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Coming soon from Ti Vo : ad searching

TV vi e w ers are fond of ad zapping . Will they warm to ad se a rc hing? Ti Vo Inc. hopes so. A
N ov e m b er 2005 Wall Street Journal a rticle announced
plans for a spring 2006 launch of a new system that wil l
let Ti Vo users record and se a rch for commercials for pro d-
u cts and services that in t er e st them.Ti Vo is work ing with
m e di a - b u y ing fi rms Interp u blic Medi a , OMD and Starc o m
M e di a Ve st Group - along with Dallas ad agency Richards
G roup and the Comcast Spotlight ad sales divi s io n . “ We ’r e
fli p p ing the dy n a mi c , ” s a id Ti Vo President and CEO To m
R o g ers . “If you are in the market for a pro d u ct , and yo u
have no idea when commercials related to that kind of
p ro d u ct are going to appear, it doesn’t help you very
m u c h .”
The system will let Ti Vo users create a pro file of pro d u ct s
on their TV screens using catego ries such as aut o m o t ive or
t ra v el or keywords such as “ c ru i se s .”Ti Vo will dow n l o a d
r el e vant ads to Ti Vo recorders ov er the Web or deliv er
t h e m , for those without bro a d b a n d , via tra di t ional bro a d-
c a st sig n a l s . A d v ert i sers can sel e ct the preferred catego ries and keywords their ads wil l
be associated with. Talks are underway to de t ermine pri cing for the keywords but one
o p t ion is a bid ding system similar to that used for Internet se a rch engin e s .
As the J o u r n a l a rticle st a t e d , as consumers ’ a b ility to se a rch video content grows closer
to matching their ability to se a rch Web content, ads will need to evolve in two ways. Th e y
w ill either need to generate enough buzz to cause consumers to seek them out or they wil l
need to contain less hype and more subst a n t ive in fo rm a t io n .

“ Ti Vo Users Soon Can Search for Ads,” Wall Street Journal, N ov e m b er 28, 2 0 0 5

In case you missed it...
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news and notes on marketing and research

Is interactive TV fi nally here?

TV networks and marke t ers roiled by vi e w ers ’ ad skipping may find safe harbor onlin e,
a c c o r ding to a B u s i n e s s W e e k a rt i c l e .Though broadband Internet access is far from wide-
spread (the Pew Internet and American Life Pro j e ct reports that just ov er half of home
I n t ernet users have high-speed access), a handful of TV networks are ro l ling out new
We b - o n ly channels that take advantage of broadband’s capabili t i e s .
From Comedy Central’s Motherload to MTVU Uber and ESPN360, the Web channels wil l
augment segments of hig h lights from bro a d c a st shows with all-new and We b - o n ly fea-
t u r e s . Some execs fo r e see using the Web nets as a test ing ground for shows that may
m a ke the leap to the big ( g er) screen.
In addi t io n , the online networks can enhance brand loyalty and give bro a d c a st ers a way to
recapture ad spend that has moved away from tra di t ional T V. E . W. S c ri p p s , for ex a m p l e,
ow n er of HGTV and the Food Network , sees pro mi se for its kitchen de s ign site (whi c h
was unnamed at press tim e ) , e ye ing the more than 25,000 bath and kitchen stores in the
U . S . as pro s p e ct ive buyers of classified ads on the site.
As with regular T V, content is king . What advert i sers want most is to be next to vide o .
“ Th ere is more money than the marketplace can handle right now for go o d , hig h - q u a li t y
st r e a ming vide o, ” s a id Jeff Meyer, a se nior vice president for in t era ct ive sales at Scri p p s .
As the article noted, M i c rosoft Win d ows XP recently signed a deal to be the sole sponsor
of a 13-part , b ro a d b a n d - o n ly cooking series featuring the Food Network’s Dave
L i e b erm a n .

“TV’s New Pa ra l l el Univ erse, ” B u s i n e s s W e e k, N ov e m b er 14, 2 0 0 5

Two brands show how it’s
d o ne

For the bra n d - b u ilders among yo u , t h e
O ct o b er 31, 2005 edi t ion of F o r t u n e had a
q u i c k , in fo rm a t ive look at how some of
today’s top brands achieved their lofty st a-
t u s . For ex a m p l e, p ow er-tool maker DeWa l t ,
a unit of Black & Decker, has ra i sed itsel f
f rom near death by standard and not-so-
standard methods. Fi rst , it st a rted making
b e t t er pro d u cts (never a bad ide a ) , whi c h
im p roved cust o m er perc e p t ions and allow e d
the fi rm to charge hig h er pri c e s .Th e n , a f t er
its market rese a rch told it that pro f e s s io n a l
tool users held the DeWalt name in hig h
r e ga r d , the company de cided to aim most of
its marke t ing at contra ct o rs , who account
for 69 percent of U.S. tool sales.To o l - t o t ing
reps in DeWa l t - yel l ow trucks de s c e n ded on
c o n st ru ct ion sites around the country to
have workers test and critique DeWalt pro d-
u cts in real-world se t t ing s .The cara vans also
found their way to Home Depot and Low e ’ s
p a rk ing lots, wh ere contra ct o rs and DIYers
a li ke could try out the tools.The company
was also savvy enough to make in roads in t o
two booming marke t s : it has been inv e st ing
in NASCAR since 1993 and has been paying
s p e cial attention to Hispanic consumers , wh o
m a ke up 20 percent of its cust o m er base .
B ut the company also knows when to ease
off the pro m o t ion thro t t l e . For ex a m p l e, i t
d o e s n ’t do TV commercials and it doesn’t
sell through Wa l - M a rt . As a result, the bra n d
has become an aspira t ional item for DIYers .
“ The less we talk to do-it-yo u rsel f ers , t h e
more they want our pro d u ct , ” s a id Jo h n
S c hi e c h , p r e s ident of the divi s ion that
in c l u des DeWa l t .
The article also pro filed another st a n d o ut :
the Eggo waffle line from Kel l o gg , which has
u sed targeted line ex t e n s ions to heat up
s a l e s .The company ide n t i fied two core con-
st i t u e n cies - kids and harried adults - and se t
a b o ut fin ding ways to meet their needs. I n
2 0 0 0 , E ggo in t roduced limi t e d - e di t ion waf-
fles for kids featuring icons li ke Sponge Bob
and Spider- M a n . Adults were looking fo r
healthy fare that was easy to prepare and
easy to eat. So Eggo created three va ri e t i e s
c o - b ra n ded with Kel l o gg’s Nut ri G ra in cer e a l
line and later in t roduced a line of pro d u ct s
that can be eaten while driving .The result:
the Eggo brand was on track to produce a
record half-bil lion dollars in sales in 2005.

“Breakaway Bra n d s , ” F o r t u n e,O ct o b er 31,
2 0 0 5
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San Francisco-based Te l e p h i a , a
p rovider of performance measure m e n t
i n f o rmation to the mobile phone
i n d u s t ry, re p o rts that women outpaced
men in purchasing ringtones by two
to one during the third quarter of
2 0 0 5 . Sixty-nine percent of mobile
ringtones we re bought by wo m e n ,
while purchases by men comprised 31

p e rcent of the total reve nue share,
a c c o rding to a Telephia Mobile A u d i o
re p o rt , which tracks purchase activ i t y
for mobile ri n g t o n e s , including tradi-
tional ri n g t o n e s , re a l t o n e s , ri n g b a c k
tones and vo i c e t o n e s . O ve r a l l , m o re
than 9 percent of the wireless popula-
tion purchased a ringtone during the
last quart e r.

“Ringtones provide mobile users
with personalization and indiv i d u a l-
i z a t i o n ,” s ays Brian Monighetti, s e n i o r
p roduct manager,Te l e p h i a .“ C e l l
phones have become eve ry d ay acces-
s o ries and consumers are looking for
c re a t ive ways to make a personal state-
ment with their dev i c e s .The stro n g
demand for ringtones shows the kind
of distinctive individuality music gen-

e r a t e s .”
The majority of bu ye rs for the most

popular ringtones skewed a yo u n g e r
age demogr a p h i c.Telephia data show s
that 40 percent of those who pur-
chased the “Hollaback Girl” ri n g t o n e
by Gwen Stefani fell into the 18-24-
year-old age gro u p, while 51 perc e n t
we re 25-34-ye a r - o l d s .Twe n t y - n i n e
p e rcent of those who purchased the
summer hit “ D o n ’t Cha” by T h e
Pussycat Dolls we re 18-24 ye a rs old,
with 59 percent falling into the 25-34
age gro u p. B ow Wow & Omari o n ’s
“Let Me Hold Yo u ” and “ Just A Lil’
B i t ” by 50 Cent skewed a yo u n g e r
d e m ogr a p h i c, with the majority of
those who purchased the ri n g t o n e s
being 18-24. Rounding out the top
f ive ringtones for the third quarter of
2 0 0 5 , bu ye rs for Mariah Carey ’s “ We
Belong Tog e t h e r ” we re evenly split
among 18-24 and 25-34-ye a r - o l d s ,
with reve nue shares of 38 and 36 per-
c e n t , re s p e c t ive l y. For more inform a-
tion visit www. t e l e p h i a . c o m .

Parents change fo o d - b u y i n g
h a b i t s
S t . Pe t e rs bu r g , Fla.-based re s e a rch firm
H e a l t h Focus Intern a t i o n a l ’s 2005
Trend Report shows that parents have
i n c reasing concern for the health of
their children and have dramatically
changed the way they make their pur-
chase decisions over the last two ye a rs .

The study shows that sugar and
high fructose corn syrup top the list of
swe e t e n e rs parents are avo i d i n g .T h ey
also are showing greater concern
about buying highly processed foods
and prefer natural products and pro d-
ucts with better nu t ri t i o n .

A c c o rding to those surveye d , 3 7
p e rcent of families have decre a s e d
their use of sugar and 29 percent have
d e c reased their use of high fru c t o s e
c o rn syrup over the last two ye a rs . I n
p a rt , t h ey have replaced these swe e t-
e n e rs with more natural ingre d i e n t s

such as honey, maple syrup or fru i t
juices/concentrates which have show n
an increase in usage over the last two
ye a rs .

“Our re s e a rch shows that pare n t s
p refer to buy natural foods and are
avoiding highly processed food,” s ay s
Linda Gilbert , p resident of
H e a l t h Focus Intern a t i o n a l .“In fa c t ,
highly processed food ranks as the
t h i rd highest concern for parents when
p u rchasing food for their fa m i l i e s .”

The data also show that when shop-
p e rs with children in the household
a re making buying decisions, t h ey opt
for better nu t ri t i o n , better taste and
c o nvenience rather than lower calo-
ri e s .When asked about the impor-
tance of label statements affecting
their buying decision, the survey
found that the top five things these
s h o p p e rs are looking for on food
labels are : f re s h ; good source of calci-
u m ; grown without pesticides; w h o l e
gr a i n ; s u p p o rts the immune system.
“ L ow in calori e s ,”“ l ow carbohy d r a t e ”
and “ l ow fa t ” we re all listed in the
bottom 10 for importance of labeling
s t a t e m e n t s . For more information visit
w w w. h e a l t h f o c u s . c o m .

M a ny consumers trust peers
more than ads
Consumer trust towa rd traditional
a d ve rtising is being challenged by
growing confidence in consumer-
generated media (CGM) and the re c-
ommendations of other consumers ,
a c c o rding to a study of consumer
b e h avior by Cincinnati re s e a rc h e r
Intelliseek Inc.

A follow-up to a 2004 study on
t rust in adve rt i s i n g , the 2005
Consumer-Generated Media (CGM)
and Engagement Study finds that,
c o m p a red to traditional adve rt i s i n g ,
wo rd-of-mouth (WOM) behav i o r
c o n t i nues to grow in importance in
consumer awa re n e s s , t rial and pur-
chase of new pro d u c t s .

survey monitor

Women are biggest ringtone purchasers

continued on page 78





N ew Orleans re s e a rch firm T h e O l i n g e r
G r o u p has added Paul E. K i rc h as vice
p resident of business deve l o p m e n t .
K i rch assumes his new position as the
f i rm pre p a res to re-open its corp o r a t e
h e a d q u a rt e rs ,which was destroyed by
H u rricane Katri n a .

Cendant Hotel Group,Pa rs i p p a ny,N. J. ,
has named Kevin Rupert vice pre s i-
dent of marketing and strategy for
Wyndham Wo r l d w i d e.

Vision Cri t i c a l,Va n c o u ve r,B. C. ,h a s
named M a nuel Zahari ev chief tech-

n o l ogy officer and G o rd Baizley v i c e
p resident of finance and administration.

Chicago-based media information firm
B a c o n ’s Inform a t i o n , I n c. has named
S h awn Cantor d i rector of bu s i n e s s
d eve l o p m e n t ,E a s t e rn re gi o n .

Pepsi-Cola North A m e ri c a,P u rc h a s e,N. Y. ,
has named Meena Mansharamani
senior vice pre s i d e n t - i n n ovation and
i n s i g h t s .

S t .Louis-based M a ritz Research h a s
named Elmer Rich account manager,
financial services gro u p.In addition,
Lisa Elderkin has been named account
m a n a g e r, financial services gro u p.
Elderkin is based in Maritz Researc h ’s
Wa l nut Cre e k ,C a l i f. ,office and is
re s p o n s i ble for business deve l o p m e n t
and assisting clients on the West coast.

B rian Dundon has joined
MarketVision Research,C i n c i n n a t i , as vice
p resident with responsibility for manag-
ing and developing re s e a rch bu s i n e s s .

Magda Cooling, a partner with
re s e a rch firm Opinions… of Sacra m e n t o,
has earned Professional Researc h e r
C e rtification from the Marke t i n g
R e s e a rch A s s o c i a t i o n .

S t a m f o rd ,C o n n . , re s e a rch firm
I n s i g h t E x p r e s s has named B a r b a r a
Wade a director within its consumer
packaged goods sector.The firm also
named Melissa Sherm a n and Ju l i e
Wu p roject manager. R yan Grady h a s
joined the company as an adve rt i s i n g
account manager within the adve rt i s i n g
and media sector. In addition,A l i s o n
Bemont and M a r j o rie Hoffmann
h ave been named customer service re p-
re s e n t a t ive.And Janelle Tay l o r has been
named softwa re quality assurance tester,
p roduct operations.

Scott Hanson has joined D e c i s i o n
A n a lyst Inc.,A r l i n g t o n ,Te x a s , as senior
re s e a rch manager.

The A n a lytical Group Inc.,S c o t t s d a l e,
A ri z o n a ,has named Anne Va r l ey a s
account associate.

S t . Louis consulting firm The Mattson
Ja ck Group, I n c. has named E ric G. Jo h n
vice president and B e rnadete M.B.
P i a s s a senior project director of the
f i rm ’s marketing re s e a rch team.T h ey are
based in the Philadelphia office.

P r o m o d a t a (Leemis Serv i c e s ) , a Chicago
re s e a rch company,has promoted A d a m
S a mu e l i a n to vice pre s i d e n t / d i re c t o r
of IT and marke t i n g .

Po rt Wa s h i n g t o n ,N. Y. , re s e a rcher the
NPD Group has promoted four form e r
d i re c t o rs to vice pre s i d e n t :S t e p h e n
B a ke r,S t eve Flav i n,B ruce Schnu r
and M a rtin Zago rs e k.

S t even Stru h l has joined Po rt l a n d ,O re. ,
re s e a rch firm D ox u s as head of its marke t-
ing sciences and methodology team.

S t i l lwa t e r,Minn.-based Readex Research
has named Joe Cline senior netwo r k
a d m i n i s t r a t o r.

R e d l a n d s ,C a l i f. , g e ographic inform a-
tion system firm E S R I has named
B rent A . Jo n e s s u rvey industry solu-
tions manager.

John Sny d e r has been promoted to the
n ewly created position of vice pre s i d e n t ,
Po rt a ble People Meter sales, at A r b i t r o n,
N ew Yo r k .S e p a r a t e l y,S h e l l ye L.
A rc h a m b e a u, chief exe c u t ive officer,
M e t ri c S t r e a m , I n c.,has been named to the
A r b i t ron board of dire c t o rs .

Jane Mount has been promoted to vice
p resident at Digital Research , I n c.,
Ke n n e bu n k ,M a i n e.

Scarborough Research,N ew Yo r k , h a s
named MJ A n gi o l l o account dire c t o r,
p rint and Internet serv i c e s .B a r b a r a
Q u i s e n b e rry has been promoted to
d i rector of account management.

Stephen Bell has rejoined Cambri d g e,
M a s s . , re s e a rch firm Abt Associates as a
p rincipal scientist in the social and eco-
nomic policy div i s i o n .He also joins the
Abt Associates Fe l l ow s , a group of senior
re s e a rc h e rs who assess and enhance the
quality of the company ’s wo r k .

R o d n ey N.W ri g h t has been named
a u t o m o t ive retail practice leader 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.

ComScore Networks,R e s t o n ,Va . , h a s
named Joe Fa m a l e t t e vice president of
sales for the CPG marketing solutions
group and John Golanty vice pre s i d e n t
of client serv i c e s .

Wa l t h a m ,M a s s . , re s e a rch firm A f f i n n o va ,
I n c.,has named Waleed A l - A t r a q c h i
chief exe c u t ive officer and pre s i d e n t .

names of note
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Blog tracks culture trends
around the worl d
M o d e l People Inc. , a Del Mar, C a l i f. ,
consulting firm , has launched
C u l t u re B l og at
w w w. m o d e l p e o p l e. i n f o / c u l t u re-
bl og / , a re s e a rch product designed to
give access to gr a s s roots consumer
c u l t u re trends in urban centers like
N ew York and To k yo, and re l a t e
them to the macro context.

The Culture B l og is authored by
C l a i re Bro o k s , M o d e l People Inc.’s
p re s i d e n t . B l og contri bu t o rs , c a l l e d
Urban Corre s p o n d e n t s , a re urban
t re n d s e t t e rs with backgrounds such
as fashion and consumer media who
bl og ModelPeople on what’s hap-
pening locally with re g a rd to con-
sumer trends and provide street pho-
tos to illustrate their findings.

C u l t u re B l og ’s suite of We b - b a s e d
s e rvices also allows ModelPeople to
enter consumers ’ l ives online via
p rivate photo bl ogs (uploading pho-
tos daily, f rom digital cameras or
phones) or custom chat ro o m s ,
adding to ethnogr a p hy pro j e c t s
which observe consumers in the
context of their daily live s . For more
i n f o rmation visit the Web site or
contact Claire Brooks at 858-755-
7 1 5 0 .

Two software updates from
The A na l ytical Group
The Analytical Group Inc. , C h i c a g o,

has released ve rsion 6.0 of its
Wi n C ross cro s s t a bulation softwa re.
Some new features are : SPSS v13.0
c o m p a t i b i l i t y ; enhanced statistical
t e s t i n g ; and a new data manipulation
and sort module which lets users
combine an unlimited number of
f i l e s , with an unlimited number of
re c o rd s .Wi n C ross has increased the
240-character limit on combined
text and/or logic to 480 characters .
This increase allows longer glossary
s t a t e m e n t s , row logi c, row text, t a bl e
title text, and headers and footers .
Va ri a ble names have been incre a s e d
f rom a maximum of 12 characters to
a maximum of 64.Wi n C ross has
additional significance testing fea-
t u re s : independent T-test for unequal
va ri a n c e s ; dependent T-test for
p a i red with full and/or partial ove r-
l a p ; and dependent Z-test for paire d
with full and/or partial ove r l a p.

The firm is also offer i n g
Wi n Q u e ry 5.0, the latest ve rsion of
its CAT I , CAPI and Web interv i ew-
ing softwa re. Some of Wi n Q u e ry
5 . 0 ’s new features are : c o m p a t i b i l i t y
with StrataDial.VC2 pre d i c t ive
d i a l e rs ; enhanced re p o rting modules;
and easier data layout management.
For more information visit
w w w. a n a l y t i c a l gro u p. c o m .

Sample design wizard from
S ta t Tr e k
S t a t Trek.com has released the

Sample Planning Wi z a rd , an online
tool for cost-effective survey sample
d e s i g n . Using a step-by - s t e p
a p p ro a c h , the Wi z a rd helps survey
re s e a rc h e rs identify the optimu m
sampling plan - the plan that pro-
vides the most precision for the least
c o s t .

With the Sample Planning
Wi z a rd , u s e rs can assess the effect of
d i f f e rent design decisions (sample
s i z e, sampling method, sample allo-
c a t i o n , e t c.) on the precision and
cost of re s e a rc h .The Wi z a rd wo r k s
with simple random samples, s t r a t i-
fied samples and cluster samples. I t
works with small samples and with
large samples.And it works with
mean scores as well as pro p o rt i o n s .

With the Sample Planning
Wi z a rd , analysts can compare differ-
ent sample design options and iden-
tify the altern a t ive that best meets
their needs. For example, if the
re s e a rch budget is fixe d , analysts can
identify the sample design that pro-
vides the most precision for the
f i xed cost. O r, if a minimum level of
p recision is re q u i re d , analysts can
identify the option that provides the
d e s i red precision for the least cost.

The Sample Planning Wi z a rd
re q u i res no progr a m m i n g .T h ro u g h
point-and-click inputs, the Wi z a rd
guides users through the steps need-
ed to evaluate different design
o p t i o n s . Statistical computations are
p e r f o rmed automatically, behind the
s c e n e s .A re p o rt summarizes key
f i n d i n g s , documents methodolog y
and offers suggestions for improve-
m e n t .A one-month license, p rov i d-
ing unlimited access to the Sample
Planning Wi z a rd , costs $10. Fo r
m o re inform a t i o n , v i s i t
h t t p : / / S t a t Tre k . c o m .

MB product ex a m i nes why
consumers buy
R e s e a rch agency Millwa rd Brow n ,

continued on page 82
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N ews notes
Minneapolis re s e a rch firm
I c o n o c u l t u re has secured a $10
million financing round led by
Wa l d e n V C, a San Francisco ve n t u re
capital firm . Additional inve s t o rs
include Ve n t u re Strategy Pa rt n e rs
and General Mills.

S t . Pe t e rs bu r g , F l a . , m e d i a
re s e a rch firm e ri n M e d i a issued a
p ress release in late November in

which it re p o rted that the Middle
D i s t rict Federal Court ruled in its
favo r, and against Nielsen Media
R e s e a rc h ( N M R ) , in NMR’s
attempt to have the court dismiss
e ri n M e d i a ’s federal antitrust suit
against NMR.The ruling clears the
way for erinMedia to begin con-
ducting discove ry and to pre p a re
for trial in this matter.The Court ’s
o rder has been posted on
e ri n M e d i a ’s Web site (www. e ri n-

media.net) as well as on
w w w. we s h o u l d a l l c o u n t . c o m .

Netherlands-based inform a t i o n
and media firm VNU NV h a s
a greed with IMS Health, I n c. t o
t e rminate the planned merger of
the two companies.VNU said the
t wo companies decided to call off
their merger after share h o l d e rs
claiming to re p resent nearly 50 per-
cent of V N U ’s outstanding share s
said they would not support the
transaction under any circ u m-
s t a n c e s .The merger, announced Ju l y
1 1 , 2 0 0 5 , would have re q u i re d
a p p roval from a majority of share-
h o l d e rs to be completed. Under the
t e rms of the termination agre e-
m e n t ,VNU has agreed to re i m bu rs e
IMS $15 million for its actual out-
o f - p o c ket costs, and pay an addi-
tional $45 million to IMS should
VNU be acquired pursuant to any
a greement entered into within the
next 12 months. For its part , I M S
has agreed to pay VNU $15 million
should IMS be acquired pursuant to
a ny agreement entered into within
the next 12 months. Rob Van den
Bergh has stepped down as CEO
but will remain until the firm ’s
s u p e rv i s o ry board has completed its
s e a rch for a successor.

Going forwa rd as a stand-alone
c o m p a ny,VNU said it will maintain
its focus on accelerating the pro f-
i t a ble growth of its existing bu s i n e s s-
e s .The company said it also wo u l d
e x p l o re additional steps to maximize
s h a reholder va l u e, i n c l u d i n g : i n i t i a t-
ing a program to re t u rn approx i-
mately EUR 1 billion to share h o l d-
e rs , on top of the regular div i d e n d
n ow in place; expanding curre n t
cost-management initiatives to all
a reas of the company wo r l d w i d e,
p o s s i bly including some re s t ru c t u r-
i n g ; optimizing its portfolio by con-
t i nuing to evaluate targeted changes
that will enhance existing lines of

continued on page 86

Calendar of Events
January-March

The Photizo Group will hold a new-pro d u ct
de v elopment boot camp for marke t ing and
e ngin e ering new-pro d u ct de v elopment pro-
f e s s ionals on Ja n u a ry 25-27 in Lexing t o n ,
Ky. For more in fo rm a t ion visit www. p h o t i-
zo gro u p . c o m .

The Business Intel ligence Group will hold
the BIG Fo rum on Ja n u a ry 31 at ORC
I n t ern a t io n a l , I s lington High Street,
L o n d o n . For more in fo rm a t ion vi s i t
w w w. b 2 b r e se a rc h . o r g .

ESOMAR will hold a conference on health
care rese a rch on Fe b ru a ry 6-8 at the New
Yo rk Marriott East Side Hotel . For more
in fo rm a t ion visit www. e s o m a r. o r g .

The Inst i t ute for Intern a t ional Rese a rc h
w ill hold a conference on return on marke t-
ing inv e stment on Fe b ru a ry 6-8 at the
S o uth Seas Resort , C a p t iva Island, F l a . Fo r
more in fo rm a t ion vi s i t
w w w. i i ru s a . c o m / ro mi .

The Intern a t ional Quality and Pro d u ct ivi t y
C e n t er will hold its annual Kid Pow er fo o d
and beverage conference on Fe b ru a ry 6-9
at the Safety Harbor Resort and Spa,
Safety Harbor, F l a . For more in fo rm a t io n
visit www. k id p ow er x . c o m .

ESOMAR will hold Bra n d m a t t ers 2006, a
c o n f erence on bra n ding rese a rc h , o n
Fe b ru a ry 8-10 at the New Yo rk Marrio t t
E a st Side Hotel . For more in fo rm a t ion vi s i t
w w w. e s o m a r. o r g .

The Inst i t ute for Intern a t ional Rese a rc h
w ill hold a conference on lin k ing cust o m er
feedback to business results on Fe b ru a ry
2 7 - M a rch 1 at the Bonaventure Resort
and Spa, F t . L a u der d a l e, F l a . For more
in fo rm a t ion visit www. i i ru s a . c o m / c u st o m er.

ESOMAR will hold a conference on
a ut o m o t ive rese a rch on Fe b ru a ry 27-
M a rch 1 at the Beau Rivage Palace in
L a u s a n n e,S w i t zerl a n d . For more in fo r-
m a t ion visit www. e s o m a r. o r g .

ESOMAR will hold its Asia-Pa ci fic con-
f erence on March 19-21 at the JW
M a rriott Hotel Mumbai. For more
in fo rm a t ion visit www. e s o m a r. o r g .

The Inst i t ute for Intern a t ional Rese a rc h
w ill hold The Conference on Marke t ing
on March 20-22 at the Venetian hotel in
Las Ve ga s . For more in fo rm a t ion vi s i t
w w w. t h e c o n f er e n c e o n m a rke t ing . c o m .

The Advert i s ing Rese a rch Fo u n d a t io n
w ill hold its annual conference on
M a rch 20-22 at the Marriott Marq u i s
H o t el in New Yo rk . For more in fo rm a-
t ion visit www. t h e a r f. o r g / c o n f er-
e n c e s / a n n u a l .

B ri t a in’s Market Rese a rch Soci e t y
w ill hold its annual conference on
M a rch 22-24 at the Barbican,
L o n d o n . For more in fo rm a t ion vi s i t
w w w. m rs . o r g . u k / r e s 0 6 / .

The twelfth Sawtooth Software confer-
ence on acquisition and analysis of mar-
ket rese a rch data will be held on Marc h
29-31 in Del ray Beach, F l a . For more
in fo rm a t ion contact Danell Neibuhr at
360-681-2300 or visit www. s a w t o o t h-
s o f t w a r e . c o m .

S a l ford Systems will hold a confer e n c e
on data mining on March 29-31 in San
D i e go . For more in fo rm a t ion vi s i t
w w w. s a l fo r d d a t a mining . c o m .





C
C o nve rting intercept surveys fro m
paper and clipboard to PDAs (such
as Po c ketPCs and Palm Pilots) is
growing in populari t y.The adva n-
tages that PDAs offer to field stud-
ies are fairly intuitive : s t re a m l i n e d
data collection and pro c e s s i n g ,
automated skip patterns and ro t a-
t i o n s , and fewer data cleaning
i s s u e s .

B e f o re making the switch to
P DA s , h oweve r, t h e re are seve r a l
things to consider: H ow do ques-
tions that can be viewed easily on
paper get displayed on a PDA
s c reen? How are open-ends cap-
t u red? How does one take adva n-
tage of automatic branching? How
will the interv i ewer nav i g a t e
t o / f rom different sections of the
s u rvey? How do you manage inter-
v i ewe rs to make sure they can use
the PDA and trave rse the survey
c o rre c t l y ?

These are typically the questions
that give re s e a rc h e rs some re s e rve
about pursuing the use of PDA s .
H oweve r, all issues are fairly easily
a d d re s s a ble and usually just take a
little thought and cre a t ivity to get

s o l ve d .
The key in switching from paper

to PDAs is in developing a pro c e s s
that will make the re s e a rch pro j e c t
f l ow more efficiently, in terms of
getting out into the field, c o n d u c t-
ing interv i ews and processing data.

P DA screen size
P DAs are wonderful tools for
i n t e rv i ewer mobility, d e c re a s e d
shipping charges, and overall cost
b e n e f i t s . But the usual screen size
of around 2x3 inches is obv i o u s l y
much smaller than paper’s 8x11 or
even 8x14 dimensions.This causes
p ro blems for surveys designed to
d i s p l ay multiple questions at one
time or which use grid formats for
c a p t u r ing answe rs .

One way around this limitation
is to utilize the scroll bars on the
P DA scre e n . S c roll bars , just like in
n o rmal Wi n d ows applications,
a l l ow the interv i ewer to move the
s c reen to see more questions.
These scroll bars can be tapped
using the PDA ’s pen-like stylus,
just as one would click a scroll bar
with a mouse.

Another option is to simply dis-
p l ay one question per scre e n .
Instead of tapping the scroll bars ,
the interv i ewer just taps a nav i g a-
tion button like “ N e x t ” to adva n c e
to the next question. O f t e n t i m e s ,
this is less erro r - p rone than using
s c roll bars .

Depending on the PDA being
u s e d , and the env i ronment lighting
ava i l a bl e, font sizes on the PDA
can be manipulated to fit more
questions onto one scre e n .T h i s
kind of solution would need to be
pilot-tested with the interv i ewe rs
to ensure that a reduced font size
d o e s n ’t make the survey more
p ro bl e m a t i c.

A l s o, as described below, t h e re
a re all kinds of logic flow that can
be programmed into the PDA
q u e s t i o n n a i re.This can be used to
limit the questions displayed for
the interv i ewer to only those ques-
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Converting surveys
from paper to PDA

by the numbers

Editor’s note: Bill Jeffries is president and
CEO of AcWire Technologies, a data
collection systems company in Wayne,
N.J. He can be reached at
bill.jeffries@acwiretechnologies.com.

By Bill Jeffries>
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tions that apply to the re s p o n d e n t .
For instance, a survey that display s
a long grid of questions could be
p rogrammed to only display the
a p p l i c a ble questions, based on
some type of skip pattern .

O p e n - e n d s
C a p t u ring open-ends is usually
one of the first skepticisms that
re s e a rc h e rs have about PDA data
c o l l e c t i o n . G iven that PDAs gener-
ally don’t have a key b o a rd
a t t a c h e d , it seems that there is no
seamless way to enter open-ended
a n swe rs . H oweve r, t h e re are thre e
wo r k a ble approaches to capturi n g
o p e n - e n d s .

The most efficient way to cap-
t u re an open-end is to program the
s u rvey to utilize the voice re c o rd e r
of the PDA .When the open-end
question appears on the PDA
s c re e n , the interv i ewer prompts the
respondent and then activates the
voice re c o rd e r.The respondent can
then talk naturally and eve ry wo rd
is captured accurately by the PDA
and linked to that survey.

This type of data capture adds a
significant benefit over paper, i n
that the tone and inflection of the
a n swer can become part of the
d a t a . D a rd Neuman, vice pre s i d e n t
of operations for the in-store

re s e a rch firm Smart R eve nu e, re l i e s
h e avily on voice capabilities in
S m a rt R eve nu e ’s shopper re s e a rc h .
“The ability to integrate vo i c e -
re c o rded open-ends into a quanti-
t a t ive framework allows us to push
the limits of questionnaire design.”

S aved as .wav files on the PDA ,
and uploaded to a central serve r,
these voice files need to be tran-
s c r i b e d , just as in the case of ve r b a-
tims from a CATI-based study.
Companies have sprung up that
focus on processing voice files
f rom PDA-based studies.

The second approach is to cap-
t u re open-ends in a traditional
fashion by writing the answe r
d own on paper.The re s p o n d e n t ’s
i d e n t i f i e r, often displayed on the
P DA , is written on the paper and
l i n ked manually to the survey at
the data processing stage of the
p ro j e c t .This is usually only a good
a p p roach when the question is
s e n s i t ive, and the respondent may
not feel comfort a ble speaking into
a machine.

The third approach is only used
for ve ry short open-ends, such as
c a p t u r ing a name or e-mail
a d d re s s . It invo l ves using the “ s o f t ”
key b o a rd of the PDA .This elec-
t ronic key b o a rd displays on the
s c reen and is tapped by the stylus.

This option is best for open-ends
with about 10 or fewer characters
in the re s p o n s e.

S u rvey flow
The biggest gain in conve rt i n g
f rom paper to PDA is the ability to
p rogram skip pattern s . By allow i n g
the PDA to enforce the survey
f l ow, the bu rden is lifted from the
i n t e rv i ewer from manually try i n g
to decipher what question to ask
n e x t .

Neuman say s , “The ability to
h ave the PDA control the inter-
v i ew process is indispensabl e, as it
a l l ows for more complex branch-
ing patterns without fear of human
e rro r. In short , this application
b r ings together the branching con-
t rol of an online questionnaire
with the context sensitivity of an
i n - p e rson ethnogr a p hy.”

Much like conve rting paper to
online or CAT I , the survey design-
er must be ve ry explicit in defining
the Boolean statements that will
d r ive the flow of the survey. L o n g
i n s t ruction statements to inter-
v i ewe rs must be conve rted into
exact Boolean statements (e. g . , I f
Q3>1 AND Q5=2).

Other logic elements that can be
p rogrammed into PDAs are section
ro t a t i o n s , question ro t a t i o n s , q u e s-
tion piping and answer piping. A l l
of these features use Boolean state-
ments to trigger their use.

On a paper survey, the inter-
v i ewer is often guided, via instru c-
t i o n s , t h rough the survey, s o m e-
times back and forth between dif-
f e rent sections. In addition, t h e re
a re cases where a re s p o n d e n t
a n swe rs some questions, p e r f o rm s
some action, and then re t u rns to
finish the questionnaire.

With paper, an interv i ewer can
fairly easily flip back and fort h
b e t ween sections, or pull up a
re s p o n d e n t ’s survey to finish the
i n t e rv i ew.With an electronic sur-
vey on a PDA , the re s e a rcher needs
to develop a way for an interv i ew-
er to easily jump between differe n t
p a rts of the survey or eve n
b e t ween different survey s .
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The PDA can utilize visual con-
t rols such as bu t t o n s , m e nus or
d ro p d owns to give interv i ewe rs a
way in which to load a differe n t
section or survey.The re s e a rc h e r
needs to determine a nav i g a t i o n
scheme that will be the fastest and
most intuitive for the interv i ewe r.

In short , the re s e a rcher must take
a d vantage of the fact that the PDA
can make an interv i ew much more
c o nve rsational than paper by
smoothly moving in and out of
d i f f e rent branches of the survey in
a way that is both easy for the
i n t e rv i ewer and re s p o n d e n t .

I n t e rv i ewer manage m e n t
Getting field interv i ewe rs as fluid
and comfort a ble with PDA survey s
as they are with paper surveys is a
big challenge that must be met
early in the pro c e s s .The learn i n g
c u rve usually depends on how
i n t u i t ive and user-fr iendly the
actual PDA softwa re is itself.T h e
most important thing that can hap-
pen in this phase is that plenty of
time is set aside for interv i ewe rs to
practice with the PDA and ask all
of the questions that may come up
once they get into the field.

V i rtually all field surveys embed
va rious types of instructions to the
i n t e rv i ewer in the survey. Fo r
i n s t a n c e, t h e re may be instru c t i o n s
that prompt the interv i ewer to
hand the respondent a visual aid.
The trick in embedding these
i n s t ructions into a PDA survey is
including the text without affect-
ing the display of the actual ques-
tions and without adding too many
m o re “ t a p s ” to the interv i ew
p ro c e s s .

