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In case you missed it...

Organic goes private-
label

Minneapolis-based grocer Supervalu
has opened its fi rst Sunflower Market
store a value-priced natural and
organic foods retail outlet. Located in
Indianapolis, the 12,000-square-foot
store carries 8,000 to 12,000 SKUs of
naturd and
organic prod-

& ucts.
- The store
sunflower

contains: gro-
cery, frozenand
dairy depart-
ments; produce
and bulk foods; a deli and cheese area;
an all-natural bakery and cafe; hor-
mone- and antibiotic-free meat and
seafood; beer and wine; and a wellness
department. The Indianapolis store
serves as a prototype for a Supervalu
expansion plan that includes the open-
ing of 50 Sunflower Market stores in
five years.

According to Supervalu’s consumer
research, 96 percent of consumers use
fresh organic produce at least occa-
sionally. Rese archalso indicates that
while 66 percent of the U.S. population
seeks organic products that offer nut ri-
tional, appetizimg solutions for them-
selves and their families, the cost of
organic foods is the most common
obstacle for consumers. Sunflower
M arket aims to address that barrier by
deliv ering organic products at a value
price point. The goal is to providefoods
that are organic whereverpossible and
minimallyprocessed, with no artificial
colotings, sweeteners, flavors or preser-
vatives.

Supervalu will support the launch of
SunflowerMarket with the phased
deployment of more than 200 private-
label items marketed under the new
“Nature’s Best” brand. It will also
make this private-label pro gram ava il-
able to its corporately owned and oper-
ated retail banners as well as to the
approximately 2,200 in dependent retail
locatims to which Supervalu is the pri-
mary supplier. Additionally, Sunflower
M arket will use W. Newell & Co.,
Supervalu’s specialty produce company
launched earli er thisyear, to offer
organic produce to customers.

8 | Quirk’s Marketing Research Review | March 2006

i Miller recasts Genuine Draft as an aspirational brand

It may be an act of bril liance or one of desperation, but Miller Brewing Co. is aiming older. In an
attempt to boost its slumping Genuine Draft brand, the beer maker has launched a campaign that
presmts Genuine Draft as beer for people who have “come of age,” which the company loosely
defines as consumers who are 26 to 40 yearsold.

As writer Tom Daykin noted in a Januaryarticle in the Milwaukee Journal Sentinel, that’s a big
departure in a business that has traditionally focused most of its marketing muscle on people ages
21 to 24 - a group that drinks 30 percent of the nation’s beer, according to indust rystatistics.

The idea, Miller executives said during a Januarypresentation to beerwholesalers in
Milwaukee, is to market Genuine Draft as a beer with “*mainstream sophistication’ that appeals to
a somewhat olderset.

If successful, it could breathe new life into a brand that makes up roughly 10 percent of Miller’s
sales volume. That’s an imp o rtant goal for Miller, which has turned around its largest brand, Miller
Lite, butstill faces flat or declining sales among its other major brands.

“Qur big idea can be summarized in three words,” said Terry Haley, Genuine Draft brand man-
ager. “Beer. Grown up.” The goal for Genuine Draft, Haley said, is to reach people who are
“strivers’” and who want the type of mainstream style embodied in retailers like Target Corp.,
Starbucks Corp. and Ikea.

The campaign includesTV ads that show people being carded when they try to buy Genuine
Draft. A bartender, waitress and store clerk all refuse to sell the beer because the customer is still
in his 20s.“'Do you really have to be 30 to appreciate the golden, rich flavor of Miller Genuine
Draft?”” a narrator asks at the end of each spot. ' Taste for yourelf.”

Spots airing in March won’t make explicit references to age. B ut they are de void of the sopho-
moric humor that has been a staple of past beer ads. In one, people are shown getting ready to
cross a red line: a man about to shave his soul patch, a couple buying a house.Thoseevents are
likened to the decision to drink Genuine Draft, touted as a flavorful, sophisticated brand.

The new ads are “‘definitely a zig” to the beer indust ry’s *marketing target zag” of people ages
21 to 24, said Mark Silva, who operates Real Branding LLC, a San Francisco marketing firm.“*My
guess is that they’re losing at the 21-24 battle...and decided to reinvest their money where their
core consumer is, and wh ere all the other brands fall off in attending to this crowd,” Silva said.

Beer ads that declare a group of drinkers off limits to a particular brand have never been done
before, said John Greening, assocate professor of marketing at Northwestern University. The
approach has some positive aspects, including the buzz that’s being generated, he said. B ut it also
could cause consumers to question whether other Miller brands are as good as Genuine Draft, said
Greening, a former Anheuser-Busch account director at the DDB Chicago ad agency.

“Miller Ads Tap Into Aged Drinkers,” Milwaukee Journal Sentinel, January12, 2006

Kraft sends dinner ideas via RSS

As PROMO Xtra’s Betsy Spethman reported, Kraft Foods continues to work hard at finding
creative marketing uses for new technology. It has been quietly testing RSS feeds to deliver
recipes to consumers’ computers. Consumers visit kraftfoods.com/onthego to register for up
to three daily feeds (easy dinners, seasonal desserts, top-rated recipes) which come directly
to their desktop, bypassing e-mail.

It’s one way to combat a decline in e-mail open rates, said Kathy Riordan, Kraft vice
president-global digital and consumer relationship marketing. RSS feeds, which deliver syn-
dicated content on topics that consumers specify, “could really transform the digital market-
place. It has the potential to be a disruptive technology,” Riordan said. “Our focus has been
so strong on Web and e-mail delivery that I don’t want to miss a sea change in how con-
sumers are having content delivered to them.”

Kraft also is mulling ways to deliver recipes via cell phone, but “we haven’t cracked the
code yet,” Riordan said. The challenges: how to display recipes on such a small screen, and
use characters that consumers will understand. Kraft will keep tinkering as cell phone pene-
tration rises.

“Kraft Invites, Tests Innovation,” Promo magazine’s Promo Xtra, January 18, 2006
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survey monitor

Pro football still rules in the U.S.

Professional football continues to
surge in popularity as one-third (33
percent) of U.S. adults who follow at
least one sport say it is their favorite

sport. This is up three points from
2004. Baseball slipped slightly again
in 2005, dropping to 14 percent,
down one point from 2004. Coming
close on the heels of baseball is col-
lege football (13 percent) followed by

auto racing (11 percent) . While both
of these saw a rise from 2004 to
2005, racing was up four points in
2005, most likely as a result of
NASCARY increasing popularity.

These are the results of a nation-
wide survey by Harris Interactive,
Rochester, N.Y., conducted online
between December 8 and 14,2005
among 1,961 U.S. adults, of whom
1,402 follow at least one sport.

In the past 20 years, professional
football and baseball have seen the
most dramatic changes in popularity.
Since 1985, professional football has
risen nine points in popularity (from
24 percent to 33 percent), while
baseball has dropped the same
amount (23 percent to 14 percent).

The next largest change in popularity
is in auto racing, which has risen six
points since 1985, from five to 11
percent. Men’s tennis has seen a drop
in popularity of four points in this
same time period down to one per-
cent from five percent in 1985.

The survey also finds some sizabl e
differences between different seg-
ments of the population. Pro football
is most popular among African-
Americans (47 percent), those with
household incomes of $50,000 to
under $75,000 (41 percent) and
$35,000 to under $50,000 (40 per-
cent), and among Generation X -
those aged 28 to 39 - 9 percent).
Those with a post-graduate educa-
tion are least likely (23 percent) to
call professional football their favorite
sport.

Baseball does best among Hispanics
(20 percent) and Echo Boomers -
those aged 18-27 - (21 percent).
African-Americans are least likely to
say baseball is their favorite sport (6
percent).

College football is particularly
popular among Republicans and
those with post-graduate degrees
(both 20 percent). Five percent of
those with household incomes of less
than $15,000 cite professional foot-
ball as their favorite sport.

Auto racing (which includes
NASCAR) is most popular among
those with a high school education
or less (19 percent) and Baby
Boomers (15percent), while it fares
worst among those with a post-grad-
uate degree (2 percent) and
Generation X (4 percent). For more
information visit www.harrisinterac-
tive.com.

Wal-Mart shoppers lag
Target customers in Web use
Scarborough Research, N ewYork,
has released an analysis of the online
purchasing patterns of shoppers of

10 | Quirk’s Marketing Research Review | March 2006

retail behemoths Wal-Mart and
Target, comparing them to all con-
sumers in the 75 local markets mea-
sured by Scarborough.The analysis
reveals that 52 percent of Target
shoppers made an online purchase
during the past year, versus 35 per-
cent of Wal-Mart shoppers. Almost
half (45 percent) of Target shoppers
spent $100 or more online during
the past year, versus slightly more
than one-third (35 percent) of Wal-
Mart shoppers.

Scarborough found that Wal-Mart
shoppers are either average or slightly
below average for making puchases
in several key shopping categories,
while the opposite is true for Target
shoppers. For example, Target shop-
pers are 25 percent more likely than
all consumers to have made an online
p urchase in the clothing/accessories
category during the past year, while
‘Wal-Mart shoppers are 6 percent less
likely to have done so.
“Demographics play a part in the
higher Internet shopping among
Target customers, since affluent con-
sumers are more likely to be shop-
ping online,” says Karla Eyerly, man-
ager, advertising marketer services,
Scarborough Research. “Additionally,
our data shows that Internet shop-
ping is more prevalent in larger local
markets, so Wal-Mart’s heavy small-
marketconcentration certainly plays
into the equation. However, their
recent push toward attracting a more
upscale consumer could change this
equation and help Wal-Mart attract
moreonline shoppers in the future.”
For more information visit
www.scarborough.com.

Health-conscious consumers

still want comfort foods

A study on American health and
well-being conducted by Landis
Strategy & Innovation, Palm Beach
Gardens, Fla., reveals a strong correla-

continued on page 64
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names of note

Joseph Waksberg, who helped
invent a widely used method of
conducting phone surveys so they
efficiently reach people with unlist-
ed as well as listed phone numbers,
died on January 10 at a Washington-
area hospital, said fellow survey
researcher Warren Mitofsky. He was
90.With Mitofsky, Waksberg devel-
oped methods that improved the
efficiency in drawing a representa-
tive sample of the population using
random-digit dialing, a crucial tech-
nique in telephone polling.
‘Waksberg, who was born in Poland
and emigrated with his family to
the United States in 1921, joined
the Census Bureau in 1940 and
stayed there for 33 years. He retired
as the agency’ associate director for
statistical methods, research and
standards. He then joined the
Maryland statistical research firm
Westat and became chairman of the
board in 1990. He served for 30
years as a consultant on election
night predictions for CBS and later
for a cooperative of news media.

London research firm TNS has
named former Chairman To ny
Cowling p resident and special
advisor. TNS named Donald
Brydon chairman and added
Pedro Ros to its board as manag-
ing director - global clients and sec-
tors.

Separately, Cowling re c e ived the
MRS Gold Medal from Britain’s
Market Research Society to cele-
brate his 40+ years of service to the
market research industry.

Laura Kippen has been tapped as
the new head of the service sector
research practice division at Market
Probe,a Milwa u kee research firm.

Princeton, N.J.-based consumer
products firm Church & Dwight Co.,
Inc. has named Bruce FE. Fleming
chief marketing officer. Marketing

research will be among hisresponsi-
bilities.

Scarborough Research, New York, has
named Edwin Batson to lead its
newspaper custom research services
division as vice president of custom
research.

Patrick J. Burns has been named
vice president of strategic planning
and new business development at
apparel maker Kellwood. He will work
out of the company’s New York

office.

King Pharmaceuticals, Inc., Bristol,
Tenn., has named Dean Slack vice
president, business development and
strategy for international, and the
strategic marketing research depart-
ment.

Research firm Synovate has named
Lisa Araj vice president of client ser-
vices for its travel and tourism group.

Madison, Ga.-based Avado Brands
named John Koch vice president of
research and development and culi-
nary operations for the company.
Avado Brands owns and operates two
proprietary restaurant concepts: Don
Pablo’s Mexican Kitchen and Hops
Restaurant and Brewery restaurants.

Jim Alimena has been named direc-
tor of marketing at BlumbergExcelsior, a
New York supplier of law-office
products. Marketing research will be
among his responsibilities.
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Andrew L.Wing, president and
CEO of Nielsen Entertainment, New
York, has decided to leave IVNU to
pursue investment opportunities in
media and entertainment. Wing will
remain with VNU through March 31
to assist in the management transition.

Caryl Kahn has been named market
research director at Insight Research
Group USA, Summit, N.J.

Kahn

Lee

Vance Publishing Corp., Lincolnshire,
I11., has named Steven U. Lee to the
newly created position of senior vice
president of marketing. Marketing
research will be among his responsi-
bilities.

Stuart Carlaw has been named
principal analyst, wireless connectivi-
ty, at ABI Research, Oyster Bay, N.Y.
He will be based in London.

Eric LaBat has been named chief
marketing officer for the Chicago-
based Rail Services unit of GE.
Marketing research will be among his
responsibilities.

Norway-based research software
provider FIRM has realigned its mar-
ket research global account teams to
New York and London. Heading up
the New York team will be Yaron
Brenman, vice president of sales. He
will add to his client roster the
accounts of both North and South
America previously managed by

continued on page 103

www.quirks.com


http://www.quirks.com

Growth from Knowledge

'-'-'\-'-'\-'Il:ﬂ (]

F -
'ﬂ#’r g i limitesmacs e porpective
af Gl bom Knowmipdss. L OP




product and service update

Site offers translated reports

on Asian opinion polls

The Mansfield Foundation,
Washington, D.C., has launched its
Asian Opinion Poll Database, which
features English-language articles on
policy-oriented public opinion sur-
veys conducted by major Asian news
and polling agencies. The Foundation
has translated and posted on its Web
site (www.mansfieldfdn.org) the
results of surveys that focus on issues
such as: public attitudes toward the
United States, the U.S.-Japan alliance
and other nations in Northeast Asia;
perceptions of China’s rising power
and potential North Korean threat;
regional economic competition;
domestic political trends; and support
for national governments and admin-
istrations.

The Asian Opinion Poll Database
currently features surveys conducted
by the Nikkei Shimbun (Japan),
Cabinet Office (Japan), Joong-Ang Ilbo
(South Korea), and Dong-A Ilbo
(South Korea). The Foundation plans
to expand this list of participating
media and polling agencies, to include
a broad cross-section of organizations
in Japan and South Korea as well as
the People’s Republic of China. Over
time, the surveys will be archived and
commentary and analysis from promi-
nent Asia experts will be added.

ArcSDE updated

Redlands, Calif.-based ESRI
announced that with the release of
the ArcSDE 9.1 Service Pack 1 its
ArcSDE now supports Microsoft
SQL Server 2005. ArcSDE is a server
software product that accesses multi-
user geographic databases stored in
relational database management sys-
tems (RDBMSs). ArcSDE enables
users to: integrate geographic infor-
mation query, mapping, spatial analy-
sis and editing within a multi-user
enterprise DBMS; move from a dis-
tributed approach to an integrated
environment; manage spatial data as a

continuous database accessible to the
entire organization; and publish maps
on the Web. ArcSDE 9.1 Service Pack
1 also includes performance improve-
ments and maintenance fixes. It is
available for download at http://sup-
port.esri.com/downloads.

New panels, new countries

from Greenfield

Wilton, Conn.-based research firm
Greenfield Online Inc. and its
European subsidiary Ciao are now
offering new proprietary online
research panels across certain coun-
tries in Europe, Latin America and
Australia. Combined, these propri-
etary panels offer clients access to
more than 200,000 new potential
respondents globally. The new panels
include more than 85,000 panelists
across European countries such as
Sweden, Denmark, Norway and
Portugal; a new Latin American panel
with more than 50,000 respondents
across Mexico and Brazil; and a new
Australian panel with more than
70,000 respondents. For more infor-
mation visit
www.greenfieldonline.com or
WWW.CIa0-surveys.com.

Targeting system for

newspapers

Fort Lauderdale, Fla.-based Simmons
has launched Circulation Tactician, a
household-based targeting system that
allows newspaper circulation man-
agers to find potential subscribers in
their market that have the same
behavioral characteristics as their best
current-circulation customers.
Circulation Tactician merges a news-
paper’s existing circulation data with
Experian’s INSOURCE database of
U.S. households and delivers it on
Simmons software including
Microsoft’s MapPoint.

Newsrooms can also use
Circulation Tactician to understand
their readers and select editorial con-
tent for their zoned inserts because it
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has lifestyle and media consumption
down to the zone level of interest.
Newspapers can work with advertis-
ers to select the most appropriate and
most effective advertisements for their
sections. For more information con-
tact Mark Fauntleroy at 954-427-
4104, ext. 160 or visit
www.smrb.com.

Factiva beta tests Search 2.0
New York-based Factiva has intro-
duced Factiva Search 2.0, which
searches across Factiva’s more than
9,000 sources. It delivers results orga-
nized by subjects, companies, indus-
tries and associated themes and pre-
sented in a graphical format for inter-
active navigation. Additionally, the
discovery functionality identifies
trends and themes around search top-
ics and terms. At press time, Factiva
Search 2.0 was in a beta version. The
initial beta introduction includes
results ranked by relevancy that can
also be sorted by date in an alternative
view. It provides contextual snippets
where search results include the first
occurrence of the terms so that users
can quickly determine if an article is
relevant. Additionally, recommenda-
tions are offered for company names
and correct spellings. Searches that are
recognized to include public compa-
nies will automatically surface stock
quote information above the head-
lines. During the Factiva Search 2.0
beta period, Factiva will gather cus-
tomer feedback to help clarify how to
incorporate these capabilities into
Factiva’s existing products and ser-
vices. For more information visit
www.factiva.com.

New service measures Yellow

Pages markets

Yellow Pages Market Reporter - a
new Yellow Pages market measure-
ment service from Knowledge
Networks/SRI (KN/SRI) - will

continued on page 70
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research industry news

News notes

In mid-January, Netherlands-based
VNU said it had received a non-bind-
ing proposal to purchase the company
for EUR 28 to 28.50 per common
share from a private equity consortium
consisting of AlpInvest Partners, the
Blackstone Group, the Carlyle Group,
Hellman and Friedman, Kohlberg
Kravis Roberts and Co., Permira and
Thomas H. Lee Partners.This proposal
was made by the private equity consor-
tium after several weeks of diligence
and access to VNU management.VINU
said it will proceed with discussions
with this private equity consortium as
VNU continues to weigh alternatives
and evaluate what course of action will

serve the best interests of its stakehold-
ers.

Acquisitions/transactions
Opinion Research Gaporation,
Princeton, N.J., has sold its teleservices
segment and closed certain non-strate-
gic market research operations. Effective
December 31, 2005 the teleservices
segment was sold to a management
group in exchange for the assumption
of all liabilities and the potential for
future payments from the buyer. In
addition, the company expects that the
transaction will generate a material cash
tax benefit. A company press release
stated: “Although the historic profitabil-
ity of this business unit met our expec-

tations and exceeded that of its industry,
the recent decline in revenues and the
resulting losses have made such a sale a
desirable transaction.” In addition, the
firm announced the closure of market
research operations in South Korea and
Mexico and one of its domestic call
centess.

New York researchers BuzzMetrics
and Intelliseek announced an agre e-
ment in principle under which
BuzzMetrics will acquire Intelliseek.
The firms’ technologies mine publicly
archived online sources including blogs
and discussion forums. Upon closing of

continued on page 72

Calendar of Events March-June

The Center for Social Science Research at
George Mason University, Fairfax, Va., will
hold its Applied Research Training Series
at its Fairfax campus. The series has been
developed to provide attendees with access
to workshops on specific topics in the field
of social research. Topics and dates are:
content analysis - March 24; writing suc-
cessful applications for research funding -
March 31; in-depth interviewing - May 19;
focus groups - May 19; conducting effec-
tive surveys - June 8-9; how to design and
implement useful program evaluation -
June 15; finding and using existing data -
June 16. For more information visit
http://cssr.gmu.edu/series/series.html.

ESOMAR will hold its Asia-Pacific confer-
ence on March 19-21 at the JW Marriott
Hotel Mumbai. For more information visit
WWW.esomar.org.

The Institute for International Research
will hold the Conference on Marketing on
March 20-22 at the Venetian hotel in Las
Vegas. For more information visit
www.theconferenceonmarketing.com.

The Advertising Research Foundation will
hold its annual conference on March 20-
22 at the Marriott Marquis Hotel in New
York. For more information visit
www.thearf.org/conferences/annual.

Britain’s Market Research Society will
hold its annual conference on March 22-
24 at the Barbican, London. For more
information visit www.mrs.org.uk/res06/.

The twelfth Sawtooth Software conference
on acquisition and analysis of market
research data will be held on March 29-31
in Delray Beach, Fla. For more informa-
tion contact Danell Neibuhr at 360-681-
2300 or visit www.sawtoothsoftware.com.

Salford Systems will hold a conference on
data mining on March 29-31 in San
Diego. For more information visit
www.salforddatamining.com.

The Society of Competitive Intelligence
Professionals will hold its annual confer-
ence on April 26-29 at the Disney
Coronado Springs Resort in Orlando, Fla.
For more information visit www.scip.org.

Arden Hills, Minn.-based research firm
Anderson, Niebuhr & Associates will hold
a workshop on questionnaire design and
use on April 27-28 in Minneapolis. For
more information visit www.ana-inc.com.

IIR will hold its Fuse: Brand Identity and
Package Design event on April 24-26 at
the Waldorf-Astoria in New York. For
more information visit
www.iirusa.com/BIPD.

ESOMAR will hold a conference on global
diversity on May 8-10 at the Eden Roc
Renaissance Resort and Spa in Miami. For
more information visit www.esomar.org.

ESOMAR will hold Innovate 2006, a con-
ference on research innovation, techniques
and technology, on May 10-12 at the Eden
Roc Renaissance Resort and Spa in
Miami. For more information visit
Www.esomar.org.

Arden Hills, Minn.-based research firm
Anderson, Niebuhr & Associates will hold
a workshop on questionnaire design and
use on May 11-12 in Orlando, Fla. For
more information visit www.ana-inc.com.

Research software firm Pulse Train will
hold its annual users conference on May
10-12 at the Hilton Diagonal Mar Hotel in
Barcelona. For more information visit
www.pulsetrain.com/PTC2006.

Canada’s Marketing Research and
Intelligence Association will hold its annu-
al conference on May 31-June 2 at the
Westin Hotel, Calgary. For more informa-
tion visit www.mria-arim.ca.

ESOMAR will hold WM3, a conference on
worldwide multimedia measurement, on
June 4-7 in Shanghai. For more informa-
tion visit www.esomar.org.

16 | Quirk’s Marketing Research Review | March 2006
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pa by the numbers

Are you surveying the

right professionals?

Multimillion-dollar decisions hinge
on the results of marketresearch. The
stakes are so high for corporations, it
is vitally important the correct
respondents are interviewed.
Interviewng qualified respondents
makes all the difference between
gathering useful data and useless
data, between your company making
money or losing money, between
career advancement or something
else!

The problem is, potential respon-
dents also have dollars to gain -
incentive dollars. These incentives
motiate some respondents to cheat,
to try to qualify for studies they
should not gain access to. Since busi-
ness professionals earn higher incen-
tives than an average consumer, more
people try to sneak into studies
geared for business professionals.
How happy would you be if you
found out that a clever college stu-
dent collected a $100 incentive to
give his opinion on a new heart
valve? Or a high-school senior pro-
vided his feedback on therelative
importance of features in corporate
enterprise security softwa re and

walked away with $50 in beer
money Here are some proven meth-
ods to help remove the wrong kind
of professional respondents from
your study.

First: Be careful about how much
information you provide regarding the
study’s topic.

Too much detail allows the “pro-
fessional” respondents to maneuver
their way through a saeener. If your
intraduction states that your study is
about how people use their MP3
players, then respondents know they
need to check “yes” when aske d
whether they own an MP3 player.
The caveat is that some general
information on the study topic needs
to be provided. Otherwise some
people will not agree to the study
because they don’t know what they
are getting themselves into. An alter-
natiw introduction could indicate
that you are interested in people’s
habits when listening to nusic.

Second: Focus closely on the screener
questions.
The purpose of a screener is to

18 | Quirk’s Marketing Research Review | March 2006

Editor’s note: Ron Weidemann is client
service manager at Answers Research,
Solana Beach, Calif. He can be reached
at rweidemann@answersresearch.com.

accurately identify the correct
respondent and screen out unquali-
fiedrespondents. However, not all
screeners are created equal. He reare
four key characteristics that good
screeners follow:

1. Avoid using yes/no questions: A
“professional” respondent has a 50
p ercent chance of choosing correctly
if the question only has two choices.

2. Be cautious of leading ques-
tions: Sometimes the question word-
ing can leave clues as to what the
researcher is looking for. Instead of
asking “Do you sell notebook com-
puters?” ask “What type of comput-
ers do you sell?” The response list
should include desired responses as
well as undesiredresponses. This way
the “professional” respondent will
have a lower chance of selecting the
right answer.

3. When practical, combine demo-
graphic profiling questions with
occupational questions to screen out

www.quirks.com
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illogical answers and filter out
unqualifiedrespondents. For exam-
ple, it is very unlikely that a neuro-
surgeon has less than a certain num-
ber of years of education and must
be at least a certain age. If answers to
age and years of education do not
match with job descriptions, some-
thing is probably wrong. Thereare
not many 19-year-old neurosur-
geons.

4.Do not terminate any respon-
dent until all screening questions
have been answered. If a respondent
is terminated on the question which
disqualified him, he may be able to
sneak back into the survey and
choose a different answer. This
process could potentiallyberepeated
until the “professional” respondent
gets through the whole screener. This
is possible because somerespondents
have joined Web panels using multi-

ple e-mail addesses.

Third: Monitor the incentive amount.
The higher the incentive, the more

effort a “professional” respondent

will go through to be involved in a
study he is not qualified for. Still, you
do not want to underpay. Consider a
respondent’s time and profession
when determining an appropriate
incentive. T hereare expected levels
of incentives for certainprofessions
and paying below these standards
could lead to dissatisfaction among
qualified respondents or higher costs
inre cruiting. It is also a good idea to
stres the value of participation. This
encourages responses motivated by
altruistic desires rather than purely
economic incentives or greed.
Incentiws will vary by country,
especially since the legalities of
incentiws vary by country. Also,
incentives may not be necessary for
some surveys. If you are surveying
from a panel, the panel company
should have a system in place for
p aying its members.

Gaming the system
“Professional” respondents know
th eyhave an opportunity to make a
lot of money and win the challenge

of gaming the system. The problem is
widespred across panel camunities
and panel companies are taking dras-
tic,aggressive measures to curb this
problem. Common approaches are
phone walidation, allowing only one
panelist per home address, etc.
Approaches such as this are broad-
brush attempts to solve the problem.
“Professional” respondents are
resourceful, and their innovations to
gain illegitimate access to your sur-
veys are constantly evolving.

It is the researcher’s job to insure
the integrity of the data collected
within a survey by insuring the
respondents entering and completing
your survey are qualified to do so.

Remember, most surveys are cus-
tom and with that comes custom
appraaches to keeping unqualified
respondents out. The goal is to elim-
inate unqualified respondents with-
out making the survey (or the
screener) too cumbersome for the
qualified respondents whose feed-
back is so critical to your organiza-
tion’s success.
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pl data use

Thoughts on our
overreliance on

statistical testing in
eriving consumer insights

Most practitioners in the consumer
packaged goods (CPG) marketing
research arena have never had more
than an introductory-level class in
inferential statistics, if any formal sta-
tistical education at all. The statistical
training that most researchers rely
upon is an on-the-job crash course in
statistical testing from supervisors or
co-workers in the context of learning
the day-to-day requirements of their
positions.

Additionally, statistical testing has
long been automated by tabulation
packages such as Quantum, a necessi-
ty given the massive amounts of data
we collect and process in this indus-
try. The process has become such an
efficient one that too many of the
data tabulations that leave the hands
of the supplier are not accompanied
with the necessary consulting or
proper interpretation of the insights
therein.

By the same token, many of the
researchers at client organizations also
lack the fundamental statistical train-
ing to properly interpret significant
results. Although understandable that
most practitioners’ jobs do not require

an intimate knowledge of statistics
(which is why I am gainfully
employed!), this lack of interpretive
ability with regard to hypothesis test-
ing, or statistical testing, has damp-
ened our effectiveness at providing
value and delivering consumer
insights.

The inertia resulting from many
years of efficient process has produced
a culture that hangs its hat on the
results of statistical testing in banners
but that does not foster an under-
standing of the real value in a statisti-
cal test. The practical use and proper
interpretation of statistically signifi-
cant results has largely been forgotten
among client- and supplier-side
researchers alike. Too often, because
paging through hundreds of pages of
data tabulations can be an over-
whelming (and unpleasant) task, we
have come to rely on scanning ban-
ners for those upper- and lowercase
stat-testing letters to suggest to us
which findings may be of interest.
However, “statistically significant”
does not necessarily imply “impor-
tant” - it never has - although that is
precisely how many of us erroneously
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Editor’s note: Jeffrey M. Kirk is director,
research insights at the San Francisco
office of research firm TNS NFO. He can
be reached at 415-321-6217 or at
jeffrey. kirk@tns-global.com.

interpret statistical differences.

Statistical testing can be a valuable
tool in guiding business decisions that
are derived from study results; howev-
er, we are in need of a refresher on
the proper interpretation of statistical
testing. I enjoy sharing with others
my personal mantra, which summa-
rizes my perspective: Statistical testing
is no substitute for good judgment.

Discussed here are the two princi-
pal ways in which statistical testing is
regularly misused: 1) interpreting
“non-significant” findings as not
meaningful; and 2) placing too much
emphasis on findings that are statisti-
cally significant.

