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WE DEFINE QUALITY WE DEFINE QUALITY 
It could be a place or simply a moment in time.

It’s finding something special at no extra cost.

You can feel it and sense it.

And you’ll know it when you see it.

Our facilities have it.

It could be a place or simply a moment in time.

It’s finding something special at no extra cost.

You can feel it and sense it.

And you’ll know it when you see it.

Our facilities have it.

For more than 40 years, we’ve been constantly perfecting the art and 
science of qualitative and quantitative data collection, building a reputation 
as one of the largest and most innovative research services companies 
in the world. Over that time, we have won many prestigious honors. But 
more importantly, we’ve won the trust and confidence of some of the most 
discriminating companies and research professionals in the world.

We’d like to help you build your business. With a lifetime of experience 
and a dedicated staff of research professionals, providing personalized 
service we are your global research partner.

YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.

US:   ATLANTA  •  BOSTON  •  CHICAGO  •  CHICAGO O’HARE  •  DALLAS  •  HOUSTON 

LOS ANGELES  •  NEW JERSEY  •  NEW YORK  •  ORLANDO  •  PHILADELPHIA 

PHILADELPHIA BALA CYNWYD  •  PHOENIX  •  SAN FRANCISCO

UK:  CENTRAL LONDON  •  WIMBLEDON

TOLL FREE: (USA) 866-549-3500  •  (UK) +44 (0) 207 935 4979  •  www.SchlesingerAssociates.com

http://www.SchlesingerAssociates.com
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T TO REGISTER  T

£ BurkeInstitute.com

£ 800-543-8635 or

£ 513-684-4999

£ E-mail:
register@BurkeInstitute.com

For additional information or details about 

our seminars please contact:

Jim Berling | Managing Director or 

visit our Web site at BurkeInstitute.com

Marketing 
Research
Seminars
We cordially invite you to
experience our unequalled
commitment to excellence.

SEMINAR DATES, LOCATIONS AND FEES FOR NORTH AMERICAT TO REGISTER  T

JANUARY THROUGH DECEMBER 2 0 0 8

101 | Practical Marketing 
Research $2,095

New York Jan 8-10
Baltimore Feb 4- 6
Los Angeles Mar 11-13
Chicago Apr 21-23 
Atlanta May 20-22
Cincinnati Jun 24-26
New York Jul 28-30
Minneapolis Aug 26-28
San Francisco Sep 29-Oct 1
Chicago Nov 4-6
Philadelphia Dec 8-10

104 | Designing Effective
Questionnaires: A Step 
by Step Workshop  $2,095

New York Jan 15-17
Los Angeles Feb 26 -28
Chicago Apr 29-May 1
Baltimore Jul 8 -10
San Francisco Sep 9-11
Cincinnati Oct 21-23
Philadelphia Dec 2-4

106 | Online Research Best
Practices & Innovations  $1,695

New York Feb 13-14
Chicago Aug 5-6
Baltimore Nov 18 -19

202 | Focus Group Moderator 
Training  $2,595

Cincinnati Jan 29-Feb1
Cincinnati Mar 11-14
Cincinnati Apr 29-May 2
Cincinnati Jun 17-20
Cincinnati Aug 5-8
Cincinnati Sep 22-25
Cincinnati Nov 4-7
Cincinnati Dec 9-12

203 | Specialized Moderator 
Skills for Qualitative Research
Applications  $2,595

Cincinnati Apr 1-4
Cincinnati Aug 11-14
Cincinnati Nov 10-13

207 | Qualitative Technology
Workshop: Recording,
Reporting & Delivering  $1,695

New York Feb 11-12
Chicago May 29-30
Los Angeles Nov 20-21

301 | Writing & Presenting
Actionable Marketing Research
Reports  $2,095

New York Jan 30-Feb1
Los Angeles Apr 2- 4
Chicago Jun 18-20
Baltimore Aug 5-7
Cincinnati Oct 8-10
San Francisco Dec 3-5

501 | Applications of Marketing
Research  $1,695

Baltimore Feb 7-8
Chicago Apr 24-25
New York Jul 31-Aug1
San Francisco Oct 2-3
Philadelphia Dec 11-12

502 | New Product Research:
Laying the Foundation for New
Product Success  $1,695

New York Mar 4-5
Los Angeles Jun 24-25
Chicago Oct 20-21

504 | Advertising Research$1,695

New York Mar 6-7
Los Angeles Jun 26-27
Chicago Oct 22-23

505 | Market Segmentation &
Positioning Research  $2,095

New York Feb 26-28
Chicago Jul 15-17
Los Angeles Nov 11-13

506 | Customer Satisfaction &
Loyalty Research: Managing,
Measuring, Analyzing &
Interpreting $2,095

New York Mar 11-13
Los Angeles Jun 2-4
Las Vegas Aug 12-14
Chicago Nov 17-19

601 | Data Analysis 
for Marketing Research:
The Fundamentals  $1,695

New York Jan 28-29
Los Angeles Mar 31-Apr1
Chicago Jun 16-17
Cincinnati Oct 6-7
San Francisco Dec 1-2

602 | Tools & Techniques of 
Data Analysis  $2,495

Baltimore Jan 29-Feb1
Los Angeles Apr 8 -11
Cincinnati Jun 10-13
New York Aug 19-22
San Francisco Oct 14 -17
Chicago Dec 9-12

603 | Practical Multivariate 
Analysis  $2,495

New York Feb 5-8
Los Angeles Apr 15-18
Chicago Jul 8-11
Baltimore Sep 16-19
San Francisco Nov 18-21

605 | Practical Conjoint
Analysis & Discrete Choice
Modeling  $2,095

Chicago Feb 26-28
New York Jul 22-24
Los Angeles Oct 14-16

607 | Forecasting Models 
for Customer Behavior and
Lifetime Value  $1,695

New York Feb 7-8
Atlanta May 19-20
Chicago Sep 4-5

802 | Linking Customer,
Employee & Process Data to 
Drive Profitability  $1,695

New York Apr 7-8
Los Angeles Jun 5-6
Chicago Nov 20-21

Please check our Web site or
contact us about the following:

• Certificate Programs

• Pass Programs 
(with 3, 6, & 12 month options)

• In-house/onsite seminars

• Combination/team fees

• Recommended seminar 
combinations:
101 & 501, 202 & 203, 301 & 601,
506 & 802, 602 & 603

mailto:register@BurkeInstitute.com
www.BurkeInstitute.com


in case you missed it...

news and notes on marketing and research

Like the TV in your room? Take it with you!
As Brandweek’s Mike Beirne reported, brands like Sony and Restoration Hardware have negotiated deals that will seed their products in
high-end hotel rooms, allowing hotel guests to sample products like a Sony PlayStation3 and buy them, and frequently at a discount. 

