o l . c o m
Bruce Z.B o r t n e r

1000+ se s s ions since 1965

Boston Innovation Group (B. I . G . )

96 Ju lian Rd.
Harwich Po rt , MA 02646
P h . 5 0 8 - 4 3 0 - 1 2 4 4
b ig @ c a p e c o d . n e t
w w w. b o st o nin n ova t io ngro u p . c o m
Jim Fe r r y

S ince 1988
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Boulder Focus Center

RRC Associ a t e s , I n c .
4940 Pe a rl East Cir. , # 1 0 3
B o u lder, CO 80301
P h .3 0 3 - 4 4 9 - 6 5 5 8
li z @ b o u lder fo c u s c e n t er. c o m
w w w. b o u lder fo c u s c e n t er. c o m
Chris Cares

400 se s s ions since 1980

B owe Marketing Research Consultants

P. O . B ox 42
San Dim a s , CA 91773
P h .9 0 9 - 5 9 2 - 5 7 7 6
b m rc @ b m rc - u s a . c o m
w w w. b m rc - u s a . c o m
Mike Bow e

500+ se s s ions since 1974

Brand-Aid Consulting

89 Wil liams St.
W r e n t h a m ,MA 02093
P h .5 0 8 - 3 8 4 - 2 0 7 5
b ra n d a id @ c o m c a st . n e t
Allan Hoffenberg

200+ se s s ions since 1986

Brandman Institute

57 Igal Alon St.
Tel Aviv 67891
I s ra el
P h .9 7 2 - 3 - 6 8 9 - 8 1 0 0
b ra n d m a n @ in t er. n e t . il
Dafna Raviv Carmi

100+ se s s ions since 2000

B r avo Bi-lingual Services

4425 Randolph Rd., Suite 316
P. O . B ox 221013
C h a rl o t t e, NC 28222
P h .7 0 4 - 3 6 5 - 2 6 8 5
b ra vo . m a il @ a t t . n e t
w w w. c ro s s - c u l t u ra l . n e t
Natan Fe l d m a n

58 se s s ions since 2000

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 .6 0 2 - 2 5 8 - 4 5 5 4
in fo @ b rc - fi eld . c o m
w w w. b rc - fi eld . c o m
Jim Haynes

200+ se s s ions since 1995
Rhonda Carrillo

200+ se s s ions since 1992

Our focus and modera t ing services in c l u de : e t hi-
cal recru i t ing , no repeat responde n t s , di f fi c u l t
r e c ru i t s , c e n t ra l ly-located facili t y. S p e ci a l t i e s :
H i s p a nic -  complete bilingual services in c l u ding
h o st ing and modera t o rs ; o t h er - exe c ut ive B2B,
m e di c a l ly at-risk populatio n s ,N a t ive Ameri c a n s ,
l ow - in cidence gro u p s . S k illed modera t o rs with
ex p erience de a ling with hig h ly se n s i t ive topics or
g e n eral consumer issues.

Bread & Butter Research & Planning

2 Ridge Street
N o rth Sydney, NSW 2089
Au st ra li a
P h . 6 1 - 2 - 9 9 6 3 - 4 6 0 0
in fo @ b r e a d - a n d - b ut t er. c o m . a u
w w w. b r e a d - a n d - b ut t er. c o m . a u
Rob Mason

1500+ se s s ions since 1985

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

30514 Fo r e st Dr.
B u rling t o n ,WI 53105
P h . 2 6 2 - 7 6 3 - 8 9 8 0
l b r e s s a n @ w i . rr. c o m
w w w. b r e s s a n r e se a rc h . c o m
Louis P.B r e s s a n

150 se s s ions since 1985

Irwin Broh & A s s o c i a t e s

1011 E.Touhy Av e . , Suite 450
Des Plain e s , IL 60018
P h . 8 4 7 - 2 9 7 - 7 5 1 5
in fo @ i r w in b ro h . c o m
w w w. i r w in b ro h . c o m
Melissa DeLuca

175 se s s ions since 1996

Brooks Adams Research

207 W. Fra n k lin St.
R i c h m o n d ,VA 23220
P h . 8 0 4 - 6 4 9 - 3 7 0 4
s b a rs h @ a o l . c o m
w w w. r e se a rc hing . c o m
Robert T.A d a m s

100+ se s s ions since 1990

Brooks Rose Marketing  Research,I n c .

515 Madison Av e . , 40th fl o o r
New Yo rk , NY 10022
P h . 2 1 2 - 8 2 9 - 0 8 8 8
b ro o k s ro se m r @ a t t . n e t
w w w. b ro o k s - ro se . c o m
Mitchell Brooks

1250 se s s ions since 1994

B r o p hy Research

221 E.94th St., 2 N
New Yo rk , NY 10128
P h . 2 1 2 - 3 4 8 - 1 0 4 1
d b b ro p h y @ a t t . n e t
D avid Brophy

1000+ se s s ions since 1990

Jerome Brown Communications

C o nv e n t ion Rese a rch Studi e s
1333A North Av e . , # 7 0 2
New Rochel l e, NY 10804
P h . 9 1 4 - 5 2 5 - 8 2 5 1
j erry @ j ero m e b row n c o m m . c o m
w w w. j ero m e b row n c o m m . c o m
Jerome Brow n

1000+ se s s ions since 1968

N a n cy S.B r own Marketing Research

2625 Salem Av e .S .
M in n e a p o li s , MN 55416
P h . 9 5 2 - 9 2 2 - 5 9 4 7
n b row n m p l s @ a o l . c o m
N a n cy Brow n

1000 se s s ions since 1982

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

1430 N Astor St.,Suite 7B
C hi c a go, IL 60610
P h . 3 1 2 - 9 4 3 - 9 6 6 6
yo l a n d a b ru ga l e t t a @ m s n . c o m
Yolanda Brugaletta

2000 se s s ions since 1970

BRX Global Research Services

110 Marina Dr.
R o c h e st er, NY 14626
P h . 5 8 5 - 4 5 3 - 8 3 8 8
j gut e n b er g @ c a t di r. c o m
w w w. b r x r e se a rc h . c o m
Jeff Gutenberg

80 se s s ions since 1999

Buffalo Qualitative Research

11005 Riv erview Rd.
Fo rt Wa s hing t o n , MD 20744-5832
P h . 3 0 1 - 2 9 2 - 3 2 7 5
d o ni t a b u f f @ a o l . c o m
Donita Buffalo

300+ se s s ions since 1995

Buffalo Survey & Research,I n c .

1249 Egg ert Rd.
B u f f a l o, NY 14226
P h . 7 1 6 - 8 3 3 - 6 6 3 9
b u f f a l o s u r @ a o l . c o m
Lee Grunert

100+ se s s ions since 1985

Terri Bunofsky

43 N. Gannon Av e .
Staten Island, NY 10314
P h . 3 4 7 - 2 2 8 - 9 5 0 0
b u n o f s k y r e se a rc h @ a o l . c o m
Terri Bunofsky

100+ se s s ions since 1995

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 . 8 0 0 - 2 6 7 - 8 0 5 2
in fo @ b u rke . c o m
w w w. b u rke . c o m
Trenton Haack

2000 se s s ions since 1995
(See advert i sement on p. 5 0 )

Business Communication Consultants, I n c .

2822 Third Av e . N . , Suite 211
B il ling s , MT 59101
P h . 4 0 6 - 2 4 8 - 4 4 0 4
c h u c k t o o l e y m t @ a o l . c o m
Chuck To o l ey

78 se s s ions since 1992

Business Research Group

1030 Stra t ford Place
B l o o m fi eld Hil l s , MI 48304
P h . 2 4 8 - 6 4 2 - 6 4 0 0
j s a q u e t @ c o m c a st . n e t
D r. Jeanette Saquet

4000 se s s ions since 1980

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
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

75 se s s ions since 1993
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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
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

100 se s s ions since 1990

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 ex t . 1
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
Cherlyn Robinson

76 se s s ions since 1997

C&R Research Services,I n c .

C r e a t ive & Response Rese a rch Servi c e s , I n c .
500 N. M i c higan Av e . , Suite 1200
C hi c a go, IL 60611
P h .3 1 2 - 8 2 8 - 9 2 0 0
in fo @ c rr e se a rc h . c o m
w w w. c rr e se a rc h . c o m
Sharon Seidler

3000 se s s ions since 1974
Robert J. R e l i h a n

3000+ se s s ions since 1982
Christine Holt

300 se s s ions since 2003
Lisa Hutto

1100 se s s ions since 1999
Jennifer Karsh

1000 se s s ions since 1999
Mary McIlrath

600 se s s ions since 2001

C&R Rese a rch is a full-service market rese a rc h
company with ov er 40 ye a rs of ex p erience pro-
viding custom rese a rch solut ions within the B2C
and B2B arenas. C&R has six ex p erienced mod-
era t o rs with div erse backgrounds in c l u ding li b er-
al art s , l a w, b u s in e s s , s o cial services and acade-
mi a . In addi t ion to general consumers , C & R ’ s
m o dera t o rs speci a li ze in conduct ing rese a rc h
a m o ng kid s , t e e n s , B o o m ers and the Hispani c
se g m e n t s . S p e cialty divi s ions of C&R in c l u de
K id z E ye s®,Te e n s E ye s®, B o o m er E ye s™ a n d
L a t in o E ye s®. C&R also offers a wide ra nge of
c u stom quantitative services in c l u ding st ra t e gi c
st u di e s , b rand im a g ery, p o s i t io ning st u di e s , c u s-
t o m er satisfact ion rese a rc h , concept and adver-
t i s ing test ing .
(See advert i sement on the Inside Back Cov er )

C . A .Walker Research Solutions,I n c .

3800 Barham Blvd.,Suite 410
Los Ang el e s , CA 90068
P h .3 2 3 - 8 5 0 - 6 8 2 0
in fo @ c a w a l ker. c o m
w w w. c a w a l ker. c o m
Kevin Gentry, P h . D .

200+ se s s ions since 1990

C . H . Souweine A s s o c i a t e s

8630 S.Fairway Poin t
Vi ct o ri a , MN 55386
P h . 9 5 2 - 4 4 3 - 2 3 2 3
s o u w e in e @ a o l . c o m
Candace H. S o u w e i n e

500+ se s s ions since 1995

E x p ert user of all quali t a t ive techni q u e s
( gro u p s , I D I ’ s , on-sites) to “get in s ide ” with and
access what the target audience knows and
f e el s .The constant goal is to provide in fo rm a t io n
to help make better and more in n ova t ive busi-
ness de ci s io n s . M e m b er QRCA,A M A .R I VA -
t ra in e d .

C . L .G a i l ey Research

347 La Mesa Av e .
E n cini t a s , CA 92024
P h . 7 6 0 - 4 3 6 - 1 4 6 2
c l ga il e y @ c ox . n e t
w w w. c l ga il e y r e se a rc h . c o m
Carol Gailey

1000+ se s s ions since 1980

C . L . G a iley Rese a rch is a full-service marke t ing
r e se a rch company speci a li z ing in cust o m
r e se a rch solut io n s .Our solid marke t ing rese a rc h
ex p ert i se in combin a t ion with st ra t e gic marke t-
ing ex p erience enables us to produce act io n a bl e
in fo rm a t ion so that our clients can make the
b e st business de ci s ions possibl e .

Cambridge A s s o c i a t e s , L t d .

2315 Fairway Lane
G r e el e y, CO 80634
P h . 8 0 0 - 9 3 4 - 8 1 2 5
w a l t @ p o st s l o t . c o m
w w w. fo c u s gro u p gu ru . c o m
Walter Ke n d a l l

1000+ se s s ions since 1976
Lynn Ke n d a l l

200+ se s s ions since 2000

Telephone, online and traditional focus groups;
conjoint analysis; in-depth interviews (tele-
phone/in-person); surveys. Call to discover the
difference.

Cambridge Research, I n c .

3521 W. 24th St.
M in n e a p o li s , MN 55416
P h . 6 1 2 - 9 2 9 - 8 4 5 0
d a l el o ng f el l ow @ c a m b rid g er e se a rc h . c o m
w w w. c a m b rid g er e se a rc h . c o m
Dale Longfellow

3500+ se s s ions since 1969

Campbell Rinker

25600 Rye Canyon Rd., Suite 202
Va l e n ci a , CA 91355
P h . 888-722-6723 or 805-922-0880
in fo @ c a m p b el l rin ker. c o m
w w w. c a m p b el l rin ker. c o m
C . Dirk Rinker

40 se s s ions since 1999

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 . 4 1 2 - 4 7 1 - 8 4 8 4
y vo n n e @ c a m p o s . c o m
w w w. c a m p o s . c o m
Y vonne Campo s

2500 se s s ions since 1990

Yvonne Campos is president of Campos Inc., a
market research and business consulting firm
founded in 1986. She has over 20 years of
experience designing and implementing market
research for a variety of corporations and non-
profits.With a background in qualitative
research,Yvonne is a nationally known moder-
ator with group dynamic skills that extend
from one-on-one interviews to focus groups.

C a m pos Research & A n a l y s i s

6921 E.Nichols Pl.
C e n t e n ni a l ,CO 80112-3131
P h . 3 0 3 - 2 6 7 - 0 4 5 3
c a m p o s @ c r- a . c o m
w w w. c r- a . c o m
Rusty Campo s

400 se s s ions since 1978

The Caney Group LLC

731 Main St.
M o n ro e, CT 06468
P h . 800-666-9550 or 203-445-1880
in fo @ c a n e y gro u p . c o m
w w w. c a n e y gro u p . c o m
Philip Harriau

300+ se s s ions since 1994

Rebeca Cantu Helmstetler

P. O .B ox 760
S o uth Fo rk , CO 81154
P h . 719-873-5240 or 719-850-8996
rc h el m st e t l er @ min d s p ring . c o m
Rebeca Cantu Helmstetler

500 se s s ions since 1998

B ilingual (Spanish) quali t a t ive rese a rch consul-
t a n t . Of Mexican heri t a g e .
E x p erienced in Hispanic culture. C o n d u ct e d
n u m erous groups and depth in t erviews in
E nglish and Spani s h .C lients in health care,
fin a n cial servi c e s , t ra v el and tourism and more.
S k illed facili t a t o r, e vo c a t ive communi c a t o r,
empathetic in t ervi e w er, in s ightful rese a rc h er,
c o n s ci e n t ious pro j e ct manager, ex p erienced tra v-
el er, st ra ight shooter, m a rathon ru n n er.

Capitol Research Services, I n c .

2940 Lake Lansing Rd.
E a st Lansing , MI 48823
P h . 5 1 7 - 3 3 3 - 3 3 8 8
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 s . c o m
Rachelle S.N e a l

400 se s s ions since 1986

C . A . Cappel A s s o c i a t e s

5081 Rollman Estates Dr.
C in cin n a t i , OH 45236
P h . 5 1 3 - 7 9 3 - 4 1 6 7
c c a p p el @ f u se . n e t
Catherine Cappel

5700 se s s ions since 1986
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Capture Research, L L C

87 Tu rkey Plain Rd.
B e t h el , CT 06801
P h .2 0 3 - 7 9 7 - 8 6 6 2
j m bl e ya ert @ m s n . c o m
Jan Bley a e r t

100 se s s ions since 1986

Camille T.Carlin Qualitative Research, I n c .

36 Pa l m er Av e .
S l e e py Hollow, NY 10591-1614
P h .9 1 4 - 3 3 2 - 8 6 4 7
c . c a rlin @ w o rld n e t . a t t . n e t
Camille Carlin

5000 se s s ions since 1987

Susan Carter Focus Research

P. O . B ox 2218
We st p o rt , CT 06880
P h .2 0 3 - 8 5 3 - 7 9 4 9
s u s a n h c a rt er @ a o l . c o m
Susan Carter

10000+ se s s ions since 1981

Carter Market Research Services

3907 Je nica Wa y
L o u i s vil l e, KY 40241-1530
P h .5 0 2 - 3 3 9 - 8 7 3 5
l c a rt er 1 @ b el l s o ut h . n e t
Linda Carter

18 se s s ions since 2002

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

3604 Fo u rth Av e . , Suite 2
San Diego, CA 92103
P h .6 1 9 - 6 8 3 - 3 8 9 8
in fo @ c - a s o c . c o m
w w w. c - a s o c . c o m
Enrique F. C a s t i l l o

1000+ se s s ions since 1998

Center for Concept Deve l o p m e n t

P. O . B ox 677
S o n oi t a , AZ 85637
P h .5 2 0 - 4 5 5 - 0 1 0 0
in fo @ c c d - u s a . c o m
D r. Eugene Cafarcelli

2000+ se s s ions since 1980

Central Fo c u s

819 Wa s hington St.
Wil ming t o n , DE 19801
P h .3 0 2 - 6 5 5 - 3 6 6 5
di c k d a h n @ a b c fo c u s . c o m
w w w. a b c fo c u s . c o m
Dick Dahn

350 se s s ions since 1998

Chamberlain Research Consultants, I n c .

710 John Nolen Dr.
M a di s o n ,WI 53713-1422
P h .8 0 0 - 2 4 6 - 9 7 7 9
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
Sharon Chamberlain

1500 se s s ions since 1988

At Chamberl a in we speci a li ze in getting past

casual, top-of-mind responses through a  mix
of scientific techniques and years of experi-
ence. Our innovative approaches to qualitative
research get participants to brainstorm pro-
ductively and reveal their true views and opin-
ions, while simultaneously exploring trade-
offs, alternatives, expectations and uncon-
scious motivators. At Chamberlain our mission
is simple: taking the risk out of business by
providing you the information you need to suc-
ceed.

C h a r l e s ,Charles & Associates Inc.

8377 S.M o u n t a in Air Lane
G o ld Canyo n ,AZ 85218
P h . 4 8 0 - 9 8 3 - 8 8 3 3
c h p t a c e k @ a o l . c o m
w w w. c h a rl e s c h a rl e s . c o m
Charles H. P t a c e k

250+ se s s ions since 1975

CIBA Research & Consulting, L L C

4610 Tig er Lily Wa y
M a ri e t t a , GA 30067
P h . 7 7 0 - 5 6 5 - 0 8 8 2
e gi b s o n @ go ci b a . c o m
w w w. go ci b a . c o m
E l venyai Gibson

200+ se s s ions since 1999

Focus gro u p s , in - depth in t ervi e w ing , e t h n o gra-
p h y.We use many techniques to ga in consumer
in s ig h t . S p e cialties in c l u de communi c a t io n
r e se a rc h , p o s i t io ning , new pro d u ct de v el o p m e n t ,
p a c k a ging , and brand identity de v elopment fo r
p ro d u ct and service compani e s . E x p e ct clear,
a ct io n a ble reports and st ra t e gic recommenda-
t ions from a moderator with sig ni ficant con-
s u m er marke t ing ex p eri e n c e .

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

1725 S.E.Te nin o
Po rt l a n d ,OR 97202
P h . 5 0 3 - 2 2 6 - 9 0 0 4
t ri s h @ p cili b ert i . c o m
w w w. p cili b ert i . c o m
Patricia Ciliberti

100 se s s ions since 1998

Clarion Research

1776 Bro a dw a y, Suite 1000
New Yo rk , NY 10019-2002
P h . 2 1 2 - 6 6 4 - 1 1 0 0
di a n e . t ra ig er @ c l a rio n r e se a rc h . c o m
w w w. c l a rio n r e se a rc h . c o m
S t eve Crane

500+ se s s ions since 1994

C l a r i t y

14021 E.C o yote Rd.
S c o t t s d a l e, AZ 85259
P h . 4 8 0 - 6 6 1 - 5 4 5 3
a mil l er 1 9 5 7 @ c ox . n e t
Alison Miller

100+ se s s ions since 1995

Clear Concepts

1329 Fe deral Av e . , Suite 6
Los Ang el e s , CA 90025
P h . 3 1 0 - 4 7 3 - 5 4 5 3
Karen Kleiner

40 se s s ions since 1995

Close Connection to Consumers

22 Pham Ngoc Thach St., D i st ri ct 3
Ho Chi Minh City 
Vi e t n a m
P h . 8 4 - 8 - 2 2 1 8 8 6
ngu ye nva n @ c c c . b i z . v n
Thanh Van Nguye n

750 se s s ions since 1995

The Clowes Partnership

373 Saybrook Rd.
H igga n u m , CT 06441-4110
P h . 8 6 0 - 3 4 5 - 4 5 7 0
c l ow e s lin e @ s b c gl o b a l . n e t
w w w. c l ow e s o n lin e . c o m
Rusty Clow e s

1000+ se s s ions since 1989

C l u f f, I n c .

1634 S.Rock Hill Rd.
S t . L o u i s , MO 63119
P h . 3 1 4 - 9 6 1 - 5 2 1 1
c c l u f f @ a o l . c o m
Cynthia Cluff

S ince 1990

C M I

1745 Old Spring h o u se Lane, Suite 400
A t l a n t a , GA 30338
P h . 678-805-4000 or 888-311-0936
in fo @ c mi s o l ut io n . c o m
w w w. c mi s o l ut io n . c o m
Tom Eiden

2000+ se s s ions since 1985
Hannah Baker-Hitzhusen

350+ se s s ions since 2000
Laura Jo h n s o n

350+ se s s ions since 2000

CMI offers quali t a t ive rese a rch as a st a n d a l o n e
tool or in conjunct ion with quantitative methods
in both the consumer and B2B se g m e n t s .Wi t h
their broad ex p erience base, CMI’s modera t o rs
are ex p ert advi s o rs , s k illed in a va riety of tech-
niques (e.g., voice of the cust o m er, l a d dering ,
small gro u p s , ice breakers , p r e - group tasks, p ro-
j e ct ive) and methodologies (e.g, in - p erson and
t elephone focus gro u p s , dya d s / t ri a d s , I D I ’ s , c a se
st u di e s ) .O t h er ex p ert i se in c l u des facili t a t io n ,
Web usabili t y, and ethnogra p hic rese a rc h .

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

30 Eliot Lane, Suite 102
S t a m fo r d , CT 06903
P h . 2 0 3 - 3 2 2 - 0 0 8 3
s c o h e n q u a l @ a o l . c o m
w w w. s a u l c o h e n a s s o ci a t e s . c o m
Saul Cohen

3500+ se s s ions since 1987

C o l burn & A s s o c i a t e s , L t d .

R e se a rch Tri a ngle Pa rk
1908 Mountain High Rd.
Wa ke Fo r e st , NC 27587
P h . 9 1 9 - 5 7 0 - 7 9 0 0
m a rke t rs h @ a o l . c o m
h t t p : / / m e m b ers . a o l . c o m / m a rke t rs h / in dex . h t m l
Paul L.C o l bu r n

500+ se s s ions since 1986
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Compass Qualitative Research, I n c .

#7 Wa t er b u ry Court
Little Rock, AR 72223
P h .5 0 1 - 3 6 7 - 0 0 0 3
in fo @ c o m p a s s q u a li t a t iv er e se a rc h . c o m
w w w. c o m p a s s q u a li t a t iv er e se a rc h . c o m
Christy Olson

100+ se s s ions since 1994

Concept Catalysts, I n c .

1655 Spin n a ker Dr. , Suite 42
A l p h a r e t t a ,GA 30005
P h .4 0 4 - 4 3 2 - 6 6 0 5
k a r e n @ c o n c e p t c a t s . c o m
w w w. c o n c e p t c a t s . c o m
Karen Fa l k e n b e r g

S ince 2001

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 .9 0 4 - 2 6 4 - 5 5 7 8
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
N a n cy Ulrich

1000+ se s s ions since 1982

C o n S t a t , I n c .

70 Wa s hington St.,Suite 225
O a k l a n d , CA 94607
P h .5 1 0 - 2 6 7 - 3 1 0 0
in fo @ c o n st a t . c o m
w w w. c o n st a t . c o m
William Deaton,P h . D .

2500 se s s ions since 1986

Consumer and 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 .3 1 2 - 8 3 2 - 7 7 4 4
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
Don Morich

100 se s s ions since 1978

Consumer Connection, I n c .

9055 S.W. 166 Av e .
M i a mi , FL 33196
P h .7 8 6 - 5 2 2 - 3 5 3 4
in fo @ c o n s c o n n e ct . c o m
w w w. c o n s u m erc o n n e ct io n r e se a rc h . c o m
Elba Va l l e

500+ se s s ions since 1993

C o n s u m er Connect ion is a marke t ing rese a rc h
and consulting company that speci a li zes in
div ersity se g m e n t s .We provide services that hel p
b u s in e s ses and brands connect to div ersity in the
m a rke t p l a c e : q u a li t a t iv e, q u a n t i t a t iv e, e t h n o gra-
p h y, o n lin e, b ra n d - b u ilding work s h o p s ,m a rke t ing
o p p o rt u nity analy se s , and market im m ers io n
t o u rs .

Consumer Focus LLC

660 Preston Fo r e st Center, # 1 9 7
D a l l a s ,TX 75230-2718
P h . 2 1 4 - 5 4 2 - 8 7 8 7
s st e w a rt @ c o n s u m er fo c u s c o . c o m
w w w. c o n s u m er fo c u s c o . c o m
Sue Stew a r t

50+ se s s ions since 2001

S p e ci a li z ing in the cust o m er rel a t io n s hip manage-
m e n t , fin a n cial servi c e s , in s u rance and di r e ct
m a rke t ing catego ri e s . P roviding both quali t a t iv e
and quantitative rese a rch servi c e s . E x p eri e n c e d
m o dera t o r,plus ov er 15 ye a rs of se nio r- l e v el ex p e-
rience in :m a rke t ing rese a rc h ,m a rke t ing st ra t e gy,
m a rke t ing communi c a t io n s , c u st o m er rel a t io n s hi p
m a n a g e m e n t , and pro d u ct de v el o p m e n t .

The Consumer Netwo r k , I n c .

2401 Pe n n s y l va nia Av e . , Suite 2A4
P hil a del p hi a , PA 19130
P h . 2 1 5 - 2 3 5 - 2 4 0 0
m o n a @ c o n s u m ern e t w o rk . o r g
w w w. c o n s u m ern e t w o rk . o r g
Mona Doy l e

250 se s s ions since 1980

Mona Doyle is a veteran moderator who uses her
joy in ra p p o rt and dialog to create ex ci t e m e n t
and draw out the feelings that matter from those
p a rt i ci p a t ing in her gro u p s .H a ving been a big
company consumer V. P. , she is effect ive with cor-
p o rate exe c ut ives as well as consumers ,m a rke t ers
and their suppli ers , r e t a il ers and acade mi c s , p h a r-
m a ci sts and physici a n s , se nio rs and kid s .

Consumer Opinion Services,I n c .

12825 Fi rst Av e . S .
S e a t t l e,WA 98168
P h . 2 0 6 - 2 4 1 - 6 0 5 0
in fo @ c o s v c . c o m
w w w. c o s v c . c o m
Greg Carter

30 se s s ions since 1995
(See advert i sement on this page)

Consumer Opinion Services,I n c .

10829 N.E. 68th St., B ld g . B
K i rk l a n d ,WA 98033
P h . 425-827-3188 or 206-241-6050 for bid s
in fo @ c o s v c . c o m
w w w. c o s v c . c o m
Greg Carter

30 se s s ions since 1995
(See advert i sement on this page)

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
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
Jim We ave r

20 se s s ions since 2003
(See advert i sement on this page)
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Consumer Opinion Services,I n c .

N o rt h t own Mall
4750 N. D ivi s ion St.
S p o k a n e,WA 99207
P h .509-487-6173 or 206-241-6050 for bid s
in fo @ c o s v c . c o m
w w w. c o s v c . c o m
Greg Carter

30 se s s ions since 1995
(See advert i sement on p. 1 0 3 )

Consumer Opinion Services,I n c .

City Fo c u s
2101 North 34th St.
N o rt h p oint Offi c e s , Suite 110
S e a t t l e,WA 98103
P h .206-632-7859 or 206-241-6050 for bid s
in fo @ c o s v c . c o m
w w w. c o s v c . c o m
Greg Carter

30 se s s ions since 1995
(See advert i sement on p. 1 0 3 )

Consumer Pulse,I n c .

725 S. Adams Rd.,Suite 265
B i rming h a m , MI 48009
P h .800-336-0159 or 248-540-5330
c p i @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Baltimore 

1232 Race Rd.
B a l t im o r e, MD 21237
P h .800-336-0159 or 410-687-3400
b a l t im o r e @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Charlotte 

E a stland Mall
5625 Central Av e .
C h a rl o t t e, NC 28212
P h .800-336-0159 or 704-536-2238
c h a rl o t t e @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Chicago 

S t ra t ford Square Mall #D24
424 Stra t ford Square
B l o o ming d a l e, IL 60108
P h .800-336-0159 or 630-894-9103
c hi c a go @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Detroit 

725 S. Adams Rd.,Suite 265
B i rming h a m , MI 48009
P h .800-336-0159 or 248-540-5330
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
Richard Milller

500+ se s s ions since 1972

Consumer Pulse of Los Angeles 

S o uth Bay Galleri a , # 2 6 9
1815 Hawthorne Blvd.
Redondo Beach, CA 90278
P h . 800-336-0159 or 310-371-5578
l o s a ng el e 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Milwaukee 

The Grand Avenue Mall,# 2 0 0 4 A
275 W.Wi s c o n s in Av e .
M ilw a u ke e,WI 53203
P h . 800-336-0159 or 414-274-6060
milw a u ke e @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of New York 

G a r den State Plaza, # 1 1 7 0
Pa ra m u s , NJ 07652
P h . 800-336-0159 or 201-909-0144
n e w yo rk @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Philadelphia 

One Ply m o uth Meeting Office Center &
P ly m o uth Meeting Mall
P ly m o uth Meeting , PA 19462
P h . 610-825-6636 or 800-336-0159
p hil a del p hi a @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse of Washington 

8310 C Old Court h o u se Rd.
Vi e n n a ,VA 22182
P h . 800-336-0159 or 703-442-0960
w a s hing t o n @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Pulse,I n c .

725 S.Adams Rd.,Suite 265
B i rming h a m , MI 48009
P h . 800-336-0159 or 248-540-5330
c p i @ 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
Richard Miller

500+ se s s ions since 1972

Consumer Research Centre Ltd.

1398 We st 7th Av e n u e
Va n c o u v er, BC V6H 3W5
C a n a d a
P h . 604-714-5900 or 866-455-9311
in fo @ c o n s u m err e se a rc h . c a
w w w. c o n s u m err e se a rc h . c a
Ed Gibson

650 se s s ions since 1994

Ed has moderated across the spect rum fro m
a p p a r el and aut o m o t ive to telecom and touri s m .
His specialty is health care and pharm a c e ut i-
c a l s , wh ere he has built a reput a t ion for his abili-
ty to relate to physici a n s .His own respect e d
r e c ru i t ing team can be relied on to source the
s p e ci a li st needed for the st u dy.

Consumer Tr u t h™ L t d

802 Bittersweet Lane
H in s d a l e, IL 60521
P h . 630-325-4660 or 630-325-6902
i s a b el l e @ c o n s u m ert rut h . c o m
w w w. c o n s u m ert rut h . c o m
Isabelle A l b a n e s e

900 se s s ions since 1997

Consumer Vo i c e

9 Story Book Lane
L in c o l n s hi r e, IL 60069
P h . 8 4 7 - 4 0 5 - 0 8 0 8
l a u ri e @ c o n s u m ervoi c e . b i z
w w w. c o n s u m ervoi c e . b i z
Laurie Richter

1000 se s s ions since 1993

C o n s u m e r S p e a k

4565 Lanerc o st Wa y
C o l u m b u s , OH 43220
P h . 6 1 4 - 3 2 6 - 2 1 0 7
k p o p p @ c o l u m b u s . rr. c o m
K a t hy Po p p

100+ se s s ions since 1998

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 . 8 0 0 - 9 3 2 - 7 5 1 1
lin d a @ c rc d a t a . c o m
w w w. c rc d a t a . c o m
Aline Gabriel

250+ se s s ions since 2000
Christiane Ballant

120 se s s ions since 2003
Pascal Patenaude

105 se s s ions since 2003

CRC provides a complete ra nge of quali t a t iv e
r e se a rch services in both French and Engli s h ,
in c l u ding modera t ing , a n a lysis and report ing .
CRC has in t ernal modera t o rs who cov er a wide
ra nge of in d u st ries and topics such as health
care se ct o r, c o n s u m er goods and servi c e s , in fo r-
m a t ion technology, fin a n cial services as well as
t o u ri s m . At CRC,we relate to people.

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 . 7 5 7 - 4 8 9 - 4 8 8 7
Nanci A .G l a s s m a n

1500 se s s ions since 1974

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 . 9 5 2 - 9 2 0 - 6 2 5 1
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
Harold W.C o o k

2000+ se s s ions since 1975

C o p l ey Focus Centers

20 Pa rk Plaza
B o st o n , MA 02116
P h . 6 1 7 - 4 2 1 - 4 4 4 4
c s f c @ min d s p ring . c o m
w w w. c o p l e y s q u a r e fo c u s . c o m
Ron Ko r vo kov i c h

600 se s s ions since 1975
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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 .4 1 5 - 3 9 7 - 1 2 0 0
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
Jon Canapary

137 se s s ions since 1996

Cornerstone Research & Marketing, I n c .

84 Sweeney St.
N .To n a w a n d a , NY 14120
P h .7 1 6 - 7 4 3 - 1 9 8 8
r h o n d a @ c o rn erst o n er e se a rc h . n e t
w w w. c o rn erst o n er e se a rc h . n e t
Rhonda Ried

250 se s s ions since 1983

C o r porate Research Center, I n c .

106 Fa i ridge Court
Ja m e st ow n , NC 27282
P h .336-812-3500 or 888-277-4820
c o rp o ra t er e se a rc h @ t ri a d . rr. c o m
w w w. c o rp o ra t er e se a rc h . o r g
John Deuterman

300 se s s ions since 1984

C r e a t i ve Fo c u s , I n c .

1120 Hope Rd.,Suite 150
A t l a n t a ,GA 30350
P h .4 0 4 - 2 5 6 - 7 0 0 0
va r di s @ min d s p ring . c o m
w w w. c r e a t iv e fo c u s . n e t
Harry Va r d i s

1000+ se s s ions since 1980

C r e a t i ve Marketing Solutions, I n c .

P. O . B ox 487
L a h a s k a ,PA 18931
P h .2 1 5 - 7 9 4 - 9 2 7 7
c r e a t iv e m k t s o l @ a o l . c o m
Larry Schwarz

1000 se s s ions since 1986

C r e a t i ve Wave s

I n n ova t ions in Quali t a t ive Rese a rc h
20 Wilton Rd.
P l e a s a n t vil l e, NY 10570
P h .9 1 4 - 7 4 7 - 8 0 8 6
c r e a t iv e w a v e s @ a t t . n e t
w w w. c r e a t iv e w a v e s r e se a rc h . c o m
Mary Beth Ke l l e r

500+ se s s ions since 1987

Criterion Research

10155-114 St.,Suite 101
E d m o n t o n , AB T5K 1R8
C a n a d a
P h .7 8 0 - 4 2 3 - 0 7 0 8
t m el n y k @ c ri t erio n r e se a rc h . b i z
w w w. c ri t erio n r e se a rc h . b i z
Maureen McCaw

3000 se s s ions since 1986

C r o s s - Tab Marketing Services Pvt.L t d .

4 6 8 , 80 Feet Rd, 6th Block, Ko ra m a nga l a
B a ngalore 560034
I n di a
P h .9 1 - 8 0 - 3 0 9 1 - 1 0 2 4
p g @ c ro s s - t a b. c o m
w w w. c ro s s - t a b. c o m
Bharati Eligar

300+ se s s ions since 1998

Cultural Access Group

445 South Figu eroa St.,Suite 2350
Los Ang el e s , CA 90071
P h . 2 1 3 - 2 2 8 - 0 3 1 1
i y im @ a c c e s s c a g . c o m
Iris Yi m

62 se s s ions since 2003

Cultural Horizons Inc.

11824 Central St.
Kansas City, MO 64114-5536
P h . 8 1 6 - 9 4 1 - 7 0 0 0
c u l t u ra l h o ri zo n s @ a o l . c o m
w w w. c u l t u ra l - h o ri zo n s . c o m
N a n cy Huaco Lang

100+ se s s ions since 1994

Cunningham Research A s s o c i a t e s

500 Ashwood Lane
Fa i rvi e w,TX 75069
P h . 9 7 2 - 5 2 9 - 4 9 6 5
m a rk c @ c ra r e se a rc h . c o m
w w w. c ra r e se a rc h . c o m
Mark Cunningham

1500 se s s ions since 1986

Customer Connections

6509 - 246th Av e .
S a l e m ,WI 53168
P h . 2 6 2 - 8 4 3 - 4 4 0 0
c u st c o n @ a c ro n e t . n e t
w w w. c u st c o n . n e t
Cheryl Raith

2000 se s s ions since 1980

Customer Insights Research, I n c .

515A Fi t z s immons St.
H e n ders o nvil l e, NC 28792
P h . 8 2 8 - 6 9 2 - 3 7 6 3
in s ig h t s @ b o b rut t er. c o m
Robert S.R u t t e r, P h . D .

500 se s s ions since 1995

Customer Strategy Consulting

P. O .B ox 10178
B e v erly Hil l s , CA 90213
P h . 3 1 0 - 6 5 9 - 8 5 3 6
in fo @ yo u rc u st o m er. c o m
w w w. yo u rc u st o m er. c o m
George Sloan

S ince 1984

D/R/S HealthCare Consultants

121 Greenwich Rd.,Suite 209
C h a rl o t t e, NC 28211
P h . 7 0 4 - 3 6 2 - 5 2 1 1
d rs im o n @ min d s p ring . c o m
w w w. d rm s im o n . c o m
D r. Murray Simon

Daniel Research Group

49 Hill Rd.,Suite 4
B el m o n t ,MA 02478
P h . 6 1 7 - 4 8 4 - 6 2 2 5
s d a ni el @ e a rt h lin k . n e t
h t t p : / / h o m e . e a rt h lin k . n e t / ~ s d a ni el
S t eve Daniel

1000 se s s ions since 1985

D a ni el Rese a rch Gro u p, a full-service marke t
r e se a rch fi rm de s ig ning and exe c ut ing st u di e s
a m o ng users and buyers of in fo rm a t ion technol-
o gy pro d u cts and services worldw ide . Fo c u s
group st u dies employ our FOCUS/IT methodol-
o gy based on 20 ye a rs of ex p erience in de s ig ning
and conduct ing high technology focus groups in
t e c h ni c a l , c o m m ercial and consumer se g m e n t s .
Our Model Enabled Consulting Services apply
s o p hi sticated quantitative fo r e c a st ing
m e t h o l o l o gies to aid in making st ra t e gic and
t a ctical de s ig n , de v el o p m e n t , m a rke t ing and
sales de ci s io n s .

Frances Darpino Consulting

103 Earlington Rd.
H a v ert ow n , PA 19083
P h . 6 1 0 - 4 4 9 - 7 3 8 2
f j d a rp in o @ c o m c a st . n e t
Frances Darpino

1000+ se s s ions since 1982

Frances Darp ino Consulting has ov er 20 ye a rs of
ex p erience in business and consumer rese a rc h ,
n a t io n w ide and gl o b a l , s p e ci a li z ing in pharm a-
c e utical and medical pro d u ct s . S ervices in c l u de
focus groups and in - depth in t erviews in pers o n
and via tel e c o n f er e n cing , p roviding in t u i t ive and
in - depth analy s i s , and act io n a ble results.

Data & Management Counsel, I n c .

428 Exton Commons
E x t o n , PA 19341
P h . 6 1 0 - 5 2 4 - 7 9 0 0
d a t a m ng t @ a o l . c o m
Bill Ziff-Lev i n e

1000 se s s ions since 1985

D av i d s o n - Peterson A s s o c i a t e s

A Divi s ion of Digital Rese a rc h , I n c .
201 Lafayette Center
Ke n n e b u n k , ME 04043-1853
P h . 2 0 7 - 9 8 5 - 1 7 9 0
k a r e n . p e t ers o n @ digi t a l r e se a rc h . c o m
w w w. d p a o n lin e . c o m
Karen Pe t e r s o n

976 se s s ions since 1974
Jane Mount

106 se s s ions since 1990

D a vid s o n - Pe t erson Associates (DPA) has been
p roviding di r e ct ion in tra v el and tourism sin c e
1 9 7 4 . Both Ms. Peterson and Ms. Mount have
conducted focus groups in the areas of attrac-
tions development, advertising message devel-
opment, and establishing travel destination
imagery. DPA also provides a full range of
quantitative research services.
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Decision Analysis

12400 Wilshire Blvd., Suite 1455
Los Angeles, CA 90025
Ph. 310-979-0999
info@decision-analysis.com
www.decision-analysis.com
Richard Gabriel

475 sessions since 1988

Decision Analyst, Inc.

604 Avenue H East
Arlington,TX 76011-3100
Ph. 817-640-6166 or 800-262-5974
jthomas@decisionanalyst.com
www.decisionanalyst.com
Jerry W.Thomas

5000 sessions since 1969
Andrezej Osiatynski

5000 sessions since 1979
Melanie Lobo

450 sessions since 1998
Roger Wallace

50+ sessions since 2001

From in-person focus groups and depth inter-
views to ethnography and laddering tech-
niques, Decision Analyst delivers highly analyt-
ical and decision-oriented insights. Decision
Analyst offers both in-person and online quali-
tative research services. In-person services
include: focus groups, sensitized groups, dyadic
and triadic interviews and depth motivational
studies. Decision Analyst is a world leader in
online qualitative research: time-extended
online focus groups, time-extended depth inter-
views, online ethnography and online pseudo-
depth interviews.
(see advertisement on p. 17)

DecisionTrack

5 Penny Lane
Lititz, PA 17543
Ph. 717-625-3632
dectrack@ptd.net
www.decisiontrack.net
Dan F. Duda

100+ sessions since 1986

DeNance & Associates

625 N. 137th St.
Seattle,WA 98133
Ph. 206-417-1538
adenance@earthlink.net
Andrew DeNance

1000+ sessions since 1995

DeNance & Associates designs insightful qual-
itative research and provides strategic direc-
tion in: developing brand/product image and
positioning, identifying usage and purchase
decision dynamics and motivations, assessing
and evaluating advertising and public relations
campaigns, and pre and post quantitative in-
depth exploration. Andrew DeNance, princi-
pal/senior qualitative consultant.

D evelopment II, i n c .

107 Middle Quart er
P. O .B ox 992
Wo o d b u ry, CT 06798
P h . 2 0 3 - 2 6 3 - 0 5 8 0
in fo @ de v el o p m e n t 2 . c o m
w w w. de v el o p m e n t 2 . c o m
S t eve Lew i s

500+ se s s ions since 1980

Ruth Diamond Market Research Services

B o u l e vard Mall
770 Alberta Dr.
B u f f a l o, NY 14226
P h . 716-836-1110 or 716-836-1111
R D M K T R S C H @ a o l . c o m
w w w. rut h di a m o n d . c o m
H a r vey Po do l s ky

Bette Dickinson Research,I n c .

7468 Marin er Dr. N .
Maple Grov e, MN 55311-2611
P h . 7 6 3 - 4 2 0 - 4 3 8 5
Bette Dickinson

1000+ se s s ions since 1968

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
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
Robert Fi c h t n e r

175 se s s ions since 1991

D i gital Research,I n c .

201 Lafayette Center
Ke n n e b u n k , ME 04043-1853
P h . 2 0 7 - 9 8 5 - 7 6 6 0
b o b. d o min e @ digi t a l r e se a rc h . c o m
w w w. digi t a l r e se a rc h . c o m
Bob Cuznes

575 se s s ions since 1985
Jane Mount

106 se s s ions since 1990
Karen Pe t e r s o n

976 se s s ions since 1974
Lori Cook

89 se s s ions since 1990

D igital Rese a rc h , I n c . ( D R I ) , has been providing
u nique pers p e ct ives in marke t ing rese a rch sin c e
1 9 9 2 . DRI offers four ex p erienced modera t o rs
wh o se work fo c u ses on consumer packaged
go o d s , health care, t o y s , and publi s hing . Our pro-
f e s s ionals serve the  quali t a t ive rese a rch needs
of a national client base .DRI also provides a full
ra nge of quantitative rese a rch services and is a
t w o - t ime EXPLOR Award win n er.

Direct Dialogue

Wil l ow House
Fr e s s ing fi eld Eye, S u f folk IP21 5PE
U nited King d o m
P h . 4 4 - 1 3 7 - 9 5 8 - 6 8 5 0
d a vid @ di r e ct di a l o gu e . n e t
w w w. di r e ct di a l o gu e . n e t
D avid Spenser

3000+ se s s ions since 1980

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
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
Tara Conroy

267 se s s ions since 1990

Directions Research Corp.

P. O .B ox 1731
Mason City, IA 50401
P h . 6 4 1 - 4 2 3 - 0 2 7 5
t h u l t c @ w il l ow t r e e . c o m
Tom T h u l

1500 se s s ions since 1980

D i s c overy - National Qualitative Netwo r k

C o rp o rate Offi c e
1061 E. I n di a n t own Rd.,Suite 204
Ju p i t er, FL 33477
P h . 561-748-0931 or 888-331-7779
p e t er b @ q u i c k t e st . c o m
w w w. di s c ov ery n q n . c o m
Shannon Kannenberg

20 se s s ions since 1995

D i s c overy Research

726 Las Trampas Rd.
L a f a ye t t e, CA 94549
P h . 9 2 5 - 2 8 3 - 8 2 1 6
D i s R s h @ a o l . c o m
Judith Coleman Cohen

400 se s s ions since 1985

D i s c overy Wo r k s , I n c .

12025 Paul Meadows Dr.
C in cin n a t i , OH 45249
P h . 5 1 3 - 4 8 9 - 1 8 8 7
j h ri e st er @ di s c ov ery w o rk s . n e t
w w w. di s c ov ery w o rk s . n e t
John Riester

1500+ se s s ions since 1991

S p e ci a li ze in health care in s u rance rese a rc h ;
ex t e n s ive ex p erience with groups and in - de p t h
in t ervi e w ing of bro kers , p roviders , e m p l o yers ,
and members . A l s o, have moderated many se s-
s ions with other areas of health care, in c l u ding
p h a rm a , m e dical equipment and hospitals. U se
c r e a t ive and in n ova t ive tools and techni q u e s ,
in c l u ding ethnogra p h y, to st imulate more ro b u st
l e a rning .

Disher Strategic Research,L L C

873 Fe n c h u rch Court
C in cin n a t i , OH 45230
P h . 513-226-4385 or 888-9-DISHER
d a v e @ di s h er. c o m
w w w. di s h er. c o m
D ave Disher

350 se s s ions since 1999

U s ing consumer in s ight to help solve marke t ing
p u z z l e s . O v er 20 ye a rs of quantitative and quali-
t a t ive rese a rch ex p eri e n c e .The majority of my
ex p erience is in in n ova t ion/new pro d u cts and
servi c e s / c o n c e p t s .
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D i s t i n c t i ve Marketing,I n c .

516 Bloomfi eld Av e .
M o n t c l a i r, NJ 07042
P h .9 7 3 - 7 4 6 - 9 1 1 4
d mi a s s o ci a t e s @ a o l . c o m
w w w. di st in ct iv e m k t g . c o m
Diane Spencer

100+ se s s ions since 1990
Maria Martinez

60+ se s s ions since 1997

F u l l - service market rese a rch company. P rovide s
both quali t a t ive and quantitative pharm a c e ut i-
cal and consumer rese a rc h . Our Amber
M u l t i c u l t u ral divi s ion speci a li zes in marke t ing
r e se a rch and st ra t e gy de v elopment for div erse
groups in c l u ding Hispani c s , A f ri c a n - A m eri c a n s
and Asians. B ilingual modera t o rs are ava il a bl e .

DMS Research

840 Larrabee St.,Suite 4209
Los Ang el e s , CA 90069
P h .888-214-2853 or 310-659-8732
j d ra p er @ d m s r e se a rc h . c o m
w w w. d m s r e se a rc h . c o m
John Draper

100+ se s s ions since 2000

DO Research

505 E. 79th St.
New Yo rk , NY 10021
P h .2 1 2 - 7 3 4 - 4 5 4 4
d o k r e n t @ a o l . c o m
Diane Okrent

1500+ se s s ions since 1976

Doane Marketing Research, I n c .

1807 Pa rk 270 Dr. , Suite 300
P. O . B ox 46904
S t .L o u i s , MO 63146
P h .216-491-9515 ex t . 2 1 1
d t u g e n d @ d o a n e m r. c o m
w w w. d o a n e m r. c o m
D avid M.Tu g e n d

200+ se s s ions since 1990
Louis Chave z

20 se s s ions since 2002

D a vid Tugend speci a li zes in modera t ing in - p er-
son and telephone groups of liv e stock and poul-
t ry pro d u c ers and veterin a ri a n s , pet ow n ers ,
h o rse ow n ers and companion animal veterin a ri-
a n s .Louis Chavez speci a li zes in modera t ing
groups of row cro p, ci t rus and vegetable pro d u c-
ers and supply de a l ers and di st ri b ut o rs .

Dodge Business Research Consulting

3109 W. 50th St.,# 3 1 1
M in n e a p o li s , MN 55410
P h .8 0 0 - 6 8 5 - 7 9 3 4
t o n y @ d o d g er e se a rc h . c o m
w w w. d o d g er e se a rc h . c o m
Tony Dodge

1000+ se s s ions since 1983

D o l o b ow s ky Qualitative Services,I n c .

94 Lincoln St.
Wa l t h a m , MA 02451
P h .7 8 1 - 6 4 7 - 0 8 7 2
r e va @ d o l o q u a l . c o m
w w w. d o l o q u a l . c o m
R eva Dolobow s ky

2000+ se s s ions since 1975

Dominion Marketing Research, I n c .

D o minion Marke t ing Rese a rc h , I n c .
C o m m erce Plaza I
2809 Emerywood Pkwy. , Suite 100
R i c h m o n d ,VA 23294
P h . 804-672-0500 or 804-672-1417
b a n a d f gi @ a o l . c o m
w w w. d o minio n fo c u s gro u p . c o m
Bana Bhagchandani

80 se s s ions since 1998

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

400 N. M i c higan Av e, Suite 800
C hi c a go, IL 60611-4148
P h . 3 1 2 - 8 6 3 - 7 6 0 0
in fo @ d o y l er e se a rc h . c o m
w w w. d o y l er e se a rc h . c o m
Susan Sweet

500+ se s s ions since 1995
Martha Rive r a

400+ se s s ions since 1997
Tom McGee

1000+ se s s ions since 1985
Carole Schmidt

750+ se s s ions since 1990
Christine Efken

750+ se s s ions since 1990
Lisa Clark

50+ se s s ions since 2002
Nan Burgess-Whitman

500+ se s s ions since 1997

Doyle Rese a rch Associates is an in n ova t ive qual-
i t a t ive rese a rch fi rm speci a li z ing in fo c u s
gro u p s , in - depth in t ervi e w s , o b serva t io n a l
r e se a rc h , and online rese a rch with both the gen-
eral population and Hispanic marke t s .We also
p rovide ide a t ion services among consumers
( k id s , teens and adults), p ro f e s s ionals and in t er-
nal teams. C a t e go ry ex p erience in c l u des fo o d
and bevera g e, food servi c e, p ersonal and home
c a r e, p h a rm a c e ut i c a l , t el e c o m m u ni c a t io n s , t o y s
and ga m e s , p u bli s hing , n o n - p ro fi t / s o cial issues,
m e dia and entert a in m e n t , and dura ble go o d s .
We have seven quali t a t ive consultants, each with
u nique skills and ex p eri e n c e, as well as a full-
t ime fi eld de p a rt m e n t . We pride ourselves on
p roviding clients with creativ e, c u stom rese a rc h
de s igns and act io n a ble analy s i s . D eliv era bl e s
ra nge from exe c ut ive summaries to in t era ct iv e
C D - R O M s .
(See advert i sement on p. 3 2 )

Richard J.D u b ow Consulting Services

(RJD Consulting Servi c e s )
67 Hemmelskamp Rd.
Wil t o n ,CT 06897
P h . 2 0 3 - 7 6 2 - 5 3 8 5
Richard J.D u b ow

100+ se s s ions since 1978

Duperreault Research

6 Dundee Mews
M e di a , PA 19063
P h . 6 1 0 - 3 5 6 - 4 4 3 0
m e di a p a @ a o l . c o m
Barbara T. D u p e r r e a u l t

1350 se s s ions since 1996

Ebel Marketing Group

6039 Beverly Hills Rd.
C o o p ers b u r g , PA 18036-1827
P h . 6 1 0 - 2 8 2 - 9 9 7 8
c e b el @ e p i x . n e t
Christopher J. E b e l

55 se s s ions since 1986

The Eisenmann Group

734 W.Wil l ow St.,# 1 W
C hi c a go, IL 60614-5151
P h . 3 1 2 - 2 5 5 - 1 2 2 5
E G ro u p @ j u n o . c o m
Au d r ey Eisenmann

800 se s s ions since 1978

EJF A s s o c i a t e s

311 Plaza St.
H e a ld s b u r g , CA 95448-4253
P h . 7 0 7 - 4 3 3 - 8 3 5 5
m rm a v e n @ e j f a s s o c . c o m
w w w. e j f a s s o c . c o m
E dward J.F l e s h

200+ se s s ions since 1990

Ellison Research

14804 N. Cave Creek Rd.
P h o e ni x , AZ 85032
P h . 6 0 2 - 4 9 3 - 3 5 0 0
ro n sel l ers @ el li s o n r e se a rc h . c o m
w w w. el li s o n r e se a rc h . c o m
Ron Sellers

900 se s s ions since 1988

A bby Ellison Research

D iv. Of EQR, I n c .
936 Fifth Av e . , Suite 7-A
New Yo rk , NY 10021
P h . 2 1 2 - 4 5 2 - 2 9 3 8
E Q R 2 @ a o l . c o m
A bby Ellison Kanarek

10,500 se s s ions since 1969

E N E R G I S T I C S

1822 N. L a ke Shore Dr.
C h a p el Hil l , NC 27514
P h . 9 1 9 - 9 3 3 - 0 6 1 4
s u s a n n a s s a r @ e n er gi st i c s . c o m
w w w. e n er gi st i c s . c o m
Susan Nassar

3000 se s s ions since 1987

E n e r gy Infuser

1123 W.Wa s hing t o n
C hi c a go, IL 60607
P h . 3 1 2 - 7 3 3 - 2 6 3 9
w w w. e n er gya n n ex . c o m
Kay A l l i s o n

1200 se s s ions since 1999

Epp Consulting

2 Candle Terrace S.W.
C a l ga ry, AB T2W 6G7
C a n a d a
P h . 4 0 3 - 2 0 1 - 2 5 8 3
l h e p p @ s h a w. c a
w w w. m e m b ers . s h a w. c a / l h e p p
Lois Epp

S ince 1989
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e Q u a l i t a t i ve R e s e a r c h . c o m

5499 N. Fe deral Hig h w a y, Suite P
Boca Raton, FL 33431
P h .561-988-7099 or 561-750-1123
f r e ngut @ e q rin c . c o m
w w w. e q rin c . c o m
Renee H. Fr e n g u t , P h . D .