Smooth transition
Taking a ve ry deliberate appro a c h ,
which includes building in a we l l -
defined training and pilot peri o d ,
is the way to ensure a smooth tran-
sition from paper to PDA . S t a rt i n g
the process by building confidence
in the interv i ewe rs and the
re s e a rch clients allows re s e a rc h
companies the opportunity to
accelerate this transition. |Q



F
Focus groups have been getting a lot
of bad press lately. Malcolm Gladwell
has spoken out against them in his
book Blink and in several recent pre-
sentations. Business Week celebrated
Gladwell’s perspective in a November
2005 article entitled “Shoot the Focus
Group.”

Is it really a good idea to throw
away this time-honored research
technique? We think not.

It’s true that traditional focus
groups have limitations. Recruiting is
a challenge, sample sizes are small, and
projectability to the greater popula-
tion is an issue. It’s also true that the
early software for moving focus
groups online, which consisted only
of chat streams, did not preserve the
true goal of a focus group: to get con-
sumers to talk about their feelings,
attitudes and opinions using projec-
tive and probing techniques.
However, these limitations are fast
disappearing.

When focus groups fail, it is usually
because they are not properly
designed in the first place. Research
design for traditional groups is fluid,
often only a topical outline. Moving

the same discussion online requires a
more rigorous approach.

Better focus groups through
better design
Researchers have challenged compa-
nies like ours to move traditional
research online.To do so effectively,
we have had to invent new capabili-
ties.Today’s online focus group tech-
nology, based on Web conferencing
software, goes well beyond chat to
include capabilities such as annotation
and drawing tools that can be used for
collaborative exercises.This makes it
possible for qualitative researchers to
design creative projective and probing
exercises that duplicate the best
aspects of traditional focus groups.

When it comes to recruiting,
online focus groups present an advan-
tage. Because in-person focus groups
require participants to be in the same
geographic areas, it is often not possi-
ble to attain samples that reflect a
company’s true market segments.
Geography becomes the primary seg-
mentation by default.With online
focus groups, geography is no longer
the primary consideration, since par-

ticipants come together virtually
rather than in a brick-and-mortar
facility. By eliminating the geographic
constraint, focus groups can be con-
ducted among whatever populations
are most meaningful, no matter how
far-flung.And by taking advantage of
the availability of online consumer
and business-to-business panels,
recruitment based on sophisticated
segmentation is relatively easy to
accomplish.

It’s crucially important when con-
ducting a focus group to make sure
that the right people are in the group.
Participants must be fully qualified for
the research being conducted. One
way to ensure that the group includes
the right people is to use a research
design that includes a quantitative as
well as a qualitative component.

Finding the right people
Consider for example a major retailer
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Add a bit of quant 
to your qual

qualitatively speaking

Editor’s note: Linda Stegeman is
president of Artafact LLC, a Fremont,
Calif., research firm. She can be reached
at 510-651-9178 or at
lstegeman@artafact.com.

By Linda Stegeman>
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that was interested in learning about
online shopping.A clear understand-
ing of cross-channel shopping behav-
ior is important to retailers today, as
they struggle to make the right
investment trade-offs between brick-
and-mortar retail establishments,
Web-based shopping environments
and catalog sales.This retailer wa s
i n t e rested in using online focus gro u p s
to gather pers p e c t ives from light,
medium and heavy users of online
s h o p p i n g .A rt a fact was asked to re c ru i t
to these three segments. Because of
our experience with the A rt a fa c t
hy b rid methodology and our know l-
edge of how quickly the use of the
I n t e rnet changes, we re c o m m e n d e d
that these segments first be va l i d a t e d .

To do so, we added a short quanti-
tative survey to the project, asking
about online shopping habits. From
the resulting data, we derived the cor-
rect characteristics of the three seg-
ments of interest. Light online shop-
pers used the Internet for shopping
less frequently than the firm had
assumed, and the heavy-use segment
used the Internet much more. Had
the groups been conducted without
benefit of the quantitative data, the
retailer would have run the risk of
talking to the wrong people and bas-
ing their directional decisions on bad
data (which is of course worse than

no data at all).
This process of refining the seg-

mentation before conducting the
groups is available for little or no
additional cost.That’s because the
recruitment process for a focus group
already includes a screening survey to
ensure the proper demographics for
the project. By thinking through the
segmentation issues in advance, it is
easy to add additional questions to the
screener survey in order to refine the
criteria and perform better focus
group research.

Complementing online surveys
with deeper insights
The example above shows how a
quantitative element can add tremen-
dous value to a qualitative project.
The reverse is also true. Qualitative
research can be used to answer the
questions left unanswered by quanti-
tative research.

For example,Artafact partner
BIGresearch, which provides syndi-
cated data, now supplements its quan-
titative research with Artafact online
focus groups when the topic warrants
this approach.

One such topic is the BIGre s e a rc h
study of RFID, which is the firs t
study to track consumer attitudes
about this emerging technolog y.
RFID (radio-frequency identifica-

tion) allows manu fa c t u re rs , d i s t ri bu-
t o rs and re t a i l e rs to better manage
i nve n t o ry by attaching a tiny tracking
d evice to pro d u c t s . Because it is not
well understood by most consumers ,
this technology is often viewed with
s u s p i c i o n . U n l i ke a survey, an online
focus group allows a dialog with con-
s u m e rs about their fears and con-
c e rn s . By adding qualitative re s e a rc h
to this study, we we re able to art i c u-
late why consumers held cert a i n
beliefs about RFID, including what
was most feared and hoped for as a
result of this emerging technolog y.

Taking advantage of a new
medium
Online research is enabling both new
technologies and new methods.
Approaches such as our hybrid
methodology allow researchers to
make the most of online research by
combining traditional methods in
new ways for better results than ever
before.

In some cases online focus group
technology is enabling entirely new
types of projects.As an example, take
the ability of some online focus group
software to access the Internet direct-
ly from within the tool.This is useful
for research that includes online
assessments, such as a project we
recently performed for a consumer
firm that wanted to research the
usability of an online product.
Participants in this online focus group
took a trip to the Web and used the
online product while the researchers
watched from Artafact’s virtual back
room. Using our annotation tools,
participants showed us exactly what
they liked and disliked about the
online products.The moderator was
then able to engage the participants in
a conversation about the findings.
This project combined usability and
discussion in a way that would not
have been possible in a traditional
focus group.

I t ’s ironic that after all these ye a rs ,
focus groups are starting to get a bad
name just when they ’re really get-
ting good. In our view, the demise of
the focus group has been gre a t l y
e x a g g e r a t e d . |Q
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NCURA (non-cannibalized undupli-
cated reach analysis) is a new tech-
nique that provides T U R F - l i ke re s u l t s
but which better facilitates the model-
ing of optimal product mix strategi e s .
This is accomplished by eva l u a t i n g
c o n s u m e rs ’ p u rchase decisions for pos-
s i ble cannibalistic substitutability
among options. NCURA prov i d e s
modeling solutions to help decide
what combination of products to
“ s h e l f” t ogether and the impact of
trading out one va riety for another.
C o nve rs e l y, it also indicates which
p roducts are highly cannibalistic of
each other and there f o re not necessary
to stock in order to obtain maximu m
unduplicated re a c h .

TURF (total unduplicated re a c h
and frequency) has become a widely
used market re s e a rch tool over the past
s everal decades. Not only has T U R F
gained in populari t y, but extensions
and va riations on the theme have been
m a d e, dependent upon the specific
re s e a rch agenda being addre s s e d .

While TURF is successful at what it
p roclaims to do, a l g o rithms have been
c reated in order to improve the stan-
d a rd TURF model by adding fa c t o rs

intended to mimic re a l - world marke t
a c t iv i t y, while simultaneously prov i d-
ing more information than ori gi n a l l y
p o s s i ble with T U R F. NCURA pro-
vides a similar basic output as does
T U R F, but several other critical fa c t o rs
a re taken into account when pro d u c-
ing this output.A d d i t i o n a l l y, N C U R A
p rovides other critical results that
TURF cannot prov i d e, t h e re by offer-
ing an important marketing adva n t a g e.

To illustrate this technique, we will
be analyzing 20 different cookie va ri-
eties and the market reach associated
with different combinations. Our data-
base contains data on all 20 cookie
va ri e t i e s , as evaluated by 500 re s p o n-
d e n t s .All cookie va rieties we re rated
on a 5-point scale with re g a rd to the
f o l l owing question:

A d d i t i o n a l l y, the cookie manu fa c-
t u rer is looking to establish two differ-
ent marketing schemes: one for large
s u p e rm a r ke t s , w h e re they have a mu c h
larger shelf space ava i l a bl e, and a sec-
ond for smaller corn e r - s t o re s , w h e re
t h ey may only be able to stock only
t h ree to five types of cookies.An addi-
tional concern the manu fa c t u rer wish-
es to address is, what happens if the
favo red cookie flavor is temporari l y
out of stock? What should it be
replaced with so as to lose as few sales
as possibl e ?
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Laying new TURF
with NCURA

data use

Editor’s note: Michael DeHart is research
sciences director, Socratic Technologies,
Inc., Chicago. He can be reached at
michael.dehart@sotech.com.

By Michael DeHart>
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C o m p a ring NCURA and T U R F
While NCURA provides output simi-
lar to T U R F, it seeks to incorporate a
m o re re a l - world scenario and furt h e r
p rovides directly va l u a ble analysis that is
i m p o s s i ble to accomplish with the tra-
ditional TURF model alone.

One concern many re s e a rc h e rs have
had with the standard TURF analysis is
that it fails to accurately identify what
should happen if the top-rated pro d u c t
is not ava i l a ble without completely
re running the model.Perhaps a ship-
ment is late, the manu fa c t u rer is out of
s t o c k , or a senior v. p. shoots down a
top-rated product for some re a s o n .
NCURA provides a “ p o s s i ble substitu-
t i o n ” a l t e rn a t ive show i n g , in effect,
what is the best marketing re c o m m e n-
dation if one wishes to substitute one
cookie va riety for another.

A d d i t i o n a l l y,NCURA not only tells
you what products to include in yo u r
sales mix, but also provides import a n t
insight into what units not to include.
Recommendations on excluded units
a re not based simply on low consumer
s c o res but rather on common statistical
techniques that provide the client with
a compre h e n s ive list of what va ri e t i e s
a re so similar in terms of market re a c h
that there is no significant increase in
t e rms of market share if they are
included on the shelf.This is especially
useful for the situations where shelf
space or production capacity is limited.

An NCURA example
F i rs t , we will examine the simple top
b ox purchase intent score pro p o rt i o n s
of all cookie va rieties (i.e. , the perc e n t-
age of the sample which stated that
t h ey would “ d e f i n i t e l y ”p u rchase the

va riety of cookie).The Top 10 cookie
va rieties (in terms of top box score s )
a re shown in Figure 1.

If we we re to stop our analysis here
and draw our conclusions, we wo u l d
want to stock chocolate chip, d o u bl e
f u d g e, mint chip and sugar cookies, a n d
if space prov i d e d , the other six highest
top box frequencies as we l l .H oweve r,
this is not taking into account any pos-
s i ble demand duplication. For example,
a significant pro p o rtion of people who
rank chocolate chip as a 4 or 5 also
rank double fudge as a 4 or 5, w h i c h
m ay indicate that the two are ve ry
close substitutes for one another.T h i s
means that if chocolate chip we re not
ava i l a bl e, it might be that customers
would be just as happy with doubl e
f u d g e.T h e re f o re you wo u l d n ’t need to
stock both flavo rs in order to make a
s a l e.

If we are trying to gain optimal mar-
ket share with the fewest number of
va ri e t i e s , we need to isolate cases and
re m ove close substitutes which do not
add marginal sales.The ultimate goal is
to provide a cookie display that garn e rs
the maximum share of the marke t , n o t
just to display the highest-rated cookie
va ri e t i e s .

C l e a r l y,TURF would provide this
i n f o rm a t i o n .H oweve r,TURF wo u l d
not provide possible substitution re c-
o m m e n d a t i o n s , nor would it tell us
what cookie va rieties are re l a t ive l y
u n i m p o rtant to stock (assuming limited
shelf space once again) even though
t h ey score highly with re g a rd to top
b ox fre q u e n c y.

After running the NCURA analysis,
we find the optimal combination of
cookie va rieties to display in order to
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obtain the largest pro p o rtion of marke t
s h a re, as shown in the left side of Figure
2 .What we have found is to be expect-
e d : as we add more and more cookie
va ri e t i e s , it becomes a game of dimin-
ishing re t u rns with re g a rd to pro p o r-
tion of market share capture d . On the
s u r fa c e, the results in Figure 1 look
ve ry much like standard TURF re s u l t s .
H oweve r, c o m p a ring our results with

s t a n d a rd TURF output reveals the dif-
f e rences (Figure 2).

What we see is that the top thre e
cookie va rieties are the same using
both TURF and NCURA (note that
this area is denoted by the ye l l ow shad-
ed re gi o n ) .The first difference we see is
that TURF provides a reach of 5 5 . 4
p e rc e n t , while NCURA provides a
reach calculation of 57.8 perc e n t .T h i s

is due to the fact that NCURA take s
into account more complex substi-
tutability interactions.

This tends to better mimic re a l -
world market activ i t y. H ow many
times have we all gone to the corn e r
s t o re to pick up a certain va riety of
cookie (or flavor of ice cream) only to
find that our first choice isn’t ava i l a bl e ?
Did we leave empty-handed or wa s
t h e re another va riety that we chose
instead? For many categori e s , t h e re
will be something in the mix that will
still satisfy our crav i n g .

Note also that looking past the top
t h ree cookie va ri e t i e s , we begin to see
completely different patterns emerge.
NCURA advocates for replacing va n i l-
la almond cookies (from the standard
TURF results) with praline cri s p s .T h i s
is due to the aforementioned deeper
modeling of inter-substitutability.

As mentioned prev i o u s l y, N C U R A
also provides insight into intelligent,
a c t i o n a ble altern a t ives if, for some re a-
s o n , chocolate chip cookies are
u n ava i l a bl e.The NCURA model indi-
cates that if we wish to find an accept-

Figure 2
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a ble substitution for chocolate chip, we
should consider double fudge cookies.
In Figure 3 we see a comparison of the
optimal NCURA results and re s u l t s

obtained from substituting doubl e
fudge for chocolate chip.

Statistical note:The reader will
notice that in the optimized NCURA

re s u l t s , we find that peanut bu t t e r
fudge swirl is a strong correlate to
d o u ble fudge.When we substitute
d o u ble fudge for the chocolate chip,
h oweve r, some of the flavor corre l a t e s
c h a n g e.This is because when we iden-
tify a highly desirable flavor (that
would likely result in a sale), all those
people with a satisfied demand are
re m oved from the subsequent steps of
m o d e l i n g .When flavo rs are substituted
for those in the optimal mix, d i f f e re n t
people are re m ove d , so the re m a i n i n g
f l avor substitutability stru c t u re is
c h a n g e d .

Note also the columns labeled
“highly correlated flavo rs .”These are
f l avo rs that are so similar in re s p o n-
d e n t - l evel scores to the main cookie
f l avor that we advocate NOT includ-
ing them on the shelf (unless there are
no re s t rictions on the amount of shelf
space ava i l a bl e, in which case all va ri-
eties should be stocke d ) . F u rt h e r,
respondents score “highly corre l a t e d
f l avo rs ” so similarly to the parent flavo r
t h a t , for example, even though 55.4
p e rcent of respondents indicate they

Figure 3
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definitely would purchase chocolate
c h i p, s t o re ow n e rs are likely to see that
57.8 percent of respondents will
choose chocolate chip if mint chip and
e s p resso chip are not ava i l a bl e. In this
c a s e, we recommend not stocking
mint chip and espresso chip cookie
va rieties due to the high correlation of
respondent attitudes amongst these
cookie va ri e t i e s .

NCURA simulator: additional
insights and the online
environment
NCURA has been used to produce an
online simulator which allow s
re s e a rc h e rs to directly probe NCURA
results for any possible combination of
va ri a bles entered (cookie va ri e t i e s ,
a d ve rtising messages, s p o rts car fea-
t u re s , e t c. ) .This is a critical tool for
meeting the demand-based needs of
smaller store s , or any other situations
w h e re shelf space is limited.The client
can choose to see the top thre e, f o u r,
or n number of va ri a bles displaye d
along with the associated output
s c o re s .A d d i t i o n a l l y, the user can input
the va ri a bles of their choice (say apple
wa l nu t , candied pecan, and oatmeal
raisin) and obtain the overall undupli-
cated market re a c h , p o s s i ble substitu-
t i o n s , and highly correlated va ri a bl e s
for the combination of their choosing.
This allows for virtually unlimited
analysis (limited only by the number of
va ri a bl e s , or cookie va ri e t i e s , in the
d a t a b a s e ) .A d d i t i o n a l l y, the simu l a t i o n
tool allows respondents to look at any
p o s s i ble subset of the data (such as how
men and women compare, d i f f e re n t
age groups and their associated pre f e r-
e n c e s , re gionally based pre f e re n c e s ,
e t c. ) . One particularly nice feature of
the online simulation tool is that it
a l l ows users to upload databases in
re a l - t i m e, t h e re by allowing for the
m o n i t o ring of time series-based tre n d-
ing of changing market behavior ove r
the course of any desired time peri o d .
C l e a r l y, consumer (or bu s i n e s s - t o - bu s i-
ness) markets are not static env i ro n-
m e n t s , and the ability to track changes
over the time allows for up-to-date,
intelligent marketing changes.

NCURA is a tool not only for
cookie va rieties or ice cream flavo rs ,
but also for messaging strategi e s . Fo r

e x a m p l e, if an automobile manu fa c t u r-
er wants to market a new car thro u g h
d i rect mail and television commerc i a l s ,
t wo ve ry different marketing strategi e s
e m e r g e.When using direct mail, s p a c e
is less limited, and potential consumers
m ay view the messages as many times
as desire d .This is equivalent to stock-
ing cookie va rieties in a major super-
m a r ket where shelf space is abu n d a n t .
When the automobile manu fa c t u re r
wants to consider marketing strategi e s
for a television commerc i a l , other con-

c e rns emerge.When using a telev i s i o n
c o m m e rc i a l , if too many messages are
c o nveyed consumers tend to forget
those messages shown towa rds the
b e ginning of the commercial in favo r
of messages conveyed later in the com-
m e rc i a l .NCURA provides a tool
w h e re by a savvy automobile manu fa c-
t u rer may consider different combina-
tions of three to five messages, t h e re by
c reating as much interest as possibl e
given the constraints of telev i s i o n
c o m m e rc i a l s . |Q
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F
i rs t , the good new s : companies are incre a s i n g l y

re c ognizing that Web sites are too import a n t

to be left strictly in the hands of progr a m m e rs

and also that market re s e a rch is essential to

e f f e c t ive Web site design.The bad new s : t h e re

is a bew i l d e ring arr ay of techniques being touted to assess a company ’s

Web site effective n e s s . H ow do you know which to use?

This article discusses different appro a c h-

es to getting feedback on your Web site.

In an ideal wo r l d , you would use each

of the techniques discussed in this art i-

cle at some point during your Web site’s

life cycle. But this isn’t an ideal wo r l d , and odds are you don’t have the

time or the budget to do them all. So how do you decide?

The type of testing you do should depends on a combination of yo u r

o r g a n i z a t i o n ’s stage in the Web site life cycle and your goals for testing.

R e a l i s t i c a l l y, it will also be influenced by cost and time pre s s u re s .

What works 
when?

Editor’s note:Tema Frank is president
of Web Mystery Shoppers International
Inc., Edmonton,Alberta. She can be
reached at 866-211-7027 or at
tema@webmysteryshoppers.com.

An overview of Web site
assessment techniques

> By Tema Frank
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This article examines six Web site test-
ing methods:

1 . Focus groups (in-person or
o n l i n e )

2 . Lab-based usability testing
3 .Web-based (pop-up) survey s
4 . M e t rics/analytics softwa re
5 . Unsolicited customer feedback
6 . Remote usability testing

Focus groups 
Most market re s e a rc h e rs are alre a d y
familiar with focus gro u p s , and so they
naturally gr avitate to using them to
get qualitative feedback on Web sites.
Such focus groups typically invo l ve six
to 12 people, who may be chosen
f rom your existing customer base or
re c ruited extern a l l y.T h ey are bro u g h t
into a meeting room where they have
a group discussion, led by a modera-
t o r, about the Web site. If the site does
not yet exist, t h ey may be asked what
t h ey would like to see in such a site.
T h ey may be shown page mock-ups,
d r aw i n g s , or led through an card - s o rt-

ing exe rcise which is intended to help
the site designers figure out how users
would interp ret va rious topic labels
and how they would organize the
i n f o rm a t i o n .

As with typical focus gro u p s , t h e
client may be behind a one-way mir-
ror and the facility may be set up in
such a way that the client can ask the
moderator (who is we a ring a headset)
to ask specific follow-up questions.
Costs are based on a combination of
re c ruitment costs, p a rticipant expenses
and consulting-related fees that may
be charged by the company ru n n i n g
the focus gro u p.Typical focus gro u p s
cost between $3,000-$8,000 per
gro u p, which includes a fee of typical-
ly $50 to $100 per part i c i p a n t .

A dvantages of focus groups
• Client gets to watch part i c i p a n t

re a c t i o n s , and may be able to have
moderator ask follow-up questions.

• Pa rticipants can play with the con-
tent - for example, re a rr a n ging cards in

an order that makes sense to them.
• Can be done early - before money

has been spent on progr a m m i n g .

D ra w b a cks of focus groups
• User’s guesses as to how they

would use the site are ve ry differe n t
f rom re a l i t y.

• Will miss most navigational pro b-
l e m s .

• Risk of gro u p - t h i n k .What people
s ay is influenced by the others in the
ro o m .

• Risk of poor moderators .Need a
good moderator - must not bias the con-
ve rs a t i o n ,but ensure no one dominates.

• Pa rticipants limited by geogr a p hy,
time and willingness to travel to the
testing location.

• Often either no transcript ava i l-
a bl e, or significant cost or delay to get
a transcri p t .

• Poorly constructed part i c i p a n t
group can negate the value (i.e. ,
respondents must be like your target
c u s t o m e rs , and not so familiar with
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your site or company that they are
u n a ble to view the concepts with
f resh eye s ) .

Focus groups are useful when yo u
a re in the ve ry early stages of making a
Web site plan to get rough idea of
d e s i red content.T h ey can help with
the conceptual, b r a i n s t o rming wo r k .
T h ey can also help when you want to
assess emotional reactions to colors or
visual treatments and you don’t have
the time or funding for indiv i d u a l
i n t e rv i ew s .

Online focus gro u p s
A va riant of traditional focus gro u p s ,
online focus groups allow part i c i p a n t s
to log in from their own computers at
a pre - a rranged time, and the discus-
sion uses a chat room appro a c h . In the
m o re sophisticated set-ups, p a rt i c i-
pants can view materials that the
moderator displays on the screen and
p o s s i bly go back and forth betwe e n
the chat room and the viewing scre e n ,
or see both at once.

A dvantages of online focus groups
• T h ey ove rcome geographic limita-

tions of traditional focus gro u p s .
• Real-time transcript is ava i l a bl e

for analysis.

D ra w b a cks of online focus groups
• Cannot do physical activities such

as card - s o rt i n g .

• Hard to follow the flow of conve r-
s a t i o n .

• No facial expressions or tone of
vo i c e.

Online focus groups are useful
when you are doing early-stage testing
for a teen-oriented site, for example.
Teens tend to be the group that is
most comfort a ble with online chat,
and they may prefer the semi-
a n o nymity of this format to a tradi-
tional focus gro u p. For most other
u s e rs , this is not an ideal form a t .

Lab-based usability testing
U s e rs are brought into a testing lab,

one at a time.A typical session lasts
one to two hours with each user.T h e
lab may be configured to re s e m ble an
office or a home.The part i c i p a n t s
work on the lab’s computer (there
m ay be a choice between a Mac-based
OS and a Wi n d ows-based system), a n d
a re asked to vocalize their re a c t i o n s
(“think aloud”).

The client can usually watch behind
a one-way mirro r.As with a focus
gro u p, t h e re may be a moderator pre-
sent in the lab with the user, who can
p rod for further insight, ask follow up
q u e s t i o n s , o r, in extreme cases, give
p e rmission for the user to give up and
t ry something else.

In some labs there is also a video
camera taping the part i c i p a n t ’s fa c i a l
re a c t i o n s , and some form of click-
s t ream monitoring (tracking of where
the person clicks or scrolls on a page).

G iven the intensity of this type of
t e s t i n g , t h e re are usually only a hand-
ful of people tested.The traditionally
accepted minimum was five testers ,
but current re s e a rch suggests that this
is far too few for today ’s complex We b
s i t e s .The pro blems identified by the
f i rst few users may not reflect the most
i m p o rtant pro blems in need of re p a i r.

A typical set of lab-based tests with
f ive to 10 users will cost in the range
of $20,000-$100,000, depending on
the degree of consulting that is
included in the project and the marke t
clout of the testing company.
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A dvantages of lab-based usability testing 
• Users are interacting with the re a l

s i t e, so you can learn about nav i g a-
tional pro bl e m s .

• Can ask the users questions as they
interact with the site, so they can
explain surp rising actions.

• Because you see the user’s fa c i a l
e x p ressions and hesitations, you get a
sense of the frustration level and
u n c e rtainties experienced by the user.

D ra w b a cks of lab-based usability testing
• It is a stre s s f u l , unnatural env i ro n-

m e n t . R e s e a rch clearly demonstrates
that stress affects perform a n c e.

• Respondents must use an unfa m i l-
iar computer,which will cause fru s t r a-
tions that the user would not encounter
on his or her own computer.

• Most lab-based computers are
m o re finely-tuned and using more
c u rrent softwa re than most users ’ re a l
c o m p u t e rs , so many erro rs users
encounter in real life will be missed
with this appro a c h .

• Users need to be willing and ava i l-
a ble to come to the lab.This causes a
s kew in who is willing to part i c i p a t e.

• Geographic limitations. Most labs
a re in major cities. But are all yo u r
u s e rs? 

• Small number of users tested.A re
the pro blems the first five to 10 peo-
ple encounter typical? 

• Often expensive, p a rticularly if a
t r a n s c ript is pre p a red and analyzed
a f t e r - t h e - fa c t .

Lab-based usability testing is useful
when you want to see users ’ fa c i a l
reactions and hear their vo c a l i z e d
t h o u g h t s . One strength is that you can
i n t e rvene to ask questions about why
t h ey are doing what they are doing if
t h ey have not explained something to
your satisfa c t i o n . (But there ’s a risk of
c h a n ging how they behave if such
questions are ove rd o n e.) Obv i o u s l y
you need to have at least a “ d r a f t ” s i t e
ava i l a ble for on-screen use.T h ey wo r k
best if your anticipated site users are a
h o m ogeneous gro u p, so that it is pos-
s i ble to re c ruit a small but re p re s e n t a-
t ive sample.

Web site (pop-up) survey s
T h e re are many companies that offer

s u rveys which can either be mailed to
site visitors after the fact or that pop
up on site while the visitor is using it.
Mailed surveys are typically too long
after the fact to yield any meaningful
results for Web site assessment.At most
you will get va g u e, general feelings
about the overall experience (“It left
me feeling fru s t r a t e d ” or “It wa s
O K ” ) .

Pop-up surveys are programmed to
either pop up for eve ry visitor, or for
eve ry nth visitor, or for visitors to spe-
cific pages.V i s i t o rs are asked if they
will participate in a survey and are
sometimes offered a chance to win a
p rize as an incentive for part i c i p a t i o n .
The survey asks a few questions about
the site experi e n c e. G e n e r a l l y, a maxi-
mum of about five minutes of ques-
tions and answe rs is the longest yo u
can expect people to stick with such a
s u rvey.

Costs va ry from small, f ree survey s
o f f e red by companies such as
Zoomerang to sophisticated survey s
that change the questions aske d
depending on previous answe rs and
h ave a lot of built-in analytic tools.
The latter type of survey can easily
cost in the $10,000-$20,000 range.
Because a heavily trafficked site will
usually be able to collect a large nu m-
ber of responses ve ry quickly in this
way, p ricing is often quoted on a per-
respondent basis.

A dvantages of Web site (pop-up) surve y s
• Large nu m b e rs can be surveye d .
• Fast turn a ro u n d .
• Low cost/re s p o n d e n t .
• Actual site visitors re s p o n d i n g .
• Questions can be changed often.
• No need to pay re s p o n d e n t s .

D ra w b a cks of Web site (pop-up) surve y s
• Survey fa t i g u e : people are less

willing than they used to be to spend
time answe ring such survey s .

• Bias in who re p l i e s .R e s p o n d e n t s
a re more likely to be new Intern e t
u s e rs , as they are less likely to have
become accustomed to being aske d
their opinion on Web sites.

• Intru s ive ; it may annoy site users .
( N o t e : One common mistake is to ask
v i s i t o rs for their opinion before
t h ey ’ve had a chance to explore site!)

• Increasing prevalence of pop-up
s t o p p e rs is making it harder to get
re s u l t s .

• Ve ry limited number of questions
f e a s i bl e, so you cannot get in-depth
re s p o n s e s .

• No tracking of the path taken and
the customer’s reactions as they move d
along that path.

• Requires special coding be placed
on your site.This places demands on
your IT depart m e n t .

Web site (pop-up) surveys are useful
once the site is already live and getting



large nu m b e rs of visitors .T h ey’ll give
you feedback quickly, but not in-
d e p t h .You’ll get general re a c t i o n s
to the site. Our re s e a rch suggests
that most of those who are willing
to fill them out will be fairly new
I n t e rnet users , so these survey s
wo n ’t be as helpful if you are tar-
geting a market of experienced or
h e avy Internet users .

M e t rics/analytics softwa re
Your Web site hosting company
should be able to provide you with
some basic statistics about who is vis-
iting your site: h ow many unique
v i s i t o rs , which pages they are visit-
i n g , w h e re they came to the site
f ro m , e t c. M e t rics or analytics soft-
wa re consists of sophisticated ve r-
sions of these server log s . Some can
track clickstream details (what pages
people clicked on and in what ord e r )
and analyze patterns and dro p - o f f
p o i n t s .T h ey can usually track which
pages we re viewed and the ave r a g e
length of time spent per page.

T h ey are useful in conjunction with
other methods, but you are left to
infer customer motiva t i o n s .T h ey may
tell yo u , for instance, that 63 perc e n t
of your site visitors abandon your site
at the first page of your order form .
You have no way of knowing whether
t h ey are leaving at that point because
the page isn’t displaying properly on

the screens of Wi n d ows XP users , or if
t h ey couldn’t find information about
shipping costs and we re unwilling to
c o n t i nue without knowing that, or if
t h ey pressed the wrong button and
then decided it wa s n ’t wo rth the hassle
to go back and re-enter the inform a-
t i o n , e t c.

Costs for such packages range fro m
the free basic statistics provided by
m a ny site-hosting companies to
sophisticated programs in the tens or
h u n d reds of thousands of dollars .

A dvantages of site metri c s / a n a lytics pro -
g ra m s

• Can provide detailed statistical
i n f o rmation on your actual site visi-
t o rs .

• Can help you identify pro bl e m
p a g e s .

D ra w b a cks of site metri c s / a n a lytics pro -
g ra m s

• The volume of statistical data can
be ove r w h e l m i n g . M a ny site ow n e rs
find it impossible to interp re t , and end
up ignoring most of it.

• Does not explain why visitors are
b e h aving as they are.

Site metrics or analytics progr a m s
a re useful when you have the staff and
budget to do sophisticated analysis of
the data and can combine it with
q u a l i t a t ive information gained fro m

other appro a c h e s .At a minimu m , yo u
should analyze whatever data you can
get free from your Internet hosting
c o m p a ny.

Unsolicited customer feedback
Almost eve rybody gets some feedback
on their site. F rom family and fri e n d s
to site visitors who feel stro n g l y
enough that they’ll take the time to
send you an e-mail or fill in a com-
ment form , people will give you their
o p i n i o n s . If you have a call center, yo u
can also learn a lot about peoples’
reactions to your site from analyzing
the help requests that relate to the
Web site.

Since you get it, use it.You may
get some gems from this sort of feed-
b a c k .The big mistake site ow n e rs
often make, t h o u g h , is assuming that
what they hear from such channels is
t y p i c a l , and that they thus know all
t h ey need to know about what peo-
ple think of their site.W rong! T h e
people who take the time to com-
ment are not typical of the general
p u bl i c.T h ey are a vocal minori t y
who tend to perc e ive things in more
e x t reme terms than most, and who
h ave enough time on their hands
that they consider it wo rth the time
to comment.

A dvantages of unsolicited customer feed -
b a ck

• Minimal cost.
• Real users .
• Chance to repair relationship with

dissatisfied customers who take the
time to comment.

D ra w b a cks of unsolicited customer feed -
b a ck

• Biased sample.
• Miss many issues.
• Analysis can be costly in large

o r g a n i z a t i o n s .
• You must respond quickly and we l l

or your lack of correct response will
m a ke matters wo rs e.

• Often you will not learn exactly
w h e re the pro blem occurre d .T h e
comments are frequently too vague to
be useful.

Unsolicited customer feedback is
useful when making minor adjust-
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ments to the site as you go along, a n d
as part of the input for re d e s i g n . I f
t r a c ke d , it also helps ensure a good
linkage between customer service staff
and site pro m i s e s .

Remote usability testing
A newer approach is what’s called
remote usability testing. Some people
m i s t a kenly call online focus gro u p s
remote usability testing,bu t , as dis-
cussed earlier, focus groups help yo u

d evelop concepts but do not help learn
about the actual usability of a Web site.

One remote usability approach is to
work one-on-one, as in a lab-based
usability test, but with the testers wo r k-
ing from their own computers and
either talking by phone or thro u g h
online chat with the interv i ewer while
t h ey work through the site.Ty p i c a l l y
this uses technology that allows the
i n t e rv i ewer to see the same screen as
the person doing the testing. L e t ’s call

this one-on-one remote usability test-
i n g .The advantages and drawbacks of
this approach are similar to lab-based
usability testing, except that you can
use testers from any geographic re gi o n .
You may or may not be able to see
their facial expre s s i o n s , depending on
whether they have also set up a camera
to re c o rd the user’s fa c e. C l e a r l y, s e t t i n g
that up re q u i res a level of complexity
that will put off most users , unless the
m a r ket re s e a rcher is there to set up the
equipment for the user. But having to
send the market re s e a rcher to each
u s e r ’s home or office negates the cost
s avings of such an appro a c h , and the
i n t ru s iveness of the market re s e a rc h e r
and/or camera and re c o rding equip-
ment detracts from the benefits of test-
ing in the user’s natural env i ro n m e n t .

Another approach is to have large
nu m b e rs of people (typically 30-200)
work independently on their ow n
c o m p u t e rs to try to complete tasks at
the site, and re p o rt on their progress by
a n swe ring questions as they go thro u g h
the site. Since they are expected to
d evote much more time to the pro c e s s
than is expected in a pop-up survey,
t h ey are usually paid $10-$20 for their
e f f o rt .We’ll call this “large sample-size
remote usability testing” ( L S S RU T ) .

A dvantages of large sample-size remote
usability testing

• No geographic or time-based lim-
i t a t i o n s .

• Collect lots of detail as they go.
• Includes both qualitative and

q u a n t i t a t ive inform a t i o n .
• Realistic setting; l ow stre s s .
• Wide range of computer systems;

u n c over pro blems faced using bu g g y
p e rsonal computers .

• No demands on IT depart m e n t .
(Depending on system used to collect
the inform a t i o n . )

• If a system that does not invo l ve
the IT department is used, it allow s
benchmarking - both against com-
p e t i t o rs and to compare present and
f u t u re perform a n c e.The large sample
s i z e, if properly re c ru i t e d , p rovides sta-
tistical va l i d i t y.

D ra w b a cks of large sample-size remote
usability testing

• May invo l ve imperfect click-
s t ream analysis. In some systems, t h e
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t e s t e rs must re p o rt on where they
c l i c ked rather than having it tracke d
a u t o m a t i c a l l y.Those that do track it
automatically re q u i re that the users
d ownload special softwa re to do so.
This skews the sample, since many
people are now reluctant to dow n l o a d
s o f t wa re.

• Cannot see facial expre s s i o n s .
• Needs re a s o n a bly literate testers .

T h ey have to be able to express their
thoughts in wri t i n g .

• Site needs to already be accessibl e
online (even if only on a test serve r ) .

L S S RUT is useful when a curre n t
site or a draft ve rsion of a new site is
a c c e s s i ble online and you are pre p a r-
ing for a redesign or doubl e - c h e c k i n g
and fine-tuning a design before or
after launch. If it is set up in such a
way that no special scripts need to be
i n s e rted into the Web site being test-
e d , it can be used for re s e a rch on
c o m p e t i t ive Web sites and for bench-
m a r k i n g . It can also be used to moni-
tor and rewa rd customer service staff,
if site testers also check on e-mail
handling and/or call-center replies to
questions about the Web site. It is
p a rticularly va l u a ble if you need
either a wide range of testers (e. g . ,
people from across North A m e ri c a )
or a specific type of testers (e. g . , ru r a l
N ew Mexicans aged 50+).

Which are best?
Which techniques are best at what
stages? In a nu t s h e l l :

• Concept deve l o p m e n t : use focus
gro u p s , plus feedback from clients
and current customers .

• Once online (test or live serve r ) :
use lab-based testing if you need to
see facial expre s s i o n s ; o t h e r w i s e
consider altern a t ives that take place
in a more natural setting, such as
remote usability testing.