Focusing on the big picture:
when “too few” findings are
statistically significant

I have long been an advocate for
employing a holistic approach to data
analysis, part of which entails not

www.quirks.com


mailto:jeffrey.kirk@tns-global.com
http://www.quirks.com




being overly dependent on the out-
come of statistical testing but rather
focusing on the story that the data tell
in totality. In too many cases, we are
too stringent in our requirement that
a key measure be statistically signifi-
cant in order for us to glean insight
from it. I cannot make this point
clearer than with a quote from what
some academic institutions refer to as
the statistics bible:

“A test of significance is some-
times thought to be an automatic
rule for making a decision...This
attitude should be avoided. An inves-
tigator rarely rests [his or her] deci-
sions wholly on a test of significance.
To the evidence of that test, [the
investigator] adds the knowledge
accumulated from his own past work
and from the work of others.”
(Snedecor and Cochran)

This nugget of traditional wisdom,
published in 1967, is asrelevant as
ever toresearch today. In the case of
marketing research, the results from

any one study do not stand alone.
Rather, th eymust be interpreted in
the context of 1) theresearcher’s
knowledge of thebusiness, 2) related
primary research, including qualita-
tive and quantitative, and 3) any rele-
vant secondaryresearch.

Even within a study, a single, non-
significant (or “diretional”) differ-
ence interp reted outside the context
of other findings from the same
study is not very meaningful. It is
when this finding is compared with
the trends in consumers’ ratings and
reports on other measures that its
value (or lack of value) is fully
understood.

Of course, I acknowledge that
thereare certain situations in which
a go-no go decision has greater risk
for the enterprise (e.g., launching a
potentially inferior product formula-
tion), and the criteria for making
decisions need to be more stringent.
However, in the majority of cases, we
will develop much richer consumer
insights if we evaluate and consider
even directional effects that tell a

CAPTURING THE VOICE
OF YOUR CUSTOMER

VE IE]_II “—EJE

+'_.

24 | Quirk’s Marketing Research Review | March 2006

consistent and convincing story. In
other words, to extract maximal
value from our data, it is necessary
that statistical rigor be balanced with
human analytic reasoning.

The flip side of the coin: when
virtually every finding is
statistically significant
Advancements in Internet technolo-
gy have made consumers more
accessibletoresearchers and more
willing to participate in survey
research. Obtaining large re p resenta-
tive samples of almost any population
can generally be accomplished
quickly and cost-effectively. The pos-
itive impacts of these advances in
marketing research have been an

in crease in robustness and reliability
of samples. The potentially compli-
cating consequence is in the inter-

p retationofresults. We all know that
sample size is the biggest contribut-
ing factor in determining whether a
differnce is statistically significant.
So, depending on just how large the
sample becomes, we may find our-
selves wading in an ocean of statisti-
cally significant differences. When
this occurs, our reliance on statistical
testing to direct us towa rd meaning-
ful differences falls apart.

In a recent large-scale brand evalu-
ation study, most mean attri bute rat-
ings we re found to be significant at
the 99 percent level. When looking
at the actual means, they were identi-
cal when rounded to one decimal
place. A similar study showed that
even 1 percentage-point differences
in Top 2 Box ratings between groups
we re significant at the 99 percent
level. Do we want to make a big fuss
over a 0.1 mean difference in ratings
or a 62 percent versus 63 percent on
aTop 2 Box basis?

The statistical bible offers counsel
on this issue as well. The authors put
forth that a statistically significant dif-
ference should be ignored if the mag-
nitude of difference is not of “practi-
cal importance.” When was the last
time most of us chose to ignore a sta-
tistically significant finding?

Of course, the next logical ques-
tion raised by this directiw is, “How
do I determine ‘practical impor-
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tance’?” Unfortunately, the answer to
this query is much less straightfor-
ward. Determining practical impor-
tance - or, rephrased, importance to
your business - cannot be answered
by statistics: that decisionrequires the
analyst’s judgment and
category/brand expertise. Many
companies have smartly made the
decision on criteria for action stan-
dards an a priori part of theresearch
process. For example, a consumer
products company may require that a
new product formulation be pre-
ferred by consumers two-to-one
over a current product in order for it
to be launched. These kinds of deci-
sions can be much more difficult to
make if they are made a posteriori
(after fielding and data tabulation is
complete). Nonetheless, in these
large-sample situations, which will
only become more common in the
industry, the onus for setting decision
criteria will fall increasingly on the
marketing researcher’s judgment.

Rely on judgment

In summary, statistical testing has its
place, but cannot be used as the
exclusie decision maker. An analyst
must rely on his or her own judg-
ment to interp ret each study by
assimilating multiple findings using
the analyst’s own category and brand
expertise to derive meaningful con-
sumer insights for his or her busi-
ness. In short, a call to look beyond
the upper- and lowercase letters is
warranted. A loosening of our
dependence on statistical testing to
make business decisions is in some
cases a necessity. After all, the deci-
sions made as a consequence of
interpreting CPG survey research do
not carry with them the same gravi-
ty or social impact as those from
clinical trials, medical researd or
some of the other physical sciences.
It is often said among practitioners
that marketing research is not brain
surgery. Although it is usually said
tongue-in-cheek, therdn may lay a
scintilla of wisdom. | 0
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pal qualitatively speaking

Meetin

executives

face-to-

In today’s fast-paced research
world, where the designers and
users of researh scramble to move
towa rds a more tech-savvy design
solution, there is still a firm place for
the traditional, face-to-face executie
interview. Corporate managers may
be accessible in a variety of other
modes but nothing provides the
richness of an individual (the profes-
sional interviewer) sitting with
another individual (the corporate
interviewee) in his/her environment
for the sole purpose of intensely
exploring topic-specific attitudes and
behavior.

Looking to improve upon their
own executive interviews, clients
have asked for the secrets or para-
meters that contribute to a suc-
cessful executive interview study. If
success is measured by the depth of
input and insight as well as effi-
ciency (i.e., in terms of getting to a
completed interview), then there
are at least six necessary compo-
nents to the face-to-face executive
interviewing design model.

1. Positive preliminary contact and
scheduling

A successful executive interview
begins with establishing a positive
relationship with the interviewee
prior to the interview. In addition
to scheduling the interview
appointment, preliminary contact
lays the foundation for the positive
rapport necessary when the actual
research interview is conducted.

The preliminary contact should
play to the interviewee’s ego and
be respectful of his/her profession-
al status. For this reason, cold-call-
ing is never appropriate and the
preferred form of contact is a brief
letter (on the client company let-
terhead) sent to each potential
interviewe e. This letter should out-
line: the purpose of the interview;
the benefit to be derived from par-
ticipating in the interview (e.g.,
h ow interview responses will be
used to improve their business
operations); the promise of confi-
dentiality; and, the researcher who
will be calling to set an appoint-
ment for the interview This letter
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Editor’s note: Margaret R. Roller is
president of Roller Marketing Research,
Gloucester, Va. She can be reached at
804-693-3208 or at
rmr@rollerresearch.com.

should clearly state who will be
calling (this should be the research
interviewer) and when the inter-
viewee should expect the call.
Careful scheduling of interview
appointments is also important.
During the interview, the intervie-
wee should feel that the interview-
er is relaxed and has plenty of time
to discuss the issues rather than
feeling forced to move quickly
through the interview to get to the
next appointment. This is why
executive interviews are typically
scheduled no less than two hours
apart, p roviding an hour for the
interview and an hour for the
interviewer to make notes and
travel to the next appointment.

2. Clearly-defined and achievable

goals
It goes without saying that each
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interview should be targeted at
clear, succinct goals that are
deemed achievable within the con-
fines of the interview These goals
should be highly specific - eg.,
reactions to a particular
product/service idea or line
extension based on current
usage/need (such as a new insur-
ance product from an established
bank) - rather than general in
nature - e.g., attitudes towards
broad concepts (such as an all-in-
one financial service).

3. Flexibility - personalizing the
interview

Each interviewee is different
from the others. And, indeed, most
interviewees will tell you that their
business is unique or they are oth-
erwise in a unique situation as it
relates to the topic. While some are
less unique than others, there are
always nuances that prewail. For
this reason, a critical interviewing
skill is the ability to adapt to the
situation and modify the interview
as necessary. This may mean re-
wo rding questions as well as
adding or deleting sections of the
interview.

4. Distinguishing between useful and
not useful input

Equally important to being flexi-
ble is the ability to identify useful
input based on the pre-established
goals of the interview There are
many instances when the intervie-
wee may unintentionally confuse

the interviewer and steer the dis-
cussion away from its goal. For
instance, the interviewee may get
sidetracked in his/her comments,
may misinterp ret the interviewer’s
question (and, instead, answer an
irrelevant question), or may simply
relate to the topic from a unique
point of view which carries the
interviewee’s train of thought in
other directions. It is the inter-
viewer’s job to re-focus the inter-
view as necessary. It is not uncom-
mon, however, for portions of an
interview to be omitted from sub-
sequent analysis due to lack of rel-
evance.

5. Listening skills — exploring what is
said and not said

Listening skills involve more
than just keeping quiet and letting
the interviewee talk. While this is
important, it is equally important
to really listen to what is being
said and ask yourself, “Do I have a
clear understanding of what this
person is saying? Can I repeat, in
my own words, the point this per-
son is trying to make?” It is inter-
esting how often interviewers
think they understand the inter-
viewee but, in truth, are unable to
fully explain the interviewee’s
comments. To this end, interview-
ers should not shy away from dili-
gent probing but be comfortable in
the fact that most people are flat-
tered that the interviewer is taking
the time to appreciate his/her
point of view.

A square product name

rarely fits inko a consumers round head.
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Take, for example, the wo rd
“quality.” The interviewee may say
that he/she looks for a bank that
p rovides quality service. What does
that mean? How does the intervie-
wee define quality? It is surprising
h ow many different definitions of
quality exist. This is a simple
example but it pertains to a wide
variety of words or issues that sur-
face in qualitative interviews.

Listening skills also involve the
ability to appreciate what is not
being said. It is important for the
interviewer to pay attention to the
verbal and behavioral cues provid-
ed by the interviewe e. For
instance, the interviewee may ini-
tially express praise and satisfaction
toward the client company but the
interviewer may not observe the
usual signs of conviction and feel
that the interviewee is holding
something back. Being sensitive to
this, and after careful questioning,
the interviewer can encourage the
interviewee to share important
information that could have other-
wise gone undetected.

6. Limited researcher involvement

The successful utilization of the
first five parameters hinges greatly
on limited researcher involvement.
Ideally, just one senior researcher
will execute the initial contact, the
scheduling and the goal-setting as
well as the interviews and analyses.
While a study including 30 or
more face-to-face executive inter-
views may be a challenge for a sin-
gle researcher, it is the necessary
glue that ensures the overall
integrity of the design.

Elegant design

Face-to-face executive interview-
ing may not be fashionable and
may not be fast but it is an elegant
research design that effectively
minimizes error while maximizing
ultimate insight. That is why this
traditional study design will alway s
play a prominent role in qualitative
research.
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business-to-business research n

By Cara Woodland
and Lauren Bierbaum

Looseni

ng the

wheels of innovation

On-site research with

ver 83 percent of households have a can

of WD-40 somew here within their home.

The all-purpose cleaner, protectant and

lubricant in the familiar blue and yellow

container has been an integral part of
daily work for the professional tradesman and the average homeowner
for over 50 years. The product is marketed in over 160 countries and
had sales of $263.2 million in the 2005 fiscal year. The past long-term
success of the WD-40 company stems almost entirely from the com-
pany’s flagship, the WD-40 brand.

This golden-egg brand had little innova-

tion in its first 40 years. In 2003, San

iego-based - ompany started a
tradesmen frees WD-40’s Dicgo-based WD-40 Company start

new-product efforts

Editor’s note: Cara Woodland, formerly
with Innovation Focus, a Lancaster, Pa.,
research firm, is head of the customer
behavior and insight division at Psyma
International Inc., a King of Prussia,
Pa., research _firm. Lauren Bierbaum is
an ethnographer at Innovation Focus.
They can be reached at

cara.woodland @psyma-usa.com or at
Ibierbaum @jinnovationfocus.com.
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project to reinvigorate the brand. A cross-

functional team, internal and external to

the company, gathered to look at those
who used the largest amounts of WD-40 - professional tradesmen. The
team participated in site visits with mechanics, landscapers, construction
workers and other small-businessowners to observe and talk about their
use of WD-40-type products. These methods allowed the team to immerse
themselves in the end-users’ environment, truly understand the context of
product usage and determine ways in which lubricant products met, or

failed to meet, their daily professional and at-home needs.
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Interesting discoveries

The WD-40 core team made a
number of interesting discoveries
throughout the ethnographic
research. One insight was discov-
ered through making an analogy to
another customer need after
observing a mechanic. While show-
ing the team his toolbox, the
mechanic discussed how he cut his
larger tools in half to get into the
tight engine compartments of for-
eign cars. “If you'we been working
on something for an hour, then you
just cut the tool to get it in there,”
the mechanic said. Even with the
tool cut in half] its size was hard to
manipulate in tight spaces.
Similarly, despite having a small can
size, WD-40 could not actually be
applied in tight spaces.
Furthermore, the core team discov-
ered that the amount of WD-40
applied was often more than need-
ed in those tight spaces, which

b
=
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caused drips and messiness. For the
mechanig, this resulted in his cus-
tomers getting the lubricant on
their clothes and then complaining
to him.

Participants in the ethnographic
study reported a need to “direct
[the product] where it has to go”
and a desire for a “nozzle hose,”
which could be “used to spray on
specific areas of the machine.”
Participants remarked that they
adapted the current WD-40 deliv-
ery system - an aerosol spray can
with a thin straw attachment - to
suit their own needs. Another
small-factory worker had rigged a
soda bottle with a dripper to apply
a small amount of lubrication to a
rotating wheel every so often. The
core team re c ognized a disconnec-
tion between their product’s myriad
of uses and the actual application of
that product in the field.

Another key insight from the site

visits was from the excavator, who
leaves his “tools,” such as back hoes
and tractors, outdoors throughout
the year and unsheltered from the
elements. In his case, he was not
using WD-40-like products as a
lubricant, but rather a protectant
for his company’s inwestments. In
fact, he was using cans and cans of
the product at one time to spray

d own his pistons, snow plows or
other expensive assets. In his words,
“I like to ove rdo it. Preventatie
maintenance is well worth the
money I'd rather spend a $1.29 for
a can than $5,000 for a new piston.
I don’t have a rule of thumb, but I
use a whole can.”

Finally, the core team heard from
the road construction wo rker about
his frustrations with WD-40-like
products. He used WD-40 to pene-
trate rusted sign bolts or to remove
road tar from tools and often
required the use of the signature
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WD-40 red
straw. As a con-
struction work-
er,he was
required to
work year-
round in some
extreme out-
door condi-
tions, and when
it was freezing
outside he was
bundled up

with layers of you want it and

nowhere else
clothing.

During these
times, it seemed
the straw often
disappeared
and, if did hap-
pen to be
found, his heav-
ily gloved hands
fumbled with

the thin straw

Low Odor.

026027 7ml)
when trying to
insert it in the
can nozzle. His

description of
the frustration
was much more
colorful than
the excavator. Although we can’t
reproduce it here, suffice it to say
that the description definitely stuck
with the core team, and they knew
they had to fix the issues with the
straw disappearing and its difficult
nozzle connection.

As a result of the core team’s
ethnographic research many themes
emerged. One key need was to
package WD-40 in a way that
alloved multiple ways of delivering
and applying the product. The WD-
40 product needed to be applied in
small and large amounts for the
mechanic and excavator, produce a
wide-area spray for the excavator
and also precisely reach targeted
and tight areas for the mechanic
and factory worker.

Insights into action

Based upon the findings and
insights gleaned from the ethno-
graphic observations and inter-
views, the WD-40 Company core
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The No-Mess Pen fared poorly in initial research

with tradesmen. But subsequent focus groups identi-
fied a different, and heretofore untapped, market for
the product: women with household uses for WD-40.

team conduct-
ed a brain-
storming ses-
sion to devel-
op new prod-
uct ideas that
could address
the concerns
of end users.
During that
innovation
brainstorming
session, nearly
300 possible
product con-
cepts we re
generated.
Among those
ideas were
thre seed
concept ideas
that seemed
most likely to
meet the mul-
tiple delivery
systems cus-
tomer needed.
The first was a
targeted preci-
sion-point
concept - a
hand-held
WD-40 delivery method that oper-
ates like a marker, allowing for
highly controlled application of’
WD-40 to any number of tight
spaces. The second concept was a
wide-dispersion spray nozzle, simi-
lar to fogger products, attached to a
larger can of WD-40.The third
concept was a hinged straw
attached to a can of WD-40, which
could be pivoted to be in or out of
use depending on customers’ needs.
All three of these concepts we re
nominated by the core team to the
final portfolio from the brainstorm-
ing session.

As a next step in the product
d evelopment cycle, the WD-40
Company created digital prototypes
of these concepts to test using
Instant Response. Instant Response
testing is a central-location quanti-
tatie and qualitative technique
used to evaluate product concepts
by a large group of potential cus-
tomers at once. During the quanti-
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tative portion of the technique,
respondents are asked to enter
Likert-likescaled responses to ques-
tions such as product design, pack-
aging, purchase interest and useful-
ness using hand-held keypads.
Instant Response provides immedi-
ate quantitative feedback on prod-
uct concepts to the core team
watching in the back of theroom.
Following the quantitative portion,
a subset of the respondents are
selected to participate in a short
focus group to discuss the data from
the quantitative session. As such,
Instant Response allows for more
p robing qualitative feedback as
well.

For the Instant Response testing
sessions, p rofessional tradesmen
we re recruited. Machinists,
mechanics and other large-quantity
users of WD-40 participated in
three Instant Response sessions.
During the sessions, these end users
evaluated the usefulness, uniqueness
and likelihood of purchase for a
variety of concepts, including the

Respondents said a fogger-like version of
WD-40 would let them cover large areas
more efficiently than a standard-style con-
tainer.

three multiple delivery mechanism
concepts from the portfolio of the
brainstorming session.

Interestingly, the WD-40 No-
Mess Pen prototype, which was a
marker-type precision delivery sys-
tem, fared extremely poorly in the
Instant Response sessions. Despite
the identification of the need for
target precision delivery of WD-40
among this group of end users, the
No-Mess Pen was notwell-received
by them. Focus groups conducted
immediately following Instant
Response sessions probed the nega-
tive reactions. Large-quantity users
did appreciate the targeted preci-
sion of the No-Mess Pen but saw
major drawbacks to its small size - a
machinist using gallons of WD-40
each month requires far more
capacity for any single job than a
No-Mess Pen can handle.

However, the focus group discus-
sions did identify a different, as yet
completely untapped, market niche
for the WD-40 No-Mess Pen:
women with household uses for
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WD-40. Many of the laborers
exclaimed that their wives or signif-
icant others would probably use the
pen.The pen delivery system made
more sense for household use than
for machine equipment and the vast
number of applications for WD-40
solvent makes it ideal for household
cleaning and maintenance. As a
result, the WD-40 Company con-
ducted online quantitative research
with women and found that over

two-thirk of women would buy
the product. An initial in-home
usage study with over 40 women
found that the product should tar-
get both men and women but pri-
marily focus on women.The
research also found that the pen
would be bought in addition to a
can of WD-40.

The other two concepts - aptly
named WD-40 Big Blast (for the
wide-area dispersion spray nozzle)
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and WD-40 Smart Straw (for the
hinged straw application) - had
extremely high scores for unique-
ness, purchase interest and useful-
ness. In both the quantitative and
qualitative portions of the research,
there was an audible sigh of relief
when the Smart Straw concept was
introduced. This concept was given
to industrial designers to determine
potential ergonomic designs for the
strawThe Big Blast concept went
on to the technical development of
the nozzle and a qualitative product
use and package test to further vali-
date the concept.

Paved the way

After three years, WD-40 has
launched all three products. The
WD-40 Big Blast was launched in
the winter of 2004 into the tradi-
tional channels of automotive, hard-
ware and home improvement
stores. The introduction was com-
plemented with trade publication
advertising and a public relations
campaign. Both the WD-40 No-
Mess Pen and WD-40 Smart Straw
we re introduced into the big-box
do-it-yourself home improvement
stores in early summer 2005 and
mass merchants in late
summer/early fall 2005.

By using ethnographic and other
types of research the company
identified and brought to market a
host of promising new versions of
its bread-and-butter brand. It also
brought the voice of the customer
into its product development
process and paved the way for
future innovations.

The three products have been
selling well in all distribution chan-
nels. At the end of the first quarter,
sales we re up 14.4 percent in the
lubricant market. “We are continu-
ing to make progress in our product
innovation program and in growing
our fortress of brands,” s ays WD-40
Company CEO Gary Ridge.
“During the quarter we had a posi-
tive impact from the new WD-40
delivery systems across the globe.
We are on-target with the rollout
of these products.”
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Hand, meet glove

any who commission business-to-business (B2B) research
Mhave specialist knowledge of their sector or industry but rela-

tively little direct experience of B2B research or of the By Ruth McNeil
potential benefits, drawbacks or pitfalls of market research in general.
Larger companies such as American Express, FedEx, Dell, Microsoft,
Nokia and HSBC are likely to have in-house B2B market research spe-
cialists (and perhaps sector specialists within the B2B market). However,
many companies - even sizeable ones (in industrial sectors, for example)
- do not have staff with this expertise. Hence, it is a good idea for those
undertaking B2B research to gain some understanding of the research
process and what might be achieved. In particular, if external agencies
are used, it is important that they feel they are in good hands.

business-to-business research N

What it is like being a B2B client?
Many B2B clients are not themselves researchers, and often feel rather in
the dark about what is expected of them and what they should do. For
example, one of my projects was for a government-aftiliated agency
operating across the world. The IT department wrote the brief (RFP, or
request for proposal) and was sponsoring the research, but had no inti-
mate knowledge of research practice. In circumstances like these, it is
critical that the proposal is clear, that it outlines the design and assump-
tions, the expected outcomes, and that it explains the technical terms
used. The proposal should provide process charts with “who does what”
(client or researcher) laid out clearly so there is no mistaking what the
research will be covering, what the
different roles/responsibilities are,

A look at both sides  imemewibe ™
Of the Bz B researCh Responsibilities of the B2B

client

process What are the steps and tasks that
the B2B client needs to look
after? The main responsibilities are

cove red below: Editor’s note: Ruth McNeil is

1. Explore with the internal client the main reasons for undertaking managing director of Response
theresearch (qualification of the problem or business issue at hand), Consulting Ltd., a London research
and what, if any, budget limitations or timelines may apply. firm. She can be reached at

2. Draw up a brief (or RFP), with due internal consultation. It must rmeneil@fiscali.co.uk. This article is
explain clearly the background to the issue, what the issue is, and give adapted from McNeil’s book Business
information on any previousrelevantresearch, known limitations, and to Business Market Research,
any suggestions about how the research might be best approached. For published by Kogan Page
example“We would suggest adopting a qualitative approach here as (wunw. koganpage.com).
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the sample is so small and individuals
are difficult to get hold of.”

3. If external help is re quiredselect
individuals or agencies from whom a
proposal is requested.

4. Assess incoming proposals in
response to the brief in relation to
criteria such as understanding (not
just restating) the specific concerns
and issues at hand, knowledge shown
of the sector or market and previous
experience (of this or analogous
problems in a different category),
research design, suggested techniques
to assist an understanding of the issue
at hand, and ability to undertake the
project in time and on budget.

5. Commission the research and
coordinate paperwork with internal
accounts; sort out and pre-book cur-
rency if the research is nultinational
and this is an issue.

6. Allocate a single contact point
for marketresearch liaison (and
sometimes a specific team in the
client company whose input can be
used). This individual will be respon-
sible for coordinating input to the

process, reviewing and approving
things like the final researh design,
s c reening criteria, topic guide, ques-
tionnairsdeveloped, expert briefing
papers (on language, technical terms,
etc.). He or she should attend any
briefing of interviewers (if desired),
and ask for regular updates from the

agency in terms of field process, such

as number of interviews completed
and reporting progress.

For very large projects, different
coordnating “hubs” may be needed
regionally or divisionally instead of
just one single contact point. A cor-
porate-wide employee commitment
study undertakenby an Australian
colleague provides a good example.
At the beginning of the project, a
steering committee was established
comprising the MR manager, the

HR manager, and four members rep-

resenting key business divisions and
separately-operating company units.
Further, project leaders we re chosen

in each division to facilitate inform a-

tion about theresearch project and
to encourage questionnairereturn.
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(Seweral prizes were awarded for a
high response rate - in this case, it
was typically over 80percent.)

7.Agree on analysis formats
(reviewing a report template if sub-
mitted by the agency) and outputs
with the agency.

8. Review any presentation drafts
beforedelivery to the final internal
audience, so that appropriate lan-
guage or terminologycn be used,
and there are no surprises.

9. Arrange a presentation or
debrief with relevant staff to suit the
internal audience and attend the
debrief (including helping with any
equipment needs).

10. Ensurethe results are commu-
nicated to any external audiences, to
internal audiences such as the board,
the management team, those work-
ing in the call centers, n ew product
development and so on, in as accessi-
ble a format as possible - including,
for example, notes on a Web site.
Herethe medium is as important as
the message - keep it short and make
people want to know theresults.

In general, you need to work
throughout the project as the re p re-
sentatie of the company with the
research agency to ensure it under-
stands the brief, is on track and is
deliwering what was agreed (barring
serious complications). As much as
you can, ensure theresearch findings
areused and that any survey con-
tributes to company policy and
action rather than gathering dust on
a shelf (or taking up file space). It is
important to ensure that staff under-
stand the findings and implications,
manage the knowledge gained and
use theresearch to leverage the
brand’s DNA.

Key aspects

Thereare some key aspects worthy
of special attention that will expedite
the whole process and assist in pro-
ducing quality outcomes. As a B2B
client, if you can, familiarize yourself
with the basicsof research and have
an idea of the sort of work that
might be required. Have an idea of
the size of project you might need
(small, medium, large; single or
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multi-country) and what you can
pay for (limited budget or whatever
it needs, because of the magnitude of’
the issue).

Determine:

* The key business issues or ques-
tions to which you want answers -
ideally via internal consultation with
those who are involved in needing
the researh to be conducted.

* Whether it is possible to develop
some hypotheses for inclusion in the
study about the possible reasons for,
causes of, or contri buting factors to
the issue/pro blem at hand, and if’
there are any special groups whose
reaction/vievs might be somewhat
different. For example, do you sus-
pect that the high-spending, techno-
logically-advaced customers will
likely be twice as willing to try the
new service as the lapsed?

* Who should be interviewed and
what are the sampling issues associat-
ed with that? For example, can the
company provide sample (contact)
lists and in what ratio, with what
facility? A re there any key segments
that need to be included?

* What actions might be taken if a
given result is found (“action stan-
dards”)? The aim here is to under-
stand if different possible outcomes
mean different types of action and to
determine if the company can (or
will) act on information gathered.
(Action standards are more com-
monly used in consumerresearch
but can play a role in B2B at times.)

* Are there any analogies with
other industries/businesses/brands
from which lessons can be learned?

* Can any B2B researh be com-
bined with any other sources of data,
for instance customer research feed-
back aligned with churn statistics or
numbers of complaints received or
sales recomds, so that the total is
greater than the sum of the parts?

* What are the internal time frames
that allow a realistic timetable for the
research while meeting internal
deadlines? For example, a research
executive summary might be needed
by September 15 for input to next
year’s budgeting process to allow for
tooling up early in the New Year;

www.quirks.com

more detailed findings can follow.

It is good B2B researh practice to
ask questions and request advice
from others (internal team and
external agency), and this is even
moreimportant where the person
charged with undertaking a study is
not a dedicated researh practitioner.
Ask the agency if it wants to know
morein order to better address the
business needs at hand. And ask ques-
tions about the research and any

terms or techniques you would like
explained - a research buyer who is
not completely up to speed on the
process should not hold back from
asking for explanations of the process
and any next steps. Do not be macho
in not admitting where you are not

skilled.

Skills the B2B client brings to
the table
Particular skills of B2B clients
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include the following:

* The ability to build a bridge
between the business side and the
research professionals:

- Liaise with external agencies that
may have little knowledge of the
specific product area at issue.

- Liaise with internal clients who
may be remote from marketing and
market research and may have tech-
nical, R&D or production experi-
ence and speak this language.

Is competitive
intelligence
missing from
your market
research?
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KF

- Act as a refermce point for
queries and pro blem resolution
throughout theproject.

* The ability to translate knowl-
edge of the business and the catego-
ry, including complex technical or
industrial knowledge,into terms that
will be understood by researchers,
fieldworkers and respondents alike.
This includes the provision of a glos-
sary of terms or index that can act as
re fe rence material.

* The ability to re p resent the com-
pany’s position in checking that the
correct terminolog and reference
points are used in the final reporting.
Let thereport speak for itself (your
role is not to edit the findings) but
ensurethat the information is framed
in such a way as to maximize inter-
nal audience understanding and
improve the likelihood of action
being taken. In this way, internal
clients do not lose faith in the
researchers through their uninten-
tional misuse of language or terms.
For example, if a researh executiwe
reporting on a study muddles “chlo-
rate” and “chloride,” or does not
understand the nature of the distrib-
utor network, credibility can suffer.

Preparing B2B researh briefs
B2Bresearch briefs should include
sufficient background to enable the
supplier to write a proposal in
response with reasonable confidence
that he or she has the facts right,
understands the basic parameters of
the situation, and that suggested
approaches address the key issues.
Generally, give the agency at least
two weeks to respond - preferably
moreif the likely work is complex
and/or if it has an international
component. (Obtaining quotes from
local field agencies in the relevant
countries takes more time than
obtaining home-country quotes.)
The following should be included in
any RFP:

* Details of background (this may
be more extensive than for other
forms of research), including any
prior relevantresearch or marke t
knowledge.