2500+ se s s ions since 1978

EquiBrand Consulting

1100 Mora ga Wa y, 1 st fl
M o ra ga , CA 94556
P h .9 2 5 - 2 4 7 - 1 4 0 0
t im @ e q u i b ra n ding . c o m
w w w. e q u i b ra n d c o n s u l t ing . c o m
Tim Ko e l z e r

100+ se s s ions since 1990

Essential Resources,L L C

45 Pa rk Place S.,Suite 330
M o rri st ow n , NJ 07960
P h .9 0 8 - 8 3 2 - 6 9 7 9
e s s r e s o u @ n a 2 k . n e t
L u cy Mundo

100 se s s ions since 1996

E s s m a n / R e s e a r c h

100 E. G rand Av e . , Suite 340
Des Moin e s , IA 50309-1800
P h .5 1 5 - 2 8 2 - 7 1 4 5
m a il @ e s s m a n r e se a rc h . c o m
w w w. e s s m a n r e se a rc h . c o m
Denise Essman

100+ se s s ions since 1981

Eureka Fa c t s ,L L C

17 W. Je f f erson St.,Suite 5
R o c k vil l e, MD 20850-4201
P h .301-610-0590 or 866-MY- FA C T S
j o r g e @ e u r e k a f a ct s . c o m
w w w. e u r e k a f a ct s . c o m
Jorge Restrepo

100 se s s ions since 1994

Evans/McDonough Co.,I n c .

315 1st Av e . S . ,Suite 400
S e a t t l e,WA 98104
P h .2 0 6 - 6 5 2 - 2 4 5 4
in fo @ e va n s m c d o n o u g h . c o m
w w w. e va n s m c d o n o u g h . c o m
Don McDonough

200 se s s ions since 1989

E x p l o r a t i o n s

2207 W. A d dison St.
C hi c a go, IL 60618-6026
P h .7 7 3 - 4 7 2 - 3 7 1 0
s ga rt z m a n @ s b c gl o b a l . n e t
Sue Gartzman

S ince 1994

E ye Tr a c k i n g , I n c .

6475 Alva rado Rd.,Suite 132
San Diego, CA 92120
P h .6 1 9 - 5 9 4 - 0 3 7 0
in fo @ e ye t ra c k ing . c o m
w w w. e ye t ra c k ing . c o m
Sylvia Knust

700+ se s s ions since 1999
Cassie Dav i s

1000+ se s s ions since 1999

H ig h ly tra ined modera t o rs gu ide repsonde n t s
t h rough in t era ct ions with vi rt u a l ly any pro d u ct

in any envi ro n m e n t . R e s p o n dents are eye -
t ra c ked to de t ermine what elements they notice,
what they mi s s , and what di st ra cts them. R e a l -
t ime observa t ion of respondent eye mov e m e n t s
a l l ows for in - depth in t erviews by modera t o rs to
explore the why behind opinions and behavio rs .

Fa c Fi n d , I n c .

6230 Fa i rview Rd.,Suite 108
C h a rl o t t e, NC 28210-3253
P h . 704-365-8474 or 888-590-8073
Fa c Fin d @ a o l . c o m
w w w. f a c fin d . c o m
Sandra Barritt

1000+ se s s ions since 1985

Facts ‘n Fi g u r e s

15301 Ve n t u ra Blvd.
G a r den Office Bld g . B , Suite 500
S h erman Oaks, CA 91403
P h . 8 1 8 - 9 8 6 - 6 6 0 0
b o n ni e . p o n a m a n @ f a ct s n figu r e s in c . c o m
w w w. f a ct s n figu r e s in c . c o m
Bonnie Po n a m a n

500+ se s s ions since 1998

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

372 Central Pa rk W. , Suite 7N
New Yo rk , NY 10025
P h . 2 1 2 - 7 4 9 - 3 9 8 6
in fo @ f a der fo c u s . c o m
w w w. f a der fo c u s . c o m
Susan Fa d e r

2500+ se s s ions since 1988

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

1177 Louisiana Av e . , Suite 214
Win t er Pa rk , FL 32789
P h . 4 0 7 - 6 4 7 - 3 3 3 3
t h o r @ f a l k r e se a rc h . c o m
w w w. f a l k r e se a rc h . c o m
Thor Fa l k

1000+ se s s ions since 1989

The Family Research Group

300 W. P ratt St.,Suite 250
B a l t im o r e, MD 21201
P h . 4 1 0 - 3 3 2 - 0 4 0 0
b g @ o b a l t im o r e . c o m
w w w. o b serva t io n b a l t im o r e . c o m
Barbara Gassaw a y

1000+ se s s ions since 1986

Fearless Branding

2677 Lark in St.,Suite 301
San Fra n ci s c o, CA 94109
P h . 4 1 5 - 2 9 2 - 5 1 0 0
ro b ert @ f e a rl e s s b ra n ding . c o m
w w w. f e a rl e s s b ra n ding . c o m
Robert Fr i e d m a n

10 se s s ions since 2004

Feldman Research Lab

119 Cherry Lane
Te a n e c k , NJ 07666
P h . 2 0 1 - 8 3 3 - 9 6 0 7
ri c h @ r e se a rc h l a b. t v
w w w. r e se a rc h l a b. t v
Richard Fe l d m a n

250 se s s ions since 1985

Fine Insight, L L C

60 Wilder’s Pa s s
C a n t o n , CT 06019
P h . 8 6 0 - 6 9 3 - 2 3 6 2
j fin e @ fin e in s ig h t . c o m
w w w. fin e in s ig h t . c o m
Jeff Fi n e

486 se s s ions since 1986

Jeff Fine creates a focus group envi ronment in
which part i cipants feel secure revealing and di s-
c u s s ing their perc e p t io n s , a t t i t u des and emo-
t io n s .His ex p erience with Fo rtune 100 compa-
nies ra nging from Pro ct er & Gamble to Th e
H a rt fo r d , as well as with small and mid - s i ze
c o m p a ni e s , has led to ex t e n s ive ex p ert i se in a
b road ra nge of catego ries from ga ming to fin a n-
cial servi c e s .

First Insights

350 Seventh Av e . , Suite 1503
New Yo rk , NY 10001
P h . 2 1 2 - 9 2 6 - 3 7 0 0
in fo @ fi rst in s ig h t s . c o m
w w w. fi rst in s ig h t s . c o m
Lon Ta y l o r

500+ se s s ions since 1999

Fi rst Insights speci a li zes in usability test ing ,
e t h n o gra p hic st u di e s , c o n t extual in t ervi e w s ,
focus groups and heuri stic analy s i s .We’ve con-
d u cted rese a rch pro j e cts in a va riety of in d u s-
t ries and can offer complete pro j e ct manage-
ment to in c l u de : f a cility sel e ct io n , s c r e e n er
de v el o p m e n t , c r e a t ion of a moderator’s gu ide
and modera t ion in one-on-one gro u p, phone or
o n line se t t ing s .Our team pays careful attentio n
to underst a n ding your busin e s s , m a rke t ing or IT
o b j e ct ives and we always deliv er an easy to
u n derstand summary report .

First Research

1915 Drexel Rd.
P. O .B ox 21146
G r e e n s b o ro, NC 27420
P h . 3 3 6 - 6 9 1 - 8 1 0 0
g w fi rst rs h @ a o l . c o m
w w w. fi rst rs h . c o m
Gratia W r i g h t

2500+ se s s ions since 1987

Fischer Research A s s o c . I n c .

6100 Hid den Valley Dr.
D o y l e st ow n , PA 18901-9473
P h . 2 1 5 - 7 9 4 - 2 6 6 5
k l fi s c h er @ c o m c a st . n e t
Karen I. Fi s c h e r,P h . D .

2000 se s s ions since 1982

Linda Fitzpatrick Research Svcs.C o r p .

102 Foxwood Rd.
We st Nya c k ,NY 10994
P h . 8 4 5 - 3 5 3 - 4 4 7 0
in fo @ fi t z p a t ri c k m a rke t ing . c o m
w w w. fi t z p a t ri c k m a rke t ing . c o m
Linda Fi t z p a t r i c k

1000+ se s s ions since 1973
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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
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
Karen Flake

90 se s s ions since 1988

Anne Flanz Custom Marketing Research

343 Maple Av e .
Glen Elly n , IL 60137
P h .6 3 0 - 4 6 9 - 1 0 9 2
a fl a n z - c m r @ s p ry n e t . c o m
Anne Flanz

10000+ se s s ions since 1978

I have been providing cust o mi zed quali t a t iv e
m a rke t ing rese a rch solut ions for more than 20
ye a rs for both di r e ct - t o - c o n s u m er and busin e s s -
t o - b u s iness clients across a broad and va ri e d
ra nge of in d u st ri e s . My modera t ing skills are
in fo rmed and supported by 10 ye a rs as a clini c a l
p s y c h o l o gi st .Areas of speci a li z a t ion in c l u de but
are not limited to: new pro d u ct s , c o m m u ni c a-
t io n s / a d v ert i s ing , st ra t e gic positio ning and bra n d
im a g ery.

A n d r ew Fletcher Consulting Ltd.

25 Nga rimu Grove NGAIO
Wel lington 
New Zealand
P h .6 4 - 4 - 4 7 9 - 3 7 8 3
a n d r e w @ fl e t c h er. c o . n z
A n d r ew Fletcher

600 se s s ions since 1994

Flynn Consulting

322 Long view Blvd.
S t .L o u i s , MO 63122
P h .3 1 4 - 8 2 2 - 4 6 3 4
fly n n c o n s u l t @ w o rld n e t . a t t . n e t
Mike Flynn

2500 se s s ions since 1980

Focal Research

7071 Bayers Rd., Suite 326
H a li f a x ,NS B3L 2C2
C a n a d a
P h .9 0 2 - 4 5 4 - 8 8 5 6
fo c a l @ fo c a l r e se a rc h . c o m
w w w. fo c a l r e se a rc h . c o m
Heather Marriott

100+ se s s ions since 1985

Focus Latino

1617 Cabinwood Cov e
Au st in ,TX 78746
P h .5 1 2 - 3 0 6 - 7 3 9 3
g c a fo c u s l a t in o @ a u st in . rr. c o m
Guy C.A n t o n i o l i

1230 se s s ions since 1996
Beatriz Noriega

1458 se s s ions since 1978
Guy C.Antonioli II

72 se s s ions since 2002

E st a blished 1996. S p e ci a li z ing in Hispanic qual-
i t a t ive consumer rese a rc h . B ilingual and bicul-

t u ra l , we moderate in Spanish or Engli s h .
B e a t riz - a psychologi st ; Guy - a seasoned mar-
ke t ing , a d v ert i s ing and rese a rch pro f e s s io n a l ,
both have ex t e n s ive ex p erience work ing in US A ,
M exico and Latin Ameri c a ; and Guy II - a 2002
c o m m u ni c a t ions graduate from the Univ ersity of
Tex a s , has proven most va l u a ble conduct ing pro-
j e cts with yo u ng er target audi e n c e s . Our com-
b ined areas of ex p ert i se and option of female or
male modera t o rs enable us to better uncov er
c o n s u m er in s ights and provide va l u e - a d ded rec-
o m m e n d a t io n s ; and offer clients cost and tim e
e f fi ci e n cies when conduct ing pro j e cts among
va rious ethnic se g m e n t s .

Focus on Fo o d

6679 Peachtree Indust rial Blvd., Suite M
N o rc ro s s , GA 30092
P h . 770-300-0168 or 888-300-0467
c a ri @ fo c u s o n fo o d . c o m
w w w. fo c u s o n fo o d . c o m
Mark Michelson

2000+ se s s ions since 1984

For consumer- d riven concept de v el o p m e n t ,
Focus on Food per fo rms your pro j e ct with st a t e -
o f - t h e - a rt facilities and world-class servi c e .
S p e ci a li z ing in full-service food and bevera g e -
r elated pro j e cts featuring commercial kitchens
with an ex t e n s ive li st of on-site equipment.
E x p ert at dril ling down and homing in to deliv er
u s a ble de ci s io n - m a k ing data for pro d u ct and
concept de v el o p m e n t , a d v ert i s ing campaig n s ,
and positio ning st a rt e gi e s . E x c ellent location fo r
div erse de m o gra p hic recru i t ing . Q u a li t a t iv e
focus groups or one-on-ones, q u a n t i t a t ive tast e
t e st s / C LT ' s , on-site in t ercept surv e y s , I n t ern e t
o n line surv e y s , t elephone surv e y s , r e se a rc h
de s ign and protocol de v el o p m e n t , r e c ru i t ing ser-
vi c e s , m o dera t ion servi c e s , data tabulation and
s u m m a ry report s .

Focus One Research,L L C

110 Jones Lane, Suite C
F l ow o o d , MS 39232
P h . 6 0 1 - 3 6 2 - 8 8 1 0
in fo @ fo c u s 1 r e se a rc h . c o m
w w w. fo c u s 1 r e se a rc h . c o m
Linda Harmon

500+ se s s ions since 1985

Focus Po r t l a n d

4915 S.W. G ri f fith Dr. ,Suite 210
B e a v ert o n , OR 97005
P h . 5 0 3 - 3 5 0 - 4 8 2 9
in fo @ fo c u s p o rt l a n d . c o m
w w w. fo c u s p o rt l a n d . c o m
S t eve Boespflug

200+ se s s ions since 1993

Focus Research

235 Av e nida Santa Barbara , Suite B
San Clemente, CA 92672
P h . 9 4 9 - 3 6 9 - 0 2 2 6
Fo c u s j h @ a o l . c o m
Jeanne Harris

1000+ se s s ions since 1985

Focus Research & Marketing

P. O .B ox 356
Boys Tow n , NE 68010
P h . 4 0 2 - 4 9 1 - 0 4 0 8
fo c u s j o h n @ a o l . c o m
John Lee

1000 se s s ions since 1990

Focus Research,I n c .

5001 E.H w y. 190 Service Rd.,Suite B-5
New Orl e a n s , LA 70433
P h . 985-867-9494 or 985-867-9437
in fo @ fo c u s r e se a rc hin c . c o m
w w w. fo c u s r e se a rc hin c . c o m
Kirsty D.N u n e z

1750+ se s s ions since 1990

Focused Solutions

907 Monument Pa rk Cir.
Salt Lake City, UT 84108
P h . 8 0 1 - 5 8 2 - 9 9 1 7
b il l @ fo c u se d s o l ut io n s . n e t
w w w. fo c u se d s o l ut io n s . n e t
Bill Sartain

3000+ se s s ions since 1968

Fo l ey Research,I n c .

8535 SE Willock Rd.
O l a l l a ,WA 98359
P h . 2 5 3 - 8 5 8 - 8 0 7 4
c d fo l e y @ c e n t u ry t el . n e t
Carol D.Fo l ey, P h . D .

375 se s s ions since 1999

Foresight Research

640 W. U niv ersity Dr.
R o c h e st er, MI 48307
P h . 2 4 8 - 6 0 8 - 1 8 7 0
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
S t even Bruyn

200 se s s ions since 1983

John Fox Marketing Consulting

260 Northland Blvd.,Suite 308B
C in cin n a t i , OH 45246
P h . 5 1 3 - 7 7 1 - 3 6 9 9
Jo h n Fox M k t g @ a o l . c o m
w w w. j o h n fox m k t g . c o m
John Fox

300 se s s ions since 1984

Franklin Communications

200 Valley Rd.,Suite 405
M t . A rling t o n , NJ 07856
P h . 9 7 3 - 6 0 1 - 0 1 1 1
mi c h a el @ f c 4 r e se a rc h . c o m
w w w. f c 4 r e se a rc h . c o m
Michael Fr a n k l i n

500+ se s s ions since 1982

S p e ci a li sts in health care market rese a rc h .
C lients in c l u de major pharm a c e utical and equip-
ment manufact u r ers , a d v ert i s ing agenci e s , p ro-
f e s s ional medi c a l , n u rs ing and pharmacy publi-
c a t io n s , m e dical and nurs ing soci e t i e s . R x , OT C
and DTC ex p eri e n c e .

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 . 9 1 6 - 4 4 0 - 8 7 7 7
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
Jennifer Fr a n z

200+ se s s ions since 1985
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Frieden Qualitative Services

14802 Addison St.
S h erman Oaks, CA 91403
P h .8 1 8 - 7 8 9 - 6 8 9 4
ga ry t h e g @ a o l . c o m
Gary Fr i e d e n

1000+ se s s ions since 1984

F u r m a n s ky A s s o c i a t e s

3200 Madison Av e . , Suite B36
B rid g e p o rt , CT 06606
P h .2 0 3 - 3 7 4 - 3 7 2 0
h f u rm a n s k y @ s b c gl o b a l . n e t
H oward Furmansky

300 se s s ions since 1993

Furst Analytic Center, I n c .

3 Wa s hington Square Vil l a g e
New Yo rk , NY 10012
P h .212-228-1388 or 212-674-1072
ry p h o r @ a o l . c o m
S i d n ey C.F u r s t

14000+ se s s ions since 1962

Fyffe and Co.

3766 Spurs Ta il Rd.
A m erican Canyo n , CA 94903
P h .707-864-9550 or 415-378-7980
p f y f f e @ c o n c e n t ri c . n e t
Pamela Fyffe

200 se s s ions since 1985

FYI Research

1686 Oak St. N W
Wa s hing t o n , DC 20010
P h .2 0 2 - 2 1 3 - 3 3 1 4
r e b e c c a @ f u i r. c o m
w w w. f y i r. c o m
Heidi Solano

500 se s s ions since 2000

G2 Marketing Group

3270 Cold Spring Rd.
C h a rl o t t e s vil l e,VA 22903
P h .4 3 4 - 2 9 3 - 5 5 4 4
gg @ g 2 m a rke t ing . n e t
w w w. g 2 m a rke t ing . n e t
Gretchen Gehrett

350+ se s s ions since 1995

M a rke t ing rese a rch conducted by marke t ing
ex p erts deliv ers better results. Gretchen Gehrett
u ses her 20+ ye a rs of marke t ing ex p erience (VP
a d v ert i s ing / c o m m u ni c a t ions MCI,VP consumer
b a n k ing Chase Bank) in building bra n d s , c r e a t-
ing advert i s ing campaig n s , and grow ing pro fi t s
to conduct rese a rch that produces meaning f u l
r e s u l t s . Gretchen speci a li zes in service marke t-
ing and bra n ding .

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

520 Wa s hington Blvd, # 4 1 2
M a rina del Rey, CA 90292
P h .3 1 0 - 4 7 7 - 7 3 3 0
Martha Baker

300+ se s s ions since 1991

Gadbois Research

1013 Floral Av e .S . E .
G rand Rapid s , MI 49506-3432
P h .6 1 6 - 2 4 3 - 2 7 3 7
m a ry @ ga d b oi s r e se a rc h . c o m
w w w. ga d b oi s r e se a rc h . c o m
Mary Gadbois

250 se s s ions since 1998

Galli Research Services

3742 Bernard St.
C hi c a go, IL 60618
P h . 7 7 3 - 4 - S URV E Y
ga l li in c @ a o l . c o m
Joan Marks

2000+ se s s ions since 1980

Joan Marks has worked in marke t ing rese a rc h
for ov er 20 ye a rs .H er ex p ert i se centers on man-
a ging quali t a t ive rese a rch pro j e cts - modera t ing
focus groups and conduct ing one-on-one in t er-
views - turning cust o m er in s ights into act io n a bl e
m a rke t ing / c o m m u ni c a t ion st ra t e gi e s . I n d u st ry
ex p erience in c l u de s : b a n k ing / fin a n c e,
c a s in o / ga ming , C P G , health and beauty pro d-
u ct s , h o s p i t a l s , in fo rm a t ion technology, n o n -
p ro fi t , p h a rm a c e ut i c a l s , r e st a u ra n t s , r e t a il and
t el e c o m m u ni c a t io n s .

G a l l oway Research Services

4751 Hamilton Wolfe Rd.,Suite 100
San Antonio,TX 78229
P h . 2 1 0 - 7 3 4 - 4 3 4 6
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
J . Patrick Gallow a y

125+ se s s ions since 1998

Garcia Fontana Research

36 Ve n t u ra St.
Half Moon Bay, CA 94019
P h . 4 1 5 - 5 1 6 - 4 5 2 8
rm g fo n t a n a @ ya h o o . c o m
Rose Marie Garcia Fo n t a n a ,P h . D .

700 se s s ions since 1992

Garner Insight

1410 St.Paul St.
D e nv er, CO 80206
P h . 3 0 3 - 3 2 1 - 7 6 3 6
j e n @ ga rn erin s ig h t . c o m
Jennifer Garner

300+ se s s ions since 1998

G CA Consulting

1617 Cabinwood Cov e
Au st in ,TX 78746
P h . 5 1 2 - 3 0 6 - 0 7 1 7
ga n t o nio li @ a u st in . rr. c o m
Guy C.A n t o n i o l i

1230 se s s ions since 1996
Guy C.Antonioli II

72 se s s ions since 2002

E st a blished 1994, s p e ci a li z ing in quali t a t iv e
c o n s u m er rese a rch and st ra t e gic planning . O u r
goal is to help assure that marke t ing and adver-
t i s ing pro grams de v eloped are st ra t e gi c a l ly cor-
r e ct . G u y, a seasoned marke t ing , a d v ert i s ing and
r e se a rch pro f e s s io n a l , with 30 ye a rs of ex p eri-
ence – fi rst a cli e n t , n ext on advert i s ing agency
s ide and then as rese a rc h er; and Guy II, a 2002
c o m m u ni c a t ions graduate from the Univ ersity of
Tex a s , who has already proven most va l u a bl e
c o n d u ct ing pro j e cts with yo u ng er target audi-
e n c e s . Our areas of ex p ert i se and option of
mature or yo u ng er male moderator enable us to
b e t t er uncov er in s ights among consumers of di f-

f erent ages and provide va l u e - a d ded recommen-
d a t io n s .

The Gediman Research Group, I n c .

1 Valley View Dr.
S t a m fo r d , CT 06903
P h . 2 0 3 - 3 2 1 - 1 9 1 3
G e dim a n R e se a rc h @ w o rld n e t . a t t . n e t
L ewis M.G e d i m a n

3000+ se s s ions since 1975

Gendel Marketing Research Co.

14 Clinton Lane
Jeri c h o, NY 11753
P h . 5 1 6 - 9 3 8 - 2 6 9 5
h m g e n del @ o p t o n lin e . n e t
D r. H oward Gendel

5000 se s s ions since 1970

Genesis Marketing and Research, I n c .

1239 73rd St.,Suite E
Des Moin e s , IA 50311
P h . 5 1 5 - 4 5 7 - 7 4 8 4
e ng el ke n @ n e t in s . n e t
w w w. g e n e s i s m a rke t inga n d r e se a rc h . c o m
Dale W.E n g e l ko n

225 se s s ions since 1990

Genesis Research A s s o c i a t e s

10190 Oak Grove Dr.
D e s c a n s o, CA 91916
P h . 6 1 9 - 6 5 9 - 1 1 7 7
j e ni @ g e n e s i s r e se a rc h . n e t
w w w. g e n e s i s r e se a rc h . n e t
Jeni Sall

2000+ se s s ions since 1978

Geo Strategy Partners

1010 Huntcli f f, Suite 1350
A t l a n t a , GA 30350
P h . 7 7 0 - 6 4 2 - 4 9 5 9
m a rk t ow ery @ g e o st ra t e gy p a rt n ers . c o m
w w w. g e o st ra t e gy p a rt n ers . c o m
Mark Tow e r y

50 se s s ions since 1992

G i n gold Research

253 Willoughby Way We st
M in n e t o n k a , MN 55305
P h . 9 5 2 - 5 4 4 - 6 6 9 3
el gingo ld @ a o l . c o m
Elaine Gingo l d

1000+ se s s ions since 1990

Allison Glackin Market Research

320 Pleasant Hill Dr.
C in cin n a t i , OH 45215
P h . 5 1 3 - 7 6 1 - 1 8 7 5
gl a c k in @ a l u m ni . d u ke . e d u
Allison Glackin

1800 se s s ions since 1989

GMA Research Corp.

11808 Nort h rup Wa y, Suite 270
B el l e v u e,WA 98005
P h . 4 2 5 - 8 2 7 - 1 2 5 1
g m a 7 0 @ a o l . c o m
Don Morgan

2000+ se s s ions since 1975
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Mindy Goldberg A s s o c i a t e s , I n c .

13 Hid den Acres Dr.
Vo o r h e e s ,NJ 08043
P h .8 5 6 - 7 7 2 - 9 0 0 5
m ga min dy @ a o l . c o m
Mindy Goldberg, P h . D .

5000 se s s ions since 1980

Michael Goldberg Researcher

172 Mills Street
M o rri st ow n , NJ 07960
P h .9 7 3 - 6 5 6 - 9 5 4 1
mi ke go ld b er g @ o p t o n lin e . n e t
Michael Goldberg

100 se s s ions since 1983

The Golden Door

200 W. 20th St.,# 1 2 0 8
New Yo rk , NY 10011
P h .2 1 2 - 6 4 7 - 9 1 8 1
el e a n o r e w @ go lde n d o o r. n e t
w w w. go lde n d o o r. n e t
Eleanore We l l s

100+ se s s ions since 1990

Goldfarb Consultants Mex i c o

Bosque de Duraznos 75-205
Bosques de las Lomas
M exico City, DF 11700
M exi c o
P h .52-555-596-4040 or 52-555-596-4050
go ld f a r b m exi c o @ go ld f a r b c o n s u l t a n t s . c o m
w w w. go ld f a r b c o n s u l t a n t s . c o m
Mario Martinez A z u a r a

1100 se s s ions since 1995

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

804 Arc a dia Place
R iv er Va l e, NJ 07675-6103
P h .2 0 1 - 3 9 1 - 0 9 8 8
W G 4 0 8 1 @ a o l . c o m
S t eve Lackow

1000+ se s s ions since 1980

Goldstein/Krall Marketing Resources, I n c .

P. O . B ox 3321, R idgeway Statio n
25 Third St.
S t a m fo r d , CT 06905
P h .2 0 3 - 3 5 9 - 2 8 2 0
in fo @ go ld k ra l l . c o m
w w w. go ld k ra l l . c o m
Fred Goldstein

5500 se s s ions since 1975

Good Karma Consulting, I n c .

116 Fo r e st Knoll Dr.
E l k t o n ,MD 21921
P h .4 1 0 - 3 9 2 - 4 4 2 9
c a r e y @ go o d k a rm a c o n s u l t ing . c o m
w w w. go o d k a rm a c o n s u l t ing . c o m
C a r ey Rellis

500 se s s ions since 1998

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

113 E. E vans St.
We st Chest er, PA 19380-2600
P h .6 1 0 - 4 3 6 - 9 7 7 8
Dick Gorelick

100 se s s ions since 1980

Graff Group

10178 Phaeton Dr.
E den Pra i ri e, MN 55347
P h . 9 5 2 - 8 2 9 - 4 6 4 0
c a ro l @ gra f f gro u p . c o m
w w w. gra f f gro u p . c o m
Carol Graff

150+ se s s ions since 1992

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 . 2 0 5 - 4 4 3 - 5 3 9 9
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
Jim Jager

1000 se s s ions since 1997

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

4100 Todd Blvd.
M o b il e, AL 36619
P h . 251-443-5879 or 877-879-5879
G ra n t Ju ry @ a o l . c o m
Bernadette Grant, P h . D .

400 se s s ions since 1983

Gray Area Research

155 Lafayette Av e . ,B ox 4-B
B ro o k ly n , NY 11238
P h . 7 1 8 - 9 3 5 - 9 3 8 5
t gra y m a n @ e a rt h lin k . n e t
Tom Grayman

200 se s s ions since 1999

Harriet Grayson & A s s o c i a t e s

1304 Midland Av e . ,B 3 4
Yo n kers ,NY 10704
P h . 9 1 4 - 3 2 5 - 5 4 0 4
f u n d ra i s ing @ c a r e 2 . c o m
Harriet Grayson

100+ se s s ions since 1984

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
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
Lori M.D i x o n ,P h . D .

600 se s s ions since 1990

Lynn Greenberg A s s o c i a t e s

36 Country Ridge Rd.
S c a rs d a l e, NY 10583
P h . 9 1 4 - 7 2 3 - 3 1 2 1
l ga r e se a rc h @ c s . c o m
w w w. ly n ngr e e n b er g . c o m
Lynn Greenberg

5000+ se s s ions since 1979

G r e e n field Consulting Group

A Mil lward Brown Company
274 Riv ers ide Av e .
We st p o rt , CT 06880-4807
P h . 2 0 3 - 2 2 1 - 0 4 1 1
in fo @ gr e e n fi eld gro u p . c o m
w w w. gr e e n fi eld gro u p . c o m
A n d r ew Greenfi e l d

1000+ se s s ions since 1983

GRF Marketing, L t d .

680 N. L a ke Shore Dr.
C hi c a go, IL 60611-4402
P h . 3 1 2 - 9 1 5 - 0 0 9 5
gr f m a rke t ing @ a m eri t e c h . n e t
w w w. se nio rse s s io n s . c o m
Gail Fudemberg

1000 se s s ions since 1985

G R F I ,L t d .

400 E.Randolph Dr. , Suite 700
C hi c a go, IL 60601
P h . 3 1 2 - 8 5 6 - 1 4 4 4
h go r d o n @ gr fil t d . c o m
w w w. gr fil t d . c o m
H oward L.G o r do n

750+ se s s ions since 1980

Grieco Research Group, I n c .

7462 N. Figu eroa St., # 2 0 0
Los Ang el e s , CA 90041
P h . 3 2 3 - 2 5 4 - 1 9 9 1
G R G I N C @ a o l . c o m
w w w. gri e c o r e se a rc h . c o m
Joe Grieco

7000+ se s s ions since 1970

Group EFO Limited

8324 Mid night Pa s s
S a ra s o t a ,FL 34242
P h . 9 4 1 - 3 4 9 - 7 7 7 4
e d @ gro u p e fo . c o m
w w w. gro u p e fo . c o m
Ed Ogi b a

500 se s s ions since 1990

Group Wo r k s

861 San Ramon Wa y
S a c ra m e n t o, CA 95864
P h . 9 1 6 - 9 7 4 - 0 5 5 5
el l e n @ gro u p w o rk s o n lin e . c o m
w w w. gro u p w o rk s o n lin e . c o m
Ellen V. S c h a e f e r

S ince 1988

Groups Plus, I n c .

23 Hubbard Rd.
Wil t o n ,CT 06897
P h . 2 0 3 - 8 3 4 - 1 1 2 6
T L G @ gro u p s p l u s . c o m
w w w. gro u p s p l u s . c o m
Tom Greenbaum

3500 se s s ions since 1980

GTR Consulting

128 King St.
San Fra n ci s c o, CA 94107
P h . 4 1 5 - 7 1 3 - 7 8 5 2
ga ry @ g t rc o n s u l t ing . c o m
w w w. g t rc o n s u l t ing . c o m
Gary Rudman

1000+ se s s ions since 1991

Guangzhou Consumer Search Ltd.

Room 22-C,C e n t u ry Ba-Shi Building
398 Huai Hai Rd Mid d l e
S h a nghai 200020
C hin a
P h . 8 6 2 1 - 6 3 8 5 - 8 6 3 1
lw @ c s h k . c o m
w w w. c s h k . c o m
Larry Wo n g

150+ se s s ions since 1988
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Guide Post Research

21 Yo st Blvd.,Suite 202
P i t t s b u r g h ,PA 15221-5283
P h .4 1 2 - 8 2 3 - 8 4 4 4
G D E P ST @ a o l . c o m
Jay P. L a M o n d

1000+ se s s ions since 1972

Guidepath Research

2896 Highland Blvd.
M in n e a p o li s , MN 55364
P h .9 5 2 - 4 7 2 - 8 1 1 6
j im c h a m p l e y @ f ro n t i ern e t . n e t
w w w. gu ide p a t h r e se a rc h . c o m
Jim Champley

1294 se s s ions since 1978

The Guild Group,I n c .

8015 Shoal Blvd.,Suite 122
Au st in ,TX 78757
P h .512-328-6492 or 888-225-2399
w gu ild @ gld grp . c o m
w w w. gld grp . c o m
William Guild

1000+ se s s ions since 1982

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
gu l f vi e w r e se a rc h @ a o l . c o m
T i m o t hy Vi l l a r

581 se s s ions since 1996

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
gu l f vi e w r e se a rc h @ a o l . c o m
T i m o t hy Vi l l a r

581 se s s ions since 1996

D r.Au d r ey Guskey,Research Consultant

Duquesne Univ ers i t y
School of Business Admini st ra t io n
P i t t s b u r g h ,PA 15282
P h .4 1 2 - 3 9 6 - 5 8 4 2
gu s ke y @ d u q . e d u
w w w. b u s . d u q . e d u / f a c u l t y / gu s ke y
D r.Au d r ey Guskey

50+ se s s ions since 1987

Robert Hale & A s s o c i a t e s

6540 Lusk Blvd.,Suite C256
San Diego, CA 92121
P h .8 5 8 - 4 0 4 - 0 2 0 0
in fo @ ro b ert h a l e a s s o ci a t e s . c o m
w w w. ro b ert h a l e a s s o ci a t e s . c o m
Robert Hale

50 se s s ions since 1995

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

P. O . B ox 615
Blue Hil l ,ME 04614
P h .8 6 0 - 7 7 9 - 8 9 2 5
M a g gie Hannah

6000 se s s ions since 1975

Harbaugh A s s o c i a t e s

117 Wa t er St.
E xe t er, NH 03833
P h . 800-932-4249 or 603-775-9200
p hil . de a n @ h a r b a u g h a s s o ci a t e s . c o m
w w w. h a r b a u g h a s s o ci a t e s . c o m
Philip Dean

250 se s s ions since 1997

H a r dwick Research

8720 S.E.45th St.
M erc er Island,WA 98040
P h . 2 0 6 - 2 3 2 - 9 4 0 0
n a n c y @ h a r dw i c k r e se a rc h . c o m
w w w. h a r dw i c k r e se a rc h . c o m
N a n cy Hardw i c k

360+ se s s ions since 1990

Harker Research

1616 E.M il l b rook Rd., Suite 230
R a l e ig h ,NC 27609
P h . 9 1 9 - 9 5 4 - 8 3 0 0
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
Glenda Shrader Bos

500+ se s s ions since 1992

H A R P E R

9880 We st p oint Dr. , Suite 100
I n di a n a p o li s , IN 46256-3360
P h . 3 1 7 - 5 9 4 - 1 5 0 0
a l l a n @ m o r e f ro m u s . c o m
w w w. m o r e f ro m u s . c o m
Allan Ju l i a n

S ince 2001

Harris Interactive®

C o rp o rate Headquart ers
135 Corp o rate Wo o d s
R o c h e st er, NY 14623
P h . 877-919-4765 or 585-214-7949
in fo @ 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
Ben We r z i n g e r

200+ se s s ions since 1999

Harris Interactive®

101 Merritt 7 Corp o rate Pa rk
N o r w a l k , CT 06851
P h . 2 0 3 - 8 4 0 - 4 7 6 7
in fo @ h a rris in t era ct iv e
w w w. h a rris in t era ct iv e
Erin Morris

25+ se s s ions since 1999

Harris Interactive®

11 E. M ilton Rd., A p t . 2
B ro o k lin e, MA 02445
P h . 6 1 7 - 3 0 4 - 5 6 4 6
in fo @ 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
Matt Fo l ey

50+ se s s ions since 2002

Harris Interactive®

525 Greenfi eld Dr.
M a u m e e, OH 43537
P h . 4 1 9 - 8 9 3 - 5 1 3 9
in fo @ 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
Randy W h e e l e r

1700 se s s ions since 1987

Harris Marketing & Opinion Research

32 Cushing St.
P rovide n c e, RI 02906
P h . 4 0 1 - 4 2 1 - 8 0 0 8
ri h a rri s @ e a rt h lin k . n e t
Robert Harris

1000+ se s s ions since 1980

M . L .Harrison & Co.

2928 Vi sta Court
Villa Hil l s , KY 41017
P h . 859-341-0217 or 859-802-6289
Margaret Harrison-Wo l f e

500+ se s s ions since 1985

Hase/Schannen Research A s s o c i a t e s , I n c .

( H S R )

231 Clark s ville Rd.
P. O .B ox 2061
P rin c e t o n ,NJ 08543
P h . 6 0 9 - 7 9 9 - 3 9 3 9
h s r @ h s ra . c o m
w w w. h s ra . c o m
Elliot Schwartz

400 se s s ions since 1988

H awkins & A s s o c i a t e s

1234 Hudson Av e .
S t . H el e n a , CA 94574
P h . 7 0 7 - 9 6 8 - 9 7 1 2
h a w k m a n @ p a c b el l . n e t
John C.H aw k i n s

80+ se s s ions since 1999

H a y s m a r, I n c .

157 Apollo Cir.
Ju p i t er, FL 33477
P h . 5 6 1 - 7 4 7 - 9 9 1 5
b o b h a y s @ h a y s m a r. c o m
Robert D.H a y s , P h . D .

120 se s s ions since 1990

HDR Group

635 Mallard Rd.
Wa y n e, PA 19087-2346
P h . 6 1 0 - 9 6 4 - 8 5 5 5
h d ra s s b a c h @ h d r gro u p . c o m
Herb Rassback

400 se s s ions since 1988

Health Care Te s t i n g , I n c .

1503 Ve n t u ra Blvd.,# 5 0 0
S h erman Oaks, CA 91403
P h . 8 1 8 - 9 8 6 - 9 6 4 0
b o n ni e p o n a m a n @ f a ct s n figu r e s in c . c o m
w w w. f a ct s n figu r e s in c . c o m
Bonnie Po n a m a n

500+ se s s ions since 1998

Healthcare Pe r formance Consulting, I n c .

2321 Stockton Dr.
Green Cove Spring s , FL 32043
P h . 9 0 4 - 5 2 9 - 6 5 7 1
c o n s u l t ing @ c h a nging p er fo rm a n c e . c o m
w w w. c h a nging p er fo rm a n c e . c o m
Tom Mckeithen

300+ se s s ions since 1995
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Hebert Research,I n c .

13629 N.E. B ellevue-Redmond Rd.
B el l e v u e,WA 98005
P h .4 2 5 - 6 4 3 - 1 3 3 7
m lin k @ h e b ert r e se a rc h . c o m
w w w. h e b ert r e se a rc h . c o m
Michael J.L i n k

200+ se s s ions since 1997

Herrera Communications

28751 Rancho Cali fo rnia Rd., Suite 201
Te m e c u l a , CA 92590
P h .951-676-2088 or 866-676-2088
e h err era @ h err era - c o m m u ni c a t io n s . c o m
w w w. h err era - c o m m u ni c a t io n s . c o m
Enrique Herrera

250 se s s ions since 1984

P roven achievement in educational and marke t-
ing rese a rch based on quantitative and quali t a t iv e
a s sessment methodologi e s .Major focus on cro s s -
c u l t u ral communi c a t ion with emphasis on - but
not limited to - the Hispanic population in the
U nited States,L a t in America and the Cari b b e a n .
The methodologies we apply in c l u de focus gro u p s ,
o p inion surveys and in - depth in t ervi e w s .

Heskes & Partners Qualitative Research

Wi t t g e n st e inlaan 109
1062 KC Amst erdam 
N e t h erl a n d s
P h .3 1 - 2 0 - 6 1 7 - 9 0 - 9 7
in fo @ h e s ke s r e se a rc h . c o m
w w w. h e s ke s r e se a rc h . c o m
S joerd Heskes

S ince 1985

Hilker Research & Consulting, I n c .

395 Providence Oaks Circ l e
A l p h a r e t t a ,GA 30004
P h .6 7 8 - 3 3 9 - 0 4 4 0
whil ker @ b el l s o ut h . n e t
w w w. hil kerr e se a rc h . c o m
Walt Hilker

3500 se s s ions since 1987

Hispanic Focus Unlimited

303 W. Pa rk Av e .
P h a rr,TX 78577
P h .9 5 6 - 7 9 7 - 4 2 1 1
hi s p a ni c fo c u s @ a o l . c o m
w w w. hi s p a ni c fo c u s u n l t d . c o m
Ruben Cuellar

750 se s s ions since 1998

Hispanic Pe r s p e c t i ve s

64 Digital Dr.
N ova t o, CA 94949
P h .4 0 8 - 2 5 4 - 7 3 2 2
d l a y s @ q a r. c o m
w w w. q a r. c o m
Diana Layseca

35 se s s ions since 1999
Warren Pino

200 se s s ions since 1990

Th ere are few suppli ers who speci a li ze in
r e se a rc hing the opinions and attitudes of
A m erica’s Hispanic populatio n .Fe w er st ill are
t h o se who offer full-service quantitative and
q u a li t a t ive services in this arena and tru ly
u n derstand the subtleties of how to successfully
r e se a rch the Hispanic marke t . It is more than
s im p ly tra n s l a t ing a survey and hi ring a tel e-

phone in t ervi e w er who speaks the langu a g e . I t
t a kes cultural underst a n ding and pers p e ct iv e . I t
t a kes Hispanic Pers p e ct iv e s .

Hispanic Research Inc.

1 Spring fi eld Rd.
E a st Bru n s w i c k ,NJ 08816
P h . 7 3 2 - 6 1 3 - 0 0 6 0
in fo @ hi s p a ni c - r e se a rc h . c o m
w w w. hi s p a ni c - r e se a rc h . c o m
R i c a r do A .L o p e z

2000+ se s s ions since 1986
Otto J. R o d r i g u e z

500 se s s ions since 1999

H i s p a nic Rese a rch Inc. is a marke t ing consult-
ing fi rm that speci a li zes in the U.S.H i s p a ni c
m a rke t . It provides consulting services to busi-
n e s ses that intend to market their pro d u ct s
and/or services to the U.S.L a t ino communi t y.
The company speci a li zes in providing act io n a bl e
r e se a rch in fo rm a t ion and marke t ing gu id a n c e .

D avid Ho Fr e e l a n c e

Rm 3, 8th Flr, Blk G
66 Chung Hau Street
Ho Man Tin , Kowloon 200002
H o ng Ko ng
P h . 8 5 2 - 9 4 2 3 - 6 3 7 0
r e se a rc h @ d a vid h o c hin a . in fo
w w w. c hin a r e se a rc h . t ri p o d . c o m
D avid Ying Hon Ho

600 se s s ions since 1993

Hollander Cohen & McBride

22 We st Rd.,Suite 301
B a l t im o r e, MD 21204
P h . 4 1 0 - 3 3 7 - 2 1 2 1
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
Scott McBride

500+ se s s ions since 1985
Betty Sherbs

300+ se s s ions since 1990

Multiple hig h ly ex p erienced modera t o rs on st a f f
with ex p ert i se in many div erse in d u st ries in c l u d-
ing tel e c o m m u ni c a t io n s , fin a n cial servi c e s ,
health care, real estate de v el o p m e n t , malls and
s h o p p ing centers and on many div erse topics
in c l u ding bra n ding , p ro d u ct de v el o p m e n t , l o go
de v el o p m e n t , p ro d u ct potential and advert i s ing
e f f e ct iveness using in - p erson focus gro u p s , t el e-
p h o n e / I n t ernet focus goups and IDI’s.

Holleran Consulting

313 D Prim ro se Lane
M o u n t vil l e, PA 17554
P h . 8 0 0 - 9 4 1 - 2 1 6 8
l l e h m a n @ h o l l era n c o n s u l t . c o m
w w w. h o l l era n c o n s u l t . c o m
Lisa Lehman

200+ se s s ions since 1998

Leonard M. H o m e r, P h . D .

1116 Bering Dr. , Suite 8
H o u st o n ,TX 77057
P h . 3 3 6 - 2 5 3 - 4 6 6 8
l e o n a r d h o m er @ s b c gl o b a l . n e t
Leonard M. H o m e r, P h . D .

2000+ se s s ions since 1980

Wayne Howard & A s s o c i a t e s

415 W. Fo o t hill Blvd., Suite 115
C l a r e m o n t , CA 91711
P h . 909-624-5713 or 800-803-7296
in fo @ w a y n e h ow a r d . c o m
w w w. w a y n e h ow a r d . c o m
Wayne How a r d

300 se s s ions since 1984

More than 20 ye a rs of ex p erience in quali t a t iv e
r e se a rch and speci a li z a t ion in the health care
in d u st ry enables Wayne Howard and Associ a t e s
to provide the hig h e st quality focus group mod-
era t ing and IDI rese a rch for hospitals, h e a l t h
p l a n s , p h a rm a c e utical fi rm s , m e dical de vice sup-
p li ers and ad agenci e s / p u blic rel a t ions fi rm s
serving the health care in d u st ry. R e s p o n dent cat-
e go ries in c l u de physici a n s ,m e dical di r e ct o rs ,
p h a rm a ci st s , n u rse s , o t h er health care pro f e s-
s ionals and va rious catego ries of consumers and
e m p l o yer de ci s io n - m a kers .

The Howell Research Group

1758 Blake St.
D e nv er, CO 80202
P h . 3 0 3 - 2 9 6 - 8 0 0 0
h ow el l r e se a rc h @ a o l . c o m
D avid How e l l

1000 se s s ions since 1982

The HSM Group,L t d .

8777 E.Via de Ve n t u ra , Suite 188
S c o t t s d a l e, AZ 85258
P h . 4 8 0 - 9 4 7 - 8 0 7 8
b ro n ke s h @ h s m gro u p . c o m
w w w. h s m gro u p . c o m
Sheryl Bronkesh

2000+ se s s ions since 1984

Huberty Marketing Research

1924 Je f f erson Av e .
S t . Pa u l , MN 55105
P h . 6 5 1 - 6 9 8 - 9 3 9 5
t im @ h u b ert y r e se a rc h . c o m
Tim Huberty

1000+ se s s ions since 1985

Hudson Media Research

8119 W. E a stman Place, Suite 6-205
D e nv er, CO 80227
P h . 3 0 3 - 7 6 3 - 4 9 4 9
in fo @ h u d s o n m e di a r e se a rc h . c o m
w w w. h u d s o n m e di a r e se a rc h . c o m
Matt Hudson

400+ se s s ions since 1993

H u n t e r don Research & Consulting

511 Standish Pl.
S t e w a rt s vil l e, NJ 08886
P h . 9 0 8 - 7 6 3 - 3 3 3 9
h u n t er d o n r e s @ e a rt h lin k . n e t
Deborah Pasquarelli

500+ se s s ions since 1981
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The Hunter-Miller Group

1525 E. 53rd St.,Suite 605
C hi c a go, IL 60615
P h .7 7 3 - 3 6 3 - 7 4 2 0
p mil l er @ h u n t ermil l er gro u p . c o m
w w w. h u n t ermil l er gro u p . c o m
Pepper Miller

2000+ se s s ions since 1985
Bud McCullen

150 se s s ions since 1996

E t h nic market speci a li st Pe p p er Mil l er fo u n de d
The Hunter- M il l er Group (HMG), a consumer
r e se a rc h , trend analysis and marke t ing st a t e gy
c o m p a n y, in 1985 and since then, has been hel p-
ing Fo rtune 500 companies  understand how to
m a rket their pro d u cts and messages to the
A f ri c a n - A m erican marke t . Pe p p er’s in s ig h t s ,
p erc e p t ions and consumer behavior trend analy-
sis make her a sought-after rese a rch and plan-
ning consultant by major corp o ra t ions such as
A m erican Airlin e s , A l l st a t e, Fo r d , G e n era l
M o t o rs , G l a x o S mi t h K lin e, H a l l m a rk ,S t a t e
Fa rm ,Wells Fa r go, and the Chi c a go Symphony
O rc h e st ra . Pe p p er’s behavio ral and attitudin a l
in s ights about the Afri c a n - A m ercan market and
p a s s ion for her craft are being de v eloped as a
“ h ow - t o ” m a rke t ing book entitled What’s Black
A b o ut It? by Pe p p er Mil l er and Herb Ke m p ;
Pa ramount Market Publi s h ers Inc., w w w. p a ra-
m o u n t b o o k s . c o m .Launch date: Au gu st , 2 0 0 5 .

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

147 Columbia Tu rn p i ke, Suite 304
Florham Pa rk , NJ 07932
P h . 973-410-1076 or 973-410-1077
H y g e i a 2 @ a o l . c o m
w w w. h y g e i a m a rke t ing . c o m
Marianne Bange

500+ se s s ions since 1987

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 . 4 1 6 - 9 6 4 - 9 2 2 2
s o l ut io n s @ c m r e s . c o m
w w w. i fo p . c o m
Doreen Wo l p e r t

4000 se s s ions since 1980

i M o d e r a t e

3773 Cherry Creek N. D r. , Suite 927E
D e nv er, CO 80209
P h . 3 0 3 - 3 3 3 - 7 8 8 0
in fo @ im o dera t e . c o m
w w w. im o dera t e . c o m
Sonya Tu r n e r

100+ se s s ions since 2002

iModerate is a breakthrough online research
company whose innovation allows researchers
to incorporate real-time, in-depth, one-on-one
interviews with highly trained moderators into

an online survey. Our network of moderators
consists of experienced researchers adept at
leading interviews on a variety of different
subjects. Able to be used in conjunction with
most online data collection tools, the
iModerate solution provides deeper insights to
enhance quantitative data and broaden the
value of online surveys.
(See advert i sement on this page)

Improdir Marketing Research & Consulting

P r e s idente Mazarik #62-303 Colonia Po l a n c o
M exico City 11560
M exi c o
P h . 5 2 - 5 2 5 0 - 2 7 9 9
di e go @ im p ro di r. c o m
w w w. im p ro di r. c o m
G u s t avo Mendez-Ku h n

1000+ se s s ions since 1971

In Fo c u s

91 Riv erview Terra c e, # 1 0 8
B e ni ci a ,CA 94510
P h . 7 0 7 - 7 4 6 - 7 7 3 7
c h u c k whi t e in fo c u s @ s b c gl o b a l . n e t
Chuck W h i t e

1000+ se s s ions since 1970

In Focus Consulting

2327 Blueridge Av e .
Menlo Pa rk , CA 94025-6709
P h . 6 5 0 - 8 5 4 - 8 4 6 2
e c h a r d o n @ p a c b el l . n e t
Elena Chardo n - P i e t r i ,P h . D .
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In-Depth Research

2090 Vi st a zo East
Ti b u ro n ,CA 94920
P h .4 1 5 - 7 8 9 - 1 0 4 2
j a c o b @ in - de p t h r e se a rc h . c o m
w w w. in - de p t h r e se a rc h . c o m
Jacob Brow n

1000+ se s s ions since 1990

In-Depth Rese a rch speci a li zes in technology
m a rket rese a rc h .We understand technology,
wh e t h er it’s talking with IT managers about
a p p li c a t ion serv ers , d o ct o rs about di a g n o st i c
equipment or consumers about buying onlin e .
We use market rese a rch and st ra t e gic planning
to help our clients understand their target,
de v elop new pro d u cts and answer the marke t ing
q u e st ions that lie at the core of the technology
p u rc h a se de ci s io n . O f f ering focus gro u p s , in -
depth in t ervi e w s , o n line surv e y s ,Web site usabili-
ties and more. Full in t ern a t ional capabili t i e s .