For example, as the Luxor Hotel in Las Vegas proceeds with a $300 million renovation, Restoration Hardware will design and
provide furniture. Table tents and messaging on the hotel TV network will alert guests that these products are available at a dis-
count exclusive to Luxor guests. “Quite often we share the same customer [demographics] as the hotel, so we’re able to co-market
and do things together that are more valuable than just selling product,” said Claire Eeles, general manager of Restoration Hard-
ware’s trade unit in Corte Madera, Calif.

Sony will be the electronics provider for Borgata Hotel Casino & Spa in Atlantic City, N.J., and the Seminole Hard Rock Hotel
& Casino in Tampa and Hollywood, Fla. Guests there can sample Sony’s PS3, high-definition TVs and music from the Sony BMG
division. Sony Suites are also in the works for top-tier guests and common areas could be converted to showcase products - all of
which will be available at a 10-20 percent discounts for hotel guests.

Fulfillment can occur by ordering online, through a catalog using a special promotion code given to guests, or they can bring
that code or coupon to a store for purchase. “Borgata becomes an extension of the company we’re joining with, and that’s why
we’re excited about it,” said Larry Mullin, Borgata’s president and COO.

The deals were brokered by Brand Interaction Group (BIG), Summit, N.J. BIG has created a method for brands to build a return-on-
investment-based platform in these environments, and is helping brands fuse sales and marketing initiatives under one program. Mar-
keters can also pay for access to the hotel database of frequent guests for direct marketing efforts.

“Product Placement Finds Its Way Into High-End Hotels,” Brandweek, November 12, 2007

178 million now online
According to a Harris Poll, the number of adults who are online at home, in the of-
fice, at school, a library or other locations continues to grow at a steady rate. In
the past year, the number of online users has reached an estimated 178 million, a
10 percent increase. (Based on July 2006 U.S. Census estimate released January
2007 [225,600,000 total U.S. adults aged 18 or over].)

In research among 2,062 U.S. adults surveyed by telephone in July and Octo-
ber, 2007, Harris Interactive, Rochester, N.Y., found that 79 percent of adults are

now online. This is a steady rise over the past
few years, from 77 percent in February/April
2006, 74 percent in February/April 2005, 66
percent in the spring of 2002, 64 percent in
2001 and 57 percent in the spring of 2000.
When Harris Interactive first began to track
Internet use in 1995, only 9 percent of adults
reported they went online.

The amount of time that people are spending
online has also risen. The average number of
hours per week that people are spending online
is now at 11 hours, up from nine hours last year
and eight hours in 2005.

The proportion of adults who are now online
at home has risen to 72 percent, up from 70 percent in 2006 and 66 percent in the
spring of 2005. The percentage of those online at work has also risen, to 37 per-
cent, up from 35 percent in 2006. The largest increase is among those adults who
are online at a location other than their home or work as this has risen from 22
percent in 2006 to 31 percent today. It appears people who do not have access at
home or work are increasingly turning to other outlets to get online.

As Internet penetration continues to grow, the demographic profile of Internet
users continues to look more like that of the nation as a whole. It is still true that
more young than older people, and more affluent than low-income people, are on-
line. However, 9 percent of those online are now age 65 or over (compared to 16
percent of all adults who are 65 or over), 39 percent of those online (compared to
47 percent of all adults) did not attend at least some college and 13 percent have
incomes of less than $25,000 (compared to 17 percent of all adults).

I love you, Internet
It won’t make you dinner or rub your
feet, but nearly one in four Ameri-
cans say that the Internet can serve
as a substitute for a significant other
for some period of time, according to
a poll released by 463 Communica-
tions, a Washington, D.C., consulting
firm, and researcher Zogby Interna-
tional, Utica, N.Y.

The Zogby/463 Internet Attitudes
poll found that 24 percent of Ameri-
cans said the Internet could serve as a
replacement for a significant other.
Not surprisingly, the percentage was
highest among singles, of which 31
percent said it could be a substitute.

There was no difference among
males and females but there was a
split based on political ideology. Thir-
ty-one percent of those who called
themselves “progressives” were open-
minded to the Internet serving as a
surrogate significant other while only
18 percent of those who consider
themselves “very conservative” would
consider it a substitute.

The poll examined views of what
role the Internet plays in people’s lives
and whether government should play a
greater role in regulating it. The online
survey was conducted October 4-8,
2007, included 9,743 adult respon-
dents nationwide and carries a margin
of error of +/- 1.0 percentage point.
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There are too many of us,
pharma reps say
Results from RepReview Pharma
2007 indicate that the number of
pharmaceutical sales representatives
now competing for prescriber atten-
tion is jeopardizing the effectiveness
of personal selling - the signature ap-
proach of brand promotion for drug
manufacturers. In fact, analysts sug-

gest that the inaccessible-physician
problem could be customers’ way of
telling the industry that the current
state of this system is not meeting
their needs.

RepReview surveyed pharmaceu-
tical and biotechnology sales reps
along with sales managers to find out
what’s really happening on the indus-
try’s selling field. Conducted by Indi-
anapolis-based G & S Research in
partnership with Pharmaceutical Repre-
sentative magazine, the research shows
how salespeople think and feel about
their day-to-day responsibilities and
the industry they represent; it also
explores their challenges, needs and
expectations. 

In general, the research results veri-
fy what many health care profession-
als have either known or speculated
for years: that a strong relationship
between a sales rep and physician of-
ten coincides with better access to
physicians and better market share. 

Yet developing a bond with physi-
cians is getting more and more diffi-
cult for drug reps due to a myriad of
factors. Aside from the saturation of
reps in the field, industry regulations,
managed care parameters and pro-
ductivity requirements, and declining
public opinion of the industry are
impacting the influence of sales reps. 

The benefits for those who can
earn the trust of physicians and forge
a genuine bond are significant. Pri-
marily, there appears to be a correla-
tion between how a physician views
a rep and how much time that rep
gets. For instance, reps who classify
themselves as Trusted Advisors (based
on how they think they were per-
ceived by the last physician they
called upon) report more time with
physicians than those who put them-
selves in the Sample Supplier catego-
ry. In fact, more than half of the
Sample Suppliers (52 percent) report
talking to the physician for less than
one minute. 

RepReview respondents point a
collective finger at “too many com-
petitive representatives taking up
physicians’ time” as the key culprit of
their limited time with physicians.
This perception is particularly strong
among managers (versus reps) and
those targeting primary care physi-
cians (versus specialists). 