• Ongoing: pop-up surveys if and
when needed;Web analytics/met-
ri c s , collect and analyze unsolicited
f e e d b a c k ; use LSSRUT to ensure no
slipping and for competitive analysis.

• Redesign: use LSSRU T, lab tests
and data from ongoing metri c s
b e f o re redesigning so your organiza-
tion doesn’t throw out the baby with
the bathwater!   |Q
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For four ye a rs I have purchased the same brand and model of
running shoes, the New Balance 991. H oweve r, after my second
knee surgery I decided I might be due for a change. I we n t

shopping for a shoe that was a perfect fit for my running style and
would give me the support I needed. I was amazed by all the choices
I had. I didn’t know where to begi n .

I often get the impression market re s e a rc h e rs feel the same way
when they are looking for the perfect online data collection ve n d o r.
In the last three ye a rs the number of companies offer ing a va riety of
s e rvices has tri p l e d . F i g u ring out how to differentiate between the
o f f e rings and the quality of those offer ings is no small task when
re s e a rc h e rs are being called on by so many different companies.
Because I was wishing I had my shoe issue of R u n n e r ’s Wo r l d with me
as I was staring at the racks of running shoes, it dawned on me that it
might be helpful to develop a checklist of questions to ask potential
online part n e rs . I came up with these questions by listening and ask-
ing - listening to my prospects as I spoke with them for the first time,
and directly asking people in the industry, who do a lot of online, t o
tell me what is important to them.The same issues came up over and
over again and it was not difficult to narrow it down to the follow i n g
10 areas of concern .

1 . What services does your company provide?
This is the best place to start

because there is great va ri a t i o n
among what vendor companies
a re offering and what re s e a rc h
companies need.T h e re are ser-
vice bu reaus offer ing one-stop
s h o p p i n g . D e l iver a final survey
to them and they will deliver data
to you and do eve rything in
b e t we e n .T h ey supply sample or
work with client lists, t h ey pro-
gram and host. M a ny also offer
t a bl e s , coding and we i g h t i n g . B u t

not eve ry company needs or wants this full-service option and there
a re many choices for just programming or just sample. Match the
o f f e rings to your needs and then ask the more specific questions.

2 . How large is your panel?
This seems like a simple question, but panels actually count their

Do some online
interviewing of
your own

Editor’s note: Janet Savoie is senior
director, client development, at Online
Survey Solution, a Nashville
operating unit of M/A/R/C
Research, Irving,Texas. She can be
reached at 615-383-2502 or at
j a n e t . s a vo i e @ o n l i n e s u rve y s o l u t i o n . c o m.

By Janet Savoie

The top 10
questions to ask
prospective online
vendors
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panelists differe n t l y.The number can
re p resent households or indiv i d u a l s .
Panels counting households assume
t h ey have access to eve ryone liv i n g
in that household for survey s
t h rough the individual who actually
signs up for the panel. For instance if
t h ey have one million households
t h ey would assume perhaps 2.5 mil-
lion potential re s p o n d e n t s . Pa n e l s
that count individuals may have
m o re than one person in a house-
hold on their panel but they do not
track that.

The size of the panel is especially
i m p o rtant if you plan to do large
tracking studies that re q u i re unique
respondents for eve ry wave or if yo u
a re looking for low - i n c i d e n c e
gro u p s . If you are doing re s e a rc h
ove rs e a s , what is the panel’s intern a-
tional reach? If they do not have
their own panel do they have re l i-
a ble global part n e rs ?

3 . What do you know about yo u r
p a n e l i s t s ?

The more information know n

about respondents and their house-
hold members , the better it is for the
health of the panel and for panel
bu ye rs . If consumer buying behav-
i o r, h o b b i e s , o c c u p a t i o n , e t c. , can be
t a r g e t e d , f ewer e-mails have to be
sent out - which cuts down on the
number of invitations each panelist
re c e ive s . It is good for re s e a rc h e rs
because it helps keep down the cost
of low-incidence studies. Most panel
companies can supply you with a list
of their targets. Usually the list is
long but they may have only
s c reened a portion of the panel on
each target (except for major demo-
gr a p h i c s ) .What this means is that
t h e re may not be sufficient nu m b e rs
to do the size study you need to do,
especially for B2B. B2B is still diffi-
cult online but for some specific
groups such as phy s i c i a n s , s m a l l -
business ow n e rs and C-level exe c u-
t ive s , panel companies have inve s t e d
in developing sub-panels. Find out
what is ava i l a ble or if they offer a
p h o n e - t o - Web option. M a ny panel
companies regularly re - s c reen pan-

elists for specific inform a t i o n , so a
good follow-up question (if yo u
h ave a group you routinely survey) is
to ask if there is a way to get a ques-
tion or two on soft exits or on
s c reening questionnaire s .

4 . What steps do you take to make sure
I have a representative group taking my
s u rve y ?

Most panel companies can claim
that their panels stack up we l l
against the Census, except for the
e l d e r l y, the ve ry low-income and the
m i n o rity segments. But the base re p-
resentation of the panel is not the
key issue.What is important is the
number and va riability of the
s o u rces for the panelists and the
p rocess used for pulling a re p re s e n-
t a t ive sample. One issue to be awa re
of is that when sample is pulled, t h e
pull is usually based on three va ri-
a bles - age, g e n d e r, g e ogr a p hy - and
it is not pulled by race unless it is
specifically requested by the client.
T h e re is nothing wrong with this,
but from my experi e n c e, c l i e n t s
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a re n ’t always made awa re of it, a n d
t h ey get frustrated when they get
their data back they often have only
2-4 percent A f ri c a n - A m e ricans and
H i s p a n i c s . In the client’s mind a re p
sample is re p re s e n t a t ive on all demo-
gr a p h i c s , not just thre e. Find out
h ow many and which va ri a bles they
a re using.Also make sure to ve ri f y
that when they are pulling sample
that they take into account the
response rates of the different seg-
ments of their panel.

5 . How do I know if Jane Doe really
filled out my surve y ?

This is a hard question for panel
companies to answer as there is no
e q u ivalent to phone validation in
the online wo r l d . Some panels have

a system in place where they re -
s c reen for demos that should not
h ave changed, l i ke gender and ye a r
of birt h , and compare that data to
what is in the re s p o n d e n t ’s re c o rd . I f
t h e re is a discrepancy they can delete
the survey.This process needs to be
combined with passwo rd pro t e c t i o n
so that Jane Doe cannot take the
s u rvey multiple times as differe n t
people and then send it to Jo h n
Smith so he can take it. Pa s swo rd s
i n s u re the survey assigned to Ja n e
can only be taken once.

6 . Do you limit the number of surve y s
respondents can receive ?

E ve ryone is wo rried about pro f e s-
s i onal re s p o n d e n t s , and most panels
claim to have a strict policy of sur-

vey management. Some companies
limit the invitations sent to a
respondent over a certain period of
t i m e ; o t h e rs rest panelists when they
h ave taken a certain number of sur-
vey s . Find out what the policy is
and then join the panel using a per-
sonal e-mail addre s s .That is the best
way to determine their commit-
ment to their policy. In their
d e f e n s e, panel companies are finding
it more and more difficult to con-
t rol survey volume to their panelists
because the demand for online
re s e a rch has dramatically incre a s e d
over the last few ye a rs .The demand
has grown faster than the panels
h ave grow n .Ask what their plan is
to balance supply and demand for
sample with their panel manage-
ment policy.

7 . What information will you need to
g i ve me pri c i n g ?

Although incidence, length in
m i nutes and number of completes
is what is minimally necessary,
companies will usually re q u i re
complexity level and progr a m m i n g
length as well as respondent length
and specific quotas.The more
i n f o rmation you are asked for the
m o re likely the price will be accu-
r a t e. If you are asked all the ri g h t
questions up fro n t , t h e re is lowe r
l i kelihood of price issues down the
ro a d . Of course if your specs
change before or during fielding,
the price will also likely change. I n
g e n e r a l , incidence is the re s p o n s i-
bility of the client, not the ve n d o r.
Most companies are willing to give
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p ricing for several incidence leve l s
if the client is unsure.

8 . Will your programming platform
meet my needs for complexity and
timing? 

The ability to program specific
types of questions (discrete choice), to
handle complex quotas and to offer
cool tools (card sorting) is an impor-
tant area to explore.Ask if they have a
survey demo.You can get a good feel
for their capabilities and a good look
at how they present the questions to
the respondent.This is also a good
time to inquire about the experience
level of the programmers on staff and
where they are located.Are they in-
house or overseas? Will you have
access to them? Will they be on the
kick-off call? And, since timing is
often an issue, what is the typical
turnaround time and can you acceler-
ate a schedule if necessary?

9 . Who will be managing my project? 
Once a project hits the field, t h e

d ay - t o - d ay contact is with the pro-

ject manager. If you are looking for
a company to partner with, yo u
p ro b a bly want to develop a re l a t i o n-
ship with one or two project man-
a g e rs who will be a constant on all
your jobs. F i rst find out the experi-
ence level on the team in re s e a rc h
and in managing re s e a rch pro j e c t s . I f
you do ve ry complex wo r k , ask if
you can be matched with a pro j e c t
manager who can handle that leve l
of complexity.This is a key re l a t i o n-
s h i p :You want someone who under-
stands your re q u i rements and can
anticipate your needs. If you wo r k
well with a particular project man-
a g e r,can they be assigned to all yo u r
p rojects? Will there be a back-up
p e rson assigned? 

1 0 . How do you price your services? 
Does it always come down to

p rice? Clients say no, but they wa n t
to understand how things will be
p riced and if it is a firm pri c e.A re
the charges per hour, per complete,
per amount of sample used? Can
costs be bro ken out so they can

c o m p a re between ve n d o rs? A re
t h e re hidden costs? One unive rs a l
complaint is being nicke l - a n d -
dimed to death. Clients expect pri c e
changes if the length and incidence
change dramatically, but they don’t
l i ke surp rises that knock their bu d-
gets out of the wa t e r.

The right fit
Asking the questions that re f l e c t
what is important to you is cru c i a l
when you are interv i ewing a poten-
tial online ve n d o r. Does the compa-
ny have the re s o u rces to do the job
the way you need it done? Just like
shopping for the right running shoe,
you need to make your choice based
on the right fit for your needs. B u t
in either situation, the proof is ulti-
mately in the pudding.Whether yo u
a re out on the road for the first time
or part n e ring on that first pro j e c t ,
what matters most is if promises are
kept and it feels good. H o p e f u l l y,
asking these questions will help yo u
n a rrow the field down to those who
a re potentially the best options. |Q



My s t e ry shopping, as initially used by many industri e s , wa s
c ru d e, u n s o p h i s t i c a t e d , l a c ked re l i a b i l i t y, and in most cases
was statistically unsound.The early programs had, as their

g o a l , to evaluate retail conditions - that is, h ow products we re mov i n g ,
whether one product line was recommended over others , or how
p rominently a product was displayed and where.

These early my s t e ry shopping programs we re deemed “ o b s e rva t i o n-
a l ” because the program objective was to have the shopper observe and
re c o rd what he or she saw.This approach has advantages but some
d r awbacks as we l l . By making observations only, it is difficult to eva l u-
ate the interaction of retail employees and customers .

M y s t e ry shopping became much more useful as a self-assessment
tool when my s t e ry shoppers - or testers posing as customers or poten-
tial customers - based their evaluations not only on observations bu t
also upon actual retail transactions - for example, p u rchasing a pro d u c t
f rom a sales clerk at a department store, opening an account at a bank,
buying gas, applying for a loan or cashing a check at a teller station.

M y s t e ry shopping comes of age
M y s t e ry shopping was initially thought of as a ve ry subjective and pri-
m a rily a qualitative re s e a rch technique.To d ay by increasing sample
sizes (number of shops), s t a n d a rdizing the scenario or persona of the
s h o p p e r, t h o roughly training the shoppers , adding an objective ques-

tioning format and prov i d i n g
re p o rts quickly in an easy-to-access
f o rm a t , the findings have become
m o re re l i a ble and actionabl e.
T h e re f o re, companies are relying on
my s t e ry shopping more and more.

Most companies got their feet
wet in my s t e ry shopping progr a m s
by conducting the programs annu a l-
ly or at least eve ry two ye a rs .T h ey
s e rved as benchmarks or baselines

and as follow-up programs to evaluate change. N ow management re a l-
izes that my s t e ry shopping done infrequently does not serve a motiva-
tional purpose to help employees improve how they treat customers ;
used that way, it is nothing more than a monitoring tool. If a company
uses shoppers on an ongoing basis, s t o re and branch managers and
e m p l oye e s , awa re that my s t e ry shoppers might visit, a re more care f u l
about how they treat customers and how they display and sell goods.

By having my s t e ry shoppers visit or call branches or stores quart e r l y,
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New problems,
new solutions

Mystery shopping
adapts to serve a
range of needs

Editor’s note: Paul C. Lubin is senior
vice president of Informa Research
Services, Calabasas, Calif. He can be
reached at 212-889-5941 or at
plubin@informars.com.

By Paul C. Lubin
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m o n t h l y, and even we e k l y, the my s-
t e ry shopping technique is capabl e
not only of evaluating sales and ser-
vice quality but also of serving as a
m o t ivational tool to help improve
sales and service and there by incre a s e
customer loya l t y. M o re than 25 ye a rs
of industry experience with my s t e ry
shopping has demonstrated that as
sales professionalism and customer
s e rvice improve so does customer
s a t i s faction and customer loya l t y.

R e t a i l e rs have come to re c og n i z e
the importance of developing and
maintaining a sales culture, as well as
c o n t i nually striving for improve d
s e rvice and customer satisfa c t i o n .A s
a re s u l t , ongoing my s t e ry shopping
has become a popular re s e a rch and
self-assessment technique.

Tr a d i t i o n a l l y, my s t e ry shopping
has been used to eva l u a t e, m o n i t o r
and improve sales skills, s e rv i c e
s t a n d a rd s , operating pro c e d u re s , t h e
branch or store env i ro n m e n t , t r a f-
f i c, staffing efficiencies, t r a n s a c t i o n
p rocessing and training progr a m s .
N ow the re s e a rch technique is

being applied to address bu s i n e s s
r isk and legal or compliance issues.
In fa c t , the technique is extre m e l y
well-suited for this because it pro-
files the sales and service pro c e s s
and can tell whether customers are
being treated fairly and honestly
and whether the applicable legal
and re g u l a t o ry re q u i rements are
being followe d . E ven gove rn m e n t
e n f o rcement agencies and local
c o m munity groups are using the
technique to test for discri m i n a t i o n
in the real estate and mort g a g e
bu s i n e s s .

By implementing a we l l - d e s i g n e d
my s t e ry shop program a company
can limit the risk associated with
inconsistent sales and service acro s s
its branch and store network and
t h e re f o re help to maximize reve nu e s
per dollar spent on bri c k - a n d - m o rt a r
l o c a t i o n s , telephone centers and
retail employee wa g e s . In addition, a
my s t e ry shop program can help a
c o m p a ny defend itself against allega-
tions of unfair or misleading sales
practices and discri m i n a t i o n .T h e s e

allegations can have a substantial
impact on company reputation and
sales and can result in significant
legal costs and ultimately settlements
or civil penalties.

One of the first steps in building a
sales and service culture that tre a t s
c u s t o m e rs fairly is to determine the
c u s t o m e rs ’ re q u i rements and the
specific cues and sales and serv i c e
b e h av i o rs and processes that show
c u s t o m e rs that their needs are being
m e t .The next step is to incorp o r a t e
those behav i o rs and processes into
the company ’s sales culture by cre a t-
ing guidelines and pro c e d u res for
handling customer inquiries and
t r a n s a c t i o n s .The company should
then continually monitor the per-
f o rmance of employees and its sales
and service process and let the
e m p l oyees know how well they are
a d h e ring to the sales and serv i c e
g u i d e l i n e s .

Implementing my s t e ry shopping
A carefully stru c t u red plan is needed
to implement a successful my s t e ry
shopping progr a m .

1 . D e t e rmine a clear objective. I t
might be to measure and motiva t e
a d h e rence to your sales and serv i c e
g u i d e l i n e s . Or you may want to
diagnostically assess your sales and
s e rvice practices ve rsus the competi-
t i o n .Then again it might be to check
on compliance with re g u l a t o ry
guidelines and the law.

2 . Select the right form of my s t e ry
s h o p p i n g. Ongoing or tracking pro-
grams - monthly, bimonthly or quar-
terly - will help you continu a l l y
m e a s u re and motivate employe e s .
T h ey also help to spot and re m e d y
issues quickly. Diagnostic my s t e ry
shopping programs profile the sales
and service process and uncover yo u r
s t rengths and we a k n e s s e s .These pro-
grams are usually conducted once or
twice a year and help identify specif-
ic areas where sales and service can
be improve d .

3 . D e t e rmine the sales or delive ry
channels to my s t e ry shop. To d ay com-
panies market and service customers
t h rough a va riety of channels: s t o re s ,
t e l e p h o n e,the Web and mail.
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M y s t e ry shopping each of these
channels helps the company maxi-
mize its sales and serv i c e.

4 . S i mulate an actual customer experi -
e n c e. I t ’s best to do this by re c ru i t i n g
p rofessional my s t e ry shoppers who
closely match the profile of yo u r
customer base.The shoppers should
be objective, unbiased and smart .
This will help limit shopper detec-
tion and provide for easy acceptance
by management.

While some companies use their
own customers to my s t e ry shop, t h i s
a p p roach can be misleading. B e c a u s e
c u s t o m e rs evaluate the employee and
c o m p a ny while conducting their
own transactions, the approach of
using customers does not provide the
p recision needed to detect inconsis-
tencies in how the company
responds to certain scenarios or situ-
a t i o n s . Hence the information pro-
vided is not as actionable in re m e d y-
ing employee non-adherence to
c o m p a ny policy and guidelines on
h ow to serve customers .

5 . Train the shoppers thoroughly.T h e
training should cover the progr a m ’s
o b j e c t ive s , unless it is for legal or
re g u l a t o ry compliance. If that is its
p u rp o s e, check with your legal
counsel before informing the shop-
p e rs about the true objectives of the
p rogr a m . R ev i ew the scripts and
conduct ro l e - p l ays to ensure the
s h o p p e rs are comfort a ble with the
s c e n a ri o s .And cover the question-
n a i res and your sales and serv i c e
guidelines with the shoppers .

To help ensure a cre d i ble progr a m ,
re c ruit professional my s t e ry shoppers
who have the ability to complete the
my s t e ry shops and who re p resent the
d e m ographic composition of the
customer base. Most my s t e ry shop-
p e rs today are females working part -
t i m e. Females may or may not be
t reated the same as males.The same
is true for whites,A f ri c a n - A m e ri c a n s
and Hispanics, e t c.

6 . I n f o rm your employees about the
shopping program (but do not tell them
when or where the shops will occur). T h i s
will help build support for the pro-
gram and will clearly commu n i c a t e
to employees the importance man-

agement places on employee adher-
ence to its sales and service guide-
lines and policies.

7 . D e velop a questionnaire that is easy
to understand and complete. A compli-
cated questionnaire hinders a shop-
p e r ’s ability to accurately re c o rd the
e x p e rience encountered when meet-
ing or interacting with the employ-
e e. M a ke sure the shoppers take with
them the questionnaire they will
need to complete when traveling to

(or pre p a ring to phone call or log
into a Web site) the company they
will shop. Be sure that the shoppers
complete the questionnaire immedi-
ately after completing their assign-
m e n t s .This will ensure that the
s h o p p e rs are accurately re c o rding the
sales and service performance of
your employe e s .

8 . The shopper questionnaire should be
sight- and computer-edited. R ev i ew the
q u e s t i o n n a i res completed by the
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s h o p p e rs before providing feedback
to your employe e s . Using an
I n t e rnet-based re p o rting mechanism
helps prevent the shoppers fro m
e n t e ring inconsistent answe rs . I t
does not however prevent shoppers
f rom entering verbatim comments
that do not match their yes/no com-
ments describing what was experi-
e n c e d . C a reful training helps to con-
t rol this. Still you will need to
rev i ew the verbatim comments
o f f e red by the my s t e ry shoppers . I f
t h e re are inconsistencies you will
h ave to speak to the shopper to
re s o l ve the issue.

9 .The reports should cl e a r ly identify
your strengths and weaknesses. T h e
re p o rting program should prov i d e
the flexibility to provide feedback to
your store s , branches and employe e s .

1 0 . The reports should be provided as
q u i ck ly as possible to the employe e s
s h o p p e d . This increases the actionabil-
ity of the information since man-
a g e rs can more rapidly address and
remedy pro bl e m s . Consider hav i n g
the shoppers transfer the answe rs

t h ey re c o rded on the paper question-
n a i re to an Internet questionnaire.

1 1 . Consider developing a numeri c
s c o ring system that objective ly measures
e m p l oyee perform a n c e. This will help
you easily identify the degree of
a d h e rence or non-adherence to
your sales and service guidelines and
p o l i c i e s .

1 2 . If the purpose of the shopping pro -
g ram is to motivate and recognize perfor -
m a n c e, i n clude the results in an incentive
p r o g ra m . The my s t e ry shop score
should be used with other perfor-
mance measures - re t e n t i o n , s a l e s
grow t h , p rofits and new accounts -
to help motivate and rewa rd employ-
ee perform a n c e.

1 3 . C o a ch your employees based on
the results. The branch manager or
training department should use the
my s t e ry shop results to help coach
the employees on how to improve.
By describing the results of the
my s t e ry shopping to employees on
an ongoing basis employees yo u
consistently remind employees that
the company is measuring adher-
ence to its sales and service standard s
and policies.

The benefits of my s t e ry
s h o p p i n g
The turn of the century has bro u g h t
with it dive rse markets and new
m a r kets (Afri c a n - A m e r i c a n s ,
H i s p a n i c s , A s i a n s , f e m a l e s , s e n i o rs
and so fort h ) , n ew technologi e s
and almost instantaneous inform a-
t i o n . C o n s u m e rs are inform a t i o n -
h u n gry and making new demands.
T h ey learn and react quickly, e s p e-
cially when they are not tre a t e d
well or feel they have been misled
o r, even wo rs e, d i s c ri m i n a t e d
a g a i n s t .This heightens the impor-
tance of ensuring that customers
a re treated fairly and consistently
and that their needs are met.
C o m p a ny share h o l d e rs ,Wall Stre e t ,
consumer advo c a t e s , the media,
federal and state and local re g u l a-
t o rs and community groups are all
m o re invo l ved than ever before.
Wall Street and company stake-
h o l d e rs want to make sure that
your firm is maximizing its rev-

e nues and minimizing expenses.
Consumer advo c a t e s , c o m mu n i t y
groups and law enforcement wa n t
to make sure consumers are not
misled - and that they are tre a t e d
fairly and have equal access to
goods and serv i c e s .

M y s t e ry shopping will pinpoint
your strengths and weaknesses for
training and policy refinements and
help you take maximum adva n t a g e
of sales and service opport u n i t i e s .
M o re import a n t l y, you can assess
the sales and service pro c e s s ; eva l u-
ate employee product know l e d g e,
d e t e rmine the discove ry skills of
your employe e s ; and learn how
your employees treat customers .

M y s t e ry shopping can help yo u r
c o m p a ny increase market share and
p rofits while ensuring that your sales
and service practices are fair and
e q u a l . U n l i ke customer satisfa c t i o n
re s e a rch conducted via the tele-
p h o n e, mail or Internet - which only
m e a s u res what customers re m e m b e r
and perceptions of the serv i c e
re c e ived - my s t e ry shopping capture s
i n f o rmation at a moment when the
e m p l oyee is serving the customer or
potential customer.Thus it can be
used to measure and improve the
sales and service experience encoun-
t e red by current and potential cus-
t o m e rs . It profiles the customer-
e m p l oyee interaction and tells yo u
whether it is consistent and of a
n a t u re that adheres to your standard s ,
while maximizing customer satisfa c-
tion and sales.

N ew challenge s
Companies face many new chal-
lenges today. M y s t e ry shopping can
p l ay a prominent role in your sales
and service strategy. It will help
e n s u re optimal performance acro s s
multiple delive ry channels while
maintaining re a s o n a ble management
ove rsight of sales practices for com-
pliance and legal re a s o n s .And my s-
t e ry shopping will help you re i n f o rc e
the importance of sales and serv i c e
to the frontline staff. Ultimately this
will help improve sales and share-
holder value by controlling attri t i o n
and improving customer loya l t y. |Q





In an age in which consumer markets are becoming increasingly
powerful, continually assessing how well your company is fulfilling
consumer expectations of your brand is no longer a luxury relegated

to the realm of big corporations. It’s a necessity that can ensure success
for even the smallest of retail operations.And failing to implement this
kind of evaluation can mean an untimely death to your business.

While it’s easy to believe this type of assessment can be conducted
under the umbrella of an in-house marketing or quality-assurance
department, the truth is such perspectives often are skewed according to
a number of factors, including personal bias, demographic alignment
with your brand or product, and the simple fact that employees are not
customers and therefore do not share the same perspective. Likewise,
customer surveys of any type (online, mail, in-store), while an often
revealing and helpful practice, tend to deliver subjective results based on
an individual’s general interpretation of his or her experience as “good”
or “bad.”

So just how do you obtain an accurate assessment of how well you’re
delivering on your brand’s promise? And how do you evaluate the less
tangible elements of your brand standards - the ones that are hard to
quantify numerically but are so vital to the overall look and feel you
have designed?

Enter the mystery shopper. Sometimes stereotyped as a subjective and
slightly campy approach to evaluat-
ing employees’ delivery of customer
service (think trench coats, wigs and
dark sunglasses), mystery shoppers
actually embody the balance
between employee and customer
and, if used correctly, mystery shop-
per programs can provide an insight-
ful and accurate means of measuring
both tangible and intangible ele-
ments of your brand. Furthermore,
the highly structured, specific feed-
back you receive from such a pro-
gram can prove to be a valuable

management tool, serving to continually build your brand, inform and
reinforce training, communications and sales strategies, motivate staff,
increase your competitive intelligence and, ultimately, ensure absolute
consistency in every area of your operations.

In other words, if you’re not using a mystery shopper program - or

How mystery
shopping programs
can boost your
brand and your
bottom line
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By David Rich

Editor’s note: David Rich is president
of the Mystery Shopping Providers
Association and president of
ICC/Decision Services, a Wayne,
N.J., mystery shopping firm. He can
be reached at drich@iccds.com.

Beyond customer
service
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you’re not using the one you’ve got
to its full advantage - you could be
overlooking a powerful competitive
weapon.

Build your brand
Think about your last restaurant meal.
Chances are you remember what you
ate, who you were with and whether
or not your server was pleasant.And if
your service was slow or less than sat-
isfactory, you probably remember that
too. (In fact, you’re more likely to
remember bad service than good.)
But do you remember how long it
took for the host or hostess to seat
you, or how many minutes it took for
bread or water to arrive at your table?
For that matter, how long did it take
for your server to greet you? If you
ordered hot food, was your plate also
warm? Were serving sizes consistent
with the restaurant’s standards? Were
your beverages refilled at appropriate
intervals? Did your server check on
you the requisite number of times?
Just how did you decide whether

your experience was good or bad?
And just what elements constitute
one or the other?

If yo u ’re a typical consumer, yo u
p ro b a bly can’t answer ve ry many of
these questions, nor should you have
t o.After all, yo u ’re there to enjoy the
overall dining experience not to dis-
sect it. It goes without say i n g , t h e n ,
that your assessment of that experi-
ence will be based pri m a rily on two
general fa c t o rs : past experience with
the brand and expectations deve l-
oped as a result of those experi-
e n c e s .And if your experience met
or exceeded these potentially arbi-
t r a ry expectations, yo u ’d pro b a bl y
rate it as “ g o o d ” re g a rdless of
whether or not specific standard s
we re actually fulfilled.

Now think about the difference
between a typical customer’s assess-
ment and that of a mystery shopper.
Unlike a typical customer, a trained
mystery shopper will have in hand a
detailed list of expectations based
specifically on the standards and goals

of that particular brand.And where a
normal consumer might not notice
the particular details of the experi-
ence, such as the time it takes to
receive seating or obtain service,
whether background music is
switched on and playing at the cor-
rect volume or whether the size of a
meal portion is correct, a mystery
shopper will note these things and
more in detail, painting an accurate
and thorough picture of just how well
your operation is performing when
you aren’t there.

After all, c o n s u m e rs come back
when they know they can count on
re c e iving the same quality, s e rv i c e
and product eve ry time - no matter
w h e re they are. I t ’s as simple as that.
And the companies that master this
concept are the companies most
l i kely to top sales within their
n i c h e.

Ta ke Starbu c k s , for example. N o
matter which city or store they ’re
i n , c u s t o m e rs know precisely what
to expect - not simply in terms of
s e rv i c e,but in terms of ove r a l l
e x p e ri e n c e. Each store ’s pro d u c t ,
d e s i g n , a t m o s p h e re, décor and ser-
vice is so pre d i c t a ble that it
becomes intuitive ; as a re s u l t , c o n-
sumer behavior and response can
also be accurately predicted - mak-
ing it even easier to design pro m o-
t i o n s , i n c e n t ives and products that
will immediately boost sales.

H ow do Starbucks and other simi-
larly successful businesses achieve
this kind of consistency - and enjoy
greater re t u rns as a result? By identi-
fying and statistically quantifying
eve ry conceiva ble element of the
overall consumer experience - and
then continually analyzing just how
consistently those elements are
d e l ive re d .

Continual assessment
What’s the difference between a store
that offers customers an in-store
charge card at checkout every time
and one that makes the same offer just
20 percent of the time? An annual
sales increase of $90,000 per store,
according to the experience of one
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national clothing retailer.
How did they make such a discov-

ery? By using a mystery shopper pro-
gram to provide continual assessment
of their operations.And when analysis
revealed that the majority of employ-
ees weren’t offering a charge card at
the point of sale (something they
were trained to do), the mystery
shopper reports provided valuable sta-
tistics on the frequency of such offers.
They also served as a valuable bench-
mark for improving this particular
aspect of in-store service - yielding
such a substantial ROI in the process
that the mystery shopper program
didn’t just become self-funding, it
became an integral part of the retail-
er’s training and growth strategy.

In this instance - as in so many oth-
ers - mystery shoppers combined the
interests and objectives of the retailer
with the eyes and perspective of the
target consumer, accumulating statisti-
cally quantifiable data about sales per-
formance and potential in the process
- data that could then be used to rein-

force expectations and training strate-
gies at all levels.

Improve performance
Clarifying employee expectations and
creating reward and incentive
schemes go hand in hand with
increasing sales - and mystery shopper
programs are a perfect vehicle for
combining these objectives.

The question of whether or not
to inform employees of a my s t e ry
shopper program is up for debate,
but informing employees of such a
p rogram (one common practice is
to do this after the first my s t e ry
shop has been completed) yields all
kinds of opportunities to re i n f o rc e
training and standard s . M y s t e ry
shopper programs can also prov i d e
management staff with a means of
c l a rifying expectations in such a
way that employees are not judged
in subjective terms (like good, b a d
or average) but instead are assessed
in terms of whether employe e s
i n d ividually or collectively fulfilled

p a rticular standards for service and
p e r f o rm a n c e.

Likewise, the same data can be tied
to incentive and reward programs as a
means of fostering a culture based on
sales and quantifiable performance
(for instance either you built the dis-
play or you didn’t; you greeted an
incoming customer or you didn’t).
After all, in the words of Tom Peters,
“What gets measured gets done.”And
if an employee has a clear list of the
standards they’re expected to meet -
and they know they’re being mea-
sured against them - the likelihood of
those standards being consistently ful-
filled increases dramatically.And so
does your bottom line.

Competitive audits
Further proof that the scope and
advantage of mystery shopper pro-
grams extends well beyond that of a
perfunctory customer service evalua-
tion is their effectiveness as a tool for
conducting competitive audits - and
for building a body of competitive
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intelligence that can be used to
i n f o rm your own pro d u c t , s t a f f i n g
and service-based decisions as we l l
as long-term strategic deve l o p m e n t .

Less we l l - p u blicized than most
aspects of a my s t e ry shopper pro-
gr a m , c o m p e t i t ive audits (sending
my s t e ry shoppers to assess va ri o u s
aspects of a competing brand or
s t o re) provide an opportunity for
you to observe, test and analyze the
operations and performance of
those competing for your marke t
s h a re. In this case, my s t e ry shoppers
offer you a consumer-based per-
s p e c t ive through the mind of a
trained market re s e a rc h e r.

As with using a my s t e ry shopper
within your own operations, t h e
resulting data can be used as a
benchmark against your own brand
e x p e ri e n c e. It can also reveal are a s
of quality, s e rvice or perform a n c e
that fall short in compari s o n , p ro-
viding yet more quantifiable data
f rom which to generate additional
training or redesign existing
e m p l oyee education.

Identify patterns and tre n d s
Delineating strengths and we a k-
nesses in contrast with your compe-
tition is just the tip of the iceberg
when it comes to the change
potential offered by a my s t e ry
shopper progr a m . O bv i o u s l y, a ny
assessment of employee perfor-
mance will also identify possibl e
p ro bl e m s , c o n c e rns or ove rsights in
a va riety of important are n a s ,
including ensuring the fair and
equal treatment of customers
re g a rdless of race, gender or appear-
a n c e, and the competent handling
of product quality issues, q u e s t i o n s
and complaints.

B eyond this list, h oweve r, my s t e ry
shopper programs are a va l u a bl e
means of creating - and maintaining
- an on-site re c o rd of fa i l u res and
a c h i evements such that patterns and
t rends can be quickly and easily
identified and changes can be
implemented as necessary.T h e s e
t rends run the gamut from ve ry
basic to more complicated issues

l i ke employee-customer interac-
t i o n , m a n a g e r - e m p l oyee interac-
t i o n , the frequency of upselling
( remember the in-store charge
account case?) or the re g u l a ri t y
with which menu s , signage or dis-
p l ays are re f reshed or updated.

And while nobody wants to
e n t e rtain the prospect of a law s u i t ,
simply ensuring that a store is fre e
f rom obstacles, the lights are on in
the parking lot, and sanitary condi-
tions are maintained in store
re s t rooms can pay dividends in
ave rting litigious action - not to
mention unwanted publ i c i t y.
S i m i l a r l y, my s t e ry shoppers are also
an effective tool for reducing pro d-
uct theft and measuring the effec-
t iveness of in-store security systems.

S u p p o rt and quantify
C l e a r l y, the influence of a my s t e ry
shopper program can extend into
almost eve ry facet of your bu s i n e s s ,
o f f e ring a sound analysis of best
practices and re l i a ble data on
which you can continually bu i l d
and expand your brand. M y s t e ry
shopper programs are both an
i nva l u a ble source of insight into
the effectiveness of your curre n t
operations and into the potential
for future changes and improve-
m e n t s .T h ey can also be used as a
means of testing those changes as
well as evaluating the practices of
your competition.

S t r a t e gi c a l l y, the information col-
lected through the consistent use of
a my s t e ry shopper program can
shed light on vitally import a n t
we a k n e s s e s , s t re n g t h s , p a t t e rns and
t rends across all strata of your oper-
a t i o n s , p roviding data to support
and quantify decisions that may
otherwise be based on intangi bl e
ev i d e n c e.

In other wo rd s , c o n s i s t e n t
implementation of a my s t e ry
shopper program within a sales-
and serv i c e - o riented culture can
translate into reve nue growth sub-
stantial enough that such a pro-
gram will, u l t i m a t e l y, p ay for itself
in div i d e n d s . |Q
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By David McAleese

Editor’s note: David McAleese is co-
founder and CEO of A Closer Look,
a Norcross, Ga., mystery shopping
firm. He can be reached at 888-446-
5665.

Arecent posting in a chat room for mystery shoppers states,“I just
took the test at a company site and failed it.Why does this com-
pany want me to do this test? I thought mystery shopping was

just that, not how smart you are! I think this site might be a little picky
about who they hire.”

Given the erroneous, spam-fueled claims of easy money and free
products garnered from mystery shopping, the floodgates have opened
up, and anyone with a computer wanting to make a little money on the
side thinks they are the perfect candidate for mystery shopping.After all,
we all shop, so therefore we all qualify to be mystery shoppers, right?
Absolutely not! Mystery shopping companies have a right to be picky
about their shoppers.The shopper reports are the product they are sell-
ing, and if the product doesn’t live up to expectations, clients will cer-
tainly go elsewhere.

There is much more to mystery shopping than just enjoying the
shopping process.Attention to detail, excellent grammar skills, objectivi-
ty, reliability and the ability to express oneself clearly and succinctly are
absolutely critical.

Recruiting only the best independent contractors
The Web has made shopper re c ruitment ve ry easy and cost-effective, b e n-
efiting the industry as a whole. H oweve r, it has also opened the door for

s c a m m e rs and illegitimate companies.
H ow do you differentiate your com-
p a ny from others and get the best
s h o p p e rs to re gister with yo u ?

First, if you haven’t already joined
the Mystery Shopping Providers
Association (MSPA), consider apply-
ing for membership.The association
is the largest in the world dedicated
to mystery shopping.The MSPA
Web site, www.mysteryshop.org,
allows visitors to search for compa-
nies by location or specialty. Being

listed on the site gives your company credibility, and shoppers who do
their homework will sooner or later end up at the MSPA site.