* Why theresearch is needed -
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overall and individual business and
research objectives.

* Who the major sponsors of the
research are - for example marketing,
IT department, quality assurance,
CRM or the board.

* How any primary or secondary
research will fit in, or need to fit in,
with other information or output.

* Who the respondents are likely
to be, likely sample, and sample
sources.

* What research output (“deliver-
able”) is required, including addi-
tional presentations anticipated with
sub-dmisions or special internal
clients.

* When the research results are
needed by.

* If a face-to-face meeting or tele-
conferace is wanted after the brief
has been sent out.

* In what format theproposals
should be delivered (as written pro-
posals, in PowerPoint, viaapresenta-
tion or any combination of these).

* Contact details for the main
point of contact: postal and e-mail
address, phonenumbers.

What it is like being a B2B
researcher?

The life of a B2Bresearcher is one of
challenge and change. As a July 2002
article in MrWeb, a U.K. market
research digest and newsletter,
expresed it:

“The differences between the role
of the B2B researcher and that of
consumerresearchers? There are lots,
although there are plenty in com-
mon too. It could be summed up by
saying that most of the skills are
common but most experiences are
differmt - you may have the same
training and the same type of brain
as a consumerresearcher but you do
differmt things with them when you
are working among people who buy
forbusiness.”

There are many sorts of B2B
researcher working withinresearch
agencies or operating independently:
executies with client contact who
design research, manage projects,
analyze and report on data; fieldwork
interviewers; those who enter data;
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coders; specialist computer pro-
grammers who manipulate data
analysis software; data processors;
and those who undertake special
analyses such as advanced statistical
analysis or modeling. Those most
affected by the fact that the research
is B2B as opposed to any other type
are the executiwes and fieldwork
interviewers. It is they who, in par-
ticular, need to know about the par-
ticularities of the marketplace, the
characteristics of the respondent and
the exigencies of the business clients
commissioning the research.

Skills B2B researchers need are
diplomacy, an ability to speak at
senior levels, and an eternal interest
in a wide variety of different busi-
ness areas or areas outside the rou-
tine of our normal daily life. Also
useful is the skill to absorb lots of
rather detailed information like a
sponge and distil it into meaningful
results. Double- and triple-checking
everything - with different sets of
eyes - is not a bad practice to foster
also.

Being able to work with clients
throughout the full stages of the
project is important too. For exam-
ple, some clients may not be aware
fully of the “real” deadlines associat-
ed with submitting a questionnaire
to the field force, especially when a
translation (or translations) is need-
ed - each change requires new
questionnaire versions, n ew transla-
tions and sometimes new briefing
notes. Often, it requires patience
and some flexibility to meet client
needs, especially when the deadline
is stretched by further rounds of
requested changes. This is where
initial good communication (espe-
cially about client/agency tasks and
timelines) and strong project man-
agement skills can come in very
handy.

Let’s turn now to the different
sorts of jobs in B2B research.

Research executives

Research executives who enjoy
working in a business as opposed to
a consumer world will relish the
career of B2B researcher. It is diffi-
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cult to know whether you will like
it, though, unless you try it; general-
ly, the larger agencies will allow
younger researchers to have a peri-
od in both research spheres on
request. Some love it; some do not.
Once a researcher has had experi-
ence of the business world (whether
B2B or B2C), it is common to have
a different perspective on consumer
pojects, which can be morerepeti-
tive and more of a known quantity.

Some researchers prefer what is
known and familiar to them - dis-
cussing with consumers subjects of
which they know something them-
selve and undertaking extensive
qualitativexploration of con-
sumers’ buying behavior and atti-
tudes. By contrast, the business
researcher may have less time for
psychological investigation and may
be working with topics that are
remote from his or her own sphere
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of knowledge. It can be a bit of a
challenge, but one that someone
who likes variety and is not fearful
to t read in unknown fields may re 1-
ish.

A university qualification of some
sort (in Europe, a degree in psychol-
ogy) is not unusual for a B2B
researcher. It is not uncommon for
businessresearchers to have experi-
ence of some other form ofresearch
or to have direct business experi-
ence prior to joining a specialist
B2B research team. Some have
training following a degree in busi-
ness studies, law or medicine, and
can bring expert background
knowledge to their research.

The B2B researcher in the course
of a normal week’s work usually
will be involved in several projects
and in many different stages of pro-
ject. These may include the follow-
ing (possibly on different projects):

* Questioning a client about its
market and the issues arising from a
recent brief; for example, what are
the particular market characteristics

that need to be taken account of
and what are the particular sensitivi-
ties, if any ?

* Deciding on the optimum sam-
ple size given the (often) very low
incidence of some respondent cate-
gories of respondent (and budget
considerations).

» Obtaining quotes from an inter-
nal field forc e, “sister” or associated
agencies (domestic and/or abroad)
with known expertise in B2B inter-
viewing.

* Asking the client for more
information on the particular trans-
lation of technical terms that may
not be commonly known by the
translation agency.

* Checking up with agencies else-
where about success in recruiting
difficult-to-find samples - how
many interviews completed, how
many yet to do? Discussing options
if the sample cannot be achieved in
full - could some additional inter-
views be conducted with some
other categories of respondent?
Could minimum and maximum
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quotas be allocated rather than just
one set quota size?

* Finalizing a topic guide for a
client in one rather unusual sector
and sending it off to the client ask-
ing him or her to suggest any addi-
tions or changes needed.

* Arranging to conduct a personal
interview with a senior executie
for a study involving a small number
of qualitative interviews.

* Double-checking on recruit-
ment for a luncheon mini-group of
intermediaries.

* Checking the data processing
specifications on a quantitative ad
hoc project.

* Drawing up the template for
reporting and/or Web-based infor-
mation dissemination.

* Attending an evening B2B
“forum” meeting with other B2B
researchers.

In the course of their career, some
B2B research executives will work
client-side as well as for market
research agencies or consultancies.
This can be helpful if they then
return later to agency life in provid-
ing an insight as to how larger com-
panies work, in increasing specialist
knowledge, and in understanding
h ow to make research more usable.
Manyresearchers are generalists -
commonly working in different sec-
tors, although sometimes with a
specialty - while others are much
morespecialized and only work in
one area such as transportation or
health care. In this case, researchers
tend to stay longer in that sector.

Normally, the precursor to a B2B
career is working in an agency with
B2B expertise and gaining good
(general) market research qualifica-
tions. Interestingly, B2B is one area
where commonly a researcher will
undertakeboth qualitative and
quantitativeresearch. This allows
both the left and the right side of
the brain (sensitive “quallie” and
m o renumerate “quantie”) skills to
be drawn on;again, this reinforces
the message that B2B research is the
natural home for people who like
variety and challenge.

The business executive or direc-
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tor in a research agency often has a
close relationship with people
(many of whom are not researchers)
in the client company hierarc hy.
His or her contribution, drawing as
he/she does on wide experience,
often of other sectors, other mar-
kets but similar business issues,
means that he or she may be asked
to talk about research results in a
very wide context, often acting as a
management consultant as much as
a researcher. An exe cutiwe can pro-
mote research up the value chain,
contributing analysis, interpreta-
tion, knowledge from research and
other sources to what the research
tells him or her. Intelligence-gath-
ering, data fusion with data drawn
from many sources, and interpreta-
tion are all skills that B2B
researchers can, and do, bring to
their clients. We repeat: intelligence
gathering is now often as much the
focus as primary market research.
The B2B executive often brings a
wider perspective to the client
company and acts as a trusted advis-

er as well as a research partner.

A B2B fieldworker (telephone
interviewer)
Much B2B work is done by tele-
phone so the B2B telephone inter-
viewer plays an important role.
Typically, B2B researh requires spe-
cialist interviewe rs who undertake
nothing but businesresearch or also
some B2C research. Often they are
matureand well-qualified, and have a
degree or some other higher qualifi-
cation that gives them confidence in
speaking with business respondents.
Typically, interviewing is not their
main occupation but provides some
cash flow. Some are fluent in one or
moreadditional languages, and in an
international study this is essential if
the subtlety of technical or complex
language is not to be lost. As noted
earlier, B2B interviewers must be
well-trained, have an authoritatne
manner and voiceand be prepared
to perseve rein the face of some ini-
tial respondent (or gatekeeper) rejec-
tion or hesitancy.

Telephone interviewers may never
meet those they interview, and must
be able to be as convincing with, as
intereted in and as enthusiastic to
hear the responses of their twentieth
client as of their first. T h eymust
know when and how to probe, and
be able to ask questions andrecord
answers (some of which will be ver-
batim) at the same time. Maintaining
the impetus and pace of the inter-
viewis important to maintain
respondent interest. T h eymust be “a
cut above” in every way and should
be rewarded accodingly.

Finally, on occasion a telephone
business interviewer must be pre-
pard to put in long and unsociable
hours: for example, interviewng in a
differmt time zone from a central
location or contacting tradespeople
outside normal hours. Interviews
must be conducted when our
respondents are available.

A typical day may include:

* A morning briefing with a client
wherea series of Internet sites are

displayed and the market background

The right
tool in
the right
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is discussed, for instance tourism in
the hotel sector.

* At the briefing, a discussion fol-
lows where the client and agency
personnel involved are there to
answer questions and walk through
the questionnaire.

* Spend half an hour absorbing the
questionnaire and picking out what
may be the issues arising. Familiarize
oneself with the glossary of terms.

* Do first interviews - set up sev-
eral for the following day and for the
following week but manage to do
one with a respondent who happens
to be there and wants to do the
interview immediately.

* Fill in contact forms and report
back to supervisor. Discuss one pro b-
lem that is arising on the recruitment
eligibility (for instance, a re motels
allowed in the sample or not?).
Check with what supervisor and/or
researcher and/or client said about
SIC codes and eligibility.

* Leave to go home and dress up
for night, doing some extra work in
a totally different field (such as acting
in a community play)!

Telephone interviewers can make
or break a B2B telephone survey. A
professional manner and approach
can make a huge difference. If studies
come back with lots of questions
unansvwe red or many “don’t knows,”
one must always look at the quality
of the questionnaire and of the sam-
ple in the first place, but in the sec-
ond, at the quality and briefing of
the interviewers. Often, lots of unan-
swe red questions (or uncoded
responses that turn out to have been
on the pre-code list after all) suggest
that interviewing quality has not
been as high as it should be. Go for
the specialist interviewers whenever
possible; skimping on quality in B2B
fieldwork is never a good option.

B2B recruiters

B2B re c ruiters who set up face-to-
face qualitative interviews, telephone
interviews - or, on occasion, mini
focus groups or full group discus-
sions - are often a very special sort of
person who share many of the char-
acteristics of the previous categories
of business researchers. Good busi-

Your Only Resource for

Mail Survey Outsourcing

Contact Readex Research's Mail Research Canter for your next

miail survay researnch project. Lat us handle your projeci from

start to finish, or simply take on the steps that you don't want to

handle. Because wa easily fit in at any point in the process, from

questionnaira design to field work or reporting, you can be

confident that your project will go without a hitch,

Banefit from our nearly 60 years of mail survey experienca,
Corporate marketers and researchers, research companias,
consulting firms, and adverdising agencies use our services

far mail studies [and e-surveys too)

Call today to discuss your profect 1-800-873-2339
oF visit us at www.readexresearch.com

Readex

WAL RELLARCH CEHTER

Experienced. Trusted. Insightful.

44 | Quirk’s Marketing Research Review | March 2006

ness re c ruiters are few and far
between, and when you find some,
look after them. These people can
recruit to the most demanding speci-
fications; but this is not easy, and it
takestime and skill. T h ey need to be
exceptionally persuasiw, to know
when to put pressureon and when
to back off, and tend to have a good
voice, patience and a convincing
manner.Very often, the best
recruiters have experience in some
other field before falling into their
jobs inre cruiting (again, sometimes
not their main career) - a happy
accident.

Other roles

Other people engaged in B2B
research include those who specialize
in desk research, transcribers of tapes
from focus groups and in-depth
interviews, data entry staft, those
who code up questionnaires, and
those in data processing and analysis.
Common to these roles is a need for
a meticulous attention to detail and
ability to translate the complex into
the simple. The business researcher is
often at the cutting edge in terms of
business developments worldwide: a
privileged position.

Respect and enjoy

Business researchers are rarely there
by initial volition; many find their
way to businesresearch as they are
attracted by its diversity and eclecti-
cism.Theretends to be somewhat
more emphasis on ad hocresearch
and somewhat less on tracking
research. The audiences to whom
business researchers are speaking are
often people with intimate know -
edge of complex and sometimes
arcane areas. We must sometimes
encourage others who do not have a
tradition of research to take risks and
to have the courage of their convic-
tions based on what we know is solid
and good research. Business
researchers are often awa re of trends,
of new business thinking, and of
leaps forward in new product and
design development well ahead of
others. We are in a situation of both
privilege andresponsibility. Let’s
respect and enjoy it.

www.quirks.com
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Overcoming the
hurdles

By Jolene Vanthuyne

ecruiting in the B2B world is a little like running the
Rgauntlet. Interviewers must sail over hurdles, parry with

gatekeepers and land interview times with grace. Project
managers must keep a keen eye on the budget and guard the pre-
cious sample list with care. Researchers watch with bated breath and
discuss strategies for addressing their research objectives without
wearying the respondent. With contributions from Western Wats,
On-Line Communications and Itracks’ CATI center, this article
highlights best practices for securing business interviews that will
ensure you emerge unscathed from the obstacle course.

business-to-business research R

e Hurdle 1: gatekeepers

Ideally, your interviewers know the contact name and have their
direct line. Howeve r, usually the first person to answer your call is
the one responsible for accurately directing the caller and screening
out irrelevant calls for their boss. “The main obstacles are getting
around the gatekeeper and actually getting to the respondent. A
good gatekeeper is taught to screen out calls like ours,” says Lisa
Joseph, vice president, client services at On-Line Comnunications,
a Bartlesville, Okla., call center operation.

Rather than treating them as an obstacle to hurdle over, R ay
Whitton, CATI project supervisor at our firm Itracks recommends
enlisting their help. “Be honest, state your reason for the call, and

don’t be afraid to ask for the gate-
keeper’s help in reaching the cor-
rect respondent, which will save

ReCFUitI ng and data you time and energy,” he says.

The people at Western Wats, a

COI Iection i n BZ B P rovo, Utah, call center, agree. If

you can’t maneuver quickly
researCh around the gatckeeper, treat them
as an ally. “We try to keep our
contact with the gatekeeper as
brief as we can, unless we need to enlist their assistance in finding
the correct respondent within their company. In that case, we will
explain as much as we can about the qualifications we are looking

for and ask for their help to direct us to the correct individual,” says Editor’s note: Jolene Vanthuyne is vice

Gordon Bishop, director of client services for Western Wats. president, marketing at Itracks, a
Saskatoon, Saskatchewan research

e Hurdle 2: Voice mail firm. She can be reached at

The experts are split on the role of voice mail messages in B2B Jvanthuyne@jtracks.com.
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research. Do you leave a message
and risk preparing the respondent
to avoid your call in the future? Or
do you leave a message and indicate
that you’ll look forward to talking
to them when you call back?
“Leaving messages has both positive
and negative implications,” says
Itracks’Whitton. “On the upside,
you can begin the rapport-building
process right away. On the down-
side, there just isn’t enough time to
explain the purpose for the call.
stay away from leaving messages,
primarily because I prefer a live
audience. That way I can address
concerns or hesitations right off the
bat.”

Joseph agrees that leaving mes-
sages is a judgment call. “Sometimes
we leave a message, sometimes we
don’t. It depends on how hard it is
to reach the respondent and how
much sample we have. If you have
limited sample then you really need
to leave a message with your toll-
free number and tell them what the
call is about.”

Howeve r, Bishop is adamant that
in the B2B space, the rules change
and not leaving a message indicates
a lack of professionalism. “In our
opinion, not leaving a message is an
unprofessional thing to do within a
p rofessional environment. No one

like to think someone keeps trying
to blind side them by calling but
not leaving a message.”

Bishop actually feels that voice
mail represents an opportunity for
Western Wats to get closer to the
respondent. “We’ve found that
answering machines and voice mail
can actually be quite helpful in
reaching the correct respondent.
They often will provide a contact
name, and direct number to reach
the respondent on subsequent calls.
We ask our interviewers to listen
for this information,” he says.

* Hurdle 3: Timing

You’ve managed to identify the
right person, get past the gatekeep-
er and leave a voice mail. N ow you
need to talk to them directly and
ask for 10 or 20 minutes of their
time, or longer. Their own staff
members sometimes don’t get this
much time from them and you’re
asking them to set aside the
demands of the day foryou.

First, you have to find a time to
talk to them long enough to book
an appointment, or, if everything
works in your favor, conduct the
interview Whitton recommends
calling at off-peak times. “Most are
decision makers committed to get-
ting things done, which means you

www locushed.com
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will find them in the office long
before anyone else and long after
everyone has left. These stolen
moments are used to tidy up unfin-
ished business away from the chal-
lenges they may face during their
regular busy day. This is an excellent
opportunity to call them.”

Western Wats relies heavily on
callback appointments to make it as
conwnient for the respondent as
possible. As Bishop says, “Try to get
as specific a callback appointment
as you can. Set a date and time,
rather than a general callback, say,
for tomorrow afternoon.”

Extra motivation: incentives
Incenties are part of the package
that will entice a respondent to
complete a survey.You just need to
find the right incentive for the
right demographic. “The incentive
really depends on the profession,
level of professional responsibility,
and the level of difficulty securing
their cooperation because of the
respondent’s work environment. We
would recommend an incentive
commensurate with the profession-
al’s business environment. For
example, when we ask for time
from a lawyer, practicing physician
or accountant, we are taking time
they would otherwise bill for. For
others who work in a more free-
flowing business environment it is a
factor of their level of responsibili-
ty,” says Bishop.

While personal cash rewa rds are
“hands down what works best,” says
Joseph, there are other options such
as charitable donations and a sum-
mary of the survey findings.
Whitton recommends giving the
respondent options between a per-
sonal cash reward and a charitable
donation. “ Give respondents the
choice to keep or donate the funds.
Offering an incentive anything
short of their hourly salary could
show we don’t value their time.

H owever, depending on the indi-
vidual, a charitable donation made
in their name may be a classier
option,” he says.

www.quirks.com
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“Some populations value knowl-
edge more than money and are
more interested in an executive
summary of the results. We have
found this to be the case with edu-
cators, for example,” adds Bishop.

The catapult to success: the
interviewer

The interviewer must be confident,
well-spoka and polite without
being arrogant or overly solicitous.
They have to inspire a mutual
respect and rapport while being
respectful of the executive’s posi-
tion. They must be persistent,
adaptable and patient because they
will get more rejection than agree-
ment and will be faced, at least
occasionally, with the rude or wat-
fling respondent. “The interviewers
that are most successful are those
who are most adept at securing spe-
cific callback times, staying persis-
tent - we often have to call nultiple
times - and can quickly and confi-
dently explain the purpose and

importance of their call to gain
respondent cooperation on the ini-
tial call or a subsequent call,” says
Bishop.

Whitton recommends looking for
three particular characteristics in an
interviewer: patience, professional
ism and adaptability. “Not eve ryone
is able to maintain a professional
presentation. Researchers should be
looking to work with interviewers
who exhibit the attributes necessary
to complete the stre nuous task of
tracking down busy executives,” he
says.

Adds Bishop, “Unlike consumer
interviewing, p rofessional inter-
viewing requires the interviewer to
work comfortably in an unscripted
environment when securing the
respondent’s cooperation.” Itracks
typically selects people for B2B
interviewer training who have
excelled at consumer interviews
and exhibit the following qualities:

* Patience: Will they be able to
look for the needle in a haystack

without becoming frustrated or
complacent?

¢ Professionalism: H ow do they
sound? Would you be willing to lis-
ten if they phoned you? Crucial
components such as tone, enthusi-
asm and speed will play a huge fac-
tor in obtaining a professional rap-
port.

* Adaptability: A re your inter-
viewers willing to try something
different if at first they don’t suc-
ceed?

Careful negotiation

Getting the time and attention of
busy executives involves a careful
negotiation of the hurdles. The
key is the interviewer, who persis-
tently tracks down the right per-
son and, when they’ve reached
that person, politely persuades
them, using incentives, scheduled
appointments and professionalism
to take time out of their busy lives
for research that ultimately will
benefit the end client.
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- n today’s dynamic competitive environment, more and more brand
f— managers are moving their positioning strategy away from traditional By Paul Curran,
(ge value propositions (quality, value, etc.) in favor of more emotionally- Bill Thomas
= charged value propositions. Mega-brands such as McDonalds, Cheerios, and Camille Nicita
O

Pillsbury and Pepsi are seeking ways to touch consumers’ emotions as
well as communicate traditional cost-benefit selling propositions.

We have helped many clients use qualitative research to better under-
stand the emotional ties that consumers have with their brands. In our
research, we have found that consumers’ motivations for purchase often
go beyond the rational and spoken dimensions of decision-making.
Consumers often are driven to purchase products based on product ben-
efits or attributes that reinforce a specific emotional connection. We
define emotional connections as consumer-identified emotions and val-
ues that connect the consumer with a product or brand. These connec-
tions represent the personally relevant role the product/brand plays in
the life of a consumer.

While qualitative methodologies are certainly valid, it would be very
helpful for a brand manager if the impact of these emotional connec-
tions could be quantified. However, quantifying such dimensions has
proven to be a challenge.

In a typical quantitative survey, respondents usually would be asked to
reflect their opinions on an X-point scale. However, as argued in Gerald
Zaltman’s thought-provoking book How Customers Think, up to 95 per-

cent of consumer thinking happens
in our subconscious. This begs the
question: If commercial marketing

AsseSSi ng the research relies solely on logical rea-
impact of emotional e and rriona thoughe process-

es to gauge consumer behavior, to
= what extent are researchers misread-
con n&:tlons to brands ing a powerful component of con-
sumer behavior - one’s emotional
connection to a brand?
This argument is probably especially true for product categories and

. . . . . Editor’s note: Paul i
brands for which consumers express a high degree of emotional intensi- tairl otiee Sl e 9 i

ty. In cases such as these, a traditional quantitative survey, which requires setmor proj ect d"feftor’ and Bll,l Thotnas
and Camille Nicita are principals, at

respondents to read the survey questions and provide answers conscious- }
Gongos and Associates, Inc., a
Bloomfield Hills, Mich., research firm.
Thomas and Nicita can be reached at
bthomas(@gongos.com or at

cnicita(@gongos.com.

ly, would not be the best tool to quantify emotional connections and
brand associations. To truly assess consumers’ emotional connections to a
brand, we need to devise a way to collect respondents’ opinions while
holding conscious thinking to a minimum.

For several years, our firm has used a technique for understanding -
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qualitatively - consumers’ emotional
connections to brands and product
categories. In this approach, we
explore and identify relevant emo-
tional connections and interrelation-
ships within a category and for specif-
ic brands.

The qualitative approach is general-
ly conducted through a series of one-
on-one, in-depth interviews with
consumers. Prior to coming to the
interview, respondents are asked to
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construct a collage of images, pictures
and/or words that symbolize their
feelings toward an ideal brand/prod-
uct relationship. Paired with a skilled
interviewer, the symbols become a
catalyst for the expression of emo-
tionally-driven behaviors. The collage
also identifies interrelationships
among the images to tell a story of
the consumer’s relationship and moti-
vations relative to the brand and/or
product category.

Using the research tool described
above, clients are able to help define
the brand by validating current beliefs
and creating a future positioning
strategy or a product development
road map. This research also allows us
to understand both the corporate and
customer perspectives, which can
identify realignment opportunities.

Ultimately, the emotional connec-
tions are integrated into all marketing
activities. The key to understanding
consumers’ emotional connections to
brands is to make a link between a
product/service/brand and the con-
sumer’s life. Understanding emotional
connections can likely make the dif-
ference between a product that looks
good on the drawing board but fails
on the store shelf. In the end, client
organizations are better able to devel-
op products and services that win the
heart and mind (and pocketbook) of
the consumer.

Still, even with the insights these
qualitative sessions provide, it is diffi-
cult for brand managers to move for-
ward with marketing outlays without
the support of some type of quantita-
tive measures. Quantitatively, corpo-
rate-level decision makers often seek
to:

* assess the impact of emotional
connections on traditional marketing
research metrics (purchase likelihood,
customer satisfaction, brand loyalty,
etc.);

* prioritize the relative importance
of various emotional connections;

* determine which emotional con-
nections are associated with which
brands (which emotional connections
does their brand own and which are
owned by the competition?);

* pinpoint an important yet
unclaimed emotional connection -
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identify any “white space” in the mar-
ket that our client’s brand can grab.

Knowing clients’ desire for this type
of quantitative support, a team of’
researchers at our firm set out to
develop a technique that would pro-
vide the desired output but stay true
to the conceptual framework of
Zaltman’s work and, by association,
our established qualitative approach.
With that said, we knew that any
technique we were to develop would
have to follow the following guide-
lines:

* use a measurement tool that pro-
vides high discrimination but mini-
mal conscious effort on the part of
the respondent;

* use visual stimuli to reflect emo-
tional values, replicating the qualita-
tive process whereby respondents use
images and words to represent emo-
tional values;

* hinder overly-conscious thinking
to ensure respondents react to stimuli
in an emotionally-charged manner.

The major goal of our quantitative
approach is to allow respondents to
reflect their responses with minimal
conscious effort. In other words, we
want them to let us know what they
feel - which should only involve min-
imal conscious thinking. To accom-
plish this, we rely on three specific
techniques:

* use extremely simple paired-com-
parison choice tasks to minimize the
amount of cognitive effort needed to
respond;

* use pictures collected from quali-
tative research as stimuli to reflect the
emotional connections (by eliminat-
ing as much verbiage as possible, the
conscious thinking should then be
minimized);

* use elements of a psychological
concept known as negative priming
to inhibit conscious thinking.

A case history

In 2001, automaker Saturn wanted to
better understand how its customers
connect with its brand and product
offerings. The research used our quali-
tative emotional connections tech-
nique described previously. A series of
IDIs were completed with Saturn
owners as well as owners of compet-
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ing makes. From this research, we
were able to identify the following
emotional connections relevant to the
Saturn brand as well as the product
category:

* success/accomplished;

+ independent/self-reliant;

* comfortable/relaxed/happy;

* peace of mind;

* smart/practical;

» care for others/family;

* fun to own;

* Saturn family/community.

Given the amount of qualitative
research we had already completed,
we felt Saturn would be an ideal
client for which we could develop
our quantitative survey instrument.
Armed with the results of our qualita-
tive research and the guidelines we
had established, we set out to design a
quantitative survey instrument that
would meet our research objectives.

A key component to the approach
involved the selection of the competi-
tive set. In this case, we selected three
competitive, yet distinctive, vehicle
brands: Honda, Volkswagen and, of
course, Saturn. Selection of the com-
petitive set is critical since an under-
lying assumption is that each brand
has a certain level of emotional inten-
sity.

After some initial screening ques-
tions, our instrument begins by pre-
senting respondents a series of
vignettes. These vignettes were, more
or less, actually built by the IDI par-
ticipants during the qualitative phase.
Each vignette included a photograph
along with a story as
written/described by the IDI partici-
pant. For each emotional value, the
respondent identifies the vignette to
which they most strongly relate. One
respondent-identified vignette is used
to represent each emotional value
being tested. The images associated
with the vignettes become proxies for
the specified emotional connection
later in the survey. Once the respon-
dent-specific stimuli are established,
the respondent is taken through the
negative priming exercise and then
onto the two choice exercises.

Perhaps the most provocative com-
ponent of our approach is where we

www.quirks.com

use specific elements of negative
priming. Priming is a facilitated cog-
nitive process that produces a faster
reaction time or higher recall rate, due
to the cues provided by the primer.
Suppose, for example, you are asked
to pick out breakfast items from the
following list of words: butter, bread,
paper, orange juice, phone, and com-
puter. To prime you, before entering
the lab you are kept in a waiting
room that is infused with the scent of

freshly-baked pastries. While you are
waiting your mind is focusing on all
these bakery items, such as bread and
butter. In theory, your reaction time
to the experimental task would be
much faster than that of a respondent
kept waiting in a scent-free environ-
ment. The discrepancy between the
unprimed and the primed respondent
would be referred to as a priming
effect.

Negative priming refers to the
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interference of irrelevant stimuli on
the processing of the relevant stimuli.
While some argue that the interfer-
ence slows the processing of relevant
stimuli, this is actually what we seek
to accomplish. That is to say, we show
irrelevant pictures to interfere with
respondents’ ability to cognitively
process the relevant pictures (those
the respondent associates with the
emotional connections).

In our specific application of nega-
tive priming, respondents were chal-
lenged to remember various innocu-
ous details from a set of 12 pictures.
Respondents were told there would
be a quiz at the end of the survey in
which they would be asked to recall
as many of the details as possible. In
theory, respondents would be distract-
ed by the irrelevant pictures, which
should effectively suppress them from
thinking too much about the stimuli
presented in the choice tasks.

Key to our research is the use of
paired comparisons in the choice
tasks. Paired-comparison questions
have been shown to better allow
respondents to make distinctions
between many similar items.

Our approach uses two sets of
paired-comparison questions. The first
set explores the “importance” dimen-
sion. Here we present respondents
with a choice of two emotional con-
nections and ask: How do you want
to feel about a vehicle? After com-
pleting the first choice exercise,
respondents are re-primed.

To measure the second dimension -
brand association - each respondent is
randomly assigned a brand from the
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competitive set. Respondents are then
asked: Which image do you associate
more with Brand X (Saturn, Honda
or Volkswagen)?