Indiana Research Service, I n c .

5130 Potomac Dr.
Fo rt Wa y n e, IN 46835
P h .2 6 0 - 4 8 5 - 2 4 4 2
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
Chris Cage

53 se s s ions since 1998

Industrial Research Center

628 Bro o ke Lane, Suite 201
Glen Mil l s , PA 19342
P h .6 1 0 - 4 5 9 - 4 7 0 7
d o n h e il a l a @ a o l . c o m
w w w. in d u st ri a l r e se a rc h c e n t er. c o m
Don Heilala

800 se s s ions since 1984

I n for Medix Marketing Research, I n c .

477 E. B ut t er fi eld Rd.
L o m b a r d , IL 60148
P h .6 3 0 - 2 4 1 - 2 2 0 0
in fo rm e di x m r @ c s . c o m
S t even J.F u l l e r

500+ se s s ions since 1990

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 .5 0 3 - 6 4 4 - 0 6 4 4
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
S t eve Beospflug

200+ se s s ions since 1993

I n Focus Strategic Research

880 Chest n ut Lake Dr.
M a ri e t t a , GA 30068
P h .7 7 0 - 5 6 5 - 6 7 6 0
d r e yer g @ b el l s o ut h . n e t
Gary A .D r eye r

4000 se s s ions since 1985

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 . 8 0 0 - 8 4 8 - 0 2 1 8
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
Paul Lubin

75 se s s ions since 1987
Bill Yo u n g

250 se s s ions since 1982
D evon Hensleigh

87 se s s ions since 1996
Jack Geiger

38 se s s ions since 1997
Mitch T h o r n bu r g h

108 se s s ions since 1997
Sam Fleishman

35 se s s ions since 2000
Tony Roscelli

135 se s s ions since 1995
Krys Po s t m a

23 se s s ions since 2001
Cindy Po p i c h

21 se s s ions since 2002
Bill Logan

18 se s s ions since 1999

We are a marke t ing rese a rch fi rm providing
both full and fi eld/tab servi c e s .We deliv er both
q u a n t i t a t ive and quali t a t ive rese a rch and are a
l e a ding provider of market rese a rch in the
t el e c o m m u ni c a t io n s , B 2 B , in d u st ri a l , hig h - t e c h-
n o l o gy, fin a n cial and consumer goods marke t s .
B u s iness leaders around the world , and in all
in d u st ri e s , r ely on Info rma to ga t h er feedback,
o p inio n s , and competitive in fo rm a t ion on a wide
va riety of topics. Our modera t o rs are ex p eri-
e n c e d , w el l - t ra in e d , and in d u st ry - k n ow l e d g e a bl e
p ro f e s s io n a l s . In addi t ion to our modera t io n
servi c e s , we provide data collect ion and tabula-
t ion servi c e s , m a in t a in fully-equipped fo c u s
group facilities and tast e - t e st kitchens, and offer
m u l t i - city pro j e ct management. O f fices located
in Seattle, New Yo rk , Los Ang eles and Atlanta.
(See advert i sement on opposite page)

I n formation Matters,L L C
17 Chalst rom Dr.
New Orl e a n s ,LA 70123
P h . 5 0 4 - 7 3 8 - 0 0 7 0
p a m @ in fo - m a t t ers . c o m
w w w. in fo - m a t t ers . c o m
Pamela A .We g m a n

22 se s s ions since 1997

I n n ovation Fo c u s

111 E.C h e st n ut St.
L a n c a st er, PA 17602
P h . 7 1 7 - 3 9 4 - 2 5 0 0
I n n ova t io n @ in n ova t io n fo c u s . c o m
w w w. in n ova t io n fo c u s . c o m
Cara Wo o d l a n d

100+ se s s ions since 1999

i n n ovation Management
125 Tim b er hill Place
C h a p el Hil l , NC 27514
P h . 9 1 9 - 9 3 3 - 4 6 7 6
in fo @ in n ova t io n m a n a g e m e n t . c o m
w w w. in n ova t io n m a n a g e m e n t . c o m
Kevin Leibel

1000+ se s s ions since 1992

InQuest Consumer Insights & Planning Ltd.

342 East 32nd Av e .
Va n c o u v er, BC 
C a n a d a
P h . 6 0 4 - 6 8 3 - 4 0 7 3
j b eru b e @ in - q u e st . n e t
w w w. in - q u e st . n e t
Johanne Berube

100+ se s s ions since 1989

Inquire Market Research, I n c .

1801 E.E ding er Av e . , Suite 205
Santa Ana, CA 92705-4734
P h . 8 0 0 - 9 9 5 - 8 0 2 0
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 Minchow

350 se s s ions since 1985

Insight Fa c t o r y, L L C

2393 Indigo Harbour Lane
L e a gue City,TX 77573
P h . 2 8 1 - 5 3 8 - 8 0 3 3
li s a @ in s ig h t f a ct o ry l l c . c o m
w w w. in s ig h t f a ct o ry l l c . c o m
Lisa Christina Beck

25 se s s ions since 2002

I n s ight Fa ct o ry caters to in dividual needs - we
are ex p erienced in work ing from an idea’s fi rst
in c e p t ion through de s ig n , de v el o p m e n t , and onto
im p rovements for curr e n t ly marketed pro d u ct s .
With a full ra nge of servi c e s , I n s ight Fa ct o ry
h elps you conv ert in s ights into pro d u ct s , servi c e s
and ultim a t ely more pro fi t s .

Insight Research & Tr a i n i n g

87 Fra n cis St.,# 6
B ro o k lin e, MA 02446
P h . 6 1 7 - 5 6 6 - 6 7 2 5
w e n dy d o de k @ in s ig h t rt . c o m
w w w. in s ig h t rt . c o m
Wendy Dodek

400 se s s ions since 1991

From a Honolulu beach to a Buenos Aires fil m
school - Insight Rese a rch & Tra ining provide s
q u a li t a t ive rese a rch around the gl o b e .To va li-
date assumptions and explore the potential of a
p ro d u ct , we conduct focus gro u p s , exe c ut iv e
in t erviews and observa t ional assessments using
a network of hig h t ly - s k illed in de p e n de n t
r e se a rc h ers pro d u cing cost - e f f e ct ive in t ern a t io n-
al rese a rc h .

Insighting Ideas

966 San Simeon Dr.
C o n c o r d , CA 94518
P h . 9 2 5 - 2 8 8 - 9 2 9 3
w a y n e @ in s ig h t ing - ide a s . c o m
w w w. in s ig h t ing - ide a s . c o m
Wayne Cerullo

200+ se s s ions since 1979

Insights & Innov a t i o n s ,L L C

P. O .B ox 232
We st Chest er, OH 45071-0232
P h . 5 1 3 - 3 1 5 - 0 3 3 9
c d ga r d n er @ cin ci . rr. c o m
Claire Garnder

75 se s s ions since 1995
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Insights Marketing Group, I n c .

2512 Swanson Av e . , Suite 1A
M i a mi , FL 33133
P h .3 0 5 - 8 5 4 - 2 1 2 1
b el k i st @ in s ig h t s - m a rke t ing . c o m
w w w. in s ig h t s - m a rke t ing . c o m
Belkist E.P a d i l l a

1500 se s s ions since 1990
Gloria Cantens-Purchon

700 se s s ions since 1997

I n n ova t iv eS M r e se a rch from IMG combines in n o-
va t ion and quali t a t ive rese a rch to furt h er yo u r
inv e st m e n t . In addi t ion to tra di t ional and non-
t ra di t ional quali t a t ive rese a rch offering s , I M G
w o rks with you to combine consumer in s ig h t s
with creative marke t ing solut io n s . Our multicul-
t u ral solut ions in c l u de : I n s ig h t s M a xS M, a back-
room process for cli e n t s , I n s ig h t s P ro p elS M, a 30-
min ute post - group facilitated de b ri e f, a n d
I n s ig h t s L a bS M, a full-day facilitated st ra t e gi c
p l a n ning se s s io n .

I n s i g h t s , I n c .

546 Adel a ide St. N .
L o n d o n ,ON N6B 3J5
C a n a d a
P h .5 1 9 - 6 7 9 - 0 1 1 0
k a t h y @ in s ig h t s . o n . c a
Terry Green

1500+ se s s ions since 1982

Insite Media Research

31510 Anacapa View Dr.
M a li b u , CA 90265
P h .3 1 0 - 5 8 9 - 0 2 2 3
s c o t t @ t v s u rv e y s . c o m
w w w. t v s u rv e y s . c o m
Scott Ta l l a l

200 se s s ions since 1988

Intelligent Horizons, I n c .

1523 Horseshoe Tra il
C h e st er Spring s , PA 19425
P h .6 1 0 - 8 2 7 - 4 0 8 4
t o m l ut z @ in t el lig e n t h o ri zo n s . c o m
w w w. in t el lig e n t h o ri zo n s . c o m
Thomas Lutz

100+ se s s ions since 1988

We conduct focus gro u p s , in - depth in t ervi e w s ,
e t h n o gra p hi e s , and observa t ional rese a rch to
h elp clients achieve their business object ives and
im p rove business per fo rm a n c e . I n d u st ries repre-
sented in c l u de : a d v ert i s ing , a ut o m o t iv e, b a n k ing ,
c h e mical pro c e s s ing , c o m p ut er and el e ct ro ni c s ,
c o n s u m er packaged go o d s , e - c o m m erc e, e n t er-
t a in m e n t , fin a n cial servi c e s , food and bevera g e,
gov ern m e n t , health care, in d u st rial pro d u ct s ,
M & A ,m e di a , m e dical de vi c e s , mili t a ry, s m a l l -
b u s iness ow n ers , s p o rt s , and tra v el .

I n t e r a c t i ve Marketing & Research,I n c .

2108 South Blvd., Suite 201
C h a rl o t t e, NC 28203
P h . 7 0 4 - 3 7 4 - 1 3 3 3
r e se a rc h @ in t er- a ct iv e . c o m
w w w. in t er- a ct iv e . c o m
R i l ey Kirby

200+ se s s ions since 1980
Sarah Monks

25+ se s s ions since 2002
Erin Gallagher

100+ se s s ions since 1991

IMR’s team of focus group modera t o rs and
ide a t ion facili t a t o rs use tra di t ional and cut t ing -
edge techniques to unearth in n ova t ive solut io n s
for cli e n t s . Areas of ex p ert i se in c l u de bra n ding ,
c o n s u m er pro d u ct s , B 2 B , and pro d u ct concept-
ing . We ut ili ze proven methods to encoura g e
p a rt i ci p a t ion and achieve breakthrough thin k-
ing . W h e t h er you want conv e n t ional fo c u s
groups or new pro d u ct in n ova t io n , IMR wil l
de s ign a compel ling se s s ion for yo u .

Intercontinental Marketing Inve s t i g a t i o n s

P. O .B ox 2147
Rancho Santa Fe, CA 92067
P h . 8 5 8 - 7 5 6 - 1 7 6 5
b u n c h er @ imi r e se a rc h . c o m
w w w. imi r e se a rc h . c o m
Martin M. B u n c h e r

5000+ se s s ions since 1964

Inter-National Consulting Group,L L C

31 Berkeley Square
B erkeley Heig h t s , NJ 07922-2473
P h . 9 0 8 - 3 2 2 - 9 7 2 6
h a ld a u m e @ in c g . o r g
Hal Daume,P h . D .

5280 se s s ions since 1980

Into Research

P. O .B ox 1246
B el l vil l e, Cape Town 7561
S o uth Afri c a
P h . 2 7 - 2 1 - 9 1 0 - 0 3 5 5
j o y c o n ra di e @ x s in e t . c o . z a
Joy Conradie

20 se s s ions since 2000

I n Touch Resource Group,I n c .

6 Blosson Rd.
S u f f ern , NY 10901
P h . 8 0 0 - 3 4 9 - 6 8 4 9
e z u ker go @ i x . n e t c o m . c o m
E ve Zukergo o d

Inward Strategic Consulting

100 Wells Av e . , Suite 203
N e w t o n , MA 02459
P h . 6 1 7 - 5 5 8 - 9 7 7 0
a st e in m e t z @ in w a r d c o n s u l t ing . c o m
w w w. in w a r d c o n s u l t ing . c o m
Allan Steinmetz

1500+ se s s ions since 1978

Diane Iseman & A s s o c i a t e s

1118 Pendleton St.,Suite 400
C in cin n a t i , OH 45202
P h . 5 1 3 - 4 2 1 - 2 3 3 3
di a n e i se m a n @ s p rin t m a il . c o m
w w w. di a n e i se m a n . c o m
Diane Iseman

5000+ se s s ions since 1991

Diane Iseman & Associates has been providing
q u a li t a t ive rese a rch in s ights and new pro d u ct
ide a t ion for ov er 14 ye a rs , p a rt n ering with
major corp o ra t io n s , a d v ert i s ing agencies and the
p r e mi er consulting fi rms in the country. O u r
u nique Magic Wand Appro a c h™ sets consumers
at ease, gets their creative juices fl ow ing and
gets them talking! Our toolbox of pro p ri e t a ry
t e c h niques deliv ers in s ights that are gu a ra n t e e d
to be rich and deep li ke you’ve never heard
b e fo r e . Focus gro u p s , e t h n o gra p hic st u di e s , in -
depth in t ervi e w s , new pro d u ct ide a t io n , c o n c e p t
w ri t ing … e v ery pro j e ct is cust o mi zed to cli e n t
needs and rese a rch object iv e s . Diane Iseman &
A s s o ci a t e s … a ct io n a ble consumer in s ig h t s , in n o-
va t ive solut ions and busin e s s - b u ilding new ide a s .

ISM Global Dynamics

Fra n k f u rt er Stra s se 21/23
61476 Kro n b er g / im Taunus 
G erm a n y
P h . 4 9 - 6 1 7 3 - 9 2 4 8 0
in fo @ gl o b dy n . c o m
w w w. gl o b dy n . c o m
M r.Wulf Schlund

240 se s s ions since 1970

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
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
Peter McGuiness

200 se s s ions since 1990

Isurus Market Research

38 Cameron Av e . , Suite 250
C a m b rid g e, MA 02140
P h . 6 1 7 - 5 4 7 - 2 4 0 0
j m c n e il @ i s u ru s m rc . c o m
w w w. i s u ru s m rc . c o m
John M. C o l e

800 se s s ions since 1993

Jacobs Jenner & Ke n t

400 E.P ratt St.,Suite 800
B a l t im o r e, MD 21202
P h . 410-256-2206 or 410-256-5297
w a y n e j a c o b s @ j j k r e se a rc h . c o m
w w w. j j k r e se a rc h . c o m
Wayne Jacobs

4000 se s s ions since 1980

Wayne Jacobs is the CEO and di r e ctor of
r e se a rch for Ja c o b s , Je n n er & Ke n t , an in t ern a-
t ional marke t ing rese a rch company. Jacobs has
in d u st ry ex p ert i se in high technology, t ra de
s h ow s , h o s p i t a li t y, a d v ert i s ing / p u blic rel a t io n s ,
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a s s o ci a t ion management, real est a t e, health care
and new pro d u ct de v el o p m e n t . Jacobs moder-
ates approxim a t ely 200 focus groups per ye a r.

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

15827 Acorn Circ l e
Ta va ra s , FL 32778-9448
P h .3 5 2 - 3 4 3 - 9 2 0 0
j erry h a r dw i c h @ a o l . c o m
w w w. j erry h a r dw i c h . c o m
Jerry Hardw i c h

800 se s s ions since 1979

JFK Market Research

6705 Halstead Av e .
M o u n d ,MN 55364
P h .9 5 2 - 4 7 2 - 3 0 3 6
j e a n @ j f k m a rke t r e se a rc h . c o m
w w w. j f k m a rke t r e se a rc h . c o m
Jean Fa s c h i n g

200 se s s ions since 1990

jgmrc Ltd.

79 Coldharbour Road
We st b u ry Pa rk , B ri stol BS6 7LU
U nited King d o m
P h .4 4 - 1 1 7 - 9 1 4 - 4 9 2 1
j gu y j g m rc @ bl u e yo n der. c o . u k
Janice Guy

100+ se s s ions since 1988

B.W.Johnson Marketing Research, I n c .

471 S. 1840 W.
Cedar City, UT 84720
P h .4 3 5 - 5 8 6 - 8 1 7 7
b w j o h n s o n @ w e n e t . o r g
Bruce W.Jo h n s o n

1000 se s s ions since 1986

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

515 S. 700 E.,Suite 3H
Salt Lake City, UT 84102
P h .8 0 1 - 3 2 2 - 5 7 2 2
in fo @ d j a s u rv e y. c o m
w w w. d j a s u rv e y. c o m
Patricia Jo n e s

2500 se s s ions since 1980

25 ye a rs as a full-service rese a rch leader in
Utah and the Interm o u n t a in We st .S p e ci a li z ing
in telephone in t ervi e w s , focus gro u p s , f a c e - t o -
face in t ervi e w ing , in t erc e p t s , p ro d u ct feasibili t y
t e st ing , mock juri e s , l o ngi t u dinal st u di e s , a c c u-
rate report ing , st a t i stical analy s i s , and more.
C l o se to the airp o rt , d ow n t ow n , h o t el s , and free-
w a y s .P ro f e s s ional office building with free cov-
ered park ing . On-site CATI data collect ion cen-
t er. F u l l - service focus group facility in c l u ding :
se p a rate client and respondent entra n c e s , s k il l e d
r e c ru i t ing , and an ex p erienced modera t o r.
Fa cility rental ava il a bl e .

Doug Jones Research

2363 Wilderness Wa y, Suite 100
M a ri e t t a , GA 30066-5753
P h . 7 7 0 - 9 7 7 - 7 5 3 1
D o u g @ D J R e se a rc h . o r g
w w w. d j r e se a rc h . o r g
Doug Jo n e s

1500 se s s ions since 1977

JPK Research,I n c .

1761 22nd St. N .
A rling t o n ,VA 22209
P h . 7 0 3 - 5 1 6 - 4 4 4 7
j p k a t o s h @ j p k r e se a rc h . c o m
w w w. j p k r e se a rc h . c o m
John P.K a t o s h

1000 se s s ions since 1990

JRH Marketing Services, I n c .

29-27 41st Av e . , Pe n t h o u se
New Yo rk , NY 11101
P h . 7 1 8 - 7 8 6 - 9 6 4 0
j ro b h a rri s @ c s . c o m
J . Robert Harris

3500+ se s s ions since 1975
L l oyd J.H a r r i s

2500+ se s s ions since 1980

Our fi rm has been providing hig h - q u a lity quali t a-
t ive and quantitative rese a rch and consulting
services since 1975.We are reli a bl e, ex p eri-
e n c e d , a ct ive in in d u st ry associ a t io n s , and ni c e
people to work with. Our ex p erience is both of
d o m e stic and in t ern a t io n a l .W h e t h er it’s fo c u s
gro u p s , I D I ’ s , or any other quali t a t ive servi c e,
you can rely on us. Check out the rest but use
the best !

JRS Consulting,I n c .

1316 Grego ry Av e .
Wil m e t t e, IL 60091-3234
P h . 8 4 7 - 9 2 0 - 1 7 0 1
j e n n y. s c h a de @ j rs c o n s u l t ing . n e t
w w w. j rs c o n s u l t ing . n e t
Jenny Schade

3000 se s s ions since 1990

Just The Fa c t s , I n c .

P. O .B ox 365
M t . P ro s p e ct , IL 60056
P h . 8 4 7 - 5 0 6 - 0 0 3 3
s l b @ j t f a ct s . c o m
w w w. j u st t h e f a ct s . c o m
Bruce T i n c k n e l l

S ince 1984

Ju st The Fa ct s , I n c . is a hig h ly ex p erienced quali-
t a t ive rese a rch fi rm .We uncov er in s ig h t s , p er-
c e p t io n s , richness of in fo rm a t ion and st ra t e gi c
s o l ut ions clients need in gu iding their busin e s se s .
JTF achieves results and stays on track whil e
ide n t i f y ing critical in fo rm a t ion through our
s k illed focus group modera t ion techni q u e s .
C r e a t ive methods we use provide unique in s ig h t s
va l u a ble in each assig n m e n t . C lients are notably
c o m p lim e n t a ry of our ability to get the results
they need, when they need them. JTF works in a
w ide va riety of in d u st ries and catego ri e s : c o n-
s u m er, in d u st ri a l , servi c e s , m a n u f a ct u ring doc-

t o rs / n u rses-health care, e d u c a t io n , and advert i s-
ing are just a few ex a m p l e s . Call for furt h er
de t a il s .

Kahle Research Solutions Inc.

2241 Hil t o n ,Suite 2
Fern d a l e, MI 48220
P h . 2 4 8 - 5 4 1 - 6 2 0 0
r w k a h l e @ k a h l er e se a rc h . c o m
w w w. k a h l er e se a rc h . c o m
Bob Kahle,P h . D .

2000+ se s s ions since 1983

E st a blished 1994. Seasoned moderator with a
va riety of tools (tel e p h o n e, face to face, B B F G ,
t el e - depths) and techniques provides fundamen-
t a l ly sound, a ct io n a ble in fo rm a t ion every tim e .
B road network allows for completing multi-
m o dera t o r, c o m p l ex st u dies quickly. R e c e iv e
m e a ningful reports with pra ctical recommenda-
t io n s .Tough recru i t s , se n s i t ive topics, di f fi c u l t
s i t u a t io n s , de m a n ding clients wel c o m e d .

Kangs & Associates (Asia Pacifi c ) L t d .

# 3 2 0 6 , E n t ert a inment Bld g .
30 Queens Rd,
C e n t ral 
H o ng Ko ng
P h . 8 5 2 - 2 1 7 4 - 0 7 9 0
A n d r ew Hung

80+ se s s ions since 2002

Kangs & Associates (Singapore) Pte. L t d .

N o . 6 Battery Road #15-03
S ingapore 049909
S inga p o r e
P h . 6 5 - 6 5 3 3 - 0 7 9 0
in fo @ k a ng s . c o m
w w w. k a ng s . c o m
Hazel Park

800+ se s s ions since 1990

Karchner Marketing Research,L L C

202 Pa p er b i rch Driv e
C o l l e g e vil l e, PA 19426
P h . 6 1 0 - 4 8 9 - 0 5 0 9
mi ke @ k m rin s ig h t s . c o m
w w w. k m rin s ig h t s . c o m
Mike Karchner

1000 se s s ions since 1998
Helen Karchner

100 se s s ions since 2000

KMR deliv ers quali t a t ive marke t ing rese a rc h
that is on target, on budget, and on time with an
a n t i ci p a t iv e, c o n t ri b ut o ry, t hin k ing part n er wh o
u n derstands the challenges facing marke t ers
t o d a y.We gu a rantee your satisfact ion by opti-
mi z ing st u dy de s ign and exe c ut ion to ensure the
gr e a t e st possible contri b ut ion to learning , a n d
the hig h e st and best use of your marke t ing
r e se a rch dollar. KMR st rives for a se a m l e s s
ex p erience by main t a ining fl exi b ility and adapt-
ing to the pace of your world .
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R . H .Katz Consulting

94 Ta ra Dr.
E a st Hil l s , NY 11576-2724
P h .5 1 6 - 6 2 6 - 3 7 9 0
R H K C O N S @ a o l . c o m
Rita Katz

S ince 1987

Kaufman A s s o c i a t e s

6 Fennwood Dr.
A t h ert o n , CA 94027-3111
P h .6 5 0 - 3 2 3 - 3 9 7 0
k a u f m a n a s s o c @ ya h o o . c o m
Julie Kaufman

1000+ se s s ions since 1984

S p e ci a li z ing in quali t a t ive rese a rch for the med-
i c a l , p h a rm a c e utical and consumer pro d u ct
m a rke t s , with ov er 20 ye a rs of ex p eri e n c e .
E x p ert i se in concept test ing , p ro d u ct test ing and
a d v ert i s ing test ing , u s ing tra di t ional fo c u s
gro u p s , o n line bulletin-board focus groups and
in - depth in t ervi e w s . S ig ni ficant ex p erience with
q u a n t i t a t ive rese a rch as wel l .

Ursula Kauth Consulting

246 Corte Madera Av e .
C o rte Madera , CA 94925
P h .4 1 5 - 9 9 4 - 4 4 3 3
u rs u l a k a ut h @ s b c gl o b a l . n e t
Ursula Kauth

24 se s s ions since 2004

KCI Partners

2662 Oakmont
We st o n , FL 33332
P h .9 5 4 - 6 5 9 - 8 3 5 3
rk l a s s @ k l a s s c o n s u l t a n t s . c o m
w w w. k ci p a rt n ers . c o m
Richard Klass

20 se s s ions since 2001

Kendall Gay Consulting

741 Shorecrest Driv e
S a ra s o t a , FL 34232-2489
P h .800-861-7261 or 941-377-8620
in fo @ k g c - q u a li t a t iv e . c o m
w w w. k g c - q u a li t a t iv e . c o m
Kendall Gay

1439 se s s ions since 1992
Eric Swatek

468 se s s ions since 1999
Michele Swatek

241 se s s ions since 2000
A n d r ew Brow d e r

317 se s s ions since 2001
John A r c h e r, E s q .

32 se s s ions since 2003

Kendall Gay Consulting is a U.S.-based gl o b a l
q u a li t a t ive marke t ing rese a rch fi rm speci a li z ing
in health care. Our mi s s ion is to provide hig h -
q u a lity in s ights at a fair market value to hel p
c lients make more in fo rmed marke t ing de ci s io n s
for competitive adva n t a g e s .We conduct quali t a-
t ive rese a rch with ex c e p t ional skill based upon
ye a rs of ex p eri e n c e .We blend creativi t y, p ra ct i-
c a lity and market knowledge for cut t ing vi s io n
into the min d s , habits and values of your cus-

t o m ers .We are involved from the pro j e ct’s st a rt
to provide your brand team an effect iv e, a p p ro-
p riate methodological de s ign and act io n a bl e
r e s u l t s .

The Kensington Group, I n c .

911 E.86th St.,Suite 55
I n di a n a p o li s , IN 46240
P h . 3 1 7 - 2 5 2 - 5 7 4 4
Chris Eve r e t t

S ince 1975

Kerr & Downs Research

2992 Habersham Dr.
Ta l l a h a s se e, FL 32309
P h . 800-564-3182 or 850-906-3111
p d @ kerr- d ow n s . c o m
w w w. kerr- d ow n s . c o m
Phillip Dow n s ,P h . D

1000+ se s s ions since 1983

The most critical element of a focus group is the
m o dera t o r. D owns knows how to: 1) dig fo r
st ra t e gic va l u e, 2) get bel ow the surface, 3 )
focus on issues with st ra t e gic va l u e, and 4) sum-
m a ri ze it all in a bri e f, a ct io n a ble topline report .
He’s one of the best .

Kerr Marketing Consulting

1032 Arden Dr.
Villa Hil l s , KY 41017
P h . 8 5 9 - 3 4 1 - 3 9 8 4
c kerr @ f u se . n e t
Carol D.Ke r r

2000 se s s ions since 1990

Key Nugget Consulting

2300 Lincoln Pa rk W. , # 1 1 0 9
C hi c a go, IL 60614
P h . 7 7 3 - 8 0 5 - 4 8 3 1
gl o ri a . q u igl e y @ ke y n u gg e t . c o m
Gloria Quigley

100+ se s s ions since 1995

Key Nugg e t : the source for st ra t e gic in s ig h t .
S p e ci a li z ing in uncov ering the in s ights that hel p
b rands and busin e s ses thriv e . Areas of ex p ert i se
in c l u de : c o n s u m er and brand in s ig h t ; b rand posi-
t io ning and st ra t e gy ; c o m m u ni c a t ions ex p l o-
ra t io n ; new pro d u ct ex p l o ra t io n .With a wel l -
st o c ked quali t a t ive toolbox , we can tailor an
a p p roach to meet your needs.

Keystone Research, L L C

2300 Brookwood Dr.
F t . C o l lin s , CO 80525
P h . 9 7 0 - 4 1 6 - 0 7 9 6
k a t h y min er @ ke y st o n e - r e se a rc h . c o m
w w w. ke y st o n e - r e se a rc h . c o m
K a t hy Miner

54 se s s ions since 2001

The Kiemle Co.

P. O .B ox 25814
G r e e nvil l e, SC 29616
P h . 8 6 4 - 8 7 7 - 5 1 1 9
Fred W. K i e m l e

150+ se s s ions since 1980

K i n z ey & Day Qual.Market Research

1913 Huguenot Rd., Suite 301
R i c h m o n d ,VA 23235
P h . 8 0 4 - 3 7 8 - 2 0 6 0
R e y n k in ze y @ a o l . c o m
w w w. k in ze ya n d d a y. c o m
R eyn Kinzey

1500 se s s ions since 1990
Rebecca Day

3000 se s s ions since 1980

K in zey & Day is a proven quali t a t ive rese a rc h
fi rm .The two prin cipals have ov er 40 ye a rs of
c o m b ined ex p erience in all aspects of quali t a t iv e
m a rket rese a rc h .They have conducted thou-
sands of focus gro u p s , t ri a d s , dya d s , o n e - o n - o n e
in t erviews and ethnogra p hic st u dies thro u g h o ut
the country.The prin cipals pers o n a l ly de s ig n ,
manage and conduct all phases of each pro j e ct ,
f rom rese a rch de s ign through the final prese n t a-
t ion of fin ding s , c o n c l u s io n s , and recommenda-
t io n s .

Kirk Research Services, I n c .

3829 Atlantic Blvd.
Ja c k s o nvil l e, FL 32207
P h . 9 0 4 - 8 5 8 - 3 2 0 0
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
Paul A .Wa r n e r

2625 se s s ions since 1970

Patricia M.K i r m a yer Market Research

116 Fa i r fi eld Beach Rd.
Fa i r fi eld , CT 06824
P h . 2 0 3 - 2 5 9 - 6 4 0 3
p a t k rm @ a o l . c o m
Patricia M.K i r m a ye r

2500+ se s s ions since 1975

K i yomura-Ishimoto A s s o c i a t e s

1906 18th Av e .
San Fra n ci s c o, CA 941161246
P h . 4 1 5 - 5 6 6 - 3 6 0 3
n o rm @ k i a s s o ci a t e s . c o m
w w w. k i a s s o ci a t e s . c o m
Norman P. I s h i m o t o

200 se s s ions since 1986

KL Communications, I n c .

46 English Plaza, Suite 6
Red Bank, NJ 07701
P h . 7 3 2 - 2 2 4 - 9 9 9 1
k l c @ k l c o m . c o m
w w w. k l c o m . c o m
Sean Holbert

50 se s s ions since 1999

Kohlman A t l e e

6380 Elm Street, Suite 201
M c L e a n ,VA 22101
P h . 7 0 3 - 9 1 7 - 4 0 4 0
k ko h l m a n @ ko h l m a n a t l e e . c o m
w w w. ko h l m a n a t l e e . c o m
Kristine Ko h l m a n

100+ se s s ions since 1995

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



Kollman Research Services

1116 Fer d o n
Ann Arbor, MI 48104
P h .7 3 4 - 9 9 4 - 0 8 9 8
C o l l e e n ko l l m a n @ a o l
Colleen Dowd Ko l l m a n

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
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
G r e gory Chase

50+ se s s ions since 2001

Dale Kramer Research Consulting

68 Sout h gate Rd.
Mount Laurel , NJ 08054
P h .8 5 6 - 7 2 2 - 1 9 4 2
d a l e @ d a l e k ra m er. c o m
w w w. d a l e k ra m er. c o m
Dale A .K r a m e r

400+ se s s ions since 1980

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

129 Randlett Pa rk
We st Newton, MA 02465
P h .6 1 7 - 5 5 8 - 1 9 5 9
c k r e s s @ c k r e s se a rc h . c o m
Darleen E. K r e s s

300 se s s ions since 1991

Kress & Associates is a consulting fi rm for qual-
i t a t ive rese a rch which speci a li zes in new pro d-
u ct s / ide a s / st ra t e gies for consumers , p ro f e s s io n-
als and busin e s s - t o - b u s in e s s . C a p a b ili t i e s : fo c u s
gro u p s , depth in t ervi e w s , t elephone in t ervi e w s ,
s p e ci a li zed techni q u e s , o n line gro u p s / in t ervi e w s ,
o b serva t ional rese a rc h , u s a b ility rese a rc h , p er-
ceptual test ing .

Louise Kroot A s s o c i a t e s

4219 Matilija Av e .
S h erman Oaks, CA 91423
P h .8 1 8 - 7 8 8 - 8 3 8 3
l o u i se k @ s b c gl o b a l . n e t
Louise Kroot

3000+ se s s ions since 1975

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 .6 0 8 - 2 3 1 - 2 2 5 0
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
Gene Kroupa

800 se s s ions since 1979
Ellyn Sistrunk

200 se s s ions since 1994

C lients frequently tell us that we “ b ring a lot to
the tabl e .”They value our comfo rt a bl e, in t el li-
gent modera t ing style that reveals true feeling s
and behavio rs .Many of our referrals come fro m
o t h er modera t o rs who have used our recru i t ing
and host ing services for their gro u p s .We do
B2B and B2C pro j e ct s .

Ku bba Consultants,I n c .

2720 Riv er Rd.,Suite 200
Des Plain e s , IL 60018
P h . 8 4 7 - 2 9 6 - 1 2 2 4
E d Ku b b a @ a o l . c o m
w w w. k u b b a in c . c o m
Ed Ku bb a

100+ se s s ions since 1990

Richard Kurtz & A s s o c i a t e s

116 W. 23rd St.,Suite 500
New Yo rk , NY 10011
P h . 212-386-7615 or 917-301-8387
k u rt z @ z i p lin k . n e t
w w w. i f m - n e t w o rk . c o m
Richard Ku r t z

1000+ se s s ions since 1985

L & J Research

2101 Cumberl a n d
G l e n d o ra , CA 91741
P h . 3 1 0 - 9 6 8 - 4 8 0 6
l j r e se a rc hin c @ a o l . c o m
Lou Jacobs

225 se s s ions since 1982

Lamberts Consulting

Tra ut e n w o l f st ra s se 1
80802 Munich 
G erm a n y
P h . 4 9 - 8 9 - 3 8 8 6 - 9 3 3 7
eli z a b e t h @ l a m b ert s - c o n s u l t ing . c o m
w w w. l a m b ert s - c o n s u l t ing . c o m
Elizabeth Lamberts

300 se s s ions since 2001

Lana Porter Group

M a in Floor, 1177 Hornby St.
Va n c o u v er, BC V6Z 2E9
C a n a d a
P h . 6 0 4 - 6 8 9 - 7 3 0 0
l a n a @ l a n a p o rt er gro u p . c o m
w w w. l a n a p o rt er gro u p . c o m
D r. Lana E.Po r t e r

2000+ se s s ions since 1995

Lancaster Consulting Group

3521 Central Pa rk Blvd., 2nd fl o o r
L o u i s vil l e,TN 37777
P h . 865-379-7650 or 800-758-8071
l a n c o n @ i x . n e t c o m . c o m
Christopher W i s e

1000+ se s s ions since 1991

Carol Landers

11602 Manor House Lane
H o u st o n ,TX 77082
P h . 2 8 1 - 7 5 9 - 4 1 0 4
c l a n ders 2 @ h o u st o n . rr. c o m
Carol Landers

S ince 1989

Lauer Research,I n c .

7008 We st m o r eland Av e . , # B
Ta koma Pa rk , MD 20912
P h . 3 0 1 - 8 9 1 - 3 8 8 8
j im @ l a u err e se a rc h . c o m
Jennifer Jo h n s o n

40 se s s ions since 1998

L awrence Rubin A s s o c i a t e s , I n c .

9800D To p a nga Canyon Blvd. # 7 0 4
C h a t s w o rt h ,CA 91311
P h . 8 1 8 - 5 9 2 - 6 2 5 6
l a rry ru b in @ e a rt h lil n k . c o m
Larry Rubin

1000+ se s s ions since 1988

The Lazar Group

660 La Salle Place, Suite 203
H ighland Pa rk , IL 60035-3505
P h . 8 4 7 - 9 2 6 - 9 0 0 0
s l a z a r @ l a z a r gro u p . c o m
w w w. l a z a r gro u p . c o m
Susan Lazar

1500 se s s ions since 1985

Leduc Marketing, S t r a t e gy & Research Inc.

26 Avenue Dobie
M o n t - R o ya l , PQ H3P 1R8
C a n a d a
P h . 5 1 4 - 3 4 2 - 1 1 1 3
l o u i se . l e d u c @ l e d u c - m a rke t ing . c o m
w w w. l e d u c - m a rke t ing . c o m
Louise Leduc

2000+ se s s ions since 1980

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

143 Hoyt St.,# 7 N
S t a m fo r d , CT 06905
P h . 2 0 3 - 3 2 7 - 1 1 2 8
n o rm @ l e f erm a n a s s o ci a t e s . c o m
w w w. l e f erm a n a s s o ci a t e s . c o m
Norm Leferman

2000+ se s s ions since 1970

Hal Lefkowitz & Company

606 Solana Glen Ct.
Solana Beach, CA 92075-1420
P h . 8 5 8 - 2 5 9 - 2 8 0 0
h l e f kow i t z @ u c s d . e d u
Hal Lefow i t z

125+ se s s ions since 1980

Legendre Lubawin Marketing, I n c .

1172 St.M a t hi e u
M o n t r e a l , PQ H3H 2H5
C a n a d a
P h . 5 1 4 - 9 3 7 - 2 0 7 9
l u b a w in @ s y m p a t i c o . c a
Pierre Legendre

3600 se s s ions since 1974

Leger Marketing

507 Place D’Arm e s , Suite 700
M o n t r e a l , PQ H2Y 2W8
C a n a d a
P h . 5 1 4 - 9 8 2 - 2 4 6 4
in fo @ l e g erm a rke t ing . c o m
w w w. l e g erm a rke t ing . c o m
Daniel Meloche

250 se s s ions since 2002
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Leichliter A s s o c i a t e s , L L C

M a rket Rese a rch / Idea Devel o p m e n t
P. O . B ox 788 FDR Statio n
New Yo rk , NY 10150-0788
P h .2 1 2 - 7 5 3 - 2 0 9 9
l e i c h li t er @ a o l . c o m
w w w. l e i c h li t er. c o m
Betsy Leichliter

5000+ se s s ions since 1990

C u stom quali t a t ive and in t era ct ive rese a rch fo r
new pro d u ct s , servi c e s , e nvi ronments and ex p eri-
e n c e s .E x p ert network of U.S./global modera-
t o rs and speci a li st s . A ct io n a ble rese a rch wh e n ,
wh er e, and how you need it: face-to-face at
r e se a rch facilities or in contex t , or remotely vi a
desktop vide o c o n f er e n cing (“talking heads”),
o n line bulletin boards/fo ru m s , p h o n e / We b, o r
o t h er methods. Focus gro u p s , I D I s , u s a b ili t y,
o b serva t io n , idea genera t io n , concept cultiva t io n ,
a d vi s o ry panel s , o t h er custom solut io n s .
E st a blished 1990 by Betsy Leichli t er, S t a n fo r d
B A / M B A ,NYU marke t ing rese a rch in st ru ct o r.
M e m b er QRCA, U PA ,V S A . See why our cli e n t s
de s c ribe our services as “ m o dera t ing and much
m o r e .”

Leichter Research

P. O . B ox 1035
We i rs d a l e, FL 32195
P h .8 0 0 - 7 0 0 - 0 7 0 7
g e n e @ r e se a rc h . u s
w w w. r e se a rc h . u s
Gene Leichter

100+ se s s ions since 1986

Judith Lerner,P h . D . ,Consumer Insights fo r

M k t g .

16 W. 16th St.,Suite 14N-S
New Yo rk , NY 10011
P h .2 1 2 - 9 8 9 - 8 9 1 2
j u di t h . l ern er @ e a rt h lin k . n e t
Judith Lerner,P h . D .

1150 se s s ions since 1981

L evin and A s s o c i a t e s

1802 Tim b ermead Rd.
R i c h m o n d ,VA 23238
P h .8 0 4 - 7 5 4 - 3 4 2 6
l e va c @ c o m c a st . n e t
Bob Lev i n

200+ se s s ions since 1996

L e vin and Associates speci a li zes in gu iding the
c r e a t ive process and de v elopment of new pro d-
u cts for the health care and consumer pro d u ct
in d u st ri e s .We bring ex t ra o r din a ry ex p eri e n c e
f rom ide a t ion through market in t ro d u ct ion using
p roven quali t a t ive market rese a rch techni q u e s .
We offer national and regional capabili t i e s .

Maya Lev i n s o n ,P h . D .

3219 Coolid g e
Los Ang el e s , CA 90066
P h . 310-398-6344 or 310-890-2356
m a ya s l @ a o l . c o m
Maya Lev i n s o n

150 se s s ions since 2000

I n de p e n dent modera t o r, s p e ci a li z ing in kid
r e se a rc h . I conduct focus groups and in - h o m e
and in - store observa t ions and in t ervi e w s . C li e n t s
in c l u de Mattel , M G A ,To m y, C o m C h oi c e, D I C ,
Ko n a mi , U p p er Deck,Taco Bell and others . I
have worked in - h o u se at a toy company and ad
a g e n c y, and am familiar with their needs.

L ewis Consulting Inc.

P. O .B ox 91211
R a l e ig h ,NC 27675
P h . 9 1 9 - 5 1 8 - 0 5 4 9
j a m e s d l e w i s @ min d s p ring . c o m
James Lew i s

1500 se s s ions since 1979

LG Research,L L C

6 Rickland Dr.
R a n d o l p h , NJ 07869
P h . 9 7 3 - 3 6 1 - 4 3 8 2
l gr e se a rc h @ o p t o n lin e . n e t
Lila Goldstein

50 se s s ions since 

Lieberman Research Wo r l dw i d e

1900 Avenue of the Stars , 15th fl o o r
Los Ang el e s , CA 90067
P h . 3 1 0 - 5 5 3 - 0 5 5 0
d s a c k m a n @ l r w o n lin e . c o m
w w w. l r w o n lin e . c o m
Grant Robb

100+ se s s ions since 1990

L i e bling Associates Corp.

225 E.57th St.
New Yo rk , NY 10022
P h . 2 1 2 - 6 8 8 - 1 9 8 1
B A L i e bling @ a o l . c o m
w w w. li e blinga s s o ci a t e s . c o m
Barry A .L i e bl i n g

S ince 1974

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 . 8 0 1 - 4 4 6 - 4 0 0 0
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
Shannon Fletcher

100 se s s ions since 2002

Lightshed Group

142 W hitney Av e .
Los Gatos, CA 95030
P h . 4 1 5 - 6 4 0 - 7 7 9 5
in fo @ lig h t s h e d gro u p . c o m
w w w. lig h t s h e d gro u p . c o m
Roberto Lartigue

75 se s s ions since 1996

L i g u i S e a r c h , I n c .

315 New Street, Suite 301
P hil a del p hi a , PA 19106
P h . 2 1 5 - 9 2 3 - 5 2 8 7
in fo @ ligu i se a rc h . c o m
D avid Schellenberg

800 se s s ions since 1984

Gerald Linda & A s s o c i a t e s

2100 Fir St.,Suite 3000
G l e nvi e w, IL 60025
P h . 8 4 7 - 7 2 9 - 3 4 0 3
glin d a @ gl a - m k t g . c o m
w w w. gl a - m k t g . c o m
Gerry Linda

500+ se s s ions since 1978

GL&A is a marke t ing consultancy with core
c o m p e t e n cies in st ra t e gy, p l a n ning and rese a rc h .
B rand pers o n a lity is also a speci a l t y.
I n fo rm a t ion alone, h ow e v er, is without im p a ct ;
o n ly in t erp r e t a t ion provides levera g e .G L & A
ex c els at meaning f u l , in s ightful analy se s . As con-
s u l t a n t s , we use rese a rch and broad marke t ing
ex p erience to aid de ci s io n - m a k ing - a di f f er e n t i-
a t ing st r e ng t h .

Joel W.L i p s o n ,P h . D .

3264 11th Av e .W.
S e a t t l e,WA 98119
P h . 2 0 6 - 2 8 3 - 8 5 6 1
j o el @ j li p s o n . c o m
Joel Lipson,P h . D .

1000+ se s s ions since 1977

LitBrains - Igniting Ideas

4721 Bryant Ave S.
M in n e a p o li s , MN 55419
P h . 6 1 2 - 8 2 4 - 1 0 5 3
p a m @ li t b ra in s . c o m
w w w. li t b ra in s . c o m
Pam Goldfarb

100+ se s s ions since 2001

U n derst a n ding teen and kid culture is a plus, b ut
t ri a ngu l a t ing the response with a check-in with
parents makes the consumer ex p erience all the
more ri c h .With more than 15 ye a rs in marke t-
ing and rese a rc h , L i t B ra in s ’own Pam Gold f a r b
is ready to help your company. Call her fo r
u nique ideas of connect ing with this evo l ving and
im p o rtant group of consumers .

LK Research,I n c .

4920 Lincoln Av e .
E va n s vil l e, IN 47715
P h . 8 1 2 - 4 8 5 - 2 1 6 0
j k n a u f f @ l k r e se a rc h . n e t
w w w. l k r e se a rc h . n e t
James Knuff

100+ se s s ions since 1981
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Lohs Research Group

2170 W. Freeman Rd.
Pa l a t in e, IL 60067-4518
P h .8 4 7 - 3 5 9 - 0 6 0 6
l o h s rs c h @ a o l . c o m
Jan Lohs

S ince 1987

H ig h ly resourc e f u l , fl exi bl e, li ke a bl e, ex a ct ing ,
and ethi c a l . S o lid ex p erience in providing gu id-
ance for pro fi t a ble business de ci s io n s . Wel l
gro u n ded in tra di t ional quali t a t ive rese a rc h
m e t h o d s , and current with new appro a c h e s .
C o m mitted to 1) thoro u g h ly underst a n ding the
b u s iness situation that prompts the rese a rc h , 2 )
eli ci t ing de e p er levels of underst a n ding , and 3)
g e n era t ing critical in s ig h t s .

L o l l i Pop Research

P. O . B ox 28
Schooley’s Mountain , NJ 07870
P h .9 0 8 - 8 5 0 - 9 0 5 7
m u rp h y @ e c li p se . n e t
Keith Murphy

500+ se s s ions since 1983

Loran Marketing Group

505 N. L a S a l l e, Suite 575
C hi c a go, IL 60610
3 1 2 - 4 6 4 - 6 9 9 6
rva n e k @ l o ra n . n e t
w w w. l o ra n . n e t
R o byn Va n e k

1000 se s s ions since 1997
Lori Sheehan

3000 se s s ions since 1987
D e bbie Loeb

2000 se s s ions since 1993

L o ran Marke t ing Gro u p, fo rmed in 1988, is a
small group of marke t ing rese a rch consultants.
We conduct tra di t ional focus gro u p s , o n - s i t e / in -
home ethnogra p hi e s , t el e - de p t h s , o n lin e
r e se a rc h , and quali t a t ive panel s .We also con-
d u ct custom quantitative rese a rc h .We speci a li ze
in a va riety of pro j e ct types (target ex p l o ra t io n ,
b rand equity, p o s i t io ning , new pro d u ct de v el o p-
m e n t , a d v ert i s ing eva l u a t ion) and cust o mi ze our
a p p roach to the speci fic issues under considera-
t io n .We always consider the long - t erm im p li c a-
t ions of the rese a rch and provide rel e va n t ,
a ct io n a ble recommendatio n s .

Loretta Marketing Group

13935 S.W. 102 Court
M i a mi , FL 33176
P h .3 0 5 - 2 3 2 - 5 0 0 2
j im l o r e t t a @ b el l s o ut h . n e t
w w w. l o r e t t a gro u p . c o m
Jim Loretta

3000 se s s ions since 1985

LT Inc.

610 Garland Place
S t . L o u i s , MO 
P h . 3 1 4 - 9 9 4 - 0 7 7 7
s h a ro n l t in c @ a o l . c o m
w w w. l t c o n s u l t a n t s . c o m
Sharon Te t t e n h o r s t

1000 se s s ions since 1983

Lumina Business Solutions Limited

17-19 St. Albans Garde n s
Te d dington TW11 8AE
U nited King d o m
P h . 44-20-8977-3474 or 44-957-140-390
j u li a g @ l u min a - s o l n s . c o m
w w w. l u min a - s oin s . c o m
Julia Gartside-Spink

1000 se s s ions since 1980

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

2124 St. James Av e .
C in cin n a t i , OH 45206
P h . 5 1 3 - 9 6 1 - 2 1 2 4
s a l ly 1 1 @ i x . n e t c o m . c o m
Sally Lund

3500 se s s ions since 1986

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

P. O .B ox 285
L exing t o n , MA 02420-0003
P h . 7 8 1 - 8 6 1 - 2 0 1 1
e d n a l ut h er @ w o rld n e t . a t t . n e t
Edna Luther

50+ se s s ions since 1979

Joy Lynn Inc.

1685 Misty Riv er Run
R o s w el l ,GA 30076-4475
P h . 7 7 0 - 9 9 8 - 9 7 7 1
j l fi eld s @ j o y ly n n . c o m
w w w. j o y ly n n . c o m
Joy Lynn Fi e l d s

3000 se s s ions since 1989

M C Squared Consulting

120 Dennis Dr. , Suite 3
L exing t o n , KY 40503
P h . 800-370-6071 or 859-278-9299
m c 2 c o n @ min d s p ring . c o m
w w w. m c 2 c o n . c o m
Sam C. M c I n t o s h

S ince 1987

M G Z Research

5715 Silent Brook Lane
R o l ling Meadow s , IL 60008
P h . 8 4 7 - 3 9 7 - 1 5 1 3
M G Z i p p er @ a o l . c o m
Martha Garma Zipper

200 se s s ions since 1983

Grace E.M a d dox Associates Inc.

62 Douglas Av e .
To ro n t o, ON M5M 1G5
C a n a d a
P h . 4 1 6 - 4 8 2 - 8 6 4 5
g m a d d oxin c @ s y m p a t i c o . c a
Grace Maddox

2000+ se s s ions since 1992

MAFOS GmbH

I n st i t ut fuer Syst e mische Mark t fo rs c h u ng
Wa e h ring er Stra s se 18/Ber gga s se 1
1090 Vienna 
Au st ri a
P h . 4 3 - 1 - 4 7 9 0 - 2 1 1 0
w. w e i s s m a n n @ m a fo s . a t
w w w. m a fo s . a t
Werner We i s s m a n n ,MBA Dr.

300 se s s ions since 1995

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 . 3 1 9 - 3 7 7 - 7 3 4 5
j c o o k @ m a gid . c o m
w w w. m a gid . c o m
Bo Brock

100 se s s ions since 2000

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
ra j @ m s lin di a . c o m
w w w. m s lin di a . c o m
M r. Raj Sharma

500+ se s s ions since 2000

Management Insight Te c h n o l o gi e s

30 Tu rn p i ke Rd.,Suite 9
S o ut h b o ro u g h ,MA 01772
P h . 508-485-2100 or 877-875-0500
j a c k @ m g t in s ig h t . c o m
w w w. m g t in s ig h t . c o m
Jack Mandelbaum

100+ se s s ions since 1979

M a r cy & Partners

695 11th St.
B o u lder, CO 80302
P h . 303-443-1489 or 303-859-7133
cin dy m @ m a rc ya n d p a rt n ers . c o m
w w w. m a rc ya n d p a rt n ers . c o m
Cindy Marcy

3000+ se s s ions since 1990

Mari Hispanic Research & Field Services

2030 E.Fo u rth St., Suite 254
Santa Ana, CA 92705
P h . 7 1 4 - 6 6 7 - 8 2 8 2
m a ri . h @ i x . n e t c o m . c o m
w w w. m a ri hi s p a ni c . c o m
Mari Lindeman

300 se s s ions since 1989

Market Connections, I n c .

13135 Lee Jackson Memorial Hwy. , Suite 380
Fa i r f a x ,VA 22033
P h . 7 0 3 - 3 7 8 - 2 0 2 5
in fo @ m a rke t c o n n e ct in c . c o m
w w w. m a rke t c o n n e ct in c . c o m
Lisa Dezzutti

500+ se s s ions since 1990
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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 .5 0 3 - 2 4 5 - 4 4 7 9
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
Mike Oilar

1000+ se s s ions since 1990
Bob Beaulaurier

200+ se s s ions since 1994
Doug Ve r i gi n

200+ se s s ions since 1992
Bert Ly b r a n d

100+ se s s ions since 2002

Fo u n ded in 1978, M a rket Deci s io n s ’ c li e n t s
in c l u de : S t a r b u c k s , H P, M i c ro s o f t , C i s c o,
N a ut il u s , H S B C , and Scottish Pow er.With 150+
e m p l o ye e s , we conduct full-service quali t a t iv e
and quantitative rese a rc h , both natio n a l ly and
in t ern a t io n a l ly. Our focus is on pro j e ct in t e gri t y,
m e e t ing tight de a d lin e s , and creative appro a c h e s
that deliv er va l u e . E x p erience? We’ve complet-
ed ov er 10,000 custom pro j e ct s . L e a rn more
a b o ut MDC’s High Touch Solut io n s :
w w w. m d c r e se a rc h . c o m .