Next, use the Web to your advantage. Register your site with the big
three search engines, establishing keyword phrases that prospective shop-
pers will likely search, such as “mystery shopping company” and “secret
shopper.” Make sure your Web site is user-friendly for prospective shop-
pers.A good way to find out whether your site is truly easy to navigate

Shopping for
shoppers

Surefire ways to
cultivate the
brightest mystery
shoppers
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is to solicit input from current and
prospective shoppers.

Also, be sure to advertise for shop-
pers on message boards and within
chat rooms.Three good ones to check
out are www.mysteryshop.org,
www.volition.com and
www.mymommybizboards.com. By
targeting these and similar sites, your
likelihood of finding quality shoppers
is much higher than Internet advertis-
ing on sites that aren’t directly related
to mystery shopping.

Last but not least, one of the most
productive forms of recruitment is
word-of-mouth. Great shoppers are
like gazelles and tend to herd togeth-
er. Identify your best shoppers and tap
into them for referrals.This is an
especially good tactic when you have
to field a study quickly in a new area.

Downplay demographic
information
Now that you have a pool of shopper
candidates, it’s important to weed out
those who don’t possess the skills
needed to do a good job.There are

several ways firms currently qualify
shoppers, but not all of them reap the
very best candidates.

Many mystery shopping companies
qualify shoppers based solely on
demographic information, but what
does that really tell you? If we know
Sally Shopper is 5’4”, married, holds a
college degree and earns $52,000 a
year, does that mean she can objec-
tively and thoroughly evaluate the
client’s business? It may give a sched-
uler insight into whether she fits a
client’s customer profile, but does she
possess the skills needed to be a good
shopper? Even having an Ivy League
education doesn’t necessarily make
someone a great shopper.

In addition to possessing excellent
grammar skills, the top shoppers are
observant, organized, perceptive,
focused and detail-oriented. In a
casual-dining restaurant, for example,
the timing of the food is extremely
important to managers. For instance,
they want to confirm that the salads
arrived five minutes after the appetiz-
ers were cleared, that the main course

was delivered within seven minutes
after the salads were removed and that
desserts were served seven minutes
after ordering.An astute shopper
keeps track of the timing, while also
evaluating the server’s knowledge,
appearance, efficiency and interper-
sonal skills.

In qualifying shoppers, it’s best to
consider a two-phased approach,
introducing both quantitative and
qualitative criteria. If you think about
it, rarely do you hire anyone without
a minimum of two interviews. Hiring
a mystery shopper should be no dif-
ferent.They are representing your
company, and their skills and fit
should be as important to you as if
you were hiring them to work in
your office full-time.

Issuing a two-phased test doesn’t
have to be a drain on your existing
staff. Begin with a quantitative sec-
tion, which will help to weed out
shoppers who don’t possess the basic
skills required for a mystery shopper.
Include questions that test an appli-
cant’s grammar, spelling and sentence
structure skills.

This quantitative section should be
short, between 10 and 12 questions,
and is well-suited for multiple choice
and yes/no questions, which are easily
graded.

To ensure cre d i b i l i t y, e x p e rts suggest
generating extra questions, so no two
applicants get the same set of ques-
t i o n s , o r, if you allow an applicant to
re t a ke the test, t h ey do not take an
identical test. I t ’s also a good idea to
randomize the questions so there is
va riety both in the type of questions
and in the order in which they appear.

It’s relatively simple to put together
a test for shoppers. One approach is to
solicit questions from your staff; they
have a vested interest in working with
quality shoppers.Another approach is
to tap the Web for sample tests. Use
the search term “free spelling test” for
instance.

The argument for an aptitude
test
An argument can also be made for
testing shopper aptitude by including
a couple of analytical, sequencing or
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numerical questions.This aspect helps
to measure an applicant’s ability to
follow instructions, while also testing
their intellect.

T h e re is a distinct benefit to incor-
porating these types of questions
since shoppers are re q u i red to assess a
c l i e n t ’s strengths and we a k n e s s e s , s ay s
Stephanie Husk, p resident of Deep
Blue Insight Gro u p, I n c. , an A t l a n t a
re s e a rch firm .“Analyzing a compa-
ny ’s strengths and we a k n e s s e s
re q u i res critical thinking skills. It is
i m p o rtant that a shopper’s answe rs be
o b j e c t ive and well thought out,” s h e
s ay s .

In terms of scori n g , apply the stan-
d a rd grading scale used in schools.
People who score 90 percent and
higher should automatically move on
to the qualitative section of the test.
Applicants scoring between 70-89
p e rcent are on the bu b ble and their
n a rr a t ive should be closely eva l u a t e d .
Those applicants scoring 69 or
b e l ow should be thanked for their
time and dismissed.

Some of the applicants you turn
d own may want to re t a ke the test, s o
d e t e rmine how many times a pers o n
can take the test, keeping track of
their attempts via their e-mail
a d d re s s .Two attempts should be suf-
ficient to determine if a shopper is
right for your organization.

Passionate people are pre f e rre d
The narr a t ive is a ve ry import a n t
p a rt of a pre-qualification test. I n
addition to measuring writing skills,
and the ability to express one’s opin-
i o n s , you should ask an applicant to
submit his or her observations about
a recent shopping, dining or cus-
tomer service experi e n c e.

N a t u r a l l y, you want to find people
who are passionate about eating out,
s t aying in hotels or shopping.T h ey
can be discriminating about the ser-
vice and pro d u c t .When your client
reads comments about a shopper’s
e x p e ri e n c e, he or she is going to
want more than “ Ye s , I think it wa s
g o o d .”

Finding out whether a shopper is
t ruly passionate can be determ i n e d
by the way a shopper answe rs the

n a rr a t ive question. Instead of asking,
“ Tell us about a recent re s t a u r a n t
e x p e ri e n c e,” Husk suggests taking it
one step furt h e r, asking a follow - u p
question such as:“What made it
gre a t ? ” or “What could they have
done better?”

R ev i ewing these narr a t ives obv i-
ously takes time. Consider paying an
editor to rev i ew the applications, o r
perhaps even hire a college student
m a j o ring in English, giving them

specific guidelines on how to gr a d e
the potential shopper’s submission.
T h e re are several elements that
should be rated:

• grammar and spelling;
• sentence stru c t u re ;
• ability to express oneself;
• attention to detail;
• ease and flow of wri t i n g .
These items can be we i g h t e d

e q u a l l y, or the most important ones
can be weighted appro p ri a t e l y. Fo r
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i n s t a n c e, if the ability to express one-
self and attention to detail are most
i m p o rt a n t , assign those sections a
higher point value than the others.

S egmenting your shoppers
Similar to how companies segment
their audiences for marketing pur-
p o s e s , you should segment yo u r
s h o p p e rs based on their aptitude and
p e r f o rm a n c e.In order for a shopper
to give an accurate assessment, he or
she must be a frequent patron of
s h o p s , restaurants or services of the
c l i e n t ’s caliber.

The narr a t ive often prov i d e s
insight into which types of shops are
s u i t a ble for the applicant, e n a bl i n g
you to appro p riately assign yo u r
a u d i t s .An exception would be high-
end or extremely detailed shop loca-
tions such as fine re s t a u r a n t s , e x p e n-
s ive department stores or full-serv i c e
d ay spas. In those cases, i t ’s wise to let
your best, most seasoned shoppers
handle these assignments.

The initial testing process should be
just that - the start of a shopper’s file.

After each completed shop, c o n s i d e r
assigning a gr a d e, s c o ring the timeli-
ness of the re p o rt , grammar and
s p e l l i n g , attention to detail and the
ability to follow instru c t i o n s . Keep a
running average of each shopper’s
s c o re, so when you are fielding shop-
p e rs for your clients, i t ’s easy to identi-
fy the best shoppers , e n s u ring that the
c l i e n t will be pleased with the re s u l t s .

C o rral certified shoppers
The Mystery Shopping Prov i d e rs
Association offers a certification pro-
gram for shoppers , testing their
k n owledge of the industry. S h o p p e rs
must pay a fee and pass a test to
become cert i f i e d . S i l ver cert i f i c a t i o n
can be earned by passing an online
t e s t ; h oweve r, gold cert i f i c a t i o n
re q u i res that a shopper attend a full-
d ay seminar before taking the test.

T h e re is definitely a corre l a t i o n
b e t ween silver/gold certification and
great shoppers .Those who are will-
ing to invest time and money
becoming certified take their assign-
ments seri o u s l y.

Although a certified shopper
should still be re q u i red to pass the
test you institute, d evise a way to
identify the silver/gold shoppers , a n d
tap into them fre q u e n t l y.

S t a ging seminars 
In some instances, it is beneficial to
hold a shopper seminar for a client.
This gives selected shoppers the
o p p o rtunity to hear directly from the
client what is most important to
t h e m .

Eddie Va l e n t e, d i rector of opera-
tions for Atlanta-based Buckhead Life
Restaurant Gro u p, s ays that shopper
s e m i n a rs are beneficial.“ H o s t i n g
s e m i n a rs for shoppers gives us the
o p p o rtunity to explain in-depth our
p h i l o s o p hy and what we are looking
f o r,” he say s .“ D u ring the seminars ,
we tell shoppers that we are not nec-
e s s a rily looking for food rev i ew s .
R a t h e r, we want them to pay special
attention to the technical aspects of
the serv i c e.”

To Va l e n t e ’s point, p rior to each
a s s i g n m e n t , no matter how experi-
enced a shopper is, i t ’s important to
educate him or her on the company ’s
p h i l o s o p hy and overall objective s . I n
o rder to pre p a re shoppers adequately,
re q u i re that they rev i ew the shop
g u i d e l i n e s , making sure to post any
special notes that are specific to the
client or their locations.

Best and bri g h t e s t
Building a database of superi o r
s h o p pe rs will ensure that you are
p roviding eve ry client with the best
and bri g h t e s t .T h ey will consistently
generate re p o rts that are timely,
o b j e c t ive, practical and re l eva n t ,
helping management easily identify
potential issues before they become
p ro blems while re c ognizing staff
m e m b e rs for exe m p l a ry perfor-
m a n c e.As a re s u l t , clients will con-
t i nue to see the value in the serv i c e
you prov i d e, and your client re t e n-
tion rate will incre a s e, p roving the
maxim we my s t e ry shopping compa-
nies frequently pre a c h :“The cost of
maintaining a customer’s loyalty ove r
time is much lower than the cost of
gaining a new one.” |Q





My s t e ry shopping is one of many techniques used to deve l o p
an understanding of the customer experi e n c e. People who
a re either real customers or who fit the desired customer

p rofile go through actual product or service encounters .A f t e r wa rd s ,
these shoppers systematically re c o rd the incidence of specific events or
e m p l oyee behav i o rs and often make additional measurements or
o b s e rvations re g a rding the pro d u c t / s e rvice experience as we l l .

M y s t e ry shopping can provide a va riety of benefits and insights,
i n c l u d i n g :

• Enabling an organization to monitor compliance with
p ro d u c t / s e rvice delive ry standards and specifications.

• Enabling marke t e rs to examine the gap between promises made
t h rough adve rtising/sales promotion and actual service delive ry.

• Helping monitor the impact of training and performance improve-
ment initiatives on compliance with or conformance to pro d u c t / s e r-
vice delive ry specifications.

• Identifying differences in the customer experience across differe n t
d ay part s , l o c a t i o n s , p ro d u c t / s e rvice types and other potential sourc e s
of va riation in pro d u c t / s e rvice quality.

M y s t e ry shopping also has some important limitations:
• Limited projectability - traditionally, while my s t e ry shoppers are

v i ewing pro d u c t / s e rvice experi-
ences from the customer’s side of
the tabl e, s h o p p e rs may not be gen-
uine customers . ( I n c re a s i n g l y, due to
the sophistication of client customer
management systems and the sce-
n a rios that re q u i re testing, real cus-
t o m e rs need to be re c ruited to con-
duct the eva l u a t i o n s . Such an
a p p roach adds credibility to any
client program and is incre a s i n g l y
essential within certain market sec-
t o rs [e. g . , financial serv i c e s ] . )

• The cri t e ria used by my s t e ry
s h o p p e rs to monitor the quality of pro d u c t / s e rvice encounters will
only be useful in effective management of customer experiences to the
d e gree that these cri t e ria are based upon actual customer expectations,
needs and re q u i re m e n t s .

• Continuous efforts to keep cri t e ria consistent with evolving cus-
tomer needs and re q u i rements must be undert a ke n .
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He can be reached at 859-384-7176
or at randy.brandt@maritz.com.
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of my s t e ry shopping
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U n d e rstanding the strengths and
weaknesses of altern a t ive methods of
c a p t u ring the voice of the customer
- and how they impact an organiza-
t i o n ’s ability to address altern a t ive
m a n a g e rial objectives and applica-
tions - is a key to building a compre-
h e n s ive and effective customer expe-
rience management system. If my s-
t e ry shopping is to be a part of that
s y s t e m , t h e re are several method-
o l ogical considerations that must be
a d d re s s e d . In part i c u l a r, the follow i n g
issues should be considered care f u l l y
in designing and executing a my s t e ry
shopping progr a m :

1 . Selection of the attri butes and eva l u -
a t i ve cri t e ria used by the my s t e ry shopper.

E n s u re that the attri bu t e s / c ri t e ri a
used by my s t e ry shoppers re f l e c t
things that are important to cus-
t o m e rs .What do customers want or
expect from the pro d u c t / s e rv i c e
e x p e rience? What does the customer
s e e, e x p e ri e n c e, s c rutinize and eva l u-
ate? A n swe rs to these questions let
the organization act to actually
i m p rove customer satisfaction and
l oya l t y.

The re l a t ive importance of the
a t t ri butes also should be taken into
a c c o u n t .This will ensure that any
weighting scheme used to compute
my s t e ry shopping scores accurately
reflects the differential impact of

each attri bu t e, and gives the gre a t e s t
weight to the attri butes that are most
influential in determining ove r a l l
customer satisfaction and loya l t y.

M e a s u res and cri t e ria used by my s-
t e ry shoppers should be aligned with
those used in survey s , comment card s
and other methods of gauging the
customer experi e n c e, so that conve r-
gence of findings obtained fro m
these different data sources may be
d e t e rm i n e d . In some instances, t h i s
means making an effort to match
my s t e ry shopping measure s / c ri t e ri a
with those used in other methods.
This makes it possible to determ i n e
if results of my s t e ry shopping point
to the same action items indicated by
results obtained from survey s ,
inbound customer commu n i c a t i o n s
and other data sourc e s . Such conve r-
g e n c e,when establ i s h e d , tends to va l-
idate conclusions re g a rding pri o ri t i e s
for effectively managing and improv-
ing customer experi e n c e s .

In some cases my s t e ry shopping
m e a s u res and cri t e ria cannot or
should not be matched to those used
in other methods. H oweve r, an effort
should at least be made to ensure
that measures may be meaningfully
l i n ked based upon re l evance or
i n t e rd e p e n d e n c e.For example, i n
i n d u s t ries such as banking, retail and
h o s p i t a l i t y,“ waiting time” is an ele-

ment that commonly appears in both
customer surveys and my s t e ry shop-
ping instru m e n t s .The key is to
e n s u re that results obtained fro m
each of these data sources may be
l i n ke d . If a my s t e ry shopper gauges
actual wait time, while surveys ask
c u s t o m e rs to re p o rt how long they
p e rc e ived to have waited in line, d a t a
analysis should focus on how cus-
tomer perceptions va ry with incre a s-
es or decreases in actual wait time.

A l t e rn a t ive l y, it can be equally
insightful to also ask both my s t e ry
s h o p p e rs and real customers if their
wait time was “ s a t i s fa c t o ry.” S u c h
i n f o rmation makes it possible to cali-
brate shopper and customer pers p e c-
t ives and also enables the organiza-
tion to set operational perform a n c e
targets for wait time that are most
l i kely to translate into positive cus-
tomer experi e n c e s .

2 . Adequate sampling or cove rage of
e vents and/or sites via my s t e ry shopping.

As is the case with customer and
m a r ket survey s , the quantity and fre-
quency of observations dire c t l y
impacts an organization’s ability to
d r aw pro j e c t a ble conclusions fro m
my s t e ry shopping re s u l t s . Results are
m o re likely to be re p re s e n t a t ive if a
bank branch or customer serv i c e
center is shopped on multiple occa-
sions within a re l a t ively tight time
frame than if that branch/center is
shopped once within a re l a t ive l y
wide and arbitrary time frame.This is
another way of saying that the re s u l t s
of my s t e ry shopping are subject to
the effects of both sampling and
non-sampling erro r.T h e re f o re, t a ke
steps to ensure adequate sampling or
c overage of the eve n t s , c h a n n e l s ,
and/or sites about which conclusions
will be drawn based on my s t e ry
s h o p p i n g .

Some specific steps to minimize
sampling error and/or bias in my s-
t e ry shopping results include:

• Carefully defining the entity or
entities for which statistically accu-
rate conclusions must be formu l a t e d
and developing sample size re q u i re-
ments at the entity leve l .T h i s
becomes especially critical when
results are going to be used in a
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manner that demands a high degre e
of statistical precision (e. g . , if store
m a n a g e rs ’ compensation is to be
based at least partially on results of
my s t e ry shopping).

• Using results of my s t e ry shop-
ping as one of several perform a n c e
i n d i c a t o rs re g a rding the customer
e x p e ri e n c e.When results of my s t e ry
s h o p p i n g , customer surveys and cus-
tomer comment cards all point to
the same areas for improve m e n t ,
m a n a g e rs are less likely to question
the accuracy or validity of any single
data sourc e / m e t h o d .

• Matching the timing, l o c a t i o n
and/or frequency of my s t e ry shop-
ping to actual customer behav i o rs ,
channel usage and related pattern s .
To illustrate, in the case of quick-ser-
vice re s t a u r a n t s , if 60 percent of bu s i-
ness is conducted at the drive -
t h rough window while 40 perc e n t
comes from walk-in customers , a l l o-
cate the total number of my s t e ry
shops to be conducted in a manner
that mirro rs these pro p o rt i o n s .

E xecution of the preceding steps
p ro b a bly wo n ’t eliminate sampling
e rror and/or bias altog e t h e r, but it
will go a long way towa rd minimiz-
ing the impact of such erro r / b i a s .

3 . Reliability and consistency of the
my s t e ry shopping cri t e ria and procedures.

The my s t e ry shopping method
must be re l i a bl e.This means: (a) pro-
viding shoppers with clear and
explicit guidelines for using my s t e ry
shopping cri t e ri a ; (b) ensuring that
my s t e ry shopping cri t e ria and pro c e-
d u res are applied consistently by
each shopper from one site/event to
the next; and (c) ensuring that the
c ri t e ria and pro c e d u res are used sim-
ilarly by different shoppers .

T h e re are we l l - e s t a blished meth-
ods for determining the reliability of
my s t e ry shopping pro c e d u re s , a n d
these should be applied in a pilot test
of the shopping method before its
full-scale implementation. For exam-
p l e, suppose that shoppers are aske d
to observe whether a store has floors
that are “clean and free of debri s .”
This item should be supported by
clear definitions and descri p t i o n s
(including photos or illustrations, i f

ava i l a bl e ) , along with guidelines that
explain any allowances and thre s h-
o l d s . Similar support should be pro-
vided for all measures and cri t e ria to
e n s u re that shoppers are as objective
and consistent as possible across sites
and eve n t s .

It is also critical to establish consis-
tency among shoppers .This is
a c h i eved by having multiple shop-
p e rs evaluate a common set of eve n t s
or transactions to establish corre l a-

tions and levels of agre e m e n t . Fo r
e x a m p l e, in the case of a call center,
multiple shoppers should listen to
and evaluate a common set of
re c o rded calls. Results may then be
c o m p a red and, if necessary, e f f o rt s
u n d e rt a ken to maximize consistency
and agreement among shoppers .T h i s
p ro c e s s , sometimes re f e rred to as cal-
i b r a t i o n , is another way to ensure the
reliability and consistency of my s t e ry
shopping pro c e d u re s .
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All of the steps above pro m o t e
consistency and objectivity in my s-
t e ry shopping pro c e d u re s .A caution-
a ry note, h oweve r, is in ord e r:
Emphasizing eva l u a t ive cri t e ri a
and/or aspects of pro d u c t / s e rv i c e
d e l ive ry that are readily defined - or
that reflect the organization’s pri o ri-
ties - facilitates objectivity and con-
s i s t e n c y. H oweve r, too much empha-
sis on these elements may pre c l u d e
s h o p p e rs from re c o rding unique or
incidental things that might furn i s h
i m p o rtant insights and opport u n i t i e s
for pro d u c t / s e rvice improve m e n t .
T h e re f o re, it is critical to leave ro o m
in the shoppers ’ e x p e riential check-
list for these additional elements and
i n s i g h t s .The result will be a my s t e ry
shopping approach that is disciplined
and re l i a ble but also opport u n i s t i c.

4 . Keeping shoppers and customers
c o n n e c t e d .

Mystery shopping enables an orga-
nization to evaluate the degree to
which product/service delivery com-
plies with performance targets, stan-

dards, specifications, policies and
desired behaviors that are intended to
ensure a positive customer experi-
ence. Presumably, such targets, stan-
dards, specifications and policies are
established on the basis of a clear
understanding of customer needs,
expectations and requirements.
However these are moving targets
that continually change and evolve.
Therefore, it is critical to check peri-
odically the alignment of perfor-
mance standards, etc., with changing
customer expectations, and to make
adjustments in mystery shopping cri-
teria and procedures accordingly.This
will increase the odds that shoppers
and customers stay connected.

C o m p re h e n s ive and panoramic
T h e re is no perfect method of
l e a rning all that is needed to man-
age customer experiences effective-
l y.T h u s , it is critical to employ and
i n t e grate multiple methods of mea-
s u rement and observation to deve l-
op a compre h e n s ive and panoramic

p e rs p e c t ive.
While it does not always capture

the voice of the customer dire c t l y,
my s t e ry shopping can be designed
and implemented in ways that make
it a ve ry good method of customer-
d riven quality assurance. G e n e r a l l y
s p e a k i n g , my s t e ry shopping is most
useful for gaining insights that enabl e
an organization to address two key
questions about the customer expe-
ri e n c e :

• Do we actually deliver pro d u c t s
and services in ways that are consistent
with our performance goals, s t a n d a rd s ,
specifications and/or policies?

• Do we actually deliver pro d u c t s
and services in ways that are consis-
tent with promises and claims made
in adve rt i s e m e n t s , p romotions and
other customer and market commu-
n i c a t i o n s ?

By addressing the methodologi c a l
considerations discussed above, a n
organization can go a long way
t owa rd ensuring that my s t e ry shop-
ping fulfills this purp o s e. |Q
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Product packaging has taken on increased importance for two pri m a ry
re a s o n s : i n c reased necessity for shelf impact and a revitalized focus on
the consumer experi e n c e.These reasons speak to two separate bu t

equally important moments of truth for consumers .The first is the point of
p u rchase (getting the consumer to place the item in a shopping cart) and
the second is how the pro d u c t ’s packaging performs (ease of opening,d i s-
p e n s i n g , s t o ri n g , e t c.,) which will impact re - p u rchase rates.

G iven these tre n d s , it is not surp rising that many packaging design firm s
a re turning to marketing re s e a rch to help identify unmet consumer needs
and translate those needs into consumer-driven packaging innova t i o n s . I n
addition to aiding the design pro c e s s , design firms are realizing that con-
sumer insight work can be a profit center for their bu s i n e s s e s , as consumer
re s e a rch can often be sold with high profit margi n s .As such,m a nu fa c t u re rs
must be careful with how much they let their design part n e rs drive the
re s e a rch pro c e s s .As with any cre a t ive agency, p a c k a ging designers cannot
help but feel ow n e rship towa rd their creations and this natural inclination
c a n , consciously or unconsciously, i n t roduce bias into re s e a rch design and
a n a l y s i s .

This is not to say that design firms should not conduct their ow n
re s e a rc h .On the contrary, d i rect interaction with consumers serves to put
the design team in the shoes of the consumer and stimulate cre a t ive think-
i n g .The question, t h e n , i s n ’t “Should design firms conduct their ow n
re s e a rc h ? ” but rather “What types of re s e a rch are appro p riate for a design

f i rm to conduct?”
A p p ro p riate types of re s e a rch for a

design firm to conduct include:
• a secondary re s e a rch rev i ew of cat-

e g o ry data;
• an audit of re s e a rch supplied by the

client on packaging innova t i o n ;
• exploratory qualitative re s e a rc h

designed to uncover consumer fru s t r a-
tions and/or unmet needs with cur-
rent packaging and spark ideas as to
h ow those frustrations/unmet needs

can be addressed through packaging innova t i o n .
For the latter type of re s e a rch (where the client’s money is being spent), i t

is imperative that the re s e a rch team meets with consumers in env i ro n m e n t s
w h e re key decisions are made (the retail outlet) as well as where pro d u c t
usage actually occurs (in the home, on the go,e t c. ) .The reasons for this are
s i m p l e.The actual retail env i ronment provides stimulus (both category and
n o n - c a t e g o ry) for speaking with consumers about shelf impact (or lack

Let the designers
design and the
researchers
research

By Michael Carlon

Editor’s note: Michael Carlon is brand
building insights manager at Unilever,
Greenwich, Conn. He can be reached
at 203-625-1897 or at
michael.carlon@unilever.com.
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t h e re o f ) . In addition, i n t e rv i ewing con-
s u m e rs in env i ronments where they
naturally interact with product packag-
ing helps to identify behav i o rs that are
not typically revealed in a traditional
focus group setting.

Some of these compensatory behav-
i o rs include sticking a knife into a
c l ogged ketchup bottle, s t o ring sham-
poo and conditioner bottles upside
d own in the showe r, and using any
number of sharp instruments to open a

n ew DVD or CD. M a ny times, c o n-
s u m e rs may not recall these behav i o rs
or the obstacles they are intended to
ove rcome in a traditional qualitative
e nv i ro n m e n t , as over time they become
s u b c o n s c i o u s . H oweve r, it is imperative
that the design team be awa re of these
b e h av i o rs and obstacles, as helping con-
s u m e rs ove rcome them is often the key
to designing re l evant and bre a k t h ro u g h
p a c k a ging innova t i o n .

Be ske p t i c a l
If conducting secondary re s e a rc h ,
rev i ewing past re s e a rch supplied by the
c l i e n t , and exploring unmet consumer
needs in the form of exploratory quali-
t a t ive re s e a rch are acceptable tasks for a
design firm to undert a ke,m a nu fa c t u re rs
should be skeptical of any design firm
placing a strong emphasis on conduct-
ing the re s e a rch that serves to eva l u a t e
p a c k a ging altern a t ives drafted by the
design firm against the existing package.
These include further rounds of quali-
t a t ive re s e a rch as well as any form of
q u a n t i t a t ive re s e a rc h .

Additional rounds of qualitative
re s e a rch may be necessary to whittle
d own the number of packaging altern a-
t ives that may have been presented to
the client after the initial exploratory
re s e a rc h . In these instances, it is appro-
p riate for a design firm to explore va ri-
ous ideas with consumers and select
final “ w i n n i n g ”p a c k a ging concepts to
optimize for later testing. H oweve r,
once the question moves from that of
concept reduction and optimization to
that of concept selection, re s p o n s i b i l i t y
for designing and conducting re s e a rc h
should move away from the design firm
and towa rds the manu fa c t u rer and their
outside re s e a rch suppliers .

This is not to say that the design firm
should be kept blind to the re s e a rc h .
On the contrary,d e s i g n e rs should have
input into the discussion guide and be
i nvited to attend the re s e a rc h , as their
e x p e rtise is va l u e d .H oweve r, the design
f i rm should not be placed in the drive r ’s
s e a t .After all, their creations are being
evaluated and objectivity issues may
a rise when the design firm has a heav y
hand in moderator guide deve l o p m e n t ,
m a n a ging the field, moderating and
re p o rt wri t i n g .

Some design firms will argue that

since they hire outside moderators , t h e
re s e a rch is completely objective.
H oweve r, as the design firm is the mod-
e r a t o r ’s client, the moderator may be
hesitant to push back too hard when
the line of objectivity becomes bl u rre d .
In addition,while an outside moderator
m ay be conducting the gro u p s , c l i e n t s
should question who is actually wri t i n g
the re p o rt that will ultimately contain
re c o m m e n d a t i o n s .O f t e n t i m e s , to ke e p
costs dow n , a moderator is just hired to
speak with consumers and not to wri t e
a re p o rt .

In addition to further rounds of
q u a l i t a t ive re s e a rc h , m a nu fa c t u re rs
should be extremely wa ry of design
f i rms pushing quantitative offeri n g s . I n
the world of design, among other
o b j e c t ive s , q u a n t i t a t ive re s e a rch tech-
niques serve to determine whether a
p roposed new packaging altern a t ive
p rovides a significant increase in pur-
chase intent over the existing package.
In addition, a good piece of quantita-
t ive re s e a rch will diagnose the feature s
of each concept that are driving pur-
chase interest (or not driving purc h a s e
i n t e re s t ) .As the question has move d
f rom concept development to concept
eva l u a t i o n , it is clear that the design
f i rm has a vested interest in the out-
come of this re s e a rch and thus re s p o n-
sibility for its design, management and
analysis should rest with the manu fa c-
t u re r.

If possibl e, this quantitative testing
should be done with 3-D comps of
each concept.As packaging is tangi bl e,
m a nu fa c t u re rs should be careful to
avoid misperceptions of use that can
a rise when testing is done 2-D. It is in
p roducing these comps that the design
f i rm can provide the most value for
q u a n t i t a t ive re s e a rc h . M a ny design
f i rms can forge relationships for short -
run manu fa c t u ring of designs to enabl e
p roduction of concepts.This testing
could be done as in-home use tests or
as central location tests.Of cours e, it is
best to conduct this re s e a rch among a
national sample to control for geo-
graphic bias.

Cost much more
In addition to controlling for bias, t h e re
is another practical reason why manu-
fa c t u re rs should turn to altern a t ive sup-
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p l i e rs for their quantitative wo r k .
P retending for a moment that you have
the wo r l d ’s most honest design firm
working for yo u , it will simply cost
much more money to have your design
f i rm run quantitative re s e a rch for yo u
than if you we re to hire an altern a t ive
s u p p l i e r. If the firm ’s true core compe-
tency is design, chances are the firm
does not have a team of quantitative l y -
trained re s e a rc h e rs on staff and they
will have to hire out the same firm s
you would to design, field and analyze
the re s e a rc h .The design firm will have
to charge a markup to make it wo rt h
their while and thus you will be ove r-
p aying for the re s e a rc h .

The role of the design firm in the
re s e a rch process is analogous to the
typical way adve rt i s e rs work with
a d ve rtising agencies.As a whole, a d ve r-
t i s e rs are comfort a ble with agencies, o r,
to be more specific, account planning
groups within agencies, c o n d u c t i n g
e x p l o r a t o ry re s e a rch among a brand’s
c o re audience to provide more focus in
the cre a t ive pro c e s s .H oweve r, once the
o b j e c t ive of the re s e a rch changes fro m

that of concept development to that of
concept effective n e s s , the re s p o n s i b i l i t y
for re s e a rch execution should shift fro m
the agency to the brand’s re s e a rch man-
a g e r.

A ri g o rous re s e a rch plan for packag-
ing re s e a rch should take the follow i n g
a p p ro a c h :

1 .An audit of past re s e a rch on pack-
a ging - with the design agency and
m a nu fa c t u rer equally invo l ve d .

2 . E x p l o r a t o ry ethnographies with
c o n s u m e rs to identify unmet needs and
s t i mulate cre a t ive thinking.
Responsibility for re s e a rch design and
management can rest with the design
f i rm as this may be an important part
of their pro c e s s .Clients should be
i nvited to attend the ethnogr a p h i e s .

3 .A working session with design
a g e n c y, m a nu fa c t u rer and all appro p ri-
ate stake h o l d e rs to debrief ethnogr a-
p h i e s , outline re q u i rements for packag-
ing and brainstorm ideas.

4 . E va l u a t ive re s e a rch with con-
s u m e rs to reduce the number of con-
cepts and select those to optimize for
q u a n t i t a t ive testing. Responsibility for

conducting this re s e a rch should re s t
with the manu fa c t u re r.

5 .Q u a n t i t a t ive concept testing to
d e t e rmine if the change in packaging is
related to a stated increase in purc h a s e
intent over contro l .The manu fa c t u re r
must drive this re s e a rc h .

D o n ’t relinquish contro l
T h e re is no question that design has
t a ken an increased importance in mar-
ke t i n g .Design is instrumental in pro-
viding shelf impact and ensuring con-
sumer delight once the product has
been taken home or to its ultimate
place of consumption. In addition,
design firms should be commended on
their willingness to let consumers help
in the design pro c e s s .H oweve r, w h i l e
t h e re are some types of re s e a rch appro-
p riate for a design firm to conduct to
aid in their cre a t ive pro c e s s ,m a nu fa c-
t u re rs should not relinquish control of
a ny re s e a rch undert a ken to ultimately
select winning concepts to bring to
q u a n t i t a t ive testing or re s e a rc h
designed to decide whether to change
the existing package. |Q
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C o n s u m e rs are 50 percent more
l i kely to be influenced by wo rd - o f -
mouth recommendations from their
p e e rs than by radio/TV ads - a slightly
higher level of influence/trust than
was found in the 2004 study co-
a u t h o red by Intelliseek and Fo rre s t e r.

The re s e a rch also found import a n t
c o rrelations between consumers who
regularly skip over or delete telev i s i o n
or online ads and those who shape,
c reate and absorb consumer-generated
media (defined as experi e n c e s , o p i n-
ions and advice posted on the Intern e t
by consumers for others to read and
s h a re ) .A c t ive ad-skippers , for example,
a re 25 percent more likely to cre a t e
and respond to CGM on Intern e t
message board s , f o rums and bl og s .
“The adve rtising landscape is chang-
i n g , f o rcing marke t e rs to broaden and
redefine the concepts of media, i n f l u-
ence and audience re a c h ,” s ays Mike
N a z z a ro, Intelliseek CEO.

D u ring August 2005, I n t e l l i s e e k
polled a re p re s e n t a t ive online sample
of 660 online consumers and explore d
attitudes and opinions across key
CGM ve nu e s , including Internet mes-
sage board s , f o ru m s , bl og s , d i rect com-
p a ny feedback and offline conve rs a-
t i o n .

Wo rd-of-mouth behavior among
“ fa m i l i a rs ” t rumps all forms of adve r-
tising and is more trusted than new s
or expert commentary, the study
f o u n d . In addition,p o s i t ive wo rd - o f -
mouth from a personal acquaintance
c a rries just as much impact as negative
wo rd - o f - m o u t h . B l og g e rs create an

e n o rmous amount of CGM acro s s
nu m e rous sourc e s , e l evating their
overall influence.“This has cri t i c a l
implications for brands that nu rt u re
eva n g e l i s m , brand loyalty and advo c a-
c y,”N a z z a ro say s .

I n t e re s t i n g l y,WOM/CGM has
m o re impact on consumer attitudes
about products than positive or nega-
t ive news cove r a g e. P u blic comments
by employees also carry import a n t
c redibility compared to traditional ad
ve h i c l e s , a point explored in a re c e n t l y
p u blished white paper on employe e
bl og ging by Intelliseek and Edelman.

While fewer than 20 percent of
respondents indicated they use or ow n
d i gital video re c o rd e rs or T i Vo - l i ke
s e rvices that permit ad skipping, a
m a j o rity indicated that they “ d e l i b e r-
ately skip over adve rtising on the tele-
v i s i o n .” In addition, a d - s k i p p e rs are
m o re likely to learn about new pro d-
uct trends and brands than consumers
who do not regularly skip ads.T h ey
a re 25 percent more likely to want to
“ c reate a dialog u e ” with others on
I n t e rnet message boards and foru m s ,
especially to learn new inform a t i o n
and have questions answe re d .

Teens lead all segments in ove r a l l
CGM creation but remain more tru s t-
ing of adve rt i s e rs . Nearly 30 perc e n t
of teens now actively create CGM by
sending photos via their cell phones,
45 percent have experimented with or
c reated a bl og , and nearly 10 perc e n t
s u b s c ribe to RSS feeds.

Men are more likely to spend time
on Internet message board s , f o ru m s ,
and discussions, while wo m e n
e x p ressed a higher tendency to “ f o r-
wa rd something (they) had found on

the Internet to others ,” e s p e c i a l l y
i n f o rmation on “things like scams or
computer viru s e s .”About equal nu m-
b e rs of men and women create bl og s .

C o n s u m e rs are on track to post
close to two billion comments on the
I n t e rnet by the end of 2005, a signifi-
cant increase over the previous ye a r,
a c c o rding to Intelliseek estimates.

Key industries that are susceptible to
CGM impact: h e a l t h / m e d i c a l , a u t o,
e l e c t ro n i c s , video games and mu s i c.
I n t e l l i s e e k ’s re s e a rch also looked close-
ly at consumer attitudes towa rd art i f i-
cial buzz or so-called shill marke t i n g ,
in which consumers are paid or
o f f e red incentives to re c o m m e n d
p roducts or brands.O n e - t h i rd wo u l d
be disappointed if a trusted contact
did not carefully disclose a paid or
i n c e n t ive-based re l a t i o n s h i p, 26 per-
cent said they would never trust the
opinion of that friend again, and 30
p e rcent said they would be less like l y
to buy a pro d u c t / s e rv i c e. For more
i n f o rmation visit www. i n t e l l i s e e k . c o m .