Our test

As noted previously, our primary
objective was to develop a quantita-
tive survey instrument to assess the
impact of emotional connections pre-
viously uncovered in a series of quali-
tative interviews. It is important to
note that the process we lay out
should be considered a follow-up to
thorough qualitative research and not
a stand-alone approach.

The survey was administered over
the Internet and sample was drawn
from an online consumer panel. A
total of 1,662 Honda, Saturn and
Volkswagen owners participated in
this study. Respondents were screened
in such a way as to match the demo-
graphic composition of the qualitative
phase.
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From each set of paired compar-
isons we are able to derive perfor-
mance scores for each of the two
dimensions studied: importance of the
emotional value and brand association
with the emotional value.

From the importance scores, we are
able to assess the relevance of eight
emotional connections for automo-
biles among our client’s target market.
The emotional connection “peace of
mind” is shown to have the most
impact while “sense of community”
has the least (Figure 1).These findings
confirm what was hypothesized in the
qualitative phase.

Using the brand association scores,
we are then able to build a market
map to help pinpoint which brand
“owns” which emotional connection.
While Volkswagen owns “fun to
own,” Honda owns “peace of mind.”
In addition, the results also reveal the
unoccupied market niche, should a
brand wish to reposition to gain bet-
ter customer appeal and/or avoid
competition. For example, an oppor-
tunity may exist with
“independent/self-reliant.” We are
also able to incorporate the impor-
tance dimension into the map by
varying the size of the elements
(where the size of the bubble reflects
the importance of the emotional con-
nection). It should not be surprising
to see Honda, the market leader,
strongly associated with “peace of
mind,” the most important emotional
connection (Figure 2).

Our final analysis uses a metric we
call emotional congruence, which
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observed significant correlations

The Results
Association between emotional
connections and brands

Sense of community -~ between emotional congruence and
purchase consideration, suggesting
that emotional connections do, in
fact, drive purchase consideration.
Overall, we were quite thrilled that
each of the analyses provided our

client a sound quantitative measure
upon which they could build their
brand strategy.

Informed decisions
SUCOeEs or

uu...pugm&\- Through our work, we have demon-

strated a quantitative approach that
allows one to better gauge the rele-
vance of various emotional connec-
tions for a product category. Further,
by adapting this approach as a follow-
up to a robust qualitative study, we

Figure 2: The perceptual map shows which brands are associated with which emotional
connections. The size of the bubble reflects the relativeimportance of thevalue.

refers to the extent to which the emotional connection and the per- show how the impact of emotional
brand satisfies one’s emotional needs.  ceived brand-specific emotional con- ~ connections on purchase considera-
Emotional congruence is a derived nection would result in a high emo- tion can be established using sound
measure based on the gap between a tional congruence score. quantitative methods. This will allow
desired emotional connection By correlating emotional congru- marketers to make confident,
(importance score) and the perceived  ence to purchase consideration of a informed decisions regarding brand
emotional associations with the brand  brand, we can measure the impact to essence, positioning/re-positioning,
(brand association score). A match which emotional connections drive new product development and adver-
between the respondents’ preferred brand consideration. In our case, we tising, etc.
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I A supplier or a
partner?

s a buyer of market research services - big and small - T we I-
come a variety of market research firms to pitch me on their
services. I'm often surprised at how little effort even the

biggest firms put into selling and keeping clients. Some of the mis-
takes suppliers make:

1. Not making the effort to differentiate your company
Want to get in the door to see me? So do hundreds of your competi-

the business of research

tors. Cold-calls are likely to bereturned when supplier salespeople
give a taste of their company’s unique offering as it applies to my
business generally. Think speed in delivering results is your advan-
tage? Say so. Do you have an insightful way of doing analysis? Say so.
Do you have senior staff writing excellent reports for the C-suite?
Show me. Don’t announce that you are a full-service market research
firm and then stare at me expectantly, waiting for me to hand you
my budget. That won’t happen.

2. Not customizing your pitch to my industry or business
Yes, I know you are billing your hours and can’t pre-research every-
thing there is to know about my company despite your interest in
selling your services. No one is asking you to memorize our annual
report. We don’t - why should you? But please know the basics. If a
client is in health care, what part?
Services, pharmaceutical, devices,
etc.? Your approach should show
some knowledge of what is impor-

To become the
latter, research
firms must avoid
these 10 sales
mistakes

tant to the specific industry and
client. Think: What types of market
research needs would a big estab-
lished pharmaceutical firm with a
good pipeline have vs. a one-prod-
uct medical device startup?

3. Talking about your products
instead of addressing my needs
Despite the hours of sales training
that some suppliers re c e iwe, this still
happens with great regularity. Sure
you've got your higher-profit, canned research tools you’d like to sell
me, but you should be prepared to show me their relevancy to my

p recise need or business before you inundate me with their catchy
trademarked names and colorful brochures.Yes, I'd like an introduc-
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By Rosie Balk

Editor’s note: Rosie Balk is director,
marketing research and strategy, at
Advocate Health Care, a Chicago area
hospital group. She can be reached at
630-990-5552 or at

rosiebalk @yahoo.com.
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tion to your firm before you go
nosing around in my plans for the
year but remember: If you are doing
all of the talking you probably aren’t
gaining enough information to
make a sale.

4. Quickly categorizing the
complex business issue my
company has as a standard type
of research

This undermines the credibility
you’ve hopefully established in the
initial pitch. “What you’ve got is a
satisfaction problem; we have just
the thing for that” you say. That is
fantastic if your assessment included
the proper questions to determine
what the researchable problem is.
But don’t be so eager to answer the
client need that you jump the gun.
If you take a bit of time to ask me
the proper questions, I'm more con-
fident that you are the person who
can design an appropriate project
and that you will be able to ask my
target audience good questions in
an IDI or on a questionnaire. My

perception of your ability to con-
duct research is enhanced when you
listen and you are less likely to have
client conflict on the path you
choose.

5. Not demonstrating why I
should trust you with my
reputation

As a client-side research bro ker and
manager, that is what is at stake
when I trust you with an assign-
ment.You are my designated project
expert, but the responsibility
remains with me. Convincing inter-
nal clients to spend dollars on mar-
ket research vs. operations or mar-
keting isn’t always easy. We “end
users” have a lot at risk, so supply
me with what I need to know.
References from clients who are
like me, either in my industry or
who have done a similar project are
good. So are blinded writing sam-
ples so I can see if you can make a
recommendation or if you leave
your analysis at “Column A says 10
percent.” If you are presenting data,

can you handle conflict? What type
of in-house experts support your
work? Are they smart and experi-
enced?

6. Not figuring out the
peculiarities of the person in
front of you

Is the person you are pitching to a
hands-on editor or a just-give-me-
the-report type? Will they review
every single crosstab or none? You
are likely to have both as clients so
s ave headaches all the way around
and figure this out up front. Include
the cost and timing of major edits,
changes, etc., as a line item in your
p roposals so you don’t get Hind
sided by a hands-on client.

7. Over-working the
organization

Want to permanently burn a
bridge? Then by all means, go
around the in-house market
research or marketing staff who

b rought you in, to a contact, say, a
couple of levels up. Don’t ask mar-
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keting if it is okay or tell them what
you are doing; let them hear about
it through the grapevine.
Misrepresent your relationship to
the organization, then sell the big
guy something pricey he doesn’t
really need, which he will probably
bill marketing for. When people in
the company talk about how stupid
the project is, let marketing deal
with the fallout. After all, it isn’t as
if marketers talk to marketers at
other companies who also need
research...or do they? Of course we
expect you to work your relation-
ship. Just do it the right way.

8. Resting on your laurels
There are many suppliers who take
their clients for granted. Are you
sitting on three years of my data,
waiting for me to call you to give
you a year-four contract that you've
made no effort to acquire?
Providing three years of good data
is indeed an effort, but it may not
be enough for you to keep a con-
tract.Year four or year two wouldn’t
be at risk if the supplier would
think, on occasion, about what pat-
terns they 've seen over the years
and what they’d recommend I need
to investigate next. A good up-sell
works in my interest and in yours.
Stay on top of your clients, occa-
sionally spending some unbilled
time actually reviewing projects
we’ve done, looking for patterns in
our needs, thinking of some aspects
maybe we couldn’t afford to do the
first time around but still might
need in a different project. Clients
would welcome an informed call
such as, “Remember when we did
that ad testing for you and uncov-
ered that problem comnunicating
to your target? Were you able to
resolve that? We have a new, even
more refined way of looking at this
now that might be helpful for your
next ad test. Call me back if you are
interested.”

9. Thinking of in-house
research management staff as
something less than a
researcher

www.quirks.com

Calling us “end users” is a good
example of that. We are likely to
have the same education as you, we
may have wo rked your side of the
fence and we can provide you with
what you need to know to do the
best job for a specific client. A good
research relationship is largely col-
laborative with great ideas, designs
and reporting hammered out in a
partnership.

10. Never following up

To many of you, a project ends when
you e-mail a report. Unless there are
competitive issues, on a major study a
good supplier wants to know what hap-
pened next. How was the information
received? Was it used as intended? Could
anything have been improved? Are there
any next steps the supplier can help
with? This behavior is what elevates a
supplier to a trusted partner. | ()
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Finding a clear
path to new ideas

n today’s environment, product development professionals are
I expected to manage their current pipeline of products while By Daila Boufford
also formulating a product plan for the next five to 10 years.
How do product development professionals find the time, energy
and will to seek out this new learning? Many tools have been
developed that aid in looking at consistent information with new
perspectives. One tool is the Delphi interview, which is a 60-
minute conversation with a trend or industry expert.
The term Delphi has is roots in Greek history. The city of Delphi

was a hub of activity, combining culture, religion and perspective

new product research I

into one highly populated area of information. Delphi was also
home to the Oracle of Pythia, a woman believed to offer great
insight into the future. The Oracle was a great influence to visitors,
who believed this knowledge of the future would help them suc-
ceed in life.

What oracles exist today? Delphi interviewees may be high-level
executives, laymen from the field or theologians. They are non-
competing professionals whose areas of expertise have been identi-
fied as having an impact on the project objective. When choosing
interviewees, look for individuals who have knowledge of periph-
eral areas that impact your product. For example, a manufacturer of
healthy beverages might speak with a cafeteria worker who spends

a great deal of time observing eat-
ing habits during lunchtime, a

U se De I ph i professional chef who enjoys cre-

ating fun flavor combinations, or a

i nte rVi ews to perfumer who could offer insight

as to how smell affects consumers.

g u id e p rOd uct When searching for interviewees,

keep your mind open. Remember,
development you are looking for new perspec-
tives to provide new information.
The following suggestions may
help stretch your thinking in determining potential Delphi candi-
dates:

« People not like us. Editor’s note: Daila Boufford, fomerly

with Innovation Focus, a Lancaster, Pa.,
researdifirm, is senior project manager at
Psyma International, a King of Prussia,
Pa., research_firm. She can be reached at
daila.boufford@psyma-usa.com.

Interview a person who is not a core target for your company.
For instance, a warehouse wo rker who manages delivery systems
may be a good choice for gaining new insights on materials man-
agement in a hospital. The correlation here is the focus on getting
goods from point A to point B.The warehouse manager has many
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of the same needs as the materials
manager but each goes about solv-
ing them in a different way.

* A good mix of academia and
“in-the-field” professionals.

P rofessionals from each of these
categories have a great knowledge
base.Those from academia are on
the cutting edge of learning, sur-
rounded by constant new knowl-
edge. These folks are highly innov-
atiw, enjoy seeing technologies
applied in new ways, and also have
the advantage of looking at the
world of product development
from the outside. In-the-field pro-
fessionals offer a sense of street
smarts, being able to capitalize on
their years in the industry, recog-
nizing trends and learning how to
move on them to stay ahead of the
competition.

* Enablers of business.

What affects your marketplace?
How does the economy play a
role? Do natural disasters affect
your business? Good or bad? What
about the growth and development
of the ThirdWorld? List enablers
and then start to identify persons
or organizations that specialize in
these areas. There are many non-
profits who focus on disaster relief,
Third-World issues and other areas

that may impact business. Many

p rofessionals in these organizations
have a strong passion behind their
work efforts and have given a lot of
thought to finding creatiwe solu-
tions.

Dive deeper

Delphi interviews can reap high
rewards for all involved. At first
glance, a Delphi can offer informa-
tion on a field of business. When
you dive deeper and debrief the
interview, you will start to see how
the interviewee’s field of business
could cross into another field.
When found, these crossovers offer
a glimpse of the future and can be
the jumping-off point for anulti-
tude of ideas or new thought pat-
terns. Frans Johansson talks about
these intersections in his book The
Medici Effect:“The key difference
between a field and an intersection
of fields is in how concepts within
them are combined. If you operate
within a field, you primarily are
able to combine concepts within
that particular field, generating
ideas that evolve along a particular
direction - what I call directional
ideas. When you step into the
intersection, you can combine con-
cepts between multiple fields, gen-

Need a project

quote?

Only quirks.com offers users the
ability to send a quote request
to multiple fi rms at the same

time. Best of all, you get to
select the fi rms that see your
quote, so you can choose only
those that meet your needs.
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erating ideas that leap in new
directions - what I call intersec-
tional ideas.” Johansson’s book
focuses on finding these intersec-
tions and learning how to capital-
ize on the abundance of ideas they
create. Delphi interviews are one of
many tools that can cultivate these
intersections.

Think big

N ow that you know the type of
people you are looking for, how do
you find them? Get together with
your colleagues and begin to brain-
storm a potential list of intervie-
wees. Books, articles and the
Internet are great searching tools to
track down professionals who are
leading-edge thinkers about a par-
ticular topic. Take a chance and
think big, but be flexible and open
to other less-known suggestions. If
you get turned down by a potential
interviewe e, don’t be afraid to ask
for referrals and suggestions. If you
are having trouble coming up with
experts in a particular field here are
some tips to help you in your
search:

* Alumni organizations are a
great resource to track down pro-
fessionals who have been doing
research on a particular topic.
Schools like to keep track of their
success stories so you should have
no trouble getting pointed in the
right direction.

* Magazine editors are generally
not allowed to take part in an
interview, due to industry regula-
tions, but they are able to offer
their advice on who they consider
to be leading-edge thinkers in their
field.

e The World Future Society pub-
lishes a directory of its members
who range in expertise from agri-
culture to multinational trade to
quality of life. As the name indi-
cates, these members are excellent
thought leaders who thrive on
identifying emerging trends.

* Professional associations or
organizations who promote knowl-
edge gathering and sharing within
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a particular discipline offer up a
multitude of members whose pas-
sion may be the perfect fit for what
you are looking for.

At the onset, getting a list of as
many potential interviewee names
as possible is key. You will be able
to whittle down that list in no
time once you gain a better under-
standing of who is interested, who
has time and what kind of incen-
tive will be required. The amount
of honoraria or incentive varies,
and interviewees should be com-
pensated for their time. The gener-
al rule of thumb is that an estab-
lished, published expert on a cer-
tain topic is going to cost a lot
more than one who is not pub-
lished, so budget accordingly. As
you make your final decisions on
who to interview, keep in mind
that the success of the interview
rests not on the interviewee but
the interviewe r. It is their job to
make connections, explore and
guide the interview in the direc-

tion they wish to pursue. Start
with a general approach and then
drill down on specific areas of
interest once the interviewee’s
expertise has been identified.

Apply that knowledge

So,you have gone out into the
world, interviewed thought leaders,
professors, experienced profession-
als and directors in the areas that
enable your business.You have a
great stack of notes and can’t wait
to get started...doing what exactly?
This is a critical point in the pro-
ject. Many times it’s tempting to
get so excited about what was
learned that you forget to apply
that knowledge.

A key next step is to review the
notes, meet with colleagues and
discuss what was learned. In order
to apply insights, ask yourself this:
What are the different angles or
perceptions on the knowledge
gained and what does it mean to
my current project/company?

Once you have identified key
needs, trends and emerging tech-
nologies, focus on deciding
which problems are yours to
solve. What do you have owner-
ship of and why? Have a clear
action plan and concrete next
steps for your team to follow. Do
you need to go deeper and find
out more about the area you seek
to tackle? Keep the ball rolling.
Remember what Anthony
D’Angelo said: “In your thirst for
knowledge, be sure not to drown
in all the information.”

The quest to uncover new
learning should not end here.
This is one of several tools used
to find new ways of thinking.
You have a great leaping-off
point to provide the momentum
to dive deeper into your
research. As you progress,
remember to keep an open mind
and allow each new perspective
to act as a prism, generating a
rainbow of opportunities.
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Survey Monitor

continued from page 10

tion between everyday life stress and
consumers’ in creased need for instant
gratification in the consumption of
less healthy or diet-busting comfort
foods.

The survey explored the health and
wellnes perce ptions, needs, values
and beliefs of 1,031 census-re presen-
tative American adults and uncovered
insight supporting the contention
that current medical guidelines and
health food choices that don’t fit
American lifestyle realities - and are
premised on the complete avoidance
of comfort foods - are not realistic
and have little hope of success.

The study, “Evolving Consumer
Choice and Well-being: Fat, Carbs
and Sugar Still Rule,” also contends
that brand manufacturers and health
experts must retire the philosophies
of the old paradigm that required
consumers to change entrenched
behaviors to fit product agendas -
and accept a new healthy-living para-
digm that introducesbre ak through
thinking and product innovations
more congruent with varied
American health mindframes,
lifestyles and circumstances. By not
expecting healthy products to draw
most consumers unless they also
deliver comfort, or are part of a
broader wellness approach that also
encourages comfort foods, brand
manufacturers may close their prod-
uct growth gap - thereby flourishing
in today’s burgeoning health market
while making a more sustainabl e
contribution to the overall health of

America.

Landis uncovered seven different
consumer health mindframes - health
belief and value systems that guide
choices and actions. Although each
mindframe group is different, stress
and the ability to cope with it are
inextricably tied to successorfailure.
The study also uncovered mindframe
correlations derived from age, gender,
ethnicity and household composi-
tion.

Landis discovered that almost all
Americans know what they need to
do in order to be healthier - they just
fail to follow through. The study
revealed consumers found it hard to
eat the recommended daily servings
of fruits and vegetables, and that it
was a struggle to eat sensibly when
stressed.

With 46 percent of consumers
rarely or never giving up taste for
health benefits, today’s consumer has
a now-vs.-tomorrow core mindset.
One of the key findings is the rela-
tionship of stress to the failure to
achieve personal health and wellness
goals, and a resulting sense of frustra-
tion. It appears that health and well-
ness are primarily aesthetics-motiva t-
ed and life stress-disrupted.
Consumers choose quick gratifica-
tion (such as release in comfort food
consumption) - and perc eived gains
like attractiveness and energy - over
morelongevity-based health benefits.
When specific health stresses were a
factor - such as migraines, back pain,
allergies and other non-weight-relat-
ed health issues - the findings
revealed consumers’ need for instant

gratification and stress release dis-
places the desire for the future bene-
fits of healthyliving.

Landis’ analysis suggests a person’s
health values and beliefs evolve over
timeYounger American adults are far
less likely to be focused on health and
well-being, falling into the mind-
frame of groups unwilling to expend
strong, consistent efforts towa rds their
health and wellness. As people age,
things change. The biggest shifts
occur when people have some kind
of health shock.The constant across
all age groups is that the vast majority
of adults fall into lower-commitment
health mindframes, maintaining only
minimal effort to optimize their
health and well-being regardess of
their age or life stage.

The survey findings suggest that
while women have the desire to suc-
ceed with their health goals in
greater mumbers and either succeed
or struggle with the guilt of not suc-
ceeding, men appear more able to
take a care free approach. Ethnic vari-
ations in health and well-being
mindframes exist as well. Caucasians
are far more likely to be constantly
stressed to achieve the health and
well-being they desire but seem
unableto attain. Non-Caucasians,
driven by the need to stand out and
feel attractive, a re serious about their
health and take some positive action
but also engage in less-healthful
indulgences and are more likely to do
very little to live healthy.

Adult consumption of almost every
junk food is higher in households

whereteens are present. The survey
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found that the incidence ofregularly
occurring stress is about the same in
non-teen households as it is in teen-
dominated households. The avail-
ability of junk food in teen-domi-
nated homes impacts the consump-
tion factor and the prevalence of less
healthy mindframes more than stress.
The Landis study portends four
key shifts brand manufacturers and
health experts need to make. The
first is mindframe congruency:
Americans do not share one com-
mon health and wellness belief and
value system, thereforeone-size-fits-
all solutions are doomed to fail.
Lifestyle congruency: Strategies and
products must better fit the chal-
lenges and realities of American
lifestyles and health mindframes to
increse the odds of consumer suc-
cess. Goal congruency: Health goals
must redefine success by narrowing
the gap between consumers’ sense of
actual and ideal self. This shift will
reduce the hopelessness that health
aspirations are unattainabl e, which
drives down self-esteem and is
linked to destructive behavior, such
as owreating. (It is no surprise the
survey uncove red that 43 percent of
consumers in the struggler mind-
frame experience depression).
Product congruency: Innovate new
products and health re gimens that

recognize the inextricable link

between stress, comfort food and
failure. Healthful foods that provide
comfort or health re gimens that
incorporate comfort foods are more
realistically sustainable than strate-
gies that seek to eliminate stress or
expect consumers to radically alter
their lifestyles. The results of the
study are summarized in a case arti-
cle availabk at www.landis-si.com
and clicking on “Landis Knowledge
Resources.”

Marketing execs working
with bigger budgets in 2006

A survey of 366 senior marketing
executives, conducted during the last
week of November and the first
week of December 2005, found that
60.7 percent will be working with
bigger budgets in 2006, according to
an article by Kate Maddox of
BtoBOnline As reported by the
Center for Media Research, the
BtoB survey “2006 Matketing
Priorities and Plans” found that 31.6
percent said their budgets would be
flat. And only 7.7 percent said their
budgets would decrease. The opti-
mism is 11 points over last year.

In 2006, 72 percent of marketers
plan to increase onlinebudgets.
Within Internet spending, the spe-
cific media that will receive the
greatest share of marketers’ online
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budgets in 2006 will be: Web sites
(30.3 percent), e-mail (22 percent),
search (20.3 percent) and sponsor-
ships (10.3 percent).

For offline media, 52 percent of
respondents said they plan to
increase direct mail in 2006; 40 per-
cent plan to increase event market-
ing; 33 percent plan to increase print
advertising.

The survey also found that: 81
percent of marketers plan no
changes in their broadcast spending;
80 percent will not change outdoor
spending; 46 percent plan no
changes in their print and event
marketing budgets; 21 percent of
respondents will decrease print
advertising; 15 percent will reduce
outdoor advertising; 14 percent will
decrase events and telemarketing
spending.

According to BtoB’s survey, 24.9
percent of marketers’ total budgets
will be spent on direct marketing in
2006, up from an average 21.6 per-
cent allocated to direct marketing in
2005.

Primary marketing goals found in
the study included: 60 percent of
respondents said their primary mar-
keting goal will be customer acquisi-
tion; 20.8 percent said brand awa re-
ness; 11.5 percent said customer
retention; 7.7 percent specified
“other.”

Other significant matketing
objectiws identified were: entering
new markets; generating leads;
increasing revenue; growing market
share; p roving ROI; and improving
brand awareness. For more informa-
tion visit www.btobonline.com.

Online holiday shoppers
valued site design

While over 70 percent of e-shoppers
think shopping online is easier than
shopping offline, Web design played a
key role in 2005 online holiday
spending, according to a report issued
by San Francisco research firm
Questus. Aside from pricing and
shipping costs, the report found that
over a third of shoppers cited naviga-
tion, the checkout process and pro d-
uct descriptions as critical site aspects
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that affected their completion of
online puchases.

Appearance also affected e-shop-
pers, with most (68 percent) citing
distrust of sites that didn’t appear
professional. The report found that a
quarter of shoppers left a site if they
found it difficult to locate products,
and a fifth left because the site didn’t
seem trustworthy or secure.
Additionally, online shoppers pre-
ferred fewer links than more links on
each Web page.

Requirad site registration was also
a major barrier for shoppers.The
report found that nearly a third of
online holiday shoppers left a site
without making a purchase because
they didn’t want to register with the
site.

Overall online spending was strong
during the 2005 holiday season, with
77 percent of Internet users making
online purchases and almost 40 per-
cent making half or more of their
2005 holiday purchases online. The
report found that online holiday
shopping is poised for even more
growth in 2006, with 40 percent of
online shoppers planning to spend
even more online during the 2006
holiday season. The report was based
on an Internet survey using Questus’
proprietary panel, Big Look. The 425
respondents were all employed U.S.

residents over the age of 18. For more
information visit www.questus.com.

Sony ranks as most popular

consumer electronics brand
An international survey measuring the
health of some of the world’s most
famous consumer electronics brands
reveals that Sony is the most popular
brand, while Sanyo is the least popular
across all ages, genders and income
levels in 18 countries around the
world.

In November 2005, the Stewart-
Allen/GMI BrandBarometer
(www.brandbarometer.com), co-cre-
ated by marketing consultant Allyson
Stewart-Allen and Seattle research
firm Global Market Insite, surveyed
17,502 consumers worldwide about
15 leading international consumer
electronics brands.

These brands include Apple, Canon,
Casio, Dell, Hitachi, Hewlett-Packard,
Microsoft, Nokia, Panasonic, Philips,
Pioneer, Sanyo, Sharp, Sony and
Toshiba. Consumers were asked about
their perceptions and experiences of
these brands, levels of tust, overall qual-
ity and perceived country of origin.

When asked to associate values with
a particular brand, BrandBarometer
respondents perceive: Sony as “luxun-
ous”; Nokia as “innovative,”“friendly”
and “engagng”’; Apple as the most

ONLINE

Since 189895, researchars hawve
aallerd on Esearoh.com for thaeir

onling porel neads

68 | Quirk’s Marketing Research Review | March 2006

“individualistic” and “exclusive”’; and
Microsoft as “powerful”” and the most
“American” brand. Sony also scores
well in other areas - respondents see the
brand as being “intemational,”“‘trust-
worthy” and a “luxury” brand. Nokia
scores highly for being “customer-
focused,” for “listening” to its cus-
tomers, and for being the most “respon-
sive” and “empathetic.” Sony and Nokia
are also seen as the two most reliable
brands out of the 15 surveyed.

However, the BrandBarometer did
find some dark clouds on the horizon
for other consumer electronics brands.
Sanyo appears to have a serious image
problem and is regarded as the most
“stagnant,”“‘dull,”“insignificant” and
“weak” of all of the brands in the study.

When it comes to investing in
brand recall and intentional associa-
tions, large consumer electronics com-
panies clearly dedicate generous mar-
keting and adve rtising budgets to
achieve these:

* Microsoft spent $260 million on
domestic measured media during the
first 10 months of 2004 (Adweek,
January25,2005).

* Sony’s electronics division spent
$150 million on U.S. adve rtising in
2004 (Adwveek, September 14, 2005).

* Apple spent more than $100 mil-
lion on adve ttising in 2003, and about
$90 million between January and
October 2004, $70 million of which
on iPod ads alone (MedialWeek,January
13,2005).

* Panasonic spent about $60 million
in U.S. media in 2005 (A dweek,
December 02, 2005).

According to the survey, the power
of consumer electronics brands
appears to be wavering in Western
markets where branding is most
sophisticated. When asked how
important a brand name is when buy-
ing such products, consumers in such
countries as the UK., Germany and
Denmark rank brand names as less
important compared to others in
emerging countries. For instance,
consumers in Mexico, China and
Brazil rate brand names as either
important or very important. To
download the full Consumer
Electronics BrandBarometer report
visit www.brandbarometer.com.
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Product and Service Update

continued from page 14

deliver specific directory usage data
for 125 geographies covering 161
DDAs (directory distribution areas).
In total, KN/SRI conducted about
75,000 in-depth consumer interviews
to produce these 2005 YPMR find-
ings.

Yellow Pages Market Reporter is
the result of a process which began
when advertisers, ad agencies and cer-
tified marketing representatives made
a request for independent, third-party
syndicated research to aid Yellow
Pages advertisers in selecting directo-
ries in which to place ads. The rapid
growth of multi-directory markets
renders this information a necessity
for making accurate ad buying deci-
sions,and publishers have responded
by funding measures in many DDA:s.

Ten publishers participated in the
2005 program: Ambassador Yellow
Pages; Associated Publishing Co,;
AT&T Yellow Pages; BellSouth
Advertising and Publishing Corp.;
Cincinnati Bell Yellow Pages; Dex
Media, Inc.; RH Donnelley
Publishing and Advertising; Verizon
Information Services; White
Directory Publishers, Inc.; and Yellow
Book USA, Inc.The 2005 publisher-
funded DDAs collectively represent
30 percent of the total U.S. adult pop-
ulation and encompass almost half (45
percent) of consumers located in A
and B county areas. For more infor-
mation visit www.knowledgenet-
works.com.

2005 census estimates now

available

Demographic Data Center is now
offering its 2005 Estimates, 2010
Projections, Consumer Expenditures
and Profiles online. The 2005
Estimates fill in the gap for the five
years since the 2000 Census. In addi-
tion, the latest consumer expenditures
and demographic profiles help busi-
nesses that need to know where to
market, where to expand and how to
allocate resources.

2005 Estimates are based on the
U.S. Census Bureau’s county estimates
and the 2000 long form. It is modeled
to the various geographies based on
calculations reflecting the expected
changes since the 2000 Census. 2010
Projections are the same format as the
Estimates, but projected out an addi-
tional five years to 2010.

Consumer Expenditures for 2005
include 50+ categories of household
spending including topics such as
food, small appliances, health insur-
ance and clothing.