Market Decisions, L L C

85 E St.
S o uth Po rt l a n d , ME 04106
P h .2 0 7 - 7 6 7 - 6 4 4 0
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
Curtis Mildner

200+ se s s ions since 1998

R I VA Inst i t ut e - t ra in e d . A ct ive QRCA member. I
get more out of goups by using advanced meth-
ods in c l u ding free associ a t io n s , st o ry tel ling , p er-
ceptual mapping and pro j e ct ive techni q u e s . I f
you are looking for breakthrough in s ights in t o
b e h a vio rs and motiva t ions give me a call.
M e di c a l , health care, p h a rm a c e ut i c a l , B2B and
c o n s u m er are speci a li t i e s .

Market Dynamics Research Group,I n c .

3112 Canal St.
New Orl e a n s ,LA 70119
P h .504-821-1910 ex t . 2 0 2
b r e a d @ m d r gin c . c o m
w w w. m d r gin c . c o m
Sondray Brow n

1100 se s s ions since 1989

Market Fo r c e , I n c .

109 N. Boylan Av e .
R a l e ig h ,NC 27603
P h .9 1 9 - 8 2 8 - 7 8 8 7
w w w. t h e fo rc e . c o m
L averne Clayton

150 se s s ions since 1980

Market Inquiry LLC

5825 Creek Rd.
C in cin n a t i , OH 45242
P h . 5 1 3 - 7 9 4 - 1 0 8 8
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
Amy Burbrink

2100+ se s s ions since 1991
Nils Kahlson

2050+ se s s ions since 1992
S t eve Rost

1500+ se s s ions since 1996

M a rket Inquiry, C in cin n a t i .C a p a b ili t i e s : m u l t i -
city se t - u p, r e c ru i t ing and management.
S p e ci a li z a t io n : p h a rm a c e ut i c a l s , c o n s u m ers ,
e d u c a t ion rese a rc h , mock tri a l s . Areas of ex p er-
t i se : p h a rm a c e ut i c a l s , B 2 B , c o n s u m er goods and
servi c e s .

Market Insight

4370 S.Ta mi a mi Tra il ,Suite 301
S a ra s o t a , FL 34231
P h . 9 4 1 - 9 2 4 - 5 4 1 4
m a rke t in s ig h t @ p c s o n lin e . c o m
K a t hy Jacobs-Houk

1000 se s s ions since 1980

Market Insight

E a st s ide Pro f e s s ional Court
4501 Old Spartanburg Rd.
Ta y l o rs ,SC 29687
P h . 864-292-5187 or 800-493-8037
m k t in s g h t @ a o l . c o m
w w w. m a rke t in s ig h t s in c . c o m
Barbara Hendley

300 se s s ions since 1989

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 . 3 0 3 - 3 8 8 - 0 8 7 3
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
Karl W.We i s s

500 se s s ions since 1990

Market Probe International, I n c .

114 E.32nd St.,Suite 1603
New Yo rk , NY 10016-5506
P h . 2 1 2 - 7 2 5 - 7 6 7 6
a l a n @ m a rke t p ro b e in t . c o m
w w w. m a rke t p ro b e in t . c o m
Alan A p p e l b a u m

100+ se s s ions since 1990

Market Quest Research Group Inc.

39 Pippy Place
P. O .B ox 13305
S t . Jo h n ’ s ,NF A1B 4B7
C a n a d a
P h . 709-753-5172 or 709-753-1251
c a ro ly n @ m a rke t q u e st . c a
w w w. m a rke t q u e st . c a
Carolyn O’Ke e f e

100 se s s ions since 2002

Market Research Bureau,L L C

1831 Monroe St. N . W.
Wa s hing t o n , DC 20010
P h . 2 0 2 - 7 8 9 - 2 1 1 0
miva n cin @ s p rin t m a il . c o m
Maria Ivancin

1000+ se s s ions since 1984

Market Research Unlimited,I n c .

40 Atlantic Place
S o uth Po rt l a n d , ME 04106
P h . 2 0 7 - 7 7 5 - 7 2 4 9
rm a rke t 1 @ m a in e . rr. c o m
Ron Bognore

1000+ se s s ions since 1985

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
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

750 se s s ions since 1994

Market Scope, I n c .

7734 SW 146th Court .
M i a mi , FL 33183
P h . 3 0 5 - 3 8 5 - 1 5 4 2
m k t s c o p e @ b el l s o ut h . n e t
J . J . L ew i s

300 se s s ions since 1976

Market Trends Pacifi c , I n c .

1136 Union Mall,Suite 405
H o n o l u l u , HI 96813
P h . 8 0 8 - 5 3 2 - 0 7 3 3
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 Kakugaw a

S ince 1992

Market Trends Research,I n c .

3475 Ta rpon Woods Blvd.
Palm Harbor, FL 34685-2127
P h . 7 2 7 - 7 8 4 - 0 9 6 7
in fo @ m a rke t t r e n d s r e se a rc h . c o m
w w w. m a rke t t r e n d s r e se a rc h . c o m
Peter Dominow s k i

500+ se s s ions since 1985

Great results - reasonable costs! Pro j e cts com-
pleted on time and on budget. I pers o n a l ly plan
all pro j e ct s , m o derate all gro u p s , a n a ly ze and
r e p o rt results. No in t erns or st u de n t s .D e di c a t e d
to superb client servi c e .Thi rty ye a rs as a medi a
and non-pro fit pro f e s s ional and consultant.
Ava il a ble in U.S.and in t ern a t io n a l ly.

Market Tr e n d s , I n c .

(See Info rma Rese a rch Servi c e s , I n c . )

Market Voice Consulting

445 N. Pe n n s y l va nia St.,Suite 900
I n di a n a p o li s , IN 46204
P h . 317-635-9640 or 877-635-9640
a d a vid o f f @ m a rke t - voi c e . c o m
w w w. m a rke t - voi c e . c o m
Amy Dav i do f f

200 se s s ions since 1991
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Market[Source] Research Center, I n c .

743 W. B a t t l e fi eld Rd.
S p ring fi eld , MO 65807
P h .417-877-7808 ex t . 2 0 6
m el a ni e @ m s r e se a rc hin c . c o m
w w w. m s r e se a rc hin c . c o m
Jan Bemarkt

100+ se s s ions since 1990

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 .7 7 5 - 3 3 3 - 1 2 2 1
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
Katherine Cole

100+ se s s ions since 1972

M a r k e t e c t u r e

PMB 359
12460 Crabapple Rd., Suite 202
A l p h a r e t t a ,GA 30004
P h .7 7 0 - 7 4 0 - 0 8 0 7
m a rke t u r e 2 @ c o m c a st . n e t
Greg Rathjen

3500 se s s ions since 1982

Marketing & Research Counsel

1769 Lin den Av e .
M e m p hi s ,TN 38104
P h .9 0 1 - 7 2 5 - 1 7 2 8
j n err e n @ min d s p ring . c o m
Jackie Nerren

1000 se s s ions since 1980

Marketing Leve r a g e , I n c .

180 Glast o n b u ry Blvd.
G l a st o n b u ry, CT 06033
P h .8 0 0 - 6 3 3 - 1 4 2 2
o f fi c e @ m a rke t ingl e v era g e . c o m
w w w. m a rke t ingl e v era g e . c o m
Lynn C. Ke l l y

100+ se s s ions since 1988
Jack Wa r d

100+ se s s ions since 1996
Jim Scanlon

100+ se s s ions since 1991

P ro blem solving , p ro gram de v el o p m e n t , a n d
m a rke t ing and cust o m er retention st ra t e gi e s
de v eloped with Guided Info rm a t io nS M. B o t h
q u a li t a t ive and quantitative rese a rch methods.
Q u a li t a t ive in c l u des focus gro u p s , in - depth in t er-
views - in pers o n , by tel e p h o n e, and on the We b.
Large group facili t a t ion for st ra t e gic planning
and pro blem solving . B2B top exe c ut ive in t er-
views a speci a l t y. K n own for thoughtful de s ig n ,
in s ightful analy s i s , and good communi c a t io n s
t h ro u g h o ut a pro j e ct . QRCA and CASRO mem-
b er.

Marketing Matrix International,I n c .

2612 S.Sepulveda Blvd.
Los Ang el e s , CA 90064
P h . 3 1 0 - 3 1 2 - 1 7 1 7
r e se a rc h @ m a rk m a t ri x . c o m
w w w. m a rk m a t ri x . c o m
Marcia Selz,P h . D .

5900 se s s ions since 1975
Katie Bacus

100+ se s s ions since 2001

M a rcia Selz is an ex p ert in fin a n cial servi c e s :
b a n k ing , inv e stments (mutual funds, 5 2 9 , a n n u-
i t i e s , r e t i r e m e n t , 4 0 1 K , in st i t ut ional and more).
M a rke t ing Matrix has worked with ov er 60
fin a n cial fi rm s , d o m e stic and in t ern a t io n a l ; s a l e s
li t era t u r e, p ro d u ct , servi c e, a d v ert i s ing , b ra n ding ,
p o s i t io ning ,Web sites and more.

Marketing Mechanics

5 Cobbl ers Lane
A rm o n k , NY 10504
P h . 9 1 4 - 2 7 3 - 5 0 0 7
rt o b i a s @ m a rke t ing m e c h a ni c s . c o m
Ron To b i a s

2300+ se s s ions since 1976

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 . 8 0 0 - 3 2 6 - 3 5 6 5
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
Diane Surov c i k

1000+ se s s ions since 1990

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
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 Ke l l y

2000+ se s s ions since 1985

The Marketing Wo r k s h o p , I n c .

3725 Da Vin ci Court
N o rc ro s s , GA 30092
P h . 7 7 0 - 4 4 9 - 6 7 6 7
q u e st io n s @ m w s h o p . c o m
w w w. m w s h o p . c o m
Janelle Po l i t o

1150 se s s ions since 1995

M a r k e t i n g / M e d i a / D i r e c t i o n s

1115 Aru n del Av e .
We st ervil l e, OH 43081
P h . 6 1 4 - 8 9 0 - 4 0 9 9
p j u rse k @ c o l u m b u s . rr. c o m
Carolyn Rando l p h

1400+ se s s ions since 1985

M a r k e t L i n k , I n c .

P. O .B ox 2534
Th o m a s vil l e, GA 31799
P h . 2 2 9 - 2 2 8 - 1 2 2 4
m b i x l er @ ro se . n e t
w w w. m a rke t lin k r e se a rc h . c o m
Michael Bixler

1000+ se s s ions since 1989

M a r k e t r e n d s , I n c .

103 Charles Riv er Landing Rd.
Wil li a m s b u r g ,VA 23185-5001
P h . 757-229-3065 or 800-296-4447
n f u l l er @ m a rke t r e n d s . c o m
w w w. m a rke t r e n d s . c o m
N a n cy Fuller

50 se s s ions since 1989

Markets in Motion

215 Eagles Circ l e
A l p h a r e t t a , GA 30004
P h . 6 7 8 - 9 0 8 - 1 9 1 3
m a rke t s in m o t io n @ c o m c a st . n e t
w w w. m a rke t s in m o t io n . n e t
Sally Markham

150+ se s s ions since 1989

Marketscape Research & Consulting

123 Camino De La Rein a ,Suite 202 S.
San Diego, CA 92108-1325
P h . 6 1 9 - 2 9 9 - 4 0 2 8
b n a gl e @ m rk t s c p . c o m
w w w. a s k m a rke t s c a p e . c o m
Barb Nagle

2000+ se s s ions since 1987

M a r k e t Vi b e s , I n c .

3000 We st Blvd.
Ko ko m o, IN 46902
P h . 7 6 5 - 4 5 9 - 9 4 4 0
li s a @ m a rke t - vi b e s . c o m
w w w. m a rke t - vi b e s . c o m
Lisa Pflueger

200+ se s s ions since 1994

We speci a li ze in connect ing in t ernal st ra t e gy to
m a rket in t er e sts and needs.Th rough our quali t a-
t ive rese a rch ex p eri e n c e, we have uncov ered and
de fined new concepts, p ro d u cts or markets fo r
c li e n t s . We are passionate in uncov ering wh a t
lies beyond surface level thin k ing via tra di t io n a l
focus gro u p s , in - depth in t ervi e w s , and onlin e
q u a li t a t ive techni q u e s . I n d u st ry ex p eri e n c e
in c l u des aut o m o t iv e, c o n s u m er dura bl e s , el e c-
t ro ni c s , t el e c o m m u ni c a t io n s , fin a n cial servi c e s ,
o f fice equipment/furni t u r e, a m o ng others . We ’ v e
c o n d u cted rese a rch with consumers , b u s in e s se s ,
c hild r e n , p a r e n t s , t e a c h ers , st u de n t s , a n d
e m p l o ye e s .

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
b ko t h e @ 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
B everly B. Ko t h e

1500+ se s s ions since 1980
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Mar-Quest Research,I n c .

1315 Evamar Dr.
M id l a n d , MI 48640
P h .9 8 9 - 6 3 1 - 3 9 0 0
r h j e n ning s @ a o l . c o m
Roger Je n n i n g s

1650 se s s ions since 1983
Randy Hall

150 se s s ions since 1992
Suzie Knoff

75 se s s ions since 1986

E st a blished in 1986 as full-service marke t ing
r e se a rch and consulting fi rm . S p e ci a li ze in
de v elopment and management of pro p ri e t a ry
m a rket and business rese a rch in a wide va ri e t y
of marke t s , both pro d u ct and servi c e s .
E x p erienced in communi c a t io n s , in t ernal corp o-
rate rese a rc h , a d v ert i s ing , new pro d u ct concept
t e st ing , n o n - p ro fi t s , and health care. S p e ci a li ze
in quali t a t ive rese a rch de s igns and survey pre
and post measurements.

The Martec Group - Green Bay

1445 North Rd.,Suite 1
Green Bay,WI 54313
P h .920-494-1812 or 888-811-5755
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
Linda Segersin

35 se s s ions since 1999

Martin + Stow e , I n c .

P. O . B ox 25391
San Mateo, CA 94402-5391
P h .6 5 0 - 3 4 2 - 8 8 7 5
in fo @ m a rt in - st ow e . c o m
w w w. m a rt in - st ow e . c o m
Marshall Stow e

1000+ se s s ions since 1991

Maryland Marketing Source, I n c .

9936 Liberty Road
R a n d a l l st ow n , MD 21133
P h .4 1 0 - 9 2 2 - 6 6 0 0
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
Michelle Bridge

100 se s s ions since 2004

M a s i t h e t h e

(Means ‘Let’s Ta l k ’ )
P. O . B ox 287 Malmesbury
Cape Town 7299
S o uth Afri c a
P h .2 7 - 2 2 - 4 8 2 - 2 4 4 0
h a f c rc @ m w e b. c o . z a
Corette Haf

S ince 1981

Michelle Massie Marketing,I n c .

168 Simcoe Street PH01
To ro n t o, ON M5H 4C9
C a n a d a
P h .4 1 6 - 4 8 2 - 0 1 2 0
mi c h el l e @ m m a s s i e . c o m
w w w. m m a s s i e . c o m
Michelle Massie

1658 se s s ions since 1983

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

1270 Main St.
Green Bay,WI 54302
P h . 9 2 0 - 4 3 6 - 4 6 4 7
t a m a t o u se k @ a o l . c o m
Terri Matousers

1500 se s s ions since 1985

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
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
Martha L. D e R e a m e r

500 se s s ions since 1987

Anne Matthews Market Research

256 Sportsmans Dr.
We st Lake s , SA 5021
Au st ra li a
P h . 6 1 - 8 - 8 3 5 3 - 2 3 2 2
a m m r @ se n e t . c o m . a u
Anne Elizabeth Matthew s

1000+ se s s ions since 1984

Mature Marketing and  Research

232 Cedarhurst Av e .
C e d a r h u rst , NY 11516
P h . 5 1 6 - 5 6 9 - 5 9 0 3
m m r 1 1 @ v eri zo n . n e t
w w w. m a t u r e m a rke t ing . c o m
H oward W i l l e n s

800 se s s ions since 1978
Leslie M. H a r r i s

300 se s s ions since 1978

H oward Wil l e n s ’ gray hair sets a receptive tone
to Boomers and se nio rs , s ig n a ling he is a con-
t e m p o ra ry and can easily relate to their ex p eri-
ences and opinio n s . Add his ex t e n s ive advert i s ing
and marke t er background ov er a broad ra nge of
c a t e go ries and you have a focus group facili t a t o r
with a unique pers p e ct iv e .

Mature Marketing and Research

85 E. I n dia Row, Suite 30A
B o st o n , MA 02110
P h . 6 1 7 - 7 2 0 - 4 1 5 8
m m r h a rri s @ a o l . c o m
w w w. m a t u r e m a rke t ing . c o m
D r. Leslie M.H a r r i s

300 se s s ions since 1978

Marcia Mazanec Consulting

14385 N. O ld fi eld Rd.
S t il lw a t er, MN 55082
P h . 6 1 2 - 4 3 9 - 9 4 3 9
m m a z a n e c @ a o l . c o m
Marcia Mazanec

500+ se s s ions since 1990

MBC Research Center

270 Madison Av e . , 18th fl o o r
New Yo rk , NY 10016
P h . 2 1 2 - 6 7 9 - 4 1 0 0
in fo @ m b c r e se a rc h . c o m
w w w. m b c r e se a rc h . c o m
Mary Baroutakis

1000+ se s s ions since 1990
N a n cy Wo n g

Mila Plesser

Nora Choi Lee

M a ry Baro utakis is MBC’s lead moderator fo r
g e n eral and Hispanic marke t s . C lients have
de s c ribed Mary as “the best in the busin e s s .” I n
a d di t io n ,MBC has ov er 20 other modera t o rs
s p e ci a li z ing in speci fic targets, e t h nic marke t s
and in d u st ri e s .MBC works thro u g h o ut the U.S.
and abro a d . In New Yo rk , we have our ow n
b rand new, st a t e - o f - t h e - a rt  facility with an
in t erp r e t er’s booth for in - l a nguage pro j e ct s .

M E A D OWLANDS CONSUMER CENTER

The Plaza at the Meadow s
100 Plaza Dr. , 1 st fl o o r
S e c a u c u s , NJ 07094
P h . 201-865-4900 or 800-998-4777
in fo @ m e a d ow c c . c o m
w w w. m e a d ow c c . c o m
Andrea Schrager

2500+ se s s ions since 1984
Manny Schrager

2500+ se s s ions since 1985

U n l o c k ing the in n er voice of the
c o n s u m er … t a kes in n ova t ive techni q u e s , s k il l ,
ex p erience and keen attention to de t a il … b ut
p roduces tru ly act io n a ble results. MCC is a
dy n a mic quali t a t ive rese a rch company that cus-
t o mi zes each st u dy to unlock that in n er voi c e,
u s ing the right combin a t ion of focus gro u p s ,
IDI’s and ethnogra p hic observa t io n s .
9See advert i sement on p. 5 4 )

MedProbe Inc.

13911 Ridgedale Dr. , Suite 400
M in n e a p o li s , MN 55305
P h . 9 5 2 - 5 4 0 - 0 7 1 8
in fo @ m e d p ro b er e se a rc h . c o m
w w w. m e d p ro b er e se a rc h . c o m
Asta Gersov i t z ,P h a r m .D .

S ince 1986

MEH Market Research

2340 N. 8 1 st St.
S c o t t s d a l e, AZ 85257-2312
P h . 4 8 0 - 9 4 6 - 0 8 7 0
M a r H a m R e s @ a o l . c o m
Marcia Hamilton

200+ se s s ions since 1990

Meneses Research & A s s o c i a t e s

1996 Fra n k fo rt St.
San Diego, CA 92110
P h . 6 1 9 - 2 7 6 - 5 3 3 5
in fo @ m e n e se s r e se a rc h . c o m
w w w. m e n e se s r e se a rc h . c o m
Walter E.M e n e s e s

500+ se s s ions since 1988
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Message Science Inc.

336 Meadow l a rk Dr.
B a l l ston Spa, NY 12020
P h .5 1 8 - 2 5 8 - 7 8 4 8
e st a rk @ m e s s a g e s ci e n c e . c o m
w w w. m e s s a g e s ci e n c e . c o m
D r. Evan Stark,P h . D .

50+ se s s ions since 1997

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
in fo @ m e t ro lin e . c a
w w w. m e t ro lin e . c a
D ave Kains

400 se s s ions since 1990

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

5232 Fo r e st Brook Pa rk w a y
M a ri e t t a , GA 30068
P h .7 7 0 - 6 4 2 - 2 2 2 3
m a rk @ mi c h el s o n . c o m
w w w. mi c h el s o n . c o m
Mark L.M i c h e l s o n

2000+ se s s ions since 1984

We help companies create new pro d u ct s ,
im p rove cust o m er ex p eri e n c e s , identify uni q u e
o p p o rt u nities and understand how to apply con-
s u m er in s ig h t s . M a rk Michelson has ov er 21
ye a rs of se nio r- l e v el marke t ing and rese a rc h
ex p eri e n c e .He has conducted thousands of fo c u s
gro u p s , IDI’s and related quali t a t ive st u di e s
w o rldw ide for clients from Fo rtune 100 compa-
nies to st a rt-up busin e s ses in both consumer and
B2B marke t s . From st u dy de s ign thro u g h
r e p o rt ing , he stays fo c u sed on clients' busin e s s
issues to effect iv ely solve complex marke t ing
c h a l l e nges while remaining fl exi ble and creativ e .
When you need more than modera t io n , c a l l
M a rk Michelson for ideas on how to solve yo u r
m a rke t ing needs.

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
ra n d h u rst @ mid a m r. c o m
w w w. mid a m r. c o m
Marshall Ottenfeld

4000+ se s s ions since 1962

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
ra n d h u rst @ mid a m r. c o m
w w w. mid a m r. c o m
D r. Donald Bernstein,P h . D .

3700+ se s s ions since 1970

M i dwest Marketing Research

108 N. M a in St.,Suite 720
S o uth Bend, IN 46601-1617
P h . 5 7 4 - 2 8 7 - 2 7 0 0
a c a n o l a @ s k ye n e t . n e t
Alan L.K n i o l a

150 se s s ions since 2000

M i l e s t o n e®

P. O .B ox 630
D e d h a m , MA 02027
P h . 7 8 1 - 4 6 7 - 1 2 0 0
b o b @ mil e st o n e ide a s . c o m
w w w. mil e st o n e ide a s . c o m
Robert Ta r a s c h i

Millennium Research, I n c .

7493 W. 147th St.,Suite 201
Apple Va l l e y, MN 55124
P h . 952-431-6320 or 952-431-6764
j j o h n s o n @ mil l e n ni u m r e se a rc hin c . c o m
w w w. mil l e n ni u m r e se a rc hin c . c o m
Jan Jo h n s o n

250 se s s ions since 1994

R e s p o n dents tell us more than they knew they
had to say. E x p erts in new pro d u ct concept
de v el o p m e n t , c o m m u ni c a t ions test ing , p ro d u ct
p o s i t io ning and se g m e n t a t ion rese a rc h .
S p e ci a li sts in hard-to-reach audi e n c e s , with tel e -
group capabili t i e s , exe c ut ive in - depth in t ervi e w s ,
mini and full focus gro u p s . Fa st turn a ro u n d ,
ex c ellent in s ig h t , complete analysis and report-
ing . Complete pro j e ct capabili t i e s , in t ern a t io n a l
n e t w o rk .

M i n d S e a r c h

272 W hipple Rd.
Te w k s b u ry, MA 01876-3540
P h . 9 7 8 - 6 4 0 - 9 6 0 7
j u li e @ min d - se a rc h . c o m
w w w. min d - se a rc h . c o m
Julie Shaylor

100+ se s s ions since 1990

Mindset Creative Planning, I n c .

39 Addington Av e .
To ro n t o, ON M2N 2L1
C a n a d a
P h . 4 1 6 - 5 9 0 - 0 4 7 1
d b ru c e @ min d se t c r e a t iv e . c o m
w w w. min d se t c r e a t iv e . c o m
Dennis Bruce

1800 se s s ions since 1985

M i n d Wave Research, I n c .

511 W. 7th St.
Au st in ,TX 78701
P h . 5 1 2 - 4 6 9 - 7 9 9 8
j hil l a n d @ min dw a v er e se a rc h . c o m
w w w. min dw a v er e se a rc h . c o m
Jonathan Hilland

800+ se s s ions since 1998
Lynn Dagar

300+ se s s ions since 1989

When you need rese a rc h , you want more than a
huge stack of data or a bunch of numbers .Yo u
want to underst a n d .You want to know wh a t

your cust o m ers are thin k ing .You want to get
in s ide their min d , to understand their perc e p-
t ions and pro bl e m s . And you want to work with
someone who understands your company st ra t e-
gy.Your opport u nities and challeng e s . S o m e o n e
who knows about business and technology, n o t
j u st rese a rc h . Someone who is credi ble enough
to bet your business on. Someone who has yo u r
agenda on their mind and nothing el se . M o st
im p o rt a n t ly, you want to use the pow er of the
I n t ernet to speed up your rese a rch pro j e cts and
m a ke them more affo r d a bl e .You want cut t ing -
edge techniques not the same old ro ut in e s .
M in d Wave is a new company built by people
who understand your cust o m ers , your company
and the Intern e t . People who have depth in
r e se a rch and in the technology marke t . Pe o p l e
who have de s igned some of the most in n ova t iv e
st u dies for the most de m a n ding cli e n t s .

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

100 Chetywnd Dr. , Suite 200
R o se m o n t , PA 19010
P h . 6 1 0 - 5 2 5 - 6 7 6 9
k a r e n @ min k u s de s ig n . c o m
w w w. b ra n d c a t a ly st s . c o m
Karen King

2000+ se s s ions since 1991

Minnesota Opinion Research

Three Pa ramount Plaza
7831 Glenroy Rd.,Suite 450
M in n e a p o li s , MN 55439
P h . 9 5 2 - 8 3 5 - 3 0 5 0
ro n _ m u lder @ m o ri r e se a rc h . c o m
w w w. m o ri r e se a rc h . c o m
Ronald Mulder

100+ se s s ions since 1982

M i r a dor Research

10803 Wa d s w o rth Rd.,# 1 1 0
Wo o d st o c k ,MD 21163-1412
P h . 4 1 0 - 3 1 3 - 8 8 4 8
mi ra d o r. r e se a rc h @ c o m c a st . n e t
Jenna Wex l e r

S ince 1994

Miriam A l exander Marketing Research

11129 Ophir Driv e
Los Ang el e s , CA 90024
P h . 3 1 0 - 4 7 2 - 9 3 6 4
m a @ mi ri a m a l ex a n der. c o m
w w w. mi ri a m a l ex a n der. c o m
Miriam A l ex a n d e r

1000+ se s s ions since 1983

Thoughtful modera t io n ; in s ightful analy s i s .
E x p erienced with general and niche audi e n c e s .
Pa rticular ex p ert i se with medi a , e n t ert a in m e n t ,
e m er ging technologies and fin a n cial servi c e s .
P ro d u ct de v elopment and marke t ing issues;
st ra t e gy and tact i c s ; b ra n d / a rc hi t e ct u r e . N e w
and tra di t ional methodologi e s .

M i s kovic Research & Consulting

522 Bonnie Bra e
R iv er Fo r e st , IL 60305
P h . 7 0 8 - 7 7 1 - 8 9 6 9
d k m r e s c o n @ a o l . c o m
Darlene K. M i s kov i c

5000+ se s s ions since 1978
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MLN Research Ltd.

10632 Tr e dwood Dr.
R a l e ig h ,NC 27614
P h .9 1 9 - 8 7 0 - 8 5 0 0
d n er z @ m l n r e se a rc h . c o m
D avid Nerz

2000 se s s ions since 1988

Moder Research & Communications,I n c .

3105 Freeman St.
San Diego, CA 92106-1408
P h .6 1 9 - 5 2 3 - 2 0 0 6
mi c h a el @ m o derr e se a rc h . c o m
w w w. m o derr e se a rc h . c o m
Michael J.M o d e r

1000+ se s s ions since 1987

Moderators Etc.

601 Cheetah Lane
K i s s im m e e, FL 34759
P h .8 6 3 - 4 2 7 - 4 4 3 4
a riv era @ m o dera t o rse t c . c o m
Anna Rive r i a

2000 se s s ions since 1987
Gratia Gant W r i g h t

2000 se s s ions since 1987
Greg Spaulding

875 se s s ions since 1995

M o dera t o rs Etc. is a multicultural quali t a t iv e
r e se a rch and marke t ing company that has posi-
t ioned itself as a leader in multicultural mar-
ke t s , p roviding companies with a part n er wh o
they can call upon and feel confident that wh a t-
e v er challenges exi sted in the past will no long er
be a concern . Our services ra nge from se c u ring
m o dera t o rs , t ra n s l a t o rs and in t erp r e t ers of all
di f f erent ethnic and ra cial backgrounds as wel l
as provide consultation on rese a rc h / m a rke t ing
o b j e ct iv e s , st ra t e gies and tact i c s .

Moderators Etc.

1915 Drexel Rd.
G r e e n s b o ro, NC 27405
P h .3 3 6 - 6 9 1 - 8 1 0 0
g w rig h t @ m o dera t o rse t c . c o m
Gratia Grant W r i g h t

3000 se s s ions since 1987

Moderators Etc.

3717 E.Thousand Oaks Blvd.,Suite 210
We st l a ke Vil l a g e, CA 91362
P h .8 0 5 - 4 1 3 - 1 0 4 5
g s p a u lding @ m o dera t o rse t c . c o m
Greg Spaulding

875 se s s ions since 1995

M o l l oy Marketing Services

8601 Castlebar Wa y
M o n t go m ery Vil l a g e, MD 20886
P h .3 0 1 - 9 2 6 - 4 1 0 3
p e ggy m o l l o y @ c o m c a st . n e t
Pe g gy Molloy

50 se s s ions since 1996

If you need a targeted, in s ightful look into yo u r
m a rke t p l a c e, if yo u ’d li ke to hear what con-
s u m ers tru ly think and feel about your pro d u ct
or servi c e, give Pe ggy Molloy a call.S h e ’ l l

de s ign the rese a rch sample, a n a ly ze and in t er-
pret the data and make the kind of recommen-
d a t ions you can turn into act io n .

Momentum Market Intelligence

220 NW 2nd Av e . , # 6 0 0
Po rt l a n d ,OR 97209
P h . 5 0 3 - 4 4 5 - 4 8 9 2
j j e s se n @ m oin t el . c o m
John Je s s e n

500+ se s s ions since 1982

M o n a l c o , I n c .

3219 W. M c K inley Blvd.
M ilw a u ke e,WI 53208
P h . 414-273-0180 or 877-666-2526
a b a l ke m a @ exe c p c . c o m
w w w. m o n a l c oin c . c o m
Alan Balkema

25 se s s ions since 2001

Moore & Symons,I n c .

114 Sloan St.
A t l a n t a , GA 30075
P h . 4 0 4 - 2 6 6 - 8 3 9 6
s u rv e y @ m o o r e s y m o n s . c o m
w w w. m o o r e s y m o n s . c o m
Ginger Strong-Tidmon

100+ se s s ions since 1977

Moore Power Marketing

1935 Pa u line Blvd.,Suite 200
Ann Arbor, MI 48103
P h . 800-324-3216 or 734-741-1134
c o n t a ct @ m o o r e p ow erm a rke t ing . c o m
w w w. m o o r e p ow erm a rke t ing . c o m
Debra Pow e r

50+ se s s ions since 1999

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
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
Michael Daw k i n s

3000+ se s s ions since 1987
Anne Knight

100+ se s s ions since 1999
Duncan Law r e n c e

500+ se s s ions since 1990
Jim Leiman

500+ se s s ions since 1986
Don Minard

3000+ se s s ions since 1970
Craig Po r t e r

500+ se s s ions since 1993
Donna Ta g l i o n e

750+ se s s ions since 1989
Tim Ta y l o r

700+ se s s ions since 1990
Keith Wo o d s

500+ se s s ions since 1987

Suburban Detroit quali t a t ive rese a rch facili t y,
r e m o deled in 2004, o f f ers three focus group st u-
dio s , large CLT st u dio, one-on-one in t ervi e w ing
ro o m , and a full-service kitchen with 220V out-

l e t s . A se p a rate suite is fully - secured for total
c o n fide n t i a li t y. Vi e w ing rooms combine tier e d
se a t ing and wri t ing tables with living room com-
fo rt ; fl o o r- t o - c e iling observa t ion mi rro rs ,w e t
b a r, r e f rig era t o r, and private offi c e . O t h er fea-
tures in c l u de cable TV access,T-1 Internet con-
n e ct io n ,LCD data pro j e ct o rs , Perc e p t io n
A n a ly zers , f u l l - d u p l ex Po lycom SoundStatio n ,
remote vide o t a p ing , and tim e c o ding . M e m b er
Fo c u s Vi s io n , A ct ive Gro u p, and GroupNet pro-
viding vide o c o n f er e n cing , vide o st r e a ming and
VIC CD. R e c ru i t ing through our 150 CAT I -
equipped in t ervi e w ing st a t io n s . R e s p o n dent par-
t i ci p a t ion veri fied using SIGMA VA L id AT I O N .

Alice Morgan Qualitative Services

558 Glenmoore Dr.
Ann Arbor, MI 48103
P h . 7 3 4 - 9 9 6 - 2 7 4 4
a li c e m o r ga n @ a m eri t e c h . n e t
Alice Morgan

150 se s s ions since 1996

Daniel Jay Morrison & A s s o c i a t e s , I n c .

11 Maple Av e .
D e m a r e st , NJ 07627
P h . 2 0 1 - 7 8 4 - 8 4 8 6
d a n @ d j m c o n s u l t . c o m
w w w. se nio r- c o n s u l t ing . c o m
Dan Morrison

2000+ se s s ions since 1980

Morrison & Morrison,L t d .

116 Ta nglewood Tra il
L o u i s vil l e, KY 40223
P h . 5 0 2 - 4 2 6 - 9 6 0 0
m o rri s o n r e se a rc h @ a t t . n e t
Richena Morrison

5000+ se s s ions since 1980

MRCGroup Research Institute

dba MRCFo c u s
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
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
Lisabeth Claw s o n

75 se s s ions since 2002
(See advert i sement on opposite page)

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 . 5 0 2 - 4 5 8 - 4 1 5 9
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
Mary Lea Quick

100+ se s s ions since 1995

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
in fo @ m rs i . c o m
w w w. m rs i . c o m
Miguel Martinez-Baco

1500 se s s ions since 1984

MRSI’s skilled Hispanic and general marke t
m o dera t o rs conduct rese a rch across the U.S.
t h rough arra ngements with focus group facili t i e s
n a t io n w ide .We ut ili ze a va riety of methodolo-
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gies and speci a li zed techniques to ga in in s ig h t f u l
r e s u l t s . E x p erienced in catego ries such as appar-
el , a ut o m o t iv e, B 2 B , b e v era g e, c o n s u m er pack-
aged go o d s , el e ct ro ni c s , fin a n cial servi c e s , fo o d ,
in s u ra n c e, and tel e c o m m u ni c a t io n s .
(See advert i sement on p. 6 0 )

The MSR Group

9802 Nicholas St.
O m a h a ,NE 68114
P h .4 0 2 - 3 9 2 - 0 7 5 5
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
Richard R.Wo r i c k

150 se s s ions since 1995

MtS Research and Planning

1 Wil t s hire Av e . , S t u dio 127
To ro n t o, ON M6N 2V7
C a n a d a
P h .4 1 6 - 4 3 6 - 8 5 8 6
m t s ide a s @ s y m p a t i c o . c a
Lothar W.Fr i t s c h

450 se s s ions since 1990

Mueller Market Insight

( Fo rm erly Muel l er Goldfarb Consultants)
G ro s se Elbest ra s se 135
22767 Hamburg 
G erm a n y
P h .4 9 - 4 0 - 3 0 6 8 8 8 - 0
m a il @ m a rke t in s ig h t . de
w w w. m a rke t in s ig h t . de
Frank Mueller

1000 se s s ions since 1985

Multicultural Solutions, I n c .

22902 Adolph Av e .
To rra n c e, CA 90505
P h .3 1 0 - 3 7 8 - 2 3 8 8
h u a f u @ m u l t i c u l t u ra l - s o l ut io n s . c o m
w w w. m u l t i c u l t u ra l - s o l ut io n s . c o m
Huafu Jiang

450 se s s ions since 1993

Huafu Jiang is one of the most ex p eri e n c e d
Asian modera t o rs in the United States. He st a rt-
ed to moderate in 1993. He received fo rmal fun-
damental and advanced moderator tra ining at
R I VA Moderator Tra ining School and took the
m a rke t ing rese a rch course at UCLA.He is a
m e m b er of QRCA.

M u r p hy Research Services

4018 Zenith Av e . S .
M in n e a p o li s , MN 55410
P h .6 1 2 - 8 7 1 - 2 5 9 7
t g m u rp h y @ q w e st . c o m
Tom Murphy

500+ se s s ions since 1984

Muse Consulting,I n c .

3911 Merrill Av e .
R iv ers ide, CA 92506
P h .909-784-6873 or 800-266-6873
m u se c n s l t @ a o l . c o m
w w w. m u se s u rv e y s . c o m
Laurie Maguire

200+ se s s ions since 1983

MWM Marketing Research and Consulting

711 Nichols Rd.
A rlington Heig h t s , IL 60004
P h . 8 4 7 - 2 5 9 - 6 0 9 6
m a xin e @ m w m r e se a rc h . c o m
w w w. m w m r e se a rc h . c o m
Maxine Marder

1000+ se s s ions since 1977

N2 Qualitative Marketing Research

119 MacIntyre Lane
A l l e n d a l e, NJ 07401
P h . 2 0 1 - 9 3 4 - 0 0 7 4
in fo @ n 2 q u a li t a t iv e . c o m
w w w. n 2 q u a li t a t iv e . c o m
N a n cy Norton

10000 se s s ions since 1980
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NAHB Research Center

400 Prince George’s Blvd.
U p p er Marl b o ro, MD 20774
P h .800-638-8556 or 301-430-6297
k fl a m e n t @ n a h b rc . o r g
w w w. n a h b rc . o r g
K a t hy Flament

1000 se s s ions since 1989
Heather Rancourt

50 se s s ions since 2003

The NAHB Rese a rch Center, an in de p e n de n t
s u b s idi a ry of the National Associ a t ion of Home
B u ilders , is the in t ern a t ional leader of marke t
r e se a rch for residential const ru ct io n . D e di c a t e d
to pro m o t ing in n ova t ion in housing technology
for im p roved quali t y, d u ra b ili t y, and affo r d a b ili t y,
we gu ide public and  private clients thro u g h
p ro d u ct de v el o p m e n t , usage tra c k ing , and com-
p e t i t ive analy s i s .

National Market Measures, I n c .

30405 Solon Rd.
C l e v el a n d , OH 44139
P h .4 4 0 - 5 4 2 - 2 4 5 0
j k n a u s @ n m min c . c o m
w w w. n m min c . c o m
Kurt Steigerwald

200+ se s s ions since 1998

National Service Research

6300 Rid glea Pl.,# 1 0 1 1
Fo rt Wo rt h ,TX 76116-5730
P h .8 1 7 - 7 3 1 - 3 4 9 3
n s r @ a i rm a il . c o m
w w w. n s r. c c
Andrea T h o m a s

200+ se s s ions since 1987

Nelson Research,I n c .

427 Bedford Rd., Suite 210
P l e a s a n t vil l e, NY 10570
P h .9 1 4 - 7 4 1 - 0 3 0 1
ro n @ n el s o n r e se a rc h . c o m
w w w. n el s o n r e se a c h . c o m
Ronald G.N e l s o n

100+ se s s ions since 1970

Neuwirth Research Inc.

One Penn Plaza, Suite 1932
New Yo rk , NY 10119
P h .2 1 2 - 9 8 6 - 4 0 7 7
in fo @ n e u w i rt h - r e se a rc h . c o m
w w w. n e u w i rt h - r e se a rc h . c o m
Jim Neuwirth

350+ se s s ions since 1994

N ew Directions Consulting,I n c .

27 Tw in Pond Lane
W hite Plain s , NY 10607
P h .9 1 4 - 3 4 7 - 6 6 7 2
j a n e @ n e w - di r e ct io n s - in c . c o m
w w w. n e w - di r e ct io n s - in c . c o m
Jane Goldw a s s e r

S ince 1969

N ew England Trial Consulting

86 Locust Street
D ov er, NH 
P h .6 0 3 - 7 4 2 - 1 1 5 0
j u ry h el p @ m e t ro c a st . n e t
Diane Y.L eve s q u e

100+ se s s ions since 1986

The New Marketing Netwo r k ,I n c .

405 N.Wabash Av e . , 48th Fl.
C hi c a go, IL 60611
P h . 3 1 2 - 6 7 0 - 0 0 9 6
p w a l l a c e @ n e w m a rke t ing n e t w o rk . c o m
w w w. n e w m a rke t ing n e t w o rk . c o m
Priscilla Wa l l a c e

1000+ se s s ions since 1992

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
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
Jim Jager

1000+ se s s ions since 1997

M r. Ja g er has a depth of ex p erience in a wide
ra nge of in d u st ri e s . His st r e ngth is the ability to
b u ild a ra p p o rt with almost any audience and
then delve into the topic to provide in s ig h t , de p t h
and build to a level of underst a n ding that aids in
st ra t e gic de ci s ion making .

The Newman Group, L t d .

916 Ja c k ling Dr.
B u rlinga m e, CA 94010
P h . 6 5 0 - 5 7 9 - 5 5 9 0
n e w grp @ a o l . c o m
Jan New m a n

2500 se s s ions since 1977

N ewman Marketing Research

11 Stoney Brook Blvd.
N e w t own Square, PA 19073
P h . 6 1 0 - 3 2 5 - 4 3 3 7
f n e w m a n @ n e w m a n m a rke t ingr e se a rc h . c o m
w w w. n e w m a n m a rke t ingr e se a rc h . c o m
Felicia New m a n

1000+ se s s ions since 1992

N ext Level Research

P. O .B ox 888625
A t l a n t a , GA 30356
P h . 7 7 0 - 6 0 9 - 5 5 0 0
j o el @ n ex t l e v el r e se a rc h . c o m
w w w. n ex t l e v el r e se a rc h . c o m
Joel Reish

2000+ se s s ions since 1984

Nichols Research

2300 Clayton Rd.,Suite 1370
C o n c o r d , CA 94520
P h . 9 2 5 - 6 8 7 - 9 7 5 5
c o n c o r d @ 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
Mimi Rogers

200+ se s s ions since 1998

Nichols Research,I n c .

333 W. El Camino Real, Suite 180
S u n n y va l e, CA 94087
P h . 4 0 8 - 7 7 3 - 8 2 0 0
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
Mimi Nichols

200+ se s s ions since 1998

Nichols Research, I n c .

44 Montgo m ery St., Suite 1550
San Fra n ci s c o, CA 94104
P h . 4 1 5 - 9 8 6 - 0 5 0 0
s a n f ra n @ 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
Mimi Rogers

200+ se s s ions since 1998

Nichols Research, I n c .

600 W. Shaw Av e . , Suite 350
Fr e s n o, CA 93704
P h . 5 5 9 - 2 2 6 - 3 1 0 0
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
Mimi Nichols

200+ se s s ions since 1998

Nick Marketing Research

3326 Glenhurst Av e .S . ,
M in n e a p o li s , MN 55438-1443
P h . 9 5 2 - 9 2 0 - 8 8 1 2
m a ry h e in z ni c k @ m s n . c o m
Mary Nick

S ince 1990

Noedel Marketing Research

8452 Hansen Rd. N . E .
B a in b ridge Island,WA 98110
P h . 2 0 6 - 8 4 2 - 0 9 6 5
l a rry n o e del @ m s n . c o m
Larry Noedel

500+ se s s ions since 1965

Noetix Group

1625 Glen Va l l e y
I rving ,TX 75061-2311
P h . 9 7 2 - 5 5 4 - 8 8 9 8
f ra n c e s c a @ n o e t i x gro u p . c o m
w w w. n o e t i x gro u p . c o m
Francesa Funk

100+ se s s ions since 1994

NOP World Headquarters

75 Ninth Av e . , 5th fl o o r
New Yo rk , NY 10011
P h . 2 1 2 - 2 4 0 - 5 4 0 2
j l a ng er @ n o p w o rld . c o m
w w w. n o p w o rld . c o m
Judith Langer

6000 se s s ions since 1971

Norris Consulting

17111 161st Av e .N . E .
Wo o dinvil l e,WA 98072
P h . 4 2 5 - 4 8 6 - 1 9 2 4
p e t er @ n o rri s c o n s u l t ing . n e t
Peter Norris

1000+ se s s ions since 1985

The NorthMark Group

214 S.M a in St.
C o n c o r d , NH 03301
P h . 603-226-2260 or 800-639-7803
st h u rst o n @ n o rt h m a rk gro u p . c o m
w w w. n o rt h m a rk gro u p . c o m
Stephen T h u r s t o n

100+ se s s ions since 1986

Stephen Th u rston has ov er 25 ye a rs of ex p eri-
ence in in d u st ry, a c a de mia and consulting . H e
has moderated groups for a va riety of clients in
fi elds such as touri s m , heath care, ut ili t i e s , fin a n-
cial servi c e s , r e t a il , b u s in e s s - t o - b u s in e s s , a n d
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e d u c a t io n . In addi t ion he is skilled at de v el o p ing
m o derator gu ides and preparing summary
r e p o rt s .

Northwest Research A s s o c i a t e s

1208 W. 4th Street
New Richmond,WI 54017
P h .7 1 5 - 2 4 6 - 4 6 6 8
n w r e se a rc h @ a o l . c o m
William Hannafo r d

50 se s s ions since 1980

Northwest Research Group, I n c .

225 N. 9th St.,Suite 200
B oi se, ID 83702
P h .2 0 8 - 3 6 4 - 0 1 7 1
t n a y l o r @ n w r g . c o m
w w w. n w r g . c o m
Jeff Etherton

250 se s s ions since 1994

Northwest Research Group, I n c .

400 108th Av e . N . E . ,Suite 200
B el l e v u e,WA 98004
P h .4 2 5 - 6 3 5 - 7 4 8 1
e t h ert n @ n w r g . c o m
w w w. n w r g . c o m
Jeff Etherton

250 se s s ions since 1994

O b s e r v a n t ,L L C

277 Lin den St.,Suite 207
Wel l e s l e y, MA 02482
P h .7 8 1 - 2 3 9 - 1 1 0 2
m f e e h a n @ o b serva n t . b i z
w w w. o b serva n t . b i z
Mike Fe e h a n ,P h . D .

100+ se s s ions since 1987

Oklahoma Market Research

Data Net
4900 N. Po rtland Av e . , Suite 150
Oklahoma City, OK 73112
P h .4 0 5 - 5 2 5 - 3 4 1 2
m a il @ d a t a n e t - r e se a rc h . c o m
Clyde Nitta

1000 se s s ions since 1990

M . Q .Olsen Marketing Research

180 Gra n d view Av e .
Glen Elly n , IL 60137-5812
P h .6 3 0 - 4 6 9 - 4 4 2 0
m q o l se n @ a o l . c o m
Maureen Quin Olsen

3000 se s s ions since 1979

O’Neill Marketing Insights

8 Bridge Lane
E din a ,MN 55424
P h .9 5 2 - 2 3 9 - 6 8 1 7
p a t t yo n e il @ a o l . c o m
Patty O’Neil

S ince 1987

1-On-One Marketing A s s o c i a t e s

14444 Corte Morea
San Diego, CA 92129-3812
P h .8 5 8 - 4 8 4 - 2 3 0 7
j j . 1 o n o n e m a rke t ing @ s b c gl o b a l . n e t
Je f f r ey G. Jo r d a n

700+ se s s ions since 1987

Opinion Research of Califo r n i a

444 W. Ocean Blvd.,Suite 800
L o ng Beach, CA 90802
P h . 5 6 2 - 4 3 2 - 0 4 7 4
w t r e a dw el l @ o p e n p o l l . c o m
w w w. o p e n p o l l . c o m
Bill Tr e a dw e l l

30+ se s s ions since 1985

Opinion Research Ta i w a n

M in s h e ng East Road, S e ct ion 2, # 1 4 9 , 1 1 F
Taipei 
Ta i w a n
P h . 8 8 6 - 2 - 2 5 0 9 - 6 4 3 8
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
Daphne Hsieh

150 se s s ions since 2003

The Opinion Suites

7202 Glen Fo r e st Dr. , Suite 204
R i c h m o n d ,VA 23226
P h . 8 0 4 - 4 8 4 - 4 8 0 0
d a v e @ di s h er. c o m
w w w. o p inio n s u i t e s . c o m
D ave Disher

350 se s s ions since 1999

U s ing consumer in s ight to help solve marke t ing
p u z z l e s . O v er 20 ye a rs of quantitative and quali-
t a t ive rese a rch ex p eri e n c e .The majority of my
ex p erience is in in n ova t ion/new pro d u cts and
servi c e s / c o n c e p t s .

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 . 2 1 6 - 3 5 1 - 4 6 4 4
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 r vo kov i c h

600 se s s ions since 1975

Oppenheim Research

1640 Metro p o litan Circ l e
Ta l l a h a s se e, FL 32308
P h . 8 5 0 - 2 0 1 - 0 4 8 0
a ro @ o p p e n h e im r e se a rc h . c o m
w w w. o p p e n h e im r e se a rc h . c o m
Anneliese Oppenheim

75+ se s s ions since 1990

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
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
Rosemary Sundin

400 se s s ions since 1990

O t i vo , I n c .

451 Hayes St., floor 3
San Fra n ci s c o, CA 94102
P h . 415-626-2604 or 415-626-9939
lw a ld a l @ o t ivo . c o m
w w w. o t ivo . c o m
Leanne Wa l d a l

1500 se s s ions since 1996
Elizabeth McLachlan

1000 se s s ions since 1998

O t ivo speci a li zes in in dividual in t erviews for all
a s p e cts of Web and software de s ign in c l u ding

a d v ert i s ing ,We b - b a sed appli c a t io n s , w i r el e s s ,
o t h er ga d g e t s , and paper pro t o t y p e s . See our
Web site for more in fo rm a t ion about our cli e n t s
and servi c e s .

OT X

1024 N. O ra nge Dr.
H o l ly w o o d ,CA 90038
P h . 3 2 3 - 3 0 8 - 3 5 7 0
b b m g e n t @ a o l . c o m
Kevin Goetz

2500+ se s s ions since 1988
Joshua Kash

50+ se s s ions since 2002
Terri Cav a n a u g h

50+ se s s ions since 2002
Karen Brow n

100+ se s s ions since 1996

Q u a li t a t ive rese a rch provided by the OT X
S c r e e nings and Quali t a t ive Group in c l u des most
major catego ries but speci a li zes in in - de p t h
a n a lysis of react ions to movie screenings and
c r e a t ive advert i s ing in an entert a ining and in t er-
a ct ive fo ru m .We at OTX are in d u st ry leaders in
e n t ert a inment and media and are the fast e st -
grow ing rese a rch company in America today.

Outside In Strategi e s , I n c .

1641 3rd Av e . , Suite 15A
New Yo rk , NY 10128
P h . 2 1 2 - 8 2 8 - 8 8 9 9
k a t i e @ o ut s ide in st ra t e gi e s . c o m
w w w. o ut s ide in st ra t e gi e s . c o m
Katie Sweeney

1000+ se s s ions since 2000

Outsmart Marketing

2840 Xenwood Av e .
M in n e a p o li s , MN 55416
P h . 9 5 2 - 9 2 4 - 0 0 5 3
Paul Tu c h m a n

1000+ se s s ions since 1990

P & L Research, I n c .

8622 E.G rand Av e .
D e nv er, CO 80237-2921
P h . 3 0 3 - 7 7 0 - 1 5 8 9
p hili p . p l r e s @ a t t . n e t
w w w. p l r e se a rc h . n e t
Philip Jo l a s

S ince 1984

MBA with 25 ye a rs of client and suppli er side
ex p erience doing B2B rese a rch (both fo c u s
groups and exe c ut ive in t erviews) with aut o m o-
t iv e, fin a n ci a l , c o n st ru ct io n , small busin e s s , di s-
t ri b ut o rs , e t c . G a in subtle fin dings using my in -
depth business knowledge and appro p riate pro-
j e ct ive techniques for new pro d u ct s , c o m p e t i t io n ,
u s a b ility test ing , voice of the cust o m er, e t c .