While the population of reps in
the field is cited as the most prevalent
obstacle for the pharma/biotech sales
force, it’s not the only one. RepRe-
view indicates a range of other in-
dustry conditions are also taking a
toll on reps’ effectiveness. Among
them are a declining public opinion
of the industry (primarily due to

negative publicity/media coverage
and the cost of medication) and in-
dustry regulations, particularly the
Pharmaceutical Research and Manu-
facturers of America (PhRMA) code.
As well, stiffer competition from
generics, the rising influence of man-
aged care on prescribing decisions,
and the “no see” office phenomenon
were also identified as key challenges. 

Nevertheless, reps indicate they
are happy with their job. Roughly
half of respondents named their
own employer as the health care
company they most respect, and
about the same number named
their own as the best sales force
in the industry. Many agree that
marketing is providing useful ma-
terials and training needs are, for
the most part, being met. 

Still, there’s no question: Salespeo-
ple in the pharma/biotech industry
need to find new, creative and ethi-
cal ways to address prescriber needs
and preferences and thereby meet
patient needs. For more information
visit www.repreview2007.com.

Newspaper Web site readers
also read the printed edition
A study released by the Newspaper
National Network LP, conducted by
New York-based Scarborough Re-
search, found that 81 percent of
newspaper Web site users also read
the printed newspaper in the last
seven days. Crossover users (those
who used both print and online
newspapers in the past seven days)
have deep affinity with both their
printed newspaper and their newspa-
per Web site, and 83 percent say “I
love both my printed newspaper and
visiting my newspaper’s Web site.”
Crossover users visit their newspaper
Web site to: access breaking news
(96 percent); find articles seen previ-
ously (85 percent); find things to
do/places to go (72 percent).

survey monitor
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The Online Data Collection 
& Panel SpecialistsRESEARCH NOW 

New York | San Francisco | Chicago | Los Angeles | Toronto | London | Paris | Hamburg | Frankfurt | Sydney | Melbourne

Contact us for further information on any aspect of Online Data Collection or Panels :
quote@researchnow-usa.com            |           www.researchnow-usa.com  

T +1 212 880 2944 (New York)       |        T +1 415 392 4300 (San Francisco)        |        T +1 312 283 3470 (Chicago)        |        T +1 800 599 7938 (Toronto)      |     T +1 323 251 7898 (Los Angeles)

Switching Trackers Online?    

Work with Research Now, 
The Multi-Country Online Tracking Specialists

Consistent and Reliable Sample for 
Stress-Free Online Tracking 

Multi-country trackers can be completed by accessing  
 our 25 proprietary online panels across North and  
 South America, Europe and Australasia

Choice of fresh sample without re-use over multiple  
 waves or same-respondent feedback 

Your choice of daily / weekly / monthly and annual  
 trackers and choice of sample outgo to meet your  
 research needs  

Client-friendly reporting 

Assistance with parallel testing  and calibration
 studies to get your online tracker off the ground

Why choose Research Now for sample for 
your next Tracker?

We plan – we assess feasibility based on the duration  
 of the project at the proposal stage

We sample carefully – we use a balanced sampling  
 technique to ensure there are no sample biases from 
 wave to wave 

We have extensive experience – we run over 150  
 complex tracking projects globally, and successfully,  
 each month

•

•

•

•

•

•

•

•

mailto:quote@researchnow-usa.com
http://www.researchnow-usa.com


Kraft Foods Inc., Northfield, Ill.,
has named Mary Beth West
executive vice president and chief
marketing officer (CMO). As
CMO, she is responsible for
consumer insights and strategy.

CBS Radio has named Lucy
Hughes senior vice president of
research.

Resolution Research and Marketing
Inc., Denver, has named Maro
LaBlance project director.

Atlanta marketing research firm
CMI has named Pam Maltz
project manager.

Greenfield Online Inc., Wilton,
Conn., announced that Peter
Sobiloff, managing director with
Insight Venture Partners, stepped
down from the Greenfield Online
board of directors after eight years
as a member and more than six
years as its chairman, effective
December 31, 2007. The board
appointed Joel R. Mesznik
chairman of the board of directors
to replace Sobiloff.

Mark Duckham has been named
managing director of TNS
Healthcare’s UK International
division.

Oakland research firm Bersin and
Associates has named Linda
Galloway vice president of
marketing.

Starcom USA has named Grant
Prentice senior vice president/
director of connections research
and analytics.

San Francisco Internet ratings
firm Quantcast has named
Damian Reeves chief technical
officer and Ron Bodkin chief

software architect.

Farmington Hills, Mich., research
firm Morpace Inc. has promoted
Kirsten Denyes to vice president.

Fort Washington, Pa., research firm
Centris has named David Klein
executive vice president, in its new
Los Angeles office.

Matthew T. White has joined
research firm Burke Inc.,
Cincinnati, as an account
executive in client services.

Bellomy Research Inc., Winston-
Salem, N.C., has named Todd

Jordan account manager and
added Susan Cornish as a vice
president - account director.

Jiri Stejskal, president of Cetra
Inc., a Philadelphia area language
services firm, has been named
president of the American
Translators Association.

Stamford, Conn., research firm

InsightExpress has promoted John
Pemberton to vice president, senior
director of research development and
consulting. The firm also named
Stephanie Young-Helou vice
president, director of marketing
sciences and consulting.

Vancouver research firm Vision
Critical has named Jason Smith
president and COO of its panel
division.

The Conference Board has named
James H. Slamp executive vice
president and chief financial officer.

GfK Custom Research North
America, New York, announced a
number of staff changes at its
various business units. GfK Brand
and Communications has named
Bryce Quayle senior vice
president. GfK Roper Consulting
has added Amy Merrill as vice
president of account development.
GfK Customer Loyalty has named
David Albert vice president and
added Derek Allen as executive
vice president of the GfK
Research Center for Excellence.
And GfK Custom Research
North America has named
Charles McCormick executive
vice president of operations. He
will also serve as a member of the
firm’s executive committee and
North American board.

Great Falls, Va., research firm
Rockbridge Associates Inc. has
named Joseph A. Bates vice
president.

Boston-based AMR Research has
named Jonathan Yarmis as a vice
president.