Profiles allow users to target areas
that meet their desired customer or
client profile. Users determine which
area most captures that profile’s
essence, or which profile best
describes a particular area. The data is
available in five geographies: states,
counties, tracts, block groups, and zip
codes. Users can also run a radius
around a latitude/longitude point. For
more information visit www.us-cen-
sus.biz/estimates/estimates.htm or
call 800-577-6717.
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New e-commerce suite from
WebSurveyor

WebSuneyor Corporation, Herndon,
Va., is now offering its new E-
Commerce Solution Pack, which pro-
vides a set of integrated products and
senices to help Internet retailes under-
stand the thinking and motivation of
site visitors and online shoppers. Using
WebSuneyor’s online survey platform,
the E-Commerce Solution Pack con-
sists of online data collection instru-
ments designed to gather site visitor
demographics, examine shopping cart
abandonment and understand keyword
instrumentation. For more information
visit www.websurneyor.com.

Briefly

Stamford, Conn.-based FocusVision
Worldwide has added three firms to
the global network of focus group
facilities offering its videoconferencing
services - Cook Research in
Minneapolis, Opinions Unlimited in
Dallas and SIS in New York - bringing
the number of facilities to 316.

Stamford, Conn.-based research firm
InsightExpress has launched a new cor-
porate Web site at www.insightex-
press.com.

Norway-based research software
provider FIRM is now offering its
Contact Center Quality Application,
which enables businesses with contact
center operations to implement cus-
tomer-experience quality measures to
discover, manage and act on customer
dissatisfiction. The application is built
on FIRM’s Confirmit survey and
reporting software platform. For more
information visit www.confirmit.com.

The Keller Fay Group, a research
consultancy dedicated to word-of-
mouth marketing campaigns, is now
offering Talk Track, a measurement sys-
tem for word-of-mouth marketing.
Talk Track measures marketing-relevant
conversations in the U.S., enabling
clients to track word-of-mouth trends,
evaluate ongoing campaigns and iden-
tify segments and opportunities for
potential engagement with con-
sumers. For more information visit
www.kellerfay.com.
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Research Industry News

continued from page 16

the acquisition, the combined company,
BuzzMetics, Inc., will operate under
the Nielsen BuzzMetrics brand and be
headquartered in New York. Nielsen
parentVNU will become a majority
shareholder in the new BuzzMetrics
with 50.1 percent owneship.

Boston research firm Chadwick
Martin Bailey (CMB) has acquired
Sage Research,a Framingham, Mass.,
research and consulting firm serving
technology product and service
provides. Sage Research will be inte-
grated into CMB as a new technology

group.

Germany-based research firm GfK
now has a 51 percent stake in the mar-
ket research company Merc in Mexico
and an 80 percent stake in the market
research company KleimanSygnos in
Argentina. Marcelo de Fuentes, who
owns 49 percent of Merc, will continue
in his capacity as managing director of
Merc. Ménica Kleiman and Norah
Schmeichel, who both have a minority
shareholding in KleimanSygnos, will
continue to act as joint managing dire c-
tors of KleimanSygnos.

Montreal research firm Leger
Marketing has acquired Claros
Research Corporation in Calgary.
With the acquisition, Marc Tremblay
has been named vice president Calgary
of Leger Marketing.

Research Intemational has
acquired Pentor,an independent Polish
market research agency which has been
affiliated to Research International
since 1991. Pentor is headquartered in
Wasaw, with offices in Katowice,
Wroclaw and Poznan, and employs 107
people.

Alliances/strategic partnerships
Arbitron Inc., New York, announced
that three Houston adve rtising agencies
- FogartyKleinMonroe, Love
Advertising and Mediagraphix
Media Services - have signed a com-
mitment to use radio audience esti-
mates based on the Portable People

Meter when Arbitron deploys its audi-
ence measurement setvice.

Association/organization news
In a press release outlining trends affect-
ing the research industry in 2006, Larry
Brownell, executive director of the
Marketing Research Association
(MRA) cited technology and globaliza-
tion as two of the main driving forces,
along with the growth of relatively
inexpensive online survey research
methods. “Online research is surging,
and within the next few years s likely
to become the most common form of
all marketing research fieldwork con-
ducted,” said Brownell. Problems arise
when amateurs hop on the online
research bandwagon without the exper-
tise that a professional researcher pro-
vides.“A lot of flawed research is being
conducted online, and the sample accu-
racy of online panels is raising questions
in the industry,” Brownell said. “It’s crit-
ically important that a bona fide mar-
keting research professional shapes sur-
veys and ensures the correct use of the
appropriate tools and techniques.”

Although some industry watchers
believe new technologies may cause a
decline in the role of focus groups, tra-
ditional focus groups have been yield-
ing critical guiding insights for many
companies for decades, the MRA
release stated. Even as online technolo-
gy expands, industry statistics indicate
that the use of focus groups is on the
rise, with money spent on focus groups
up 6 percent.

While online research gives users the
advantage of reaching a much larger
quantity of consumers, focus groups
provide the kind of accuracy and depth
that can emerge from probing, con-
trolled, face-to—face interaction, the
MRA said. The goal of the research
should dictate which of these and many
other research tools is utilized. Often a
combination of methodologies is rec-
ommended.

Marketing research initiatives have
become global in scope, fueling more
alliances and/or acquisitions, not only
among marketing research vendoss, but
among research trade organizations as
well. Outsourcing, both within the U.S.
and oveseas, will continue to be seen as
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a source of potential cost savings, but,
once again, “‘quality counts.” The MR
industry will need to ensure that the
outsourced survey researchers are up to
the task and reflect positively on MR.
In the technology industry, for example,
outsourced customer service has nega-
tively affected customer relations in
some cases when service providers have
significant cultural and language differ-
ences from their customers.

Today’s research professionals play a
critical role in the business decision-
making value chain, the MR A said.
Increasingly quoted in the media, this
new breed of well-qualified, experi-
enced researcher can confidently act as
a marketing consultant who captures
consumer information, analyzes it and
provides clients with practical insights
to guide decisions based on empirical
market data.

In a separate release, Brownell said
the MR A’s year-old Professional
Researcher Certification (PRC) pro-
gram has exceeded all expectations in
terms of number of applicants and
interest-level. “We've passed the num-
ber of applicants we had set as a goal for
the first year and we’ve just re-config-
ured our goals for year two to be dou-
ble our orignal projections based on
our experience,” he said.“Having a cre-
dential for marketing research profes-
sionals has been a long time in coming.
The overwhelming response is a credit
to our profession from which we will
all benefit”

The PR C program offers an open
application period until Febmuary 2007
for those who are currently marketing
research practitioners and meet a set of
criteria. During this period, candidates
are grandfithered in based on their
experience, education and ethics, with
the application materials providing a full
representation of the candidate’s exper-
tise. No exam is necessary during this
phase, but all of those certified must
continue their professional develop-
ment through education. The PRC
examination is currently in develop-
ment, led by a special MRA committee
researchers . The first exam is set to be
administered in February 2007.

The Marketing Research
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Institute Intemational (MRII),
which will celebrate its 10th anniver-
saryin June 2006, has announced its
2006 board of directoss. Officess: presi-
dent - Susan Adelman, Survey Serwvice,
Inc.; president-elect - John Kelly,
Marketing Direction (Great Britain);
secretary/treasurer - Ron
Kornokovich, OPINIONation; past
president - Terry Grapentine,
Grapentine Company, Inc. Directors:
David Ashley, Deparment of
Homeland Security; Pam Bracken,
Unive rsity of Georgia; Branimir
Brankov, Merck & Co., Inc.; Larry
Brownell, Marketing R esearch
Association; Judith Brynildson,
Concentirs Research; R obert Cohen,
Scarborough Reesearch; Patrick Crane,
Eastman Kodak Company; Charles
(Chuck) Dodson,A.M.Todd Co;
William Douglas, Coca-Cola
Company; Denis Evangelista, IBM; J.
Patrick Galloway, Galloway R esearch
Sewice, Inc.; Joel Goodman, Carter’s
Inc.;Jon Last, The Golf Digest
Companies; R obertLeiter, University
of Georga; Srinivas Reddy, Univesity
of Georgia (MMR Program); Diane
Streckfuss, AR F; Mary Wang, SPSS;
Julie Williams, Maritz Marketing
Research Inc.; Brenden Wycks,
Marketing Research and Intelligence
Association (Canada). MRII is a non-
profit organization devoted to fulfilling
the educational needs of marketing
researchers.

Awards/rankings

Mexico-based marketing magazine
Merca2.0 named ACNielsen Mexico as
2005’s best marketing research agency.

New accounts/projects

New York-based Nielsen Media
Research and Comcast Spotlight, the
adve rtising sales division of Comcast
Cable, announced a six-year agreement
that consolidates into one single con-
tract all of Comcast’s Local People
Meter (LPM) services in each of the 10
major television markets where Nielsen
provides LPM audience ratings. The
agreement covers the local markets in
which Nielsen already operates LPM
semvices - New York, Los Angeles,
Chicago, Boston, San Francisco,

www.quirks.com

Philadelphia, Washington, D.C., Detroit
and Dallas - plus Atlanta, where Nielsen
will roll out LPMs later this year.

Lightspeed Research, Basking
Ridge, NJ., has renewed its licensing of
the Confirmit software from Norway-
based research software provider
FIRM Separately, FIRM announced
that ACNielsen has also renewed its
licensing of Confirmit.

A ruba Cruise Tourism (ACT),a
non-profit organization of the govern-
ment of Aruba, selected Diatouch,
Inc.,a Phoenix, Ariz., software firm, to
provide survey and information kiosks
in its cruise terminals. In its new
“Welcome Back” campaign, ACT is
striving to conve It cruise passengers
into land-based vacationes. Using
proximity sensor technology, the kiosks
welcome disembarking cruise passen-
gers with Caribbean steel band music
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and a friendly voice inviting them to
retrieve information on Aruba from
the kiosks. The kiosks include
Diatouch’s Digivey Survey Suite to
gather comments from cruise passen-
gers about their Aruba experience.
The survey tool offers six languages
to select from and also provides a
sign-up form to participate in a draw-
ing for a free stay in Aruba.

St. Paul-based Minnesota Public
Radio (MPR) used the services of
Seattle research firm QuestionPro to
create a conjoint-based online survey,
dubbed Medical Matchmaker, which
walks listeners who visit the MPR Web
site through 12 pairs of hypothetical
health care plans, each with a different
mix of features. Listeners choose the
one they prefer from each pair.The
software then compares the chosen
plans against those that weren’t chosen.
At the end, it shows which features the
respondent really cares about (cost,
choice of provider, etc.) and which gen-
eral type of health insurance plan best
fits their priozties. MPR news staff will
use information provided by those who
use Medical Matchmaker to help
design future news coverage on health
care. The online survey is available at
www.mpr.org/medicalmatchmaker.

Arbitron Inc., New York,
announced that media firms the
Interpublic Group, WPP and Carat
Americas have signed contracts to use
Arbitron’s Portable People Meter-based
radio audience estimates.

Separately, Arbitron Inc. and VNU
announced that Unilever United
States has signed a subscription agre e-
ment to the pilot panel of Project
Apollo, the single-source, national
research service based on Arbitron’s
Portable People Meter system and
ACNielsen’s HomeScan technology.
Unilever is one of six advertisersand
who, along with their adve rtising agen-
cies, are members of the Project Apollo
Steering Committee, a group of mar-
keters who have signed or are in the
process of signing agreements for the
Project Apollo pilot panel data.

Republic Beverage Company has

renewed its business relationship
Chicago-based researd firm
Information Resources, Inc.
Under the multi-year contract, IRT
will continue to provide services to
Republic Beverage in Arizona and
Louisiana and will expand services to
include operations in Texas. Republic
Beverage is the fourth largest distribu-
tor of premium wine and spirits in the
us.

New companies/new divisions/
relocations/expansions

Research firm TNS has announced
organizational changes to its U.S. cus-
tom research division. It has: consoli-
dated its IT, telecom and media and
entertainment units into one broad
technology sector; established a new
“Client Solutions” group to address
strategic business issues and create new
research solutions and technologies,
and; created an expanded multi-coun-
try project team within TNS
Operations to support global clients’
multinational research.

Former McCann Erickson execu-
tive Alison Gilbertson has opened a
n ewresearch firm, Unravel Research
and Planning,in the UK. The firm’
Web site is
www.unravelresearch.co.uk.

Australia-based Pulse Group,a
research process outsourcing firm, has
opened an office in Amsterdam to
enhance client servicing and support
for its European clients.

Ed Keller, former CEO of Roper
ASW, and Brad Fay, former managing
director, have formed the Keller Fay
Group,a research consultancy dedi-
cated to word-of-mouth marketing
campaigns. The firm’s Web site is
www.kellerfy.com.

Comparny earnings reports

For the fourth quarter 2005, ended
December 31, New York-based
ArbitrmlInc., re p orted revenue of
$75.3 million, an increase of 3.3 per-
cent over revenue of $72.9 million
during the fourth quarter of 2004.
Costs and expenses for the fourth
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quarter increased by 2.7 percent, from
$62.1 million in 2004 to $63.8 million
in 2005. Earnings before interest and
income tax expense (EBIT) for the
quarter were $17 million, an increase
of 0.4 percent compared with EBIT
of $16.9 million for the fourth quarter
of 2004. Interest expense for the quar-
ter declined 43.9 percent, from $1.7
million in 2004 to $0.9 million in
2005, due to reductions in the compa-
ny’s long-term debt.

Net income for the quarter was
$11.2 million, compared with $9.6
million for the fourth quarter of 2004,
an increase of 16.2 percent. Net
income per share for the fourth quar-
ter 2005 increased to $0.36 (diluted),
compared with $0.31 (diluted) during
the comparable period last year.

For the year ended December 31,
2005, revenue was $310 million, an
increase of 4.5 percent over revenue of
$296.6 million for 2004.

A planned increase in expenses for
the Houston Portabk People Meter
market demonstration and for the
rollout of the Project Apollo pilot
contributed to an increase in costs and
expenses for the year of 5.2 percent,
from $205.7 million in 2004 to
$216.3 million in 2005.

EBIT for 2005 increased 3 percent
to $101.4 million compared with
$98.4 million in 2004. Income tax
expense for 2005 was $33.2 million,
an increase of 7 percent over $31.1
million in 2004. Net income for 2005
increased 11.1 percent to $67.3 mil-
lion compared with $60.6 million in
2004. Net income in 2005 was $2.14
per share (diluted), compared with
$1.92 per share (diluted) last year. In
2005 and 2004, the company recog-
nized a tax benefit relating primarily
to the reve rsal of certain liabilities for
tax contingencies related to prior
periods in the amounts of $4.7 million
and $4.2 million, respectively.

Knowledge Networks, Menlo
Park, Calif., announced it has sur-
passed previous records for quarter-
ly and annual revenue, posting over
$9 million in fourth quarter (2005)
reve nue and $32 million for the
year owrall, a significant increase
over 2004.
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2006

Data Processing
and Statistical Analysis

Directory >SS

The 2006 Directory of Data Processing and Statistical Analysis was compiled by sending listing
forms to firms we identified as providers of data processing and statistical analysis services. This
year’s directory lists nearly 300 firms, arranged alphabetically. In addition to the company’s vital
information, we’ve included the types of data processing services they provide (coding, data entry,
data tabulation, scanning services and statistical analysis). A cross-reference of these services is

also offered for your convenience.

The Directory of Data Processing and Statistical Analysis begins on page 76.

The cross-reference of data processing services begins on page 99.

Copyright 2006 Quirk’s Marketing Research Review

www.quirks.com March 2006 | Quirk’s Marketing Research Review | 75


http://www.quirks.com

(@)]
=
wn
wn
(<5}
(& ]
o
A
(a
©
-+
1]
(]

........ Data Entry
........ Data Tabulation
........ Scanning Services
........ Statistical Analysis

A & R Service,LLC

8309 Eden Park Drive
Raleigh, NC 27613
Ph.919-946-4279
data_analysis@consultant.com
www.datamelody.com

Kevin Chen, Ph.D.

Services: CD, DE, DT, SC, SA

Whaa Bedakifty Covede
inc.

Too much open-end
data from your last

Internet or CATI study?

ADAPT Can Help!

ADAPT has desipned a proprietary
on-line coding system specifically
for Internet and CATI produced
cammonis,

This state-al-the-are % FELEMmM
works at twice the speed of
traditienal coding methods

By coupling this speed with aur 20
experinced professional coders,
Wi ean get you the dats yau need
fase.

i service olle Fing:

]
1)

Sarvey Printing and mail
discribiution

Retiirns managerment ler
I'allu-r-up malings Lo mons
rispnnders

Return Mail Hasdling
Sarvey (heck-in ame editing
Commant ceding and
verbatinm transcription
Dara Ertry
State-af-the-art Character
Recogniticn ktanning
Tabulsticn

Awdie Laps Lraidgraplign

Gt your survey processed by
Harket Retearch Profettionals.

Contact: Dave Koch

I-838-52ADAPT
dknsch il adaprdata com
ADAPT Inc.

S410 Rowland Foad, Suite 160

Mirmoetonka, MH 55343

Accountability Information Management, Inc.
553 N. North Court, Suite 160

Palatine, IL 60067

Ph. 847-358-8558

info@a-i-m.com

www.a-i-m.com

Services: DE, DT, SA

Accurus Research Systems
226 Waverly Way
Burlington, NC 27215

Ph. 336-226-2385
accurus@netpath.net
Douglass Cox

Services: CD, DE, DT, SA

The Accutab Co.

51 Wyckham Rd.

Tinton Falls, NJ 07724
Ph.732-460-1224
jbrunetti@theaccutabcompany.com
www.theaccutabcompany.com

Jon Brunetti, Principal

Services: CD, DE, DT, SC, SA

AcquaData Entry Services, Inc.
3040 E.Tremont Ave.

Bronx, NY 10461
Ph.718-824-8887
acquadata@aol.com

Susan Acquafredda, President
Services: CD, DE

ADAPT, Inc.

5610 Rowland Rd., Suite 160
Minnetonka, MN 55343

Ph. 888-52-ADAPT
dkoch@adaptdata.com
www.adaptdata.com

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

Over 20 yearsof data capture experience de di-
cated to the market research industry. Qur ser-
vices include: printing, outgoing/incoming mail
processing, data entry, scanning, coding, verba-
tim keying/editing, audio tape transcription,
documentstorage, and tabulation. We deal
with a national client base, who value our mar-
ket rese arch data capture expertise. When you
need fast and accurate data processing, call the
marketing research professionals, ADAPT, Inc.
(See advertisement on this page)

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

Ph.972-862-2582
AlStrategies@aol.com
www.adrianreyesconsulting.com
Adrian Reyes, President

Services: CD, DE, DT, SC, SA

Advantage Research, Inc.

W202 N10246 Lannon Rd.
Germantown, WI 53022

Ph. 262-502-7000 or 877-477-7001
ssegrin@advantageresearchinc.com
www.advantageresearchinc.com
Scott Segrin, Vice President
Services: CD, DE, DT, SA
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ADVANTIS Research & Consulting, Inc.
2600 Eagan Woods Dr., Suite 130

St. Paul, MN 55121

Ph. 651-452-8632
marketing@advantisresearch.com
www.advantisresearch.com

Services: CD, DE, DT, SA

Al Warkot Bogoarch
s, il
AIS Market Research
1320 E. Shaw, Suite 100
Fresno, CA 93710
Ph. 800-627-8334 or 559-252-2727
jdawson@aismarketres.com
www.aismarketres.com
Jennifer Dawson
Services: CD, DE, DT, SC, SA

With 40 years of experience, AIS has a proven
history in all research methodologies. With a
50-station Ci3 CATI phone bank, we regularly
handle multiple-thousand quotas. Range of
services includes fielding, tabling, tabbing, sta-
tistical analysis, research reporting, intercepts,
executive one-on-ones and more. We can con-
duct interviews in English, Spanish, Hmong,
Lao and additional languages as necessary. As
well, we have a focus group/product testing
facility and can conduct off-site intercept
interviews.

(See advertisement on p. 78)

Amick Research

713 Pine Valley Rd.
Knoxville, TN 37923

Ph. 865-694-8677
info@amickresearch.com
www.amickresearch.com
Services: SA

o [
: -a:'k!u""!

e g
The Analytical Group, Inc.
16638 N.90th St.
Scottsdale, AZ 85260
Ph. 480-483-2700
jack.pollack@analyticalgroup.com
www.analyticalgroup.com
Jack Pollack, President
Services: CD, DE, DT, SC, SA

Since 1970, we offer every aspect of mar-
ket research. With two telephone centers
(125 stations), we provide questionnaire
programming, Web hosting, coding, data
entry, scanning, tabulations in WinCross,
and statistical consultation and analysis
including conjoint analysis, perceptual map-
ping, modeling and forecasting, sample bal-
ancing, and custom programming. We are
the WinQuery, QueryWeb, and WinCross
developers and experts.

(See advertisement on opposite page)

www.quirks.com


mailto:data_analysis@consultant.com
http://www.datamelody.com
mailto:info@a-i-m.com
http://www.a-i-m.com
mailto:accurus@netpath.net
mailto:jbrunetti@theaccutabcompany.com
http://www.theaccutabcompany.com
mailto:acquadata@aol.com
mailto:dkoch@adaptdata.com
http://www.adaptdata.com
mailto:AIStrategies@aol.com
http://www.adrianreyesconsulting.com
mailto:ssegrin@advantageresearchinc.com
http://www.advantageresearchinc.com
mailto:marketing@advantisresearch.com
http://www.advantisresearch.com
mailto:jdawson@aismarketres.com
http://www.aismarketres.com
mailto:info@amickresearch.com
http://www.amickresearch.com
mailto:jack.pollack@analyticalgroup.com
http://www.analyticalgroup.com
http://www.quirks.com

Thank you
for making The Analytical Grou -,:;;.-'::f-"'

software the most widely used dat :
software designed especially for the marketmg I'E‘!rEﬂrl:h community.

The Analytical Group, Inc.
BO0.946.2767 ,,:f;; ;wa

www. analyticalgroup.com




(@)]
=
wn
wn
(<5}
(& ]
o
A
(a
©
-+
1]
(]

Apperson Digital Technology Services

cD Coding 6855 E. Gage Ave
DE . .. . Data Entry Los Angeles, CA 90040
oT ... Data Tabulation Ph. 800-633-8782 ext. 240
SC ......... Scanning Services Jadamson@appersonprint.com
SA ... Statistical Analysi www.appersondts.com
e Jessica Adamson, Account Manager
The Analytical Group, Inc. Services: CD, DE, DT, SC, SA
640 N. LaSalle Dr. . .
Chicago, IL 60610 Appian Analytics, Inc.
Ph.312-751-2915 2000 Crow Canyon Place, #300

jerry.madansky@analyticalgroup.com San Ramon, CA 94583
www.analyticalgroup.com Ph. 877’7_57’7646 .

Jerry Madansky, CEO sales@appiananalytics.com

Services: CD, DE, DT, SC, SA www.appiananalytics.com

(See advertisement on p. 79) Anthony Milano, V.P. Business Development
Services: DT, SC, SA

Anderson Analytics,LLC

154 Cold Spring Rd., Suite 80
Stamford, CT 06905
Ph.203-912-7175
inquiries@andersonanalytics.com
www.andersonanalytics.com

Tom Anderson, Managing Partner
Services: CD, SA

Ardisson & Associates, Inc.
270 Arnold Rd., Suite A
Lawrenceville, GA 30044
Ph.770-339-1091
ardisson@mindspring.com
www.mindspring.com/~ardisson/
Tom Ardisson, President
Services: CD, DE, DT, SA

Answers Research, Inc.

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

Solana Beach, CA 92075

Ph. 858-792-4660
aboutus@answersresearch.com
www.answersresearch.com
Chuck Sinks

Services: DT, SA

Ask Arizona

2702 N. 44th St., Suite 100-A
Phoenix, AZ 85008

Ph. 602-707-0050 or 800-999-1200
bethsmith@westgroupresearch.com
www.westgroupresearch.com
Services: CD, DE, DT, SA

Ask For Research

4 Sweet Apple Tree

Wistanswick

Market Drayton, Shropshire TF9 2AY
United Kingdom

Ph. 44-1630-639759
info@askforresearch.co.uk
www.askforresearch.co.uk

Angie Lowe, Managing Director
Services: CD, DE, DT, SC, SA

Apogee Analytics LLC

312 Amboy Ave.

Metuchen, NJ 08840
Ph.732-548-1174
tcgleason@apogeeanalytics.com
www.apogeeanalytics.com
Services: DT, SA

Action with
Insight Creates
AlS Market Research Solutions!

achioninsight.solufions. Since 1955
- In House Data Collection - Exec's/B2B/B2C
- Onsite Focus Group Facility - Full Service
- 500CATI Stations - WinQuery

1320 E. Shaw Ave., Suite 10 Fresnm, CA, 93710
1-800-627-8334 / www.aismarketres.com
Email: info@aismarketres.com
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ATP Canada

10 W. Pearce St, Unit #10
Richmond Hill, ON L4B 1B6
Canada

Ph.905-889-8783
sales@atpcan.com
www.atpcan.com

Services: CD, DE, DT

William M. Bailey, Ph.D.

WMB & Associates, Statistical Services
4310 Citrus Blvd., Suite 100

Cocoa, FL 32926-2822

Ph. 321-637-0777
info.statmanz@earthlink.net
www.home.earthlink.net/~statmanz
William M. Bailey, Ph.D., Principal
Services: CD, DE, DT, SA

Barry Leeds & Associates, Inc.
(see Informa Research Services, Inc.)

Batch Data Processing, Inc.
3195 Dayton - Xenia Rd.
Suite 900-194

Dayton, OH 45434
Ph.937-320-1915
bdp@bdp-inc.com
www.bdp-inc.com

Services: CD, DE, DT, SC, SA

Bay Analytics

P.0. Box 472288

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

BayaSoft LLC

285 Central St., Suite 206
Leominster, MA 01453

Ph. 800-698-BAYA or 978-537-5510
quotes@bayasoft.com
www.bayasoft.com

Cheryl Newman

Services: CD

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

Doug Sellner

Services: DE, DT, SA

Luther Bernadel

8305 Donoghue Dr.

New Carrollton, MD 20784
Ph. 301-520-2352
louto@netzero.com

Luther Bernadel

Services: CD, DE, DT

BJD Research Services, Inc.
38 Pelham Road

Marlton, NJ 08053

Ph. 856-596-4339
info@bjd-inc.com
www.bjd-inc.com

Steve Rimikis

Services: CD, DE, DT
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The Blackstone Group

360 N. Michigan Ave., Suite 1500
Chicago, IL 60601
Ph.312-419-0400 or 800-666-9847
info@bgglobal.com
http://bgglobal.com

Services: CD, DE, DT, SC, SA

Michael Blatt & Co.,Inc.
606 Sespe Ave., Suite 203
Fillmore, CA 93015

Ph. 805-524-6845
info@blattdata.com
www.blattdata.com

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

Bottom Line Analytics

1780 Chadds Lake Drive
Marietta, GA 30068
Ph.770-485-0270
mjw@bottomlineanalytics.com
www.bottomlineanalytics.com
Services: SA

Business and Marketing Analytic Center
5 Nizhny Kislovsky Lane

125993 GSP-3 Moscow

Russia

Ph.7-495-727-1311

bma@bma.ru

www.bma.ru

Vladimir Fetsenko, Ph.D.

Services: CD, DE, DT, SC, SA

Business Modeling Systems, Inc.
23 Lensmith Dr., Suite 100
Aurora, ON L4G 6S1

Canada

Ph.905-713-3743
johnmayo@sympatico.ca

John Mayo, President

Services: CD, DE, DT, SA

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

www. MarketingResearch.com

Ron Mayher

Services: CD, DE, DT, SC, SA

CfMC Research Software

547 Howard St.

San Francisco, CA 94105

Ph. 866-LUV-CfMC or 866-588-2362
cfmc@cfmc.com

www.cfme.com

Richard Rands, President

Services: CD, DE, DT

Cimbal Research Services
275 Rte. 10 E., Suite 220-286
Succasunna, NJ 07876
Ph.973-601-0801
alancimbal@sprintmail.com
Alan H. Cimbal, President
Services: CD

www.quirks.com

Cobalt Sky Limited

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

Ph. 646-375-2429
|.smith@cobalt-sky.com
www.cobalt-sky.com

Lou Smith

Services: CD, DE, DT

COMCON

Masterkova Str., Building 4
Moscow 115280

Russia

Ph. 7-495-502-9898
datafriendsoft@comcon-2.com
www.datafriend.net

Services: DT, SA

comScore SurveySite

90 Sheppard Ave. E., Suite 100
Toronto, ON M2N 3A1

Canada

Ph. 416-642-1002
sales@surveysite.com
WwWWw.surveysite.com

Elaine Cobb, Vice President
Services: SA

Comstat Research Corporation
17 John Alexander Dr.

Cortlandt Manor, NY 10567

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

Services: CD, DE, DT, SC, SA

Conclusive Data

2110 Slaughter Lane

Suite 115-148

Austin, TX 78748

Ph. 512-636-6641
kmefford@conclusivedata.com
www.conclusivedata.com
Kevin Mefford, Principal
Services: CD, DE, DT

Consumer Pulse, Inc.

725 S. Adams Rd., Suite 265
Birmingham, M1 48009

Ph. 800-336-0159 or 248-540-5330
cpi@consumerpulse.com
Wwww.consumerpulse.com

Services: CD, DE, DT, SC, SA

Convergys Market Research Outsourcing
201 East Fourth Street

Cincinnati, OH 46202

Ph. 800-344-3000
marketing@convergys.com

Services: CD, DE, DT

Craciun Research Group, Inc.
880 H St., Suite 208
Anchorage, AK 99501
Ph.907-279-3982
craciun@craciun.com
www.craciun.com

Services: CD, DE, DT, SC
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CRC Data Systems

31-00 47th Ave.

Long Island City, NY 11101
Ph.718-937-2727 or 888-489-DATA
www.opinionaccess.com

Services: CD, DE, DT, SC

Creative Research Systems
411 B St., Suite 2

Petaluma, CA 94952
Ph.707-765-1001
info@surveysystem.com
WwWw.surveysystem.com

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

Crescent Research, Inc.