Po rtrait of a new s / talk radio
l i s t e ne r
Radio news/talk progr a m m i n g
attracts listeners with distinct lifestyle
p re f e rences and highly desirabl e
socioeconomic characteri s t i c s , a c c o rd-
ing to an analysis by Scarboro u g h
R e s e a rc h , N ew Yo r k . N ews/talk lis-
t e n e rs , who account for one-fifth (20
p e rcent) of all adults in the U. S. , a re
affluent and educated consumers .
Those who listen to radio new s / t a l k
p rogramming are 41 percent more
l i kely than the general population to
h ave annual household incomes of
$75,000 or more. C o rre s p o n d i n g l y,
t h ey are 67 percent more likely to
h ave graduated from a four-year col-
lege and 95 percent more likely than
the average A m e rican to hold a post-
graduate degre e. In general, n ew s / t a l k
p rogramming appeals more to men
(about 58 percent of the audience)
than women (42 perc e n t ) .

While news/talk listeners tend to be
older (42 percent are 55+), t h ey are
also extremely active and enjoy a
b road range of sporting and leisure
a c t iv i t i e s . N ews/talk listeners enjoy
s n ow skiing (they are 44 percent more

Survey Monitor 
continued from page 10
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San Francisco-based Te l e p h i a , a
p rovider of performance measure m e n t
i n f o rmation to the mobile phone
i n d u s t ry, re p o rts that women outpaced
men in purchasing ringtones by two
to one during the third quarter of
2 0 0 5 . Sixty-nine percent of mobile
ringtones we re bought by wo m e n ,
while purchases by men comprised 31
p e rcent of the total reve nue share,
a c c o rding to a Telephia Mobile A u d i o
re p o rt , which tracks purchase activ i t y
for mobile ri n g t o n e s , including tradi-
tional ri n g t o n e s , re a l t o n e s , ri n g b a c k
tones and vo i c e t o n e s .O ve r a l l , m o re
than 9 percent of the wireless popula-
tion purchased a ringtone during the
last quart e r.

“Ringtones provide mobile users
with personalization and indiv i d u a l-
i z a t i o n ,” s ays Brian Monighetti, s e n i o r
p roduct manager,Te l e p h i a .“ C e l l
phones have become eve ry d ay acces-
s o ries and consumers are looking for
c re a t ive ways to make a personal state-
ment with their dev i c e s .The stro n g
demand for ringtones shows the kind
of distinctive individuality music gen-
e r a t e s .”

The majority of bu ye rs for the most
popular ringtones skewed a yo u n g e r
age demogr a p h i c.Telephia data show s
that 40 percent of those who pur-
chased the “Hollaback Girl” ri n g t o n e
by Gwen Stefani fell into the 18-24-
year-old age gro u p, while 51 perc e n t
we re 25-34-ye a r - o l d s .Twe n t y - n i n e
p e rcent of those who purchased the
summer hit “ D o n ’t Cha” by T h e
Pussycat Dolls we re 18-24 ye a rs old,
with 59 percent falling into the 25-34
age gro u p. B ow Wow & Omari o n ’s
“Let Me Hold Yo u ” and “ Just A Lil’
B i t ” by 50 Cent skewed a yo u n g e r
d e m ogr a p h i c,with the majority of
those who purchased the ri n g t o n e s
being 18-24. Rounding out the top
f ive ringtones for the third quarter of
2 0 0 5 , bu ye rs for Mariah Carey ’s “ We
Belong Tog e t h e r ” we re evenly split
among 18-24 and 25-34-ye a r - o l d s ,
with reve nue shares of 38 and 36 per-
c e n t , re s p e c t ive l y. For more inform a-
tion visit www. t e l e p h i a . c o m .

Parents change fo o d - b u y i n g
h a b i t s

S t . Pe t e rs bu r g , Fla.-based re s e a rch firm
H e a l t h Focus Intern a t i o n a l ’s 2005
Trend Report shows that parents have
i n c reasing concern for the health of
their children and have dramatically
changed the way they make their pur-
chase decisions over the last two ye a rs .

The study shows that sugar and
high fructose corn syrup top the list of
swe e t e n e rs parents are avo i d i n g .T h ey
also are showing greater concern
about buying highly processed foods
and prefer natural products and pro d-
ucts with better nu t ri t i o n .

A c c o rding to those surveye d , 3 7
p e rcent of families have decre a s e d
their use of sugar and 29 percent have
d e c reased their use of high fru c t o s e
c o rn syrup over the last two ye a rs . I n
p a rt , t h ey have replaced these swe e t-
e n e rs with more natural ingre d i e n t s
such as honey, maple syrup or fru i t
juices/concentrates which have show n
an increase in usage over the last two
ye a rs .

“Our re s e a rch shows that pare n t s
p refer to buy natural foods and are
avoiding highly processed food,” s ay s
Linda Gilbert , p resident of
H e a l t h Focus Intern a t i o n a l .“In fa c t ,
highly processed food ranks as the
t h i rd highest concern for parents when
p u rchasing food for their fa m i l i e s .”

The data also show that when shop-
p e rs with children in the household
a re making buying decisions, t h ey opt
for better nu t ri t i o n , better taste and
c o nvenience rather than lower calo-
ri e s .When asked about the impor-
tance of label statements affecting
their buying decision, the survey
found that the top five things these
s h o p p e rs are looking for on food
labels are : f re s h ; good source of calci-
u m ; grown without pesticides; w h o l e
gr a i n ; s u p p o rts the immune system.
“ L ow in calori e s ,”“ l ow carbohy d r a t e ”
and “ l ow fa t ” we re all listed in the
bottom 10 for importance of labeling
s t a t e m e n t s . For more information visit
w w w. h e a l t h f o c u s . c o m .

M a ny consumers trust peers
more than ads
Consumer trust towa rd traditional
a d ve rtising is being challenged by
growing confidence in consumer-

generated media (CGM) and the re c-
ommendations of other consumers ,
a c c o rding to a study of consumer
b e h avior by Cincinnati re s e a rc h e r
Intelliseek Inc.

A follow-up to a 2004 study on
t rust in adve rt i s i n g , the 2005
Consumer-Generated Media (CGM)
and Engagement Study finds that,
c o m p a red to traditional adve rt i s i n g ,
wo rd-of-mouth (WOM) behav i o r
c o n t i nues to grow in importance in
consumer awa re n e s s , t rial and pur-
chase of new pro d u c t s .

C o n s u m e rs are 50 percent more
l i kely to be influenced by wo rd - o f -
mouth recommendations from their
p e e rs than by radio/TV ads - a slightly
higher level of influence/trust than
was found in the 2004 study co-
a u t h o red by Intelliseek and Fo rre s t e r.

The re s e a rch also found import a n t
c o rrelations between consumers who
regularly skip over or delete telev i s i o n
or online ads and those who shape,
c reate and absorb consumer-generated
media (defined as experi e n c e s , o p i n-
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ions and advice posted on the Intern e t
by consumers for others to read and
s h a re ) .A c t ive ad-skippers , for example,
a re 25 percent more likely to cre a t e
and respond to CGM on Intern e t
message board s , f o rums and bl og s .
“The adve rtising landscape is chang-
i n g , f o rcing marke t e rs to broaden and
redefine the concepts of media, i n f l u-
ence and audience re a c h ,” s ays Mike
N a z z a ro, Intelliseek CEO.

D u ring August 2005, I n t e l l i s e e k
polled a re p re s e n t a t ive online sample
of 660 online consumers and explore d
attitudes and opinions across key
CGM ve nu e s , including Internet mes-
sage board s , f o ru m s , bl og s , d i rect com-
p a ny feedback and offline conve rs a-
t i o n .

Wo rd-of-mouth behavior among
“ fa m i l i a rs ” t rumps all forms of adve r-
tising and is more trusted than new s
or expert commentary, the study
f o u n d . In addition,p o s i t ive wo rd - o f -
mouth from a personal acquaintance
c a rries just as much impact as negative
wo rd - o f - m o u t h . B l og g e rs create an
e n o rmous amount of CGM acro s s
nu m e rous sourc e s , e l evating their
overall influence.“This has cri t i c a l
implications for brands that nu rt u re
eva n g e l i s m , brand loyalty and advo c a-
c y,” N a z z a ro say s .

I n t e re s t i n g l y,WOM/CGM has
m o re impact on consumer attitudes
about products than positive or nega-
t ive news cove r a g e. P u blic comments
by employees also carry import a n t
c redibility compared to traditional ad
ve h i c l e s , a point explored in a re c e n t l y
p u blished white paper on employe e
bl og ging by Intelliseek and Edelman.

While fewer than 20 percent of
respondents indicated they use or ow n
d i gital video re c o rd e rs or T i Vo - l i ke
s e rvices that permit ad skipping, a
m a j o rity indicated that they “ d e l i b e r-
ately skip over adve rtising on the tele-
v i s i o n .” In addition, a d - s k i p p e rs are
m o re likely to learn about new pro d-
uct trends and brands than consumers
who do not regularly skip ads.T h ey
a re 25 percent more likely to want to
“ c reate a dialog u e ”with others on
I n t e rnet message boards and foru m s ,
especially to learn new inform a t i o n
and have questions answe re d .

Teens lead all segments in ove r a l l

CGM creation but remain more tru s t-
ing of adve rt i s e rs . Nearly 30 perc e n t
of teens now actively create CGM by
sending photos via their cell phones,
45 percent have experimented with or
c reated a bl og , and nearly 10 perc e n t
s u b s c ribe to RSS feeds.

Men are more likely to spend time
on Internet message board s , f o ru m s ,
and discussions, while wo m e n
e x p ressed a higher tendency to “ f o r-
wa rd something (they) had found on
the Internet to others ,” e s p e c i a l l y
i n f o rmation on “things like scams or
computer viru s e s .”About equal nu m-
b e rs of men and women create bl og s .

C o n s u m e rs are on track to post
close to two billion comments on the
I n t e rnet by the end of 2005, a signifi-
cant increase over the previous ye a r,
a c c o rding to Intelliseek estimates.

Key industries that are susceptible to
CGM impact: h e a l t h / m e d i c a l , a u t o,
e l e c t ro n i c s , video games and mu s i c.
I n t e l l i s e e k ’s re s e a rch also looked close-
ly at consumer attitudes towa rd art i f i-
cial buzz or so-called shill marke t i n g ,
in which consumers are paid or
o f f e red incentives to re c o m m e n d
p roducts or brands.O n e - t h i rd wo u l d
be disappointed if a trusted contact
did not carefully disclose a paid or
i n c e n t ive-based re l a t i o n s h i p, 26 per-
cent said they would never trust the
opinion of that friend again, and 30
p e rcent said they would be less like l y
to buy a pro d u c t / s e rv i c e. For more
i n f o rmation visit www. i n t e l l i s e e k . c o m .

Po rtrait of a new s / talk radio
l i s t e ne r
Radio news/talk progr a m m i n g
attracts listeners with distinct lifestyle
p re f e rences and highly desirabl e
socioeconomic characteri s t i c s , a c c o rd-
ing to an analysis by Scarboro u g h
R e s e a rc h , N ew Yo r k . N ews/talk lis-
t e n e rs , who account for one-fifth (20
p e rcent) of all adults in the U. S. , a re
affluent and educated consumers .
Those who listen to radio new s / t a l k
p rogramming are 41 percent more
l i kely than the general population to
h ave annual household incomes of
$75,000 or more. C o rre s p o n d i n g l y,
t h ey are 67 percent more likely to
h ave graduated from a four-year col-

lege and 95 percent more likely than
the average A m e rican to hold a post-
graduate degre e. In general, n ew s / t a l k
p rogramming appeals more to men
(about 58 percent of the audience)
than women (42 perc e n t ) .

While news/talk listeners tend to be
older (42 percent are 55+), t h ey are
also extremely active and enjoy a
b road range of sporting and leisure
a c t iv i t i e s . N ews/talk listeners enjoy
s n ow skiing (they are 44 percent more
l i kely than the typical consumer to
h ave gone in the last 12 months), g o l f-
ing (39 percent more likely to have
g o n e ) , and volunteer work (19 perc e n t
m o re like l y ) .This profile translates
into form i d a ble purchasing clout,w i t h
n ews/talk listeners outpacing the gen-
eral U. S. population in many signifi-
cant retail categori e s , such as automo-
b i l e s , e l e c t ronics and financial serv i c e s .

When it comes to auto purc h a s e s ,
t h ey are 15 percent more likely than
the average consumer to live in a
household that is planning to spend
$30,000 or more for a new vehicle in
the next 12 months.Those who listen
to news/talk also like to stay curre n t
with the latest leisure and entert a i n-
ment technolog y.T h ey are 37 perc e n t
m o re likely than the general popula-
tion to live in a household that has
spent $500 or more on a camera or
a c c e s s o ries in the past 12 months and
29 percent more likely to live in one
that has spent $1,000 or more on
s t e reo equipment or a home mu s i c
system in the past ye a r.

A d d i t i o n a l l y, financial serv i c e s
emerged as an area in which
n ews/talk listeners are wo rth their
weight in gold.T h ey are 47 perc e n t
m o re likely than the norm to live in a
household that owns a money - m a r ke t
account and 47 percent more likely to
l ive in one that owns mutual funds.
T h ey are also willing to pay for finan-
cial advice, with 14 percent re p o rt i n g
that their households have used a full-
s e rvice stockbro ker in the past 12
months and 16 percent re p o rting that
their households have used a financial
planner in the past ye a r. S o u rc e :
S c a r b o rough Researc h , S c a r b o ro u g h
USA+ 2005 Release 1.T h e
S c a r b o rough USA+ database is a
national study of consumer behav i o rs ,





N a p e rv i l l e, I l l . , has launched D&A, a
n ew framework to help marke t e rs
u n d e rstand the complexities of the
consumer journ ey to purc h a s e.D & A
quantifies the contri bution to sales
of those fa c t o rs that create demand
for a category and brand, as well as
those that activate final choice. D & A
studies combine up-front qualitative
re s e a rch designed to identify the
demand and activation drive rs for an
i n d ividual brand and category with
q u a n t i t a t ive re s e a rch that identifies
the importance of specific demand
or brand-building activities and sales
a c t ivation activ i t i e s . It helps mar-
ke t e rs understand where to commu-
nicate most effectively with their
target audience, what messages will
be most compelling to that audi-
e n c e, and what activities will secure
the sale when they engage in the
p u rchasing pro c e s s . For more infor-
mation visit www. m i l lwa rd b row n . c o m .

N ew CSR system from
S e c t o r
Sector Researc h , O verland Pa r k ,
K a n . , has debuted Sector NOW, a
t u rn key online customer satisfaction
research solution. Dynamically-gener-
ated surveys are distributed online
and monitored in real-time. Results
are delivered in an action-alert format
which uses key industry benchmarks,
historical trending and demographic
analysis.
The Sector Survey Builder automati-
cally builds surveys based upon a
client’s industry, product and cus-
tomer type.The surveys are customer-
experience oriented to address busi-
ness dimensions including price value,
quality and recommendation propen-
sity.

The My Sector function e-mails
surveys and monitors performance in
real-time, including simultaneous sur-
vey campaigns.The Sector Analyzer
function reports complete survey
results with analytics in an action-
alert format. Critical risk reporting
identifies strengths and weaknesses
across current and historical surveys.
Demographic and grouping capabili-

ties provide select crosstab reporting.
Industry benchmarking provides both
industry and geographic comparisons
for performance analysis and business
improvement. For more information
visit www.sectorresearch.com.

ACNielsen product tracks in-
store promotions
ACNielsen U.S., Schaumburg, Ill., has
introduced Promotion Tracker, which
provides consumer packaged goods
firms with a census-based report on
the status of in-store displays.
Promotion Tracker reports on the sta-
tus of in-store promotional displays
across multiple categories at five
national grocery retailers representing
40 percent of U.S. chain supermarket
all-commodity volume. Reporting is
available across each chain, banner, all
stores within specific retailer-defined
trade areas, and over 8,000 individual
stores.The Internet-accessed reports
tell whether a display is up, the num-
ber of displays in a given store, their
location(s) and whether the promoted
price is visible. Reports are planned
for most major holiday and special
event selling seasons beginning with
the 2006 Super Bowl. For more
information visit www.acnielsen.com.

New scaling tool from
Sawtooth Software
Sawtooth Software, Sequim,Wash.,
has released MaxDiff/Web, a new tool
for the scaling of multiple items
(brands, attributes, advertising claims,
job-related factors, etc.). MaxDiff is a
choice-based methodology that asks
respondents to identify the most and
least important/preferred items from
subsets of typically three to six items.
Each respondent evaluates multiple
subsets so that the total list of items
under investigation is covered and
may be placed on a common ratio
scale.

The MaxDiff methodology, origi-
nally invented by researcher and acad-
emic Jordan Louviere, has many simi-
larities to, but is different from, con-
joint methodology and is appropriate
for a range of research opportunities.
The benefits of the methodology
include greater discrimination among

items, greater discrimination among
respondents on the items, and avoid-
ing response-style bias (permitting
more direct comparisons across
respondents from different
cultures/countries).

MaxDiff/Web may be used for
conducting Web-based, CAPI or
paper-based MaxDiff studies.The
software also supports asking the
“best” half of the question only (not
requiring respondents to identify the
“worst” item in each set).The soft-
ware may also be used for method of
paired comparisons research.
Individual-level estimation of item
scores employs Sawtooth Software’s
hierarchical Bayes (HB) engine.
Results may also be exported to
Sawtooth Software’s latent class sys-
tem for segmentation analysis. For
more information visit www.saw-
toothsoftware.com.

EZSurvey 2005 from Raosoft
Seattle research software firm Raosoft
has released EZSurvey 2005 for the
Internet, the latest version of its sur-
vey program.The new version pro-
vides additional security enhance-
ments and new form design aids,
especially for complex forms.The
new release improves the speed and
scalability of data collection for both
EZSurvey database and ODBC data-
base connectivity. Security protections
are available to secure the entire data-
gathering process.The EZSurvey
Personal Server allows owners to col-
lect data off-site, without dependence
on an internal corporate server, and
deployment enhancements are avail-
able for mobile and short messaging
service modules.The new EZSurvey
Enterprise Stand Alone Mail Server is
designed to speed up participant noti-
fication and e-mail survey deploy-
ment. EZSurvey’s online reporting
has been expanded to provide more
online statistical capacity. EZSurvey is
a 32-bit program for use with
Win200x/ME/NT/XP.The program
is written in C++ and uses 14
megabytes of drive space. For more
information visit www.raosoft.com.
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How much marketing support
does that new product need?
Fo recasting firm BA S E S, C ov i n g t o n ,
Ky. , has introduced Marketing Plan
A n a l y z e r, a new capability designed
to help marke t e rs understand the
l evel of support re q u i red for a new
p roduct to be competitive in today ’s
m a r ke t p l a c e.

BASES Marketing Plan A n a l y z e r
d r aws on a database containing more
than 75,000 new product marke t i n g
plans across 60 countries and more
than 200 product categori e s . It pro-
vides data-based pers p e c t ive for eight
m a r keting plan metrics cove ring the
full marketing mix, including media,
p romotion and distri bu t i o n .
M a r keting Plan Analyzer helps a
m a r keter assess how a new pro d u c t ’s
l evel of marketing support compare s
to others in the same category and
c o u n t ry. L e a rning from the database
will help clients optimize their plans,
which BASES can then use to fore-
cast sales for the new pro d u c t .
BASES will also mine the database to
c o m p a re practices across pro d u c t

t y p e s , c a t e g o ries and countries and
to examine trends in new pro d u c t
m a r ke t i n g . For more inform a t i o n
visit www. b a s e s . c o m .

A r c Vi ew 9 workbook from
E S R I
R e d l a n d s , C a l i f.-based ESRI Press is
n ow offering GIS Tu t o ri a l :Wo r k b o o k
for ArcView 9, which provides exe r-
cises and instructions that users can
adapt to specific training needs,
whether it is teaching GIS or using
the book for individual study.T h e
book takes re a d e rs through the
p rocess of using a va riety of GIS
f u n c t i o n a l i t y, f rom creating maps and
collecting data to using geopro c e s s-
ing tools and models for adva n c e d
a n a l y s i s .

GIS Tu t o rial includes scri p t e d
e xe rcises that use step-by - s t e p
i n s t ructions and graphics to illustrate
specific A rcGIS tools and GIS wo r k-
f l ow s . E xe rcise assignments give pre-
cise instructions and pose re a l - wo r l d
p ro blem scenarios including cre a t i n g
a voting district map for a local elec-

t i o n , c o m p a ring county financial
i n f o rmation in a map, g e o c o d i n g
household hazardous wa s t e s , a n d
analyzing populations in Californ i a
cities at risk for eart h q u a ke s .A fully
functioning 180-day trial ve rsion of
A rc V i ew 9 softwa re on CD-RO M
and a CD of data for wo r k i n g
t h rough the tutorials are included
with the book.The book is ava i l a bl e
in bookstores and online re t a i l e rs or
can be purchased at
w w w. e s ri . c o m / e s ri p re s s .

Scarborough adds fi ve new
ma r k e t s
S c a r b o rough Researc h , N ew Yo r k ,
has expanded its list of local marke t
s e rvices to include consumer shop-
p i n g , media and lifestyle survey s
a c ross five new marke t s . In 2006, f o r
the company ’s Top Tier Marke t
S t u d i e s , S c a r b o rough will be measur-
ing consumer patterns in 80 DMAs,
as compared to the 75 surveyed in
2 0 0 5 .

A d d i t i o n a l l y, S c a r b o rough will
offer a Mid-Tier Local Marke t
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C onsumer Study in six DMAs in
2 0 0 6 .The Mid-Tier Studies will
s u rvey adults 18+ on a va riety of
consumer categories including
m e d i a , shopping and lifestyle behav-
i o r. Data will be collected through a
single consumer questionnaire.T h e
s u rvey period is a point-in-time
m e a s u rement that lasts six to eight
we e k s .

Po rt l a n d , M a i n e ; B l u e f i e l d -
B e c k l ey,W. Va . ; C o l u m b i a , S. C. ;
Jo h n s t ow n - A l t o o n a , Pa . ; R e n o,
N ev. , and Salisbu ry-Ocean City,
M d . , a re the DMAs in which the
S c a r b o rough Mid-Tier Studies will
be introduced in 2006.The first data
f rom these markets will be ava i l a bl e
in March 2006 except Po rt l a n d ,
M a i n e, for which the data is ava i l-
a ble now. B a ke rs f i e l d , C a l i f. ;
C h a t t a n o og a ,Te n n . ; C o l o r a d o
S p ri n g s , C o l o. ; G reen Bay,Wi s . ; a n d
Little Rock,A r k . , a re the local mar-
kets that Scarborough will be adding
to its roster of Top-Tier Local
M a r ke t s , making a total of 80 con-
sumer studies ava i l a bl e.For these
s t u d i e s , in-depth consumer behav i o r
and media patterns are collected via
t e l e p h o n e. For more inform a t i o n
visit www. s c a r b o ro u g h . c o m .

N ew Hispanic research pane l
A new Hispanic survey panel, ¡ H o l a !
R e s e a rc h PAY S, is now ava i l a ble fro m
N ew York marketing firm A l t e rn a t ive
Te c h n o l ogy Corporation and ¡Hola!
Arkansas Hispanic Media &
P u blishing Co. in alliance with the
n o n p rofit League of United Latin
A m e rican Citizens (LULAC ) . ¡ H o l a !
R e s e a rc h PAYS will also serve as a
fundraising source for many of
L U L AC ’s community pro j e c t s .
Companies accustomed to allocating
special funds for charity now have
another option for helping Hispanic
c o m munities by purchasing Hispanic
m a r ket re s e a rch data while giv i n g
back to the LULAC organization
and its commu n i t i e s . Clients will
gain controlled access to 100 pre -
selected Hispanic panel members
f rom LULAC ’s communities and be
a ble to ask them up to 45 questions
e a c h .All surveys will be culturally

re l evant and custom designed for
each target and will be bilingual, p re-
sented in their language of choice,
Spanish or English. ¡ H o l a !
R e s e a rc h PAYS automatically inte-
grates LULAC communities nation-
w i d e, a l l owing companies to select
their panel members from a list of up
to 65 va ri a bl e s . For more inform a-
tion visit www. h o l a -
re s e a rc h p ays.com or http://hola-
m e rc a d e o p a g a . c o m .

B r i e f l y
Consumer Pulse, B i rm i n g h a m ,
M i c h . , has opened a second fa c i l i t y
in the Citadel Mall in Colorado
S p ri n g s , C o l o.This new focus, p re -
re c ruit and viewing facility offers a
1 2 ’ x 18’ focus group ro o m , v i ew i n g
for five, a fully-equipped kitchen and
six interv i ewing stations with high-
speed Internet connection.
Consumer Pulse’s ori ginal Citadel
Mall office will remain open. Fo r
m o re information visit www. c o n-
s u m e rp u l s e. c o m .

U. K . f i rm Spri n g b o a rd has intro-
duced electronic pedestrian moni-
t o ring in London’s West End, m e a-
s u ring in 30 locations hourly footfa l l
c o u n t s , c o n t i nuously 24 hours a day,
along Bond Stre e t , O x f o rd Stre e t ,
Regent Street and a number of other
key streets in the are a . For more
i n f o rmation visit www. s p ri n g -
b o a rd . i n f o.

Netherlands-based softwa re make r
N e bu has released a new ve rsion of
its panel management and sampling
p ro d u c t , Dub Know l e d g e. It includes
m o re advanced sampling pro c e d u re s ,
re l a t ive date operator when sam-
p l i n g , full UNICODE support , a n d
easier exclusion of respondents fro m
past panel survey s .T h e re is also a
n ew feature called scheduled sam-
pling which lets users set up a sam-
p l e, schedule it to be drawn at the
moment that a system is low on
usage or ready for the moment when
it is re q u i re d . For more inform a t i o n
visit www. n e bu . c o m .

London-based Research Now has

launched Irish Opinions, a
re s e a rch-only online panel open to
people over the age of 16 and liv i n g
in the Republic of Ire l a n d . It is
expected to have 30,000 members
by early 2006 and will be expanded
in areas of client demand there a f t e r.
For more information visit
w w w. re s e a rc h n ow. c o.uk or
w w w. i ri s h o p i n i o n s . c o m .

Seattle-based QuestionPro is
o f f e ring a free survey option for
bl og g e rs ,Web masters , m a r ke t e rs ,
re s e a rc h e rs and small bu s i n e s s e s .
Called a Micro Po l l , it allows anyo n e
with a Web site to instantly poll
their re a d e rs with simple mu l t i p l e -
choice questions and then display
the aggregated re s u l t s .The simple
s o f t wa re code is ava i l a ble for dow n-
load at www. Q u e s t i o n P ro. c o m /
m i c ro p o l l .

G reenfield Online,Wi l t o n , C o n n . ,
is now offer ing the GoQuote Online
O rd e ring system, which allow s
clients to price and order sample
f rom Greenfield Online dire c t l y
t h rough the Internet anytime they
wa n t . For more information visit
w w w. g o q u o t e. c o m .

Chicago-based Precision Research,
Inc. has a new location in Des Plaines,
Ill., featuring four flexible research
suites with tech support, test kitchen
facilities, a usability lab and a 30-seat
phone center. Other features include
separate climate controls for each
conference and observation room,
dedicated audio tape backup and
secluded waiting areas to help avoid
tainted sample pools. For more infor-
mation visit www.preres.com.

D u blin-based Research and
M a r kets now offers RSS feeds of the
re s e a rch re p o rts it sells through its We b
site www. re s e a rc h a n d m a r ke t s . c o m .
Really Simple Syndication (RSS) is
an XML-based format for content
d i s t ri bu t i o n .The feeds include
re s e a rch headlines, re s e a rch sum-
m a ries and links back to the firm ’s
Web site for full re p o rt s .



bu s i n e s s ; and pursuing a listing on
the New York Stock Exchange.

P reparations are underway for
building a new hospital in Kalkudah,
e a s t e rn Sri Lanka, which will be
named as the Heinrich A . L i t z e n ro t h
M e m o rial Wa rd District Hospital
after the G f K management board
member who died in the December
2004 tsunami.The two - s t o ry hospital
bu i l d i n g , which will have betwe e n
80 and 100 beds, is being financed by
donations totaling EUR 300,000
given by the employees and manage-
ment board of GfK and suppliers
working with GfK.

N o r way-based F u t u re
I n f o rmation Researc h
M a n a gement (FIRM) announced
in November that it has submitted an
application for public listing at the
Oslo Stock Exchange.

A r b i t ro n announced in
N ovember that, in answer to the
c o n c e rns of the NAB Committee on
Local Radio Audience Measure m e n t
and of the A r b i t ron Radio A d v i s o ry
C o u n c i l , it has decided to revise its
plans for including new diary
i n s t ructions that tell radio survey
p a rticipants to re c o rd listening to
I n t e rnet and/or satellite radio as we l l
as to over-the-air radio.A r b i t ro n
o ri ginally intended to modify its
d i a ry instructions starting with the
Winter 2006 survey.“ C O L R A M
raised the issue with us, and the
A r b i t ron A d v i s o ry Council seconded
their concern s ,” said Owe n
C h a r l e b o i s , p re s i d e n t , U. S. M e d i a
S e rv i c e s ,A r b i t ron Inc. , in a company
s t a t e m e n t .“While we believe that
modifying the diary instructions is
the right thing to do from a re s e a rc h
quality standpoint,A r b i t ron has
decided to address more fully our
c u s t o m e rs ’ c o n c e rns with a limited
test of the revised instructions in 25
m a r kets in Fe b ru a ry 2006.
Implementation would follow a suc-
cessful outcome, but not sooner than
summer 2006.”

The current diary does not ask
respondents to indicate whether they
listen to radio stations over the
I n t e rnet or via satellite serv i c e s .T h e
revised instructions are intended to
c a p t u re and re p o rt radio listening
re c o rded by respondents re g a rdless of
the delive ry ve h i c l e.

The revised diary instructions
being tested in February 2006 are
meant to clarify to respondents that
listening can be to over-the-air radio,
Internet and/or satellite radio.The
proposed instructions would also refer
to Internet and satellite radio in one
of the items in the diary completion
checklist.Arbitron will also include an
Internet and satellite reference in the
illustrated diary example.

A c q u i s i t i o n s / t r a n s a c t i o n s
S y n ova t e has acquire d P l u s
R E M A R K, an independent full-ser-
vice re s e a rch company in Tu r key.
Plus REMARK is located in Istanbu l
and employs 76 staff.

Po rt Wa s h i n g t o n , N. Y. , re s e a rc h
f i rm the NPD Gro u p has agreed to
p u rchase select assets related to New
York-based AC N i e l s e n ’s i n f o rm a-
tion technolog y tracking business in
C a n a d a . NPD will offer both re t a i l
and commercial sales tracking of
c o m p u t e rs and related peripherals in
C a n a d a , as it does in the U. S.

S e p a r a t e l y, AC N i e l s e n h a s
become the full owner of
ACNielsen Chile, p u rchasing the
49 percent stake held by Cadem, i t s
business partner in Chile since 1993.

Pa ris re s e a rcher I p s o s has acquire d
U n d e rstanding UnLtd ( U U ) , a
U. S. re s e a rch company specializing in
q u a l i t a t ive re s e a rc h . Based in
C i n c i n n a t i , UU employs approx i-
mately 40 people and is managed by
its founders Marilyn O’Brien and
Denise Pa t t o n , who will keep their
positions in the newly formed Ipsos
U n d e rstanding UnLtd.

Alliances/strategic part ne r s h i p s
S awtooth Softwa re, S e q u i m ,
Wa s h . , has established a strategi c

alliance with Seattle re s e a rch firm
Global Market Insite, I n c. ( G M I ) .
GMI will act as a sales and technical
s u p p o rt re p re s e n t a t ive for Saw t o o t h
S o f t wa re in A s i a - Pacific and Latin
A m e ri c a . Netherlands-based SKIM
S o f t wa re Division will continue as a
sales re p re s e n t a t ive in the Euro p e a n
re gi o n . S awtooth Softwa re customers
will be able to purc h a s e,at a pre-
f e rred group discount of 15 perc e n t ,
sample and e-mail invitation serv i c e s
(for their SSI Web surveys) thro u g h
G M I ’s panel.

Va n c o u ve r, B. C. , re s e a rch firm
Vision Cri t i c a l and Dallas-based
Common Know l e d ge Researc h
S e rv i c e s h ave formed a strategi c
p a rt n e rship which provides clients
access to Common Know l e d g e
R e s e a rch Services Your2Cents online
opinion panel and Vision Cri t i c a l ’s
panel management system, Pa n e l + .

Faith Po p c o rn ’s New York marke t-
ing consultancy B r a i n R e s e rve a n d
PR firm Weber Shandwick h ave
f o rmed a strategic alliance.The new
a l l i a n c e, designed to fuse
B r a i n R e s e rve ’s “Applied Futuri s m ”
with commu n i c a t i o n s , will offer
clients an integrated approach to
identifying the next culturally re l e-
vant trends and developing a strategy
to communicate the vision.The new
alliance will be led by Billee Howa rd
and Jennifer Risi, the co-leaders of
Weber Shandwick’s global strategi c
media gro u p, and Todd A . M ye rs ,
B r a i n R e s e rve alliance chief.

Association/organization news
San Francisco re s e a rch softwa re
c o m p a ny CfMC has been awa rd e d
the first Celebrated Company Awa rd
for outstanding volunteer efforts and
s u p p o rt by the M a r ke t i n g
R e s e a rch A s s o c i a t i o n .

The Council for Marke t i n g
and Opinion Researc h ( C M O R )
joined with other Census advo c a t e s
in celebrating their victory in con-
vincing a House and Senate confer-
ence committee to approve $812.237
million in federal spending for the

86 |  Quirk’s Marketing Research Review  |  January 2006 www.quirks.com

Research Industry News
continued from page 16





88 |  Quirk’s Marketing Research Review  |  January 2006 www.quirks.com

U. S. Census Bureau in fiscal ye a r
2 0 0 6 , rejecting a much lower fund-
ing level adopted by the U. S. S e n a t e
in September 2005.The victory is
f u rther emphasized by passage of
the House bill that included the
Census funding at this agre e d - u p o n
amount by the full House of
R e p re s e n t a t ives with a vote of 397-
1 9 .

“The U. S. Census Bureau pro-
vides crucial data, re c o rd s , a n d
other information to a wide arr ay
of re s e a rc h - related intere s t s ,” s ay s
CMOR Director of Operations
Donna Gillin.“ B eyond the marke t-
ing and opinion re s e a rch pro f e s s i o n ,
the data from the Census is cri t i c a l
to local, state and federal gove rn-
m e n t , d ive rse commercial intere s t s ,
a c a d e m i a , and many non-pro f i t
o r g a n i z a t i o n s .”

C M O R , the A m e ri c a n
Association for Public Opinion
R e s e a rch (AAPOR), and other
organizations feared that bu d g e t
cuts would seve rely hamper the
B u re a u ’s capacity to collect and
re p o rt inform a t i o n .

H owa rd Gers h ow i t z , C M O R ’s
b o a rd of dire c t o rs co-chair, c re d i t s
the successful effort to a thre e -
p rong strategy.“ We we re pro a c t ive
in lobbying the offices of all 26
c o n f e re e s ,” he say s .“ We launched a
member letter-writing campaign
and we had strong alliances with
other groups for whom a fully
funded U. S. Census is cri t i c a l .”

CMOR has long supported the
Census and its impact on the mar-
keting and opinion re s e a rch pro f e s-
sion and was an official partner of
the Census Bureau during the 2000
Census to actively educate re s p o n-
dents and encourage part i c i p a t i o n .
D u ring this recent effort , C M O R
wo r ked in conjunction with
A A P O R , other industry associa-
t i o n s , as well as other stake h o l d e rs
who formed the U. S. C e n s u s
P ro j e c t .

In addition to taking a census of
the population eve ry 10 ye a rs , t h e
Census Bureau conducts censuses
of economic activity and state and
local gove rnments eve ry five ye a rs .
The next census of the population

is planned for 2010, but eve ry ye a r
the Census Bureau conducts more
than 100 other survey s .The fiscal
year 2006 funding would have an
impact on all of these activ i t i e s .

Don Marek has been named exe c-
u t ive director of the M a r ke t i n g
R e s e a rch Institute Intern a t i o n a l
( M R I I ) .The MRII was formed by
the MRA and the Unive rsity of
G e o r gia as a not-for-profit educa-
tional institute in 1996. Its purpose is
to create and deliver compre h e n s ive
p rofessional education and training
in marketing re s e a rc h .

Aw a r d s / r a n k i n g s
Opinion Research Corp o r a t i o n
( O R C ) , P ri n c e t o n , N. J. , a n n o u n c e d
that the National Alcohol and Dru g
Addiction Recove ry Month We b
s i t e,which is developed and main-
tained by ORC, recently won a Gold
Awa rd in the MarCom Cre a t ive
Awa rds 2005 competition, an honor
that re c ognizes excellence in marke t-
ing and commu n i c a t i o n s .