Canadian research firm Leger
Marketing has named Marc S.
Tremblay vice president Alberta. He
is based in the firm's Calgary office.

names of note
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Version 7 of Microtab now
available
Atlanta research software firm Mi-
crotab Inc. is now offing Version 7 of
its Microtab crosstab package. Version
7 has been enhanced to include the
following capabilities: import a com-
ma-delimited file of any length; gen-
erate 999 row groupings in tables for
value fields; print two additional val-
ue table stats (optionally); minimum
and maximum values for every ban-
ner point (sub-cell); control of the
density of shading for selected ban-
ner points; set the default row label
length anywhere from 15 to 30 char-
acters per row under <Tools> (de-
fault is set at 19); allow table format
changes for saving in Office 2007’s
new format; and revised median cal-
culations for negative weights and
reversed ordering.

With this release, a potential cus-
tomer has lease options starting at
less than $100 per station per month.
Before committing to a lease or
electing to purchase the software,
users can evaluate Version 7 free for
90 days, with free 24/7 technical
support included. For more informa-
tion visit www.microtab.com.

Version 8.0 of WinQuery and
QueryWeb now shipping
The Analytical Group Inc., Scotts-
dale, Ariz., is now offering version
8.0 of its WinQuery and QueryWeb.
WinQuery and QueryWeb are pack-
aged together to provide flexible in-
terviewing software for CATI/CAPI
and Web interviewing. Question-
naires can be programmed once and
then interviewed in all three modes.
Highlights of WinQuery 8.0 and
QueryWeb 8.0 include: new ranking
and side-by-side grouped rating
questions; additional interviewer and
dialing reports; all-new free-format
programming interface; and en-
hanced Web study reporting.

WinQuery’s ranking question pro-
vides a visual click-and-rank display.

The side-by-side grouped rating
question groups rating questions for
sequential display and rating ease.
Additional user-defined reporting
calculations and reports are included
to provide more details about inter-
viewers and respondents. QueryWeb
Designer’s new free-format program-
ming interface features full cus-
tomization of questions and answers.
Enhanced QueryWeb study report-
ing provides real-time results pre-
sented in a new graphical format.
For more information visit
www.analyticalgroup.com.

Analytical tool plumbs
emotional depths
Minneapolis research firm the
Dcypher Group has unveiled an ana-
lytical tool designed to measure and
assess the emotional reaction of indi-
viduals or groups to products, events,
concepts, ads, service experiences or
political messages through an analysis
of the written or spoken word. 

Using the dictionary of affect in
language, developed by Cynthia
Whissell, the Dcypher tool presents
distinct numeric and graphical maps
of emotional reaction based on an
analysis of the words people use to
express themselves. The tool can
measure individual or group respons-
es and compare the emotional reac-
tions of different individuals or
groups. Emotional dimensions meas-
ured by Dcypher include pleasant-
ness, excitement, imagery, happiness,
anger, joy and sadness. Finally,
Dcypher is designed to work
whether it is evaluating text in the
form of survey comments, traditional
or online focus groups, one-on-one
interviews, e-mail or blogs. For more
information visit
www.dcyphergroup.com.

Ipsos debuts veterinarian
panel
Research firm Ipsos has developed a
new proprietary online panel con-

sisting of veterinarians in North
America. Currently, over 900 veteri-
narians from the U.S. and Canada
have joined the Veterinary Advisory
Panel with plans to grow it to over
2,000 in the coming year. Panelists
are pre-screened to ensure that the
panel consists of licensed veterinari-
ans only and is specifically focused
on those in general companion ani-
mal practices, with a patient base of
at least 75 percent dogs and cats.

Designed to be representative of
the general population of small-ani-
mal practitioners, the panel was de-
veloped using a variety of approach-
es, including e-mail, fax, mail and
online advertising. For more infor-
mation visit www.ipsosna.com.

Vovici releases survey
creation product
Dulles, Va., research firm Vovici has
released its Vovici SurveyNOW
product, designed to help customers
build, deploy and analyze surveys by
selecting from over 175 pre-defined
surveys through a simple wizard-
driven online interface.

Vovici SurveyNOW customers can
create and deploy a survey and im-
mediately use the dashboard to view
and analyze results. Survey templates
span subject categories such as cus-
tomer satisfaction, employee satisfac-
tion, brand image, Web site effective-
ness and market segmentation.
Surveys are further tailored by verti-
cal industries and specific market
segments. The dashboard also allows
users to track survey progress, acti-
vate and deactivate surveys and re-
port on the results.

The five-step process for building
a survey begins with the user select-
ing a pre-defined survey template
aligned with a business need and
market segment. The user then per-
sonalizes the selected survey by en-
tering values for replaceable fields

continued on page 67
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News notes
Farmington Hills, Mich., research
firm MORPACE International
Inc. has changed its name to Mor-
pace Inc. The company ownership
and corporate structure have not
changed. All existing contracts re-
main in effect.

Acquisitions/transactions
Synovate has acquired Research
Solutions, an Auckland, New
Zealand research agency with a staff
of 45 full-time employees and 200
interviewers.

Alliances/strategic
partnerships
New York researcher TNS has en-
tered into a strategic alliance with
Intellidyn, a Hingham, Mass., data-
base marketing and analytic services
company focused in the financial
services sector. Through the alliance,
TNS intends to create a new global
practice entitled TNS Customer In-
telligence Consulting.

Association/organization news
Dallas-based Common Knowl-
edge Research Services an-
nounced its participation in the
Your Opinion Counts program, a
community of researchers who have
pledged to uphold marketing re-
search industry standards and the
program’s Respondent Bill of
Rights. The program, maintained by
the Council for Marketing and
Opinion Research, was designed to
encourage the public’s participation
in research and to help the public
differentiate legitimate research or-
ganizations from those who are sell-
ing or engaging in unethical activity
under the guise of research. Com-
mon Knowledge is the first online
panel company to join.

Awards/rankings
Edison, N.J., research firm

Schlesinger Associates has won
the Celebrated Company Award
from the Marketing Research Associ-
ation. The award is given to the firm
that has provided “outstanding vol-
unteer efforts and has shown out-

standing support at the national and
chapter level for at least five years.”
Managing the Customer Experience, A
Measurement-Based Approach, written

continued on page 70

Calendar of Events February-May

To submit information on your upcoming conference or event for possible inclusion in our
print and online calendar, e-mail us at editorial@quirks.com. For a more complete list of

upcoming events, visit www.quirks.com/events.

Frost & Sullivan will hold its Marketing Re-
search 2008 Executive MindXchange event,
themed “Customer and Market-Facing Mar-
keting Research for Profitable Growth,” on
February 4-7 at the Hilton Clearwater
Beach Resort in Clearwater Beach, Fla. For
more information visit www.frost.com/mrt.