12700 Hillcrest Rd,. Suite 241
Dallas, TX 75230

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

Don Winspear, President

Services: CD, DE, DT, SC, SA

Critical Insights, Inc.

120 Exchange St.

Portland, ME 04101
Ph.207-772-4011
insights@criticalinsights.com
www.criticalinsights.com
MaryEllen FitzGerald
Services: CD, DT, SA
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CD ......... Coding

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

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

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

SA ......... Statistical Analysis
v/cross-tab
4 markel research tech O

Cross-Tab Marketing Services Pvt. Ltd.
171-B, Mittal Tower, 210 Nariman Point
Mumbai 400021

India

Ph.91-22-22022043
sales@cross-tab.com

www.cross-tab.com

Ashwin Mittal, Director

Services: CD, DE, DT, SC, SA

Cross-Tab provides offshore outsourcing and
online paneling services to global marketing
and market research organizations. Our ser-
vices include: Survey programming — using
ConfirmIt, MRInterview, Net-MR; Global
online data collection data processing and
analysis — using Wincross, Quantum, SPSS
and SAS; Preparing reports and presenta-
tions. Our data processing services include
data entry, data preparation, open ended cod-
ing, translation and data tabulation.

(See advertisement on p. 79)

Data Analytics Corp.

44 Hamilton Lane

Plainsboro, NJ 08536

Ph. 609-936-8999
dataanalytics@earthlink.net
www.dataanalyticscorp.com
Walter R. Paczkowski, President
Services: SA

Data Based Insights, Inc.
One Oxford Valley, Suite 615
Langhorne, PA 19047
Ph.215-702-8301
smarchant@dbiresearch.com
www.dbiresearch.com

Steve Marchant

Services: CD, DE, DT, SA

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

St. Charles, MO 63301

Ph. 636-255-8800
gmyers@dataentryservices.com
www.dataentryservices.com
Gayle Myers, President
Services: CD, DE, DT, SC, SA

Data Probe, Inc.

Datatab

350 5th Ave., #1729

New York, NY 10118-1729
Ph.212-228-6800
dpi@dataprobe.net
www.dataprobe.net
Services: CD, DE, DT

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

Ph. 516-829-8880
steve@liebermanresearch.com
www. liebermanresearch.com
Services: CD, DE, DT
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Data Recognition Corporation

13490 Bass Lake Rd.

Maple Grove, MN 55311

Ph. 763-268-2000 or 800-826-2368
info@datarecognitioncorp.com
www.datarecognitioncorp.com

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

[wirn
A

Data Recognition Corporation provides cus-
tom survey processing and consulting services,
including focus groups, project management,
survey content design, questionnaire printing,
survey distribution/mailing and collection;
data capture and processing using
optical/image scanning and Web technology,
reporting, verbatim comment processing/cod-
ing and statistical analysis to commercial,
medical, government and education markets.
(See advertisement on opposite page)

Data Vision Research, Inc.

Web Services: www.SurvCity.com
114 Straube Ctr. Blvd., K19-3
Pennington, NJ 08543

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

Ron Vangi, President

Services: CD, DE, DT, SC, SA

Datagraphic

6829 Lankershim Blvd.
North Hollywood, CA 91605
Ph. 818-982-6423
www.onlinedps.com
Services: DE, SC

DATAN, Inc.

Skylands/Poconos Office

96 Angen Road

Washington, NJ 07882

Ph. 908-689-4060
merlin@datan.com
www.datan.com

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

DataPrompt International

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

Ph. 312-423-4100 or 800-468-0419
info@datapromptintl.com
www.datapromptintl.com

Services: CD, DE, DT, SC, SA
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DataStar, Inc.

85 River St.

Waltham, MIA 02453
Ph. 781-647-7900
info@surveystar.com
www.surveystar.com
Ellie Smerlas, President
Services: CD, DE, DT, SA

Datastatisticsonline.com

610 Esplanade, Unit 4

Redondo Beach, CA 90277

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

Services: CD, DE, DT, SA

DATATEX, Inc.

2618-A Battleground Ave., Suite 315
Greenshoro, NC 27408
Ph.336-272-9629
jack@datatexsurveysolutions.com
Jack Gebbie, President

Services: CD, DE, DT, SC, SA

Dataxiom Software, Inc.

3700 Wilshire Blvd., Suite 1000
Los Angeles, CA 90010
Ph.213-383-9973
sales@dataxiom.com
www.dataxiom.com

Services: DE, DT, SA

Davis Research,LLC

23801 Calabasas Rd., Suite 1036
Calabasas, CA 91302

Ph. 818-591-2408
bill@davisresearch.com
www.davisresearch.com

Bill Davis, Partner

Services: CD, DE, DT
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Decision Analyst, Inc.

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

Services: CD, DE, DT, SA

From basic data processing to advanced ana-
lytics, Decision Analyst is the global leader in
analytical research systems. Our analytical
research systems include: discrete choice and
conjoint models, marketing mix modeling,
marketing segmentation, market structure
analyses, pricing analyses, volumetric forecast-
ing, database analytics (analytics for direct
marketing), designing and hosting data ware-
houses.

(See advertisement on p. 83)
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CD ......... Coding

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

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

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

Decision Data Ltd.

7962 Madison Ave., Suite A
Burr Ridge, IL 60527
Ph.630-734-8244
ddatal@aol.com

Lee Gallaher

Services: CD, DE, DT, SC, SA

Decision Information Resources
2600 Southwest Fwy.
Houston, TX 77098-4600
Ph.713-650-1425 ext. 113
mdixon@dir-online.com
www.dir-online.com

Malene Dixon

Services: CD, DE, DT, SA

Decision Support Sciences
1751 W. Diehl Rd., Suite 150
Naperville, IL 60563
Ph.630-428-1847
info@decisionsupportsciences.com
www.decisionsupportsciences.com
Services: DT, SA

MW DELIXUS

b 150 $0071:2000 Cevlilled

Delixus, Inc.

1160 Ridgemont Place
Concord, CA 94521
Ph.925-672-2623
akbar@delixus.com
www.delixus.com

Mr. Akbar S. Ahmed
Services: CD, DE, DT, SC, SA

Delixus provides a full suite of outsourced
market research services: statistical analysis,
coding, survey programming, crosstabulation,
charts and graphs creation, proofing and
more. Value proposition: up to 50% cost sav-
ings (e.g. coding is $.20/verbatim), consistent-
ly high quality (ISO 9001 Certified) and
100% on-time delivery.

(See advertisement on p. 33)

Delixus India

242/1 Anantheshwara Complex
5th Main Jayamahal Road
Bangalore, Karnataka 560046
India
Ph.011-91-80-4127-7048
info@delixus.com
www.delixus.com

Mr. A.H. Khan, GM

Services: CD, DE, DT, SC, SA
(See advertisement on p. 33)

Delphus, Inc.

152 Speedwell Ave.
Morristown, NJ 07960
Ph.973-267-9269
hlevenbach@delphus.com
www.delphus.com

H. Levenbach, President
Services: SA

Deyta

7400 New LaGrange Rd., Suite 200
Louisville, KY 40222

Ph. 502-896-8438

info@deyta.com

www.deyta.com

Craig Long

Services: CD, DE, DT, SC, SA

Digitab

33 Paul Street

London EC2A 4JU

United Kingdom

Ph. 44-20-7588-6669
enquiries@digitab.uk.com
www.digitab.uk.com
Services: CD, DE, DT, SC, SA

Digital Research, Inc.

201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-7660
bob.domine@digitalresearch.com
www.digitalresearch.com
Services: CD, DE, DT, SC, SA

Discovery Research Group

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

Ph. 800-678-3748 or 801-569-0107
sales@drgutah.com

www.drgutah.com

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

Domenichelli Business Services
302 Ventura St.

Ludlow, MA 01056

Ph. 413-547-8400
info@moderndayscribe.com
www.moderndayscribe.com
Nancy Domenichelli, President
Services: DE

Eidex Group,LLC

1400 Buford Highway, Suite K6
Sugar Hill, GA 30518
Ph.770-614-6334
jeidex@eidexgroup.com
www.eidexgroup.com

Services: CD, DE, DT, SA

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

Denver, CO 80202
Ph.303-298-5277
david.triggs@equifax.com

David Triggs, Dir. of Market Research
Services: CD, DE, DT, SC, SA
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Essex 3 Tabulations

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

Ph. 412-798-0444
mitch@essex3.com
Www.essex3.com

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

Essex Tabulating Co.

1435 Morris Ave.

Union, NJ 07083

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

Gabe Fisch

Services: CD, DE, DT, SA

Essman/Research

100 E. Grand Ave., Suite 340
Des Moines, IA 50309-1800
Ph. 515-282-7145
mail@essmanresearch.com
www.essmanresearch.com
Deborah Stearns

Services: CD, DE, DT, SA

E-Tabs

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

Eureka Facts, LLC

17 W. Jefferson St., Suite 5
Rockville, MD 20850-4201

Ph. 866-693-2287 or 301-610-0590
jorge@eurekafacts.com
www.eurekafacts.com

Jorge Restrepo, President

Services: DE, DT, SC, SA

Facts International Ltd.

Facts Centre, 3 Henwood

Ashford, Kent TN24 8FL

United Kingdom

Ph. 44-123-363-7000 or 800-1695343
facts@facts.uk.com

www.facts.uk.com

Barbara Lee, CEO

Services: CD, DE, DT, SA

Field & Tab, Inc.

32 Broadway, Suite 1114
New York, NY 10038

Ph. 212-566-2400
info@fieldandtab.com
www.fieldandtab.com
Services: CD, DE, DT

www.quirks.com
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CD ......... Coding

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

DT ......... Data Tabulation
SC ......... Scanning Services
SA ......... Statistical Analysis

#quant group

Fieldwork Quant Group

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

Mary Pedersen, General Manager
Services: CD, DE, DT

Your advanced resource for high-quality data
collection and project management, specializ-
ing in all aspects of quantitative research,
including telephone, Internet or mail. Our
state-of-the-art capabilities include 85 CRT-
equipped interviewing stations using Query
software. Supervisors direct a team of over
150 top-notch interviewers, employing strict
quality control procedures to ensure that each
project is completed according to your specifi-
cations.

(See advertisement on p. 9)

Flake-Wilkerson Market Insights, LLC
333 Executive Court, Suite 100

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

Services: CD, DE, DT, SA

Food Perspectives, Inc.
2880 Vicksburg Lane N.
Plymouth, MN 55447
Ph.763-553-7787
info@foodperspectives.com
www.foodperspectives.com
Services: DE, SA

Forum Research, Inc.

Access Research Inc.

180 Bloor St.W., Suite 1400
Toronto, ON M5S 2Ve

Canada

Ph.416-960-9600 or 416-960-9603
Ibozinoff@forumresearch.com
www.forumresearch.com

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

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

80300 Istanbul

Turkey

Ph.90-212-274-2063
frekans@frekans.com.tr

www.frekans.com.tr

Caglayan Isik

Services: CD, DE, DT, SA

Friedman Marketing Services
500 Mamaroneck Ave.
Harrison, NY 10528
Ph.914-698-9591
pwynne@nopworld.com
www.friedmanmktg.com
Services: CD, DE, DT

Gazelle Global,LLC

114 E. 32nd St., Suite 708
New York, NY 10016

Ph. 212-686-8808
jwhaley@gazelleglobal.com
www.gazelleglobal.com
James Whaley, COO
Services: CD, DE, DT, SC, SA

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

Des Moines, IA 50311

Ph. 515-457-7484
engelken@netins.net
www.genesismarketingandresearch.com
Dale Engelken

Services: CD, DE, DT, SA

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

Ph. 770-806-9040
gadp@mindspring.com

Dennis Crownover, President
Services: CD, DE, DT

GMI (Global Market Insite, Inc.)
2835 82nd Ave. S.E., Suite S100
Mercer Island, WA 98040
Ph.206-315-9300
infog@gmi-mr.com
WWW.gmi-mr.com

Mark Houston

Services: CD, DE, DT, SA

From survey design to reporting results, from
panel management to client management, no
company supports your global market
research processes like GMI. We offer the only
fully integrated, net-centric platform that
accommodates all data collection methodolo-
gies and all imported data formats. Our global
solutions support 35 languages and are used
in 200 countries, delivering data, services and
support in real time. It’s no wonder that 15 of
the top 25 global research organizations and
countless Fortune 1000 companies are stan-
dardizing on GMI’s Net-MR. It’s the most
efficient, cost-effective way to conduct global
market research.

(See advertisement on opposite page)

Group Sigma Ltd.

143 Westmoreland Road
Bromley, Kent BR2 0TY
United Kingdom

Ph. 44-20-8460-9191
info@group-sigma.com
Teresa Lyng

Services: CD, DE, DT, SC, SA
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H & H Data Services

12184 Waters Edge Court
Loveland, OH 45140

Ph. 513-625-1270
info@hhdservices.com
www.hhdservices.com

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

Robert Hale & Associates

5405 Morehouse Dr., Suite 327

San Diego, CA 92121

Ph. 858-404-0200
info@roberthaleassociates.com
www.roberthaleassociates.com
Christina Kropf, Business Development
Services: SA

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

P.0. Box 2061

Princeton, NJ 08543

Ph. 609-799-3939

hsr@hsra.com

www.hsra.com

Paul Hase

Services: SA

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

2160 Ward Way

Woodside, CA 94062

Ph. 650-298-8555

isis@isisglobal.com

www.isisglobal.com

Marc Limacher, Managing Director
Services: SA

Independent Data Analysis Ltd
33 Welbeck Street

London W1M 8LX

United Kingdom

Ph. 44-20-7486-4300
surveys@ida.co.uk
www.ida.co.uk

Services: CD, DE, DT, SC, SA

Informa Research Services, Inc.
26565 Agoura Rd., Suite 300
Calabasas, CA 91302

Ph. 800-848-0218
inquiries@informars.com
www.informars.com

Services: CD, DE, DT, SC, SA

Informa Research Services, Inc.
375 Corporate Dr. S., Suite 100
Seattle, WA 98188

Ph. 800-848-0218
inquiries@informars.com
www.informars.com

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

Information & Data Services
22 Hamlin St.

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

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

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

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

InfoTech Marketing

9888 W. Belleview Ave., Suite 472
Littleton, CO 80123
Ph.720-732-4588
tim@infotechmarketing.net
www.infotechmarketing.net

Tim Walters

Services: DT, SA

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

Steve Boespflug, V.P./Principal
Services: CD, DE, DT, SA

Innis Maggiore Group Integrated
Communications

4715 Whipple Ave. N.W.

Canton, OH 44718

Ph. 330-492-5500
doug@innismaggiore.com
Www.innismaggiore.com

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

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

Ph. 800-995-8020
don.minchow@inquireresearch.com
www.inquireresearch.com

Don Minchow, President

Services: CD, DE, DT, SA

Insight Analysis

1301 Eugenia Ave.

San Francisco, CA 94110-5647
Ph.415-282-1369
Ianalysis@aol.com

Jacqueline Dawley, President
Services: SA

InsightExpress,LLC

1351 Washington Blvd.

Stamford, CT 06902
Ph.877-329-1552 or 203-359-4174
sales@insightexpress.com
www.insightexpress.com

Services: CD, DT, SA

Intelligent Analytical Services
11610 Regent St.

Los Angeles, CA 90066

Ph. 310-390-6380
data@iasinfo.com
www.iasinfo.com

Charles J. Schwartz, Principal
Services: SA

International Field & Tab Solutions Ltd.

Church House

1 Church Road

Croydon, Surrey CRO 1SG
United Kingdom

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

Services: CD, DE, DT, SA

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

Van Nuys, CA 91406-4211

Ph. 818-989-1044
mhalberstam@isacorp.com
www.isacorp.com

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

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

Richard Isaacs, President

Services: DE, DT, SA

Issues and Answers Network,Inc.
Global Marketing Research

5151 Bonney Rd., Suite 100

Virginia Beach, VA 23462
Ph.757-456-1100 or 800-23-ISSUE
peterm@issans.com

www.issans.com

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

J & D Data Services

2828 W. Parker Rd., Suite 102D
Plano, TX 75075

Ph. 972-596-6474
joe@jddataservices.com
www.jddataservices.com

Joe Deegan

Services: CD, DE, DT, SC, SA

JFK Market Research
6705 Halstead Ave.

Mound, MN 55364
Ph.952-472-3036
jean@jfkmarketresearch.com
www.jfkmarketresearch.com
Services: DT, SA

Karp Data Services

4426 Ensenada Dr.
Woodland Hills, CA 91364
Ph. 818-999-2701
oliver@karpdata.com
www.karpdata.com

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

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

Ph. 905-858-5995
info@keytechdata.com
www.keytechdata.com
Services: CD, DE, DT, SC, SA
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KG Tabs, Inc.

221 Essex St.

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

KPC Research

600 S.Tryon St.

Charlotte, NC 28202

Ph. 704-358-5757 or 800-852-2794
kpcresearch@kpcresearch.com
www.kpcresearch.com

Services: DT, SA

Kudos Research

19-21 Nile Street
London N1 7LL

United Kingdom

Ph. 44-20-7490-7888
info@kudosresearch.com
www.kudosresearch.com
Services: CD, DE, DT, SA

ascribe

Language Logic,LLC

35 E. 7th St., Suite 620
Cincinnati, OH 45202
Ph.513-241-9112
rudy.bublitz@languagelogic.net
www.languagelogic.info
Services: CD

License the Ascribe™ online application or out-
source with the Ascribe™ Coding Services to
complete the coding, transcription, translation
and reporting of your verbatim data in ways
that make this rich information more action-
able than traditional methods for your project
staff, coders and your clients. Customized con-
sumer, medical and multi-wave projects are
our specialty. Ascribe™ is the same world-
class software in use at the largest global sur-
vey research organizations.

(See advertisement on opposite page)

Lein/Spiegelhoff, Inc.

720 Thomas Lane
Brookfield, WI 53005

Ph. 262-797-4320
info@lein-spiegelhoff.com
www.lein-spiegelhoff.com
Charles Spiegelhoff, President
Services: CD, DE, DT

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

Ph. 407-977-0948
ftrimboli@cfl.rr.com

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

www.quirks.com
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Lighthouse Research and Development
1277 W. 12600 South, Suite 301
Riverton, UT 84065

Ph. 801-446-4000
janderson@go-lighthouse.com
www.go-lighthouse.com

Joe Anderson, Dir. Business Dev.

Services: CD, DE, DT, SA

MACRO Consulting, Inc.

1121 San Antonio Rd., Suite D-201
Palo Alto, CA 94303

Ph. 650-691-1332
dick@macroinc.com
www.macroinc.com

Dick McCullough

Services: SA

Majestic MRSS Ltd.

Raghuvanshi Mills Compound, 11-13 Senapati
Bapat Marg

Lower Parel,

Bombay, Maharashtra 400 013

India

Ph.91-22-56604151 or 91-9322-105830
raj@mslindia.com

www.mslindia.com

Raj Sharma

Services: CD, DE, DT, SC, SA

Mangen Research Associates, Inc.
5975 Ridgewood Road

Mound, MN 55364
Ph.952-472-4369
djmangen@mrainc.com
www.mrainc.com

David J. Mangen

Services: DT, SA

Charles R. Mann Associates, Inc.
1111 14th St. N.W., Suite 800
Washington, DC 20005-5666
Ph.202-466-6161 or 800-669-7828
crmann@mannassociates.com
www.mannassociates.com

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

Maritz
W

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

Services: CD, DE, DT, SC, SA

Maritz Research provides actionable intelli-
gence to achieve business success. Improves
your understanding of customer behavior by
examining: Choice: Why customers select your

products. Experience: What happens at key
“*moments of truth”” with your customers.
Loyalty: Why customers return, defect, or buy
more. The company specializes in the automo-
tive, financial services, hospitality, telecommu-
nications, retail, pharma and technology sec-
tors.

(See advertisement on p. 17)

Market Analytics International, Inc.
215 First Street

Ho-Ho-Kus, NJ 07423
Ph.201-652-9952
info@marketanalytics.com
www.marketanalytics.com

Michele McKenna

Services: CD, DE, DT, SC, SA

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

Services: CD, DE, DT, SA

Market Insight, Inc.

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

Services: CD, DE, DT, SA
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Online, Global Management of all your survey verbatim data
« Open End Coding, Translation and Transcription
» Text, Audio and Scanned Image Files
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CD ......... Coding

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

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

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

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

New York, NY 10016-5506
Ph.212-725-7676
alan@marketprobeint.com
www.marketprobeint.com
Services: CD, DE, DT, SC, SA

Market Probe, Inc.

2655 N. Mayfair Rd.
Milwaukee, WI 53226-1310
Ph. 414-778-6000
info@marketprobe.com
www.marketprobe.com

Julie Cox, Vice President
Services: CD, DE, DT, SC, SA

Market Resource Associates, Inc.
15 S. Fifth St., 8th Floor
Minneapolis, MN 55402
Ph.800-795-3056 or 612-334-3056
john.cashmore@mraonline.com
www.mraonline.com

John Cashmore, CEO

Services: CD, DE, DT, SA

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

Marketing & Research Resources, Inc.
1303-A East Patrick St.

Frederick, MD 21701

Ph. 301-694-2800
john_bekier@m-rr.com

WWW.m-rr.com

John Bekier, COO

Services: CD, DE, DT, SA

The Marketing Center

Cavalieri 1594, URB. Caribe Rio Piedras
San Juan, PR 00927

Puerto Rico

Ph.787-751-3532

info@tmcgroup.net

www.tmcgroup.net

Jose Oliver

Services: CD, DE, DT, SA

Marketing Information Systems Int’l.
120 Sylvan Ave.

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

info@misi-intl.com

www.misi-intl.com

Allan Baer

Services: CD, DE, DT, SA

Marketing Intelligence, LLC
1636 N. Swan Rd., Suite 102
Tucson, AZ 85712
Ph.520-321-0110
chris@mktg-intelligence.com
www.mktg-intelligence.com
Services: CD, DE, DT, SA

Marketing Masters

5782 Gold Dust Dr.

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

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

Markﬂing
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Marketing Systems Group

565 Virginia Dr.

Fort Washington, PA 19034-2706
Ph. 800-336-7674 or 215-653-7100
info@m-s-g.com

WWW.M-s-g.com

Dale W. Kulp, President

Services: DT, SA

Marketing Systems Group provides innova-
tiveproducts and services to the survey
researchindustry. Company resources
include full software andinformationsystem
design, development and support along with
database management, analysis and
exploitation capabilities.

(See advertisement on p. 67)

MarketVision Research®
10300 Alliance Rd.
Cincinnati, OH 45242

Ph. 513-791-3100
info@mv-research.com
www.mv-research.com
Jon Pinnell, President
Services: CD, DT, SA

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

Green Bay, WI 54313

Ph. 920-494-1812 or 888-811-5755
linda.segersin@martecgroup.com
www.martecgreenbay.com

Linda Segersin

Services: CD, DE, DT, SA

Maryland Marketing Source, Inc.
9936 Liberty Road

Randallstown, MD 21133

Ph. 410-922-6600
cspara@mdmarketingsource.com
www.mdmarketingsource.com
Services: CD, DE, DT, SA

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

Bridgehampton, NY 11932

Ph. 631-537-6949
melmds@attglobal.net
www.mathdatasys.com

Dr. Mel Taiuiter

Services: DT, SA
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The Matrix Group, Inc.

501 Darby Creek Rd., #25
Lexington, KY 40509

Ph. 859-263-8177 or 800-558-6941
matre@tmgresearch.com
www.tmgresearch.com

Martha DeReamer

Services: CD, DE, DT, SC, SA

Matrix Research Limited

Field & Tab & More

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

Canada

Ph.905-707-1300
survey@matrixresearch.ca
www.matrixresearch.ca

Vera Korinek, V.P. Client Services
Services: CD, DE, DT, SA

Matrix, Inc.

3490 U.S. Rte. 1

Princeton, NJ 08540

Ph. 609-452-0099
info@matrixdataprocessing.com
www.matrixdataprocessing.com
Jacob Katz, President

Services: CD, DE, DT

Maverick Research Inc.

248 Dupont St.

Toronto, ON M5R 1V7
Canada

Ph. 416-960-9934
nancy@maverickresearch.com
www.maverickresearch.com
Nancy Gulland, President
Services: CD, DE, DT

MAXimum Research, Inc.

1860 Greentree Rd.

Cherry Hill, NJ 08003

Ph. 856-874-9000 or 888-212-7200
sales@maximumresearch.com
www.maximumresearch.com

Robert A. Malmud, President
Services: CD, DE, DT, SA

MDSS, Inc.

Marketing Decision Support Systems, Inc.
5833 N. Post Rd., Suite D

Indianapolis, IN 46216
Ph.317-541-9740
kathy@mdssworld.com
www.mdssworld.com

Kathy Pellman, Vice President

Services: DE

MedProbe Inc.

13911 Ridgedale Dr., Suite 400
Minneapolis, MN 55305

Ph. 952-540-0718
info@medproberesearch.com
www.medproberesearch.com
Mitchell T. Gersovitz, Ph.D.
Services: CD, DE, DT, SA

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

Arlington Heights, IL 60005

Ph. 847-483-8545
sales@mercuryoutsource.com
www.mercuryoutsource.com

Services: CD, DE, DT

www.quirks.com
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Michelson Marketing Solutions
5232 Forest Brook Parkway
Marietta, GA 30068
Ph.770-642-2223
mark@michelson.com
www.michelson.com

Services: CD, DE, DT, SA

MICROTAB®

Microtabh, Inc.

10945 State Ridge Rd., Suite 401-260
Alpharetta, GA 30022
Ph.770-664-9244
info@microtab.com
www.microtab.com

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

Emphasizing outstanding customer service,
Microtab The Service Bureau utilizes all the
features of Microtab upper and | ower case
Version 6 to provide low-cost, fast turn-
around for all your dataprocessing needs. In
addi t ion to crosstabulations, we provide Web-
inteniewing, inbound/outbound mailing,
SPSS fileimport/export, key data entry,
charting, statistical testing, coding and/or
typed verbatims. We provide the in formation
you need when you need it.

(See advertisement on this page)

The Miller Research Group, Inc.
350 W. Kensington Rd., Suite 109
Mt. Prospect, IL 60056
Ph.847-342-1500
info@mrgservices.com
Www.mrgservices.com

Services: CD, DE, DT, SC, SA

Modern Survey, Inc.
701 N.3rd St., Suite 202
Minneapolis, MN 55401
Ph. 612-399-3837
info@modernsurvey.com
www.modernsurvey.com
Services: CD, DE, DT, SA

MORPACE International
31700 Middlebelt Rd.
Farmington Hill, M1 48334
Ph.248-737-5300
information@morpace.com
WWW.morpace.com

Services: CD, DE, DT, SC, SA

Moskowitz Jacobs Inc.
1025 Westchester Ave.
White Plains, NY 10604
Ph.914-421-7400
mji@mji-designlab.com
www.mji-designlab.com
Services: DT, SA

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

Ph.513-579-1555 or 800-SAY-MRSI
info@mrsi.com

WWW.mrsi.com

Holly Ford

Services: CD, DE, DT, SA

www.quirks.com

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

MVJ Group Inc.

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

Ph. 416-445-2478
admin@mvj-group.on.ca
WWW.mvj-group.on.ca
Margaret Torrance, President
Services: CD, DE, DT, SC, SA

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

Ph. 800-837-7894 or 216-518-2805
nsrc@nsrc.com

Alan F. Dutka

Services: CD, DE, DT, SA

NCSS

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

Jerry Hintze
Services: SA

Neifert Data Services

506 Bethlehem Pike

Fort Washington, PA 19034
Ph. 215-643-9900
pneifert@aol.com

Paul Neifert

Services: CD, DE, DT, SA

New Age Media Systems, Inc.
1350 Broadway, Suite 2215
New York, NY 10018
Ph.212-695-1590
steve@crosstab.com
www.crosstab.com

Services: DT

New Orleans Field Services Associates
257 Bonnabel Blvd.

Metairie, LA 70005-3738

Ph. 504-833-0641

nofsa@bellsouth.net

Peggy T. Gereighty

Services: DT

Nichols Research - GroupNet Northern
California

333 W. EI Camino Real, Suite 180
Sunnyvale, CA 94087

Ph. 408-773-8200
sunnyvale@nicholsresearch.com
www.nicholsresearch.com

Ray Yeen, Data Processing Mgr.

Services: CD, DE, DT

NIPO Software

P.0. Box 247

Grote Bickersstraat 74
1000 AE Amsterdam
Netherlands

Ph. 31-20-522-59-89
info@niposoftware.com
www.hiposoftware.com
Jeroen Noordman
Services: CD, DE, DT, SA

NJW Research

42 Catherine St.
Poughkeepsie, NY 12601
Ph. 845-471-7445
answers@njwresearch.com
www.njwresearch.com
Services: CD, DE, DT, SA

Data I™N . ...
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Foaburing
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CD ......... Coding

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

DT ......... Data Tabulation
SC ......... Scanning Services
SA ......... Statistical Analysis

North Coast Behavioral Research Group
25 Prospect Ave. W., Suite 1700
Cleveland, OH 44115

Ph.216-696-2424

cwargo@wyseadv.com

www.nchrg.com

Cindy Wargo

Services: CD, DE, DT, SA

NRG Research Group
1380 - 1100 Melville St.
Vancouver, BC V6E 4A6
Canada

Ph. 604-681-0381
tm@nrgresearchgroup.com
www.nrgresearchgroup.com
Adam DiPaula

Services: CD, DE, DT, SA

NRG Research Group
1910 - 360 Main Street
Winnipeg, MB R3C 373
Canada

Ph.204-989-8999
ae@nrgresearchgroup.com
www.nrgresearchgroup.com
Andrew Enns

Services: CD, DE, DT, SA

CJ Olson Market Research, Inc.