F i n d l ay, Ohio-based my s t e ry shop-
ping firm C o rporate Researc h
I n t e rn a t i o n a l was ranked No. 3 9 6
on the annual Inc. 500 list of the
fa s t e s t - growing private companies in
the country, with thre e - year sales
growth of 346.1 perc e n t .The com-
p a ny employs 104 people.

H a rris Interactive, R o c h e s t e r,
N. Y. , was named a winner in the
S e rvice category of the IDG
I n f o World 100 awa rds for 2005.T h e
awa rds honor IT projects that
demonstrate the most cre a t ive use of
t e c h n o l ogies to further bu s i n e s s
g o a l s . H a rris Interactive won for its
Web/telecom integration project or
ICW as it is known at Harri s
I n t e r a c t ive. ICW integrates tele-
phone agent-based data collection
and Web-based data collection - pro-
viding centralized control over vo i c e
i n t e rv i ewe rs , telephone and online
sample - and combines marke t
re s e a rch data into a single, re a l - t i m e
re p o rt a ble data store. N o m i n a t i o n s
for the awa rd we re submitted by

I n f o Wo r l d re a d e rs , t e c h n o l ogy part-
n e rs and end-user companies in late
summer 2005.

N ew accounts/projects
Fo rt Lauderd a l e, F l a . , re s e a rch firm
S i m m o n s has signed a mu l t i - ye a r,
multimillion-dollar agreement to
p rovide the I n t e rpublic Group of
C o m p a n i e s (IPG) with new and
re n ewed Simmons pro d u c t s .T h e
contract will provide IPG, an organi-
zation of adve rtising agencies and
m a r ke t i n g - s e rvices companies, w i t h
n ew and expanded access to
Simmons Market Research con-
sumer data.

ACNielsen U. S., S c h a u m bu r g ,
I l l . , has a new and expanded agre e-
ment with Wi n n - D i x i e u n d e r
which the grocer will utilize
ACNielsen as its pre f e rred prov i d e r
of syndicated sales information and
consumer insights.An on-site
ACNielsen team will lead Wi n n -
D i x i e ’s category management initia-
t ives from a syndicated data pers p e c-
t ive.

New companies/new divisions/
relocations/expansions
R e s e a rch softwa re and services firm
the Analytical Group Inc. re c e n t l y
m oved to a new office building in
S c o t t s d a l e,A ri z . , i n c reasing the
phone center to 72 Wi n Q u e ry inter-
v i ewing stations.

London-based R e s e a rch Now
p l c has opened a New York sales
office and named Scott To ro and
Alex Sunnerstam client serv i c e / s a l e s
d i re c t o r. Heading up the new U. S.
team will be Research Now
M a n a ging Director A n d rew Cooper,
who will remain based in London.
Sadia Pe rve e n , R e s e a rch Now ’s
client service manager will move
f rom London to the New Yo r k
o f f i c e.

M i l lwa rd Brow n has launched its
global brand consulting practice in
Asia Pa c i f i c.The practice, M i l lwa rd
B rown Optimor, will be headed by
Yixin Zhang, who has been appoint-
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ed dire c t o r. She will be based in
B e i j i n g .

GfK Healthcare has expanded
into Asia by opening a health care
d ivision in T h a i l a n d .The T h a i l a n d
health care div i s i o n , k n own as GfK
H e a l t h c a re, will be headed by A l a n
Jo h n .

C o m p a ny earnings report s
In results for the quarter ended
September 30, 2 0 0 5 , SPSS Inc.,
C h i c a g o, re p o rted its fourth consec-
u t ive quarter of re c o rd reve nu e s ,
with third - q u a rter 2005 net reve nu e s
of $58.3 million, c o m p a red to $53.5
million in the third quarter of 2004,
and earnings per diluted share (EPS)
of $0.22, c o m p a red with $0.05 in the
same per iod last ye a r.Net earn i n g s
for third - q u a rter 2005 included a
$1.0 million, or $0.05 per diluted
s h a re, non-cash income tax charge
largely re p resenting a reassessment of
the global deferred income tax
a c c o u n t s .

N ew license reve nues increased 22
p e rcent to $27.4 million from the
t h i rd quarter of 2004.This incre a s e
was driven by doubl e - d i git grow t h
in both the company ’s tools and
applications offeri n g s . O p e r a t i n g
income in the 2005 third quarter wa s
$8.2 million, or 14 percent of total
reve nu e s , c o m p a red to $1.2 million,
or 2 percent of total reve nu e s , in the
same quarter last ye a r.

For the nine months ended
September 30, 2 0 0 5 , net reve nu e s
totaled $173.8 million, with EPS of
$ 0 . 5 5 , c o m p a red with $163.6 million
and $0.11, re s p e c t ive l y, for the same
p e riod last ye a r. N ew license rev-
e nues increased 14 percent to $77.8
million for the first nine months of
2 0 0 5 . Operating income totaled
$19.4 million for the first nine
months of 2005, or 11 percent of
total reve nu e s , up from $2.9 million,
or 2 percent of total reve nu e s , for the
same per iod in 2004. O p e r a t i n g
expenses declined by 4 percent fro m
the prior ye a r.

Cash totaled $59.1 million, as of
September 30, 2 0 0 5 , up from $37.1
million as of December 31, 2 0 0 4 .

Net cash flow from operating activ i-
ties was $34.1 million for the nine
months ended September 30, 2 0 0 5 ,
c o m p a red with $8.5 million for the
same period last ye a r.

N ew York-based N e t R a t i n g s ,
I n c. re p o rted third - q u a rter reve nu e s
of $16.8 million, an 8 perc e n t
i n c rease over reve nues of $15.6 mil-
lion in the third quarter of 2004. N e t
loss for the third quarter of 2005 wa s
($3.7 million), or ($0.10) per share,
on approximately 36.2 million
s h a re s .This compares with a net loss
of ($4.3 million), or ($0.12) per
s h a re, in the third quarter of 2004, o n
a p p roximately 34.8 million share s .

D u ring the quart e r, the company
re c o rded a re s t ru c t u ring charge of
$1.7 million.The charge negative l y
affected net earnings by $0.05 per
s h a re and was related to seve r a n c e
expenses associated with a re s t ru c-
t u ring in NetRatings’ E u ro p e a n
bu s i n e s s .

On a pro forma EBITDA basis, t h e
c o m p a ny re p o rted a third - q u a rt e r
loss of ($488,000), or ($0.01) per
s h a re.This compares with a pro
f o rma EBITDA loss in the third
q u a rter of 2004 of ($1.2 million), o r
($0.04) per share.

National Researc h
C o rp o r a t i o n , L i n c o l n , N e b. ,
re p o rted third - q u a rter reve nues of
$10.1 million compared with rev-
e nues of $9.3 million for the same
p e riod in 2004. Net income for the
q u a rter ended September 30, 2 0 0 5
was $2 million, or $0.29 per basic
and diluted share, c o m p a red with net

income of $1.7 million, or $0.24 per
basic and diluted share, in the pri o r
year peri o d . R eve nues for the nine
months ended September 30, 2 0 0 5
we re $23.9 million compared with
reve nues of $23.3 million for the
same nine-month period of 2004.
Net income for the nine months
ended September 30, 2005 was $3.7
m i l l i o n , or $0.52 per basic and dilut-
ed share, c o m p a red with $3.6 mil-
l i o n , or $0.50 per basic and diluted
s h a re, in the pri o r - year peri o d .

At H a rris Interactive,
R o c h e s t e r, N. Y. , reve nue for the
f i rst fiscal quarter of 2006 was $48.9
m i l l i o n , up 24 percent when com-
p a red with $39.3 million of reve nu e
f rom the same period a year ago.
U. S. reve nue was $37.1 million, u p
26 percent from the $29.6 million
of reve nue re p o rted for the same
p e riod a year ago. E u ropean reve nu e
was $11.8 million, up 21 perc e n t
f rom the $9.8 million of reve nu e
re p o rted for the same period a ye a r
a g o. F avo r a ble foreign curre n c y
exchange rates added $0.2 million
to reve nue for the first fiscal quart e r
of 2006.

Global Internet reve nue for the
f i rst fiscal quarter of 2006 was $28.0
m i l l i o n , up 16 percent from Intern e t
reve nue of $24.2 million for the
same period a year ago. U. S. f i rst fis-
cal quarter 2006 Internet reve nu e
was $24.8 million, up 14 perc e n t
when compared to the $21.7 mil-
lion from the same period a ye a r
a g o. E u ropean Internet reve nue for
the first fiscal quarter of 2006 wa s



$3.2 million, up 29 percent from the
$2.5 million of Internet reve nu e
re p o rted for the same period a ye a r
a g o. In t e rnet reve nue comprised 57
p e rcent of total reve nu e, 67 perc e n t
of the U. S. reve nue and 27 perc e n t
of the European reve nu e.

Operating income for the first fis-
cal quarter of 2006, which included
$0.7 million of non-cash stock-
based compensation expense, was $2
m i l l i o n , or 4.1 percent of reve nu e,
d own 25 percent when compared to
operating income of $2.7 million
(which included no stock-based
compensation expense), or 6.9 per-
cent of reve nue for the same peri o d
a year ago.

Net income for the first fiscal
q u a rter of 2006 was $1.2 million, o r
$0.02 per diluted share, c o m p a re d
with net income of $1.7 million, o r
$0.03 per diluted share for the same
p e riod a year ago. Results for the
f i rst fiscal quarter of 2005 include
Wi rt h l i n Worldwide from the date
of acquisition, September 8, 2 0 0 4 .

Pa ris-based I p s o s posted reve nu e s
of EUR 168.9 million for the third
q u a rter of 2005, an increase of 19.1
p e rcent on the same period in 2004.
O ver the first nine months of 2005,
reve nues we re EUR 490.7 million, a
14.7 percent improvement on the
f i rst nine months of 2004.

With sales up 28.8 percent fro m
EUR 487.1 million to EUR 627.5
m i l l i o n , G e rm a ny-based GfK Gro u p
posted good results for the first nine
months of the current ye a r.T h e
f i rm also increased EBIT after
income from participations by 84.6
p e rcent from EUR 58.3 million to
EUR 107.6 million.This figure
does not take into account non-
re c u rring costs of EUR 5.9 million
a t t ri bu t a ble to the integration of
NOP Wo r l d .

The above - average rise in EBIT
after income from participations is
essentially due to four fa c t o rs :
s t rong growth in the core bu s i n e s s ,
the business performance of the
NOP World subsidiari e s , p o s i t ive
c u rrency effects and the sale of
G f K ’s 50 percent stake in IHA-IMS

H e a l t h , S w i t z e r l a n d .This sale wa s
re p o rted by GfK at the beginning of
the ye a r.At 17.1 perc e n t , the mar-
gi n , i . e. , EBIT after income fro m
p a rticipations in relation to sales,
was also higher than in the same
p e riod for the previous ye a r.
Consolidated total income after
m i n o rity interests rose from EUR
34.6 million to EUR 62.3 million.

G reenfield Online,Wi l t o n ,
C o n n . , re p o rted that net reve nu e s
totaled $23.1 million for the third
q u a rter of 2005 as compared with
$12.0 million for the same period a
year ago and $26.3 million in the
second quarter of 2005. R eve nu e
f rom Ciao, the company ’s Euro p e a n
s u b s i d i a ry, totaled $8.1 million,
including $2.7 million in reve nu e
f rom the Ciao compari s o n - s h o p-
ping bu s i n e s s .The decline in rev-
e nue was pri m a rily due to a 17 per-
cent sequential quarterly reve nu e
decline in North A m e ri c a . C i a o
reve nues we re flat as compared to
the second quart e r.

G ross profit totaled $16.4 million
or 71 percent of reve nues for the
t h i rd quarter of 2005, as compare d
with $9.5 million or 79 percent of
reve nues in the prior year peri o d ,
and 73 percent of reve nue in the
second quarter of 2005.

Operating income was $0.8 mil-
l i o n , or 4 percent of reve nue for the
t h i rd quarter of 2005, including a
one-time charge of $1 million re l a t-
ed to the management changes the
c o m p a ny announced on September
2 9 , 2 0 0 5 . Excluding this charge,
operating income was $1.9 million
or 8 percent of reve nu e.This com-
p a res to operating income of $2.3
million or 19 percent of reve nue for
the prior year peri o d , and is dow n
sequentially from $4.5 million or 17
p e rcent of reve nue in the second
q u a rt e r.

For the third quarter 2005, a d j u s t-
ed EBITDA was $3.5 million or 15
p e rcent of reve nu e s , including the
one-time charge, as compared to $3
million or 25 percent of reve nue for
the prior year peri o d . Excluding the
one-time charge, t h i rd quarter 2005

adjusted EBITDA was $4.6 million,
or 20 percent of reve nu e.

Net income was $1.6 million
including the one-time charge, a s
c o m p a red with $1.2 million for the
p rior year peri o d . Net income for
the third quarter 2005, e x c l u d i n g
the one-time charge, was $2.6 mil-
l i o n . Cash flow from operations wa s
$7.2 million for the third quarter as
c o m p a red to $1.9 million for the
p rior year period and $6.7 million
in the second quart e r.

F I N D / S V P, I n c., N ew Yo r k ,
re p o rted reve nues in the third quar-
ter we re $11,433,000, an increase of
15 percent ve rsus reve nues of
$9,915,000 in the prior ye a r. N e t
income attri bu t a ble to common
s h a re h o l d e rs for the third quart e r
was $435,000, or $.02 per basic and
fully diluted share, a 47 perc e n t
i n c rease over income of $296,000,
or $0.02 and $0.01 per basic and
fully diluted share, re s p e c t ive l y, i n
the third quarter of the prior ye a r.

E B I T DA for the quarter wa s
$ 1 , 0 8 3 , 0 0 0 , a 26 percent incre a s e
over EBITDA of $859,000 in the
p rior ye a r, and a 25 percent incre a s e
over adjusted EBITDA of $867,000
re p o rted in the second quarter of
2 0 0 5 . Operating income for the
t h i rd quarter increased 28 perc e n t
to $800,000 compared to $623,000
in the prior ye a r.

The EBITDA , operating income
and net income attri bu t a ble to
common share h o l d e rs re s u l t s
include stock compensation expense
of $141,000, $126,000 and
$204,000 for the third quarter of
2 0 0 5 , the third quarter of 2004, a n d
the second quarter of 2005, re s p e c-
t ive l y.

For the nine months ended
September 30, 2 0 0 5 , reve nues we re
$ 3 1 , 5 4 8 , 0 0 0 , an increase of 8 per-
cent ve rsus reve nues of $29,232,000
one year earlier. Net loss attri bu t-
a ble to common share h o l d e rs for
the nine months was ($101,000), o r
($0.01) per share, a 93 perc e n t
i m p rovement over a loss of
( $ 1 , 3 7 8 , 0 0 0 ) , or ($0.08) per share, i n
the same period of the prior ye a r.
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This directory was compiled by sending listing forms to companies that have advertised a specialization in mystery

shopping.We list over 300 firms.The directory has been redesigned for 2006 to include more information to better

help you find a firm that meets your mystery shopping needs. In addition to the company’s vital information, we’ve

included a new cross-index section of the type of mystery shopping services they offer (audio record shops, competi-

tor shops, etc.).We have also provided an expanded geographic cross-index to help you find a provider in a specific

region.Want even more expanded search options? Use the online version of this directory at www.quirks.com.
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A Closer Look

Norcross, GA
Ph. 770-446-0590, ext. 106
info@a-closer-look.com
www.a-closer-look.com

A Customer’s Point of View, Inc.

Stockbridge, GA
Ph. 770-477-1719
getshopped@acpview.com
www.acpview.com

A Total Resource Group

Denver, CO
Ph. 303-813-0009
TotalResourceGrp@aol.com

A&M Business Services, Inc.

Pensacola, FL
Ph. 850-492-7467
mail@ambussvcs.com
www.ambussvcs.com

A.I.M.Field Service

Apopka, FL
Ph. 407-886-5365 or 888-345-3465
info@patsaim.com
www.patsaim.com

AAR/All About Research

Westchester, IL
Ph. 708-562-9500
aarinfos@aol.com
www.marketresearchaar.com

Ace Mystery Shoppers

(A Subsidiary of Memphis Consulting LLP)
Cordova,TN
Ph. 901-647-1796
memphisconsulting@midsouth.rr.com
www.acemysteryshoppers.com

ACE Mystery Shopping

Associate Consumer Evaluations, LLC
Warrensburg, MO
Ph. 866-240-7324
info@acemysteryshopping.com
www.acemysteryshopping.com

Action Research Group

Ocean Isle Beach, NC
Ph. 910-575-4765
dinoaction@aol.com

Advantage Business Services

Melbourne, FL
Ph. 321-952-0300
cwj32901@aol.com

ALCOPS™

Allied Corporate Service
Overland Park, KS
Ph. 800-345-7347
www.alcops.com

Amusement Advantage, LLC

Arvada, CO
Ph. 800-362-9946 or 303-988-2938
sales@amusementadvantage.com
www.amusementadvantage.com

Anonymous Insights, Inc.

Dublin, OH
Ph. 614-761-0939
contactus@a-insights.com
www.a-insights.com

Any Small Town Market Research

Leawood, KS
Ph. 913-338-3001
smltownresearch@aol.com

AQ Services International,Asia

Singapore
Ph. 65-6223-0335
asia@aq-services.com
www.aq-services.com

AQ Services International, Europe

Den Haag
Netherlands
Ph. 31-70-331-95-00
info@aq-services.com
www.aq-services.com

AQ Services International, Japan

Suginami-ku,Toyoko
Japan
Ph. 81-3-6765-0850
info@aq-services.com
www.aq-services.com

ARC Research Corporation

Cranford, NJ
Ph. 908-276-6300
info@arcresearch.com
www.arcresearch.com

Ascent Research Associates, LLC

San Ramon, CA
Ph. 877-607-5394
info@ascentresearch.com
www.ascentresearch.com

Ask Arizona

Phoenix, AZ
Ph. 602-707-0050 or 800-999-1200
bethsmith@westgroupresearch.com
www.westgroupresearch.com

ath Power Consulting Corporation

Andover, MA
Ph. 877-977-6937 ext. 105
info@athpower.com
www.athpower.com

Athena Research Group

Riverside, CA
Ph. 951-369-0800
lynn@athenamarketresearch.com
www.athenamarketresearch.com

B. Business Solutions, Inc.

Mountaintop, PA
Ph. 800-380-6559 or 570-474-2212
salli@bizshoptalk.com
www.bizshoptalk.com

BAI - Asia

New Mumbai
India
Ph. 91-98-1960-1517
bsagar@baiservices.com
www.baiservices.com

BAI - South America

Campinas, SP
Brazil
Ph. 55-33-9191-4967
roliveira@baiservices.com
www.baiservices.com

BanConsult, Inc.

Okemos, MI
Ph. 517-349-4343
info@banconsult.com
www.banconsult.com

Bare Associates International, Inc.

Fairfax,VA
Ph. 800-296-6699 ext. 3131 or 703-995-
3131
mbare@baiservices.com
www.baiservices.com

Bare Associates Int’l. Europe

Antwerp
Belgium
Ph. 32-3290-02-89
eaben@baiservices.com
www.baiservices.com

Barnes Research, Inc.

Grand Rapids, MI
Ph. 616-363-7643
bids@barnesresearch.com
www.barnesresearch.com

Bartels Research Corp.

Clovis, CA
Ph. 559-298-7557 or 800-677-5883
bartels1@compuserve.com
www.bartelsresearch.com

Battre Affarer/Better Business

Vallentuna, Stockholm
Sweden
Ph. 46-8-5118-51-10 or 46-70-529-1885
info@baff.se
www.battreaffarer.com

Frances Bauman Associates

Marlboro, NJ
Ph. 732-536-9712
fbauman23@aol.com

Beisner Research Associates

Macon, GA
Ph. 478-477-8023
jerrybeisner@aol.com

BestMark

Minnetonka, MN
Ph. 800-51-GUEST (514-8378)
info@bestmark.com
www.bestmark.com

Beyond Hello Inc.

Madison,WI
Ph. 800-321-2588
gary@beyondhello.com
www.beyondhello.com

Beyond Marketing Group, Inc.

Winston-Salem, NC
Ph. 336-722-6270
newshop@beyondmarketinggroup.com

92 |  Quirk’s Marketing Research Review  |  January 2006 www.quirks.com



BMA Mystery Shopping

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

Business Evaluation Services

Bakersfield, CA
Ph. 888-300-8292
charles@mysteryshopperservices.com
www.mysteryshopperservices.com

Capstone Research, Inc.

Fairfield, NJ
Ph. 973-575-6161
steve_simon@capstoneresearch.com
www.capstoneresearch.com

Car-Lene Research, Inc.

Corporate Office
Deerfield, IL
Ph. 847-940-2000
info@carleneresearch.com
www.carleneresearch.com

Certified Marketing Research Services

Kinderhook, NY
Ph. 518-758-6400
bherlick@criny.com
www.certifiedmarketingresearch.com

Check Mark, Inc.

Cincinnati, OH
Ph. 513-753-8476
kregister@checkmarkinc.com
www.checkmarkinc.com

Check Up Marketing

Raleigh, NC
Ph. 919-782-7581
secretshopper@checkupmarketing.com
www.checkupmarketing.com

Cirrus Marketing Consultants

Anaheim, CA
Ph. 714-899-7600 or 888-899-7600
cirrus7600@earthlink.net
www.cirrusmktg.com

COHESIUM Research

Paris
France
Ph. 33-1-56-56-60-63
akubiak@cohesium.com

Confero, Inc.

The Service Resources Group
Cary, NC
Ph. 919-469-5200 or 800-447-3947
info@conferoinc.com
www.conferoinc.com

Confield Research

Essen
Germany
Ph. 49-201-82737-0
info@confield.com
www.confield.com

Confirma

Rio de Janeiro
Brazil
Ph. 55-21-2259-1299
confirma@confirma.com.br
www.confirma.com.br

Connections, Inc.

Birmingham, AL
Ph. 205-879-1255
bvwconnect@mindspring.com

Consumer Impressions, Inc.

Plano,TX
Ph. 972-867-9690 or 800-440-8800
jpaulci@comcast.net
www.consumerimpressions.com

Consumer Pulse, Inc.

Birmingham, MI
Ph. 800-336-0159 or 248-540-5330
cpi@consumerpulse.com
www.consumerpulse.com

Convergys Customer Intelligence

Cincinnati, OH
Ph. 800-344-3000
marketing@convergys.com
www.convergys.com

The Corporate Research Group Ltd.

Nepean, ON
Canada
Ph. 613-596-2910 ext. 223
tracey@thecrg.com
www.thecrg.com

Corporate Research International

Findlay, OH
Ph. 419-422-3196
mmallett@corpri.com
www.corpri.com

C r e a t i ve & Response Research Svcs.( Au s t r a l i a )

Parramatta, NSW
Australia
Ph. 61-2-8837-9999
markm@crresearch.com.au
www.crresearch.com.au

Creative Images Associates, Inc.

Lunenburg, MA
Ph. 978-582-7005
ciaincorp@aol.com
www.creativeimage.net

Crimmins & Forman Market Research

Southfield, MI
Ph. 248-569-7095
info@crimminsandforman.com
www.crimminsandforman.com

Cross Financial Group

Lincoln, NE
Ph. 800-566-3491
solutions@crossfinancial.com
www.crossfinancial.com

Customer 1st

Greensboro, NC
Ph. 800-288-7408 ext.3214
carl@customer-1st.com
www.customer-1st.com

Customer Foresight Group, Limited

Toronto, ON
Canada
Ph. 416-651-0143 or 877-350-0143
enrico@customerforesight.com
www.customerforesight.com

Customer Perspectives

Hooksett, NH
Ph. 603-647-1300
judi@customerperspectives.com
www.customerperspectives.com

Customer Point of View

Palm Springs, CA
Ph. 760-322-2229
info@mystery-shopper-business.com
www.mystery-shopper-business.com

Customer Service Experts, Inc.

Annapolis, MD
Ph. 410-897-8444 or 888-770-7625
info@customerserviceexperts.com
www.customerserviceexperts.com

Customer Service Profiles

Omaha, NE
Ph. 800-841-7954 ext. 101
jberigan@csprofiles.com
www.csprofiles.com

Customerize, Inc.

San Diego, CA
Ph. 800-330-5948 or 858-538-8658
laura@customerize.com
www.customerize.com
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Data Quest, Ltd.

Boston, MA
Ph. 800-292-9797 or 617-437-0030
tturgeon@dataquestonline.com
www.dataquestonline.com

Datum Internacional SA

Lima
Peru
Ph. 51-1-221-4355
datum@datum.com.pe
www.datum.com.pe

Defensive Business Management
Reading, PA
Ph. 610-376-5012
DBMCO@hotmail.com

Devon Hill Associate, LLC

La Jolla, CA
Ph. 858-456-7800
barbara@devonhillassociates.com
www.devonhillassociates.com

Dominion Marketing Research, Inc.

Richmond, VA
Ph. 804-672-0500 or 804-672-1417
bana@dominionfocusgroup.com
www.dominionfocusgroup.com

DSG Associates, Inc.

2110 E. First St., Suite 106
Santa Ana, CA 92705
Ph. 800-462-8765
info@dsgai.com
www.dsgai.com
Donna Guido, CEO

Guaranteed data integrity, unsurpassed
responsiveness and flexibility to meet client
needs highlight the unique mystery shopping
system pioneered by DSG Associates, Inc. An
industry leader for 25 years. DSG works to a
single standard: to get the work done right the
first time, on-time, on-budget, with a smile on
every assignment.
(See advertisement on this page)

Dynamic Advantage, Inc.

356 E. Olive Ave. #118
Burbank, CA 91502
Ph. 866-870-1251
info@dynamic-advantage.com
www.dynamic-advantage.com
Greg Doomanis, President

We’re experts at helping your business thrive -
our family helped create mystery shopping 60
years ago.Want to learn more about your own
customer service? Need to confirm compliance
practices? Want internet access to test
results? We offer that and more. Whatever
your business or location, large or small, we
can help you succeed. Our personal focus is
your success. Call us and ask for Greg.
(See advertisement on opposite page)

EFG, Inc.

European Fieldwork Group
New York, NY
Ph. 866-334-6927
contact@efgresearch.com
www.efgresearch.com

ESA Market Research Ltd.

St. Albans, Hertfordshire
United Kingdom
Ph. 44-1727-847572
esa@esa.co.uk
www.esa.co.uk

Essman/Research
Des Moines, IA
Ph. 515-282-7145
mail@essmanresearch.com
www.essmanresearch.com

Octopus Lane
Gatineau, PQ
Canada
Ph. 819-669-0799 or 866-669-0799
info@serviceincognito.com
www.serviceincognito.com

Excel Shopping and Consulting

Plano,TX
Ph. 877-278-7467
info@xcelshop.com
www.xcelshop.com

Feedback Plus, Inc.

Dallas,TX
Ph. 972-661-8989
reb.henry@feedbackplus.com
www.feedbackplus.com

Field & Research Matters Ltd.

Epsom, Surrey
United Kingdom
Ph. 44-1372-722-721
info@fieldmatters.com
www.fieldmatters.com

Field Facts Worldwide

11 Weymouth Street
London
United Kingdom
Ph. 44-20-7908-6600
richard@fieldfacts.com
www.fieldfacts.com
Richard Cowland

Field Facts Worldwide can support your mys-
tery shopping project all over the globe, deliv-
ered with the same exacting standards and
under the stewardship of a single point of con-
tact.We have committed and experienced
partnerships in over 20 countries and excel in
providing a truly international fielding and
mystery shopping service with a controlled
commitment to quality and timing.
(See advertisement on p. 49)

Field Research, Inc.

Hoffman Estates, IL
Ph. 847-776-8660
fieldresearch@comcast.net
www.fieldresearchinc.com

Field Surveys & Audits, Inc.

Delafield,WI
Ph. 262-646-7034
fsa@excel.net

Firm Facts Interviewing

Stratford, CT
Ph. 203-375-4666
firmfacts@aol.com

First Glance

Plain City, OH
Ph. 614-873-3110
firstglanceinc@msn.com
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Focus on Service, LLC
Kennett Square, PA
Ph. 610-347-1301
dave@focusonservice.com
www.focusonservice.com

Focus Research, Inc.
New Orleans, LA
Ph. 985-867-9494 or 985-867-9437
info@focusresearchinc.com
www.focusresearchinc.com

J. Franke Enterprises
Wayzata, MN
Ph. 952-454-8114
jefffranke@mn.rr.com

Freeman Group

Richardson,TX
Ph. 972-235-7668
measurement@freemangroup.org
www.freemangroupsolutions.com

Friedman Marketing Services

Harrison, NY
Ph. 914-698-9591
pwynne@nopworld.com
www.friedmanmktg.com

Galli Research Services

Chicago, IL
Ph. 773-4-SURVEY
galliinc@aol.com

Galloway Research Services
San Antonio,TX
Ph. 210-734-4346
info@gallowayresearch.com
www.gallowayresearch.com

GfK GRAL - ITEO
Ljubljana, Slovenia
Ph. 386-1-472-0800
geni.arh@gfk.si
www.gfk.si
(See advertisement on p. 43)

GfK Market Analysis Ltd.
Athens
Greece
Ph. 30-2-10-757-2600
markanalysis@marketanalysis.gr
www.marketanalysis.gr
(See advertisement on p. 43)

GfK Turkey
IBS Marketing Research Services
Sisli, Istanbul
Turkey
Ph. 90-212-368-0700 or 90-212-368-0790
denizozerdil@gfkturkiye.com
www.gfkturkiye.com
(See advertisement on p. 43)

GfK-NOP Mystery Shopping
New York, NY
Ph. 212-240-5300
info@nopworld.com
www.nopworld.com
(See advertisement on p. 43)

GfK-NOP Mystery Shopping
Oxford
United Kingdom
Ph. 44-1865-262701
ukinfo@gfk.com
www.gfknop.co.uk
(See advertisement on p. 43)

Global Resource Management, Inc.

Bala Cynwyd, PA
Ph. 215-508-2590
gmartin@globalresourcellc.com
www.globalresourcellc.com

Graham & Associates, Inc.

Birmingham, AL
Ph. 205-443-5399
ceanes@grahammktres.com
www.grahammktres.com

Granite State Marketing Research, Inc.

Londonderry, NH
Ph. 603-434-9141
dot@gsmrinc.com
www.gsmrinc.com

Gulf View Research, LLC

New Orleans, LA
Ph. 800-357-8842 or 863-676-3676
gulfviewresearch@aol.com

Gulf View Research, LLC

Lake Wales, FL
Ph. 800-357-8842 or 863-676-3676
gulfviewresearch@aol.com

Herron Associates, Inc.

GroupNet Indianapolis
Greenwood, IN
Ph. 317-882-3800
sue@herron-research.com
www.herron-research.com

Higbee & Associates, Inc.

Norman, OK
Ph. 405-364-1378
higbeeassoc@oecadvantage.net

Hilli Dunlap Enterprises, Inc.

North Hollywood, CA
Ph. 818-760-7688
info@dunlapenterprises.com
www.dunlapenterprises.com

Hindsight

Sanibel, FL
Ph. 954-757-9835
hndsight@hndsight.com
www.hndsight.com

Hispanic Focus Unlimited

Pharr,TX
Ph. 956-797-4211
hispanicfocus@aol.com
www.hispanicfocusunltd.com

Hoed Mystery Shopping

Epping, NSW
Australia
Ph. 61-2-9876-3166
info@hoed.com.au
www.hoed.com.au

Hoffmann & Forcher Marketing Research

Vienna
Austria
Ph. 43-1-585-45350
hoffman.forcher@nf.co.at
www.hoffmannforcher.at

Horizon Research Services

Columbia, MO
Ph. 573-874-1333 or 800-529-6841
info@horizonresearch.com
www.horizonresearch.com

HR and Associates, Inc.

Clarendon Hills, IL
Ph. 630-789-0444
inquiries@hrandassociates.com
www.hrandassociates.com

ICC Decision Services

Wayne, NJ
Ph. 973-890-8611
info@iccds.com
www.iccds.com

Image Checkers Mystery Shopping

Services

Peoria, AZ
Ph. 623-261-9385
shelly@imagecheckers.com
www.imagecheckers.com

IMAGES Market Research

Atlanta, GA
Ph. 404-892-2931
research@imagesusa.net
www.imagesusa.net
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imyst, inc.

Ann Arbor, MI
Ph. 734-786-8468
team@imyst.com
www.imyst.com

Indiana Research Service, Inc.

Fort Wayne, IN
Ph. 260-485-2442
ccage@indianaresearch.com
www.indianaresearch.com

Informa Research Services, Inc.

26565 Agoura Rd., Suite 300
Calabasas, CA 91302
Ph. 800-848-0218
inquiries@informars.com
www.informars.com
Brian Richards, Sr.V.P., Business Dev.
Branch offices:

375 Corporate Dr. S., Suite 100
Seattle,WA 98188
Ph. 800-848-0218
inquiries@informars.com
www.informars.com
Brian Richards, Sr.V.P., Business Dev.

420 Lexington Ave., #615
New York, NY 10170
Ph. 800-848-0218 or 212-889-5941
inquiries@informars.com
www.informars.com
Brian Richards, Sr.V.P., Business Dev.

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

Infotel National Marketing

Los Gatos, CA
Ph. 800-876-1110
researchersupport@infotelinc.com
www.infotelinc.com

ingather research-denver

Denver West (Golden), CO
Ph. 303-980-1909 or 303-980-2262
christinef@ingatherresearch.com
www.ingatherresearch.com

InGold Marketing Assistance Group, Ltd.

(Sight on Scene)
Muskego,WI
Ph. 262-679-2600
in-gold@execpc.com

Innotech Market Research Ltd.

Richmond Hill, ON
Canada
Ph. 905-882-8843
phil@innotechmarketresearch.com
www.innotechmarketresearch.com

The Insight Works, Inc.

New York, NY
Ph. 212-929-9072 or 212-929-5115
mark@theinsightworks.net
www.theinsightworks.net

Integrated Research Associates, Inc.

Cincinnati, OH
Ph. 513-361-2700
IRA@integratedresearch.com
www.integratedresearch.com

Integrity Auditing Services, Inc.

Thorndale, PA
Ph. 484-364-1033
integauditsvs@aol.com

IntelliShop

Perrysburg, OH
Ph. 877-894-6349
info@intelli-shop.com
www.intelli-shop.com

International Service Check

Munich, Germany
Ph. 49-89-54558228
servicecheck@multisearchweb.com

Ipsos North America

New York, NY
Ph. 212-265-3200
info@ipsos-na.com
www.ipsos-na.com

Ipsos Polska

Warsaw, Poland
Ph. 48-22-856-88-10 or 48-22-848-35-57
mail@ipsos.pl
www.ipsos.pl

IRi Information Research Inc.

Denver, CO
Ph. 303-751-0190
info@iridenver.com
www.iridenver.com

J & S Interviewing, Inc.

Hollywood, FL
Ph. 954-966-7298

Jancyn Evaluation Shops

San Jose, CA
Ph. 800-339-2861 or 408-267-2600
www.jancyn.com

JKS Inc. Market Research

Burke, VA
Ph. 877-557-4627 or 703-503-2255
jksinc@jksinc.com
www.jksinc.com

Just The Facts, Inc.

Mt. Prospect, IL
Ph. 847-506-0033
slb@jtfacts.com
www.justthefacts.com

Karla Kava, Inc.

Seattle, WA
Ph. 206-297-8400
info@karlakavainc.com
www.karlakavainc.com

Ken-Rich Retail Group

Bellingham,WA
Ph. 360-739-3677
info@ken-rich.com
www.ken-rich.com

Kinesis

Seattle, WA
Ph. 206-285-2900
info@kinesis-cem.com
www.kinesis-cem.com

Kirk Research Services, Inc.

Jacksonville, FL
Ph. 904-858-3200
kirkresh@bellsouth.net
www.kirkresearch.com

Kiyomura-Ishimoto Associates

San Francisco, CA
Ph. 415-566-3603
norm@kiassociates.com
www.kiassociates.com

KLD Marketing Research, Inc.

Valparaiso, IN
Ph. 800-568-4668
kathleen.dewitt@kldresearch.com
www.kldresearch.com

Kramer Marktforschung GmbH

Muenster, Germany
Ph. 49-2501-802-0 or 49-251-609-2727
contact@kraemer-germany.com
www.kraemer-germany.com

Rickie Kruh Research

Jupiter, FL
Ph. 561-626-1220
RKRUH@aol.com
www.rkrmg.com

L.A. Research, Inc.

Northridge, CA
Ph. 818-993-5500 or 800-760-9040
lamusearch@aol.com

Lein/Spiegelhoff, Inc.

Brookfield,WI
Ph. 262-797-4320
info@lein-spiegelhoff.com
www.lein-spiegelhoff.com

Nancy Levine Marketing Research

West Hills, CA
Ph. 818-703-6804
nlevineres@aol.com

Liberty Research Services, LLC

Huntingdon Valley, PA
Ph. 215-658-0900
info@libertyresearchservices.com
www.libertyresearchservices.com
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The Locksley Group, Ltd.

Pacific Palisades, CA
Ph. 310-454-5105
thelocksleygroup.@aol.com
www.thelocksleygroup.com

Lodge Service - React Surveys NV/SA

Brussels
Belgium
Ph. 32-2-663-15-70
email@lodge.be
www.lodge.be

Low Country Marketing, Inc.