ESOMAR will hold a conference on health
care research on February 4-6 in Rome.
For more information visit
www.esomar.org.

CASRO will hold a conference on panel re-
search on February 5-6 at the J.W. Mar-
riott Hotel in Miami. For more information
visit www.casro.org.

IIR will hold a conference on linkage
strategies on February 24-27 at the Doral
Golf Resort and Spa, Miami. For more in-
formation visit www.iirusa.com.

The American Marketing Association will
hold the training seminar “Conjoint Analy-
sis and Discrete Choice Modeling: Introduc-
tion, Comparison and Evolution” on Febru-
ary 27-28 at the Gleacher Center in
Chicago. For more information visit
www.marketingpower.org.

IIR will hold a conference on youth market-
ing on March 2-5 at the Marriott Newport
Beach Resort and Spa, Newport Beach,
Calif. For more information visit
www.iirusa.com.

ESOMAR will hold a conference on auto-
motive research on March 3-5 in Switzer-
land. For more information visit
www.esomar.org.

The Northern California Pacific Northwest,
Southern California and Southwest Chap-
ters of the Marketing Research Association
will hold their annual Las Vegas conference
on March 5-7. For more information visit
www.mra-net.org.

The Pharmaceutical Marketing Research
Group will hold its annual conference on
March 9-11 at the Marriott Desert Ridge
in Phoenix, Ariz. For more information
visit www.pmrg.org.

The Advertising Research Foundation will
hold its annual RE:THINK! convention
and expo on March 31-April 2 at the New
York Marriott Marquis. For more infor-
mation visit www.thearf.org.

ESOMAR will hold its Asia-Pacific con-
ference on April 7-9 in Singapore. For
more information visit www.esomar.org.

The Qualitative Research Consultants As-
sociation and the Association for Qualita-
tive Research will hold a worldwide con-
ference on qualitative research on May
7-9 in Barcelona, Spain. For more infor-
mation visit www.aqr.org.uk or
www.qrca.org.

ESOMAR will hold its annual Latin
American conference on May 11-14 in
Mexico. For more information visit
www.esomar.org.

The American Association for Public
Opinion Research will hold its annual con-
ference on May 15-18 in New Orleans.
For more information visit
www.aapor.org.

The U.K.-based Business Intelligence
Group will hold its annual conference,
which focuses on business-to-business
marketing and research, on May 21-23 at
the Marriott St. Pierre Hotel in Chepstow,
England. For more information visit
www.bigconference.org.

Canada’s Marketing Research and Intelli-
gence Association will hold its annual con-
ference on May 25-28 in Winnipeg. For
more information visit www.mria-arim.ca.
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I
In July 2006 I made a presentation
at the 13th PUMa conference
(Plenum of Business Market Re-
searchers; produced by the Ger-
man market research journal pla-
nung & analyse) in Frankfurt. The
presentation was related to inter-
national market research and the
discussion afterward revolved
around the topic of scaling and the
analytical challenges that can re-
sult. This was the starting point for
the revival of an old idea.

I was planning an employee sur-
vey that had some difficult chal-
lenges, so I contacted Udo Dumke,
a senior consultant at topcom, a
consulting agency in Hamburg,
Germany, with whom I had already
corresponded some 10 years earlier
about a very old method: magnitude
estimation scaling (MES). We had
long discussed how this technique
could help with certain difficult
question response conditions, and I
thought that this might be the right
time to try it out.

The survey was about possible
improvements to the intranet site of

the Lufthansa Technik (LHT) mar-
keting and sales department. To
evaluate an intranet site seemed an
ideal application for MES.

Topcom had already many expe-
riences with concept evaluation and
the use of MES analysis in similar
offline studies. The company offers a
tabulating program with which
MES studies can be evaluated.

I had some previous experiences
in the design and programming of
online studies. Lufthansa holds a
company license for the German
software Globalpark, a do-it-your-
self package for producing our
own internal and external surveys.
Our experience has been that on-
line surveys are very suitable for
employee surveys. And more im-
portantly, the LHT employees
find online surveys to be familiar
and acceptable.

So, after a few conversations, we
thought, why not perform an online
MES employee survey together, and
see if we can get better results? In
August 2006 the first work on the
joint project began.

Understand context
Even if MES is not the exact topic
of this article it is necessary to ex-
plain this method to understand the
context of the whole project and
where we netted out.

MES goes back to the research
work on auditory perception by
American psychologist S.S. Stevens.
Stevens stated that physical sensa-
tions are felt subjectively. For exam-
ple: A doubling of loudness does
not mean that this sound is per-
ceived as being twice as loud. For
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Editor’s note: Stefan Althoff is marketing
research manager at Lufthansa Technik,
Hamburg, Germany, a subsidiary of
Lufthansa German Airlines. He can be
reached at 49-40-5070-2905 or at
stefan.althoff@lht.dlh.de. The author
would like to thank the following
colleagues for their input, thoughts,
suggestions and cooperation: Udo
Dumke, senior consultant at topcom,
Hamburg; Bill MacElroy, president of
Socratic Technologies, San Francisco; and
Jeffrey Kerr, senior vice president of
Socratic Technologies, Chicago.
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the measurement of the individual’s
perception of loudness Stevens’ re-
spondents worked with levers (simi-
lar the brake grasps of bicycles). The
louder the sound, the tighter the re-
spondent would squeeze. With this
variable measurement device,
Stevens could solve the problems of
rating scales being used differently
for the same stimulus.

Stevens used the MES method
for other physical sensations as
well (e.g., for the taste perception
of salt) and also applied his results
to market research problems. But
the procedure never received
large attention because of its
complexity in execution.

Without going into too much de-
tail, his research application of MES
is a sociological convention to trans-
form classical five- or seven-point in-
terval scales into relative estimation
measurements. This is desirable be-
cause otherwise it would be not be
possible to calculate the means and
other ways of comparing results.

Topcom found out that by using
MES it is possible to evaluate slight
differences between different prod-
ucts or concepts - which is exactly
the problem we were facing with
the intranet evaluation. It uses a
simplified version of MES, which is

applied like this:
1. An initial ad or concept is pre-

sented to the survey participant for
consideration.

2. Next the respondent has to
evaluate the concept or ad on a se-
ries of attributes, but instead of us-
ing a five- or seven-point scale the
participant provides ratings using a
value along their own individual-
ized scale (a whole number value
greater than zero, open-ended).

3. Then the participant has to rate
whether he or she likes the ad or
concept with regard to the attribute
being discussed (likes/dislikes).