Palma Companies

2310 Po n derosa Dr. , Suite 2
C a m a ril l o, CA 93010
P h . 8 0 5 - 4 8 4 - 9 0 9 0
t p a l m a @ p a l m a c o . c o m
w w w. p a l m a c o . c o m
Terri Palma

1000+ se s s ions since 1978
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Panel Opinions

24 Ray Av e .
B u rling t o n , MA 01803-4760
P h .7 8 1 - 2 2 9 - 6 2 2 6
d o y l e @ p a n el o p inio n s . c o m
w w w. p a n el o p inio n s . c o m
Eileen Doy l e

100+ se s s ions since 1992

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 .3 0 3 - 9 2 2 - 5 6 0 0
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
Michael Reid

We use one-on-one, in - depth in t erviews to de v el-
op new concepts, p ro d u cts and servi c e s . Fo c u s
groups are not effect ive in eva l u a t ing new ide a s
and concepts. Focus groups create an art i fi ci a l
s i t u a t ion that produces super fi cial results. O u r
I dea Engin e ering in - depth in t erviews are much
more effect ive in de v el o p ing ideas that act u a l ly
w o rk in the marke t .

Parker Jones Marketing Research

30 Almaden Ct.
San Fra n ci s c o, CA 94118
P h .4 1 5 - 7 5 1 - 0 6 1 3
in fo @ p a rker j o n e s r e se a rc h . c o m
w w w. p a rker j o n e s r e se a rc h . c o m
Judi Jo n e s

2100 se s s ions since 1991

Parker Marketing Research,L L C

5405 Dupont Cir. , Suite B
M il fo r d ,OH 45150
P h .5 1 3 - 2 4 8 - 8 1 0 0
t n a p i er @ p a rkerr e se a rc h . c o m
w w w. p a rkerr e se a rc h . c o m
Todd Napier

1000+ se s s ions since 1995

Payne & Partners, I n c .

1120 N. L a ke Shore Dr.
C hi c a go, IL 60611
P h .3 1 2 - 4 4 3 - 9 6 6 6
p a y n p a rt @ a o l . c o m
Melanie Payne

3000+ se s s ions since 1975

Perceptions… and Realities®, I n c .

70 W. Red Oak Lane
W hite Plain s , NY 10604
P h .9 1 4 - 6 9 7 - 4 9 4 9
in q u i r e @ p erc e p t io n s r e a li t i e s . c o m
Mike Bass

200 se s s ions since 1993

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
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
Elaine M. Lyo n s

100+ se s s ions since 1980

Pe r cy & Company Research

7388 Highland Rd.,Suite 18
Baton Rouge, LA 70808
P h . 2 2 5 - 3 4 6 - 0 1 1 5
in fo @ p erc ya n d c o m p a n y. c o m
w w w. p erc ya n d c o m p a n y. c o m
Adrian E.Pe r cy

275 se s s ions since 1982

Perdue Research Group

21 W hite Bridge Rd.,Suite 200
N a s h vil l e,TN 37205
P h . 6 1 5 - 2 9 8 - 5 1 1 7
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

100 se s s ions since 2001

Pe r e a S e a r c h

450 Edge Hill Dr.
C a n yon Lake,TX 78133
P h . 8 3 0 - 8 9 9 - 4 1 0 8
p er e a @ g v t c . c o m
Patricia Pe r e a

1000+ se s s ions since 1992

Personal Opinion, I n c .

999 Brecke n ridge Lane
L o u i s vil l e, KY 40207
P h . 5 0 2 - 8 9 9 - 2 4 0 0
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 Dav i s

100 se s s ions since 1994

P h a r m a N ex u s ,I n c .

5 Ridge Dr.
M o n t vil l e, NJ 07045-9469
P h . 8 6 2 - 8 1 2 - 0 6 9 8
t o b i a s l @ o p t o n lin e . n e t
w w w. p h a rm a n ex u s . n e t
L awrence D.To b i a s

300 se s s ions since 1997

O v er 25 ye a rs of div erse ex p erience within
health care, in c l u ding eight ye a rs of quali t a t iv e
m o dera t ing ex p erience with ov er 3,000 health
care pro f e s s io n a l s .Fluent in the majority of
t h era p e utic areas and conv ersant with the
m a j o rity of health care speci a l t i e s . D e t a ils at
w w w. p h a rm a n ex u s . n e t .

Pioneer Marketing Research

3323 Chamblee - Dunwoody Rd.
A t l a n t a , GA 30341
P h . 7 7 0 - 4 5 5 - 0 1 1 4
c m o n t go m ery @ p io n e er. b z
w w w. p io n e er. b z
Charles L.M o n t go m e r y, P h . D .

500+ se s s ions since 1980

Plunkett Communications, I n c .

150 John St.,Suite 803
To ro n t o, ON M5V 3E3
C a n a d a
P h . 4 1 6 - 9 7 1 - 7 4 5 5
p ci @ p l u n ke t t in c . c o m
w w w. p l u n ke t t in c . c o m
Marion Plunkett

3000+ se s s ions since 1989

Polaris Marketing Research

5887 Glenridge Dr. , Suite 150
A t l a n t a , GA 30328
P h . 888-816-8700 or 404-816-0353
eri c . h ut c hin s o n @ p o l a ri s m r. c o m
w w w. p o l a ri s m r. c o m
Christina Gallagher

70+ se s s ions since 2001

Pope Qualitative Research, I n c .

2407 W. 2 1 st St.
M in n e a p o li s , MN 55405
P h . 6 1 2 - 6 2 3 - 7 9 7 2
p o p er e se a r @ a o l . c o m
Louise O.Po p e

3000+ se s s ions since 1980

The Po r t n oy Group

P. O .B ox 1005
Win derm er e, FL 34786
P h . 4 0 7 - 8 7 6 - 7 9 0 0
in fo @ t h e p o rt n o y gro u p . c o m
w w w. t h e p o rt n o y gro u p . c o m
Eli Po r t n oy

300+ se s s ions since 1993

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 or 877-772-4628
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
John Vo d a

105 se s s ions since 1995

Pranses Research Services

730 Pa rk Av e .
H o b o ke n ,NJ 07030-4006
P h . 2 0 1 - 6 5 9 - 2 4 7 5
p ra n se s @ a o l . c o m
Terrence J. P r a n s e s

260 se s s ions since 1992

B ringing ov er 25 ye a rs of marke t ing and com-
m u ni c a t ions in s ig h t s . Our custom pro gra m s
in c l u de focus gro u p s , in - depth in t erviews and
q u a n t i t a t ive surv e y s . P rim a ry areas of invo l v e-
m e n t : B2B (manufact u ring and servi c e s ) , fo o d
and bevera g e, health care in st i t ut io n s , n o n - p ro f-
its (fundra i s ing and members hi p ) .We apply
r e se a rch within the larger cycle of pro d u ct
de v el o p m e n t , p o s i t io ning and communi c a t io n s .

Primary Insights, I n c .

650 Wa rr e nville Rd., Suite 301
L i s l e, IL 60532
P h . 6 3 0 - 9 6 3 - 8 7 0 0
in fo @ p rim a ry in s ig h t s . c o m
w w w. p rim a ry in s ig h t s . c o m
Elaine Parkerson

4000 se s s ions since 1985
Linda Binder

3200 se s s ions since 1989
Patt Karubu s

1800 se s s ions since 1996
C a t hy Laba

1800 se s s ions since 1996
Trish Lenehan

10 se s s ions since 2004

P rim a ry Insig h t s®, I n c . s p e ci a li zes in hel p ing
m a rke t ers and pro d u ct de v el o p ers resolve the
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issues that keep them awake at nig h t .
E x p erienced modera t o r-consultants concentra t e
on the challenges to be addressed by quali t a t iv e
r e se a rch and work toward tangi ble results that
p rovide real value to cli e n t s .We focus on out-
c o m e, not on process or techni q u e s — u s ing ,
a d a p t ing , and creating methods that will address
our cli e n t s ’ st ra t e gic object iv e s . Our team
a p p roach ensures quality and consist e n c y
t h ro u g h o ut each pro j e ct .

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
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
Dan Prince

500 se s s ions since 1989

Probe Market Research,I n c .

166 E. 63rd St.,Suite 2A
New Yo rk , NY 10021
P h .212-754-4258 or 800-961-1992
ly n e t t e @ p ro b e m a rke t r e se a rc h . c o m
w w w. p ro b e m a rke t r e se a rc h . c o m
Lynette Eberhart

200 se s s ions since 2001

Product Acceptance & Research (PA R )

9845 Hedden Rd.
E va n s vil l e, IN 47725-8905
P h .8 1 2 - 8 6 7 - 8 6 0 0
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
Forrest A . ( Woody) Yo u n g s

375 se s s ions since 1980

Product Evaluations, I n c .

19 S. La Gra nge Rd.,Suite 200
La Gra ng e, IL 60525
P h .7 0 8 - 4 8 2 - 7 7 5 0
w w w. p ro d u ct e va l u a t io n s . c o m
Sara Tu c k e r

125 se s s ions since 1998

Fo o d service speci a li st s . Full custom rese a rc h
p a rt n ers to help im p rove business in the fo o d ser-
vice in d u st ry.We offer ex t e n s ive ex p erience in
c o n c e p t , p ro d u ct , b rand positio ning and new
p ro d u ct rese a rch tools. Fe a t u ring creative se s-
s io n s , focus gro u p s , ro u n d t a ble ex p l o ra t o ry se s-
s io n s , p ro d u ct usage panel s , o n lin e, t el e p h o n e
and an act ive database with ov er 40,000 fo o d-
service de ci s ion makers .

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 .5 6 1 - 9 6 5 - 8 3 0 0
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
Judy Hoffman

1000+ se s s ions since 1983

Project Essentials, I n c .

P. O .B ox 25938
C o l o rado Spring s , CO 80936
P h . 719-594-6428 or 719-684-9257
li z a h a ig h t @ a o l . c o m
Patty Va u g h a n

1000+ se s s ions since 1982
Louisa Yo u n g - B o r g e n

100+ se s s ions since 1989

R e se a rch speci a li sts for 20 ye a rs!  Fo c u s
gro u p s , u s a b ility test ing , in - p erson in - de p t h
in t ervi e w s , t elephone in t ervi e w s . S p e ci a l ly
t ra in e d , hig h ly skilled modera t o rs on st a f f.
S p e ci a li z ing in cust o m er satisfact io n , c o n-
s u m ers , health care, r e t a il , and catalog marke t-
ing and sales.

Project X New Yo r k

36 Hamilton Av e, Suite 6J
Staten Island, NY 10301
P h . 2 1 2 - 2 1 7 - 0 5 9 6
li z di p il li @ e a rt h lin k . n e t
Elizabeth DiPilli

1500 se s s ions since 1991

P RYBYL Group, I n c .

2349 N. L a f a yette St.,Suite 1200
A rlington Heig h t s , IL 60004-2905
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
w w w. p ry b y l gro u p . c o m
Marilyn Richards

3000+ se s s ions since 1982

P ro f e s s ional modera t o r: v e t eran of ov er 3,000
focus groups and in - depth in t ervi e w s . E x p ert i se :
new pro d u ct de v el o p m e n t , concept test ing , c o m-
m u ni c a t ion eva l u a t io n , p o s i t io ning , p a c k a ging ,
u s a b ili t y, idea genera t io n / c r e a t ivity se s s io n s .
S p e cial audi e n c e s : exe c ut iv e s / m a n a g e m e n t , e ngi-
n e ers , c o n t ra ct o rs / t ra de s p e o p l e, B 2 B , e d u c a t o rs ,
c o n s u m ers , se nio rs / m a t u r e / 5 0 + , pet ow n ers .
I n d u st ri e s : h o b b i e s / c ra f t s , d o - i t - yo u rsel f / h o m e
im p rov e m e n t , p ow er tools, c o n st ru ct io n , r e a l
e st a t e, c o s m e t i c s / p ersonal care, health care,
c o o k w a r e / k i t c h e n . L o c a t io n : b a sed in the
C hi c a go metro p o litan area, our central locatio n
in the U.S.e n a bles us to tra v el quickly and cost -
e f f e ct iv ely thro u g h o ut the natio n .

P S : R e s e a r c h !

100 S.S u n ri se Wa y, Suite 448
Palm Spring s , CA 92262
P h . 8 8 8 - 4 0 0 - 7 3 4 4
k i rk @ p s - r e se a rc h . c o m
w w w. p s - r e se a rc h . c o m
Kirk Bridgman

500+ se s s ions since 1991
Linda Boy d

500+ se s s ions since 1990

A focus on the li f e styles and prio rities of adult
c o n s u m ers ov er age 40! IDI’s and focus gro u p s
c o n d u cted in pers o n , o n lin e, by phone.
C o m p r e h e n s ive services in c l u de concept test ing ,
se n s i t ive subject in t ervi e w ing , s o cial marke t ing
r e se a rc h ,m u l t i - l a nguage modera t ing capabili t y,
c o o r din a t ion with quantitative rese a rc h , l a r g e -
scale pro j e ct management. M e m b ers of QRCA.

PSD Marketing Services

10226 Democracy Lane
Po t o m a c , MD 20854
P h . 3 0 1 - 3 6 5 - 2 3 0 8
p s d r e y f u s s @ a o l . c o m
P hyllis Drey f u s s

200 se s s ions since 1996

P S Y: C O M

G e b e s c h u s st r, 4 1
Fra n k f u rt , H e s sen 
G erm a n y
P h . 4 9 - 6 9 - 1 3 3 - 7 8 - 1 7 0
p s y c o m @ t - o n lin e . de
w w w. p s y c o m - o n lin e . de
Peter W.W r o b e l

2000 se s s ions since 1990

PurelyQual Research & Support Services

P. O .B ox 495
B e n t l e ig h ,VIC 3204
Au st ra li a
P h . 6 1 - 3 - 9 5 5 7 - 8 4 2 2
a st rid @ p u r ely q u a l . c o m . a u
Astrid Giezen

300 se s s ions since 1989

Q & A Research,I n c .

64 Digital Dr.
N ova t o, CA 94949
P h . 4 1 5 - 8 8 3 - 1 1 8 8
w p in o @ q a r. c o m
w w w. q a r. c o m
Warren Pino

200 se s s ions since 1990
Diana Layseca

35 se s s ions since 1999
Jake Raroque

120 se s s ions since 2001
Charlotte Je n s e n

30 se s s ions since 1999

Q & A Rese a rch has se v eral modera t o rs ava il-
a ble to assist yo u : male and female, and of di f-
f erent ages and ethni ci t i e s .Our collect ive ex p eri-
ence is across a broad array of in d u st ries in c l u d-
ing , b ut not limited to: health care, in s u ra n c e,
fin a n cial servi c e s , fo o d s , and video ga ming . O u r
H i s p a nic Pers p e ct ives divi s ion is proud to have
one of the top bilingual modera t o rs in the coun-
t ry.

Q2 Market Research

4439 Tra vis St.
D a l l a s ,TX 75205
P h . 2 1 4 - 5 2 6 - 3 8 8 5
Paula J.Yo u n g

1995 se s s ions since 20 +

Q2 Market Research

484 Fra n k lin Circ l e
Ya r d l e y, PA 19067
P h . 2 1 5 - 7 5 0 - 0 8 0 2
Q 2 C C @ v eri zo n . n e t
Carole Couzens

800 se s s ions since 1985
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Q2 Marketing Research,L L C

621 Wo o st er Pike
Terrace Pa rk , OH 45174
P h .5 1 3 - 5 7 6 - 1 8 9 2
q 2 @ q 2 m r. c o m
w w w. q 2 m r. c o m
Bruce Fe r g u s o n

1000+ se s s ions since 1992

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 .8 0 8 - 5 2 4 - 5 1 9 4
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
Barbara A n k e r s m i t

1000+ se s s ions since 1972

QMark Research & Polling 

626 Pale San Vitores Road
R o yal Orc hid Hotel-Suite 4A
Ta m u ning 96913
G u a m
P h .671-649-7629 or 671-649-7231
bl e e @ st a rrt e c h . c o m
w w w. st a rrt e c h . c o m
Bonnie Lee

50 se s s ions since 1999

QualCore.com Inc.

17 Wa s h b u rn Av e . S .
M in n e a p o li s , MN 55405
P h .6 1 2 - 3 7 7 - 3 4 3 9
j e f f. w a l kow s k i @ q u a l c o r e . c o m
w w w. q u a l c o r e . c o m
Jeff Wa l kow s k i

1500+ se s s ions since 1989

P io n e er and recogni zed ex p ert in the use of
o n line quali t a t ive methods. Seasoned rese a rc h
c o n s u l t a n t . Enjoys all quali t a t ive rese a rc h
m e t h o d s : in - p ers o n , p h o n e, and online … IDIs
and gro u p s . O f f ers creative yet pra ct i c a l
r e se a rch de s igns and fl exi ble report ing optio n s .
M e m b er QRCA, M R A , and AMA.

QualiData Research,I n c .

170 Garfi eld Pl.,Suite 202
B ro o k ly n , NY 11215-2106
P h .7 1 8 - 4 9 9 - 4 6 9 0
in fo @ q u a lid a t a r e se a rc h . c o m
w w w. q u a lid a t a r e se a rc h . c o m
Sharon Wo l f

1000+ se s s ions since 1990

The Qualis Company

4540 McPhers o n
S t .L o u i s , MO 63108-2103
P h .3 1 4 - 3 6 7 - 0 6 9 6
q u a li s @ s w b el l . n e t
h t t p : / / h o m e . s w b el l . n e t / q u a li s
Joseph A Ko e r n e r

800+ se s s ions since 1980

The Qualitative Difference Inc

2372 Sandpiper Dr.
L a f a ye t t e, CO 80026-3149
P h . 303-448-9100 or 303-589-2653
in fo @ q u a li t a t iv e di f f er e n c e . c o m
w w w. q u a li t a t iv e di f f er e n c e . c o m
Daniel Oromaner

1000 se s s ions since 1982

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 . 8 1 8 - 9 8 8 - 5 4 1 1
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
Linda Giniew i c z

100 se s s ions since 1998
(See advert i sement on p. 9 4 )

Q u a l i t a t i ve Intelligence

16011 4th St.E .
R e dington Beach, FL 33708
P h . 7 2 7 - 3 9 3 - 7 9 9 1
q i t in a @ a t t . n e t
w w w. q u a li t a t iv e in t el lig e n c e . c o m
Tina Brogdo n

500+ se s s ions since 1992
Brian Love

Patty Giomelti

Q u a li t a t ive Intel ligence has ex t e n s ive hands-on
ex p erience in uncov ering consumer, p ro f e s s io n a l ,
and busin e s s - t o - b u s iness in s ig h t s .W h e t h er
yo u ’re looking to di s c ov er new trends, u n der-
stand consumer language and behavio rs , e va l u-
ate creative advert i s ing , de v elop bra n ding for a
p ro d u ct , or de t ermine st ra t e gic business de ci-
s io n s ,we can help you understand your con-
s u m er.

Q u a l i t a t i ve Research

4408 Murietta Av e . , Suite 3
S h erman Oaks, CA 91423
P h . 8 1 8 - 7 8 4 - 4 4 8 0
m eli s s a c a se y @ e a rt h lin k . n e t
Melissa Casey

300+ se s s ions since 1995

Q u a l i t a t i ve Research Services

12531 Cottage Hill Dr. N .
Ja c k s o n s vil l e, FL 32225
P h . 9 0 4 - 2 2 0 - 0 7 4 6
el a in e @ q u a li t a t iv er e se a rc h servi c e s . c o m
w w w. q u a li t a t iv er e se a rc h servi c e s . c o m
Elaine K.A n w a n d e r

100+ se s s ions since 1990

Let us help you hear the voices of your most
im p o rtant in fl u e n c ers … c u st o m ers , p a t i e n t s ,
e m p l o ye e s , c li e n t s … wh o m e v er is im p o rtant to
your business success.We can help you fin d
a n s w ers to your key marke t ing quest io n s .
Q u a li t a t ive Rese a rch Services can help you se t
di r e ct ion as de fined by the right audi e n c e,a n d
measure your success as de t ermined by your cus-
t o m ers . I n fo rm a t ion you need - when you need it.

Q u a l i t a t i ve Solutions, I n c .

S o l u ciones Cuali t a t iva s , S . C .
H o m ero 1425-902
M exico City, DF 11000
M exi c o
P h . 52-55-5395-6050 or 52-55-5395-8838
el er e k @ s o l u cio n e s q . c o m . m x
w w w. s o l u cio n e s q . c o m . m x
Ellen Lerek

3600 se s s ions since 1993

Q u a l i Vi s i o n , I n c .

1415 W. R o s c o e, Suite 2
C hi c a go, IL 60657
P h . 7 7 3 - 5 2 5 - 3 7 9 0
ni c o l e @ q u a livi s io nin c . c o m
Nicole Ferrin Cox

100 se s s ions since 2002

Quesst Qualitative Research

38 Berkeley Pl.
B ro o k ly n , NY 11217-3511
P h . 7 1 8 - 7 8 3 - 3 2 3 7
c a se y @ c a se y s w e e t . c o m
w w w. fo c u s gro u p s o n lin e . c o m
C a s ey Sweet

Rabid Research & Strategic Planning

160 Oak St.,Suite G-1
G l a st o n b u ry, CT 06033
P h . 8 6 0 - 6 5 7 - 9 8 2 7
f e t c h @ ra b id r e se a rc h . c o m
w w w. ra b id r e se a rc h . c o m
Lilli Rodriguez

2000 se s s ions since 1985

R a d l ey Resources, I n c .

P. O .B ox 132
C li f f s ide Pa rk , NJ 07010-0132
P h . 2 0 1 - 9 4 5 - 2 8 0 0
a z im m erm a n @ n j . rr. c o m
w w w. ra d l e y r e s o u rc e s . c o m
Alan Zimmerman

1000+ se s s ions since 1982

Emanuel Rappaport & A s s o c i a t e s

12529 Av e nida Tin e o
San Diego, CA 92128-3139
P h . 8 5 8 - 6 7 3 - 7 5 5 8
p a p a m a n n y @ a o l . c o m
Emanuel Rappapo r t

1060 se s s ions since 1956

R a p s e s s i o n s , I n c .

1558 Country Lane
D e er fi eld , IL 60015
P h . 847-914-0250 or 847-914-0601
in fo @ ra p se s s io n s in c . c o m
w w w. ra p se s s io n s in c . c o m
Gail Rapo po r t

3000 se s s ions since 1984

R DA Group

450 Enterp ri se Court
B l o o m fi eld Hil l s , MI 48302
P h . 2 4 8 - 3 3 2 - 5 0 0 0
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
S a n ford Stallard

3000 se s s ions since 1982
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R E A L e R e s e a r c h

1027 Adeline St.
O a k l a n d , CA 94607
P h .5 1 0 - 8 3 2 - 6 4 8 4
s u s a n @ r e a l er e se a rc h . c o m
w w w. r e a l er e se a rc h . c o m
Susan Reale

1000+ se s s ions since 1985

Reilly Group

15 Old Beach Rd.
N e w p o rt , RI 02840
P h .4 0 1 - 8 4 1 - 8 8 8 9
s r e il ly @ r e il ly gro u p . c o m
w w w. r e il ly gro u p . c o m
Sheila Reilly

1000+ se s s ions since 1995

The Research & Planning Group

1750 S. Brentwood Blvd.,Suite 306
S t .L o u i s , MO 63144
P h .3 1 4 - 9 6 2 - 0 0 8 3
D avid Rich

1500+ se s s ions since 1981

Research Boston Corp.

24 Smith St.
N e w b u ry p o rt , MA 01950
P h .9 7 8 - 2 2 5 - 8 0 3 0
in fo @ r e se a rc h b o st o n . c o m
w w w. r e se a rc h b o st o n . c o m
Paul Te p l i t z

30 se s s ions since 1988

B u s in e s s - t o - b u s iness rese a rch in technology,
health care, fin a n c e, a vi a t ion in d u st ri e s . U ni q u e

“ r e a s o ning in q u i ry ” in t ervi e w ing approach to
u n c ov er subtle, often unrecogni ze d , p erc e p t io n s
and opinio n s . S t u dies have in c l u ded CEOs,
C F O s , C I O s , state legi s l a t o rs , d o ct o rs , a i rp l a n e
p ilots and many others !

Research Data Services, I n c .

405 N. Reo St., Suite 100
Ta m p a , FL 33609
P h . 8 1 3 - 2 5 4 - 2 9 7 5
K l a g e s M k t g @ a o l . c o m
w w w. k l a g e s gro u p . c o m
Claire Klages

200 se s s ions since 1987

The Research Department

220 E.73rd St.,Suite 7D
New Yo rk , NY 10021
P h . 2 1 2 - 7 1 7 - 6 0 8 7
a l ex a b s mi t h @ e a rt h lin k . n e t
A l exa Smith

3000 se s s ions since 1978

Research Explorers/L.G.McDonald & A s s o c i a t e s

1111 New Tri er Ct.
Wil m e t t e, IL 60091
P h . 8 4 7 - 8 5 3 - 0 2 3 7
li s a @ r e se a rc h ex p l o r ers . c o m
w w w. r e se a rc h ex p l o r ers . c o m
Lisa Gaines McDonald

1000+ se s s ions since 1994
Loran Gaines McDonald

10 se s s ions since 2004

R e se a rch Explorers™ p rovides act io n a ble solu-
t ions through a va riety of quali t a t ive tools and
t e c h niques in c l u ding : focus gro u p s , dya d s / t ri a d s ,
in - depth in t ervi e w s , b u l l e t in boards and/or
e t h n o gra p hi e s .We collaborate to help reviv e,
r e de fine or reposition your pro d u ct , service or
c o m m u ni c a t io n . Our prim a ry focus is the
A f ri c a n - A m eri c a n , women and teen marke t s .
We have worked on consumer go o d s , d u ra bl e s ,
health care, a ut o m o t iv e, p u blic policy and soci a l
i s s u e s . Lisa McDonald has ov er 25 ye a rs of
r e se a rc h ,m a rke t ing and st ra t e gic planning ex p e-
ri e n c e .
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Research For Management, I n c .

1138 Collegeville Rd
P. O . B ox 375
Skippack Vil l a g e, PA 19474
P h .6 1 0 - 2 1 3 - 9 5 6 9
r e s 4 m g m t @ a o l . c o m
w w w. j a m e s p a rt n er. u s
James Partner

S ince 1990

Research In Marketing,I n c .

508 Central Av e .
H ighland Pa rk , IL 60035
P h .8 4 7 - 4 3 3 - 8 3 8 3
l a rry h a m m o n d @ rimin c . c o m
Larry Hammond

700+ se s s ions since 1970
Ruth Campbell

700+ se s s ions since 1970

We have been modera t ing focus groups for ov er
30 ye a rs . Our ex p erience is bro a d ly base d , c ov er-
ing 70 of Quirk’s specialties with our de e p e st
ex p erience in health care, fin a n cial servi c e s ,
r e t a il and house h o ld pro d u ct s .The two of us
have moderated ov er 1,400 focus groups (plus
in n u m era ble one-on-one in t ervi e w s ) .As ex p e ct-
e d ,we understand se nio rs and are comfo rt a bl e
w o rk ing with them.

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.)
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
D e bbie McNamara

100 se s s ions since 1995

Research Inc.

3050 Royal Blvd.,S . , Suite 120
A l p h a r e t t a ,GA 30022
P h .7 7 0 - 6 1 9 - 9 8 3 7
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
D e bbie McNamara

100 se s s ions since 1995

Research International

875 N. M i c higan Av e . , Suite 2511
C hi c a go, IL 60611
P h .8 8 8 - 3 8 7 - 2 2 3 3
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
Luc Rens

1000+ se s s ions since 1995

Research International - San Francisco 

303 2nd St., 9th floor S.
San Fra n ci s c o, CA 94107
P h .4 1 5 - 2 8 1 - 2 7 6 0
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
Angela W h e e l e r

1000+ se s s ions since 1995

Research International Canada

789 Don Mills Rd.,Suite 614
To ro n t o, ON M3C 1T5
C a n a d a
P h . 4 1 6 - 4 6 7 - 7 1 0 1
s o l ut io n s @ 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
Jim King

100+ se s s ions since 1975

Research Plus,I n c .

999 Plaza Dr. , Suite 580
S c h a u m b u r g , IL 60173
P h . 8 4 7 - 6 1 9 - 5 6 5 5
c a h p l u s @ a o l . c o m
w w w. r e se a rc h p l u s in c . c o m
Carolyn Heimbach

400+ se s s ions since 1989

Research Solutions, I n c .

13720 Acreview Dr.
B ro o k fi eld ,WI 53005
P h . 2 6 2 - 7 9 0 - 6 7 3 7
k a r e n @ fo c u s gro u p r e s o u rc e s . c o m
w w w. fo c u s gro u p r e s o u rc e s . c o m
Karen Munson

300+ se s s ions since 1997

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
rs in c o rp @ b el l s o ut h . n e t
Gene Ta l b o t t

200+ se s s ions since 1986

Research Strategy Group Inc.

250 Bloor St. E . , Suite 1530
To ro n t o, ON M4W 1E6
C a n a d a
P h . 4 1 6 - 9 2 8 - 0 6 7 8
li z j a ye @ rs gin c . n e t
w w w. rs gin c . c a
Liz Jaye

1000+ se s s ions since 1995

Research Te c h n o l o gi e s , L L C

813 W hi t t i er Rd.
D erby Lin e,VT 05830-9009
P h . 802-895-4803 or 866-784-4803
l e st er g @ r e se a rc h - t e c h . c o m
w w w. r e se a rc h - t e c h . c o m
Lester Greenberg

200 se s s ions since 2000

The Research Wo r k s h o p , I n c

1142 Brid g e mill Av e .
C a n t o n , GA 30114
P h . 7 7 0 - 7 0 4 - 9 5 8 0
h b fo r d @ b el l s o ut h . n e t
Henry Fo r d

50+ se s s ions since 1985

R e s e a r c h / S t r a t e gy Group,I n c .

250 Bloor St.,Suite 1530
To ro n t o, ON M4W 1EG
C a n a d a
P h . 4 1 6 - 9 2 8 - 0 6 7 8
t h e gro u p @ rs gin c . n e t
w w w. a g m r. c o m
Jim Pe t e r s o n

1500 se s s ions since 1985

The Results Netwo r k , I n c .Field & Focus Div.

(Susquehanna Surv e y s )
5321 D Jaycee Av e .
H a rri s b u r g , PA 17112
P h . 717-652-8012 or 800-465-3128
l o ri @ t h er e s u l t s n e t w o rk . c o m
w w w. t h er e s u l t s n e t w o rk . c o m
Lori T.A i l e n b a c h

475 se s s ions since 1993

R eyes Research

1013 Colina Vi st a
Ve n t u ra , CA 93003
P h . 8 0 5 - 2 7 8 - 1 4 4 4
a rvin d @ r e ye s r e se a rc h . c o m
w w w. r e ye s r e se a rc h . c o m
Richard Barth

30 se s s ions since 1995

Richmark Research Services

39 S.L a S a l l e, 5th fl o o r
C hi c a go, IL 60603
P h . 3 1 2 - 3 6 8 - 0 8 0 0
d kern d t @ ri c h m a rk . c o m
w w w. ri c h m a rk . c o m
Dick Ke r n d t

25 se s s ions since 1999

Rickman Research & Communications

2403 Hayden Dr.
S il v er Spring , MD 20902
P h . 3 0 1 - 6 4 9 - 7 0 7 3
l ri c k m a n @ l a ser. n e t
Leonard Rickman

1000 se s s ions since 1991

Rieger Research Inc.

885 Rose c rans St.
San Diego, CA 92106-3014
P h . 6 1 9 - 2 2 5 - 0 0 3 0
l c ri e g er @ ri e g err e se a rc h . c o m
Liliana C. R i e g e r

3500 se s s ions since 1992

Rife Market Research, I n c .

1111 Pa rkcentre Blvd., Suite 111
M i a mi , FL 33169
P h . 3 0 5 - 6 2 0 - 4 2 4 4
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
Mary Rife

200 se s s ions since 1957

Right Hand Research

13 Autumn Rd.
M e dw a y, MA 02053
P h . 5 0 8 - 5 3 3 - 9 1 8 6
s u a n n e @ s p e a ke a s y. n e t
Suanne Zakarin

100 se s s ions since 1998
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R i g n ey & A s s o c i a t e s

2795 Clay St.
San Fra n ci s c o, CA 94115-1711
P h .4 1 5 - 7 7 1 - 9 3 5 7
j rig n e y @ rig n e ya s s o c . c o m
w w w. rig n e ya s s o c . c o m
John Rigney

1000+ se s s ions since 1974

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 .2 1 4 - 7 5 0 - 0 1 0 2
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
D r. E dward T.R i n c o n

500 se s s ions since 1984

Sally Ringo Research

75 14th St., U nit 4820
A t l a n t a ,GA 30309
P h .4 0 4 - 9 8 2 - 9 5 8 5
s a ringo @ min d s p ring . c o m
w w w. s a l ly ringo . c o m
Sally Ringo

1500 se s s ions since 1982

R I VA Market Research

Q u a li t a t ive Rese a rch Servi c e s
1700 Rockville Pike, Suite 260
R o c k vil l e, MD 20852
P h .3 0 1 - 7 7 0 - 6 4 5 6
R e se a rc h @ R I VA in c . c o m
w w w. R I VA in c . c o m
Naomi R.H e n d e r s o n

5000 se s s ions since 1978
(See advert i sement on p. 3 5 )

RJ Research

6948 Eagle Ridge Rd.
Pe n ngrov e, CA 94951
P h .7 0 7 - 7 9 5 - 3 7 8 0
r j r @ s o ni c . n e t
w w w. s o ni c . n e t / r j r e se a rc h
Bob Pe l l e g r i n i

2000+ se s s ions since 1981

RMS Communications and Research Inc.

12229 Crewe St.
N o rth Holly w o o d ,CA 91605
P h .8 1 8 - 5 0 3 - 7 7 2 1
rm s q u a l @ e a rt h lin k . n e t
Rhonda Scott

650 se s s ions since 1992

S p e ci a li z ing in quali t a t ive rese a rc h , R h o n d a
Scott has modera t e d , c o o r dinated and managed
g e n era l , m u l t i - e t h ni c , and Afri c a n - A m eri c a n
m a rke t ing rese a rch pro j e cts from in c e p t ion to
final prese n t a t io n .A hig h ly respected fo c u s
group modera t o r, Rhonda has worked with top-
ics ra nging from communi c a t ions and pro d u ct
concept test ing to health care to public poli c y
i s s u e s .

Roadmap Market Research

P. O .B ox 2247
Fa rmington Hil l s , MI 48333
P h . 3 1 3 - 2 0 3 - 7 1 7 9
in fo @ ro a d m a p r e se a rc h . c o m
w w w. ro a d m a p r e se a rc h . c o m
Pam Cooper

20 se s s ions since 1998
Jill Cicero

10 se s s ions since 2005
Jeannee Kirkaldy

4 se s s ions since 2005

F u l l - service rese a rc h . R I VA - t ra ined modera t o rs .
We speci a li ze in hard-to-recruit responde n t s .
E x c ellent report - w ri t ing capabili t i e s .

Roberts & Kay,I n c .

250 Campise Place
L exing t o n , KY 40508
P h . 8 5 9 - 2 3 1 - 8 3 0 8
ro n a @ ro b ert s a n d k a y. c o m
w w w. ro b ert s a n d k a y. c o m
Rona Roberts

180 se s s ions since 1985

Robinson Research,I n c .

524 W. I n di a n a
S p o k a n e,WA 99205
P h . 5 0 9 - 3 2 5 - 8 0 8 0
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
Bill Robinson

S ince 1979

Roller Marketing Research

P. O .D ra w er 2436
G l o u c e st er,VA 23061
P h . 8 0 4 - 6 9 3 - 3 2 0 8
rm r @ ro l l err e se a rc h . c o m
w w w. ro l l err e se a rc h . c o m
Margaret R.R o l l e r

1500 se s s ions since 1976

Personal attention to the custom de s ign of each
q u a li t a t ive pro j e ct . Emphasis on cli e n t -
r e se a rc h er in t era ct ion leading to meaning f u l
de s ig n , s k illed exe c ut io n , in - depth analysis and
a ct io n a ble report ing . No ghost wri t ers . G ro u p
m o dera t ion and exe c ut ive in t ervi e w s . U . S . a n d
in t ern a t io n a l .

Elissa Rosenthal Marketing Research and

S t r a t e gy

19 Win c h e st er St.,Suite 901
B ro o k lin e, MA 02446
P h . 6 1 7 - 7 3 4 - 1 1 2 9
ero se n t 9 0 0 @ a o l . c o m
Elissa Rosenthal

200 se s s ions since 1985

Rosenthal Qualitative Research

2945 38th St.N . W.
Wa s hing t o n , DC 20016
P h . 2 0 2 - 3 3 3 - 0 8 5 5
R o se n Q u a l @ e a rt h lin k . n e t
Barbara Rosenthal

5000+ se s s ions since 1978

Jay L.Roth & A s s o c i a t e s , I n c .

27 Fi rst Street
S yo s se t , NY 11791-2504
P h . 5 1 6 - 9 2 1 - 3 3 1 1
j a y @ j l ro t h a s s o c . c o m
w w w. j l ro t h a s s o c . c o m
Jay Roth

350+ se s s ions since 1996

Our ex p ert i se can help you succeed in the com-
p e t i t ive marke t p l a c e . 25+ ye a rs of marke t ing
and rese a rch ex p erience hel p ing leading con-
s u m er and b-to-b companies make st ra t e gic and
t a ctical de ci s io n s . A modera t ing “ n a t u ra l , ” Ja y
h elps people feel comfo rt a ble openly di s c u s s ing
o p inio n s , b e h a vio rs and feeling s . You will receiv e
s u p erb group facili t a t ion and in - depth in t ervi e w-
ing plus ex p ert gu idance through in s ig h t f u l ,
a ct io n a ble reports and consultatio n s . We deliv er
what we pro mi se . You will enjoy peace of min d
k n ow ing your pro j e ct will be completed on
schedule while getting the in fo rm a t ion you need
to succeed. Visit our Web site or call us, so yo u
m a ke … b e t t er de ci s ions through top-quali t y
r e se a rc h .

RPM Consulting

( R e t a il Pro fit Management)
17130 Devo n s hire St., Suite 205
N o rt h rid g e, CA 91325
P h . 8 1 8 - 8 3 1 - 7 6 0 7
s l a c kow @ rp m c o n s u l t ing . c o m
w w w. rp m c o n s u l t ing . c o m
S t eve Lackow

1000+ se s s ions since 1980

RQ - Ricerche Qualitative

Piazza Cola Di Rienzo, 8 0
00192 Rome 
I t a ly
P h . 3 9 - 6 - 3 6 0 - 9 4 - 6 1
rq @ rq r e se a rc h gro u p . i t
w w w. rq r e se a rc h gro u p . i t
M s .Federica Santucci

900 se s s ions since 1996

S F I,L t d .

80 Sequoi a
D e er fi eld , IL 60015
P h . 8 4 7 - 3 7 4 - 0 1 0 8
E C H A R D E LL @ s fi - r e se a rc h . c o m
Emilu Chardell

1000 se s s ions since 1990
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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 .2 1 2 - 5 0 5 - 6 8 0 5
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
Ruth Stanat

3500 se s s ions since 1984

R uth Stanat, p r e s ident and CEO,S I S
I n t ern a t ional Rese a rc h , is one of the most ex p e-
rienced modera t o rs in the world . She modera t e s
m e dical and pharm a c e ut i c a l , B 2 B , c o n s u m er
and in d u st rial and technical gro u p s . S I S
I n t ern a t ional is building a staff of five ex p eri-
enced modera t o rs who have tra ined under Rut h
S t a n a t .
(See advert i sement on opposite page)

Sabena Qualitative Research Services

11 Bradley St.
We st p o rt , CT 06880
P h .2 0 3 - 4 5 4 - 1 2 2 5
p s a b e n a @ q u a l . c o m
w w w. q u a l . c o m
Patricia Sabena

6500 se s s ions since 1965
Nicole Sabena Fe a gi n

500 se s s ions since 2000

We ga t h er and in t erpret st ra t e gic in s ights fro m
health care pro f e s s io n a l s , exe c ut iv e s , p a t i e n t s
and consumers .Our methods in c l u de in - p ers o n
focus gro u p s , q u a d s , t ri a d s , I D I ’ s , and online bul-
l e t in board and chat gro u p s .We’ve pio n e er e d
q u a li t a t ive rese a rch techniques invo l ving join t -
de ci s ion making , p erceptual mapping , team col-
l a g e, p s y c h o d ra w ing s , c a t e go ry management,
st o ry t el ling , and contempori z ing brand equity.
Pat is a leading speaker at confer e n c e s , t e a c h e s
q u a li t a t ive rese a rch workshops worldw ide, a n d
was past president of QRCA (1995-1998).
Nicole is well tra ined and hig h ly ex p eri e n c e d .

Sachs Insights

200 Va rick St.,Suite 910 & 500
New Yo rk , NY 10014
P h .212-924-1600 ex t . 1 0 5
rmin er @ s a c h s in s ig h t s . c o m
w w w. s a c h s in s ig h t s . c o m
Tammy Sachs

100+ se s s ions since 1987
Ben Grill

100+ se s s ions since 1999
Mark Safi r e

100+ se s s ions since 1999
Paris Patton

100+ se s s ions since 1999

Sachs Insights offers a ra nge of quali t a t ive ser-

vi c e s . R e se a rch is custom de s igned to bring the
voice of the target audience to clients in a mean-
ingful way so that they can launch pro d u ct s , ser-
vi c e s , m a rke t ing communi c a t ions and Web sites
that are true to the aspira t io n s , a t t i t u des and
p erc e p t ions of the real world .M e t h o d o l o gi e s
in c l u de in n ova t ions in st u dy de s ign such as fo c u s
groups in game show fo rm a t s , r e m o t e - m o dera t-
ed usability and longi t u dinal ethnogra p h y.

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
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
Ed Bergo

110 se s s ions since 1980

S a n do and A s s o c i a t e s

2122 Cali fo rnia St.N . W. , Suite 353
Wa s hing t o n , DC 20008
P h . 2 0 2 - 2 3 2 - 7 8 0 1
rut h s a n d o @ a o l . c o m
Ruth Sando

100+ se s s ions since 2003

R uth Sando, P h . D . , of Sando and Associ a t e s ,
s p e ci a li zes in ethnography (in-home and in -
depth in t erviews) and focus groups for a wide
va riety of clients across many in d u st ri e s , p a rt i c-
u l a rly fin a n cial servi c e s .D r. Sando has a Ph.D.
in anthro p o l o gy, and is a member of the AMA,
QRCA and the Society for Appli e d
A n t h ro p o l o gy.

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 . 6 1 4 - 2 6 1 - 0 0 6 5
dw o l f e @ s a p erst e in a s s o ci a t e s . c o m
w w w. s a p erst e in a s s o ci a t e s . c o m
Martin D.S a p e r s t e i n , P h . D .

2000+ se s s ions since 1980

Saurage Research,I n c .

5090 Richmond Av e . , # 1 4 4
H o u st o n ,TX 77056
P h . 8 0 0 - 8 2 8 - 2 9 4 3
s s a u ra g e @ S a u ra g e R e se a rc h . c o m
w w w. S a u ra g e R e se a rc h . c o m
Susan Saurage-Altenloh

1048 se s s ions since 1987

Susan Saurage-Altenloh’s 20+ ye a rs of
r e se a rch ex p erience in c l u des facili t a t ing more
than 1,000 focus groups and conduct ing hun-
dreds of in - depth in t ervi e w s . H er fi rm ,S a u ra g e
R e se a rch Inc., has won se v eral national and
r e gional awards for its creative rese a rc h
a p p ro a c h e s .H er div erse ex p erience in c l u de s
a d v ert i s ing , health care, in d u st ri a l / m a n u f a ct u r-
ing , B 2 B ,C - l e v el exe c ut ives and se n s i t ive issues.

Paul Schneller Qualitative LLC

300 Bleecker St.
New Yo rk , NY 10014
P h . 2 1 2 - 6 7 5 - 1 6 3 1
w w w. gi s . n e t / ~ a n s w ers
Paul Schneller

1000+ se s s ions since 1992

Full ra nge of quali t a t ive techniques to deliv er
a ct io n a ble in s ig h t s . Fo rm a t s : focus gro u p s ,
I D I ’ s , real people test im o ni a l s . S e g m e n t s : B - t o -
B , c o n s u m ers ,m e dical pro f e s s io n a l s .S t ra t e gi c
o b j e ct iv e s : new pro d u ct de v elopment and
ex p l o ra t o ri e s , need GAP analy s i s , idea genera-
t io n , concept screening , p o s i t io ning , p a c k a ging ,
n a ming , st o ryboard de v el o p m e n t , ad communi-
c a t ions (print and bro a d c a st ) , b ra n ding , e q u i t y.
To p i c s : m e di c a t ions (Rx and OT C ) , HBA pro d-
u ct s , im a g e - d riven fra gra n c e s / c o s m e t i c s , h o u se-
h o ld pro d u ct s , v e t erin a ry, pet care, t ra v el , c o m-
m u ni c a t ions (phone,Web sites, m u l t im e di a , )
fo o d s / b e v era g e s / c o n f e ct io n , r e st a u ra n t s , in d u s-
t rial suppli e s , fl o o ring , c o rp o rate im a g e, a n d
m o r e .

Scholl Market Research,I n c .

816 Pulaski Dr.
L a n s d a l e, PA 19446
P h . 6 1 0 - 5 8 4 - 0 5 2 1
ri c h a r d @ s c h o l l r e se a rc h . c o m
w w w. s c h o l l r e se a rc h . c o m
Richard Scholl

S ince 1989

Schorr Creative Solutions, I n c .

4738 Noble Av e .
S h erman Oaks, CA 91403
P h . 818-981-6972 or 818-515-5087
d o u g @ s c h o rrs o l ut io n s . c o m
w w w. s c h o rrs o l ut io n s . c o m
Doug Schorr

500+ se s s ions since 1998

Schroeter Research Services

158 Lyons Plains Rd.
We st o n , CT 06883
P h . 2 0 3 - 2 2 6 - 3 7 5 0
Meta L.S c h r o e t e r

100+ se s s ions since 1984

S c h u l m a n , Ronca & Bucuvalas, I n c .

7431 College Pkwy.
Fo rt Myers , FL 33907
P h . 2 3 9 - 2 7 8 - 4 0 4 4
c . j a c k s o n @ s r b i . c o m
w w w. s r b i . c o m
Carla Jackson

220+ se s s ions since 1985

Bernard Schwartz & A s s o c i a t e s

6353 Militia Court
B e n s a l e m , PA 19020-1912
P h . 215-752-0965 or 215-913-9424
Q u a l R e se a rc h er @ a o l . c o m
Bernard Schwartz

1500+ se s s ions since 1988
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Schwartz Consulting Partners, I n c .

S c h w a rtz Rese a rch Servi c e s , I n c .
L a u r el Oaks
5027 W. L a u r el St.
Ta m p a , FL 33607
P h .8 1 3 - 2 0 7 - 0 3 3 2
ro d @ s c h w a rt z r e se a rc h . c o m
w w w. s c p m a rke t r e se a rc h . c o m
R o d n ey Kayton

560 se s s ions since 1998
Rob Iles

2000 se s s ions since 1991
S h i r l ey Marte

400 se s s ions since 1995

S c h w a rtz Consulting Pa rt n ers , I n c . , is targeting
c h a nge and se t t ing a hig h er standard for wh a t
you ex p e ct from your rese a rch part n er.We
u n derstand your changing needs require hig h er
l e v els of in s ig h t , a c c o u n t a b ility and in n ova t io n .
S c h w a rtz Consulting Pa rt n ers , I n c . , p o s se s ses a
u nique combin a t ion of market rese a rch ex p er-
t i se and technical prowess to meet your chang-
ing needs. O v er 30 ye a rs of ex p erience and the
a b ility to recogni ze and implement change has
p o s i t ioned Schwartz Consulting Pa rt n ers Inc.,
as a tru sted rese a rch fi rm . Our object ive is to
p rovide real va l u e, j u st i f y ing your rese a rc h
inv e st m e n t .With thi s , we deliv er in s ig h t s , s o l u-
t ions and tools to turn your business challeng e s
into opport u ni t i e s . B u ilding upon our fo u n d a t io n
of superior servi c e, in n ova t ive techni q u e s , q u a li t y
exe c ut io n , and unpara l l eled honesty and in t e gri-
t y, S c h w a rtz Consulting Pa rt n ers , I n c . , c o n t in u-
o u s ly evolves our rese a rch capabilities and the
value provided to meet our cli e n t s ’ n e e d s .

Seal Rock Research

3755 Balboa St.,Suite 202
San Fra n ci s c o, CA 94121-2628
P h .4 1 5 - 6 6 6 - 3 0 6 0
in fo @ se a l ro c k . c o m
w w w. se a l ro c k . c o m
Julie Burns

1500+ se s s ions since 1994

Seiler A s s o c i a t e s

225 E. 57th St.
New Yo rk , NY 10022
P h .2 1 2 - 7 5 3 - 0 0 1 8
m n se il er @ a o l . c o m
Marilyn Seiler, P h . D .

1000 se s s ions since 1985

Selya A s s o c i a t e s

306 Spruce Rd.
F l o u rt ow n , PA 19031
P h .215-836-2312 or 215-233-3055
Paul S.S e l y a

350+ se s s ions since 1985

Seratti Group

172 Dorc h e st er Wa y
San Fra n ci s c o, CA 94127
P h . 4 1 5 - 6 8 1 - 5 8 0 2
k a r e n @ sera t t igro u p . c o m
w w w. sera t t igro u p . c o m
Karen Seratti,P h . D .

100+ se s s ions since 1995

Irwin P.Sharpe & A s s o c i a t e s

50 Greenwood Av e .
We st Ora ng e, NJ 07052
P h . 9 7 3 - 7 3 1 - 7 8 0 0
in fo @ s h a rp e a s s o ci a t e s . c o m
w w w. s h a rp e a s s o ci a t e s . c o m
Irwin P.S h a r p e

100 se s s ions since 1985

M o dera t ing for in d u st ri a l , b u s in e s s - t o - b u s in e s s
(B2B) and high-tech pro d u cts and services -
in c l u ding new pro d u ct , services and ad eva l u a-
t io n s , c u st o m er satisfact ion and corp o ra t e
image st u di e s . C lients in c l u de manufact u ring ,
c o m m erci a l , fin a n ci a l ,R & D and service orga ni-
z a t io n s , p ro f e s s ional and in d u st ry associ a t io n s ,
u niv ers i t i e s , a d v ert i s ing and PR agenci e s .

S h aw Strategic Marketing

1033 Third Av e . S . W. ,Suite 103
C a rm el , IN 46032
P h . 3 1 7 - 8 1 8 - 0 4 0 0
ro n @ s h a w m a rke t ing . c o m
w w w. s h a w m a rke t ing . c o m
Ron Shaw

3000 se s s ions since 1991

SSM’s modera t ing and team facili t a t ion skil l s
h elp companies di s c ov er and deploy cust o m er
in s ights for sust a ined competitive adva n t a g e .
Th rough quali t a t ive rese a rch and consulting
a c ross a broad ra nge of catego ri e s ,we deliv er
deep in s ights and big ide a s . Ron Shaw, M B A , a
3 2 - year marke t ing ex p ert , is Burke Inst i t ut e -
c ert i fied with 14 ye a rs of modera t ing ex p eri-
e n c e, and PDMA-cert i fied as a “New Pro d u ct
D e v elopment Pro f e s s io n a l .”

Shen Research Organization

3 Mel ro se St.
B o st o n , MA 02116
P h . 6 1 7 - 4 2 6 - 8 3 8 2
B ow Ty @ a o l . c o m
Ty Shen

500 se s s ions since 1975

S h owIntell Trade Show & Conference

R e s e a r c h

5232 Fo r e st Brook Pa rk w a y
M a ri e t t a , GA 30068
P h . 7 7 0 - 9 5 5 - 5 4 0 0
m a rk m @ s h ow in t el l . c o m
w w w. s h ow in t el l . c o m
Mark Michelson

2000+ se s s ions since 1984

Sierra Market Research

(A Square.One Company)
2030 C.S t . , # 2
S a c ra m e n t o, CA 95814
P h . 916-320-8590 or 916-914-9000
h a s h erc s @ ya h o o . c o m
w w w. s q u a r e 1 - in c . c o m
Carl Bergemann

750 se s s ions since 1988

SIL Group

413 N.E.Third St.
D el ray Beach, FL 33483
P h . 5 6 1 - 5 2 6 - 3 2 0 0
s il @ s il gro u p . n e t
w w w. s il gro u p . n e t
Timm Sweeney

1000 se s s ions since 1983

S i l ver Strategi e s

853 Coalport
S t . L o u i s , MO 63141-6040
P h . 3 1 4 - 4 6 9 - 2 1 1 7
b o b s @ s il v er- st ra t e gi e s . n e t
w w w. s il v er- st ra t e gi e s . n e t
Robert M. S i l ve r

1000 se s s ions since 1978

Diane Sims Page

1732 Knox Av e . S .
M in n e a p o li s , MN 55403
P h . 6 1 2 - 3 7 7 - 4 0 4 8
w w w. l e a p f ro ga s s o ci a t e s . c o m
Diane Sims Page

S ince 1975

Sion Research A s s o c . I n c .