Columbia, SC
Ph. 803-788-4600
info@lowcountrymarketing.com
www.lowcountrymarketing.com

LPM Market Research Services

Stamford, CT
Ph. 203-322-6890
focus3003@aol.com

M.A.T. On-Site Research

Sugar Land,TX
Ph. 281-242-3253
director@onsite4research.com
www.onsite4research.com

MacPherson Mystery Shopping

Huddersfield,West Yorkshire
United Kingdom
Ph. 44-148-464-3257
info@macphersonmysteryshopping.co.uk
www.macphersonmysteryshopping.org.uk

Maritz Research

Corporate Headquarters
1355 N. Highway Dr.
Fenton, MO 63099
Ph. 877-4-MARITZ or 636-827-8865
info@maritz.com
www.maritzresearch.com
Al Goldsmith

Virtual Customers® from Maritz Research is
a fully-integrated service quality evaluation
system. It utilizes advanced technology includ-
ing Virtuoso, our high-tech process manage-
ment software, for fast reporting and a unique
certification process to mirror real customers
so closely that they “virtually” become your
customers.There are over 50,000 virtual cus-
tomers globally.
(See advertisement on front cover)

Market Alternative, Inc.

Yuba City, CA
Ph. 530-673-9649
mktalternatives@cs.com

Market Dynamics Research Group, Inc.

New Orleans, LA
Ph. 504-821-1910 ext. 202
info@mdrginc.com
www.mdrginc.com

Market Mix, Inc.

Brandon, MS
Ph. 601-919-2669
mktmix@hotmail.com

Market Research Dallas

Dallas,TX
Ph. 972-239-5382
mail@marketresearchdallas.com
www.marketresearchdallas.com

Market Research Services

Madisonville, KY
Ph. 270-825-0761 or 270-339-4621
mkt_resch_svcs@hotmail.com

Market Trends Pacific, Inc.

Honolulu, HI
Ph. 808-532-0733
wanda@markettrendspacific.com
www.markettrendspacific.com

Market Viewpoint

Glenmoore, PA
Ph. 610-942-7030
info@marketviewpoint.com
www.marketviewpoint.com

Marketing Endeavors

Louisville, KY
Ph. 866-445-9117
info@marketingendeavors.biz
www.marketingendeavors.biz

Marketing Solutions Corporation

Cedar Knolls, NJ
Ph. 973-540-9133 or 800-326-3565
MarketingSolutions@attglobal.net
www.marketingsolutionscorp.com

Marketing Systems Unlimited Corp.

Iowa City, IA
Ph. 319-338-3773
info@msultd.com

Marketrends, Inc.

Williamsburg,VA
Ph. 757-229-3065 or 800-296-4447
nfuller@marketrends.com
www.marketrends.com

MarketWise Consulting Group, Inc.

Hortonville,WI
Ph. 920-779-0881
carolyn.nankervis@marketwi.com
www.marketwi.com

Mars Research

Fort Lauderdale, FL
Ph. 954-771-7725
joyceg@marsresearch.com
www.marsresearch.com

The Martec Group - Green Bay

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

McMillion Research Service

1012 Kanawha Blvd. E., Suite 301
Charleston,WV 25301-2809
Ph. 304-343-9650
jmace@mcmillionresearch.com
www.mcmillionresearch.com

McMillion Research is proud to introduce
Mindfield Online. Having provided the utmost
in quality data collection over the past 25
years, McMillion Research can now offer you
the best in all online methodologies. If you’re
looking for expert data collection for your next
telephone or online research project, turn to
McMillion Research and get the facts!
(See advertisements on pp. 15, 87)

Metro Research Services, Inc.

Fairfax,VA
Ph. 703-385-1108
info@metroresearchservices.com
www.metroresearchservices.com

Meyers Research Center

New York, NY
Ph. 212-391-0166 or 800-221-5015
jfriedlaender@meyersresearch.com
www.meyersresearch.com

Ann Michaels and Associates Ltd.

Naperville, IL
Ph. 630-922-7804
kdoering@ishopforyou.com
www.ishopforyou.com

Michelson Marketing Solutions

Marietta, GA
Ph. 770-642-2223
mark@michelson.com
www.michelson.com

Mintel

Chicago, IL
Ph. 312-932-0400
info@mintel.com
www.mintel.com

MSB-Managing The Service Business

Berkshire
United Kingdom
Ph. 44-134-487-6300
info@msbconsultancy.com
www.msbconsultancy.com

The MSR Group

Omaha, NE
Ph. 402-392-0755
worick@themsrgroup.com
www.themsrgroup.com

MVP In The Field Services

Huntsville, AL
Ph. 256-883-0223
mvp@gracestar.com
www.gracestar.com/mvp
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The Mystery Guest Group

Winter Park, FL
Ph. 407-599-5251
jnewnum@mysteryguestinc.com
www.mysteryguestinc.com

Mystery Shopper Pros

Budd Lake, NJ
Ph. 973-347-1572
jash1057@optonline.net
www.mysteryshopperpros.com

Mystery Shoppers, Inc.

Knoxville,TN
Ph. 800-424-0871 or 865-450-8841
beverly@mystery-shoppers.com
www.mystery-shoppers.com

Mystique Shopper, LLC

Orlando, FL
Ph. 407-248-1506
info@mystiqueshopper.com
www.mystiqueshopper.com

National Field & Focus, Inc.

Framingham, MA
Ph. 508-370-7788
info@nff-inc.com
www.nff-inc.com

National Shopping Service

Rocklin, CA
Ph. 800-800-2704 or 916-577-1010
info@nationalshoppingservice.com
www.nationalshoppingservice.com

National Shopping Service Network, LLC

Denver, CO
Ph. 303-451-0538
customerservice@mysteryshopper.net
www.mysteryshopper.net

New England Interviewing

Nashua, NH
Ph. 603-889-8222
kim@neinterviewing.com
www.neinterviewing.com

New Orleans Field Services Associates

Metairie, LA
Ph. 504-833-0641
nofsa@bellsouth.net

New South Research

Birmingham, AL
Ph. 205-443-5350 or 800-289-7335
jjager@newsouthresearch.com
www.newsouthresearch.com

O’Connor & Associates

Stewartsville, NJ
Ph. 908-319-3712
avigg@bellatlantic.net
www.oconassoc.com

OMR (Olchak Market Research)

Greenbelt, MD
Ph. 301-441-4660
info@OMRdc.com
www.OMRdc.com

Opinion Polling Service®

C/O TAi - New Jersey
Teaneck, NJ
Ph. 201-836-1500
newjersey@taigroup.net
www.opinionpollingservice.com

Opinion Polling Service®

C/O TAi - Tampa Bay, Inc.
Tampa, FL
Ph. 813-226-1800 or 888-873-8247
tampa@taigroup.net
www.opinionpollingservice.com

Opinions, Ltd.

Chagrin Falls, OH
Ph. 440-893-0300
mark@opinionsltd.com
www.opinionsltd.com

Pacific Research Group

Costa Mesa, CA
Ph. 800-755-8055 ext. 224
george@pacificresearchgroup.com
www.pacificresearchgroup.com
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PAI-Productive Access, Inc.

19851 Yorba Linda Blvd., Suite 203
Yorba Linda, CA 92686
Ph. 800-693-3111 or 714-693-3110
bhontz@paiwhq.com
www.paiwhq.com
Bradley T. Hontz

Productive Access Incorporated (PAI) is a
leading provider of survey data acquisition,
analysis, and reporting services. For nearly 10
years, PAI’s Audithost™ service has been the
first choice of Fortune 100 firms looking to
integrate their internal and 3rd party conduct-
ed retail inspections.With Audithost™, you
control the program.
(See advertisement on p. 79)

Pammer Research, Inc.

Frankfort, IL
Ph. 815-469-9852 or 708-203-5778
lesapammer@pammerresearch.com
www.pammerresearch.com

Pan Research,Ltd.

Dublin
Ireland
Ph. 353-1-498-4645
abushnell@panresearch.ie
www.panreserch.ie

Pat Henry Market Research, Inc.

Cleveland, OH
Ph. 800-229-5260 or 216-531-9562
jhominy@pathenry.com
www.thepathenrygroup.com

Peak Performance Mystery Shopping

Irving,TX
Ph. 972-254-0181
peakper988@aol.com

People Plus

Memphis,TN
Ph. 901-362-0509
emorgan@peopleplusinc.net
www.peopleplusinc.net

Perception Strategies, Inc.

Indianapolis, IN
Ph. 317-546-0970
perstrat@perstrat.com
www.perstrat.com

Perceptive Market Research, Inc.

Gainesville, FL
Ph. 800-749-6760 ext. 4012 or 352-336-
6760
surveys@pmrresearch.com
www.pmrresearch.com

Percy & Company Research

Baton Rouge, LA
Ph. 225-346-0115
info@percyandcompany.com
www.percyandcompany.com

The Performance Edge

Pleasant Grove, UT
Ph. 800-356-9145
support@pedge.com
www.pedge.com

The Performance Group, Inc.

Mt.Vernon, IN
Ph. 800-264-0814 or 812-838-9814

Performance Insights

Las Vegas, NV
Ph. 702-269-8101
performanceinsights@cox.net

Performance Plus

Framingham, MA
Ph. 508-872-1287
info@performanceplusboston.com
www.performanceplusboston.com

Person to Person Quality

A Div. of ADI Consulting
Alexandria,VA
Ph. 703-836-1517
info@persontopersonquality.com
www.persontopersonquality.com

Personal Opinion, Inc.

Louisville, KY
Ph. 502-899-2400
rdavis@personalopinion.org
www.personalopinion.org

Pfeifer Market Research, Inc.

Corpus Christi,TX
Ph. 361-850-7660 or 800-503-6682
pfeifermtg@aol.com
www.pfeifermarketresearch.com

Phantom Shopping

Budapest
Hungary
Ph. 36-309-063-718
zh@phantomshopping.hu
www.phantomshopping.hu

PMR-Personal Marketing Research, Inc.

Davenport, IA
Ph. 563-322-1960
info@e-pmr.com
www.e-pmr.com

Power Consulting Corp.

Andover, MA
Ph. 877-977-6937
info@athpower.com
www.courtesycounts.com

Precision Research Inc.

Glendale, AZ
Ph. 602-997-9711
jmuller@precisionresearchinc.com

Precision Research, Inc.

Des Plaines, IL
Ph. 847-390-8666
saa@preres.com
www.preres.com

Premack & Associates of Pinellas County,I n c .

Pinellas Park, FL
Ph. 727-544-3191
audreyb@intergate.com

Premier Service Inc.

Montreal, PQ
Canada
Ph. 514-685-1200
solutions@premierservice.ca
www.premierservice.ca

Presence Mystery Shopping

Paris
France
Ph. 33-1-42-33-24-24
topo@magic.fr
www.presence.fr

Prisma Options Ltd.

Athens
Greece
Ph. 30-210-748-2001
prismaop@hol.gr

Probe Market Research, Inc.

New York, NY
Ph. 212-754-4258 or 800-961-1992
lynette@probemarketresearch.com
www.probemarketresearch.com

Professional Management Services

Fairborn, OH
Ph. 937-864-0284
promanagementservices@yahoo.com

Professional Review & Operational

Shoppers, Inc.

PROS
Vero Beach, FL
Ph. 800-741-7758
info@proreview.com
www.proreview.com

Proforma Consulting Limited

Mississauga, ON
Canada
Ph. 905-858-5000
contact@proforma1977.com
www.proforma1977.com

Promotion Network, Inc.

Palos Heights, IL
Ph. 708-361-8747
info@promonetwork.com
www.promotionnetworkinc.com

PRYBYL Group, Inc.

Arlington Heights, IL
Ph. 847-670-9602
mjrichards@prybylgroup.com
www.prybylgroup.com

PWI Research

Memphis,TN
Ph. 901-682-2444
ebeech@pwiresearch.com
www.pwiresearch.com
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Q M S

Malta, NY
Ph. 518-899-6479
qms4mkt@aol.com
www.qms4mkt.com

Quality Assessments Mystery Shoppers, I n c .

Rochester, IL
Ph. 800-580-2500
mary@qams.com
www.qams.com

Quality Check

Fayetteville, PA
Ph. 717-352-9536
info@undercovershoppers.com
www.undercovershoppers.com

Quality Eye

London
United Kingdom
Ph. 44-0870-300-0931
info@qualityeye.com
www.qualityeye.com

QualityWorks Associates

Waltham, MA
Ph. 781-398-1678 or 888-606-5034
info@qualityworks.com
www.qualityworks.com

The Quest for Best Mystery Shoppers

Memphis,TN
Ph. 800-263-5202 or 901-373-7221
info@questforbest.com
www.questforbest.com

Quest Marketing Group, Inc.

Clifton Park, NY
Ph. 518-373-1990
questmarket@aol.com

Quinn Marketing and Communications

Bismarck, ND
Ph. 800-570-4497 or 701-250-8713
paul@quinnmc.com
www.quinnmc.com

R.I.S. Christie - The Data Collection Co.

Toronto, ON
Canada
Ph. 416-778-8890
generalinfo@rischristie.com
www.rischristie.com

Rapid Research

Bangor, ME
Ph. 207-942-6454
rapidresearchmai@aol.com

Rast Marketing Research

Lilburn, GA
Ph. 770-921-5833
annerast@bellsouth.net
www.rmratlanta.com

RDAssociates, Inc.

Wynnewood, PA
Ph. 610-896-6272
info@rdassociates.com
www.rdassociates.com

REACT Surveys Ltd.

Gloucestershire
United Kingdom
Ph. 44-1285-64-4144
info@reactsurveys.co.uk
www.reactsurveys.co.uk

Reality Check Mystery Shoppers

Seattle, WA
Ph. 206-364-9004 or 800-550-4469
realitycheckllc@home.com
www.rcmysteryshopper.com

Reflections Mystery Shopping

Tillamook, OR
Ph. 888-810-6330
reflections@oregoncoast.com
www.reflectionsms.com

Research Inc.

Alpharetta, GA
Ph. 770-619-9837
info@researchincorporated.com
www.researchincorporated.com

Research Strategies, Inc.

Mobile, AL
Ph. 251-660-2910 or 504-522-2115
rsincorp@bellsouth.net

Resolution Research & Marketing, Inc.®

Denver, CO
Ph. 800-800-0905
solutions@re-search.com
www.ResolutionResearch.com

Restaurant Evaluators

Chicago, IL
Ph. 773-525-5157
info@restaurantevaluators.com
www.restaurantevaluators.com

Retail Diagnostics, Inc.

Saddle Brook, NJ
Ph. 973-546-4500
rdiinfo@rdiresearch.com
www.rdiresearch.com

Retail Services Sweden

Stockholm
Sweden
Ph. 46-08-665-75-00
info@retailservices.se
www.retailservices.se

Reyes Research

Ventura, CA
Ph. 805-278-1444
arvind@reyesresearch.com
www.reyesresearch.com

J.M. Ridgway Co., Inc.

Los Gatos, CA
Ph. 800-367-7434 ext. 105
BR@JMRidgway.com
www.JMRidgway.com

Ritter Associates

Toledo, OH
Ph. 419-535-5757
glinks@ritterassociates.com
www.ritterassociates.com

R o c ky Mountain Merchandising & Research

Salt Lake City, UT
Ph. 801-274-0220
sue@rockymtnmerchandising.com
www.rockymm.com

Roe Smithson & Asociados

Las Condes Santiago
Chile
Ph. 56-2-245-3505
eroe@estudiodemercado.cl
www.marketresearcher.cl

Rothermel Research, Inc.

Elmhurst, IL
Ph. 630-834-8330

RQA, Inc.

Darien, IL
Ph. 630-512-0011
info@rqa-inc.com
www.rqa-inc.com

Sandia Market Research

Albuquerque, NM
Ph. 800-950-4148 or 505-883-5512
laurie@nmia.com
www.sandiamarketresearch.com

Bernadette Schleis & Associates, Inc.

Evanston, IL
Ph. 847-869-5999
Info@BSA-QualiField.com
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!Locating the right shopping
firm should not be a mystery

The quirks.com Web site has a
fully searchable version of the
Mystery Shopping directory



Schlesinger Associates, Inc.

Executive Plaza, Suite 400
10 Parsonage Rd.
Edison, NJ 08837
Ph. 732-906-1122
info@schlesingerassociates.com
www.schlesingerassociates.com
Steven Schlesinger, President

Schlesinger Associates has been conducting
mystery shopping for over 20 years.We have
conducted mystery shops in banks, restau-
rants, retail establishments, automobile deal-
erships, etc.We have over three hundred mys-
tery shoppers available across the country.
(See advertisement on the inside front cover)

Scholl Market Research, Inc.

Lansdale, PA
Ph. 610-584-0521
richard@schollresearch.com
www.schollresearch.com

Second To None, Inc.

Ann Arbor, MI
Ph. 734-302-8400
solutions@second-to-none.com
www.second-to-none.com

The Secret Shopper Company

Gainesville, GA
Ph. 678-989-2290
paige@secretshoppercompany.com
www.secretshoppercompany.com

Sensors Quality Management, Inc.

Toronto, ON
Canada
Ph. 416-444-4491
sqm@sqm.ca
www.sqm.ca

Sensus Research, Inc.

Abbotsford, BC
Canada
Ph. 866-878-7839
preek@sensusresearch.com
www.sensusresearch.com

Serunian Investigations & Mystery Shopping

Portland, ME
Ph. 207-773-2660

Service Alliance, Inc.

Aurora, CO
Ph. 303-696-2147
judih@earthlink.net
www.serviceallianceinc.com

Service Check.com

Long Beach, CA
Ph. 310-763-8340 or 877-388-0216
sales@servicecheck.com
www.servicecheck.com

Service Critique

San Antonio,TX
Ph. 210-492-9034 or 210-218-2011
ger2302@aol.com

Service Evaluation Concepts, Inc. (SEC)

Woodbury, NY
Ph. 516-576-1188
inquiries@serviceevaluation.com
www.serviceevaluation.com

Service Excellence Group, Inc.

St. Louis, MO
Ph. 314-878-9189
marci@serviceexcellencegroup.com
www.serviceexcellencegroup.com

Service Impressions

Elk Grove, CA
Ph. 916-683-9895
mysteryshops@serviceimpressions.com
www.serviceimpressions.com

Service Industry Research Systems,I n c .( S I R S )

Corporate Offices
Fort Mitchell, KY
Ph. 859-781-9700
knowledge@sirsinc.com
www.sirsinc.com

Service Intelligence Inc.

Calgary, AB
Canada
Ph. 403-261-5000
salesgroup@serviceintelligence.com
www.serviceintelligence.com

Service Intelligence Inc., USA

Suwanee, GA
Ph. 678-513-4776
info@serviceintelligence.com
www.serviceintelligence.com

Service Performance Group, Inc.

Holly Springs, NC
Ph. 919-567-8300
jerryg@spgweb.com
www.spgweb.com

Service Research Corporation

Lincoln, NE
Ph. 402-434-5000
info@serviceresearch.com
www.serviceresearch.com

Service Sleuths

Franklin, MA
Ph. 508-520-1500
info@servicesleuth.com
www.servicesleuth.com

ServiceProbe

Signal Mountain,TN
Ph. 423-517-0554
servprobe@msn.com
www.pwgroup.com/sprobe/

ServiceTRAC, LLC

Scottsdale, AZ
Ph. 800-951-6606
mstasik@servicetrac.com
www.servicetrac.com

SG Marketing Group

Arnold, CA
Ph. 209-795-8411
bob.seiler@sgmarketing.com
www.sgmarketing.com

The Shadow Agency, Inc.

North Richland Hills,TX
Ph. 817-281-1100
mail@theshadowagency.com
www.theshadowagency.com

The Shadow Shopper of Georgia, Inc.

Cumming, GA
Ph. 770-889-2829
info@tssog.com
www.tssog.com

Shop’n Chek Canada

Toronto, ON
Canada
Ph. 416-960-9600
info@shopnchek.ca
www.shopnchek.ca

Shop’n Chek Worldwide

Worldwide Headquarters
Norcross, GA
Ph. 770-441-9939 or 800-669-6526
sales@shopnchek.com
www.shopnchek.com

Shoppers’View

Grand Rapids, MI
Ph. 800-264-5677
steve@shoppersview.com
www.shoppersview.com

SHOPPERS, Inc.

Broken Arrow, OK
Ph. 800-259-8551
kathy@shprsinc.com
www.shoppercomments.com

ShowIntell Trade Show & Conference

Research

Marietta, GA
Ph. 770-642-2223
markm@showintell.com
www.showintell.com

Sights On Service, Inc.

DBA Secret Shopper
Golden Valley, MN
Ph. 763-525-1460
nancyj@secretshopper.com
www.mysteryshop.com

Signature Worldwide

Dublin, OH
Ph. 614-766-5101
www.signatureworldwide.com

Sinclair Service Assessments, Inc.

San Antonio,TX
Ph. 800-600-3871 or 210-979-6000
info@ssanet.com
www.ssanet.com
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Sixth Line Solutions

Vancouver, BC
Canada
Ph. 604-682-4292 or 877-883-5705
focusgroups@sixthline.com
www.sixthline.com

Societe DMS (Dynamic Marketing

Services)

92745 Nanterre Cedex
France
Ph. 33-1-56-38-05-60
francois.leaute@dmservices.fr
www.dmsfrance.com

South East Market Research

Knoxville,TN
Ph. 865-546-7678
vphilips@bellsouth.net

David Sparks & Associates

Clemson, SC
Ph. 864-654-7571
more@sparksresearch.com
www.sparksresearch.com

SPECT

Vilnius
Lithuania
Ph. 370-5-233-0439
jurgita.adomaityte@spect.lt
www.spect.com

Speedmark

The Woodlands,TX
Ph. 281-363-3945
info@speedmarkweb.com
www.speedmarkweb.com

Stackpole & Associates Inc.

Brookline, MA
Ph. 617-739-5900
istackpole@stackpoleassociates.com
www.stackpoleassociates.com

Stewart International Associates

Winnetka, IL
Ph. 847-501-3647 or 847-446-2910

Strategic Insights, Inc.

Castle Rock, CO
Ph. 303-683-9200
TDudley@strategicinsightsinc.net
www.strategicinsightsinc.net

Strategic Marketing Services

A Div. of Pan Atlantic Consultants, Inc.
Portland, ME
Ph. 207-774-6738 or 207-871-8622
mstrobl@maine.rr.com
www.panatlantic.net

Suburban Associates

Ridgewood, NJ
Ph. 201-447-5100
billb@subassoc.com
www.subassoc.com

Survey Service, Inc.

Buffalo, NY
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
www.surveyservice.com

Surveys Unlimited, Inc.

East Meadow, NY
Ph. 516-794-5650
NYSURVEYS@aol.com
http://members.aol.com/nysurveys

Sutter Marketing, Inc.

Palatine, IL
Ph. 847-358-3100
smmyst@aol.com
www.suttermarketing.com

Taylor Research, Inc.

San Diego, CA
Ph. 800-922-1545 or 619-299-6368
taylor@taylorresearch.com
www.taylorresearch.com

Test Track Research, Inc.

Florham Park, NJ
Ph. 973-360-1660
info@testtrackresearch.com
www.testtrackresearch.com

Testshopper.com

Columbia, MD
Ph. 410-381-9292
testshopper@yahoo.com
www.testshopper.com

Texas Shoppers Network, Inc.

Houston,TX
Ph. 713-984-7631 or 877-465-6656
sondrap@texasshoppersnetwork.com
www.texasshoppersnetwork.com

Thinksmart

Alcobendas
Spain
Ph. 34-91-272-40-00
myacobi@thinksmart.es
www.thinksmart.es

TNS

New York, NY
Ph. 212-991-6000
info-us@tns-global.com
www.tns-global.com

TrendSource

San Diego, CA
Ph. 619-718-7467 ext. 111
mfischer@trendsource.com
www.trendsource.com

Ulrich Research

Jacksonville, FL
Ph. 904-264-3282
nancy@ulrichresearch.com
www.ulrichresearch.com

United Marketing Research

Lubbock,TX
Ph. 806-744-6740
umr220@door.net
www.umspromo.com

Varga Market Research Services

Orlando, FL
Ph. 407-472-5851
taniav@vargaresearch.com
www.vargaresearch.com

Venture Research Corporation

Green Bay,WI
Ph. 920-496-1960 or 800-842-8956
jkostroski@venturegb.com
www.venturegb.com

Video Eyes LLC

Fairfax,VA
Ph. 703-995-3131
mbare@videoeyes.net
www.videoeyes.net

Voter Consumer Research

Houston,TX
Ph. 281-893-1010
dan@vcrhouston.com
www.vcrhouston.com

Ward Research, Inc.

Honolulu, HI
Ph. 808-522-5123
wrstaff@wardresearch.com
www.wardresearch.com

WestGroup Research

Phoenix, AZ
Ph. 602-707-0050 or 800-999-1200
bethsmith@westgroupresearch.com
www.westgroupresearch.com

Williams - Jamal, Ltd

Las Vegas, NV
Ph. 702-369-1125
info@williams-jamal.com
www.wjlpinevada.com
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!Search, select and sit back

The mystery shopping directory on
quirks.com allows you to conduct

advanced searches to locate just the
right firms for your project and send

those firms a quote request.



Audio Record Shops
A Cust o m er’s Point of Vi e w, I n c .
A Total Resource Gro u p
A . I . M .Fi eld Servi c e
AAR/All About Rese a rc h
A m u sement Adva n t a g e,LL C
B .B u s iness Solut io n s , I n c .
BAI - Asia
BAI - South Ameri c a
Bare Associates Intern a t io n a l , I n c .
B a rnes Rese a rc h , I n c .
B a rt els Rese a rch Corp .
Battre Affarer / B e t t er Busin e s s
C o n f ero, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C u st o m er 1st
D e von Hill Associ a t e, LL C
DSG A s s o c i a t e s , I n c .

ESA Market Rese a rch Ltd.
E x c el Shopping and Consulting
Fi eld & Rese a rch Matters Ltd.
Fi rst Glance
GfK-NOP Myst ery Shopping
Gulf View Rese a rc h ,LL C
I n forma Research Services,I n c .

inga t h er rese a rc h - de nv er
I n G o ld Marke t ing Assistance Gro u p, L t d .
I n t el li S h o p
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
Lodge Service - React Surveys NV/SA
M a rket Altern a t iv e, I n c .
M a rket Rese a rch Servi c e s
M a rke t ing Ende a vo rs
M a rke t Wi se Consulting Gro u p, I n c .
Ann Michaels and Associates Ltd.
M y st ery Shopper Pro s
M y stique Shopper, LL C
N a t ional Fi eld & Fo c u s , I n c .
N a t ional Shopping Servi c e
O p inion Po l ling Servi c e ®
O p inio n s ,L t d .
Pa ci fic Rese a rch Gro u p
Pan Rese a rc h ,L t d .
Per fo rmance Insig h t s
Per fo rmance Plus
Person to Person Quali t y
P r e mi er Service Inc.
PWI Rese a rc h
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u e st Marke t ing Gro u p, I n c .
Q u inn Marke t ing and Communi c a t io n s
R a st Marke t ing Rese a rc h
R e yes Rese a rc h
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
Roe Smithson & Asoci a d o s
R o t h erm el Rese a rc h , I n c .
S a n dia Market Rese a rc h
B ern a dette Schleis & Associ a t e s , I n c .
Scholl Market Rese a rc h , I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Sleut h s
S ervi c e T R A C ,LL C
The Shadow Shopper of Georgi a ,I n c .
Shop’n Chek Canada
S h o p p ers ’Vi e w
S ignature Wo rldw ide
Te st Track Rese a rc h , I n c .
Tr e n d S o u rc e

Va r ga Market Rese a rch Servi c e s
Venture Rese a rch Corp o ra t io n
Video Eyes LL C

Competitor Shops
A Closer Look
A Total Resource Gro u p
A . I . M .Fi eld Servi c e
AAR/All About Rese a rc h
Any Small Town Market Rese a rc h
AQ Services Intern a t io n a l ,A s i a
AQ Services Intern a t io n a l ,E u ro p e
AQ Services Intern a t io n a l , Ja p a n
Athena Rese a rch Gro u p
B . B u s iness Solut io n s , I n c .
BAI - Asia
BAI - South Ameri c a
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l.E u ro p e
B a rnes Rese a rc h , I n c .
B a rt els Rese a rch Corp .
Battre Affarer / B e t t er Busin e s s
Frances Bauman Associ a t e s
B e yond Hello Inc.
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C O H E S I UM Rese a rc h
C o n f ero, I n c .
C o n n e ct io n s , I n c .
C o n s u m er Pulse, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C r e a t ive & Response Rese a rch Svcs.( Au st ra li a )
C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Service Expert s , I n c .
Data Quest ,L t d .
D e von Hill Associ a t e,LL C
DSG A s s o c i a t e s , I n c .

Dynamic A dv a n t a g e ,I n c .

ESA Market Rese a rch Ltd.
E s s m a n / R e se a rc h
E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi eld & Rese a rch Matters Ltd.
Field Facts Wo r l dw i d e

Fi eld Surveys & Au di t s , I n c .
Fi rst Glance
Focus on Servi c e,LL C
J . Fra n ke Enterp ri se s
Freeman Gro u p
G a l li Rese a rch Servi c e s
G a l l oway Rese a rch Servi c e s
GfK GRAL - ITEO
GfK Market Analysis Ltd.
GfK Tu rke y
GfK-NOP Myst ery Shopping
Gulf View Rese a rc h , LL C
H erron Associ a t e s , I n c .
Hoed Myst ery Shopping
H o ri zon Rese a rch Servi c e s
ICC Deci s ion Servi c e s
I M A GES Market Rese a rc h
I n forma Research Services,I n c .

inga t h er rese a rc h - de nv er
Innotech Market Rese a rch Ltd.
I n t e grated Rese a rch Associ a t e s , I n c .
I n t el li S h o p
Ipsos North Ameri c a
IRi Info rm a t ion Rese a rch Inc.
J & S Intervi e w ing , I n c .
Ju st The Fa ct s , I n c .
K a rla Kava , I n c .
K in e s i s
K i rk Rese a rch Servi c e s , I n c .
K i yo m u ra - I s himoto Associ a t e s
K ra m er Mark t fo rs c h u ng GmbH
L i b erty Rese a rch Servi c e s ,LL C
Lodge Service - React Surveys NV/SA
M . A . T.On-Site Rese a rc h
Maritz Research

M a rket Altern a t iv e, I n c .
M a rket Mix, I n c .
M a rket Rese a rch Servi c e s

M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Systems Unlimited Corp .
M a rke t r e n d s , I n c .
M a rke t Wi se Consulting Gro u p, I n c .
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
MVP In The Fi eld Servi c e s
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y stique Shopper,LL C
N a t ional Fi eld & Fo c u s ,I n c .
N a t ional Shopping Servi c e
O p inion Po l ling Servi c e ®
O p inio n s ,L t d .
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pan Rese a rc h ,L t d .
Peak Per fo rmance Myst ery Shopping
Perc e p t ion Stra t e gi e s , I n c .
Percy & Company Rese a rc h
Per fo rmance Insig h t s
Person to Person Quali t y
Phantom Shopping
P r e ci s ion Rese a rch Inc.
Premack & Asct s .of Pin ellas Co., I n c .
P r e mi er Service Inc.
P risma Options Ltd.
P ro f e s s ional Management Servi c e s
P ro fo rma Consulting Limi t e d
PWI Rese a rc h
Q M S
Q u a lity Check
Q u a lity Eye
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u e st Marke t ing Gro u p, I n c .
Q u inn Marke t ing and Communi c a t io n s
R a st Marke t ing Rese a rc h
R D A s s o ci a t e s , I n c .
R e se a rch Stra t e gi e s , I n c .
R e t a il Diagnost i c s , I n c .
R e yes Rese a rc h
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
Roe Smithson & Asoci a d o s
R o t h erm el Rese a rc h , I n c .
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s , I n c .

Scholl Market Rese a rc h , I n c .
Sensus Rese a rc h , I n c .
S eru nian Inv e st iga t ions & Myst ery Shopping
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C , LL C
Shop’n Chek Canada
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S , I n c .
S ights On Servi c e, I n c .
S ignature Wo rldw ide
S o ciete DMS (Dynamic Marke t ing Svces.)
S P E C T
S t e w a rt Intern a t ional Associ a t e s
S ut t er Marke t ing ,I n c .
Taylor Rese a rc h , I n c .
Te st Track Rese a rc h , I n c .
Texas Shoppers Network ,I n c .
T N S
Tr e n d S o u rc e
Va r ga Market Rese a rch Servi c e s
Venture Rese a rch Corp o ra t io n
Video Eyes LL C
Ward Rese a rc h , I n c .

I n c e n t i ve - B a s e d
P r o g r a m s
A Closer Look
A Cust o m er’s Point of Vi e w,I n c .
A Total Resource Gro u p

A . I . M .Fi eld Servi c e
AAR/All About Rese a rc h
A m u sement Adva n t a g e,LL C
AQ Services Intern a t io n a l ,A s i a
AQ Services Intern a t io n a l ,E u ro p e
AQ Services Intern a t io n a l , Ja p a n
B .B u s iness Solut io n s , I n c .
BAI - Asia
BAI - South Ameri c a
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l. E u ro p e
B a rt els Rese a rch Corp .
Battre Affarer / B e t t er Busin e s s
B e yond Hello Inc.
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark ,I n c .
C o n f ero, I n c .
C r e a t ive & Response Rsch.S v c s .
( Au st ra li a )
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Service Expert s , I n c .
Data Quest ,L t d .
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C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C O H E S I UM Rese a rc h
C o n f ero, I n c .
C o n n e ct io n s , I n c .
C o n s u m er Pulse, I n c .
C r e a t ive & Response Rese a rch Svcs.( Au st ra li a )
C u st o m er 1st
Data Quest ,L t d .
DSG A s s o c i a t e s ,I n c .

Dynamic A dv a n t a g e , I n c .

ESA Market Rese a rch Ltd.
E s s m a n / R e se a rc h
E x c el Shopping and Consulting
Feedback Plus, I n c .
Field Facts Wo r l dw i d e

Fi eld Surveys & Au di t s , I n c .
Fi rst Glance
G a l li Rese a rch Servi c e s
G a l l oway Rese a rch Servi c e s
GfK GRAL - ITEO
GfK Market Analysis Ltd.
GfK Tu rke y
GfK-NOP Myst ery Shopping
Gulf View Rese a rc h ,LL C
H erron Associ a t e s , I n c .
H o ri zon Rese a rch Servi c e s
ICC Deci s ion Servi c e s
I n forma Research Services,I n c .

inga t h er rese a rc h - de nv er
I n G o ld Marke t ing Assistance Gro u p,L t d .
I n t e grated Rese a rch Associ a t e s , I n c .

I n t el li S h o p
Ipsos North Ameri c a
IRi Info rm a t ion Rese a rch Inc.
J & S Intervi e w ing ,I n c .
Ju st The Fa ct s , I n c .
K a rla Kava , I n c .
K i rk Rese a rch Servi c e s , I n c .
K i yo m u ra - I s himoto Associ a t e s
K ra m er Mark t fo rs c h u ng GmbH
L e in / S p i e g el h o f f, I n c .
L i b erty Rese a rch Servi c e s ,LL C
Lodge Service - React Surveys NV/SA
M . A . T. On-Site Rese a rc h
Maritz Research

M a rket Altern a t iv e, I n c .
M a rket Mix,I n c .
M a rket Rese a rch Servi c e s
M a rket Vi e w p oin t
M a rke t r e n d s , I n c .
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
MVP In The Fi eld Servi c e s
M y st ery Shopper Pro s
M y stique Shopper,LL C
N a t ional Fi eld & Fo c u s , I n c .
N a t ional Shopping Servi c e
O p inion Po l ling Servi c e ®
O p inio n s ,L t d .
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pa m m er Rese a rc h , I n c .
Pan Rese a rc h ,L t d .
People Plus
Perc e p t ion Stra t e gi e s , I n c .
Percy & Company Rese a rc h
Per fo rmance Plus
Person to Person Quali t y
Phantom Shopping
P M R - Personal Marke t ing Rese a rc h , I n c .
Premack & Asct s .of Pin ellas Co., I n c .
P r e mi er Service Inc.
P risma Options Ltd.
P ro fo rma Consulting Limi t e d
PWI Rese a rc h
Q M S
Q u a lity Check
Q u a lity Eye
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u e st Marke t ing Gro u p, I n c .
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e se a rch Stra t e gi e s , I n c .
R e t a il Diagnost i c s , I n c .
R e yes Rese a rc h
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
Roe Smithson & Asoci a d o s
R o t h erm el Rese a rc h , I n c .
R Q A ,I n c .
S a n dia Market Rese a rc h
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s ,I n c .