4. After this, the next concept is
presented, and the respondent eval-
uates it in the same way.

This technique allows the respon-
dent - if the individual’s scale choice
is not too restrictive - to adjust his or
her ratings upwards and downwards
with a very fine level of precision.
After all the evaluations are collected
the data analysis for all items involves
constructing the arithmetical mean
for each individual scale and the likes
and dislikes in percent.

MES works best if you start
each individual with a benchmark
exercise. An evaluation of the
LHT intranet homepage (not the
key area for the evaluation) was

selected for this task.
So far as our project team knew,

MES had never been integrated
into an online survey in Germany
before. Because this was an impor-
tant project for management, and
because we weren’t completely con-
fident that the technique would
yield the results we were looking
for, we decided to run a split-sam-
ple test, with half of the survey sam-
ple taking the survey in a traditional
way, using a seven-point scale, and
the other half using MES.

Interesting artifact
By starting with the LHT home-
page as a benchmark within our
MES test design, we discovered an
interesting artifact of the MES tech-
nique. It turns out that it is neces-
sary for the respondent to see the
ratings that they gave each previous
concept evaluation. Only then do
we find that maximum differentia-
tion between subtle differences is
achieved, resulting in a more precise
evaluation. It also helps to maintain
a control between stimuli by creat-
ing a constant basis for comparison
between items, one of which has al-
ready been evaluated.

Again, as far as the project team
knew, this too had not been used
in online surveys, although the
power of the Web makes such ap-
plications easy. We felt that cus-
tomer expectations and the de-
gree to which expectations were
being fulfilled (common elements
in most customer satisfaction
studies) would also be measurable
using this technique.

So as a part of the MES experi-
ment, we looked at this new, excit-
ing innovation and dubbed it previ-
ous rating displayed (PRD). The
team formulated the following hy-
potheses regarding its use:

• PRD would increase the
comfort of respondents taking
online surveys;

• using PRD, the scattering of the
ratings should be lower.

The previous rating for this
study was displayed below the
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items for the current evaluated
intranet site aspect.

We eventually wound up creating
three survey groups, largely due to
the fact that after a pre-test with
LHT trainees we had the feeling
that the acceptance of the MES
method (the free-form ratings)
could be in trouble. So rather than
put too many eggs in the MES bas-
ket, we decided to cover our bets
and create a third group that we
could use to isolate the effects for
PRD. The splits were as follows:

• 40 percent magnitude estima-
tion scaling with PRD built in
(MES group).

• 30 percent for a group with a
seven-point rating scale, with PRD
in addition (PRD group).

• Finally, one group - 30 per-
cent - with a seven-point rating
scale without PRD, our so-called
classical group.

This survey finally became the
biggest online survey every con-
ducted internally at LHT, with

more than 4,600 invited employees.

More compelling
While the results from the tested
intranet pages using MES in an on-
line survey were interesting, the
PRD results were even more com-
pelling.

In order to judge our hypotheses,
the participants were asked about
their perceptions of the PRD tech-
nique:

• 56 percent of all participants
within the PRD split mentioned
that the display of the previous rat-
ing was helpful.

• 32 percent of all participants of
the non-PRD split mentioned that
the display of the previous rating
would have been helpful.

• Within both splits only a few
participants went back to the previ-
ous page to correct the ratings.

So our first hypothesis was con-
firmed: PRD increases the comfort
with an online survey. But what
about the scattering of the data?

After several statistical tests - 62
F-tests on variances for independent
samples - the team found that the
PRD technique had only slight im-
provement in the consistency of the
ratings:

• Seven instances were significant-
ly different in the PRD group at
the 95-percent confidence level.

• Three instances were significant-
ly different in the classical group at
the same level.

This was in October 2006. Even
if the results were clear, I was still
concerned that this one-off experi-
ment might have had results that
were merely coincidental. Dumke
and I had some discussions about
the findings. Even after several
checks we were not sure that we
didn’t made any analysis mistakes.

Research-on-research
In November 2006, I talked about
PRD with Bill MacElroy of Socrat-
ic Technologies in San Francisco at
the IIR European Research Event

www.quirks.com January 2008 | Quirk’s Marketing Research Review   |  19

http://www.quirks.com
www.kinesissurvey.com


in London. MacElroy was interested
in our findings, and he promised to
continue the research-on-research
work when he could find a suitable
survey.

In February 2007 Jeffrey Kerr,
senior vice president of Socratic
Technologies in Chicago, integrated
a methodical test of PRD within an
online beverage survey (see Figures
1 and 2 for screen shots).

For this concept test we used the
online panel of Socratic Technolo-
gies in the U.S. and completed 362
surveys with people who had been
screened by beverage usage.

• Concept evaluation with PRD:
181 test persons (= 50 percent).

• Concept evaluation without
PRD: 181 test persons (= 50 percent).

The participants had to evaluate
three different beverage concepts. As
before, when the PRD group was
evaluating the second concept, the
ratings of the first concept were
presented. But there were two im-
portant differences:

• Within the LHT online survey
the participants evaluated the in-
tranet site aspect by aspect, whereas
in the Socratic survey the panelists
did concept-by-concept ratings.
Within the latter design the usage
of PRD is much more obvious to
the respondent.

• The Socratic programming was
much more sophisticated: The par-
ticipants had the chance to correct
the ratings by clicking onto the rat-

ings via a pop-up. If a participant
used this feature, the corrected rat-
ing was displayed after closing the
pop-up.

Also within this survey, the par-
ticipants were asked if the display of
the previous rating was helpful. The
results are very similar to those in
the German survey.

• 53 percent of all participants
within the PRD split mentioned
that the display of the previous

Figure 1
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rating was helpful.
• 33 percent of all participants of

the non-PRD split mentioned that
the display of the previous rating
would have been helpful.

• Only a few participants correct-
ed their ratings.

After data analysis, Kerr stated
that PRD does not result in find-
ings which are significantly different
from the classic method, but the de-
gree to which it made comparisons
of stimuli with very similar charac-
teristics possible was a definite plus.
We are continuing to study the sub-
samples for further differences and
to see if certain groups respond to
the technique better than others.

Increases comfort
We could prove that the PRD tech-
nique increases the comfort with
online surveys when small differ-
ences between stimuli are involved:
For more than half of all partici-
pants in both surveys the display of
the previous rating was helpful.

It produces the same general re-
sults: the PRD technique does not
influence the relative concept rat-
ings themselves, given that the find-
ings with PRD are equivalent to
those without PRD.

But it is also slightly more diffi-
cult to execute: the PRD technique
requires more programming effort.