7019 Trask Av e
P l a ya Del Rey, CA 90293
P h . 3 1 0 - 8 2 7 - 8 6 5 6
c h eri e @ s io n r e se a rc h . c o m
Cherie Sion

1000+ se s s ions since 1978

Small Insights,I n c .

35 S.Salem Av e .
A rling t o n , IL 60005
P h . 8 4 7 - 2 5 3 - 8 1 9 5
s m a l l _ in s ig h t s @ m s n . c o m
Liz Small

1000+ se s s ions since 1992

Small Planet Research

P. O .B ox 638
G o ldens Brid g e, NY 10526
P h . 9 1 4 - 2 3 2 - 8 7 3 2
s p r e se a rc h @ o p t o n lin e . n e t
w w w. s m a l l p l a n e t r e se a rc h . c o m
L owell Drutman

800 se s s ions since 1983

Smith Market Research

200 S.H a n ov er
L exing t o n , KY 40502
P h . 8 5 9 - 2 6 9 - 9 2 2 4
l t s mi t h 7 7 @ in s ig h t b b. c o m
Larry Smith

150+ se s s ions since 1987
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Smith-Dahmer A s s o c i a t e s

116 N. State St.
S t . Jo se p h ,MI 49085
P h .2 6 9 - 9 8 2 - 3 7 5 3
s d a @ s mi t h d a h m er. c o m
Rick We i t z e r

500 se s s ions since 1985

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

5601 Inv erness Av e .
Santa Rosa, CA 95404
P h .7 0 7 - 5 8 5 - 6 3 3 3
s n el l @ p a c b el l . n e t
Joyce Snell

1000+ se s s ions since 1982

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 .5 0 7 - 2 8 5 - 1 0 2 6
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
Holly Hess

35 se s s ions since 1998

S O M , i n c .

2 1 3 6 , S a in t e - Foy Rd., # 2 0 0
S t e . - Fo y, PQ G1V 1R8
C a n a d a
P h .4 1 8 - 6 8 7 - 8 0 2 5
s o m @ s o m . c a
w w w. s o m . c a
Vincent Bouchard

250 se s s ions since 1995

Sophisticated Market Research

10 Hilltop Dr.
N o rth Salem, NY 10560
P h .9 1 4 - 6 6 9 - 6 7 0 5
a l a n @ s o p hi st i c a t e d m a rke t r e se a rc h . c o m
w w w. s o p hi st i c a t e d m a rke t r e se a rc h . c o m
Alan Ko r n h e i s e r

100+ se s s ions since 1990

Southeast Research, I n c .

P. O . B ox 241271
M o n t go m ery, AL 36124
P h .334-260-9124 or 800-546-2969
in fo @ s o ut h e a st r e se a rc h . c o m
w w w. s o ut h e a st r e se a rc h . c o m
Jerry Ingram

155 se s s ions since 1975

Southern Solutions

9327 Northshore Dr.
K n ox vil l e,TN 37922
P h .8 6 5 - 5 6 0 - 3 2 2 8
s o s o l ut io n s @ e a rt h lin k . n e t
Jenny Hill

100+ se s s ions since 1979

M a ke those im p o rtant de ci s ions based on clear,
c o n ci se cust o m er in p ut . 25+ ye a rs of ex p eri e n c e
in all phases of rese a rc h .

James Spanier Research

120 E. 75th St.
New Yo rk , NY 10021
P h .2 1 2 - 4 7 2 - 3 7 6 6
p a nin fo @ i x . n e t c o m . c o m
Jim Spanier

1000+ se s s ions since 1981

Spectrum Research

14 Equest rian Lane
C h erry Hil l , NJ 08003-5161
P h . 8 5 6 - 7 9 5 - 7 9 9 0
Pe t er @ S p e ct ru m R e se a rc h . c o m
Peter Mokove r

1500 se s s ions since 1982

Spier Research Group

1 Looko ut Circ l e
L a rc h m o n t , NY 10538
P h . 9 1 4 - 8 3 4 - 3 9 7 2
s p i err e s @ a o l . c o m
Daisy Spier

1800 se s s ions since 1988

S p r a d l ey & A s s o c i a t e s , I n c .

11267 Lodgeview Court
C in cin n a t i , OH 45240-2207
P h . 5 1 3 - 8 5 1 - 8 8 0 6
Deborah R. S p r a d l ey

2000+ se s s ions since 1990

Square One Research

800 Village Square Cro s s ing , Suite 214
Palm Beach, FL 33410
P h . 4 0 4 - 6 6 0 - 9 4 0 0
in fo @ s q u a r e o n er e se a rc h . c o m
w w w. s q u a r e o n er e se a rc h . c o m
Jonathan Schneider

500+ se s s ions since 2000

Square One Rese a rch is a quali t a t ive rese a rc h
fi rm with a focus on emer ging digital technolo-
gi e s , o n line rese a rc h , and usability test ing . We
w ere one of the fi rst fi rms to work on pro d u ct s
such as smart phones, w i r eless Internet access,
home network ing , digital video recorders , t a bl e t
P C s , and LCD/plasma T V s . Our in - p erson and
o n line methodologies in c l u de unique di s c u s s io n
groups in c o rp o ra t ing ex t e n ded pro d u ct usage
di a ri e s , s h o p p ing tri p s , in-home in t ervi e w ing , a n d
ra p id turn a round chat se s s io n s .

S t a c k pole & Associates Inc.

One Harvard St.
B ro o k lin e, MA 02445
P h . 6 1 7 - 7 3 9 - 5 9 0 0
i st a c k p o l e @ st a c k p o l e a s s o ci a t e s . c o m
w w w. st a c k p o l e a s s o ci a t e s . c o m
Irving Stackpo l e

100+ se s s ions since 1985

Stancombe Research & Planning

18 Glenmore Road
Pa d ding t o n , NSW 2021
Au st ra li a
P h . 6 1 - 2 - 9 3 3 1 - 1 0 4 4
o f fi c e @ st a n c o m b e . c o m . a u
w w w. st a n c o m b e . c o m . a u
Michael Combl ey

100+ se s s ions since 1995

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 . 5 8 6 - 7 7 8 - 8 9 1 0
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 avid Stander

6000+ se s s ions since 1970

S t a r Wo r k s , I n c .

3980 E.Loch Alpin e
Ann Arbor, MI 48103
P h . 7 3 4 - 4 2 6 - 9 2 7 0
st a rs @ n e t r e k . n e t
Marty Mayo

100+ se s s ions since 1999

Stellar Strategic Services,I n c .

522 Po t t a w a t o mie Tra il
B a t a vi a , IL 60510
P h . 630-482-3944 or 630-452-4034
in fo st el l a r @ c o m c a st . n e t
Cheryl A .D a l i s a y

1000+ se s s ions since 1989

Stern A s s o c i a t e s

1121 Church St.,Suite 415
E va n st o n , IL 60201
P h . 847-733-0190 or 773-965-0528
a b st ern 1 @ m s n . c o m
A n d r ew Stern

500 se s s ions since 1985

Stonybrook Research Suppo r t

1746 E.M c M illan St.
C in cin n a t i , OH 45206-2131
P h . 5 1 3 - 9 6 1 - 3 4 0 4
st o n y b ro o k @ f u se . n e t
Lauren Wo o d i w i s s

500+ se s s ions since 1991

Wo o di w i s s , an accomplished quali t a t iv e
r e se a rc h er, is equally adept at ga t h ering in fo r-
m a t ion from de m o gra p hi c a l ly div erse consumers
as well as ex p l o ring complex busin e s s - t o - b u s i-
ness issues with pro f e s s ionals at every level . S h e
serves a ra nge of in d u st ries from small con-
st ru ct ion fi rms to large, m u l t in a t ional tel e c o m-
m u ni c a t ion compani e s .S t o n y b rook Rese a rc h
o f f ers We b - b a sed quantitative survey rese a rc h .

Storybrand Consulting

P. O .B ox 1917
Santa Moni c a , CA 90406-1917
P h . 3 1 0 - 3 9 5 - 2 3 2 4
in fo @ st o ry b ra n d c o n s u l t ing . c o m
w w w. st o ry b ra n d c o n s u l t ing . c o m
Tom Neve r i l

500 se s s ions since 1995

We apply prin ciples of st o ry t el ling to help gu ide
c lients to more effect ive st ra t e gies and commu-
ni c a t io n s . E x p ert i se in brand st ra t e gy and cre-
a t ive de v elopment - worked with huge bra n d s
in c l u ding Honda, N e st l e, H il t o n . Fi rm fo u n ded in
2 0 0 1 , by Tom Neveril , Los Ang el e s - b a sed wri t er
and consultant. P l e a se visit sim p l e, c o n ci se We b
site for in fo .

www.quirks.com Quirk’s Marketing Research Review | 141



Strata Research

8593 Aero Driv e
San Diego, CA 92123
P h .8 0 0 - 7 9 7 - 5 5 0 7
in fo @ st ra t a r e se a rc h . c o m
w w w. st ra t a r e se a rc h . c o m
Gretchen Po n t s

250 se s s ions since 2001

S t r a t e gic Business Research, I n c .

420 Dresher Road
H o rs h a m , PA 19044
P h .2 6 7 - 7 8 1 - 7 4 4 4
gr e g . j o h n s o n @ s b r- in c . c o m
w w w. s b r- in c . c o m
Greg Jo h n s o n

100+ se s s ions since 1992

S t r a t e gic Business Solutions, I n c .

804 Lochtyn Rid g e
Wa l e s ,WI 53183
P h .2 6 2 - 9 6 8 - 2 0 7 0
st ra t 1 @ exe c p c . c o m
w w w. m y r e se a rc h p a rt n er. c o m
Brian Klink

100 se s s ions since 1985

S t r a t e gic Directions Group,I n c .

66 E. N inth St.,Suite 1407
S t .Pa u l , MN 55101
P h .6 5 1 - 2 2 8 - 7 2 5 0
c m o r ga n @ st ra t e gi c di r e ct io n s gro u p . c o m
w w w. st ra t e gi c di r e ct io n s gro u p . c o m
Doran J.L ev y,P h . D .

250 se s s ions since 1979

D o ran J. L e v y, P h . D . , c o m b ines considera bl e
ex p erience in consumer and busin e s s - t o - b u s in e s s
focus groups with a st ra t e gic marke t ing min d se t .
With an in t e n s ive background in se g m e n t a t io n
and motiva t ional rese a rch he can use pro p ri-
e t a ry techniques to prio ri t i ze response s , m a k ing
it easy to see what is of critical im p o rt a n c e . H e
has particular ex p ert i se in new pro d u ct s , t h e
B o o m ers and their elders marke t . He is the co-
a uthor of Marke t ing to the Min d set of Boomers
and Their Elders (Attitude b a se ) .

S t r a t e gic Eye , I n c .

1709 Tenby Dr.
H ers h e y, PA 17033
P h .717-520-9013 or 610-491-9663
c h ri st y @ st ra t e gi c e ye . c o m
Christy M. S t ove r

S ince 1991

S t r a t e gic Focus Consulting, I n c .

103 Drayton Dr.
S u m m ervil l e, SC 29483
P h .8 4 3 - 8 7 5 - 0 7 7 9
st ra t e gi c fo c u s @ s c . rr. c o m
Elizabeth M.B e r r y

100+ se s s ions since 1990

S t r a t e gic Fo c u s , I n c .

6456 N. M a g n o lia Av e .
C hi c a go, IL 60626
P h . 7 7 3 - 9 7 3 - 7 5 7 3
s f c hi c a go @ rc n . c o m
Dona Vi t a l e

2000 se s s ions since 1987

S p e ci a li z ing in consumer in s ights techniques to
a id creative de v elopment and st ra t e gy planning .
O f f ering tra di t ional focus gro u p s / I D I ’ s , o n -
s i t e / in-home in t erviews and Stra t e gic Innova t io n
Wo rk s h o p s™ for consumer- b a sed ide a t io n / n e w
p ro d u ct de v el o p m e n t . E x p ert in de a ling with
ov erseas clients doing U.S. r e se a rc h . E x p eri e n c e
in most consumer catego ri e s , s p e cial ex p ert i se in
a rts and culture, p u blic policy and tra n s p o rt a-
t io n .

S t r a t e gic Intelligence, I n c .

3956 E.Aspen Hill Ct.
B oi se, ID 83706-5780
P h . 2 0 8 - 3 4 3 - 0 6 2 9
in fo @ st ra t e gi c - i q . c o m
w w w. st ra t e gi c - i q . c o m
Valerie J.S t e f f e n ,P h . D .

800 se s s ions since 1993

S t r a t e gic Learning & Know l e d g e , I n c .

637 Wy c koff Av e . , Suite 207
Wy c ko f f, NJ 07481
P h . 2 0 1 - 4 9 3 - 8 8 5 1
s a n d ra @ s l k fo c u s . c o m
w w w. s l k fo c u s . c o m
Sandra L.K l u t t z

1000+ se s s ions since 1988

S t r a t e gic Marketing & Research, I n c .

12220 N. M eridian St.,Suite 100
C a rm el , IN 46033
P h . 3 1 7 - 5 7 4 - 7 7 1 5
c a l ex a n der @ s m a ri . c o m
w w w. s m a ri . c o m
Constance S.A l ex a n d e r

500 se s s ions since 1992

S t r a t e gic Marketing Resources

1415 Byron St.
Palto Alto, CA 94301
P h . 6 5 0 - 3 2 5 - 9 0 5 0
a w er b o f f @ e a rt h lin k . n e t
Andrea We r b o f f

S ince 1990

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
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
Patrick O.M u r p hy

1000+ se s s ions since 1985

S t r a t e gic Pe r formance Group,L L C

11120 Eagle Ridge Court
C hi s a go City, MN 55013-7342
P h . 8 6 6 - 5 9 9 - 0 6 6 3
in fo @ s p g - c o n s u l t ing . c o m
w w w. s p g - c o n s u l t ing . c o m
Jim Sauer

1250 se s s ions since 1979

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
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
Dean Moorehouse

93 se s s ions since 1997

S t r a t e gic Solutions

425 Mechem Dr.
R u id o s o, NM 88345
P h . 5 0 5 - 3 3 6 - 2 3 6 2
st ra t s o l t n @ a o l . c o m
Kati Hanna

100 se s s ions since 1993

S u burban A s s o c i a t e s

579 Fra n k lin Tu rn p i ke
R id g e w o o d , NJ 07450
P h . 2 0 1 - 4 4 7 - 5 1 0 0
b il l b @ 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
Bill Bartlett

500 se s s ions since 1985

SunResearch Corpo r a t i o n

(Name Change from Linda Havil a n d )
34 Cra n b u ry Rd.
We st p o rt ,CT 06880
P h . 2 0 3 - 4 5 4 - 9 9 3 9
s u n r e se a rc h c o rp @ e a rt h lin k . n e t
w w w. s u nin s ig h t s . c o m
Ava Lindberg

6000+ se s s ions since 1978

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 . 3 1 2 - 3 2 1 - 8 1 0 1
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
Daryl Gilbert

3000 se s s ions since 1977

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
s a del m a n @ 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 d e l m a n

500+ se s s ions since 1980

F u l l - service quali t a t ive rese a rch company with
ov er 25 ye a rs of ex p erience work ing with our
c lients as a part n er to accomplish their rese a rc h
o b j e ct iv e s . D e s ig n , im p l e m e n t a t ion and analy s i s
of concept and copy test ing , b rand image and
new pro d u ct de v elopment in busin e s s - t o - b u s i-
n e s s , in d u st ri a l , and consumer rese a rch with
u nique ex p erience in aut o m o t ive afterm a rke t ,
color and arc hi t e ct u ral fini s h e s . M e m b ers of
Q R C A , MRA and AMA.
(See advert i sement on opposite page)
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S u r veys & Fo r e c a s t s ,L L C

2323 North St.
Fa i r fi eld , CT 06824-1732
P h .2 0 3 - 2 5 5 - 0 5 0 5
in fo @ s u rv e y s - fo r e c a st s . c o m
w w w. s u rv e y s - fo r e c a st s . c o m
Robert Wa l k e r

100+ se s s ions since 1994

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 .2 1 6 - 4 3 1 - 0 0 0 8
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
Rachel Daniel

20+ se s s ions since 1998

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 .5 1 4 - 8 7 5 - 7 5 7 0
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 s e

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 .6 0 4 - 6 6 4 - 2 4 0 0
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 Guttman

S y n ovate - Motoresearch

306 S.Wa s hing t o n , Suite 500
R o yal Oak, MI 48067
P h .2 4 8 - 5 4 1 - 5 3 1 1
s c o t t . mil l er @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
Scott Miller

S y n ovate Qualitative

1200 MacArthur Blvd., 3rd fl o o r
M a h w a h , NJ 07430
P h .2 0 1 - 5 2 9 - 5 5 4 0
st e v e . w o l f @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
S t eve Wo l f

S y n ovate Qualitative

580 W hite Plains Rd.
Ta rry t ow n , NY 10591
P h .9 1 4 - 3 3 2 - 5 3 0 0
st e v e . w o l f @ s y n ova t e . c o m
w w w. s y n ova t e . c o m
S t eve Wo l f

Talking Business

620 Newport Center Dr. , Suite 1100
N e w p o rt Beach, CA 92660
P h . 9 4 9 - 7 2 1 - 4 1 6 0
h o l ly @ t a l k ing b u s in e s s . n e t
w w w. t a l k ing b u s in e s s . n e t
Holly M.O ’ N e i l l

250+ se s s ions since 1997

Ta l k ing Business deliv ers the truth behin d
b rands and what motivates purc h a se behavior –
the vital in s ights de ci s ion makers need to driv e
c o m p e t i t ive marke t ing solut io n s . O f f ering much
more than just focus group modera t ing , we spe-
ci a li ze in in n ova t ive marke t ing rese a rch and
st ra t e gic brand de v el o p m e n t . Our catego ry
ex p ert i se in c l u de s : c o n s u m er packaged go o d s ,
fin a n cial servi c e s , I n t ern e t / t e c h n o l o gy, r e st a u-
rant/ hospitali t y. E x c e e ding client ex p e ct a t io n s
for ov er eight ye a rs ,Ta l k ing Business connect s
with target audiences to better underst a n d
b ra n d s , loud and clear.

Ta l l ey Research Group

277 Cascade Dr.
M ill Va l l e y, CA 94941
P h . 4 1 5 - 3 8 9 - 9 9 4 5
R i c k @ Ta l l e y R e se a rc h . c o m
w w w. Ta l l e y R e se a rc h . c o m
Rick Ta l l ey

3000 se s s ions since 1975

The TCI Group

4301 Lyndale Av e . S .
M in n e a p o li s , MN 55409
P h . 6 1 2 - 8 2 3 - 6 2 1 4
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 e r

100+ se s s ions since 1982

Te c h n i C l a r i t y

38 Pa rk ridge Dr.
P i t t s fo r d , NY 14534
P h . 5 8 5 - 2 6 4 - 9 6 5 6
l a n a @ t e c h ni c l a ri t y. c o m
w w w. t e c h ni c l a ri t y. c o m
Lana Limpert

200 se s s ions since 1997

S p e ci a li z ing in bra n ding st u di e s , p h a rm a c e ut i-
c a l , b u s in e s s - t o - b u s iness rese a rc h ,Te c h ni C l a ri t y
deliv ers in s ightful fin dings at the best possibl e
va l u e, in c l u ding : p ers o n a li zed service by a se nio r-
l e v el rese a rc h er; c u stom de s igns tailored fo r
your needs; c o l l a b o ra t io n , c o o p era t ion and fl exi-
b ili t y ; d oing what we say we will do when we say
we will do it.

Ten People Ta l k i n g

P. O .B ox 99388
S e a t t l e,WA 98139-0388
P h . 8 0 0 - 9 1 6 - 0 7 7 5
r e gin a @ t e n p e o p l e t a l k ing . c o m
w w w. t e n p e o p l e t a l k ing . c o m
R e gina Szyszkiew i c z

1000+ se s s ions since 1992

When your focus groups have to be “ gr e a t , ” yo u
can count on Ten People Ta l k ing to deliv er.
R e gina Szyszkiewicz, M A , o f f ers ex p ert fo c u s
group modera t io n , a st ra t e gic business fo c u s ,
ov er 10 ye a rs of ex p eri e n c e, and a li st of satis-
fied (delighted) cli e n t s . P ro j e cts are cust o m -
de s ig n e d . P roven and creative quali t a t iv e
r e se a rch approaches and tools are used to maxi-
mi ze in s ig h t s . Health care is an area of speci a l-
i z a t io n . C o n t a ct Ten People Ta l k ing today to get
the in s ights your business needs.

Texas Medical Research

9023 Gaylord St.,Suite 106
H o u st o n ,TX 77024
P h . 7 1 3 - 5 7 2 - 5 3 3 8
r e se a rc h t ex a s @ a o l . c o m
E dward J.F p e s c h

200+ se s s ions since 1990

H . I .Thomas Consulting Group

8487 Camden Ct.
B ro a d view Heig h t s , OH 44147-1783
P h . 4 4 0 - 2 3 0 - 1 1 9 1
hi t h o m a s @ a o l . c o m
w w w. hi t h o m a s . c o m
Helen I.T h o m a s

1000+ se s s ions since 1983

Thompson Information Services

12408 Braxted Dr.
O rl a n d o, FL 32837
P h . 4 0 7 - 4 3 8 - 0 1 0 3
t erry @ t h o m p s o nin fo . c o m
w w w. t h o m p s o nin fo . c o m
Terrence N.T h o m p s o n

2000+ se s s ions since 1972

Thornhill A s s o c i a t e s

824 Fi rst St.
H ermosa Beach, CA 90254
P h . 3 1 0 - 3 1 8 - 2 6 0 0
s u s a n @ t h o rn hil l a s s o ci a t e s . c o m
Susan J.T h o r n h i l l

300+ se s s ions since 1999

Tr a cy & Co.Market Research & Idea

G e n e r a t i o n

931 N. M a rion St.
Oak Pa rk , IL 60302
P h . 7 0 8 - 3 8 6 - 8 4 4 7
t ra c y 2 l e e z @ ya h o o . c o m
Tr a cy Tew e l e s

S ince 1988

C o m m u ni c a t ion checks, p ro d u ct eva l u a t io n ,
IDI’s and group in t ervi e w s , ide a t io n , a rc h e t y p ing
and ethnogra p hi e s .
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Tr avel and Tourism Research

Pe t er Hodgson & Associ a t e s
4 Cochrane House, A d mi rals Wa y
London E14 9UD
U nited King d o m
P h .4 4 - 2 0 - 7 5 3 8 - 5 3 0 0
p b. h o d g s o n @ vi r gin . n e t
Peter Hodgson

1000 se s s ions since 1978

Trenholm Research

6400 Wil liams Rid g e
Au st in ,TX 78731
P h .5 1 2 - 3 4 6 - 1 9 8 1
t r e n h o l m @ a u st in . rr. c o m
Linda Tr e n h o l m

S ince 1982

Turner Research Netwo r k

4060 Peachtree Rd. NE , Suite D430
A t l a n t a ,GA 30319-3020
P h .770-604-9980 or 866-216-4TRN
j t u rn er @ t u rn err e se a rc h . c o m
w w w. t u rn err e se a rc h . c o m
John W.Tu r n e r

500 se s s ions since 1988

T W E N T Y S O M E T H I N G™ I N C .

630 Freedom Business Center Dr. , Suite 300
K ing of Pru s s i a , PA 19406-1331
P h .6 1 0 - 9 4 0 - 5 8 6 0
in fo @ t w e n t y s o m e t hing . c o m
w w w. t w e n t y s o m e t hing . c o m
D avid A .M o r r i s o n

3000 se s s ions since 1987

Ulrich Research

1329 Kingsley Av e . , Suite A
O ra nge Pa rk , FL 32073
P h .9 0 4 - 2 6 4 - 3 2 8 2
n a n c y @ 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
N a n cy Ulrich

1000+ se s s ions since 1982

Utilis Hispanic

1001 Avenue of the Ameri c a s , 12th fl o o r
New Yo rk , NY 10018
P h .2 1 2 - 9 3 9 - 0 0 7 7
rp er e z @ ut ili s - r e se a rc h . c o m
w w w. ut ili s - r e se a rc h . c o m
Raul Pe r e z , P h . D .

450 se s s ions since 2000

V & L Research & Consulting,I n c .

5295 Highway 78, Suite D324
Stone Mountain , GA 30087
P h .7 7 0 - 9 0 8 - 0 0 0 3
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 e l p hyne Lomax

1000+ se s s ions since 1991
Dydra Vi r gi l

1000+ se s s ions since 1991

S p e cialty - ethinic gro u p s . O v er 15 ye a rs of
ex p eri e n c e .E x p erience in advert i s ing , a i rlin e s ,
a rt , b e v era g e, c o s m e t i c s , e d u c a t io n , e n t ert a in-
m e n t , health care, gov ern m e n t / civi c , h e a l t h -
b e a ut y, h o u se h o ld pro d u ct s , managed care, m e d-
i c a l ,m o t h ers , n o n - p ro fi t s , packaged go o d s , p a r-
e n t s , r e t a il , s c h o o l s , se nio rs , teen and tra v el .

Vedanta Research

23 Ta n yard Place
C h a p el Hil l , NC 27517
P h . 9 1 9 - 9 3 3 - 9 2 1 7
m l r e e d @ v e d a n t a r e se a rc h . c o m
w w w. v e d a n t a r e se a rc h . c o m
Michael L.R e e d ,P h . D .

300 se s s ions since 1998
T i m o t hy Pluta,M D .

650 se s s ions since 1995

D r. M i c h a el Reed fo u n ded Vedanta Rese a rch in
2000 fo l l ow ing 20+ye a rs of rese a rch and health
care consulting work . E x p erience in c l u des gra d-
uate st u dies in psychology and st a t i st i c s , t e a c h-
ing , r e se a rc h , 12 ye a rs at major pharm a c e ut i c a l
c o m p a ni e s . He has se v eral publi c a t ions and
m o dera t ing ex p erience in many thera p e ut i c
areas addressing a va riety of busin e s s / m a rke t ing
i s s u e s .

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
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
Larry Ko s t r o s k i

100 se s s ions since 1990

Vi ew - Finders Market Research

11 Sandra Lane
Pe a rl Riv er, NY 10965
P h . 8 4 5 - 7 3 5 - 7 0 2 2
j ga in e s @ vi e w - fin ders . c o m
w w w. vi e w - fin ders . c o m
Janet Gaines

75 se s s ions since 1995

Vi ew pow e r, I n c .

P. O .B ox 20941
Columbus Circ l e
New Yo rk , NY 10023
P h . 2 1 2 - 5 8 1 - 8 1 1 3
j ra p h a el @ a t t . n e t
w w w. vi e w p ow er. n e t
Joel Raphael

500+ se s s ions since 1993

Vincent McCabe,I n c .

P. O .B ox 150
7 Fe n n ell St.
S k a n e a t el e s , NY 13152
P h . 3 1 5 - 6 8 5 - 7 2 2 7
vin c e n t j g @ vin c e n t m c c a b e . c o m
w w w. vin c e n t m c c a b e . c o m
Jean G.Vi n c e n t

300 se s s ions since 1985

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
in fo @ w a l kerin fo . c o m
w w w. w a l kerin fo . c o m
Barb Miller

200 se s s ions since 1998

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 .

Ward Research, I n c .

828 Fo rt Street Mall,Suite 210
H o n o l u l u , HI 96813
P h . 8 0 8 - 5 2 2 - 5 1 2 3
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

3000 se s s ions since 1978

We aver Marketing Research

Suite 268, 100-1039 17th Av e . S W
C a l ga ry, AB T2T 0B2
C a n a d a
P h . 4 0 3 - 2 4 4 - 2 4 1 0
s _ w e a v er @ s h a w. c a
w w w. w e a v erm a rke t ingr e se a rc h . c o m
Sheila We ave r

200 se s s ions since 1995

The We d ewer Group

P. O .B ox 1651
P rince Fr e deri c k , MD 20678
P h . 4 1 0 - 4 1 4 - 5 7 1 8
ro b in w @ w e de w er gro u p . c o m
w w w. w e de w er gro u p . c o m
Robin We d ew e r

200 se s s ions since 1998

Our full-service rese a rch capabilities are backe d
by our blend of ex p ert i se and ex p erience in mar-
ke t ing and st ra t e gic thin k ing .We also offer
ex t e n s ive online capabilities for quali t a t ive and
q u a n t i t a t ive rese a rc h .We speci a li ze in associ a-
t io n s , h o s p i t a l s , v e t erin a ry medi cine/pet pro d u ct s
and fin a n cial servi c e s .Ve t erin a rian and de n t a l
p ro f e s s ional panels are ava il a bl e .

We i n m a n / S c h n e e , I n c .

770 Lexington Av e . , 12th fl o o r
New Yo rk , NY 10021
P h . 2 1 2 - 9 0 6 - 1 9 0 0
rs c h n e e @ w e in m a n s c h n e e . c o m
w w w. w e in m a n s c h n e e . c o m
A bbe Fa b i a n

500+ se s s ions since 1995

Wendell Qualitative Research

931 Win dwhi s p er Lane
A n n a p o li s , MD 21403
P h . 4 1 0 - 2 6 8 - 5 5 6 7
Barbara We n d e l l

1000+ se s s ions since 1989

West Consulting Services, I n c .

12450 Woodhall Wa y
Tu st in , CA 92782
P h . 7 1 4 - 7 3 1 - 0 7 6 6
d a w n @ w e st c o n s u l t ing servi c e s . c o m
w w w. w e st c o n s u l t ing servi c e s . c o m
D awn We s t

500+ se s s ions since 1982

Dan Wiese Marketing Research

2108 Greenwood Dr. S . E .
Cedar Rapid s , IA 52403
P h . 3 1 9 - 3 6 4 - 2 8 6 6
d a n w i e se @ m c h s i . c o m
h t t p : / / h o m e . m c h s i . c o m / ~ d a n w i e se
Dan W i e s e

80 se s s ions since 1986
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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 .4 0 2 - 3 9 1 - 7 7 3 4
m a ry _ a rk f eld @ w ra r e se a rc h . c o m
w w w. w ra r e se a rc h . c o m
Tom W i e s e

200+ se s s ions since 1975

W i g gins Consulting, I n c .

449 Briar Hill Av e .
To ro n t o, ON M5N 1M8
C a n a d a
P h .4 1 6 - 4 8 5 - 9 8 7 5
i a n @ w iggin s c o n s u l t ing . c o m
w w w. w iggin s c o n s u l t ing . c o m
Ian W i g gi n s

1000+ se s s ions since 1989

L . C .Williams & A s s o c i a t e s , I n c .

150 N. M i c higan Av e . , Suite 3800
C hi c a go, IL 60601
P h .8 0 0 - 8 3 7 - 7 1 2 3
in fo @ l c w a . c o m
w w w. l c w a . c o m
G r e gory L.G o r do n

200+ se s s ions since 1994

Williams Research

P. O . B ox 50444
E u g e n e, OR 97405
P h .5 4 1 - 3 4 3 - 6 0 2 7
j w il li a m s @ c o n t in e t . c o m
Jane E.W i l l i a m s

200 se s s ions since 1985

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

6490 Ellenview Av e .
We st Hil l s , CA 91307
P h .8 1 8 - 3 4 0 - 6 2 0 1
e w il s o n r e se a rc h @ ya h o o . c o m
Earl W i l s o n

3000 se s s ions since 1960

Frank Winter A s s o c i a t e s

R a v e n s w a y,W hite Rose Lane
Wo k ing , S u rrey GU22 7JY
U nited King d o m
P h .4 4 - 1 4 8 3 - 8 3 1 3 3 1
f ra n k w in t er @ in a m e . c o m
Frank W i n t e r

500 se s s ions since 1970

Wisconsin Research, I n c .

1270 Main St.
Green Bay,WI 54302
P h .9 2 0 - 4 3 6 - 4 6 4 6
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
Terri Matousek

2500 se s s ions since 1980

WJ Schroer Company

Two W. M i c higan Av e .
Battle Creek, MI 49017
P h . 269-963-4874 or 269-963-4844
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
Williams J.S c h r o e r

200+ se s s ions since 1987

Wooldridge Associates, Inc.

1717 W. Rascher
Chicago, IL 60640
Ph. 773-769-0993
patrice@wastrategy.com
www.wastrategy.com
Patrice Woolridge

100+ sessions since 1978

Wortham Research

P.O. Box 840
Franklin, KY 42135-0840
Ph. 270-598-0237
Charles Wortham

1150 sessions since 1972

YanHaas

Avenida 39 #14-92
Bogota 
Colombia
Ph. 57-1-232-8666 or 57-1-288-7027
contacto@yanhaas.com
www.yanhaas.com
Dora Maria Gomez

1000+ sessions since 1996

Youthography Inc.

205 Richmond St.W., Suite 500
Toronto, ON M5V 1V3
Canada
Ph. 416-204-1256
lori@youthography.com
www.youthography.com
Mike Farrell

100+ sessions since 1994

Zebra Strategies

2565 Broadway, #393
New York, NY 10025
Ph. 212-860-7128
denene@zstrategies.net
Denene Tonielle

%180 sessions since 1994
Carlos Vangas Ramos

50 sessions since 2000

Zebra Strategies: A full-service marketing
research firm. Featuring multicultural moder-
ators and staff. Hispanic research consulting
available. Detailed research development and
reporting. Cutting-edge moderating techniques
and special focus on customer service to our
clients.

D.A. Zeskind & Associates

160 Hanscom Dr., Suite 1
P.O. Box 890
Bedford, MA 01730-0890
Ph. 781-274-9940
dazeskind@zeskind.com
www.zeskind.com
Dale Zeskind

900 sessions since 1980

Ziment Associates, Inc.

162 Fifth Ave., 11th floor
New York, NY 10010
Ph. 212-647-7200
ziment@ziment.com
www.ziment.com
Mark Nissenfeld, Ph.D.

4186 sessions since 1989

Zimmerman Associates

903 Hagysford Rd.
Penn Valley, PA 19072-1419
Ph. 610-668-8160
kzresearch@aol.com
Karen Zimmerman

Since 1976

Paul Zuckerman Qualitative Research

46 W. 96th St., #4W
New York, NY 10025-6524
Ph. 212-749-8855
pzphd@yahoo.com
Paul Zuckerman

5000 sessions since 1980

Zwillinger Research

4414 Petit Ave.
Encino, CA 91436-3212
Ph. 818-906-7562
mz@sbcglobal.net
www.zrglobal.com
Michele Zwillinger

100+ sessions since 1982
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Advertising Agencies
A Z G Research (OH) p. 96
Alternate Routes, Inc. (CA) p. 96
AutoPacific, Inc. (CA) p. 98
C&R Research Services, Inc. (IL) p. 101

C.H. Souweine Associates (MN) p. 101
Cambridge Associates, Ltd. (CO) p. 101
Campos Market Research, Inc. (PA) p. 101
CMI (GA) p. 102
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Anne Flanz Custom Marketing Research (IL) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Hispanic Perspectives (CA) p. 114
Wayne Howard & Associates (CA) p. 114
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

Interactive Marketing & Research, Inc. (NC) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Key Nugget Consulting (IL) p. 120
Kinzey & Day Qual. Market Research (VA) p. 120
Leichliter Associates, LLC (NY) p. 122
Maya Levinson, Ph.D. (CA) p. 122
Gerald Linda & Associates (IL) p. 122
Loran Marketing Group (IL) p. 123
Marketing Leverage, Inc. (CT) p. 125
MarketVibes, Inc. (IN) p. 125
Mar-Quest Research, Inc. (MI) p. 126
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
Moderators Etc. (FL) p. 128
Molloy Marketing Services (MD) p. 128
MORPACE International, Inc. (MI) p. 128
New South Research (AL) p. 130
Qualitative Intelligence (FL) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
S I S International Research, Inc. (NY) p. 138

Saurage Research, Inc. (TX) p. 138
Strategic Focus, Inc. (IL) p. 142
Talking Business (CA) p. 144
Ten People Talking (WA) p. 144
Tracy & Co. Market Research & Idea Generation (IL) p. 144
V & L Research & Consulting, Inc. (GA) p. 145

Affluent/Wealthy
Alternate Routes, Inc. (CA) p. 96
AutoPacific, Inc. (CA) p. 98
Chamberlain Research Consultants, Inc. (WI) p. 102
First Insights (NY) p. 108
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Leichliter Associates, LLC (NY) p. 122
Market Trends Research, Inc. (FL) p. 124
Square One Research (FL) p. 141
Strategic Directions Group, Inc. (MN) p. 142

African-American
CIBA Research & Consulting, LLC (GA) p. 102
Distinctive Marketing, Inc. (NJ) p. 107
Focus on Food (GA) p. 110
The Hunter-Miller Group (IL) p. 115
Insights Marketing Group, Inc. (FL) p. 118
JRH Marketing Services, Inc. (NY) p. 119
MBC Research Center (NY) p. 126
Moderators Etc. (FL) p. 128

Research Explorers/L.G. McDonald & Associates (IL) p. 135
RMS Communications and Research Inc. (CA) p. 137
Sachs Insights (NY) p. 138
V & L Research & Consulting, Inc. (GA) p. 145
Zebra Strategies (NY) p. 146

Agriculture/Agribusiness
Cambridge Associates, Ltd. (CO) p. 101
Doane Marketing Research, Inc. (MO) p. 107
Gene Kroupa & Associates, Inc. (WI) p. 121
Mar-Quest Research, Inc. (MI) p. 126
Millennium Research, Inc. (MN) p. 127

Airlines/Air Travelers
First Insights (NY) p. 108
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Dan Jones & Associates, Inc. (UT) p. 119
MindWave Research, Inc. (TX) p. 127

Apparel/Clothing/Accessories/Textiles
C&R Research Services, Inc. (IL) p. 101

Doyle Research Associates, Inc. (IL) p. 107

GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Leichliter Associates, LLC (NY) p. 122
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
Qualitative Intelligence (FL) p. 134
Sachs Insights (NY) p. 138

Arts and Culture
Campos Market Research, Inc. (PA) p. 101
Leichliter Associates, LLC (NY) p. 122
OTX (CA) p. 131
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Strategic Focus, Inc. (IL) p. 142

Asian
Focus on Food (GA) p. 110
MBC Research Center (NY) p. 126
Moderators Etc. (FL) p. 128
Multicultural Solutions, Inc. (CA) p. 129

Associations
C&R Research Services, Inc. (IL) p. 101

Campos Market Research, Inc. (PA) p. 101
Disher Strategic Research, LLC (OH) p. 106
iModerate (CO) p. 115

Jacobs Jenner & Kent (MD) p. 118
Just The Facts, Inc. (IL) p. 119
Kerr & Downs Research (FL) p. 120
Kinzey & Day Qual.Market Research (VA) p. 120
Leichliter Associates, LLC (NY) p. 122
Michelson & Associates, Inc. (GA) p. 127
The Opinion Suites (VA) p. 131
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Irwin P. Sharpe & Associates (NJ) p. 140
The Wedewer Group (MD) p. 145

Automotive
Alternate Routes, Inc. (CA) p. 96
AutoPacific, Inc. (CA) p. 98
Contemporary Research Centre - Montreal (PQ) p. 104
Doyle Research Associates, Inc. (IL) p. 107

First Insights (NY) p. 108
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Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Kahle Research Solutions Inc. (MI) p. 119
Loran Marketing Group (IL) p. 123
MarketVibes, Inc. (IN) p. 125
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
Moderators Etc. (FL) p. 128
MORPACE International, Inc. (MI) p. 128
P & L Research, Inc. (CO) p. 131
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Roadmap Market Research (MI) p. 137
S I S International Research, Inc. (NY) p. 138

Square One Research (FL) p. 141
Storybrand Consulting (CA) p. 141
Tracy & Co. Market Research & Idea Generation (IL) p. 144

Automotive Aftermarket
Alternate Routes, Inc. (CA) p. 96
AutoPacific, Inc. (CA) p. 98
First Insights (NY) p. 108
Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
MindWave Research, Inc. (TX) p. 127
MORPACE International, Inc. (MI) p. 128
Roadmap Market Research (MI) p. 137
Survey Service, Inc. (NY) p. 142

Beverage
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Cambridge Associates, Ltd. (CO) p. 101
Consumer Connection, Inc. (FL) p. 103
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Hispanic Research Inc. (NJ) p. 114
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

Insights Marketing Group, Inc. (FL) p. 118
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Loran Marketing Group (IL) p. 123
Qualitative Intelligence (FL) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Talking Business (CA) p. 144
Zebra Strategies (NY) p. 146

Bio-Technology
Daniel Research Group (MA) p. 105
In-Depth Research (CA) p. 116
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Millennium Research, Inc. (MN) p. 127
MindWave Research, Inc. (TX) p. 127
PharmaNexus, Inc. (NJ) p. 132

Building Materials/Products
Fine Insight, LLC (CT) p. 108
MORPACE International, Inc. (MI) p. 128
PRYBYL Group, Inc. (IL) p. 133
Jay L. Roth & Associates, Inc. (NY) p. 137

Schwartz Consulting Partners, Inc. (FL) p. 140

Business-To-Business Firms
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Cambridge Associates, Ltd. (CO) p. 101
Chamberlain Research Consultants, Inc. (WI) p. 102
CMI (GA) p. 102
The Consumer Network, Inc. (PA) p. 103
Daniel Research Group (MA) p. 105
DeNance & Associates (WA) p. 106
Fine Insight, LLC (CT) p. 108
First Insights (NY) p. 108
Anne Flanz Custom Marketing Research (IL) p. 110
Focus on Food (GA) p. 110
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

Informa Research Services, Inc. (CA) p. 116

Insight Research & Training (MA) p. 116
Intelligent Horizons, Inc. (PA) p. 118
Interactive Marketing & Research, Inc. (NC) p. 118
Just The Facts, Inc. (IL) p. 119
Kahle Research Solutions Inc. (MI) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Gerald Linda & Associates (IL) p. 122
Loran Marketing Group (IL) p. 123
Marketing Leverage, Inc. (CT) p. 125
Mar-Quest Research, Inc. (MI) p. 126
MEADOWLANDS CONSUMER CENTER INC. (NJ) p. 126

Michelson & Associates, Inc. (GA) p. 127
Millennium Research, Inc. (MN) p. 127
P & L Research, Inc. (CO) p. 131
Pranses Research Services (NJ) p. 132
Primary Insights, Inc. (IL) p. 132
QualCore.com Inc. (MN) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
S I S International Research, Inc. (NY) p. 138

Saurage Research, Inc. (TX) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Irwin P. Sharpe & Associates (NJ) p. 140
Stonybrook Research Support (OH) p. 141
Survey Service, Inc. (NY) p. 142

Ten People Talking (WA) p. 144
Tracy & Co. Market Research & Idea Generation (IL) p. 144

Cable Television
C&R Research Services, Inc. (IL) p. 101

Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

OTX (CA) p. 131
Paragon Media Strategies (CO) p. 132
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Square One Research (FL) p. 141

Candy/Confectionery
C&R Research Services, Inc. (IL) p. 101

C.H. Souweine Associates (MN) p. 101
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Just The Facts, Inc. (IL) p. 119
Qualitative Intelligence (FL) p. 134
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Cereals
C&R Research Services, Inc. (IL) p. 101

Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Loran Marketing Group (IL) p. 123
MORPACE International, Inc. (MI) p. 128

Chemical Industry
Karchner Marketing Research, LLC (PA) p. 119
Mar-Quest Research, Inc. (MI) p. 126

Children
C&R Research Services, Inc. (IL) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 102
Digital Research, Inc. (ME) p. 106
Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
Informa Research Services, Inc. (CA) p. 116

Just The Facts, Inc. (IL) p. 119
Maya Levinson, Ph.D. (CA) p. 122
LitBrains - Igniting Ideas (MN) p. 122
MarketVibes, Inc. (IN) p. 125
MORPACE International, Inc. (MI) p. 128
Primary Insights, Inc. (IL) p. 132
Qualitative Intelligence (FL) p. 134
Schwartz Consulting Partners, Inc. (FL) p. 140
Southern Solutions (TN) p. 141

College Students
Alternate Routes, Inc. (CA) p. 96
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Kinzey & Day Qual. Market Research (VA) p. 120
MarketVibes, Inc. (IN) p. 125
S I S International Research, Inc. (NY) p. 138

Sachs Insights (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140

Communications
Alternate Routes, Inc. (CA) p. 96
Cris Bain-Borrego Bilingual Consultant (CA) p. 98
David Binder Research (CA) p. 99
C&R Research Services, Inc. (IL) p. 101

Cambridge Associates, Ltd. (CO) p. 101
CIBA Research & Consulting, LLC (GA) p. 102
CMI (GA) p. 102
Consumer Focus LLC (TX) p. 103
Daniel Research Group (MA) p. 105
G2 Marketing Group (VA) p. 111
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

Informa Research Services, Inc. (CA) p. 116

Insights Marketing Group, Inc. (FL) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Key Nugget Consulting (IL) p. 120
Kinzey & Day Qual. Market Research (VA) p. 120
Leichliter Associates, LLC (NY) p. 122
Lohs Research Group (IL) p.123
Mar-Quest Research, Inc. (MI) p. 126
Michelson & Associates, Inc. (GA) p. 127
RMS Communications and Research Inc. (CA) p. 137
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140

Computer-Hardware
Daniel Research Group (MA) p. 105
Decision Analyst, Inc. (TX) p. 106

In-Depth Research (CA) p. 116
Informa Research Services, Inc. (CA) p. 116

Leichliter Associates, LLC (NY) p. 122
Market Decisions Corporation (OR) p. 124
MindWave Research, Inc. (TX) p. 127
QualCore.com Inc. (MN) p. 134
Square One Research (FL) p. 141

Computers
Alternate Routes, Inc. (CA) p. 96
Daniel Research Group (MA) p. 105
GCA Consulting (TX) p. 111
In-Depth Research (CA) p. 116
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Leichliter Associates, LLC (NY) p. 122
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
Otivo, Inc. (CA) p. 131
QualCore.com Inc. (MN) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
Square One Research (FL) p. 141

Computer-Software
Daniel Research Group (MA) p. 105
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

In-Depth Research (CA) p. 116
Informa Research Services, Inc. (CA) p. 116

Leichliter Associates, LLC (NY) p. 122
Market Decisions Corporation (OR) p. 124
MindWave Research, Inc. (TX) p. 127
QualCore.com Inc. (MN) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Square One Research (FL) p. 141

Construction Industry
Focus Latino (TX) p. 110
Informa Research Services, Inc. (CA) p. 116

Just The Facts, Inc. (IL) p. 119
Kendall Gay Consulting (FL) p. 120
Millennium Research, Inc. (MN) p. 127
MORPACE International, Inc. (MI) p. 128
P & L Research, Inc. (CO) p. 131
PRYBYL Group, Inc. (IL) p. 133
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140

Construction-Residential
Informa Research Services, Inc. (CA) p. 116

Kendall Gay Consulting (FL) p. 120
Loran Marketing Group (IL) p. 123
NAHB Research Center (MD) p. 130

Consumer Durables
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Consumer Connection, Inc. (FL) p. 103
Doyle Research Associates, Inc. (IL) p. 107

iModerate (CO) p. 115

Interactive Marketing & Research, Inc. (NC) p. 118
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
MarketVibes, Inc. (IN) p. 125
The Opinion Suites (VA) p. 131
Primary Insights, Inc. (IL) p. 132
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Shaw Strategic Marketing (IN) p. 140
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Consumer Services
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

CMI (GA) p. 102
Consumer Focus LLC (TX) p. 103
Daniel Research Group (MA) p. 105
Disher Strategic Research, LLC (OH) p. 106
Focus Latino (TX) p. 110
G2 Marketing Group (VA) p. 111
iModerate (CO) p. 115

Informa Research Services, Inc. (CA) p. 116

Interactive Marketing & Research, Inc. (NC) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Gene Kroupa & Associates, Inc. (WI) p. 121
Loran Marketing Group (IL) p. 123
MRSI (Marketing Research Services, Inc.) (OH) p. 128

The Opinion Suites (VA) p. 131
Q & A Research, Inc. (CA) p. 133
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Schwartz Consulting Partners, Inc. (FL) p. 140
Survey Service, Inc. (NY) p. 142

Talking Business (CA) p. 144
Ten People Talking (WA) p. 144
Walker Information (IN) p. 145

Consumers
Alternate Routes, Inc. (CA) p. 96
Cris Bain-Borrego Bilingual Consultant (CA) p. 98
C&R Research Services, Inc. (IL) p. 101

C.L. Gailey Research (CA) p. 101
Campos Market Research, Inc. (PA) p. 101
Chamberlain Research Consultants, Inc. (WI) p. 102
CIBA Research & Consulting, LLC (GA) p. 102
CMI (GA) p. 102
Consumer Focus LLC (TX) p. 103
The Consumer Network, Inc. (PA) p. 103
Daniel Research Group (MA) p. 105
Digital Research, Inc. (ME) p. 106
Doyle Research Associates, Inc. (IL) p. 107

EyeTracking, Inc. (CA) p. 108
Anne Flanz Custom Marketing Research (IL) p. 110
Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Wayne Howard & Associates (CA) p. 114
Informa Research Services, Inc. (CA) p. 116

Insight Factory, LLC (TX) p. 116
Intelligent Horizons, Inc. (PA) p. 118
Diane Iseman & Associates (OH) p. 118
JRH Marketing Services, Inc. (NY) p. 119
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kinzey & Day Qual. Market Research (VA) p. 120
Kress & Associates (MA) p. 121
Gerald Linda & Associates (IL) p. 122
Loran Marketing Group (IL) p. 123
Michelson & Associates, Inc. (GA) p. 127
Moderators Etc. (FL) p. 128
Molloy Marketing Services (MD) p. 128
MORPACE International, Inc. (MI) p. 128
PRYBYL Group, Inc. (IL) p. 133
QualCore.com Inc. (MN) p. 134
Qualitative Intelligence (FL) p. 134
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Jay L. Roth & Associates, Inc. (NY) p. 137
S I S International Research, Inc. (NY) p. 138

Sachs Insights (NY) p. 138
Sando and Associates (DC) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Square One Research (FL) p. 141

Strategic Directions Group, Inc. (MN) p. 142
Talking Business (CA) p. 144
Ten People Talking (WA) p. 144
Walker Information (IN) p. 145
Zebra Strategies (NY) p. 146

Cosmetics
Decision Analyst, Inc. (TX) p. 106

Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
PRYBYL Group, Inc. (IL) p. 133

CPA’s/Financial Management
Leichliter Associates, LLC (NY) p. 122
Marketing Matrix International, Inc. (CA) p. 125
Jay L. Roth & Associates, Inc. (NY) p. 137

Dentists
Insight Factory, LLC (TX) p. 116
Just The Facts, Inc. (IL) p. 119
Kendall Gay Consulting (FL) p. 120
Market Inquiry LLC (OH) p. 124
MORPACE International, Inc. (MI) p. 128
Qualitative Intelligence (FL) p. 134
Qualitative Research Services (FL) p. 134
Sabena Qualitative Research Services (CT) p. 138

Direct Marketing/Direct Response
C.H. Souweine Associates (MN) p. 101
Consumer Focus LLC (TX) p. 103
Dan Jones & Associates, Inc. (UT) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Jay L. Roth & Associates, Inc. (NY) p. 137
Strategic Focus, Inc. (IL) p. 142

Education
BRC Field & Focus Services (AZ) p. 100
Chamberlain Research Consultants, Inc. (WI) p. 102
The Consumer Network, Inc. (PA) p. 103
Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
Informa Research Services, Inc. (CA) p. 116

Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Moderators Etc. (FL) p. 128
MORPACE International, Inc. (MI) p. 128
PRYBYL Group, Inc. (IL) p. 133
QualCore.com Inc. (MN) p. 134
Qualitative Intelligence (FL) p. 134

Electronics
Alternate Routes, Inc. (CA) p. 96
Daniel Research Group (MA) p. 105
Disher Strategic Research, LLC (OH) p. 106
GCA Consulting (TX) p. 111
In-Depth Research (CA) p. 116
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
MarketVibes, Inc. (IN) p. 125
Michelson & Associates, Inc. (GA) p. 127
Q & A Research, Inc. (CA) p. 133
QualCore.com Inc. (MN) p. 134

Employees
C&R Research Services, Inc. (IL) p. 101

CMI (GA) p. 102
Consumer Focus LLC (TX) p. 103
Fine Insight, LLC (CT) p. 108
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Focus on Food (GA) p. 110
Hispanic Perspectives (CA) p. 114
Wayne Howard & Associates (CA) p. 114
Leichliter Associates, LLC (NY) p. 122
Mar-Quest Research, Inc. (MI) p. 126
Roller Marketing Research (VA) p. 137
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140

Entertainment Industry
C&R Research Services, Inc. (IL) p. 101

GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Miriam Alexander Marketing Research (CA) p. 127
Moderators Etc. (FL) p. 128
OTX (CA) p. 131
Paragon Media Strategies (CO) p. 132
Q & A Research, Inc. (CA) p. 133
Square One Research (FL) p. 141
Storybrand Consulting (CA) p. 141