901 N. 3rd St., Suite 218

Minneapolis, MN 55401-1141

Ph. 612-378-5040 or 800-788-0085
tramaker@cjolson.com

www.cjolson.com

Tianna Ramaker, Executive Vice President
Services: CD, DE, DT, SC, SA

[0y Research Groug, Inc.

The Olson Research Group, Inc.
Princeton Crossroads Corporate Center
300 Phillips Blvd., Suite 100

Ewing, NJ 08618

Ph. 609-882-9888
info@olsonresearchgroup.com
www.olsonresearchgroup.com

Chip Olson, President

Services: CD, DE, DT

Choose Olson Research Group, Inc. for full-
service quantitative or qualitative research,
online research or data collection. Specializing
in pharmaceutical and health care research,
we handle all steps from study design to
analysis and interpretation of results. All
research is conducted by professional
researchers, highly-trained moderators, and
experts in the appropriate discipline. Full-time,
trained interviewers staff our in-house phone
center using either CATI or paper surveys. We
handle all interviewing, data processing, cod-
ing, editing, and data file production in our
corporate headquarters.

(See advertisement on opposite page)
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On-Line Communications, Inc.

401 S.E. Dewey

Bartlesville, 0K 74003

Ph. 800-765-3200 or 918-338-2000
askus@on-linecom.com
www.on-linecom.com

Services: CD, DT

Independent telephone and Internet data col-
lection company with 180 stations. CATI
interviewing using CfMC. In-house Web survey
hosting and e-mail management. Coding, edit-
ing and tabulation. On and off-site monitoring.
Inbound call routing. Owned and staffed by
professionals with full-service background.
Separate business services division.
Trademarked services include Appendata,
Brandstanding and Qualcheck.

(See advertisement on this page & p. 43)

Opinion Access Corp.

31-00 47th Ave.

Long Island City, NY 11101

Ph. 718-729-2622 or 888-489-DATA
info@opinionaccess.com
www.opinionaccess.com

Joe Rafael

Services: CD, DE, DT, SC

hat Researchers Really Want!

Quality Data and Secure, Real Time, Internet
Reports and Data Access...24/7

Get what you want, when you want it!

800-765-3200

wwnw, on-linecom.com
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CD ......... Coding

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

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

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

SA ......... Statistical Analysis
*  OPINION

Opinion Search Inc.

160 Elgin Street, Suite 1800
Ottawa, ON K2P 2P7

Canada

Ph.800-363-4229 or 613-230-9109
info@opinionsearch.com
www.opinionsearch.com

Services: CD, DE, DT, SA

Opinion Search Inc. provides a range of data
processing and statistical analysis services. We
have considerable experience in conducting
statistical routines, cleaning data files, produc-
ing tabular output, and weighting data.
Statistical routines from simple frequencies
and crosstabulations to complex multivariate
analysis are available using a wide range of
statistical software including SPSS, SAS,
Quantime, WinCross and STAT-XP.

(See advertisement on Inside Back Cover)

OPINIONation

4301 Ridge Rd.

Cleveland, OH 44144
Ph.216-351-4644
ron@opinionation.com
www.opinionation.com

Ron Kornokovich, President
Services: CD, DE, DT, SA

Optimum Solutions Corp.

266 Merrick Rd.

Lynbrook, NY 11563
Ph.516-247-5300
ira.sadowsky@oscworld.com
www.oscworld.com

Ira Sadowsky, Exec. Vice President
Services: CD, DE, DT, SC, SA

PAI-Productive Access, Inc.

19851 Yorba Linda Blvd., Suite 203
Yorba Linda, CA 92686
Ph.800-693-3111 or 714-693-3110
bhontz@paiwhg.com
www.paiwhg.com

Brad Hontz, Director

Services: DT, SA

Pat Henry Market Research, Inc.
P.0. Box 17182

Cleveland, OH 44117
Ph.800-229-5260 or 216-531-9562
jhominy@pathenry.com
www.thepathenrygroup.com

Judy Hominy

Services: CD, DE, DT, SA

Pattern Discovery, Inc.
1212 Punahou Street, #1906
Honolulu, HI 96826

Ph. 808-942-1600
steve@patterndiscovery.us
www.patterndiscovery.us
Services: SA

Percy & Company Research
7384 Highland Rd., Suite A
Baton Rouge, LA 70808

Ph. 225-346-0115
info@percyandcompany.com
www.percyandcompany.com
Adrian E. Percy

Services: CD, DE, DT, SC, SA

Pfeifer Market Research, Inc.
5413 Flynn Parkway

Corpus Christi, TX 78411

Ph. 361-850-7660 or 800-503-6682
pfeifermtg@aol.com
www.pfeifermarketresearch.com
Linda Pfeifer, President

Services: DE, DT

PMR-Personal Marketing Research, Inc.
322 Brady St.

Davenport, IA 52801

Ph.563-322-1960

info@e-pmr.com

www.e-pmr.com

Bonnie Howard

Services: CD, DE, DT, SA

Population Research Systems
A Member of the FSC Group
100 Spear St., Suite 1700

San Francisco, CA 94105

Ph. 415-777-0707
info@fscgroup.com
www.fscgroup.com

Services: SA

Portland Research Group

408 Fore St.

Portland, ME 04101
Ph.207-874-2077
blockwood@portlandresearch.com
www.portlandresearch.com

Bruce M. Lockwood, President/Founder
Services: CD, DE, DT, SA

Precision Research Inc.

5681 W. Beverly Lane

Glendale, AZ 85306-1879

Ph. 602-997-9711
jmuller@precisionresearchinc.com
John Muller, President/CEQ
Services: CD, DE, DT, SC, SA

Precision Research, Inc.
999 E.Touhy Ave., Suite 100
Des Plaines, IL 60018

Ph. 847-390-8666
saa@preres.com
WWWw.preres.com

Scott Adleman, President
Services: CD, DE, DT
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Principia Products

301 Lindenwood Dr., Suite 100
Malvern, PA 19355

Ph. 800-858-0860 or 610-647-7850
sales@PrincipiaProducts.com

www. PrincipiaProducts.com

Sales Department

Services: SC

Prognosys e Services Pvt Ltd
UG-1, DD-8, Kallkaji Extension
Nehru Enclave

New Delhi 110019

India

Ph.91-11-5160-4936
gaurav@prognosyse.com
WWW.prognosyse.com

Services: CD, DE, DT, SC, SA

P-STAT, Inc.

230 Lambertville-Hopewell Rd.
Hopewell, NJ 08525-2809

Ph. 609-466-9200
sales@pstat.com
www.pstat.com

Sebbie Buhler

Services: DT, SA

Pulse Group

Level 20, Tower 2 Darling Park
201 Sussex Street

Sydney, NSW 2009

Australia

Ph. 612-9006-1685
bob.chua@pulse-group.com
www.pulse-group.com

Bob Chua, CEO

Services: CD, DE, DT, SC, SA

Pulse Train Ltd.

270 South Central Blvd., Suite 207
Jupiter, FL 33458

Ph. 561-743-7500
sales@pttsystems.com
www.pttsystems.com

Henry A. Copeland, President
Services: CD, DE, DT, SC, SA

@Mark Research & Polling
American Savings Bank Tower, 19th
1001 Bishop St.

Honolulu, HI 96813

Ph. 808-524-5194 or 808-544-3020
bankersmit@starrtech.com
www.starrseigle.com

Barbara Ankersmit, President
Services: CD, DE, DT, SC, SA

APSMR Limited
Thames Park, Lester Way
Hithercroft, Wallingford
Oxon 0X10 9TA

United Kingdom

Ph. 44-1491-825644
info@qpsmr.Itd.uk
www.qgpsmr.ltd.uk

Ros Biggs, Director
Services: CD, DE, DT, SA

www.quirks.com
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QSA Research & Strategy
4920 John Ticer Dr.
Alexandria, VA 22304
Ph.703-567-7655
bquarles@qsaresearch.com
www.gsaresearch.com
Robert Schnurr, V.P. Systems
Services: CD, DE, DT, SA

Quality Solutions, Inc.
P.0. Box 40147

ReData, Inc.
4938 Hampden Lane, Suite 510

Bethesda, MD 20814
Ph.301-951-4484
info@redatainc.com
www.redatainc.com

Peter Van Brunt, President
Services: CD, DE, DT, SC, SA

Renaissance Research & Consulting
666 Fifth Ave., #432

g;l il
B T PR
The Research Spectrum

2243 Market St.

San Francisco, CA 94114-1612

Ph. 415-701-9979 or 800-876-3770

info@researchspectrum.com
www.researchspectrum.com

EESEARLCH 3PECTRUM

Cleveland, OH 44140-0147
Ph.800-471-1646 or 440-933-9946
results@qualitysolutions.com
www.qualitysolutions.com

Services: CD, DE, DT, SC, SA

QUESTAR

2905 W. Service Rd.

Eagan, MN 55121-2199

Ph. 800-688-0126 or 651-688-0089
info@questarweb.com
www.questarweb.com

Services: CD, DE, DT, SC, SA

Quick Tab Associates, Inc.
1215 W. Baltimore Pike, Suite 5
Media, PA 19063

Ph. 610-566-9130
msimmons@quicktab.net
www.quicktab.net

Marion E. Simmons, President
Services: CD, DE, DT

R.LS. Christie - The Data Collection
Company

14 Verral Ave.

Toronto, ON M4M 2R2

Canada

Ph. 416-778-8890
generalinfo@rischristie.com
www.rischristie.com

Services: CD, DE, DT

Raosoft, Inc.

3513 N.E. 45th St., Suite 3W
Seattle, WA 98105
Ph.206-525-4025
raosoft@raosoft.com
www.raosoft.com

Catherine McDole Rao, President
Services: DT, SA

RDA Group

450 Enterprise Court

Bloomfield Hills, MI 48302
Ph.248-332-5000
abenson@rdagroup.com
www.rdagroup.com

Ann Benson, Vice President, Strategic Acts
Services: CD, DE, DT, SC, SA

RDAssociates, Inc.

257 E. Lancaster Ave., Suite 200
Wynnewood, PA 19096

Ph. 610-896-6272
info@rdassociates.com
www.rdassociates.com

Services: CD, DE, DT, SC, SA

www.quirks.com

New York, NY 10103-0001
Ph.212-319-1833
postmaster@renaiss.com
WWW.renaiss.com

Paul M. Gurwitz, Ph.D.
Services: SA

Research & Polling, Inc.
5140 San Francisco Rd. N.E.
Albuquerque, NM 87109

Ph. 505-821-5454
rpmail@rpinc.com
www.rpinc.com

Brian Sanderoff, President
Services: CD, DE, DT, SC, SA

Research Data Design, Inc.
5100 S.W. Macadam, Suite 500
Portland, OR 97239
Ph.503-223-7166
info@rdd.info

www.rdd.info

Services: CD, DE, DT

The Research Source, Inc.
3748 Manhattan Ct.

Gulf Breeze, FL 32563

Ph. 850-934-6140
kimkemp@alltel.net
Kimberly Kemp, President
Services: CD, DE, DT

Services: CD, DE, DT, SA

The Research Spectrum, a full-service market-
ing research firm, offering both quantitative
and qualitative research. We are vertically
integrated, with complete project manage-
ment, data collection, tabulation and analyti-
cal services. We have completed over 1,700
projects for more than 300 different clients.
Importantly, over 95 percent of our projects
come from repeat customers.
(See advertisement on this page)

Resolution Research & Marketing, Inc.®
625 E. 16th Ave., Suite 202
Denver, CO 80203

Ph. 800-800-0905
solutions@re-search.com
www. ResolutionResearch.com
Services: CD, DE, DT, SA

Ross Data Services, Inc.
160 Paris Ave.
Northvale, NJ 07647
Ph.201-767-8999
harvey@rossdata.com
www.rossdata.com
Harvey Ross

Services: CD, DE, DT
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CD ......... Coding

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

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

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

S IS International Research, Inc.
Worldwide Headquarters

7 East 20th St., 4th Floor

New York, NY 10003
Ph.212-505-6805
research@sisinternational.com
www.sisinternational.com

Services: CD, DE, DT, SA

A Sawtoodly Retbware

Sawtooth Software, Inc.

530 W. Fir St.

Sequim, WA 98382-3209

Ph. 360-681-2300
info@sawtoothsoftware.com
www.sawtoothsoftware.com

Aaron Hill, Customer Support Consultant
Services: SA

Sawtooth Software creates tools for computer
and Internet interviewing, conjoint analysis,
MaxDiff scaling, perceptual mapping, and
hierarchical Bayes (HB) estimation. Our Web-
based interviewing system is a powerful tool
for general surveys, or for those including con-
joint sections. Sawtooth Software has three
main conjoint packages: ACA is suggested for
studies with many attributes, Choice-Based
Conjoint (CBC) for problems with relatively
small numbers of attributes, and CVA for tra-
ditional full-profile conjoint. Consulting and
Web-hosting for surveys also available.

(See advertisement on p. 38)

SCANTAB/American Crosstab
14192 Rondel Place

Tustin, CA 92780
Ph.714-731-2027
scantab@aol.com

Services: CD, DE, DT, SC, SA

Scantron

34 Parker

Irvine, CA 92618

Ph.949-639-7777 or 800-722-6876
marketing.administrator@scantron.com
www.scantron.com

Services: CD, DE, DT, SC, SA

Schlesinger Associates, Inc.
Executive Plaza, Suite 400

10 Parsonage Rd.

Edison, NJ 08837

Ph. 732-906-1122
info@schlesingerassociates.com
www.schlesingerassociates.com
Steven Schlesinger, President
Services: CD, DT

Qualitative and quantitative data collection
agency cov ering New Yo rk/New Jersey, sout h-
ern Cali fornia, Atlanta, Philadelphia,
Orlando, Florida, Chicagg and Boston mar-
kets. Focus groups, one-on-ones, door-to-
door, telephone, executive, medical interview-
ing; product placements, CLT taste tests,
store audits, mystery shopping.

(See advertisement on Inside Front Cover)

SDR Sampling Services

SDR Consulting

2323 Perimeter Park Dr., Suite 100
Atlanta, GA 30341

Ph. 678-942-5166
sdrsampling@sdrnet.com
www.sdrnet.com

Services: DT, SA

Service Industry Rsch. Systems, Inc. (SIRS)
Field & Focus Group Facilities

201 Martha Layne Collins Blvd.

Highland Heights, KY 41076-1750

Ph. 513-922-8662

knowledge@sirsinc.com

WWW.sirsinc.com

Services: CD, DE, DT, SC

Short Web Survey, Inc.
P.0. Box 3500-171
Sisters, OR 97759

Ph. 541-280-7369
info@shortwebsurvey.com
www.shortwebsurvey.com
Bill Farley, Jr., President
Services: CD, DE, DT, SA

Significant GfK

Geldenaaksebaan 329

3001 Heverlee

Belgium

Ph. 32-16-74-24-24
info@significant.be
www.significantgfk.be

Kris Vloeberghs, Managing Director
Services: CD, DE, DT, SA

SKA Division of Mediafax, Inc.
1606 Ponce de Leon Ave., Suite 600
San Juan, PR 00909

Puerto Rico

Ph.787-721-1101
syperez@ska-pr.com
www.ska-pr.com

Sylvia Perez

Services: CD, DE, DT, SA
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Snap Survey Software

Div. of Mercator Corporation

Pease International Tradepoint

One New Hampshire Ave., Suite 230
Portsmouth, NH 03801

Ph. 603-610-8700 or 800-997-7627
sales@snapsurveys.com
WWWw.snapsurveys.com

Services: CD, DE, DT, SC, SA

Solution Data Systems

11330 Gravois Ave., Suite 201

St. Louis, MO 63126

Ph. 314-842-5555 or 888-591-1956
drowan@sds-usa.com
www.sds-usa.com

Services: CD, DE, DT, SC, SA

Southwest Planning & Marketing
3600 Cerrillos Rd., Suite 107

Santa Fe, NM 87507

Ph. 505-989-8500 or 800-989-9275
info@swpm.biz

Www.swpm.biz

Bruce Poster

Services: DE, DT, SA

SPRING SYSTEMS

P.0. Box 211

Elkhorn, WI 53120

Ph. 262-642-5929
springsys@worldnet.att.net
www.geocities.com/wallstreet/3960/
John Pavasars, President

Services: SA

Stamford Tahulating Service
568 Hunting Ridge Rd.
Stamford, CT 06903
Ph.203-322-5573
stamtab@aol.com

Services: CD, DT

Standard Data Corporation

26 Journal Square

Jersey City, NJ 07306
Ph.201-533-4433
tandretta@standarddata.com
www.standarddata.com

Tony Andretta, Exec. Vice President
Services: DE, SC, SA

Star Data Systems, Inc.

270 South Central Blvd., Suite 207
Jupiter, FL 33458
Ph.561-743-7500
sales@stardatasystems.com
www.stardatasystems.com
Services: CD, DE, DT, SC, SA

Star Data Systems, Inc. (Br.)
3419 N. Kennicott Ave., Suite D
Arlington Heights, IL 60004
Ph. 847-637-1000
sales-il@stardatasystems.com
www.stardatasystems.com
Howard Kirsch, VP

Services: CD, DE, DT, SC, SA

www.quirks.com
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STARS, Inc.

1023 S. Greenville Ave
Allen, TX 75002
Ph.214-644-1818
info@starstx.com
www.starstx.com
Services: CD, DE, DT

Statistical Innovations, Inc.

375 Concord Ave.

Belmont, MA 02478

Ph. 617-489-4490
michael@statisticalinnovations.com
www.statisticalinnovations.com
Michael

Services: SA

StatPac, Inc.

8609 Lyndale Ave. S., #209A
Bloomington, MN 55420
Ph.715-442-2261
info@statpac.com
www.statpac.com

David Walonick, President
Services: DT, SA

StatPoint Inc.

2325 Dulles Corner Blvd. #500
Herndon, VA 20171

Ph. 540-364-0420 or 800-232-STAT
info@statgraphics.com
www.statgraphics.com

Craig Polhemus

Services: SA

StatSoft, Inc.
2300 E. 14th St.
Tulsa, OK 74104
Ph.918-749-1119
info@statsoft.com
www.statsoft.com
Shawn Sicking
Services: SA

StrataMark Dynamic Solutions
4350 Glendale Milford Rd.
Cincinnati, OH 45242
Ph.513-618-7150
Imock@stratamark-r.com
www.stratamark-r.com

Larry Mock

Services: CD, DE, DT, SC, SA

Strategic Directions Group, Inc.
66 E. Ninth St., Suite 1407

St. Paul, MN 55101

Ph. 651-228-7250
dlevy@strategicdirectionsgroup.com
www.boomersandtheirelders.com
Dr. Doran J. Levy

Services: SA

Strategic Marketing Services

A Div. of Pan Atlantic Consultants, Inc.

5 Milk St.
Portland, ME 04101
Ph.207-774-6738 or 207-871-8622

Suburban Associates

579 Franklin Turnpike
Ridgewood, NJ 07450
Ph.201-447-5100
billb@subassoc.com
www.subassoc.com

William C. Bartlett, President
Services: CD, DE, DT

Sunrise Tabulations

16 Merryfields

Rochester, Kent ME2 3ND
United Kingdom

Ph. 44-1634-716030
jaynec@sunrisetabulations.co.uk
www.sunrisetabulations.co.uk
Services: CD, DE, DT, SA

Superior DataWorks, LLC

340 Poplar View Lane E. Suite 1
Collierville, TN 38017
Ph.901-861-6301
svega@SuperiorDataWorks.com
www. SuperiorDataWorks.com
Sharon Vega, Principal

Services: CD, DE, DT, SC, SA

Survey Analysis, Inc.

4886 S.E. Heartleaf Terrace
Hobe Sound, FL 33455

Ph. 800-541-2735
xtabs@hotmail.com
www.xtabz.com

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

Survey Network Data Processing, Inc.
10601 N.W.47th Court

Coral Springs, FL 33076

Ph. 954-341-4929
SURVNET@juno.com

Philip D. Bennis, President

Services: DT

Shrvey
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Survey Service, Inc.
1911 Sheridan Dr.
Buffalo, NY 14223
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
WWW.surveyservice.com
Susan Adelman, President
Services: CD, DE, DT, SC, SA

The experienced staff of Survey Service is
dedicated to providing quality research and

information services for clients who expect
high standards of excellence. Data processing
services include: CfMC/Ci3 programming, data
entry, coding, banner production, full stat test-
ing, univariate/multivariate analysis, report-
ready tables/PowerPoint charting. Additional
capabilities include 60- station telephone cen-
ter, online surveys, full direct mail services,
comprehensive qualitative testing facility.

(See advertisement on p.97)
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Survey Support Group

2 Bloor St.W., 3rd FI.
Toronto, ON M4W 3E2
Canada

Ph. 416-964-9448
ssg@surveysupportgroup.com
WWW.Surveysupportgroup.com
Kathie Stieg, General Manager
Services: CD, DE, DT
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SurveyConnect, Inc.

2960 Diagonal Highway, Suite 202
Boulder, CO 80301

Ph. 303-449-2969
info@surveyconnect.com
www.surveyconnect.com

Services: DE, DT, SA

Surveys & Forecasts,LLC

2323 North St.

Fairfield, CT 06824-1732
Ph.203-255-0505
info@surveys-forecasts.com
www.surveys-forecasts.com

Robert Walker, Principal & Founder
Services: CD, DE, DT, SA

Tab House Marketing Research Services
310 - 1670 Bayview Ave.

Toronto, ON M4G 3C2

Canada

Ph. 416-488-5901

tabs@tabhouse.com

www.tabhouse.com

Services: CD, DE, DT, SA

The Tab Shop

83-898 Carolina Court
Indio, CA 92203
Ph.760-342-7379
dhockwalt@thetabshop.com
David Hockwalt

Services: CD, DE, DT

We make finding the right
data processing firm easy

The quirks.com Web site has a fully
searchable version of the data pro-
cessing and statistical analysis
directory.

mstrobl@maine.rr.com
www.panatlantic.net

Patrick 0. Murphy, President
Services: CD, DE, DT, SC, SA
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CD ......... Coding

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

DT ......... Data Tabulation
SC ......... Scanning Services
SA ......... Statistical Analysis

Tab-It Services, Inc.

494 McNicoll Ave., Suite 200
Toronto, ON M2H 2E1
Canada

Ph.416-498-8870
tabit@pathcom.com
www.pathcom.com/~tabit/
Joseph Benezrah, President
Services: CD, DE, DT, SC, SA

The TabLab

1725 S. E.Tenino
Portland, OR 97202
Ph.503-236-3888
eramonl@aol.com
Eric Ramon
Services: CD, DE, DT

TahTech, Inc.

Executive Plaza, Suite 400

10 Parsonage Rd.

Edison, NJ 08837
Ph.732-906-2280
tabtech@schlesingerassociates.com
www.schlesingerassociates.com
Seymour Bigelisen

Services: CD, DT

Located in Edison, N.J., at the offices of
Schlesinger Associates, TabTech has been serv-
ing clients for all their data processing needs
since 1996. TabTech is compatible with all
users of Quantum software. Types of projects
include medical surveys, concept/product tests
and diary studies.

(See advertisement on Inside Front Cover)

Teller Tab Services, Inc.
26 Pearl St.

Norwalk, CT 06850

Ph. 203-849-8287
telltab@erols.com

Janet Teller, President
Services: CD, DE, DT

TelStar (USA) Inc.

1111 Marcus Ave., Suite MZ 200
Lake Success, NY 11042

Ph. 516-829-1800
info@telstarusa.net
www.telstarusa.net

Paul Capozzi, President
Services: CD, DE, DT, SC, SA

ThoughtMetrics, LLC
34 Cameo Dr.

Cherry Hill, NJ 08003
Ph. 800-369-6303
info@thoughtmetrics.com
www.thoughtmetrics.com
Services: CD, DE, DT, SA

TNS New Zealand

TNS House

602 Great South Rd., Ellerslie
Auckland 1030

New Zealand

Ph. 64-9-525-0934
info@tns-global.co.nz
www.tns-global.co.nz

Dave Mansfield

Services: CD, DE, DT, SA

n
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Tragon

365 Convention Way

Redwood City, CA 94063-1402
Ph.800-841-1177 or 650-365-1833
info@tragon.com

www.tragon.com

Joseph Salerno, Director

Services: CD, DE, DT, SC, SA

For over 30 years, companies large and small
have teamed with Tragon to help them bring
innovations to the marketplace. From focus
groups to surveys to product tests to advanced
statistical modeling, our wide range of
research tools allows you to understand and
capitalize on customer perceptions.

(See advertisement on this page)

Trainor Associates

135 Oxford Rd.

New Hartford, NY 13413
Ph. 315-797-7970
fnicastro@trainor.com
Services: SA

Trendline Research

1303 E. University Blvd., #20590
Tucson, AZ 85719-0521

Ph. 520-586-2419
info@trendlineresearch.com
www.trendlineresearch.com

Phil Warf

Services: CD, DE, DT, SC, SA

The Uncle Group, Inc.

3490 U.S. Rte. 1

Princeton, NJ 08540

Ph. 800-229-6287
info@unclegroup.com
www.unclegroup.com

Thomas Reeder, Vice President
Services: CD, DE, DT

Venture Research Corporation

681 Baeten Rd.

Green Bay, WI 54304

Ph. 920-496-1960 or 800-842-8956
jkostroski@venturegh.com
www.venturegh.com

Julie Kostroski

Services: CD, DE, DT, SA

Vista Research Services, Inc.
434 W. Briar Place, #4
Chicago, IL 60657

Ph. 773-868-9107
patj@uvista-rs.com
www.vista-rs.com

Patrick Johnston, President
Services: CD, DE, DT

Walker Information

3939 Priority Way South Dr.
Indianapolis, IN 46240

Ph. 800-334-3939 or 317-843-3939
solutions@walkerinfo.com
www.walkerinfo.com

Barb Miller

Services: CD, DE, DT, SC, SA

www.quirks.com
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Weeks Computing Services Weiner Research Services
CD ......... Coding 6 Langley Street, Covent Garden 202 Timberline Trail
DE ......... Data Entry London WC2H 9JA Ormond Beach, FL 32174
DT ......... Data Tabulation United Kingdom Ph. 386-673-7280
SC ... ... Scanning Services Ph. 44-20-7379-3548 weinerresearch@earthlink.net
SA ... .. Statistical Analysis info@weekscomputing.com Michael Weiner, Owner
www.weekscomputing.com Services: CD, DE
Watts Marketing Research Tony Weeks, Partner
o)) 225 Rainbow Dr., #12523 Services: CD, DE, DT, SA Jan Werner Data Processing
(- Livingston, TX 77399 34 Williams St.
§ — Ph.425-941-6290 Pittsfield, MA 01201
& lori@wattsmrs.com F’h. 413—{&42»0416
(B} www.wattsmrs.com jwerner@jwdp.com
(&) Lori Watts www.jwdp.com
o Services: CD, DE, DT, SA Jan Werner, Principal
S Services: DT
o
S
-
1]
(]

:;f ‘|Westemn Wats

Western Wats - Headquarters
701 East Timpangogos Pkwy., Bldg. M
Orem, UT 84097
e . Ph.801-373-7735
For your ) contact@westernwats.com

! 1 o www.westernwats.com
Lot ey o Services: CD, DE, DT, SA

Headquartered in Orem, Utah, Westem Wats,
the largest survey rese a rch data collection
company in the United States, p rovides ser-
vices to more than 200 clients worldw ide .
Servicesinclude Wats Live Interviewing,
Wats Online Web Surveys, Wats IVR Surveys
(automated voice messaging), and Wats Data
Express™ Online Data Analysis and Custom
Real-Time Reporting. With the most
3 advanced, fullyintegrated data collection
'f ‘L OO | latformonthe market, W.I.R.E. ™
3] pla 7

— e i al o West ern Wats operates globally throughout
its offices in the United States, Canada and
the Philippines.
(See advertisement on this page)

WestGroup Research

2702 N. 44th St., Suite 100-A
Phoenix, AZ 85008

Ph. 602-707-0050 or 800-999-1200

Getling ansmes frorn hacckosreach reponckents like rmecicl bethsmiﬂl@wwgV°“prﬁsea'f°h-c°m
- E = - 7 . . www.westgroupresearch.com
frotessioral 5 C-lewed emecUtives IT-:Iulect-:uljsanl:I rutilic offidalsi=rot Peter Apostol, Chief Operating Officer
eaze ol reed a tearn of seasonec interdewsrs who know bow 1o Services: CD, DE, DT, SA
reach the toucbest B2E ol ations
YanHaas
Forr eicthitesn wears, Viestait Wats hias collectec] BZE clata for ressaich g\ézr;'f; 39 #14-92
orcmnizmt onsweod chad cle ancl coning that trnewdve leaimed teticks Colombia
of-thertiacke O 200 cleci catec] B2 B stations are backel by tearn of Ph. 57-1-232-8666 or 57-1-288-7027
Faedalle tairec shapehooters who o the ropes of [professional contacto@yanhaas.com

= — = www.yanhaas.com
VD= W ey Services: CD, DE, DT, SA

Crorvt tust woun B2 B projects tosormeore whio carrt bit thebroacl sicke Your Perceptions
of a bam. Call uz arel getanswers that hit the bull s-ewe 655 Broadway, Suite 600
Denver, CO 80203
5 Ph. 303-226-8367
-k info@yourperceptions.com
(801)373-7735 Wiestom Wt v yoUrperceptions.com
B D DL Jim Zigarelli, President

FINEMHE STU I FEY 30 )
Services: DE, DT, SA
YIS NN R T TENT - P TY )
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CODING

A & R Service, LLC

Accurus Research Systems

The Accutab Co.