So, our overall conclusions are
that PRD is a relatively easy tech-

nique. With respect to the general
tendency of decreasing participation
in online surveys this technique
could be one method to boost co-
operation levels - particularly if the
rating tasks are complex or difficult. 

But there are still some open
questions:

• How does the PRD technique
works with longer item lists?

• Is it possible to use PRD in
combination with a sophisticated
random rotation algorithm for the
item lists?

The last point is important. In
both surveys it was not possible to
rotate the attributes. This was a re-
sult of some restrictions due to the
hierarchy of choice. If the items on
the previous page and the compari-
son page rotated in different ways, it
would be very confusing for the re-
spondents. This means that further
basic research about PRD variations
is necessary. 

But my overall conclusion is
straightforward: it works!  |Q

Figure 2
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L
Last year I turned 60, celebrated my
33rd year in the marketing research
profession and my 20th year as head
of Directions Research. I think that
entitles me to offer an opinion
about Internet data quality issues
that the research community has
been hotly debating. My opinion
will, in the tradition of our profes-
sion, be liberally supported with
data, but I forewarn you that what I
am about to say will be counter in
many ways to the mainstream and
much of the debate we have been
having for the last couple of years.

But first, a story. In 1976 Burke
Marketing Research sent me to
London, where I was charged with
establishing a centralized telephone
interviewing facility, the first of its
kind in London and perhaps the first
of its kind in Western Europe. I
rented space in the World Trade
Center that overlooked the Tower of
London, hired and trained a staff and
set out to persuade the British re-
search community that this method
of data collection had merit. At that
time in the U.K. virtually all data
was collected using door-to-door

interviewing. Despite the manifold
weaknesses of this method (the vir-
tual absence of upper- or lower-in-
come respondents; problematic cov-
erage of rural areas; impossible to
conduct interviews in large apart-
ment complexes; few if any minori-
ties in the sample, etc.), the data de-
rived via this method was regarded
as the Revealed Truth.

The apparent weaknesses of tele-
phone interviewing were magni-
fied and examined in great detail.
It was fascinating to see objective
professionals label telephone pene-
tration rates of 75 percent as “in-
adequate” while ignoring the ob-
vious bias and control issues that
characterized door-to-door data
collection. The reason for their ac-
tions, I believe, was simple: door-
to-door interviewing had been
used since the beginning of time
in the U.K. and it worked! 

The data were sensitive to in-mar-
ket events. The data were predictive
of consumer reactions to product,
advertising campaign and pricing
initiatives. Because the method had
always “worked” the details of its

shortcomings were ignored. Tele-
phone interviewing had yet to
provably work and thus was sus-
pect. Every apparent flaw was
speculated about and used to dis-
miss it. Only when some brave
souls tried it and found it worked
(generally better than door-to-
door) did it gain acceptance. 

For the last several months the
industry has worried about a hand-
ful of reports of flawed Internet
studies that didn’t work. We fret
endlessly about respondents who
are “gaming” the system to earn
money. We self-flagellate about poor
quality. And yet Internet data col-
lection is now the largest single
method in use in the United States.
Our clients at Directions and ap-
parently thousands of clients saw fit
in 2006 to allocate over $1 billion
of corporate funds to purchase data
gathered on the Internet.

Why? Well it must be “working” -
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Editor’s note: Randy Brooks is founder of
Directions Research, Cincinnati. He can
be reached at 513-651-2990 or at
rbrooks@directionsresearch.com. 
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we are collectively too smart and
risk-averse to wager our careers and
reputations on a method that is
hopelessly flawed.

Let’s take a look at a sampling of
the data we have at Directions on
how online research is “working”:

• We run an Internet-based con-
cept testing system for a very large
client. Prior to standardizing with
us, the client selected 70 concepts it
had tested in the past using other
suppliers/methods and retested
those concepts in our new system.
The correlation between old and
new scores was better than 85 per-
cent! Test-retest reliability is a cor-
nerstone of confidence in any sys-
tem and we witnessed it.

• We do tracking work for
many clients. When advertising
spending goes up, key measures
rise; turn off the advertising and
measures trend down. The num-
bers hang together and tell logical
stories. The data seem valid com-
pared to in-market events.

• We use mixed methods for
some tracking work because the In-
ternet does not adequately cover
minorities. The correlation in key
measures between phone and Inter-
net is extremely high.

• Massive segmentation studies (n
= 10,000, for example) in the
restaurant industry profile occasion-
based segments with sensible com-
petitive sets and believable shares,
advantages and conclusions.

• Brand shares calculated from
claimed usage on Internet studies
invariably match up very well with
syndicated data.

Day in and day out the data we

gather on the Internet is subjected
to the duck test. It quacks, waddles
and has webbed feet. Internet data
collection is a powerful and useful
tool that has enhanced the ability
of marketing researchers every-
where to aid management in mak-
ing decisions. My conclusions are
drawn from work we do with an
array of Internet data collection
firms who utilize a variety of alter-
native sampling methods and in-
centive plans. They all work.

Learned and adapted
Like our colleagues and competitors,
we have learned and adapted our
protocols as the Internet has sped
from introduction to dominance. 

• We use finely-tuned age and
sex quotas to insure that each
sample is representative of the
population to which we are re-
quired to project our results.

• We avoid the temptation to
use the less costly Internet plat-
form if the respondents being
sought are elderly, minorities or
very-low-income respondents. We
blend methods when these re-
spondents are needed.

• We’ve learned to identify speed-
ers and eliminate them from the
ending sample. 

• We’ve built logic traps to clean
out the cheaters.

• We’ve worked with our suppliers
to clean the chronic cheats from
their samples.
• We watch the data we get here
carefully because our very existence
depends on it.

• We use Internet data collection
only when it is the best solution.

Phone, mall, in-store, interactive
voice response, mail and other
methods are still viable and in
many cases provide a better solu-
tion than Internet.

Few cheats
You want a positive ending to this
story? Here it is: very few people are
cheats. Just ask the IRS, which relies
on mass honesty in tax reporting.
There were 1,283,950 individual re-
turns examined in 2006. Of those,
3,907 investigations were made by
the criminal investigation program,
for legal source tax crimes (1,524
for cheating) or illegal source tax
crimes (2,383 illegal activities). 

Only about .3 percent of audit-
ed returns are fraudulent, but of
those .11 percent are really relat-
ed to cheating. 

Very few interviews we obtain
from reputable Internet data collec-
tion firms are tossed out, and it
should be noted that we are never
completely sure these respondents
are flawed - it just seems likely that
they might be.