Entrepreneurs/Small Business
Alternate Routes, Inc. (CA) p. 96
Chamberlain Research Consultants, Inc. (WI) p. 102
Focus on Food (GA) p. 110
The Hunter-Miller Group (IL) p. 115
Intelligent Horizons, Inc. (PA) p. 118
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Marketing Leverage, Inc. (CT) p. 125
MarketVibes, Inc. (IN) p. 125
Mar-Quest Research, Inc. (MI) p. 126
PRYBYL Group, Inc. (IL) p. 133
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140

Environmental
Strategic Focus, Inc. (IL) p. 142

Executives/Management
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 102
Consumer Focus LLC (TX) p. 103
Daniel Research Group (MA) p. 105
DeNance & Associates (WA) p. 106
Focus on Food (GA) p. 110
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Market Decisions Corporation (OR) p. 124
Marketing Leverage, Inc. (CT) p. 125
Mar-Quest Research, Inc. (MI) p. 126
MBC Research Center (NY) p. 126
Michelson & Associates, Inc. (GA) p. 127
Primary Insights, Inc. (IL) p. 132
PRYBYL Group, Inc. (IL) p. 133
QualCore.com Inc. (MN) p. 134
Research Boston Corp. (MA) p. 135
Jay L. Roth & Associates, Inc. (NY) p. 137
Paul Schneller Qualitative LLC (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Strategic Directions Group, Inc. (MN) p. 142
Talking Business (CA) p. 144
TechniClarity (NY) p. 144

Fast-Food Industry
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

C.H. Souweine Associates (MN) p. 101
The Consumer Network, Inc. (PA) p. 103
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Hispanic Perspectives (CA) p. 114
The Hunter-Miller Group (IL) p. 115
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
MORPACE International, Inc. (MI) p. 128
Product Evaluations, Inc. (IL) p. 133
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Jay L. Roth & Associates, Inc. (NY) p. 137
S I S International Research, Inc. (NY) p. 138

Schwartz Consulting Partners, Inc. (FL) p. 140
Southern Solutions (TN) p. 141

Financial/Investment/Banks
A & K Research, Inc. (MI) p. 96
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Cambridge Associates, Ltd. (CO) p. 101
Chamberlain Research Consultants, Inc. (WI) p. 102
CMI (GA) p. 102
Consumer Focus LLC (TX) p. 103
Contemporary Research Centre - Montreal (PQ) p. 104
Fine Insight, LLC (CT) p. 108
First Insights (NY) p. 108
Focus Latino (TX) p. 110
G2 Marketing Group (VA) p. 111
GCA Consulting (TX) p. 111
Hispanic Perspectives (CA) p. 114
Hollander Cohen & McBride (MD) p. 114
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Insights Marketing Group, Inc. (FL) p. 118
Intelligent Horizons, Inc. (PA) p. 118
Interactive Marketing & Research, Inc. (NC) p. 118
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kress & Associates (MA) p. 121
Leichliter Associates, LLC (NY) p. 122
Loran Marketing Group (IL) p. 123
Market Decisions Corporation (OR) p. 124
Marketing Leverage, Inc. (CT) p. 125
Marketing Matrix International, Inc. (CA) p. 125
MarketVibes, Inc. (IN) p. 125
MEADOWLANDS CONSUMER CENTER INC. (NJ) p. 126

Michelson & Associates, Inc. (GA) p. 127
Moderators Etc. (FL) p. 128
Molloy Marketing Services (MD) p. 128
MORPACE International, Inc. (MI) p. 128
The NorthMark Group (NH) p. 130
Primary Insights, Inc. (IL) p. 132
Research Boston Corp. (MA) p. 135
Research In Marketing, Inc. (IL) p. 136
Jay L. Roth & Associates, Inc. (NY) p. 137
Sachs Insights (NY) p. 138
Sando and Associates (DC) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Shaw Strategic Marketing (IN) p. 140
Strategic Directions Group, Inc. (MN) p. 142
Talking Business (CA) p. 144
Tracy & Co. Market Research & Idea Generation (IL) p. 144
The Wedewer Group (MD) p. 145

Food Chains/Supermarkets
C&R Research Services, Inc. (IL) p. 101

The Consumer Network, Inc. (PA) p. 103
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Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
Hispanic Perspectives (CA) p. 114
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Insights Marketing Group, Inc. (FL) p. 118
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Michelson & Associates, Inc. (GA) p. 127
New South Research (AL) p. 130
Paragon Media Strategies (CO) p. 132
S I S International Research, Inc. (NY) p. 138

Schwartz Consulting Partners, Inc. (FL) p. 140

Foods/Nutrition
ACCE (ON) p. 96
C&R Research Services, Inc. (IL) p. 101

Cambridge Associates, Ltd. (CO) p. 101
The Consumer Network, Inc. (PA) p. 103
Contemporary Research Centre - Montreal (PQ) p. 104
Decision Analyst, Inc. (TX) p. 106

Focus on Food (GA) p. 110
Hispanic Perspectives (CA) p. 114
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Loran Marketing Group (IL) p. 123
Pranses Research Services (NJ) p.132
Product Evaluations, Inc. (IL) p. 133
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Jay L. Roth & Associates, Inc. (NY) p. 137
Sachs Insights (NY) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Strategic Directions Group, Inc. (MN) p. 142
Talking Business (CA) p. 144

Gaming/Casinos
Alternate Routes, Inc. (CA) p. 96
Daniel Research Group (MA) p. 105
Fine Insight, LLC (CT) p. 108
Galli Research Services (IL) p. 111
Dan Jones & Associates, Inc. (UT) p. 119
MORPACE International, Inc. (MI) p. 128
OTX (CA) p. 131

Gay & Lesbian
JRH Marketing Services, Inc. (NY) p. 119
QualCore.com Inc. (MN) p. 134
S I S International Research, Inc. (NY) p. 138

Sachs Insights (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140

Generation X
AutoPacific, Inc. (CA) p. 98
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Diane Iseman & Associates (OH) p. 118
Sabena Qualitative Research Services (CT) p.138
Sachs Insights (NY) p. 138
Talking Business (CA) p. 144

Government
Appel Research, LLC (NY) p. 98
iModerate (CO) p. 115

Informa Research Services, Inc. (CA) p. 116

Dan Jones & Associates, Inc. (UT) p. 119
JRH Marketing Services, Inc. (NY) p. 119

Kerr & Downs Research (FL) p. 120
Marketing Matrix International, Inc. (CA) p. 125
MORPACE International, Inc. (MI) p. 128

Graphics Industry
Focus on Food (GA) p. 110
iModerate (CO) p. 115

Health & Beauty Aids
C&R Research Services, Inc. (IL) p. 101

C.H. Souweine Associates (MN) p. 101
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Hispanic Perspectives (CA) p. 114
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Kendall Gay Consulting (FL) p. 120
Levin and Associates (VA) p. 122
Primary Insights, Inc. (IL) p. 132
Qualitative Intelligence (FL) p. 134
Sabena Qualitative Research Services (CT) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Square One Research (FL) p. 141
Talking Business (CA) p. 144
Ten People Talking (WA) p. 144
Walker Information (IN) p. 145

Health Care
A Z G Research (OH) p. 96
Alternate Routes, Inc. (CA) p. 96
Appel Research, LLC (NY) p. 98
BRC Field & Focus Services (AZ) p. 100
C.L. Gailey Research (CA) p. 101
Cambridge Associates, Ltd. (CO) p. 101
Rebeca Cantu Helmstetler (CO) p. 101
Chamberlain Research Consultants, Inc. (WI) p. 102
CMI (GA) p. 102
The Consumer Network, Inc. (PA) p. 103
Consumer Research Centre Ltd. (BC) p. 104
Contemporary Research Centre - Montreal (PQ) p. 104
Digital Research, Inc. (ME) p. 106
Discovery Works, Inc. (OH) p. 106
Distinctive Marketing, Inc. (NJ) p. 107
Anne Flanz Custom Marketing Research (IL) p. 110
Focus Latino (TX) p. 110
Herrera Communications (CA) p. 114
Hispanic Research Inc. (NJ) p. 114
Wayne Howard & Associates (CA) p. 114
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

In-Depth Research (CA) p. 116
Intelligent Horizons, Inc. (PA) p. 118
Interactive Marketing & Research, Inc. (NC) p. 118
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Kinzey & Day Qual.Market Research (VA) p. 120
Market Decisions Corporation (OR) p. 124
Market Decisions, LLC (ME) p. 124
Marketing Leverage, Inc. (CT) p. 125
Mar-Quest Research, Inc. (MI) p. 126
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
New South Research (AL) p. 130
The NorthMark Group (NH) p. 130
PharmaNexus, Inc. (NJ) p. 132
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Project Essentials, Inc. (CO) p. 133
PRYBYL Group, Inc. (IL) p. 133
PS:Research! (CA) p. 133
Qualitative Research Services (FL) p. 134
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Research In Marketing, Inc. (IL) p. 136
RMS Communications and Research Inc. (CA) p. 137
Sabena Qualitative Research Services (CT) p.138
Saurage Research, Inc. (TX) p. 138
Strategic Directions Group, Inc. (MN) p. 142
Ten People Talking (WA) p. 144
Vedanta Research (NC) p. 145

Health Care Products-Natural
Wayne Howard & Associates (CA) p. 114
Kendall Gay Consulting (FL) p. 120
Talking Business (CA) p. 144
Ten People Talking (WA) p. 144

Higher Education
A Z G Research (OH) p. 96
Campos Market Research, Inc. (PA) p. 101
Focus Latino (TX) p. 110
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Kinzey & Day Qual. Market Research (VA) p. 120

High-Tech
Alternate Routes, Inc. (CA) p. 96
Daniel Research Group (MA) p. 105
DeNance & Associates (WA) p. 106
Disher Strategic Research, LLC (OH) p. 106
First Insights (NY) p. 108
In-Depth Research (CA) p. 116
Leichliter Associates, LLC (NY) p. 122
Lohs Research Group (IL) p.123
Market Decisions Corporation (OR) p. 124
MarketVibes, Inc. (IN) p. 125
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
The Opinion Suites (VA) p. 131
Otivo, Inc. (CA) p. 131
Research Boston Corp. (MA) p. 135
Jay L. Roth & Associates, Inc. (NY) p. 137
Irwin P. Sharpe & Associates (NJ) p. 140
Square One Research (FL) p. 141

Hispanic
Cris Bain-Borrego Bilingual Consultant (CA) p. 98
BRC Field & Focus Services (AZ) p. 100
C&R Research Services, Inc. (IL) p. 101

Rebeca Cantu Helmstetler (CO) p. 101
Consumer Connection, Inc. (FL) p. 103
Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
Herrera Communications (CA) p. 114
Hispanic Perspectives (CA) p. 114
Hispanic Research Inc. (NJ) p. 114
Insights Marketing Group, Inc. (FL) p. 118
Karchner Marketing Research, LLC (PA) p. 119
MBC Research Center (NY) p. 126
Moderators Etc. (FL) p. 128
MRSI (Marketing Research Services, Inc.) (OH) p. 128

Q & A Research, Inc. (CA) p. 133
Schwartz Consulting Partners, Inc. (FL) p. 140
V & L Research & Consulting, Inc. (GA) p. 145

Hospitality Industry
Cambridge Associates, Ltd. (CO) p. 101
CMI (GA) p. 102

Davidson-Peterson Associates (ME) p. 105
Fine Insight, LLC (CT) p. 108
Focus on Food (GA) p. 110
Jacobs Jenner & Kent (MD) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Kerr & Downs Research (FL) p. 120
Kinzey & Day Qual.Market Research (VA) p. 120
Mar-Quest Research, Inc. (MI) p. 126
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140

Hospitals/Nursing Homes
Focus Latino (TX) p. 110
Wayne Howard & Associates (CA) p. 114
Informa Research Services, Inc. (CA) p. 116

Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Kinzey & Day Qual.Market Research (VA) p. 120
Market Inquiry LLC (OH) p. 124
Marketing Leverage, Inc. (CT) p. 125
Pranses Research Services (NJ) p. 132
PRYBYL Group, Inc. (IL) p. 133
Schwartz Consulting Partners, Inc. (FL) p. 140
Ten People Talking (WA) p. 144

Household Products/Services
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 102
Disher Strategic Research, LLC (OH) p. 106
Doyle Research Associates, Inc. (IL) p. 107

Anne Flanz Custom Marketing Research (IL) p. 110
Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
iModerate (CO) p. 115

Insight Factory, LLC (TX) p. 116
Insights Marketing Group, Inc. (FL) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
JRH Marketing Services, Inc. (NY) p. 119
Just The Facts, Inc. (IL) p. 119
Leichliter Associates, LLC (NY) p. 122
MORPACE International, Inc. (MI) p. 128
The Opinion Suites (VA) p. 131
Primary Insights, Inc. (IL) p. 132
PRYBYL Group, Inc. (IL) p. 133
Research In Marketing, Inc. (IL) p. 136
Jay L. Roth & Associates, Inc. (NY) p. 137
Sando and Associates (DC) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Shaw Strategic Marketing (IN) p. 140
Square One Research (FL) p. 141
Strategic Directions Group, Inc. (MN) p. 142
Talking Business (CA) p. 144

Housing
The Hunter-Miller Group (IL) p. 115
Schwartz Consulting Partners, Inc. (FL) p. 140

Human Resources/Organizational Dev.
Fine Insight, LLC (CT) p. 108
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Primary Insights, Inc. (IL) p. 132
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140

Information Technology
Alternate Routes, Inc. (CA) p. 96
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CMI (GA) p. 102
Daniel Research Group (MA) p. 105
Galli Research Services (IL) p. 111
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Marketing Leverage, Inc. (CT) p. 125
MindWave Research, Inc. (TX) p. 127
MORPACE International, Inc. (MI) p. 128
QualCore.com Inc. (MN) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
Shaw Strategic Marketing (IN) p. 140
Square One Research (FL) p. 141
Storybrand Consulting (CA) p. 141

Insurance
Alternate Routes, Inc. (CA) p. 96
CMI (GA) p. 102
Consumer Focus LLC (TX) p. 103
Contemporary Research Centre - Montreal (PQ) p. 104
Digital Research, Inc. (ME) p. 106
Discovery Works, Inc. (OH) p. 106
Fine Insight, LLC (CT) p. 108
First Insights (NY) p. 108
GCA Consulting (TX) p. 111
Wayne Howard & Associates (CA) p. 114
The Hunter-Miller Group (IL) p. 115
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Gene Kroupa & Associates, Inc. (WI) p. 121
Leichliter Associates, LLC (NY) p. 122
Loran Marketing Group (IL) p. 123
Marketing Leverage, Inc. (CT) p. 125
MORPACE International, Inc. (MI) p. 128
Q & A Research, Inc. (CA) p. 133
Research In Marketing, Inc. (IL) p. 136
Ten People Talking (WA) p. 144

International Firms
In-Depth Research (CA) p. 116
Insight Research & Training (MA) p. 116
Just The Facts, Inc. (IL) p. 119
Leichliter Associates, LLC (NY) p. 122
Michelson & Associates, Inc. (GA) p. 127
Millennium Research, Inc. (MN) p. 127
S I S International Research, Inc. (NY) p. 138

Internet/Web Industry
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Contemporary Research Centre - Montreal (PQ) p. 104
Daniel Research Group (MA) p. 105
EyeTracking, Inc. (CA) p. 108
First Insights (NY) p. 108
iModerate (CO) p. 115

In-Depth Research (CA) p. 116
Intelligent Horizons, Inc. (PA) p. 118
Leichliter Associates, LLC (NY) p. 122
MBC Research Center (NY) p. 126
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
Miriam Alexander Marketing Research (CA) p. 127
Otivo, Inc. (CA) p. 131
OTX (CA) p. 131
QualCore.com Inc. (MN) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
Sachs Insights (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Square One Research (FL) p. 141
Talking Business (CA) p. 144

Lawn & Garden
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Kendall Gay Consulting (FL) p. 120
Millennium Research, Inc. (MN) p. 127
Schwartz Consulting Partners, Inc. (FL) p. 140

Legal/Lawyers
Focus on Food (GA) p. 110
Informa Research Services, Inc. (CA) p. 116

Just The Facts, Inc. (IL) p. 119
Kendall Gay Consulting (FL) p. 120
Moderators Etc. (FL) p. 128
MORPACE International, Inc. (MI) p. 128
Paragon Media Strategies (CO) p. 132
Strategic Directions Group, Inc. (MN) p. 142

Leisure
Focus on Food (GA) p. 110
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Leichliter Associates, LLC (NY) p. 122
PRYBYL Group, Inc. (IL) p. 133
PS:Research! (CA) p. 133

Managed Care
CMI (GA) p. 102
Digital Research, Inc. (ME) p. 106
Wayne Howard & Associates (CA) p. 114
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Market Inquiry LLC (OH) p. 124
Marketing Leverage, Inc. (CT) p. 125
Qualitative Research Services (FL) p. 134
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Research In Marketing, Inc. (IL) p. 136
Ten People Talking (WA) p. 144

Manufacturing
Chamberlain Research Consultants, Inc. (WI) p. 102
Disher Strategic Research, LLC (OH) p. 106
Interactive Marketing & Research, Inc. (NC) p. 118
Just The Facts, Inc. (IL) p. 119
Mar-Quest Research, Inc. (MI) p. 126
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
The Opinion Suites (VA) p. 131
Schwartz Consulting Partners, Inc. (FL) p. 140
Stonybrook Research Support (OH) p. 141

Mass Merchandisers
Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Just The Facts, Inc. (IL) p. 119
Michelson & Associates, Inc. (GA) p. 127
Research In Marketing, Inc. (IL) p. 136
S I S International Research, Inc. (NY) p. 138

Meat Industry
The Consumer Network, Inc. (PA) p. 103
Focus on Food (GA) p. 110
Paragon Media Strategies (CO) p. 132
Talking Business (CA) p. 144

Media
Alternate Routes, Inc. (CA) p. 96
Focus on Food (GA) p. 110
Herrera Communications (CA) p. 114
The Hunter-Miller Group (IL) p. 115
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Leichliter Associates, LLC (NY) p. 122
Market Trends Research, Inc. (FL) p. 124
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
OTX (CA) p. 131
Roadmap Market Research (MI) p. 137
Jay L. Roth & Associates, Inc. (NY) p. 137
S I S International Research, Inc. (NY) p. 138

Sachs Insights (NY) p. 138

Medical
Any Small Town Market Research (KS) p. 98
Cambridge Associates, Ltd. (CO) p. 101
Campos Market Research, Inc. (PA) p. 101
Franklin Communications (NJ) p. 110
Hispanic Perspectives (CA) p. 114
Wayne Howard & Associates (CA) p. 114
In-Depth Research (CA) p. 116
Informa Research Services, Inc. (CA) p. 116

Insight Research & Training (MA) p. 116
Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kaufman Associates (CA) p. 120
Kendall Gay Consulting (FL) p. 120
Kinzey & Day Qual. Market Research (VA) p. 120
Market Decisions, LLC (ME) p. 124
Marketing Leverage, Inc. (CT) p. 125
Moderators Etc. (FL) p. 128
MORPACE International, Inc. (MI) p. 128
Q & A Research, Inc. (CA) p. 133
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Research In Marketing, Inc. (IL) p. 136
S I S International Research, Inc. (NY) p. 138

Paul Schneller Qualitative LLC (NY) p. 138
Ten People Talking (WA) p. 144
Vedanta Research (NC) p. 145

Medical/Surgical Products
Decision Analyst, Inc. (TX) p. 106

Wayne Howard & Associates (CA) p. 114
In-Depth Research (CA) p. 116
Intelligent Horizons, Inc. (PA) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Schwartz Consulting Partners, Inc. (FL) p. 140

Military
Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111

Mothers
C&R Research Services, Inc. (IL) p. 101

Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
The Hunter-Miller Group (IL) p. 115
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Primary Insights, Inc. (IL) p. 132
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Sachs Insights (NY) p. 138

Mothers-Expectant
Focus on Food (GA) p. 110
Primary Insights, Inc. (IL) p. 132

Newspapers
Digital Research, Inc. (ME) p. 106
Doyle Research Associates, Inc. (IL) p. 107

Focus Latino (TX) p. 110
Michelson & Associates, Inc. (GA) p. 127
Paragon Media Strategies (CO) p. 132

Non-Profit/Fund Raising
Alternate Routes, Inc. (CA) p. 96
Market Trends Research, Inc. (FL) p. 124
MarketVibes, Inc. (IN) p. 125
Mar-Quest Research, Inc. (MI) p. 126
Moderators Etc. (FL) p. 128
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Roadmap Market Research (MI) p. 137
Roller Marketing Research (VA) p. 137
Jay L. Roth & Associates, Inc. (NY) p. 137
Strategic Focus, Inc. (IL) p. 142

Nurses
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Market Inquiry LLC (OH) p. 124
MORPACE International, Inc. (MI) p. 128

Office Products
First Insights (NY) p. 108
Diane Iseman & Associates (OH) p. 118
Karchner Marketing Research, LLC (PA) p. 119
MarketVibes, Inc. (IN) p. 125
Jay L. Roth & Associates, Inc. (NY) p. 137

Packaged Goods
Alternate Routes, Inc. (CA) p. 96
Any Small Town Market Research (KS) p. 98
C&R Research Services, Inc. (IL) p. 101

C.H. Souweine Associates (MN) p. 101
Campos Market Research, Inc. (PA) p. 101
CIBA Research & Consulting, LLC (GA) p. 102
Contemporary Research Centre - Montreal (PQ) p. 104
Frances Darpino Consulting (PA) p. 105
Decision Analyst, Inc. (TX) p. 106

Digital Research, Inc. (ME) p. 106
Disher Strategic Research, LLC (OH) p. 106
Doyle Research Associates, Inc. (IL) p. 107

EyeTracking, Inc. (CA) p. 108
First Insights (NY) p. 108
Anne Flanz Custom Marketing Research (IL) p. 110
Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

Informa Research Services, Inc. (CA) p. 116

Insights Marketing Group, Inc. (FL) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
JRH Marketing Services, Inc. (NY) p. 119
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Key Nugget Consulting (IL) p. 120
Levin and Associates (VA) p. 122
Loran Marketing Group (IL) p. 123
MBC Research Center (NY) p. 126
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
MRSI (Marketing Research Services, Inc.) (OH) p. 128

The Opinion Suites (VA) p. 131
Paragon Media Strategies (CO) p. 132
Primary Insights, Inc. (IL) p. 132
QualCore.com Inc. (MN) p. 134
Qualitative Intelligence (FL) p. 134
Jay L. Roth & Associates, Inc. (NY) p. 137
Paul Schneller Qualitative LLC (NY) p. 138
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Shaw Strategic Marketing (IN) p. 140
Square One Research (FL) p. 141
Talking Business (CA) p. 144
Tracy & Co. Market Research & Idea Generation (IL) p. 144

Paper & Related Products
Focus Latino (TX) p. 110
Diane Iseman & Associates (OH) p. 118

Parents
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Disher Strategic Research, LLC (OH) p. 106
Doyle Research Associates, Inc. (IL) p. 107

Focus on Food (GA) p. 110
The Hunter-Miller Group (IL) p. 115
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
MarketVibes, Inc. (IN) p. 125
The Opinion Suites (VA) p. 131
Primary Insights, Inc. (IL) p. 132
Sachs Insights (NY) p. 138

Pet Foods/Supplies
C.H. Souweine Associates (MN) p. 101
Decision Analyst, Inc. (TX) p. 106

Doane Marketing Research, Inc. (MO) p. 107
Anne Flanz Custom Marketing Research (IL) p. 110
Diane Iseman & Associates (OH) p. 118
Leichliter Associates, LLC (NY) p. 122
Millennium Research, Inc. (MN) p. 127
MORPACE International, Inc. (MI) p. 128
PRYBYL Group, Inc. (IL) p. 133
Qualitative Intelligence (FL) p. 134
Paul Schneller Qualitative LLC (NY) p. 138
Shaw Strategic Marketing (IN) p. 140
Ten People Talking (WA) p. 144

Petroleum Products
Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
Karchner Marketing Research, LLC (PA) p. 119

Pharmaceutical Products
ACCE (ON) p. 96
Cambridge Associates, Ltd. (CO) p. 101
CMI (GA) p. 102
Consumer Research Centre Ltd. (BC) p. 104
Contemporary Research Centre - Montreal (PQ) p. 104
Frances Darpino Consulting (PA) p. 105
Decision Analyst, Inc. (TX) p. 106

Distinctive Marketing, Inc. (NJ) p. 107
Doyle Research Associates, Inc. (IL) p. 107

First Insights (NY) p. 108
Focus Latino (TX) p. 110
Franklin Communications (NJ) p. 110
Galli Research Services (IL) p. 111
GCA Consulting (TX) p. 111
Wayne Howard & Associates (CA) p. 114
The Hunter-Miller Group (IL) p. 115
In-Depth Research (CA) p. 116
Diane Iseman & Associates (OH) p. 118
Karchner Marketing Research, LLC (PA) p. 119
Kaufman Associates (CA) p. 120
Kendall Gay Consulting (FL) p. 120
Kinzey & Day Qual. Market Research (VA) p. 120
Kress & Associates (MA) p. 121
Levin and Associates (VA) p. 122
Lohs Research Group (IL) p.123
Market Decisions, LLC (ME) p. 124

Market Inquiry LLC (OH) p. 124
MBC Research Center (NY) p. 126
MEADOWLANDS CONSUMER CENTER INC. (NJ) p. 126

Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
PharmaNexus, Inc. (NJ) p. 132
Qualitative Intelligence (FL) p. 134
Research Explorers/L.G. McDonald & Associates (IL) p. 135
S I S International Research, Inc. (NY) p. 138

Sabena Qualitative Research Services (CT) p. 138
Sachs Insights (NY) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 140
Stonybrook Research Support (OH) p. 141
Strategic Directions Group, Inc. (MN) p. 142
TechniClarity (NY) p. 144
Ten People Talking (WA) p. 144
Tracy & Co. Market Research & Idea Generation (IL) p. 144
Vedanta Research (NC) p. 145

Pharmacies/Drug Stores
The Consumer Network, Inc. (PA) p. 103
Focus Latino (TX) p. 110
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Michelson & Associates, Inc. (GA) p. 127
Paul Schneller Qualitative LLC (NY) p. 138

Pharmacists
The Consumer Network, Inc. (PA) p. 103
Wayne Howard & Associates (CA) p. 114
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Market Inquiry LLC (OH) p. 124
MORPACE International, Inc. (MI) p. 128

Physicians
Any Small Town Market Research (KS) p. 98
Cambridge Associates, Ltd. (CO) p. 101
Consumer Research Centre Ltd. (BC) p. 104
Frances Darpino Consulting (PA) p. 105
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

First Insights (NY) p. 108
Focus on Food (GA) p. 110
Franklin Communications (NJ) p. 110
Wayne Howard & Associates (CA) p. 114
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Kaufman Associates (CA) p. 120
Kendall Gay Consulting (FL) p. 120
Kinzey & Day Qual.Market Research (VA) p. 120
Market Inquiry LLC (OH) p. 124
Mar-Quest Research, Inc. (MI) p. 126
MBC Research Center (NY) p. 126
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
Sabena Qualitative Research Services (CT) p. 138
Sachs Insights (NY) p. 138
Paul Schneller Qualitative LLC (NY) p. 138
Strategic Directions Group, Inc. (MN) p. 142
TechniClarity (NY) p. 144
Ten People Talking (WA) p. 144

Printing
Paul Schneller Qualitative LLC (NY) p. 138
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Public Affairs
Appel Research, LLC (NY) p. 98
David Binder Research (CA) p. 99
Moderators Etc. (FL) p. 128
Roadmap Market Research (MI) p. 137
Strategic Focus, Inc. (IL) p. 142

Public Relations
Kinzey & Day Qual. Market Research (VA) p. 120
Mar-Quest Research, Inc. (MI) p. 126
Michelson & Associates, Inc. (GA) p. 127
Roadmap Market Research (MI) p. 137

Publishing
Discovery Works, Inc. (OH) p. 106
Doyle Research Associates, Inc. (IL) p. 107

Leichliter Associates, LLC (NY) p. 122
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
Jay L. Roth & Associates, Inc. (NY) p. 137
Sabena Qualitative Research Services (CT) p.138

Real Estate/Development
Chamberlain Research Consultants, Inc. (WI) p. 102
Just The Facts, Inc. (IL) p. 119
Kinzey & Day Qual. Market Research (VA) p. 120
Marketing Leverage, Inc. (CT) p. 125
Michelson & Associates, Inc. (GA) p. 127
NAHB Research Center (MD) p. 130
PRYBYL Group, Inc. (IL) p. 133
Roadmap Market Research (MI) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Strategic Directions Group, Inc. (MN) p. 142

Religion/Churches
The Hunter-Miller Group (IL) p. 115
Just The Facts, Inc. (IL) p. 119
Moderators Etc. (FL) p. 128
PRYBYL Group, Inc. (IL) p. 133

Restaurants/Food Service
ACCE (ON) p. 96
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

C.H. Souweine Associates (MN) p. 101
C.L. Gailey Research (CA) p. 101
Cambridge Associates, Ltd. (CO) p. 101
Decision Analyst, Inc. (TX) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Anne Flanz Custom Marketing Research (IL) p. 110
Focus on Food (GA) p. 110
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Kinzey & Day Qual. Market Research (VA) p. 120
Market Decisions Corporation (OR) p. 124
Mature Marketing and  Research (NY) p. 126
Michelson & Associates, Inc. (GA) p. 127
NAHB Research Center (MD) p. 130
Product Evaluations, Inc. (IL) p. 133
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Talking Business (CA) p. 144

Retailing
Alternate Routes, Inc. (CA) p. 96
The Consumer Network, Inc. (PA) p. 103
Focus Latino (TX) p. 110
Focus on Food (GA) p. 110

GCA Consulting (TX) p. 111
Informa Research Services, Inc. (CA) p. 116

Interactive Marketing & Research, Inc. (NC) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
Loran Marketing Group (IL) p. 123
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
Paragon Media Strategies (CO) p. 132
Primary Insights, Inc. (IL) p. 132
Project Essentials, Inc. (CO) p. 133
S I S International Research, Inc. (NY) p. 138

Schools/Teachers
Chamberlain Research Consultants, Inc. (WI) p. 102
Just The Facts, Inc. (IL) p. 119
Market Inquiry LLC (OH) p. 124
MarketVibes, Inc. (IN) p. 125
Miriam Alexander Marketing Research (CA) p. 127
MORPACE International, Inc. (MI) p. 128
Sabena Qualitative Research Services (CT) p. 138

Seniors/Mature/Elderly
C&R Research Services, Inc. (IL) p. 101

The Consumer Network, Inc. (PA) p. 103
Anne Flanz Custom Marketing Research (IL) p. 110
GCA Consulting (TX) p. 111
Dan Jones & Associates, Inc. (UT) p. 119
JRH Marketing Services, Inc. (NY) p. 119
Just The Facts, Inc. (IL) p. 119
Leichliter Associates, LLC (NY) p. 122
Mature Marketing and  Research (NY) p. 126
Primary Insights, Inc. (IL) p. 132
PRYBYL Group, Inc. (IL) p. 133
PS:Research! (CA) p. 133
Qualitative Intelligence (FL) p. 134
Research In Marketing, Inc. (IL) p. 136
Jay L. Roth & Associates, Inc. (NY) p. 137
Schwartz Consulting Partners, Inc. (FL) p. 140
Strategic Directions Group, Inc. (MN) p. 142
Ten People Talking (WA) p. 144

Shopping Centers
Alternate Routes, Inc. (CA) p. 96
Hollander Cohen & McBride (MD) p. 114
Informa Research Services, Inc. (CA) p. 116

Dan Jones & Associates, Inc. (UT) p. 119
Michelson & Associates, Inc. (GA) p. 127

Sporting Goods
GCA Consulting (TX) p. 111
Intelligent Horizons, Inc. (PA) p. 118
Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
MarketVibes, Inc. (IN) p. 125
MORPACE International, Inc. (MI) p. 128

Teens
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

Focus Latino (TX) p. 110
Focus on Food (GA) p. 110
GCA Consulting (TX) p. 111
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Just The Facts, Inc. (IL) p. 119
LitBrains - Igniting Ideas (MN) p. 122
OTX (CA) p. 131
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Primary Insights, Inc. (IL) p. 132
Research Explorers/L.G. McDonald & Associates (IL) p. 135
Sabena Qualitative Research Services (CT) p.138
Sachs Insights (NY) p. 138
Tracy & Co. Market Research & Idea Generation (IL) p. 144

Telecommunications
Alternate Routes, Inc. (CA) p. 96
C&R Research Services, Inc. (IL) p. 101

CMI (GA) p. 102
Daniel Research Group (MA) p. 105
Doyle Research Associates, Inc. (IL) p. 107

First Insights (NY) p. 108
Focus Latino (TX) p. 110
GCA Consulting (TX) p. 111
Hollander Cohen & McBride (MD) p. 114
The Hunter-Miller Group (IL) p. 115
iModerate (CO) p. 115

In-Depth Research (CA) p. 116
Informa Research Services, Inc. (CA) p. 116

Kahle Research Solutions Inc. (MI) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Leichliter Associates, LLC (NY) p. 122
MarketVibes, Inc. (IN) p. 125
Michelson & Associates, Inc. (GA) p. 127
MindWave Research, Inc. (TX) p. 127
MORPACE International, Inc. (MI) p. 128
Roller Marketing Research (VA) p. 137
Jay L. Roth & Associates, Inc. (NY) p. 137
S I S International Research, Inc. (NY) p. 138

Schwartz Consulting Partners, Inc. (FL) p. 140
Shaw Strategic Marketing (IN) p. 140

Television
C&R Research Services, Inc. (IL) p. 101

GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

OTX (CA) p. 131
Jay L. Roth & Associates, Inc. (NY) p. 137

Theme Parks
C&R Research Services, Inc. (IL) p. 101

Davidson-Peterson Associates (ME) p. 105
Doyle Research Associates, Inc. (IL) p. 107

GCA Consulting (TX) p. 111
Loran Marketing Group (IL) p. 123
Qualitative Intelligence (FL) p. 134

Tourism
A & K Research, Inc. (MI) p. 96
Rebeca Cantu Helmstetler (CO) p. 101
Chamberlain Research Consultants, Inc. (WI) p. 102
Davidson-Peterson Associates (ME) p. 105
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Mar-Quest Research, Inc. (MI) p. 126
Mature Marketing and  Research (NY) p. 126
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
The NorthMark Group (NH) p. 130
Schwartz Consulting Partners, Inc. (FL) p. 140
Southern Solutions (TN) p. 141
Strategic Directions Group, Inc. (MN) p. 142
Strategic Focus, Inc. (IL) p. 142

Toys
C&R Research Services, Inc. (IL) p. 101

Digital Research, Inc. (ME) p. 106

Doyle Research Associates, Inc. (IL) p. 107

Focus on Food (GA) p. 110
Informa Research Services, Inc. (CA) p. 116

Just The Facts, Inc. (IL) p. 119
Maya Levinson, Ph.D. (CA) p. 122
LitBrains - Igniting Ideas (MN) p. 122
Q & A Research, Inc. (CA) p. 133

Trade Show/Conventions
Informa Research Services, Inc. (CA) p. 116

Jacobs Jenner & Kent (MD) p. 118
Kendall Gay Consulting (FL) p. 120
Michelson & Associates, Inc. (GA) p. 127
NAHB Research Center (MD) p. 130
Qualitative Intelligence (FL) p. 134
Roadmap Market Research (MI) p. 137
Jay L. Roth & Associates, Inc. (NY) p. 137

Transportation
Alternate Routes, Inc. (CA) p. 96
AutoPacific, Inc. (CA) p. 98
Cambridge Associates, Ltd. (CO) p. 101
Focus Latino (TX) p. 110
Dan Jones & Associates, Inc. (UT) p. 119
Michelson & Associates, Inc. (GA) p. 127
MORPACE International, Inc. (MI) p. 128
Strategic Focus, Inc. (IL) p. 142

Travel
Alternate Routes, Inc. (CA) p. 96
First Insights (NY) p. 108
GCA Consulting (TX) p. 111
The Hunter-Miller Group (IL) p. 115
Dan Jones & Associates, Inc. (UT) p. 119
Loran Marketing Group (IL) p. 123
MORPACE International, Inc. (MI) p. 128
S I S International Research, Inc. (NY) p. 138

Schwartz Consulting Partners, Inc. (FL) p. 140
Square One Research (FL) p. 141
Strategic Directions Group, Inc. (MN) p. 142

Utilities/Energy
A & K Research, Inc. (MI) p. 96
C&R Research Services, Inc. (IL) p. 101

Cambridge Associates, Ltd. (CO) p. 101
Chamberlain Research Consultants, Inc. (WI) p. 102
CMI (GA) p. 102
Focus Latino (TX) p. 110
The Hunter-Miller Group (IL) p. 115
Informa Research Services, Inc. (CA) p. 116

Diane Iseman & Associates (OH) p. 118
Dan Jones & Associates, Inc. (UT) p. 119
Just The Facts, Inc. (IL) p. 119
Karchner Marketing Research, LLC (PA) p. 119
Market Decisions Corporation (OR) p. 124
Michelson & Associates, Inc. (GA) p. 127
Moderators Etc. (FL) p. 128
MORPACE International, Inc. (MI) p. 128
Jay L. Roth & Associates, Inc. (NY) p. 137
Shaw Strategic Marketing (IN) p. 140
Strategic Directions Group, Inc. (MN) p. 142
Tracy & Co. Market Research & Idea Generation (IL) p. 144

Veterinary Medicine
Doane Marketing Research, Inc. (MO) p. 107
Karchner Marketing Research, LLC (PA) p. 119
Kendall Gay Consulting (FL) p. 120
Leichliter Associates, LLC (NY) p. 122
Millennium Research, Inc. (MN) p. 127
Paul Schneller Qualitative LLC (NY) p. 138
The Wedewer Group (MD) p. 145
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A
Abbott, Susan, Abbott Research & Consulting, (ON) p. 96
Adams, Robert T., Brooks Adams Research, (VA) p. 100
Adelman, Susan R., Survey Service, Inc., (NY) p. 142
Ailenbach, Lori T.,The Results Network, Inc., (PA) p. 136
Akerson, Steven D., Akerson Marketing Research, Inc., (MN) p. 96
Albanese, Isabelle, Consumer Truth™ Ltd, (IL) p. 104
Alexander, Constance S., Strategic Marketing & Research, Inc., (IN) p. 142
Alexander, Miriam, Miriam Alexander Marketing Research, (CA) p. 127
Alison, Mark, Answers, Inc., (GA) p. 98
Allison, Kay, Energy Infuser, (IL) p. 107
Anderson, Al, Anderson Marketing Research, (MN) p. 96
Anderson, Jeff, Jeff Anderson Consulting, Inc., (CA) p. 96
Anderson, Katie, Anderson Qualitative Research, Inc., (CA) p. 96
Ankersmit, Barbara, QMark Research & Polling, (HI) p. 134
Antonioli, Guy C., Focus Latino, (TX) p. 110
Antonioli, Guy C., GCA Consulting, (TX) p. 111
Antonioli II, Guy C., Focus Latino, (TX) p. 110
Antonioli II, Guy C., GCA Consulting, (TX) p. 111
Anwander, Elaine K., Qualitative Research Services, (FL) p. 134
Appel, Steve, Appel Research, LLC, (NY) p. 98
Appelbaum, Alan, Market Probe International, Inc., (NY) p. 124
Archer, Esq., John, Kendall Gay Consulting, (FL) p. 120
Atkins, David, Atkins Research Group, Inc., (CA) p. 98
Augustine, Jonathan A., A Z G Research, (OH) p. 96
Axelrod, Myril, Myril Axelrod Marketing Directions Ascts., Inc., (NY) p. 98
Azuara, Mario Martinez, Goldfarb Consultants Mexico, (Mexico) p. 112

B
Bacus, Katie, Marketing Matrix International, Inc., (CA) p. 125
Baen, Jack, Baen Marketing Associates, (FL) p. 98
Bailey,William M.,William M. Bailey, Ph.D., (FL) p. 98
Bain-Borrego, Cris A., Cris Bain-Borrego Bilingual Consultant, (CA) p. 98
Baker, Gemma C., Gemma C. Baker Research, (CT) p. 99
Baker, Martha, Harris Gabel Associates, Inc., (CA) p. 111
Baker-Hitzhusen, Hannah, CMI, (GA) p. 102
Balboa, Isabel C., Balboa Consulting, (CA) p. 99
Balch, Ph.D., George I., Balch Associates, (IL) p. 99
Balkema, Alan, Monalco, Inc., (WI) p. 128
Ballant, Christiane, Contemporary Research Centre - Montreal, (PQ) p. 104
Bange, Marianne, Hygeia Marketing Associates, Inc., (NJ) p. 115
Barbuto, Lorraine, Barbuto & Associates, (NJ) p. 99
Barnes, Rosalia A., Rosalia Barnes Associates, (CT) p. 99
Baroutakis, Mary, MBC Research Center, (NY) p. 126
Barritt, Sandra, FacFind, Inc., (NC) p. 108
Barth, Richard, Reyes Research, (CA) p. 136
Bartlett, Bill, Suburban Associates, (NJ) p. 142
Bartlett, Jeff,The Bartlett Group, Inc., (PA) p. 99
Bass, Mike, Perceptions… and Realities®, Inc., (NY) p. 132
Beaulaurier, Bob, Market Decisions Corporation, (OR) p. 124
Beck, Lisa Christina, Insight Factory, LLC, (TX) p. 116
Bell, Darla, Bell Associates Marketing Rsch. & Consulting, (TX) p. 99
Bemarkt, Jan, Market[Source] Research Center, Inc., (MO) p. 125
Benedict, Allan, A & K Research, Inc., (MI) p. 96
Beospflug, Steve, InfoTek Research Group, Inc., (OR) p. 116
Berenhaus, Ira, Berenhaus Research Solutions, LLC, (NJ) p. 99
Bergemann, Carl, Sierra Market Research, (CA) p. 140
Bergo, Ed, Sandia Market Research, (NM) p. 138
Berne, Michel, Ad Hoc Research, (PQ) p. 96
Bernstein, Betsy, Bernstein Research Group, Inc., (NY) p. 99
Bernstein, Ph.D., Dr. Donald, Mid-America Research , (IL) p. 127
Berry, Elizabeth M., Strategic Focus Consulting, Inc., (SC) p. 142
Berube, Johanne, InQuest Consumer Insights & Planning Ltd., (BC) p. 116
Berwitz, Ken, Ken Berwitz Marketing Research, (NJ) p. 99
Bhagchandani, Bana, Dominion Marketing Research, Inc., (VA) p. 107
Bierer, Jeffrey, Bierer Research Group, (NC) p. 99
Binder, David, David Binder Research, (CA) p. 99
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Weaver, Jim, Consumer Opinion Services, Inc., (OR) p. 103
Weaver, Sheila,Weaver Marketing Research, (AB) p. 145
Wedewer, Robin,The Wedewer Group, (MD) p. 145
Wegman, Pamela A., Information Matter, LLC, (LA) p. 116
Weiss, Karl W., Market Perceptions, Inc., (CO) p. 124
Weissmann, MBA Dr.,Werner, MAFOS GmbH, (Austria) p. 123
Weitzer, Rick, Smith-Dahmer Associates, (MI) p. 141
Wells, Eleanore,The Golden Door, (NY) p. 112
Wendell, Barbara,Wendell Qualitative Research, (MD) p. 145
Werboff, Andrea, Strategic Marketing Resources, (CA) p. 142
Werzinger, Ben, Harris Interactive®, (NY) p. 113
West, Dawn,West Consulting Services, Inc., (CA) p. 145
Wexler, Jenna, Mirador Research, (MD) p. 127
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Wiese,Tom, Wiese Research Associates, Inc., (NE) p. 146
Wiggins, Ian,Wiggins Consulting, Inc., (ON) p. 146
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Wolf, Steve, Synovate Qualitative, (NY) p. 144
Wolf, Steve, Synovate Qualitative, (NJ) p. 144
Wolpert, Doreen, IFOP-Canada Market Research, (ON) p. 115
Wong, Larry, Guangzhou Consumer Search Ltd., (China) p. 112
Wong, Nancy, MBC Research Center, (NY) p. 126
Woodiwiss, Lauren, Stonybrook Research Support, (OH) p. 141
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Woolridge, Patrice,Wooldridge Associates, Inc., (IL) p. 146
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Wortham, Charles,Wortham Research, (KY) p. 146
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Young, Paula J., Q2 Market Research, (TX) p. 133
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Zeskind, Dale, D.A. Zeskind & Associates, (MA) p. 146
Ziff-Levine, Bill, Data & Management Counsel, Inc., (PA) p. 105
Zimmerman, Alan, Radley Resources, Inc., (NJ) p. 134
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U. S . firms are listed first fo l l owed 
by foreign fi r m s .

A l a b a ma

B i r m i n g h a m
G raham & Associ a t e s , I n c . , p . 1 1 2
New South Rese a rc h , p . 1 3 0

M o b i l e
G rant & Associ a t e s , I n c . , p . 1 1 2
R e se a rch Stra t e gi e s , I n c . , p . 1 3 6

M o n t g o m e ry
S o ut h e a st Rese a rc h , I n c . , p . 1 4 1

A r i z o na

P h o e n i x
BRC Fi eld & Focus Servi c e s , p . 1 0 0
C h a rl e s , C h a rles & Associates Inc., p . 1 0 2
C l a ri t y, p . 1 0 2
E l lison Rese a rc h , p . 1 0 7
The HSM Gro u p, L t d . , p . 1 1 4
MEH Market Rese a rc h , p . 1 2 6

Tu c s o n
C e n t er for Concept Devel o p m e n t , p . 1 0 2

A r k a n s a s

Little Rock
Compass Quali t a t ive Rese a rc h , I n c . , p . 1 0 3
F l a ke - Wil kerson Market Insig h t s , LL C , p . 1 1 0

C a l i fo r n i a

Fr e s n o
Nichols Rese a rc h , I n c . , p . 1 3 0

Los A n g e l e s
A l t ernate Rout e s , I n c . , p . 9 6
A t k ins Rese a rch Gro u p, I n c . , p . 9 8
C ris Bain - B o rr e go Bilingual Consultant, p . 9 8
Balboa Consulting , p . 9 9
C . A .Wa l ker Rese a rch Solut io n s , I n c . , p . 1 0 1
Clear Concepts, p . 1 0 2
C o n s u m er Pulse of Los Ang eles , p . 1 0 4
C u l t u ral Access Gro u p, p . 1 0 5
C u st o m er Stra t e gy Consulting , p . 1 0 5
D e ci s ion Analy s i s , p . 1 0 6
DMS Rese a rc h , p . 1 0 7
Fa cts ‘n Figu r e s , p . 1 0 8
Fri e den Quali t a t ive Servi c e s , p . 1 1 1
H a rris Gabel Associ a t e s , I n c . , p . 1 1 1
G rieco Rese a rch Gro u p, I n c . , p . 1 1 2
Health Care Te st ing , I n c . , p . 1 1 3
Wayne Howard & Associ a t e s , p . 1 1 4
Informa Research Services, Inc., p. 116

Insite Media Rese a rc h , p . 1 1 8
L o u i se Kroot Associ a t e s , p . 1 2 1
L & J Rese a rc h , p . 1 2 1
Lawrence Rubin Associ a t e s , I n c . , p . 1 2 1
M a ya Levin s o n , P h . D . , p . 1 2 2
L i e b erman Rese a rch Wo rldw ide, p . 1 2 2
M a rke t ing Matrix Intern a t io n a l , I n c . , p . 1 2 5
M i riam Alex a n der Marke t ing Rese a rc h , p . 1 2 7
M o dera t o rs Etc. , p . 1 2 8
M u l t i c u l t u ral Solut io n s , I n c . , p . 1 2 9
O p inion Rese a rch of Cali fo rni a , p . 1 3 1
OT X , p . 1 3 1
Palma Compani e s , p . 1 3 1
Qualitative Insights, p. 134

Q u a li t a t ive Rese a rc h , p . 1 3 4
RMS Communi c a t ions and Rese a rch Inc., p . 1 3 7
RPM Consulting , p . 1 3 7
S c h o rr Creative Solut io n s , I n c . , p . 1 3 8
S ion Rese a rch Assoc. I n c . , p . 1 4 0
S t o ry b rand Consulting , p . 1 4 1
Ta l k ing Busin e s s , p . 1 4 4
Th o rn hill Associ a t e s , p . 1 4 4
Wilson & Associ a t e s , p . 1 4 6
Z w il ling er Rese a rc h , p . 1 4 6

Orange County
Aut o Pa ci fi c , I n c . , p . 9 8
Focus Rese a rc h , p . 1 1 0
Inquire Market Rese a rc h , I n c . , p . 1 1 6
M a ri Hispanic Rese a rch & Fi eld Servi c e s , p . 1 2 3
We st Consulting Servi c e s , I n c . , p . 1 4 5

Palm Springs
P S : R e se a rc h ! , p . 1 3 3

S a c r a m e n t o
JD Franz Rese a rc h , I n c . , p . 1 1 0
G roup Wo rk s , p . 1 1 2
S i erra Market Rese a rc h , p . 1 4 0

San Berna r d i n o / R i ve r s i d e
B owe Marke t ing Rese a rch Consultants, p . 1 0 0
H err era Communi c a t io n s , p . 1 1 4
M u se Consulting , I n c . , p . 1 2 9

San Diego
Jeff Anderson Consulting , I n c . , p . 9 6
C . L . G a iley Rese a rc h , p . 1 0 1
C a st illo & Associ a t e s , I n c . , p . 1 0 2
E ye Tra c k ing , I n c . , p . 1 0 8
Genesis Rese a rch Associ a t e s , p . 1 1 1
R o b ert Hale & Associ a t e s , p . 1 1 3
I n t erc o n t inental Marke t ing Inv e st iga t io n s , p . 1 1 8
Hal Lefkowitz & Company, p . 1 2 1
M a rketscape Rese a rch & Consulting , p . 1 2 5
M e n e ses Rese a rch & Associ a t e s , p . 1 2 6
M o der Rese a rch & Communi c a t io n s , I n c . , p . 1 2 8
1-On-One Marke t ing Associ a t e s , p . 1 3 1
E m a n u el Rappaport & Associ a t e s , p . 1 3 4
R i e g er Rese a rch Inc., p . 1 3 6
S t rata Rese a rc h , p . 1 4 2

San Francisco Bay/San Jose
A n derson Quali t a t ive Rese a rc h , I n c . , p . 9 6
D a vid Bin der Rese a rc h , p . 9 9
C o n S t a t , I n c . , p . 1 0 3
C o r e y, C a n a p a ry & Galani s , p . 1 0 5
D i s c ov ery Rese a rc h , p . 1 0 6
EJF Associ a t e s , p . 1 0 7
E q u i B rand Consulting , p . 1 0 8
Fe a rless Bra n ding , p . 1 0 8
Fyffe and Co., p . 1 1 1
G a rcia Fontana Rese a rc h , p . 1 1 1
GTR Consulting , p . 1 1 2
H a w k ins & Associ a t e s , p . 1 1 3
H i s p a nic Pers p e ct iv e s , p . 1 1 4
In Fo c u s , p . 1 1 5
In Focus Consulting , p . 1 1 5
In-Depth Rese a rc h , p . 1 1 6
I n s ig h t ing Ide a s , p . 1 1 6
Kaufman Associ a t e s , p . 1 2 0
U rsula Kauth Consulting , p . 1 2 0
K i yo m u ra - I s himoto Associ a t e s , p . 1 2 0
L ightshed Gro u p, p . 1 2 2
M a rt in + Stow e, I n c . , p . 1 2 6
The Newman Gro u p, L t d . , p . 1 3 0
Nichols Rese a rc h , p . 1 3 0
Nichols Rese a rc h , I n c . , p . 1 3 0
Nichols Rese a rc h , I n c . , p . 1 3 0
O t ivo, I n c . , p . 1 3 1
Pa rker Jones Marke t ing Rese a rc h , p . 1 3 2
Q & A Rese a rc h , I n c . , p . 1 3 3

R E A L e R e se a rc h , p . 1 3 5
R e se a rch Intern a t io n a l , p . 1 3 6
R igney & Associ a t e s , p . 1 3 7
RJ Rese a rc h , p . 1 3 7
Seal Rock Rese a rc h , p . 1 4 0
S eratti Gro u p, p . 1 4 0
S n ell Associ a t e s , I n c . , p . 1 4 1
S t ra t e gic Marke t ing Resourc e s , p . 1 4 2
Talley Rese a rch Gro u p, p . 1 4 4

Ve n t u r a / S a n ta Barbara
C a m p b ell Rin ker, p . 1 0 1
R e yes Rese a rc h , p . 1 3 6

C o l o r a d o
B o u l d e r
B o u lder Focus Center, p . 1 0 0
M a rcy & Pa rt n ers ,p . 1 2 3

Colorado Springs
Rebeca Cantu Hel m st e t l er, p . 1 0 1
P ro j e ct Esse n t i a l s , I n c . , p . 1 3 3