Scholl Market Rese a rc h , I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Sleut h s
Shop’n Chek Canada
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S ,I n c .
S ights On Servi c e, I n c .
S o ciete DMS (Dynamic Marke t ing Svces.)
S P E C T
S ut t er Marke t ing , I n c .
Taylor Rese a rc h , I n c .
Te st Track Rese a rc h , I n c .
Tr e n d S o u rc e
Venture Rese a rch Corp o ra t io n
Ward Rese a rc h , I n c .
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USA-East Coast
A Closer Look
A Cust o m er’s Point of Vi e w, I n c .
A Total Resource Gro u p
A m u sement Adva n t a g e,LL C
Any Small Town Market Rese a rc h
Athena Rese a rch Gro u p
B .B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
Frances Bauman Associ a t e s
B e st M a rk
B e yond Hello Inc.
BMA Myst ery Shopping
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark ,I n c .
C o n f ero, I n c .
C o n s u m er Pulse, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Point of Vi e w
C u st o m er Service Expert s , I n c .
C u st o m er Service Pro fil e s
Data Quest ,L t d .
D e von Hill Associ a t e, LL C
D o minion Focus Gro u p, I n c .
DSG A s s o c i a t e s , I n c .

Dynamic A dv a n t a g e , I n c .

E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi rst Glance
Focus on Servi c e,LL C
J .Fra n ke Enterp ri se s
Freeman Gro u p
GfK-NOP Myst ery Shopping
G ra nite State Marke t ing Rese a rc h , I n c .
ICC Deci s ion Servi c e s
I n forma Research Services,I n c .

The Insight Wo rk s ,I n c .
I n t e grated Rese a rch Associ a t e s , I n c .
I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
K in e s i s
L i b erty Rese a rch Servi c e s ,LL C
Maritz Research

M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Solut ions Corp o ra t io n
M a rke t ing Systems Unlimited Corp .
M a rke t r e n d s , I n c .
McMillion Research Service

M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y stique Shopper, LL C
N a t ional Fi eld & Fo c u s , I n c .
N a t ional Shopping Servi c e
N a t ional Shopping Service Network , LL C
O p inion Po l ling Servi c e ®
O p inio n s ,L t d .
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pat Henry Market Rese a rc h , I n c .
Peak Per fo rmance Myst ery Shopping
Perc e p t ion Stra t e gi e s , I n c .
The Per fo rmance Gro u p, I n c .

Per fo rmance Plus
Person to Person Quali t y
P r e ci s ion Rese a rc h , I n c .
P r e mi er Service Inc.
Q M S
Q u a lity Check
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u e st Marke t ing Gro u p, I n c .
Q u inn Marke t ing and Communi c a t io n s
R a p id Rese a rc h
R a st Marke t ing Rese a rc h
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
R e t a il Diagnost i c s , I n c .
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s , I n c .

Scholl Market Rese a rc h , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
Sensus Rese a rc h , I n c .
S eru nian Inv e st iga t io n sS ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Indust ry Rsch.S y st e m s ,I n c .( S I R S )
S ervice Intel ligence Inc.,US A
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C ,LL C
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S , I n c .
S ights On Servi c e, I n c .
S ignature Wo rldw ide
Stackpole & Associates Inc.
S u rvey Servi c e, I n c .
S ut t er Marke t ing , I n c .
Te st Track Rese a rc h , I n c .
Texas Shoppers Network ,I n c .
T N S
Tr e n d S o u rc e
Video Eyes LL C

U S A - S o u t h
A Closer Look
A Cust o m er’s Point of Vi e w,I n c .
A Total Resource Gro u p
A . I . M .Fi eld Servi c e
A d vantage Business Servi c e s
A m u sement Adva n t a g e,LL C
Any Small Town Market Rese a rc h
Athena Rese a rch Gro u p
B . B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
B e st M a rk
B e yond Hello Inc.
BMA Myst ery Shopping
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C o n f ero, I n c .
C o n s u m er Pulse, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Point of Vi e w
C u st o m er Service Expert s , I n c .
C u st o m er Service Pro fil e s
Data Quest ,L t d .
D e von Hill Associ a t e,LL C
DSG A s s o c i a t e s , I n c .

Dynamic A dv a n t a g e ,I n c .

E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi rst Glance
Focus on Servi c e,LL C
J . Fra n ke Enterp ri se s
Freeman Gro u p
GfK-NOP Myst ery Shopping
G raham & Associ a t e s , I n c .

Gulf View Rese a rc h ,LL C
ICC Deci s ion Servi c e s
I M A GES Market Rese a rc h
I n forma Research Services,I n c .

The Insight Wo rk s , I n c .
I n t e grated Rese a rch Associ a t e s , I n c .
I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
J & S Intervi e w ing , I n c .
Ju st The Fa ct s , I n c .
K in e s i s
K i rk Rese a rch Servi c e s , I n c .
Maritz Research

M a rket Dynamics Rese a rch Gro u p, I n c .
M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Solut ions Corp o ra t io n
M a rke t ing Systems Unlimited Corp .
M a rke t r e n d s , I n c .
McMillion Research Service

M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
MVP In The Fi eld Servi c e s
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y st ery Shoppers , I n c .
M y stique Shopper,LL C
N a t ional Shopping Servi c e
N a t ional Shopping Service Network ,LL C
New South Rese a rc h
O p inion Po l ling Servi c e ®
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pat Henry Market Rese a rc h , I n c .
Peak Per fo rmance Myst ery Shopping
People Plus
Perc e p t ion Stra t e gi e s , I n c .
Percy & Company Rese a rc h
The Per fo rmance Gro u p, I n c .
Person to Person Quali t y
P r e ci s ion Rese a rc h , I n c .
Premack & Asct s .of Pin ellas Co., I n c .
P r e mi er Service Inc.
PWI Rese a rc h
Q u a lity Check
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
R e se a rch Inc.
R e se a rch Stra t e gi e s , I n c .
R e t a il Diagnost i c s , I n c .
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s , I n c .

Scholl Market Rese a rc h , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Indust ry Rsch.S y st e m s ,I n c .( S I R S )
S ervice Intel ligence Inc., US A
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C , LL C
The Shadow Shopper of Georgi a , I n c .
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S , I n c .
S ights On Servi c e, I n c .
S ignature Wo rldw ide
S o uth East Market Rese a rc h
Stackpole & Associates Inc.
S u rvey Servi c e, I n c .
S ut t er Marke t ing ,I n c .
Te st Track Rese a rc h , I n c .
Texas Shoppers Network ,I n c .
T N S
Tr e n d S o u rc e
Va r ga Market Rese a rch Servi c e s

Video Eyes LL C

U S A - M i d we s t
A Closer Look
A Cust o m er’s Point of Vi e w, I n c .
A Total Resource Gro u p
AAR/All About Rese a rc h
A m u sement Adva n t a g e,LL C
Any Small Town Market Rese a rc h
Athena Rese a rch Gro u p
B .B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
B a rnes Rese a rc h , I n c .
B e st M a rk
B e yond Hello Inc.
BMA Myst ery Shopping
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark ,I n c .
C o n f ero, I n c .
C o n s u m er Pulse, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Point of Vi e w
C u st o m er Service Expert s , I n c .
C u st o m er Service Pro fil e s
Data Quest ,L t d .
D e von Hill Associ a t e, LL C
DSG A s s o c i a t e s , I n c .

Dynamic A dv a n t a g e , I n c .

E s s m a n / R e se a rc h
E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi eld Surveys & Au di t s , I n c .
Fi rst Glance
Focus on Servi c e,LL C
J .Fra n ke Enterp ri se s
Freeman Gro u p
G a l li Rese a rch Servi c e s
GfK-NOP Myst ery Shopping
H erron Associ a t e s , I n c .
H o ri zon Rese a rch Servi c e s
ICC Deci s ion Servi c e s
I n diana Rese a rch Servi c e, I n c .
I n forma Research Services,I n c .

inga t h er rese a rc h - de nv er
I n G o ld Marke t ing Assistance Gro u p, L t d .
The Insight Wo rk s ,I n c .
I n t e grated Rese a rch Associ a t e s , I n c .
I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
K in e s i s
L e in / S p i e g el h o f f, I n c .
Maritz Research

M a rket Rese a rch Servi c e s
M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Solut ions Corp o ra t io n
M a rke t ing Systems Unlimited Corp .
M a rke t Wi se Consulting Gro u p, I n c .
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
The MSR Gro u p
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y stique Shopper,LL C
N a t ional Shopping Servi c e
N a t ional Shopping Service Network , LL C
O p inio n s ,L t d .
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pa m m er Rese a rc h , I n c .
Pat Henry Market Rese a rc h , I n c .
Peak Per fo rmance Myst ery Shopping
People Plus
Perc e p t ion Stra t e gi e s , I n c .
The Per fo rmance Gro u p, I n c .
Person to Person Quali t y
P M R - Personal Marke t ing Rese a rc h , I n c .

Geographic
cross index
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P r e ci s ion Rese a rc h , I n c .
P r e mi er Service Inc.
P ro f e s s ional Management Servi c e s
PRYBYL Gro u p, I n c .
Q u a lity Check
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
R e t a il Diagnost i c s ,I n c .
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
R o t h erm el Rese a rc h , I n c .
R Q A ,I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s ,I n c .

Scholl Market Rese a rc h , I n c .
Second To None, I n c .
S e n s o rs Quality Management, I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Indust ry Rsch.S y st e m s ,I n c .( S I R S )
S ervice Intel ligence Inc.,US A
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C ,LL C
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S ,I n c .
S ignature Wo rldw ide
Stackpole & Associates Inc.
S t e w a rt Intern a t ional Associ a t e s
S u rvey Servi c e, I n c .
S ut t er Marke t ing , I n c .
Te st Track Rese a rc h , I n c .
Texas Shoppers Network , I n c .
T N S
Tr e n d S o u rc e
Venture Rese a rch Corp o ra t io n
Video Eyes LL C

U S A - M o u n ta i n
A Closer Look
A Cust o m er’s Point of Vi e w, I n c .
A Total Resource Gro u p
A m u sement Adva n t a g e,LL C
Any Small Town Market Rese a rc h
Athena Rese a rch Gro u p
B .B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
B e st M a rk
B e yond Hello Inc.
BMA Myst ery Shopping
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark ,I n c .
C o n f ero, I n c .
C o n s u m er Pulse, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Point of Vi e w
C u st o m er Service Expert s , I n c .
C u st o m er Service Pro fil e s
Data Quest ,L t d .
D e von Hill Associ a t e, LL C
DSG A s s o c i a t e s , I n c .

Dynamic A dv a n t a g e , I n c .

E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi rst Glance
Focus on Servi c e,LL C
J .Fra n ke Enterp ri se s
Freeman Gro u p
GfK-NOP Myst ery Shopping
ICC Deci s ion Servi c e s
I n forma Research Services,I n c .

inga t h er rese a rc h - de nv er
The Insight Wo rk s ,I n c .
I n t e grated Rese a rch Associ a t e s , I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
IRi Info rm a t ion Rese a rch Inc.
Ju st The Fa ct s , I n c .
K in e s i s
Maritz Research

M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Solut ions Corp o ra t io n
M a rke t ing Systems Unlimited Corp .
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y stique Shopper, LL C
N a t ional Shopping Servi c e
N a t ional Shopping Service Network , LL C
O p inion Po l ling Servi c e ®
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pat Henry Market Rese a rc h , I n c .
Peak Per fo rmance Myst ery Shopping
People Plus
Perc e p t ion Stra t e gi e s , I n c .
The Per fo rmance Gro u p, I n c .
Person to Person Quali t y
P r e ci s ion Rese a rc h , I n c .
P r e mi er Service Inc.
Q u a lity Check
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
R e t a il Diagnost i c s , I n c .
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s , I n c .

Scholl Market R e se a rc h , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Indust ry Rsch.S y st e m s ,I n c .( S I R S )
S ervice Intel ligence Inc.,US A
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C ,LL C
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S , I n c .
S ignature Wo rldw ide
Stackpole & Associates Inc.
S u rvey Servi c e, I n c .
S ut t er Marke t ing , I n c .
Te st Track Rese a rc h , I n c .
Texas Shoppers Network ,I n c .
T N S
Tr e n d S o u rc e
Video Eyes LL C

U S A - S o u t h we s t
A Closer Look
A Cust o m er’s Point of Vi e w,I n c .
A Total Resource Gro u p
A m u sement Adva n t a g e,LL C
Any Small Town Market Rese a rc h
Ask Ari zo n a
Athena Rese a rch Gro u p
B . B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
B e st M a rk
B e yond Hello Inc.
BMA Myst ery Shopping
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C o n f ero, I n c .
C o n n e ct io n s , I n c .
C o nv er gys Cust o m er Intel lig e n c e
C o rp o rate Rese a rch Intern a t io n a l

C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Point of Vi e w
C u st o m er Service Expert s , I n c .
C u st o m er Service Pro fil e s
Data Quest ,L t d .
D e von Hill Associ a t e,LL C
DSG A s s o c i a t e s ,I n c .

Dynamic A dv a n t a g e , I n c .

E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi rst Glance
Focus on Servi c e, LL C
J . Fra n ke Enterp ri se s
Freeman Gro u p
G a l l oway Rese a rch Servi c e s
GfK-NOP Myst ery Shopping
ICC Deci s ion Servi c e s
I n forma Research Services,I n c .

inga t h er rese a rc h - de nv er
The Insight Wo rk s , I n c .
I n t e grated Rese a rch Associ a t e s , I n c .
I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
K in e s i s
M . A . T.On-Site Rese a rc h
Maritz Research

M a rket Rese a rch Servi c e s
M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Solut ions Corp o ra t io n
M a rke t ing Systems Unlimited Corp .
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y stique Shopper,LL C
N a t ional Shopping Servi c e
N a t ional Shopping Service Network ,LL C
O p inion Po l ling Servi c e ®
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pat Henry Market Rese a rc h , I n c .
Peak Per fo rmance Myst ery Shopping
Perc e p t ion Stra t e gi e s , I n c .
The Per fo rmance Gro u p, I n c .
Per fo rmance Insig h t s
Person to Person Quali t y
P r e ci s ion Rese a rch Inc.
P r e ci s ion Rese a rc h , I n c .
P r e mi er Service Inc.
Q u a lity Check
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
R e t a il Diagnost i c s , I n c .
R e yes Rese a rc h
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
Roe Smithson & Asoci a d o s
R Q A , I n c .
S a n dia Market Rese a rc h
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s , I n c .

Scholl Market Rese a rc h , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Indust ry Rsch.S y st e m s ,I n c .( S I R S )
S ervice Intel ligence Inc., US A
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C , LL C
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S , I n c .
S ights On Servi c e, I n c .
S ignature Wo rldw ide
Stackpole & Associates Inc.
S u rvey Servi c e, I n c .
S ut t er Marke t ing ,I n c .
Te st Track Rese a rc h , I n c .

Texas Shoppers Network , I n c .
T N S
Tr e n d S o u rc e
Video Eyes LL C
We st G roup Rese a rc h

U S A - West Coast
A Closer Look
A Cust o m er’s Point of Vi e w, I n c .
A Total Resource Gro u p
A m u sement Adva n t a g e,LL C
Any Small Town Market Rese a rc h
Athena Rese a rch Gro u p
B .B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
B a rt els Rese a rch Corp .
B e st M a rk
B e yond Hello Inc.
BMA Myst ery Shopping
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark ,I n c .
C o n f ero, I n c .
C o n s u m er Pulse, I n c .
C o nv er gys Cust o m er Intel lig e n c e
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
C ross Fin a n cial Gro u p
C u st o m er 1st
C u st o m er Pers p e ct iv e s
C u st o m er Point of Vi e w
C u st o m er Service Expert s , I n c .
C u st o m er Service Pro fil e s
Data Quest ,L t d .
D e von Hill Associ a t e, LL C
DSG A s s o c i a t e s , I n c .

Dynamic A dv a n t a g e , I n c .

E x c el Shopping and Consulting
Feedback Plus, I n c .
Fi rst Glance
Focus on Servi c e,LL C
J .Fra n ke Enterp ri se s
Freeman Gro u p
GfK-NOP Myst ery Shopping
ICC Deci s ion Servi c e s
I n forma Research Services,I n c .

The Insight Wo rk s ,I n c .
I n t e grated Rese a rch Associ a t e s , I n c .
I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
K a rla Kava , I n c .
K in e s i s
K i yo m u ra - I s himoto Associ a t e s
Maritz Research

M a rket Altern a t iv e, I n c .
M a rket Vi e w p oin t
M a rke t ing Ende a vo rs
M a rke t ing Solut ions Corp o ra t io n
M a rke t ing Systems Unlimited Corp .
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
The Myst ery Guest Gro u p
M y st ery Shopper Pro s
M y stique Shopper,LL C
N a t ional Shopping Servi c e
N a t ional Shopping Service Network , LL C
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pat Henry Market Rese a rc h , I n c .
Peak Per fo rmance Myst ery Shopping
Perc e p t ion Stra t e gi e s , I n c .
The Per fo rmance Gro u p, I n c .
Person to Person Quali t y
P r e ci s ion Rese a rc h , I n c .
P r e mi er Service Inc.
Q u a lity Check
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
R e t a il Diagnost i c s , I n c .
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
R Q A ,I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Schlesinger A s s o c i a t e s ,I n c .

Scholl Market Rese a rc h , I n c .
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Second To None, I n c .
S e n s o rs Quality Management, I n c .
Sensus Rese a rc h , I n c .
S ervice Alli a n c e, I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Indust ry Rsch.S y st e m s ,I n c .( S I R S )
S ervice Intel ligence Inc.,US A
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C ,LL C
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S ,I n c .
S ights On Servi c e, I n c .
S ignature Wo rldw ide
Stackpole & Associates Inc.
S u rvey Servi c e, I n c .
S ut t er Marke t ing , I n c .
Taylor Rese a rc h , I n c .
Te st Track Rese a rc h , I n c .
Texas Shoppers Network , I n c .
T N S
Tr e n d S o u rc e
Video Eyes LL C

C a na d a
A Closer Look
A m u sement Adva n t a g e,LL C
B .B u s iness Solut io n s , I n c .
Bare Associates Intern a t io n a l , I n c .
B e yond Hello Inc.
B u s iness Eva l u a t ion Servi c e s
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark ,I n c .
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
C u st o m er 1st
C u st o m er Fo r e s ight Gro u p, L imi t e d
C u st o m er Pers p e ct iv e s
C u st o m er Service Expert s , I n c .
DSG A s s o c i a t e s , I n c .

Freeman Gro u p
GfK-NOP Myst ery Shopping
ICC Deci s ion Servi c e s
I n forma Research Services,I n c .

Innotech Market Rese a rch Ltd.
I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
K in e s i s
M a rket Vi e w p oin t
M a rke t ing Solut ions Corp o ra t io n
M e yers Rese a rch Center
Ann Michaels and Associates Ltd.
M in t el
The Myst ery Guest Gro u p
M y stique Shopper, LL C
N a t ional Shopping Servi c e
N a t ional Shopping Service Network , LL C
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

P r e mi er Service Inc.
P ro fo rma Consulting Limi t e d
Q u a li t y Wo rks Associ a t e s
The Quest for Best Myst ery Shoppers
Q u inn Marke t ing and Communi c a t io n s
R D A s s o ci a t e s , I n c .
R e fl e ct ions Myst ery Shopping
J . M .R idgway Co., I n c .
R i t t er Associ a t e s
R Q A ,I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Second To None, I n c .
S e n s o rs Quality Management, I n c .
Sensus Rese a rc h , I n c .
S ervice Excellence Gro u p, I n c .
S ervice Impressio n s
S ervice Intel ligence Inc.
S ervice Rese a rch Corp o ra t io n
S ervice Sleut h s
S ervi c e T R A C ,LL C
Shop’n Chek Canada
Shop’n Chek Wo rldw ide
S h o p p ers ’Vi e w
S H O P P ER S ,I n c .

S ights On Servi c e, I n c .
S ignature Wo rldw ide
S ut t er Marke t ing , I n c .
Texas Shoppers Network ,I n c .
T N S
Tr e n d S o u rc e
Video Eyes LL C

M ex i c o
BAI - South Ameri c a
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l.E u ro p e
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C o rp o rate Rese a rch Intern a t io n a l
C u st o m er Service Expert s , I n c .
DSG A s s o c i a t e s , I n c .

Freeman Gro u p
GfK-NOP Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
Maritz Research

M in t el
N a t ional Shopping Servi c e
Pa ci fic Rese a rch Gro u p
P r e mi er Service Inc.
Q u a li t y Wo rks Associ a t e s
R e fl e ct ions Myst ery Shopping
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
Sensus Rese a rc h , I n c .
S ervice Cri t i q u e
Shop’n Chek Wo rldw ide
T N S
Video Eyes LL C

Central & South
A m e r i c a
BAI - South Ameri c a
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l.E u ro p e
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C o rp o rate Rese a rch Intern a t io n a l
DSG A s s o c i a t e s , I n c .

Field Facts Wo r l dw i d e

Freeman Gro u p
GfK-NOP Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
M in t el
N a t ional Shopping Servi c e
Pa ci fic Rese a rch Gro u p
Q u a li t y Wo rks Associ a t e s
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
S ervice Cri t i q u e
S ervice Sleut h s
Shop’n Chek Wo rldw ide
T N S

C a r i b b e a n
BAI - South Ameri c a
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l.E u ro p e
B e yond Hello Inc.
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive Images Associ a t e s , I n c .
DSG A s s o c i a t e s , I n c .

Freeman Gro u p
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ann Michaels and Associates Ltd.
M in t el
N a t ional Shopping Servi c e
Pa ci fic Rese a rch Gro u p
Q u a li t y Wo rks Associ a t e s
R i t t er Associ a t e s
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
S ervice Impressio n s
S ervice Sleut h s
Shop’n Chek Wo rldw ide
T N S

E u r o p e
AQ Services Intern a t io n a l , E u ro p e
BAI - Asia
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l.E u ro p e
Battre Affarer / B e t t er Busin e s s
B e yond Hello Inc.
C ert i fied Marke t ing Rese a rch Servi c e s
Check Mark , I n c .
C O H E S I UM Rese a rc h
C o rp o rate Rese a rch Intern a t io n a l
ESA Market Rese a rch Ltd.
Fi eld & Rese a rch Matters Ltd.
Field Facts Wo r l dw i d e

Freeman Gro u p
GfK GRAL - ITEO
GfK Tu rke y
GfK-NOP Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
K ra m er Mark t fo rs c h u ng GmbH
Maritz Research

M a rket Vi e w p oin t
M a rke t ing Solut ions Corp o ra t io n
M in t el
N a t ional Shopping Servi c e
Pa ci fic Rese a rch Gro u p
PA I - P r o d u c t i ve A c c e s s , I n c .

Pan Rese a rc h ,L t d .
Phantom Shopping
P risma Options Ltd.
Q u a lity Eye
Q u a li t y Wo rks Associ a t e s
REACT Surveys Ltd.
R Q A , I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Second To None,I n c .
S e n s o rs Quality Management,I n c .
S ervice Sleut h s
Shop’n Chek Wo rldw ide
S P E C T
Stackpole & Associates Inc.
T N S

A u s t r a l i a / N ew Zealand
BAI - Asia
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l.E u ro p e
Check Mark , I n c .
C o rp o rate Rese a rch Intern a t io n a l
C r e a t ive & Response Rese a rch Svcs.
( Au st ra li a )
Field Facts Wo r l dw i d e

Freeman Gro u p
GfK-NOP Myst ery Shopping
Hoed Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
M in t el
N a t ional Shopping Servi c e
Pa ci fic Rese a rch Gro u p
Q u a li t y Wo rks Associ a t e s
R Q A , I n c .

B ern a dette Schleis & Associ a t e s , I n c .
Second To None, I n c .
S e n s o rs Quality Management, I n c .
Shop’n Chek Wo rldw ide
T N S

A s i a
AQ Services Intern a t io n a l , Ja p a n
BAI - Asia
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l. E u ro p e
Check Mark ,I n c .
C o rp o rate Rese a rch Intern a t io n a l
Dynamic A dv a n t a g e , I n c .

Field Facts Wo r l dw i d e

Freeman Gro u p
GfK-NOP Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
Ju st The Fa ct s , I n c .
M a rket Vi e w p oin t
M a rke t ing Solut ions Corp o ra t io n
M in t el
N a t ional Shopping Servi c e
Pa ci fic Rese a rch Gro u p
Q u a li t y Wo rks Associ a t e s
R Q A ,I n c .
B ern a dette Schleis & Associ a t e s , I n c .
Second To None, I n c .
S e n s o rs Quality Management, I n c .
Shop’n Chek Wo rldw ide
Stackpole & Associates Inc.
T N S

A f r i c a
BAI - Asia
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l. E u ro p e
Check Mark ,I n c .
C o rp o rate Rese a rch Intern a t io n a l
Field Facts Wo r l dw i d e

Freeman Gro u p
GfK-NOP Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
M in t el
N a t ional Shopping Servi c e
Q u a li t y Wo rks Associ a t e s
REACT Surveys Ltd.
B ern a dette Schleis & Associ a t e s , I n c .
Second To None, I n c .
S e n s o rs Quality Management, I n c .
T N S

Middle East
BAI - Asia
Bare Associates Intern a t io n a l , I n c .
Bare Associates Int’l. E u ro p e
Check Mark ,I n c .
C o rp o rate Rese a rch Intern a t io n a l
Field Facts Wo r l dw i d e

Freeman Gro u p
GfK Tu rke y
GfK-NOP Myst ery Shopping
I n forma Research Services,I n c .

I n t el li S h o p
I n t ern a t ional Service Check
Ipsos North Ameri c a
M in t el
N a t ional Shopping Servi c e
Q u a li t y Wo rks Associ a t e s
B ern a dette Schleis & Associ a t e s , I n c .
Second To None, I n c .
S e n s o rs Quality Management, I n c .
T N S
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Case Histories
January
Online research: Broad appeal -
Respondents react well to broadband-based
research approach
Mystery shopping: Delivering results
- Mystery shopping improves the customer
experience for Postal Service patrons

March
Business-to-business research:Work
your plan - Pre-research planning helps
Texas tech firm put findings in motion

April
Advertising research: Emotion
d e t e c t o r - An online survey instrument give s
A m e rican Express va l u a ble insights for deve l o p i n g
its adve rtising and marketing progra m s

May
Qualitative research: Shedding new
light on an old flame - SC Johnson uses
e t h n o g ra p hy to find fresh ideas for candle
p r o d u c t s
Qualitative research: Evaluating the
impact of a great idea - C o m p r e h e n s i ve
r e s e a r ch program helps the Propane Education &
R e s e a r ch Council expand the propane market

October
Customer satisfaction research: It’s
automated and controlled - Real-time
customer feedback system drives enterprise-wide
action at Honeywell

November
International research: A storied
destination - Scotland’s tourism agency
revamps ad campaign to attract European
visitors

December
Qualitative research: A global
consensus - IT firm seeks company-wide
acceptance of findings from international
qualitative project

Technique Discussions
January
Online research:Taking a page from
the offline world - A prescription for
testing multi-page print ads online
Online research:There are benefits to
both - A comparison of traditional and online
focus groups
International research: Rely on your
training - There’s no need to fear
international research projects
Online research: Demographic and
online survey response rates - A study
of non-response patterns
Online research: Avoid the Field of
Dreams fallacy - Putting your survey

online won’t bring automatic success
M y s t e ry shopping: B eyond mere
m e a s u re m e n t - Retailers use my s t e ry shopping
to improve, not just measure, customer serv i c e
Mystery shopping: 21st century
mystery shopping - New technologies give
technique a boost

February
Special markets - seniors: Focus on
their needs - How to make your groups
senior-friendly
Special markets - disabled: Make the
process open to all - Bringing Web
surveys into compliance with the Americans
with Disabilities Act
Special markets - GLBT: Changing
times? Gay market trends and the 2004
election
Special markets - Boomers: Say hello
to LOHAS - Growing market segment
focuses on health and sustainability
Special markets - women: Capture
the power of the purse - Tailor your
research to match women’s requirements
Special markets - teens: Kid-tested,
mother-approved - Food marketing to
tweens and teens
Decision-making research: Decide
and buy - Consumer decision-making
models, strategies and theories, oh my!

March
Business-to-business research:Worth
the effort - Guidelines for building a
successful b-t-b panel
Business-to-business research:To last
a lifetime - Developing a customer value
model to maximize profitability
Marketing analysis research: A new
horizon for marketing accountability
- An examination of marketing investment
management

April
Advertising research: Pre-post vs.
post-only studies - Measuring ‘lift’ is
changing the balance
Advertising research:Virtual
consumption - How ads can make your
brand their brand
Advertising research:The visual
impact of award-winning ads -
Creative ads can work if they’re done right
A d ve rtising re s e a rc h : P l ay better
offense and defense - Measure marketing
and adve rtising effectiveness with response tra ck i n g
Customer relationship research:
Moving beyond satisfaction - A look at
customer relationships

May
Qualitative research:When you’re not
a pet rock - Six qualitative research sins

Qualitative research: Online in-depth
proves its promise - Respondents stay
active, engaged
Qualitative research: Should you
choose an internal or an external
moderator? - A look at the pros and cons
Qualitative research: Not quite
everybody, it seems - Early focus group
findings nearly spelled the end of Everybody
Loves Raymond
Quantitative research: Ask the right
questions - Proper questionnaire writing for
optimal results in research

June
Health care research: Multiple
methods for multiple specialties -
Targeting physicians using online methodologies
Health care research: Analyzing an
empowered patient - A look at consumer-
driven health care informatics
Health care research: A deeper
examination - Behavioral science techniques
in medical marketing research
Health care research: Seeing patients
as customers - A guide to developing a
CRM process in the health care setting
Health care research: Many
questions, not so many answers -
Respondents in women’s health study cite
doctor/patient disconnect
Ethnic research:Your language, their
language, or both? - A new perspective on
Hispanic media planning
Ethnic research: Bilingual, bicultural
and more - A primer on Hispanic teens

July/August
Online research: Lingering
differences - After more than a decade of
Web surveys, online findings still depart from
phone survey results
Online research: Feeling insecure
about your image? - A look at preventing
the copying of visual stimuli in online research
Online research: Strange bedfellows
or friendly neighbors? - Venture capital
and market research
Online re s e a rc h :A communal effort -
Online communities require ongoing care and
a t t e n t i o n
Online re s e a rc h : Pick your peaks - H o w
to improve the accuracy of Internet ad tra ck i n g
Online research: Caution: global
forces at work - Gigatrends are shaping the
use of online research
Online research: Conserve your
resources - Reaching IT professionals
through online surveys
Online research: Maximizing
respondent cooperation - Ten tips for
better survey design
Online research:You say evolution, I
say devolution - Has data collection
improved or gotten worse?

2005 Quirk’s Story Index
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October
Customer satisfaction research:Voice
lessons - Implementing an integrated voice-of-
the-customer architecture
Customer satisfaction research:You
have to measure it to avoid it -
Dissatisfaction surveys may be better than
satisfaction surveys
Customer satisfaction research:What
you don’t know can hurt you -
Customer satisfaction research gives voice to the
silent majority
Customer satisfaction research: Less
may be more - Conducting an effective
customer satisfaction program
Customer satisfaction research:
Beyond mere measurement - Achieve
satisfaction through customer experience
management
Market analysis research: A
recommended approach - Using choice
grids to understand your market and the forces
that shape it

November
I n t e rnational re s e a rc h : An enri c h i n g
p ro c e s s - In-situ research in Latin A m e ri c a
I n t e rnational re s e a rc h : Success in any
l a n g u a ge - Tips for buying translation serv i c es
International research: For best
results, plan ahead - Managing
international research
International research: Q&A:
Research in Mexico
Panel research:You may get more
than you pay for - Want better product
ideas? Try smart incentives
Panel research: Managing for
maximum return - How to nurture your
online panel
Panel research: Making steady
progress - Online panels improving, evolving
Panel re s e a rc h :Your survey, our needs -
Panel respondents tell what gets them to part i c i p a t e
The business of research: Is MRO a
friend or foe? Like it or not, outsourcing of
research services is here to stay

December
Qualitative research:Watch, listen and
learn - Using ethnography to spark new
product ideas
Qualitative research: How to be a
better client - 15 keys to a successful
relationship with your qualitative researcher
Qualitative research: Find out if
success is in the cards - A qualitative
approach to consumer-based concept
development
Qualitative research:The
metamorphosis of a qualitative
researcher - Part I: Do you have the knack?
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classified ads

and movies - what could be better? But as he detailed the va ri-
ous pro blems he has to deal with in each movie focus gro u p,
f rom pleasing the prima donna director who gripes if his
n o n fat soy half-caf mocha latté isn’t perfect to scanning the
m ovie prev i ew crowds for potential video pirates, I almost
felt bad for the guy.A l m o s t .

While Goetz never answered the burning question of
just how in the world do so many awful movies get made,
he did illustrate why the lowly focus group has achieved
star status in Hollywood.To be sure, the method is much-
maligned, just as it is in the real world. But while the
moviemakers may not always like what they hear, they
must recognize that there’s really no other way to find out
firsthand what members of their intended audience think
of their creations. |Q

Trade Talk
continued from page 116
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By Joseph Rydholm
Quirk’s editor

QRCA event emphasized
sharing, learning

trade talk

It ’s been five ye a rs since my last visit
to a Qualitative Researc h
Consultants Association annu a l

c o n f e rence and nothing has changed -
thank goodness.At the QRCA gather-
ing in San Diego in 2000, I marveled at
the willingness of these independent
m o d e r a t o rs - who could rightly view
each other as competitors - to share
their hard - e a rned expertise duri n g
c o n f e rence pre s e n t a t i o n s .

The same spirit was on display in
October at the gro u p ’s 2005 meeting at
the Beverly Hilton in Los A n g e l e s .O n
the first day, Renee Fraser, CEO of
Fraser Commu n i c a t i o n s , Santa Monica,
C a l i f. , g ave a fun, frank talk on wo r k
that her firm did with the Fre d e ri c k ’s
of Hollywood brand.The lingeri e
m a ker had a host of challenges fa c i n g
i t , including emerging from a 2000
b a n k ruptcy filing and increased com-
petition from V i c t o ri a ’s Secre t . In spite
of the bankru p t c y, the company began
a compre h e n s ive re s e a rch effort in
2001 to re-brand itself and better
u n d e rstand its customers and non-cus-
t o m e rs alike. Q u a l i t a t ive re s e a rch wa s
helpful in many way s . It re a f f i rmed the
i m p o rtance of product quality and gave
F re d e ri c k ’s va l u a ble insights into the
language and psychology surro u n d i n g
the we a ring of lingeri e.

Fraser also did anonymous in-depth
telephone interv i ews with Fre d e ri c k ’s
e m p l oyees to tackle a number of cru-
cial questions:What are the
s t re n g t h s / weaknesses of the brand?

Who are the main competitors and
what are their strengths and we a k n e s s-
es? What are employee perceptions of
F re d e ri c k ’s customers? What intern a l
changes need to be made to “ d e - s i l o ”
the company? A company re t reat also
helped air internal disagreements and
get the employees working from the
same set of shared assumptions (differ-
ent groups within the firm , for exam-
p l e,held different views of the cus-
t o m e rs ) .

Along with the wide-ranging case
h i s t o ry Fraser also imparted some good
advice for re s e a rc h e rs of all stri p e s ,
whether vendor or client:a lways offer a
point of view or pers p e c t ive along with
the re s e a rch re s u l t s ; p rovide solutions to
p ro bl e m s , not just descriptions of pro b-
l e m s ; think of yo u rself as a marke t i n g
or business consultant with your ow n
practice - insights and unders t a n d i n g
a re what you create and delive r.

Other conference highlights includ-
ed a wide-ranging ove rv i ew of the
p a c k a ging re s e a rch process from Laure n
Goldberg of Pe rception Researc h
S e rv i c e s , Fo rt Lee, N. J. , and a highly
i n t e r a c t ive session on perceptual map-
ping led by Pat Sabena and her daugh-
ter Nicole Sabena Fe a gin of We s t p o rt ,
Conn.-based Sabena Qualitative
R e s e a rch Serv i c e s .These sessions per-
fectly captured the spirit of the QRCA
c o n f e re n c e. In the latter, the two pre-
s e n t e rs went through a series of hands-
on demonstrations of mapping
a p p roaches for use during focus gro u p s

such as hierarchical maps, bu l l ’s - eye
maps and quadragri d s , all while fielding
questions from the large,e n t h u s i a s t i c
a u d i e n c e. It was open and stimu l a t i n g
and extremely inform a t ive.

A bit of Hollywo o d
G iven the L.A. s e t t i n g , it was only fit-
ting to have a bit of Hollywood on the
p rogr a m . (As if gawking at Desperate
H o u s ew ives Eva Longori a , M a rc i a
C ross and Felicity Huffman,who we re
attending a charity event in the hotel
b a l l room one of the eve n i n g s , wa s n ’t
enough.) Kevin Goetz, m a n a gi n g
d i re c t o r, e xe c u t ive vice president of
e n t e rtainment re s e a rch for Los A n g e l e s
re s e a rch firm OTX (Online Te s t i n g
E x c h a n g e ) , s p o ke about his firm ’s inte-
gral role in conducting re s e a rch on the
m ovies we see.

In addition to testing movie trailers ,
TV and print ads for upcoming re l e a s-
e s , and tracking films after they are
re l e a s e d , OTX also conducts prev i ew
s c reenings and post-screening focus
gro u p s ,which are frequently observe d
by A-list actors , d i re c t o rs and pro d u c-
e rs .

Being a film nu t , I was enthralled
f rom the beginning and could have
happily listened to Goetz, a natural pre-
senter who mixed in a little movie biz
dish here and there, talk for hours .A f t e r
the first five minutes I thought he had a
d ream job. I mean,m a r keting re s e a rc h

continued on page 115
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