AcquaData Entry Services, Inc.
ADAPT, Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.
ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.
Anderson Analytics, LLC

Apperson Digital Technology Services
Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

ATP Canada

William M. Bailey, Ph.D.

Batch Data Processing, Inc.
BayaSoft LLC

Luther Bernadel

BJD Research Services, Inc.

The Blackstone Group

Michael Blatt & Co., Inc.

Business and Marketing Analytic Center
Business Modeling Systems, Inc.
Business Research Services, Inc.
CfMC Research Software

Cimbal Research Services

Cobalt Sky Limited

Comstat Research Corporation
Conclusive Data

Consumer Pulse, Inc.

Convergys Market Research Qutsourcing
Craciun Research Group, Inc.

CRC Data Systems

Creative Research Systems

Crescent Research, Inc.

Critical Insights, Inc.

Cross-Tab Marketing Services Pvt. Ltd.
Data Based Insights, Inc.

Data Entry Services Corp.

Data Probe, Inc.

Data Processing of America, Inc.
Data Recognition Corporation
Data Vision Research, Inc.
DataPrompt International

DataStar, Inc.
Datastatisticsonline.com

DATATEX, Inc.

Davis Research, LLC

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
Delixus, Inc.

Delixus India

Deyta

Digitab

Digital Research, Inc.

Discovery Research Group

Eidex Group, LLC

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Facts International Ltd.

Field & Tab, Inc.

Fieldwork Quant Group
Flake-Wilkerson Market Insights, LLC
Forum Research, Inc.

Frekans Research Field & Tab Services Ltd.
Friedman Marketing Services
Gazelle Global, LLC

Genesis Marketing and Research, Inc.
Georgia Data Processing, Inc.

GMI (Global Market Insite,Inc.)
Group Sigma Ltd.

H & H Data Services

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated Communications

www.quirks.com

Inquire Market Research, Inc.
InsightExpress, LLC

International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
Issues and Answers Network, Inc.

J & D Data Services

Karp Data Services

KeyTech Data Centres Ltd.

Kudos Research

Language Logic,LLC
Lein/Spiegelhoff, Inc.

Leone Marketing Research

Lighthouse Research and Development
Majestic MRSS Ltd.

Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation

Market Insight, Inc.

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Marketing & Research Resources, Inc.
The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
MarketVision Research®

The Martec Group - Green Bay
Maryland Marketing Source, Inc.

The Matrix Group, Inc.

Matrix Research Limited

Matrix, Inc.

Maverick Research Inc.

MAXimum Research, Inc.

MedProbe Inc.

Mercury Outsourcing Management Ltd.
Michelson Marketing Solutions
Microtab, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

MORPACE International, Inc.

MRSI (Marketing Research Services, Inc.)
MVJ Group Inc.

National Survey Research Center
Neifert Data Services

Nichols Research - GroupNet Northern California
NIPO Software

NJW Research

North Coast Behavioral Research Group
NRG Research Group

CJ Olson Market Research, Inc.

The Olson Research Group, Inc.
On-Line Communications, Inc.
Opinion Access Corp.

Opinion Search Inc.

OPINIONation

Optimum Solutions Corp.

Pat Henry Market Research, Inc.
Percy & Company Research
PMR-Personal Marketing Research, Inc.
Portland Research Group

Precision Research Inc.

Precision Research, Inc.

Prognosys e Services Pvt Ltd

Pulse Group

Pulse Train Ltd.

QMark Research & Polling

QPSMR Limited

QSA Research & Strategy

Quality Solutions, Inc.

QUESTAR

Quick Tab Associates, Inc.

R.1.S. Christie - The Data Collection Company
RDA Group

RDAssociates, Inc.

ReData, Inc.

Research & Polling, Inc.

Research Data Design, Inc.

The Research Source, Inc.

The Research Spectrum

Resolution Research & Marketing, Inc.®
Ross Data Services, Inc.

S IS International Research, Inc.
SCANTAB/American Crosstab

Scantron

Schlesinger Associates, Inc.
Service Industry Research Systems, Inc. (SIRS)
Short Web Survey, Inc.
Significant GfK

SKA Division of Mediafax, Inc.
Snap Survey Software
Solution Data Systems
Stamford Tabulating Service
Star Data Systems, Inc.
STARS, Inc.

StrataMark Dynamic Solutions
Strategic Marketing Services
Suburban Associates

Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.

Survey Support Group
Surveys & Forecasts, LLC

Tab House Marketing Research Services
The Tab Shop

Tab-It Services, Inc.

The TabLab

TabTech, Inc.

Teller Tab Services, Inc.
TelStar (USA) Inc.
ThoughtMetrics, LLC

TNS New Zealand

Tragon

Trendline Research

The Uncle Group, Inc.

Venture Research Corporation
Vista Research Services, Inc.
Walker Information

Watts Marketing Research
Weeks Computing Services
Weiner Research Services
Western Wats - Headquarters
WestGroup Research

YanHaas

DATA ENTRY

A & R Service, LLC

Accountability Information Management, Inc.
Accurus Research Systems

The Accutab Co.

AcquaData Entry Services, Inc.
ADAPT, Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.

ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.

Apperson Digital Technology Services
Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

ATP Canada

William M. Bailey, Ph.D.

Batch Data Processing, Inc.

Beach Tech Corporation

Luther Bernadel

BJD Research Services, Inc.

The Blackstone Group

Michael Blatt & Co., Inc.

Business and Marketing Analytic Center
Business Modeling Systems, Inc.
Business Research Services, Inc.

CfMC Research Software

Cobalt Sky Limited

Comstat Research Corporation
Conclusive Data

Consumer Pulse, Inc.

Convergys Market Research Outsourcing
Craciun Research Group, Inc.

CRC Data Systems

Creative Research Systems

Crescent Research, Inc.

Cross-Tabh Marketing Services Pvt. Ltd.
Data Based Insights, Inc.

Data Entry Services Corp.

Data Probe, Inc.
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Data Processing of America, Inc.
Data Recognition Corporation
Data Vision Research, Inc.
Datagraphic

DataPrompt International

DataStar, Inc.
Datastatisticsonline.com

DATATEX, Inc.

Dataxiom Software, Inc.

Davis Research, LLC

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
Delixus, Inc.

Delixus India

Deyta

Digitab

Digital Research, Inc.

Domenichelli Business Services

Eidex Group, LLC

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Eureka Facts, LLC

Facts International Ltd.

Field & Tab, Inc.

Fieldwork Quant Group
Flake-Wilkerson Market Insights, LLC
Food Perspectives, Inc.

Forum Research, Inc.

Frekans Research Field & Tab Services Ltd.
Friedman Marketing Services
Gazelle Global, LLC

Genesis Marketing and Research, Inc.
Georgia Data Processing, Inc.

GMI (Global Market Insite,Inc.)
Group Sigma Ltd.

H & H Data Services

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated Communications
Inquire Market Research, Inc.
International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
R.Isaacs Computing Associates, Inc.
Issues and Answers Network, Inc.

J & D Data Services

Karp Data Services

KeyTech Data Centres Ltd.

KG Tabs, Inc.

Kudos Research

Lein/Spiegelhoff, Inc.

Leone Marketing Research
Lighthouse Research and Development
Majestic MRSS Ltd.

Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation
Market Insight, Inc.

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Marketing & Research Resources, Inc.
The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
Marketing Masters

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
The Matrix Group, Inc.

Matrix Research Limited

Matrix, Inc.

Maverick Research Inc.

MAXimum Research, Inc.

MDSS, Inc.

MedProbe Inc.

Mercury Outsourcing Management Ltd.
Michelson Marketing Solutions
Microtab, Inc.

The Miller Research Group, Inc.

Modern Survey, Inc.

MORPACE International, Inc.
MRSI (Marketing Research Services, Inc.)
MVJ Group Inc.

National Survey Research Center
Neifert Data Services

Nichols Research - GroupNet Northern California
NIPO Software

NJW Research

North Coast Behavioral Research Group
NRG Research Group

CJ Olson Market Research, Inc.
The Olson Research Group, Inc.
Opinion Access Corp.

Opinion Search Inc.
OPINIONation

Optimum Solutions Corp.

Pat Henry Market Research, Inc.
Percy & Company Research
Pfeifer Market Research, Inc.
PMR-Personal Marketing Research, Inc.
Portland Research Group
Precision Research Inc.

Precision Research, Inc.
Prognosys e Services Pvt Ltd
Pulse Group

Pulse Train Ltd.

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.

QUESTAR

Quick Tab Associates, Inc.

R.1.S. Christie - The Data Collection Company
RDA Group

RDAssociates, Inc.

ReData, Inc.

Research & Polling, Inc.
Research Data Design, Inc.

The Research Source, Inc.

The Research Spectrum
Resolution Research & Marketing, Inc.®
Ross Data Services, Inc.

S I S International Research, Inc.
SCANTAB/American Crosstab
Scantron

Service Industry Research Systems, Inc. (SIRS)
Short Web Survey, Inc.
Significant GfK

SKA Division of Mediafax, Inc.
Snap Survey Software

Solution Data Systems
Southwest Planning & Marketing
Standard Data Corporation

Star Data Systems, Inc.

STARS, Inc.

StrataMark Dynamic Solutions
Strategic Marketing Services
Suburban Associates

Sunrise Tabulations

Superior DataWorks, LLC

Survey Analysis, Inc.

Survey Service, Inc.

Survey Support Group
SurveyConnect, Inc.

Surveys & Forecasts, LLC

Tab House Marketing Research Services
The Tab Shop

Tab-It Services, Inc.

The TabLab

Teller Tab Services, Inc.

TelStar (USA) Inc.
ThoughtMetrics, LLC

TNS New Zealand

Tragon

Trendline Research

The Uncle Group, Inc.

Venture Research Corporation
Vista Research Services, Inc.
Walker Information

Watts Marketing Research
Weeks Computing Services
Weiner Research Services
Western Wats - Headquarters
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WestGroup Research
YanHaas
Your Perceptions

DATATABULATION

A & R Service, LLC

Accountability Information Management, Inc.
Accurus Research Systems

The Accutab Co.

ADAPT, Inc.

Adrian Information Strategies (AIS)
Advantage Research, Inc.
ADVANTIS Research & Consulting, Inc.
AIS Market Research

The Analytical Group, Inc.

Answers Research, Inc.

Apogee Analytics LLC

Apperson Digital Technology Services
Appian Analytics, Inc.

Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

ATP Canada

William M. Bailey, Ph.D.

Batch Data Processing, Inc.

Bay Analytics

Beach Tech Corporation

Luther Bernadel

BJD Research Services, Inc.

The Blackstone Group

Michael Blatt & Co., Inc.

Business and Marketing Analytic Center
Business Modeling Systems, Inc.
Business Research Services, Inc.
CfMC Research Software

Cobalt Sky Limited

COMCON

Comstat Research Corporation
Conclusive Data

Consumer Pulse, Inc.

Convergys Market Research Qutsourcing
Craciun Research Group, Inc.

CRC Data Systems

Creative Research Systems

Crescent Research, Inc.

Critical Insights, Inc.

Cross-Tab Marketing Services Pvt. Ltd.
Data Based Insights, Inc.

Data Entry Services Corp.

Data Probe, Inc.

Data Processing of America, Inc.
Data Recognition Corporation
Data Vision Research, Inc.

DATAN, Inc.

DataPrompt International

DataStar, Inc.
Datastatisticsonline.com

DATATEX, Inc.

Dataxiom Software, Inc.

Davis Research, LLC

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
Decision Support Sciences

Delixus, Inc.

Delixus India

Deyta

Digitab

Digital Research, Inc.

Discovery Research Group

Eidex Group, LLC

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

Eureka Facts, LLC

Facts International Ltd.

Field & Tab, Inc.

Fieldwork Quant Group
Flake-Wilkerson Market Insights, LLC
Forum Research, Inc.

Frekans Research Field & Tab Services Ltd.
Friedman Marketing Services
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Gazelle Global, LLC

Genesis Marketing and Research, Inc.
Georgia Data Processing, Inc.

GMI (Global Market Insite,Inc.)
Group Sigma Ltd.

H & H Data Services

Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services

InfoTech Marketing

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated Communications
Inquire Market Research, Inc.
InsightExpress, LLC

International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
R.Isaacs Computing Associates, Inc.
Issues and Answers Network, Inc.

J & D Data Services

JFK Market Research

Karp Data Services

KeyTech Data Centres Ltd.

KG Tabs, Inc.

KPC Research

Kudos Research

Lein/Spiegelhoff, Inc.

Leone Marketing Research
Lighthouse Research and Development
Majestic MRSS Ltd.

Mangen Research Associates, Inc.
Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation

Market Insight, Inc.

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Marketing & Research Resources, Inc.
The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
Marketing Masters

Marketing Systems Group
MarketVision Research®

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
Mathematical Data Systems, Inc.

The Matrix Group, Inc.

Matrix Research Limited

Matrix, Inc.

Maverick Research Inc.

MAXimum Research, Inc.

MedProbe Inc.

Mercury Outsourcing Management Ltd.
Michelson Marketing Solutions
Microtab, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

MORPACE International, Inc.
Moskowitz Jacobs Inc.

MRSI (Marketing Research Services, Inc.)
MVJ Group Inc.

National Survey Research Center
Neifert Data Services

New Age Media Systems, Inc.

New Orleans Field Services Associates
Nichols Research - GroupNet Northern California
NIPO Software

NJW Research

North Coast Behavioral Research Group
NRG Research Group

CJ Olson Market Research, Inc.

The Olson Research Group, Inc.
On-Line Communications, Inc.
Opinion Access Corp.

Opinion Search Inc.

OPINIONation

Optimum Solutions Corp.
PAI-Productive Access, Inc.

Pat Henry Market Research, Inc.
Percy & Company Research

Pfeifer Market Research, Inc.
PMR-Personal Marketing Research, Inc.
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Portland Research Group
Precision Research Inc.
Precision Research, Inc.
Prognosys e Services Pvt Ltd
P-STAT, Inc.

Pulse Group

Pulse Train Ltd.

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.
QUESTAR

Quick Tab Associates, Inc.

R.1.S. Christie - The Data Collection Company
Raosoft, Inc.

RDA Group

RDAssociates, Inc.

ReData, Inc.

Research & Polling, Inc.
Research Data Design, Inc.

The Research Source, Inc.

The Research Spectrum
Resolution Research & Marketing, Inc.®
Ross Data Services, Inc.

S I S International Research, Inc.
SCANTAB/American Crosstab
Scantron

Schlesinger Associates, Inc.
SDR Sampling Services

Service Industry Research Systems, Inc. (SIRS)
Short Web Survey, Inc.
Significant GfK

SKA Division of Mediafax, Inc.
Snap Survey Software

Solution Data Systems
Southwest Planning & Marketing
Stamford Tabulating Service
Star Data Systems, Inc.

STARS, Inc.

StatPac, Inc.

StrataMark Dynamic Solutions
Strategic Marketing Services
Suburban Associates

Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Network Data Processing, Inc.
Survey Service, Inc.

Survey Support Group
SurveyConnect, Inc.

Surveys & Forecasts, LLC

Tab House Marketing Research Services
The Tab Shop

Tab-It Services, Inc.

The TabLab

TahTech, Inc.

Teller Tab Services, Inc.

TelStar (USA) Inc.
ThoughtMetrics, LLC

TNS New Zealand

Tragon

Trendline Research

The Uncle Group, Inc.

Venture Research Corporation
Vista Research Services, Inc.
Walker Information

Watts Marketing Research
Weeks Computing Services

Jan Werner Data Processing
Western Wats - Headquarters
WestGroup Research

YanHaas

Your Perceptions

SCANNING SERVICES

A & R Service, LLC

The Accutab Co.

ADAPT, Inc.

Adrian Information Strategies (AIS)
AIS Market Research

The Analytical Group, Inc.
Apperson Digital Technology Services
Appian Analytics, Inc.

Ask For Research

Batch Data Processing, Inc.

The Blackstone Group

Michael Blatt & Co., Inc.

Business and Marketing Analytic Center
Business Research Services, Inc.
Comstat Research Corporation
Consumer Pulse, Inc.

Craciun Research Group, Inc.

CRC Data Systems

Crescent Research, Inc.

Cross-Tab Marketing Services Pvt. Ltd.

Data Entry Services Corp.

Data Recognition Corporation
Data Vision Research, Inc.
Datagraphic

DataPrompt International
DATATEX, Inc.

Decision Data Ltd.

Delixus, Inc.

Delixus India

Deyta

Digitab

Digital Research, Inc.

Equifax Marketing Services, Inc.
Eureka Facts, LLC

Forum Research, Inc.

Gazelle Global, LLC

Group Sigma Ltd.

Independent Data Analysis Ltd
Informa Research Services, Inc.
J & D Data Services

KeyTech Data Centres Ltd.
Majestic MRSS Ltd.

Maritz Research

Market Analytics International, Inc.
Market Probe International, Inc.
Market Probe, Inc.

The Matrix Group, Inc.

The Miller Research Group, Inc.
MORPACE International, Inc.
MVJ Group Inc.

CJ Olson Market Research, Inc.
Opinion Access Corp.

Optimum Solutions Corp.

Percy & Company Research

cal analysis services.

Help is just a click away

Visit quirks.com to conduct an
extensive search of firms specializ-
ing in data processing and statisti-
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Precision Research Inc.
Principia Products

Prognosys e Services Pvt Ltd
Pulse Group

Pulse Train Ltd.

QMark Research & Polling
Quality Solutions, Inc.
QUESTAR

RDA Group

RDAssociates, Inc.

ReData, Inc.

Research & Polling, Inc.
SCANTAB/American Crosstab
Scantron

Service Industry Research Systems, Inc. (SIRS)
Snap Survey Software
Solution Data Systems
Standard Data Corporation
Star Data Systems, Inc.
StrataMark Dynamic Solutions
Strategic Marketing Services
Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.

Tab-It Services, Inc.

TelStar (USA) Inc.

Tragon

Trendline Research

Walker Information

STATISTICAL ANALYSIS

A & R Service, LLC

Accountability Information Management, Inc.
Accurus Research Systems

The Accutab Co.

Adrian Information Strategies (AIS)
Advantage Research, Inc.
ADVANTIS Research & Consulting, Inc.
AIS Market Research

Amick Research

The Analytical Group, Inc.
Anderson Analytics, LLC

Answers Research, Inc.

Apogee Analytics LLC

Apperson Digital Technology Services
Appian Analytics, Inc.

Ardisson & Associates, Inc.

Ask Arizona

Ask For Research

William M. Bailey, Ph.D.

Batch Data Processing, Inc.

Bay Analytics

Beach Tech Corporation

The Blackstone Group

Michael Blatt & Co., Inc.

Bottom Line Analytics

Business and Marketing Analytic Center
Business Modeling Systems, Inc.
Business Research Services, Inc.
COMCON

comScore SurveySite

Comstat Research Corporation
Consumer Pulse, Inc.

Creative Research Systems

Crescent Research, Inc.

Critical Insights, Inc.

Cross-Tabh Marketing Services Pvt. Ltd.
Data Analytics Corp.

Data Based Insights, Inc.

Data Entry Services Corp.

Data Recognition Corporation
Data Vision Research, Inc.

DATAN, Inc.

DataPrompt International

DataStar, Inc.
Datastatisticsonline.com

DATATEX, Inc.

Dataxiom Software, Inc.

Decision Analyst, Inc.

Decision Data Ltd.

Decision Information Resources
Decision Support Sciences

Delixus, Inc.

Delixus India

Delphus, Inc.

Deyta

Digitab

Digital Research, Inc.

Eidex Group, LLC

Equifax Marketing Services, Inc.
Essex 3 Tabulations

Essex Tabulating Co.
Essman/Research

E-Tabs

Eureka Facts, LLC

Facts International Ltd.
Flake-Wilkerson Market Insights, LLC
Food Perspectives, Inc.

Forum Research, Inc.

Frekans Research Field & Tab Services Ltd.
Gazelle Global, LLC

Genesis Marketing and Research, Inc.
GMI (Global Market Insite, Inc.)
Group Sigma Ltd.

Robert Hale & Associates
Hase/Schannen Research Associates, Inc. (HSR)
1.S.1.S.-Integrated Strategic Information Services
Independent Data Analysis Ltd
Informa Research Services, Inc.
Information & Data Services

InfoTech Marketing

InfoTek Research Group, Inc.

Innis Maggiore Group Integrated Communications
Inquire Market Research, Inc.

Insight Analysis

InsightExpress, LLC

Intelligent Analytical Services
International Field & Tab Solutions Limited
Interviewing Service of America, Inc.
R. Isaacs Computing Associates, Inc.
Issues and Answers Network, Inc.

J & D Data Services

JFK Market Research

Karp Data Services

KeyTech Data Centres Ltd.

KPC Research

Kudos Research

Leone Marketing Research
Lighthouse Research and Development
MACRO Consulting, Inc.

Majestic MRSS Ltd.

Mangen Research Associates, Inc.
Charles R. Mann Associates, Inc.
Maritz Research

Market Analytics International, Inc.
Market Decisions Corporation

Market Insight, Inc.

Market Probe International, Inc.
Market Probe, Inc.

Market Resource Associates, Inc.
Marketing & Research Resources, Inc.
The Marketing Center

Marketing Information Systems Int’l.
Marketing Intelligence, LLC
Marketing Systems Group
MarketVision Research®

The Martec Group - Green Bay
Maryland Marketing Source, Inc.
Mathematical Data Systems, Inc.

The Matrix Group, Inc.

Matrix Research Limited

MAXimum Research, Inc.

MedProbe Inc.

Michelson Marketing Solutions
Microtab, Inc.

The Miller Research Group, Inc.
Modern Survey, Inc.

MORPACE International, Inc.
Moskowitz Jacobs Inc.

MRSI (Marketing Research Services, Inc.)
Gary Mullet Associates, Inc.
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MVJ Group Inc.

National Survey Research Center
NCSS

Neifert Data Services

NIPO Software

NJW Research

North Coast Behavioral Research Group
NRG Research Group

CJ Olson Market Research, Inc.
Opinion Search Inc.
OPINIONation

Optimum Solutions Corp.
PAI-Productive Access, Inc.

Pat Henry Market Research, Inc.
Pattern Discovery, Inc.

Percy & Company Research
PMR-Personal Marketing Research, Inc.
Population Research Systems
Portland Research Group
Precision Research Inc.
Prognosys e Services Pvt Ltd
P-STAT, Inc.

Pulse Group

Pulse Train Ltd.

QMark Research & Polling
QPSMR Limited

QSA Research & Strategy
Quality Solutions, Inc.
QUESTAR

Raosoft, Inc.

RDA Group

RDAssociates, Inc.

ReData, Inc.

Renaissance Research & Consulting
Research & Polling, Inc.

The Research Spectrum
Resolution Research & Marketing, Inc.®
S I S International Research, Inc.
Sawtooth Software, Inc.
SCANTAB/American Crosstab
Scantron

SDR Sampling Services

Short Web Survey, Inc.
Significant GfK

SKA Division of Mediafax, Inc.
Snap Survey Software

Solution Data Systems
Southwest Planning & Marketing
SPRING SYSTEMS

Standard Data Corporation

Star Data Systems, Inc.
Statistical Innovations, Inc.
StatPac, Inc.

StatPoint Inc.

StatSoft, Inc.

StrataMark Dynamic Solutions
Strategic Directions Group, Inc.
Strategic Marketing Services
Sunrise Tabulations

Superior DataWorks, LLC
Survey Analysis, Inc.

Survey Service, Inc.
SurveyConnect, Inc.

Surveys & Forecasts, LLC

Tab House Marketing Research Services
Tab-It Services, Inc.

TelStar (USA) Inc.
ThoughtMetrics, LLC

TNS New Zealand

Tragon

Trainor Associates

Trendline Research

Venture Research Corporation
Walker Information

Watts Marketing Research
Weeks Computing Services
Western Wats - Headquarters
WestGroup Research

YanHaas
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Names of Note

continued from page 12

FIRM’s San Francisco team. Wale
Omiyale, director of market
research business dewelopment, will
lead the team in London. He will
add the accounts throughout
Scandinavia previously managed by
FIRM’s Oslo office.

Cook Research & Consulting, Inc.,
Minneapolis, has named Gayle
Belkengren vicepresident.

Dallasresearder Parks Associates has
promoted Stuart Sikes to presi-
dent.

SPSS, Chicago, has named Mark
Nelson vice president and general
manager of its Dimensions product
line.

Doane Marketing Research Inc., St.
Louis, has named Chance Genovese

Genovese

and Bruce King senior sales and
marketing manager.

London research firm Research Now
has opened an office in Hamburg,
Germany. To support the new
office, Oliver Wolfel has joined
Research Now as client develop-
ment manager. Thomas
Lapperger, business development
director, and Sandra Bilz, client
service manager, will also work out
of the new office.

Invoke Solutions, a Wellesley, Mass.,
research firm, has namedAlon
Ravid chief technology officer.

Anderson Analytics,a Stamford,

www.quirks.com

Conn., research firm, has named
Jesse Chen senior consultant and
developer.

Research firm MORPACE
International, Inc. has promoted

Sharna Mozrelli to senior vice

Morelli Hurst

president. She is based in the com-
pany’s corporate office in
Farmington Hills, Mich. In addi-
tion, the firm named D avid Hurst
and Donna Taglione research
director.

F

1.
f

Taglione Edbrooke

Dresher, Pa.-based TVG Marketing
Research and Consulting has appointed
a new senior management teamni, nam-
ing Tim Edbrooke senior vice pres-
ident, strategic account management
and marketing; KarenFender

Fender

LeSieur

senior vice president, research
excellence; and Karen LeSieur
senior vice president, strategic mar-

keting and development.

Five new employees have joined
Cincinnati research firm MRSI:
Pam McHugh as vice president,
client services; Sharon Myers as
account manager; Colleen Clark
and Melissa Van Ryzin as senior
research analyst; and Robert
Enzweiler as research analyst. The
new additions will be based in
Cincinnati, with the exception of
McHugh, who will work out of the
company’s client service office in
Chicago.

New York researcher BuzzMetrics
has added Gary Stein to its client
services department.

Stamford, Conn., research firm
InsightExpress has named Brian
Tarnok senior accountant, a new
position within the company’s
finance department.

Research firm Millwa rd Brown has
appointed Robert Vinet to head
its French business.Vinet replaces
outgoing French Managing
Director Liz Musch, who leaves to
join WPP sister company, Added
Value.

GrayHair Software, a Mount Laurel,
N.J., maker of mail industry prod-
ucts, has named Robert Tiedeken
market research director.

IMS Health, a Fairfield, Conn.,
research firm, has named Gilles
V.]J. Pajot executive vice president
and president, global business man-

agement. He will be based in

Fairfield.

N ew York-based Ipsos Insight has
named Arthur Eisenbach senior
vice president and general manager
of its financial services practice.

John Polich has joined the
Princeton, N.J., office of Australia-
based R oy Morgan International as
senior vice president.
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trade talk

By Joseph Rydholm
Quirk’s editor

Two new B2B research books
double your pleasure

hile therearenumerous

books on marketing

researh and its many
methodologies, books on business-
to-buwsiness research have been few
and far between. With such an
uneven history, the appearance last
year of two wo rthwhile books on
the topic came as quite a surprise.
They are similarly titled, so bear
with me here.

The first, Business-to-Business
Marketing Research, is actually a sec-
ond edition of a 1995 book (which,
to further muddle things, borethe
title Business-to-Business Market
Research!). Ten years after their first
foray, authors Martin and Tamara
Block have updated and expanded
the initial edition. Theyprovide a
thorough, academic-style overview
of thebusiness-to-bwiness research
process - everything from planning
to data collection to analysis - pay-
ing special attention to the use of
focus groups and other forms of
qualitative (covering topics such as
moderating techniques, structuring
the discussion guide, and group
composition).

As a stats-impaired person, I found
the chapters on analytical tools, con-
joint analysis, multidimensional scal-

ing and prefe rmce mapping helpful,
as they explain widely-used tech-
niques in language even I could
understand. The book also comes
with a CD, pre-loaded with Excel-
and SPSS-formatted datasets that
readers can explore and manipulate.

Nice complement
The other book, Business to Business
Market Research, by Ruth McNeil, is
a nice complement to the Blocks’
book. McNeil’s book has a “user’s
guide” feel to it. Her style is more
conversational and collegial, as if an
experienced friend is giving you the
benefit of her on-the-job experi-
ence. (Turn to page 36 of this issue
to read a chapter excerpt.) The book
also feels a bit more modern, refer
encing the Internet and its various
research-assisting capabilities in
greater depth than the Blocks’ book.
As with the other entries in
Britain’s Market Research Society’s
excellent Market Research in
Practice series, this book is aimed at
a wide audience (students, research
professionals and non-pofessionals)
so it has content - such as chapters
on training and on regional differ-
ences and comparisons of B2B
research around the world - that
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may be more useful to those consid-
ering a career in B2B research.

But there is still plenty ofvaluable
material here for established
researchers. Helpful appendices
include several sample questionnaires
and listings of information sources.
The qualitative chapter is particular-
ly good. McNeil covers the whole
process, f ram interviewing tips and
techniques to several good pages on
p resenting qualitative research
results. Quantitative B2Bresearch is
cove red equally well. McNeil
explors many and varied examples
of quantitative question types and
takes you through the quantitative
process, f ran questionnaire develo p-
ment to analysis and reporting.

In case it’s several years before the
next spate of books on B2B
research, these two texts should
serve as a nice tandem to tide over
interested readers. | Q)

Business-to-Business Marketing Research
(278 pages; $69.95), by Martin and Tamara
Block, is published by Thomson (www.thom -
son.com/ learning/texere).

Business to Business Market Research (310

pages; $37.50), by Ruth McNeil, is published
by Kogan Page (www.koganpage.com).

www.quirks.com
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