D e n ve r
A Total Resource Gro u p, p . 9 6
C a m b ridge Associ a t e s , L t d . , p . 1 0 1
Campos Rese a rch & Analy s i s , p . 1 0 1
G a rn er Insig h t , p . 1 1 1
The How ell Rese a rch Gro u p, p . 1 1 4
Hudson Media Rese a rc h , p . 1 1 4
iModerate, p. 115

M a rket Perc e p t io n s , I n c . , p . 1 2 4
P & L Rese a rc h , I n c . , p . 1 3 1
Pa ra gon Media Stra t e gi e s , p . 1 3 2
The Quali t a t ive Difference Inc, p . 1 3 4

Fo rt Collins
Ke y stone Rese a rc h ,LL C , p . 1 2 0

C o n ne c t i c u t

B r i d g e p o rt
The Caney Group LL C , p . 1 0 1
F u rmansky Associ a t e s , p . 1 1 1
Pa t ri cia M. K i rm a yer Market Rese a rc h , p . 1 2 0
S u rveys & Fo r e c a st s , LL C , p . 1 4 4

D a n b u ry
Capture Rese a rc h , LL C , p . 1 0 2

H a rt fo r d
Gemma C.B a ker Rese a rc h , p . 9 9
Fine Insig h t , LL C , p . 1 0 8
M a rke t ing Levera g e, I n c . , p . 1 2 5
R a b id Rese a rch & Stra t e gic Planning , p . 1 3 4

N ew Have n
The Clowes Pa rt n ers hi p, p . 1 0 2

S ta m fo r d
R o s a lia Barnes Associ a t e s , p . 9 9
Susan Cart er Focus Rese a rc h , p . 1 0 2
Saul Cohen & Associ a t e s , I n c . , p . 1 0 2
Richard J. D u b ow Consulting Servi c e s , p . 1 0 7
The Gediman Rese a rch Gro u p, I n c . , p . 1 1 1
G o ld st e in / K rall Marke t ing Resourc e s , I n c . , p . 1 1 2
G r e e n fi eld Consulting Gro u p, p . 1 1 2
G roups Plus, I n c . , p . 1 1 2
H a rris Intera ct iv e®, p . 1 1 3
L e f erman Associ a t e s , I n c . , p . 1 2 1
Sabena Quali t a t ive Rese a rch Servi c e s , p . 1 3 8
S c h ro e t er Rese a rch Servi c e s , p . 1 3 8
S u n R e se a rch Corp o ra t io n , p . 1 4 2
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Wa t e r b u ry
D e v elopment II, in c . , p . 1 0 6

D e l aw a r e

Wi l m i n g t o n
C e n t ral Fo c u s , p . 1 0 2

District Of Columbia
Buffalo Quali t a t ive Rese a rc h , p . 1 0 0
C o n s u m er Pulse of Wa s hington , p . 1 0 4
Eureka Fa ct s ,LL C , p . 1 0 8
FYI Rese a rc h , p . 1 1 1
JPK Rese a rc h , I n c . , p . 1 1 9
Kohlman Atlee, p . 1 2 0
L a u er Rese a rc h , I n c . , p . 1 2 1
M a rket Connect io n s , I n c . , p . 1 2 3
M a rket Rese a rch Bureau, LL C , p . 1 2 4
Molloy Marke t ing Servi c e s , p . 1 2 8
NAHB Rese a rch Center, p . 1 3 0
PSD Marke t ing Servi c e s , p . 1 3 3
Rickman Rese a rch & Communi c a t io n s , p . 1 3 6
RIVA Market Research, p. 137

R o senthal Quali t a t ive Rese a rc h , p . 1 3 7
Sando and Associ a t e s , p . 1 3 8

F l o r i d a

Fo rt Lauderdale
KCI Pa rt n ers , p . 1 2 0

Fo rt Mye r s
Aut o m o t ive Insig h t , I n c . , p . 9 8
S c h u l m a n ,Ronca & Bucuva l a s , I n c . , p . 1 3 8

G a i ne s v i l l e
Perc e p t ive Market Rese a rc h , I n c . , p . 1 3 2

J a c k s o n v i l l e
Concepts In Fo c u s , p . 1 0 3
Healthcare Per fo rmance Consulting , I n c . , p . 1 1 3
K i rk Rese a rch Servi c e s , I n c . , p . 1 2 0
Q u a li t a t ive Rese a rch Servi c e s , p . 1 3 4
U l rich Rese a rc h , p . 1 4 5

M i a m i
Ask Miami Rese a rc h , p . 9 8
C o n s u m er Connect io n , I n c . , p . 1 0 3
I n s ights Marke t ing Gro u p, I n c . , p . 1 1 8
Loretta Marke t ing Gro u p, p . 1 2 3
M a rket Scope, I n c . , p . 1 2 4
Rife Market Rese a rc h , I n c . , p . 1 3 6

N a p l e s
Baen Marke t ing Associ a t e s , p . 9 8

O c a l a
L e i c h t er Rese a rc h , p . 1 2 2

O rl a n d o
A n s w er S e a rc h , I n c . , p . 9 8
Wil liam M. B a il e y, P h . D . , p . 9 8
Falk Rese a rch Associ a t e s , I n c . , p . 1 0 8
Jerry Hardwich & Associ a t e s , I n c . , p . 1 1 9
M o dera t o rs Etc., p . 1 2 8
The Po rtnoy Gro u p, p . 1 3 2
Thompson Info rm a t ion Servi c e s , p . 1 4 4

S a r a s o ta
G roup EFO Limi t e d , p . 1 1 2
Kendall Gay Consulting , p . 1 2 0
M a rket Insig h t , p . 1 2 4

Ta l l a h a s s e e
Kerr & Downs Rese a rc h , p . 1 2 0
O p p e n h e im Rese a rc h , p . 1 3 1

Ta m p a / S t . Pe t e r s b u r g
Gulf View Rese a rc h ,LL C , p . 1 1 3
M a rket Trends Rese a rc h , I n c . , p . 1 2 4
Q u a li t a t ive Intel lig e n c e, p . 1 3 4
R e se a rch Data Servi c e s , I n c . , p . 1 3 5
S c h w a rtz Consulting Pa rt n ers , I n c . , p . 1 4 0

West Palm Beach/Boca Raton
D i s c ov ery - National Quali t a t ive Network , p . 1 0 6
e Q u a li t a t iv e R e se a rc h . c o m , p . 1 0 8
H a y s m a r, I n c . , p . 1 1 3
P ro file Marke t ing Rese a rc h , I n c . , p . 1 3 3
SIL Gro u p, p . 1 4 0
Square One Rese a rc h , p . 1 4 1

G e o r g i a

A l b a ny
M a rke t L in k , I n c . , p . 1 2 5

A t l a n ta
CIBA Rese a rch & Consulting ,LL C , p . 1 0 2
C M I , p . 1 0 2
Concept Cataly st s , I n c . , p . 1 0 3
C r e a t ive Fo c u s , I n c . , p . 1 0 5
Focus on Fo o d , p . 1 1 0
Geo Stra t e gy Pa rt n ers , p . 1 1 1
H il ker Rese a rch & Consulting , I n c . , p . 1 1 4
I n Focus Stra t e gic Rese a rc h , p . 1 1 6
Doug Jones Rese a rc h , p . 1 1 9
Joy Lynn Inc., p . 1 2 3
M a rke t e ct u r e, p . 1 2 5
The Marke t ing Wo rk s h o p, I n c . , p . 1 2 5
M a rkets in Motio n , p . 1 2 5
M i c h elson & Associ a t e s , I n c . , p . 1 2 7
Moore & Symons, I n c . , p . 1 2 8
N ext Level Rese a rc h , p . 1 3 0
P io n e er Marke t ing Rese a rc h , p . 1 3 2
Po l a ris Marke t ing Rese a rc h , p . 1 3 2
R e se a rch Inc., p . 1 3 6
The Rese a rch Wo rk s h o p, I n c , p . 1 3 6
S a l ly Ringo Rese a rc h , p . 1 3 7
S h ow I n t ell Tra de Show & Conference Rese a rc h ,p .1 4 0
Tu rn er Rese a rch Network , p . 1 4 5
V & L Rese a rch & Consulting , I n c . , p . 1 4 5

A u g u s ta
A n s w ers , I n c . , p . 9 8

H aw a i i

H o n o l u l u
M a rket Trends Pa ci fi c , I n c . , p . 1 2 4
Q M a rk Rese a rch & Po l ling , p . 1 3 4
Ward Rese a rc h , I n c . , p . 1 4 5

I d a h o

B o i s e
N o rt h w e st Rese a rch Gro u p, I n c . , p . 1 3 1
S t ra t e gic Intel lig e n c e, I n c . , p . 1 4 2

I l l i n o i s

C h i c a g o
A n a lytic Insig h t , I n c . , p . 9 6
A ng ell Rese a rch Gro u p, I n c . , p . 9 6
Balch Associ a t e s , p . 9 9
I r w in Broh & Associ a t e s , p . 1 0 0

B ru galetta & Associ a t e s , p . 1 0 0
C R Market Surv e y s , p . 1 0 1
C&R Research Services, Inc., p. 101

C o n s u m er& Pro f e s s ional Rese a rc h , I n c . ( C PR ) ,p .1 0 3
C o n s u m er Pulse of Chi c a go , p . 1 0 4
C o n s u m er Truth™ Ltd, p . 1 0 4
C o n s u m er Voi c e, p . 1 0 4
Doyle Research Associates, Inc., p. 107

The Eisenmann Gro u p, p . 1 0 7
E n er gy Infuser, p . 1 0 7
E x p l o ra t io n s , p . 1 0 8
Anne Flanz Custom Marke t ing Rese a rc h , p . 1 1 0
G a l li Rese a rch Servi c e s , p . 1 1 1
GRF Marke t ing ,L t d . , p . 1 1 2
G R F I , L t d . , p . 1 1 2
The Hunter- M il l er Gro u p, p . 1 1 5
I n fo r M e dix Marke t ing Rese a rc h , I n c . , p . 1 1 6
JRS Consulting , I n c . , p . 1 1 9
Ju st The Fa ct s , I n c . , p . 1 1 9
Key Nugget Consulting , p . 1 2 0
Kubba Consultants, I n c . , p . 1 2 1
The Lazar Gro u p, p . 1 2 1
G era ld Linda & Associ a t e s , p . 1 2 2
Lohs Rese a rch Gro u p, p . 1 2 3
L o ran Marke t ing Gro u p, p . 1 2 3
M G Z Rese a rc h , p . 1 2 3
M id - A m erica Rese a rc h , p . 1 2 7
M id - A m erica Rese a rch , p . 1 2 7
M i s kovic Rese a rch & Consulting , p . 1 2 7
MWM Marke t ing Rese a rch and Consulting , p . 1 2 9
The New Marke t ing Network , I n c . , p . 1 3 0
M . Q . O l sen Marke t ing Rese a rc h , p . 1 3 1
Payne & Pa rt n ers , I n c . , p . 1 3 2
P rim a ry Insig h t s , I n c . , p . 1 3 2
P ro d u ct Eva l u a t io n s , I n c . , p . 1 3 3
PRYBYL Gro u p, I n c . , p . 1 3 3
Q u a li Vi s io n , I n c . , p . 1 3 4
R a p se s s io n s , I n c . , p . 1 3 4
R e se a rch Explorers / L . G .M c D o n a ld & Asct s . , p . 1 3 5
R e se a rch In Marke t ing , I n c . , p . 1 3 6
R e se a rch Intern a t io n a l , p . 1 3 6
R e se a rch Plus, I n c . , p . 1 3 6
R i c h m a rk Rese a rch Servi c e s , p . 1 3 6
S F I, L t d . , p . 1 3 7
Small Insig h t s , I n c . , p . 1 4 0
S t ellar Stra t e gic Servi c e s , I n c . , p . 1 4 1
S t ern Associ a t e s , p . 1 4 1
S t ra t e gic Fo c u s , I n c . , p . 1 4 2
S u rvey Center Fo c u s , LL C , p . 1 4 2
Tracy & Co.M a rket Rese a rch & Idea Genera t io n ,p .1 4 4
L . C .Wil liams & Associ a t e s , I n c . , p . 1 4 6
Wo o ld ridge Associ a t e s , I n c . , p . 1 4 6

I n d i a na

E va n s v i l l e
LK Rese a rc h , I n c . , p . 1 2 2
P ro d u ct Acceptance & Rese a rch (PA R ) , p . 1 3 3

Fo rt Wa y ne
I n diana Rese a rch Servi c e, I n c . , p . 1 1 6

I n d i a na p o l i s
B ingle Rese a rch Gro u p, I n c . , p . 9 9
H A R P ER , p . 1 1 3
The Ke n s ington Gro u p, I n c . , p . 1 2 0
M a rket Voice Consulting , p . 1 2 4
M a rke t Vi b e s , I n c . , p . 1 2 5
Shaw Stra t e gic Marke t ing , p . 1 4 0
S t ra t e gic Marke t ing & Rese a rc h , I n c . , p . 1 4 2
Wa l ker Info rm a t io n , p . 1 4 5

South Bend
B e n c h M a rke t ing Associ a t e s , I n c . , p . 9 9
M idw e st Marke t ing Rese a rc h , p . 1 2 7
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I ow a

Cedar Rapids
Frank N. M a gid Associ a t e s , I n c . , p . 1 2 3
Dan Wi e se Marke t ing Rese a rc h , p . 1 4 5

Des Moine s
E s s m a n / R e se a rc h , p . 1 0 8
Genesis Marke t ing and Rese a rc h , I n c . , p . 1 1 1

Mason City
D i r e ct ions Rese a rch Corp . , p . 1 0 6

Ke n t u c ky

B owling Green
Wo rtham Rese a rc h , p . 1 4 6

L ex i n g t o n
M C Squared Consulting , p . 1 2 3
The Matrix Gro u p, I n c . , p . 1 2 6
R o b erts & Kay, I n c . , p . 1 3 7
S mith Market Rese a rc h , p . 1 4 0

L o u i s v i l l e
C a rt er Market Rese a rch Servi c e s , p . 1 0 2
M o rrison & Morri s o n , L t d . , p . 1 2 8
M R K , I n c . , p . 1 2 8
Personal Opinio n , I n c . , p . 1 3 2

L o u i s i a na

Baton Rouge
Percy & Company Rese a rc h , p . 1 3 2

N ew Orl e a n s
Focus Rese a rc h , I n c . , p . 1 1 0
Gulf View Rese a rc h ,LL C , p . 1 1 3
I n fo rm a t ion Matters , LL C , p . 1 1 6
M a rket Dynamics Rese a rch Gro u p, I n c . , p . 1 2 4

M a i ne

B a n g o r
Hannah & Associ a t e s , I n c . , p . 1 1 3

Po rt l a n d
D a vid s o n - Pe t erson Associ a t e s , p . 1 0 5
D igital Rese a rc h , I n c . , p . 1 0 6
M a rket Deci s io n s , LL C , p . 1 2 4
M a rket Rese a rch Unlimi t e d , I n c . , p . 1 2 4
S t ra t e gic Marke t ing Servi c e s , p . 1 4 2

M a ry l a n d

A n na p o l i s
The We de w er Gro u p, p . 1 4 5
We n dell Quali t a t ive Rese a rc h , p . 1 4 5

B a l t i m o r e
Baltimore Research, p. 99

Bay Area Rese a rc h , p . 9 9
C o n s u m er Pulse of Baltimore , p . 1 0 4
The Fa mily Rese a rch Gro u p, p . 1 0 8
Good Karma Consulting , I n c . , p . 1 1 2
H o l l a n der Cohen & McBride, p . 1 1 4
Jacobs Je n n er & Ke n t , p . 1 1 8
M a ryland Marke t ing Sourc e, I n c . , p . 1 2 6
M i rador Rese a rc h , p . 1 2 7

M a s s a c h u s e t t s

B o s t o n
Atlantic Rese a rch & Consulting , I n c . , p . 9 8
Blue Hill Consulting , p . 9 9
B o ston Innova t ion Group (B.I.G.), p . 9 9
B ra n d - A id Consulting , p . 1 0 0
Copley Focus Centers , p . 1 0 4
D a ni el Rese a rch Gro u p, p . 1 0 5
D o l o b owsky Quali t a t ive Servi c e s , I n c . , p . 1 0 7
H a rris Intera ct iv e®, p . 1 1 3
I n s ight Rese a rch & Tra ining , p . 1 1 6
Inward Stra t e gic Consulting , p . 1 1 8
I s u rus Market Rese a rc h , p . 1 1 8
Kress & Associ a t e s , p . 1 2 1
Edna Lut h er & Associ a t e s , I n c . , p . 1 2 3
Management Insight Te c h n o l o gi e s , p . 1 2 3
Mature Marke t ing and Rese a rc h , p . 1 2 6
M il e st o n e®, p . 1 2 7
M in d S e a rc h , p . 1 2 7
O b serva n t , LL C , p . 1 3 1
Pa n el Opinio n s , p . 1 3 2
R e se a rch Boston Corp . , p . 1 3 5
R ight Hand Rese a rc h , p . 1 3 6
E lissa Rosenthal Marke t ing Rese a rch & Stra t e gy,p .1 3 7
Shen Rese a rch Orga ni z a t io n , p . 1 4 0
Stackpole & Associates Inc., p . 1 4 1
D . A . Z e s k ind & Associ a t e s , p . 1 4 6

M i c h i g a n

Battle Creek
WJ Schro er Company, p . 1 4 6

D e t r o i t
A & K Rese a rc h , I n c . , p . 9 6
B u s iness Rese a rch Gro u p, p . 1 0 0
C o n s u m er Pulse of Detroit , p . 1 0 4
C o n s u m er Pulse, I n c . , p . 1 0 4
Fo r e s ight Rese a rc h , p . 1 1 0
Kahle Rese a rch Solut ions Inc., p . 1 1 9
Kollman Rese a rch Servi c e s , p . 1 2 1
Moore Pow er Marke t ing , p . 1 2 8
A lice Morgan Quali t a t ive Servi c e s , p . 1 2 8
M O R PACE Intern a t io n a l , I n c . , p . 1 2 8
RDA Gro u p, p . 1 3 4
Roadmap Market Rese a rc h , p . 1 3 7
S t a n der Rese a rch Associ a t e s , I n c . , p . 1 4 1
S t a r Wo rk s , I n c . , p . 1 4 1
S y n ovate - Motorese a rc h , p . 1 4 4

Grand Rapids
G a d b ois Rese a rc h , p . 1 1 1

L a n s i n g
Capitol Rese a rch Servi c e s , I n c . , p . 1 0 1

S a g i naw / M i d l a n d
M a r- Q u e st Rese a rc h , I n c . , p . 1 2 6

S t . J o s e p h
S mi t h - D a h m er Associ a t e s , p . 1 4 1

M i n ne s o ta

M i n ne a p o l i s / S t . P a u l
A D VA NTIS Rese a rch & Consulting , I n c . , p . 9 6
A kerson Marke t ing Rese a rc h , I n c . , p . 9 6
A n derson Marke t ing Rese a rc h , p . 9 6
A ru n del Street Consulting , I n c . , p . 9 8
The Axiom Gro u p, I n c . , p . 9 8
Nancy S.B rown Marke t ing Rese a rc h , p . 1 0 0
C . H . S o u w e ine Associ a t e s , p . 1 0 1
C a m b ridge Rese a rc h , I n c . , p . 1 0 1

Cook Rese a rch & Consulting , I n c . , p . 1 0 4
Bette Dickinson Rese a rc h , I n c . , p . 1 0 6
Dodge Business Rese a rch Consulting , p . 1 0 7
G ingo ld Rese a rc h , p . 1 1 1
G raff Gro u p, p . 1 1 2
G u idepath Rese a rc h , p . 1 1 3
H u b erty Marke t ing Rese a rc h , p . 1 1 4
JFK Market Rese a rc h , p . 1 1 9
L i t B ra ins - Igni t ing Ide a s , p . 1 2 2
M a rket Resource Associ a t e s , I n c . , p . 1 2 4
M a rcia Mazanec Consulting , p . 1 2 6
M e d P robe Inc., p . 1 2 6
M il l e n nium Rese a rc h , I n c . , p . 1 2 7
M innesota Opinion Rese a rc h , p . 1 2 7
M u rphy Rese a rch Servi c e s , p . 1 2 9
Nick Marke t ing Rese a rc h , p . 1 3 0
O ’ N e ill Marke t ing Insig h t s , p . 1 3 1
O rman Guidance Rese a rc h®, I n c . , p . 1 3 1
O ut s m a rt Marke t ing , p . 1 3 1
Pope Quali t a t ive Rese a rc h , I n c . , p . 1 3 2
QualCore.com Inc., p . 1 3 4
Diane Sims Pa g e, p . 1 4 0
S t ra t e gic Direct ions Gro u p, I n c . , p . 1 4 2
S t ra t e gic Per fo rmance Gro u p, LL C , p . 1 4 2
The TCI Gro u p, p . 1 4 4

R o c h e s t e r
SNG Rese a rch Corp o ra t io n , p . 1 4 1

M i s s i s s i p p i

J a c k s o n
Focus One Rese a rc h , LL C , p . 1 1 0

M i s s o u r i

Kansas City
Any Small Town Market Rese a rc h , p . 9 8
C u l t u ral Hori zons Inc., p . 1 0 5

S p r i n g fi e l d
Bisno Associ a t e s , p . 9 9
M a rke t [ S o u rce] Rese a rch Center, I n c . , p . 1 2 5

S t . L o u i s
C l u f f, I n c . , p . 1 0 2
Doane Marke t ing Rese a rc h , I n c . , p . 1 0 7
F lynn Consulting , p . 1 1 0
LT Inc., p . 1 2 3
P ragmatic Rese a rc h , I n c . , p . 1 3 2
The Qualis Company, p . 1 3 4
The Rese a rch & Planning Gro u p, p . 1 3 5
S il v er Stra t e gi e s , p . 1 4 0

M o n ta na

B i l l i n g s
B u s iness Communi c a t ion Consultants, I n c . , p . 1 0 0

N e b r a s k a

O ma h a
Focus Rese a rch & Marke t ing , p . 1 1 0
The MSR Gro u p, p . 1 2 9
Wi e se Rese a rch Associ a t e s , I n c . , p . 1 4 6

N eva d a

Las Ve g a s
MRCGroup Research Institute, p. 128

R e n o
M a rke Te c , I n c o rp o ra t e d , p . 1 2 5
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N ew Hampshire

C o n c o r d
The Nort h M a rk Gro u p, p . 1 3 0

M a n c h e s t e r / N a s h u a
New England Trial Consulting , p . 1 3 0

Po rt s m o u t h
Harbaugh Associ a t e s , p . 1 1 3

N ew Jersey

Atlantic City
B ruce Z. B o rt n er - Mktg. R s c h .C n s l t . , p . 9 9

N o rthern New Jersey
A p p lied Behavio ral Dynami c s , p . 9 8
ARC Rese a rch Corp o ra t io n , p . 9 8
B a r b uto & Associ a t e s , p . 9 9
B erenhaus Rese a rch Solut io n s , LL C , p . 9 9
Ken Berwitz Marke t ing Rese a rc h , p . 9 9
C o n s u m er Pulse of New Yo rk , p . 1 0 4
D i st in ct ive Marke t ing , I n c . , p . 1 0 7
E s sential Resourc e s , LL C , p . 1 0 8
Feldman Rese a rch Lab, p . 1 0 8
Fra n k lin Communi c a t io n s , p . 1 1 0
M i c h a el Gold b erg Rese a rc h er, p . 1 1 2
Wa rren Goldman Associ a t e s , I n c . , p . 1 1 2
H i s p a nic Rese a rch Inc., p . 1 1 4
H u n t erdon Rese a rch & Consulting , p . 1 1 4
Hygeia Marke t ing Associ a t e s , I n c . , p . 1 1 5
I n t er- N a t ional Consulting Gro u p, LL C , p . 1 1 8
KL Communi c a t io n s , I n c . , p . 1 2 0
LG Rese a rc h , LL C , p . 1 2 2
L o l li Pop Rese a rc h , p . 1 2 3
M a rke t ing Solut ions Corp o ra t io n , p . 1 2 5
M E A D OWLANDS CONSUMER CTR.I N C . ,p .1 2 6

D a ni el Jay Morrison & Associ a t e s , I n c . , p . 1 2 8
N2 Quali t a t ive Marke t ing Rese a rc h , p . 1 2 9
P h a rm a N ex u s , I n c . , p . 1 3 2
P ra n ses Rese a rch Servi c e s , p . 1 3 2
Radley Resourc e s , I n c . , p . 1 3 4
I r w in P. S h a rpe & Associ a t e s , p . 1 4 0
S t ra t e gic Learning & Know l e d g e, I n c . , p . 1 4 2
Suburban Associ a t e s , p . 1 4 2
S y n ovate Quali t a t iv e, p . 1 4 4

P r i n c e t o n
B io Vid , p . 9 9
H a se/Schannen Rese a rch Associ a t e s ,I n c .( H S R ) ,p .1 1 3

Tr e n t o n
Dale Kra m er Rese a rch Consulting , p . 1 2 1

N ew Mex i c o

A l b u q u e r q u e
S a n dia Market Rese a rc h , p . 1 3 8
S t ra t e gic Solut io n s , p . 1 4 2

N ew Yo r k

A l b a ny
A p p el Rese a rc h ,LL C , p . 9 8

B u f f a l o
Buffalo Survey & Rese a rc h , I n c . , p . 1 0 0
R uth Diamond Market Rese a rch Servi c e s , p . 1 0 6
Survey Service, Inc., p. 142

N ew York City
Asia Link Consulting Gro u p, p . 9 8
M y ril Axel rod Marke t ing Direct ions Asct s . , I n c . ,p .9 8
B ern st e in Rese a rch Gro u p, I n c . , p . 9 9
B rooks Rose Marke t ing  Rese a rc h , I n c . , p . 1 0 0
B rophy Rese a rc h , p . 1 0 0
Jerome Brown Communi c a t io n s , p . 1 0 0
Terri Bunofsky, p . 1 0 0
C a mille T. C a rlin Quali t a t ive Rese a rc h , I n c . , p . 1 0 2
C l a rion Rese a rc h , p . 1 0 2
C o rn erstone Rese a rch & Marke t ing , I n c . , p . 1 0 5
C r e a t ive Wa v e s , p . 1 0 5
DO Rese a rc h , p . 1 0 7
Abby Ellison Rese a rc h , p . 1 0 7
Fa der & Associ a t e s , p . 1 0 8
Fi rst Insig h t s , p . 1 0 8
L inda Fi t z p a t rick Rese a rch Svcs. C o rp . , p . 1 0 8
F u rst Analytic Center, I n c . , p . 1 1 1
G e n del Marke t ing Rese a rch Co., p . 1 1 1
The Golden Door, p . 1 1 2
G ray Area Rese a rc h , p . 1 1 2
H a rriet Grayson & Associ a t e s , p . 1 1 2
Lynn Greenberg Associ a t e s , p . 1 1 2
I n Touch Resource Gro u p, I n c . , p . 1 1 8
JRH Marke t ing Servi c e s , I n c . , p . 1 1 9
R . H . Katz Consulting , p . 1 2 0
Richard Ku rtz & Associ a t e s , p . 1 2 1
L e i c h li t er Associ a t e s , LL C , p . 1 2 2
Ju dith Lern er,P h . D . ,C o n s u m er Insights for Mktg.,p .1 2 2
L i e bling Associates Corp . , p . 1 2 2
M a rket Probe Intern a t io n a l , I n c . , p . 1 2 4
M a rke t ing Mechani c s , p . 1 2 5
Mature Marke t ing and  Rese a rc h , p . 1 2 6
MBC Rese a rch Center, p . 1 2 6
Message Science Inc., p . 1 2 7
N elson Rese a rc h , I n c . , p . 1 3 0
N e u w i rth Rese a rch Inc., p . 1 3 0
New Direct ions Consulting , I n c . , p . 1 3 0
NOP Wo rld Headquart ers , p . 1 3 0
O ut s ide In Stra t e gi e s , I n c . , p . 1 3 1
Perc e p t ions… and Reali t i e s®, I n c . , p . 1 3 2
P robe Market Rese a rc h , I n c . , p . 1 3 3
P ro j e ct X New Yo rk , p . 1 3 3
Q u a liData Rese a rc h , I n c . , p . 1 3 4
Q u e s st Quali t a t ive Rese a rc h , p . 1 3 4
The Rese a rch Depart m e n t , p . 1 3 5
Jay L.Roth & Associ a t e s , I n c . , p . 1 3 7
S I S International Research, Inc., p. 138

Sachs Insig h t s , p . 1 3 8
Paul Schnel l er Quali t a t ive LL C , p . 1 3 8
S e il er Associ a t e s , p . 1 4 0
Small Planet Rese a rc h , p . 1 4 0
S o p hi sticated Market Rese a rc h , p . 1 4 1
James Spani er Rese a rc h , p . 1 4 1
S p i er Rese a rch Gro u p, p . 1 4 1
S y n ovate Quali t a t iv e, p . 1 4 4
U t ilis Hispani c , p . 1 4 5
Vi e w - Fin ders Market Rese a rc h , p . 1 4 5
Vi e w p ow er, I n c . , p . 1 4 5
We in m a n / S c h n e e,I n c . , p . 1 4 5
Z e b ra Stra t e gi e s , p . 1 4 6
Z iment Associ a t e s , I n c . , p . 1 4 6
Paul Zuckerman Quali t a t ive Rese a rc h , p . 1 4 6

R o c h e s t e r
BRX Global Rese a rch Servi c e s , p . 1 0 0
H a rris Intera ct iv e®, p . 1 1 3
Te c h ni C l a ri t y, p . 1 4 4

S y r a c u s e
Vincent McCabe, I n c . , p . 1 4 5

N o rth Carolina

A s h ev i l l e
C u st o m er Insights Rese a rc h , I n c . , p . 1 0 5

C h a rl o t t e
B i er er Rese a rch Gro u p, p . 9 9
Blumenthal Quali t a t ive Rese a rc h , p . 9 9
B ra vo Bi-lingual Servi c e s , p . 1 0 0
C o n s u m er Pulse of Charlotte , p . 1 0 4
D/R/S HealthCare Consultants,p . 1 0 5
Fa c Fin d , I n c . , p . 1 0 8
I n t era ct ive Marke t ing & Rese a rc h , I n c . , p . 1 1 8
KPC Rese a rc h , p . 1 2 1
M a rke t Wi se, I n c . , p . 1 2 5

G r e e n s b o r o / Wi n s t o n - S a l e m
C o rp o rate Rese a rch Center, I n c . , p . 1 0 5
Fi rst Rese a rc h , p . 1 0 8
M o dera t o rs Etc. , p . 1 2 8

R a l e i g h / D u r h a m
C o l b u rn & Associ a t e s , L t d . , p . 1 0 2
E NER G I ST I C S , p . 1 0 7
H a rker Rese a rc h , p . 1 1 3
in n ova t ion Management,p . 1 1 6
Lewis Consulting Inc., p . 1 2 2
M a rket Fo rc e, I n c . , p . 1 2 4
MLN Rese a rch Ltd., p . 1 2 8
Vedanta Rese a rc h , p . 1 4 5

O h i o

C i n c i n na t i
Au dience Impact Rese a rc h , p . 9 8
BMI Rese a rc h , p . 9 9
Burke, Incorporated, p. 100

C . A . C a p p el Associ a t e s , p . 1 0 1
D i s c ov ery Wo rk s , I n c . , p . 1 0 6
D i s h er Stra t e gic Rese a rc h , LL C , p . 1 0 6
John Fox Marke t ing Consulting , p . 1 1 0
A l lison Glackin Market Rese a rc h , p . 1 1 1
M . L . H a rrison & Co., p . 1 1 3
I n s ights & Innova t io n s , LL C , p . 1 1 6
Diane Iseman & Associ a t e s , p . 1 1 8
Kerr Marke t ing Consulting , p . 1 2 0
Lund & Associ a t e s , I n c . , p . 1 2 3
M a rket Inquiry LL C , p . 1 2 4
MRSI (Marketing Research Services,I n c . ) ,p .1 2 8

Pa rker Marke t ing Rese a rc h ,LL C , p . 1 3 2
Q2 Marke t ing Rese a rc h ,LL C , p . 1 3 4
S p radley & Associ a t e s , I n c . , p . 1 4 1
S t o n y b rook Rese a rch Support , p . 1 4 1

C l eve l a n d
B u s iness Rese a rch Servi c e s , I n c . , p . 1 0 1
N a t ional Market Measures, I n c . , p . 1 3 0
O P I N I O N a t io n , p . 1 3 1
S y n er gy Intern a t ional Limi t e d , I n c . , p . 1 4 4
H . I .Thomas Consulting Gro u p, p . 1 4 4

C o l u m b u s
C o n s u m er S p e a k , p . 1 0 4
M a rke t ing / M e di a / D i r e ct io n s , p . 1 2 5
S a p erst e in Associ a t e s , I n c . , p . 1 3 8

D a yt o n
B u s iness Rese a rch Gro u p, p . 1 0 0

To l e d o
A Z G Rese a rc h , p . 9 6
Great Lakes Marke t ing Associ a t e s , p . 1 1 2
H a rris Intera ct iv e®, p . 1 1 3

O k l a h o ma

O k l a h o ma City
Oklahoma Market Rese a rc h , p . 1 3 1
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O r e g o n

E u g e ne
Wil liams Rese a rc h , p . 1 4 6

Po rt l a n d
C ili b erti & Associ a t e s , p . 1 0 2
Consumer Opinion Services, Inc. , p. 103

Focus Po rt l a n d , p . 1 1 0
I n fo Tek Rese a rch Gro u p, I n c . , p . 1 1 6
M a rket Deci s ions Corp o ra t io n , p . 1 2 4
Momentum Market Intel lig e n c e, p . 1 2 8

Pe n n s y l va n i a

A l l e n t ow n / B e t h l e h e m
E b el Marke t ing Gro u p, p . 1 0 7
M a rke t ing Solut ions Corp o ra t io n , p . 1 2 5

H a r r i s b u r g
The Bartlett Gro u p, I n c . , p . 9 9
The Results Network ,I n c .Fi eld & Focus Divi s io n ,p .1 3 6
S t ra t e gic Eye, I n c . , p . 1 4 2

L a n c a s t e r
D e ci s io n Tra c k , p . 1 0 6
H o l l eran Consulting , p . 1 1 4
I n n ova t ion Fo c u s , p . 1 1 6

Philadelphia/Southern NJ
B l a ke Quali t a t ive Rese a rch Servi c e s , p . 9 9
The Consumer Network , I n c . , p . 1 0 3
C o n s u m er Pulse of Phil a del p hi a , p . 1 0 4
C r e a t ive Marke t ing Solut io n s , I n c . , p . 1 0 5
Frances Darp ino Consulting , p . 1 0 5
Data & Management Counsel , I n c . , p . 1 0 5
D u p erreault Rese a rc h , p . 1 0 7
Fi s c h er Rese a rch Assoc. I n c . , p . 1 0 8
M in dy Gold b erg Associ a t e s , I n c . , p . 1 1 2
G o r elick & Associ a t e s , I n c . , p . 1 1 2
HDR Gro u p, p . 1 1 3
I n d u st rial Rese a rch Center, p . 1 1 6
I n t el ligent Hori zo n s , I n c . , p . 1 1 8
K a rc h n er Marke t ing Rese a rc h , LL C , p . 1 1 9
L igu i S e a rc h , I n c . , p . 1 2 2
M inkus & Associ a t e s , p . 1 2 7
Newman Marke t ing Rese a rc h , p . 1 3 0
Q2 Market Rese a rc h , p . 1 3 3
R e se a rch For Management, I n c . , p . 1 3 6
Scholl Market Rese a rc h , I n c . , p . 1 3 8
B ernard Schwartz & Associ a t e s , p . 1 3 8
S elya Associ a t e s , p . 1 4 0
S p e ct rum Rese a rc h , p . 1 4 1
S t ra t e gic Business Rese a rc h , I n c . , p . 1 4 2
T WE NT YSOMETHING™ INC., p . 1 4 5
Z im m erman Associ a t e s , p . 1 4 6

P i t t s b u r g h
A ct ive Fo c u s , p . 9 6
Campos Market Rese a rc h , I n c . , p . 1 0 1
D i r e ct Fe e d b a c k , I n c . , p . 1 0 6
G u ide Po st Rese a rc h , p . 1 1 3
D r. Audrey Guske y, R e se a rch Consultant,p . 1 1 3

Rhode Island

N ew p o rt
R e il ly Gro u p, p . 1 3 5

P r ov i d e n c e
H a rris Marke t ing & Opinion Rese a rc h , p . 1 1 3

South Carolina

C h a rl e s t o n
S t ra t e gic Focus Consulting , I n c . , p . 1 4 2

G r e e n v i l l e / S p a rta n b u r g
The Kiemle Co., p . 1 2 0
M a rket Insig h t , p . 1 2 4
R e se a rch Inc., p . 1 3 6

Te n ne s s e e

K n ox v i l l e
L a n c a st er Consulting Gro u p, p . 1 2 1
S o ut h ern Solut io n s , p . 1 4 1

M e m p h i s
M a rke t ing & Rese a rch Counsel , p . 1 2 5

N a s h v i l l e
Perdue Rese a rch Gro u p, p . 1 3 2
P rince Market Rese a rc h , p . 1 3 3

Tex a s

A u s t i n
Focus Latin o, p . 1 1 0
GCA Consulting , p . 1 1 1
The Guild Gro u p, I n c . , p . 1 1 3
M in d Wave Rese a rc h , I n c . , p . 1 2 7
Trenholm Rese a rc h , p . 1 4 5

B r ow n s v i l l e
H i s p a nic Focus Unlimi t e d , p . 1 1 4

D a l l a s / Fo rt Wo rt h
A d rian Info rm a t ion Stra t e gies (AIS), p . 9 6
C o n s u m er Focus LL C , p . 1 0 3
C u n ningham Rese a rch Associ a t e s , p . 1 0 5
Decision Analyst, Inc., p. 106

N a t ional Service Rese a rc h , p . 1 3 0
Noetix Gro u p, p . 1 3 0
Q2 Market Rese a rc h , p . 1 3 3
R incon & Associ a t e s , p . 1 3 7

H o u s t o n
B ell Associates Marke t ing Rsch.& Consulting , p .9 9
Leonard M. H o m er, P h . D . , p . 1 1 4
I n s ight Fa ct o ry, LL C , p . 1 1 6
C a rol Landers , p . 1 2 1
S a u rage Rese a rc h , I n c . , p . 1 3 8
Texas Medical Rese a rc h , p . 1 4 4

San A n t o n i o
G a l l oway Rese a rch Servi c e s , p . 1 1 1
Per e a S e a rc h , p . 1 3 2

U ta h

Cedar City
B .W. Johnson Marke t ing Rese a rc h , I n c . , p . 1 1 9

Salt Lake City
Fo c u sed Solut io n s , p . 1 1 0
Dan Jones & Associ a t e s , I n c . , p . 1 1 9
L ig h t h o u se Rese a rch and Devel o p m e n t , p . 1 2 2

Ve r m o n t

B u rl i n g t o n
R e se a rch Te c h n o l o gi e s ,LL C , p . 1 3 6

Vi r g i n i a

C h a rl o t t e s v i l l e
G2 Marke t ing Gro u p, p . 1 1 1

N ew p o rt New s / N o r fo l k /
Virginia Beach
C o n t inental Rese a rch Associ a t e s , I n c . , p . 1 0 4
Issues and Answers Network , I n c . , p . 1 1 8
M a rke t r e n d s , I n c . , p . 1 2 5

R i c h m o n d
B rooks Adams Rese a rc h , p . 1 0 0
D o minion Marke t ing Rese a rc h , I n c . , p . 1 0 7
K in zey & Day Qual. M a rket Rese a rc h , p . 1 2 0
L e vin and Associ a t e s , p . 1 2 2
The Opinion Suites, p . 1 3 1
R o l l er Marke t ing Rese a rc h , p . 1 3 7

Wa s h i n g t o n

S e a t t l e / Ta c o ma
Consumer Opinion Services, Inc., p. 103

Consumer Opinion Services, Inc. , p. 103

Consumer Opinion Services, Inc. , p. 104

DeNance & Associ a t e s , p . 1 0 6
E vans/McDonough Co., I n c . , p . 1 0 8
Foley Rese a rc h , I n c . , p . 1 1 0
GMA Rese a rch Corp . , p . 1 1 1
H a r dwick Rese a rc h , p . 1 1 3
H e b ert Rese a rc h , I n c . , p . 1 1 4
Jo el W. L i p s o n , P h . D . , p . 1 2 2
N o e del Marke t ing Rese a rc h , p . 1 3 0
N o rris Consulting , p . 1 3 0
N o rt h w e st Rese a rch Gro u p, I n c . , p . 1 3 1
Ten People Ta l k ing , p . 1 4 4

S p o k a ne
Consumer Opinion Services, Inc. , p. 104

R o b inson Rese a rc h , I n c . , p . 1 3 7
S t ra t e gic Rese a rch Associ a t e s , p . 1 4 2

Wi s c o n s i n

Eau Claire
N o rt h w e st Rese a rch Associ a t e s , p . 1 3 1

Green Bay/Appleton
The Martec Group - Green Bay, p . 1 2 6
M a t o u sek & Associ a t e s , p . 1 2 6
Venture Rese a rch Corp o ra t io n , p . 1 4 5
Wi s c o n s in Rese a rc h , I n c . , p . 1 4 6

M a d i s o n
C h a m b erl a in Rese a rch Consultants, I n c . , p . 1 0 2
Gene Kroupa & Associ a t e s , I n c . , p . 1 2 1

M i lw a u k e e
Bressan Rese a rch Associ a t e s , I n c . , p . 1 0 0
C o n s u m er Pulse of Milw a u kee , p . 1 0 4
C u st o m er Connect io n s , p . 1 0 5
The Diering er Rese a rch Gro u p, I n c . , p . 1 0 6
M o n a l c o, I n c . , p . 1 2 8
R e se a rch Solut io n s , I n c . , p . 1 3 6
S t ra t e gic Business Solut io n s , I n c . , p . 1 4 2
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A u s t r a l i a
Bread & But t er Rese a rch & Planning , p . 1 0 0
Anne Matthews Market Rese a rc h , p . 1 2 6
P u r elyQual Rese a rch & Support Servi c e s , p . 1 3 3
Stancombe Rese a rch & Planning , p . 1 4 1

A u s t r i a
MAFOS GmbH, p . 1 2 3

C a na d a

A l b e rta

C a l g a ry
Epp Consulting , p . 1 0 7
We a v er Marke t ing Rese a rc h , p . 1 4 5

E d m o n t o n
C ri t erion Rese a rc h , p . 1 0 5

British Columbia

Va n c o u ve r
C o n s u m er Rese a rch Centre Ltd., p . 1 0 4
I n Q u e st Consumer Insights & Planning Ltd., p . 1 1 6
Lana Po rt er Gro u p, p . 1 2 1
S y n ova t e, p . 1 4 4

N ew fo u n d l a n d

S t . J o h n ’s
M a rket Quest Rese a rch Group Inc., p . 1 2 4

N ova Scotia

H a l i f a x
Focal Rese a rc h , p . 1 1 0

O n ta r i o

L o n d o n
I n s ig h t s , I n c . , p . 1 1 8

To r o n t o
Abbott Rese a rch & Consulting , p . 9 6
A C C E , p . 9 6
IFOP-Canada Market Rese a rc h , p . 1 1 5
G race E. M a d d ox Associates Inc., p . 1 2 3
M i c h elle Massie Marke t ing , I n c . , p . 1 2 6
M e t ro line Rese a rch Gro u p, I n c . , p . 1 2 7
M in d set Creative Planning , I n c . , p . 1 2 7
MtS Rese a rch and Planning , p . 1 2 9
P l u n kett Communi c a t io n s , I n c . , p . 1 3 2
R e se a rch Intern a t ional Canada, p . 1 3 6
R e se a rch Stra t e gy Group Inc., p . 1 3 6
R e se a rc h / S t ra t e gy Gro u p, Inc . , p . 1 3 6
Wiggins Consulting , I n c . , p . 1 4 6
Yo ut h o graphy Inc., p . 1 4 6

Q u e b e c

M o n t r e a l
Ad Hoc Rese a rc h , p . 9 6
C o n t e m p o ra ry Rese a rch Centre - Montreal, p . 1 0 4
Leduc Marke t ing ,S t ra t e gy & Rese a rch Inc., p . 1 2 1
Legendre Lubawin Marke t ing , I n c . , p . 1 2 1
L e g er Marke t ing , p . 1 2 1
S y n ova t e, p . 1 4 4
S O M , in c . , p . 1 4 1

C h i na
G u a ngzhou Consumer Search Ltd., p . 1 1 2

C o l o m b i a
Ya n H a a s , p . 1 4 6

G e r ma ny
ISM Global Dynami c s , p . 1 1 8
L a m b erts Consulting , p . 1 2 1
M u el l er Market Insig h t , p . 1 2 9
P S Y: C O M , p . 1 3 3

G u a m
Q M a rk Rese a rch & Po l ling , p . 1 3 4

Hong Ko n g
D a vid Ho Fr e el a n c e, p . 1 1 4
K a ngs & Associates (Asia Pa ci fi c ) L t d . , p . 1 1 9

I n d i a
C ro s s - Tab Marke t ing Services Pvt.L t d . , p . 1 0 5
M a j e stic MRSS Ltd., p . 1 2 3

I s r a e l
B randman Inst i t ut e, p . 1 0 0

I ta l y
RQ - Ricerche Quali t a t iv e, p . 1 3 7

M ex i c o
A c ert iva , p . 9 6
G o ldfarb Consultants Mexi c o, p . 1 1 2
I m p ro dir Marke t ing Rese a rch & Consulting , p . 1 1 5
Q u a li t a t ive Solut io n s , I n c . , p . 1 3 4

N e t h e rl a n d s
H e s kes & Pa rt n ers Quali t a t ive Rese a rc h

New Zealand
Andrew Fletcher Consulting Ltd., p . 1 1 0

Romania
AD consulting , p . 9 6

Singapore
K a ngs & Associates (Singapore) Pte. L t d . , p . 1 1 9

South Africa
Into Rese a rc h , p . 1 1 8
M a s i t h e t h e, p . 1 2 6

Taiwan
O p inion Rese a rch Ta i w a n , p . 1 3 1

United Kingdom
Ask For Rese a rc h , p . 9 8
D i r e ct Dialogu e, p . 1 0 6
j g m rc Ltd., p . 1 1 9
L u mina Business Solut ions Limi t e d ,p . 1 2 3
Tra v el and To u rism Rese a rc h , p . 1 4 5
Frank Win t er Associ a t e s , p . 1 4 6

Vietnam
C l o se Connect ion to Consumers , p . 1 0 2
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classified ads

and also exhibit behav i o rs that
s h ow a heavy tendency towa rd an
on-demand media lifestyle. A b o u t
o n e - f o u rth are medium on-
demand media users . And approx i-
mately one in six (17 perc e n t )
exhibit no on-demand media
t r a i t s .

Additional tidbits from the
s t u d y :

• T h i rty-six percent of
A m e ricans say they are wa t c h i n g
less television compared to a few
ye a rs ago, and 12 percent say they
a re watching less telev i s i o n
because they are spending more
time with DV D s .

• The monthly Internet radio
and Internet video audience re p-
resents an estimated 55 million
c o n s u m e rs . In Ja nu a ry 2000, 1 0
p e rcent of A m e r icans had wa t c h e d
I n t e rnet video or listened to
I n t e rnet radio/audio in the last
m o n t h . As of Ja nu a ry 2005, 2 2
p e rcent of A m e r icans watched or
listened to Internet bro a d c a s t i n g

in the past month, and 13 perc e n t
h ave done so in the past we e k .

• Fifty-seven percent of we e k l y
I n t e rnet radio users say they have
listened while re s e a rching a pro d-
uct or service online, while nearly
half (46 percent) have listened
while shopping and purc h a s i n g
o n l i n e.

• The ability to “listen to con-
tent not found elsew h e re,” “ t o
c o n t rol/choose music playe d ” a n d
“ m o re music va ri e t y ” a re the top
reasons consumers listen to
I n t e rnet radio. Fewer people say
that “less DJ chatter” and “ c l e a re r
s i g n a l / s o u n d ” a re the main re a-
sons they listen to Internet radio.

• Broadband connections are
just as common as dial-up con-
nections in A m e rican households.
Fo rty-eight percent of people
with home Internet access have
b roadband and 48 percent have
dial-up serv i c e.

• Awa reness of XM Satellite
Radio has tr ipled since 2002,

f rom 17 percent to 50 perc e n t ,
while awa reness of Sir ius Satellite
Radio has increased even more
s i g n i f i c a n t l y, f rom 8 percent to 54
p e rc e n t .

• Twe n t y - t wo percent of radio
p e rsonality Howa rd Stern ’s listen-
e rs say they are “ ve ry ” or “ s o m e-
w h a t ” l i kely to follow him to
satellite radio. (In 2004, h e
announced that when his ove r -
the-air radio contract expires he
will be taking his show to Sir i u s . )
Sixteen percent of A m e ricans say
t h ey currently listen to Stern .

The findings are based on a
Ja nu a ry 2005 survey consisting of
1,855 telephone interv i ews with a
randomly selected national sample
of A r b i t ro n ’s Fall 2004 radio
d i a ry ke e p e rs . This study as well as
p revious studies can be dow n-
loaded free of charge via the
A r b i t ron and Edison Media
R e s e a rch Web sites at www. a r b i-
t ron.com and www. e d i s o n re-
s e a rc h . c o m . |Q
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One recent Sunday
eve n i n g , my wife and I
sat down to watch the

h i l a rious Fox sitcom A rr e s t e d
D e ve l o p m e n t.When a commerc i a l
b reak came up, I instinctive l y
grabbed for the cable box re m o t e
to fa s t - f o r wa rd the DV R . B u t
then I realized we we re wa t c h i n g
the show live, not time-shifted.
And it suddenly occurred to me
just how long it’s been since we
watched a TV show in real time.

With so much (too mu c h ! )
going on in our live s , we typically
watch TV on a time-delayed basis
and whiz r ight by the ads, so I wa s
disappointed to have to wait for
the laughs to re s u m e. I don’t hate
c o m m e rc i a l s ; I ’d just rather maxi-
mize my free time as best I can.

This little reve rie got me think-
ing about all of the other changes
that have occurred in my media
consumption habits in the past
s everal ye a rs . For example, I
h ave n ’t watched network or local
n ews in ages. If I want to know
w h a t ’s going on, I jump on the
We b. Same for the we a t h e r.To get
t o m o rrow ’s fore c a s t , I don’t have
to sit through the awful new s
anchor banter and photo-op fluff
p i e c e s . I get what I need in about
30 seconds on we a t h e r. c o m .

Naturally I was quite intere s t e d

when I came across a press re l e a s e
on a study by A r b i t ron and Edison
Media Research called Intern e t
and Multimedia 2005: The On-
Demand Media Consumer.T h e
study focuses on devices and ser-
vices that give people more con-
t rol over the media they consume.

Big impact
An estimated 43 million
A m e r icans choose to re c o rd T V
p rogramming to watch at a dif-
f e rent time (using technolog y
such as a VCR or T i Vo / DV R ) .
Clearly there is a love affair here :
Eighty-one percent of ow n e rs say
t h ey “ l i ke ” or “ l ove ” using their
T i Vo / DV R . In addition, m o re
than half of T i Vo / DVR ow n e rs
(55 percent) say that their digi t a l
re c o rder has had a “big impact”
on their life. (Can I get an
amen?) Nearly six in 10 (57 per-
cent) broadband Internet users
s ay that their Internet connection
has had a “big impact on their
l i f e.” (Can I get another?)

Of the consumers who do
watch TV at its regularly sched-
uled time, 32 percent say they do
not re c o rd because it is too diffi-
cult or time-consuming. O n e -
t h i rd say they do not want to
m a ke decisions about what they
a re going to watch in adva n c e. ( I

think perhaps these people need
some kind of talking-to. )

Twenty-nine percent of those
who re c o rd TV to watch at a dif-
f e rent time say the ability to skip
t h rough TV ads is the pri m a ry
reason they re c o rd TV progr a m-
m i n g . Nineteen percent say both
the ability to skip commerc i a l s
and the ability to time-shift view-
ing are equally import a n t .
H oweve r, l i ke me, the majority say
that fitting their TV viewing into
their schedule is most import a n t .

“The study shows that con-
s u m e rs , while still using tradition-
al media, h ave great enthusiasm
and passion for on-demand
m e d i a ,” s ays Bill Rose, senior vice
p resident of Marke t i n g , U. S.
Media Serv i c e s , A r b i t ron Inc. , in a
c o m p a ny press re l e a s e.
“ Traditional and Internet bro a d-
c a s t e rs need to adjust their
a p p roaches to accommodate this
i n c reasingly important consumer
s e g m e n t .”

M o re than 10 percent of
A m e ricans can be classified as
h e avy on-demand media con-
s u m e rs . These consumers own one
or more on-demand media
d evices such as a T i Vo / DV R , a n
i Pod or other port a ble MP3 playe r

By Joseph Rydholm, Quirk’s editor

I love my DVR

trade talk

continued on page 173
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