Remember also the interaction
we have with respondents in an In-
ternet study is a one-on-one rela-
tionship. Individuals agree to a self-
completion study. If a cheater shows
up only his/her data is flawed.
Phone studies and mall intercepts
create opportunities for individual
interviewers or firms to damage a
very high percentage of the data.
My most embarrassing professional
experiences have been the result of
inept or fraudulent work by those
rare individuals or firms who cut
corners to make deadline.

Trust but verify
Ronald Reagan used this phrase
“trust but verify” and I think that
principle applies in this debate.
Trust that professional organiza-
tions have nothing to gain in the
long run by offering up flawed data
but certainly verify and adapt
processes to insure the data are ac-
curate and the conclusions we are
drawing can be used with confi-
dence by decision makers.  |Q
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O
ne of the most important issues for researchers

when developing a study is the selection of an

appropriate data collection technique. Key

questions faced by researchers at this point in

the project lifecycle include:

• What is the most direct and cost effective means of reaching the

targeted sample segment? 

• What methodology will yield the most representative and pro-

jectable sample for the research project? 

One of the historic strengths of telephone surveys has been the abili-

ty to be representative and projectable to the greater U.S. population.

With more than 90 percent of house-

holds having a landline telephone, these

surveys have provided researchers with a

direct and socially acceptable means of

contacting and recruiting survey partici-

pants. In recent years, however, several

trends have emerged that have diminished

the advantages of telephone surveys and compelled researchers to seek out

new alternatives for data collection. These include:

• declining participation rates for telephone surveys, which result in

higher costs;

• a growing dependence on wireless telephones (some estimates put cel-

lular-only households at more than 10 percent of the U.S. population); and 

• a decreased receptiveness to unsolicited contacts at home (e.g., the

growth of the Do Not Call list). 

Each has its strengths
and weaknesses

Editor’s note: Michael Hesser is president
of the Praxi Group, a Kittredge, Colo.,
research firm. He can be reached at 303-
679-6300 or at
mikehesser@praxigroup.net.
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Growing concerns with the relia-
bility and validity of telephone sur-
vey research have coincided with the
rampant growth of online or Internet
research. Online surveys typically uti-
lize groups of previously-recruited
consumers - or panels - as a means of
creating an accessible sample for
fielding the surveys. Given the nature
of the medium, online surveys can
offer certain advantages over more
traditional approaches, including
cost-effectiveness, time-in-field and
questionnaire format and complexity.
At the same time, the publicly-held
view of Internet research as cheaper
and faster brings with it a unique set
of challenges that must be taken into
consideration, such as: 

• How appropriate is an online sur-
vey given the characteristics of our
target segment? For example, do they
have access to the Internet to an ex-
tent that will support survey research? 

• What is the nature of the avail-

able Internet survey panels, in terms
of geographic coverage and demo-
graphic characteristics? 

• How is the Internet panel man-
aged in terms of recruitment,
turnover, incentives and limits on on-
going participation over time?

Projectable to the universe
A key consideration of any primary
research study has to do with the
degree to which the results of the
sample survey are projectable to the
population of constituents that sam-
ple is designed to represent. Toward
this end, a truly random - and
therefore projectable - sample must
meet two key criteria: 

• all universe population members
must have an equal chance of being
contacted for the survey; and 

• all universe population members
must have a known chance of being
contacted for the survey. 

Certainly, any primary research

project likely falls somewhere short
of the ideal relative to these defini-
tions. Still, the respective strengths
and weaknesses of telephone versus
online research must be taken into
account when selecting the appropri-
ate methodology for any given study. 

One of the greatest concerns
with online research is whether it is
truly representative of the U.S. pop-
ulation and can be administered in a
truly random fashion. In the in-
stance of Internet panels, online
studies are reflective only of the
panel members and not necessarily
of the entire population of online
consumers in the U.S.

A study by MRWeb.com (March
2007) reported that 30 percent of
consumers in the U.S. are not online
and of those, 44 percent are not in-
terested in anything on the Internet.
This calls into question the ability of
Internet research to be projectable to
the U.S. population, when 30 percent

http://www.quirks.com


of that population is not reachable
via the medium. 

Caution must be exercised when
considering the validity of Internet
panels that claim high levels of repre-
sentation simply because 70 percent
of the U.S. population has access to
the Internet. With panel sizes typical-
ly ranging from three million to five
million members, panel samples are
representative only of the panels from
which they are selected.

That is not to say that online

research is not valid; rather, cau-
tion must be taken when conduct-
ing online studies. If the sample is
to be representative of the U.S.
population, then measures need to
be taken to reflect the offline pop-
ulation such as weighting on the
back end or balancing the sample
before fieldwork. 

Additionally, to be truly random as
stated above, each panel member
must have an equal and known
chance of participating in any given

study. This requires the careful eye of
the online sample management team. 

The amount of time spent in data
collection is inversely related to the
reliability of a sample. Projects that
complete thousands of interviews in
a single weekend suffer from greater
non-response bias than any tele-
phone research survey. 

As a means of managing these is-
sues, an online study must be left
open long enough to include those
who are not online as often the
chance to receive the invitation and
participate in the study. “Professional
respondents” also need to be carefully
controlled as people become adept at
knowing how to qualify for studies
and once in the survey they may fab-
ricate answers.

Again, managing the online sample
to ensure panel members are invited
randomly is important, as is control-
ling the number of surveys panel
members can participate in during a
certain period of time. 

Fit the objectives
Like all research studies, the approach
and methodology taken must fit the
objectives of the research. Neither
telephone surveys nor online surveys
are appropriate for all research proj-
ects; therefore, it is important for re-
searchers to consider the strengths
and weaknesses of each approach and
choose the method that best suits the
study objectives. 

Telephone
Until recently, telephone surveys have
been the most prevalent means in
which to collect consumer data in
the U.S. Telephone surveys surpassed
the earlier methods of time-consum-
ing mail surveys or costly face-to-
face surveys by providing faster and
more effective data collection with-
out sacrificing validity.

Several key advantages remain
for conducting telephone surveys,
including:

• Random-digit dialing techniques
ensure a randomly chosen sample. 

• The sample can be representa-
tive of the U.S. population, with 90
percent of households having a
home phone.

Researchers Wanted.

Globalpark USA | The Chrysler Building | 405 Lexington Avenue | 26th Floor | New York | NY | 10174 | 888-299-9422

Ready?
Proprietary and custom panels are on  
the rise, giving those that use our tools  

new capabilities to offer to companies that  

are hungry for strategic advantage.

Set...
We’ve created a business development  
toolkit for those pursuing panel opportunities-  

complete with presentations, white papers, 

and proposal templates. 

Go!
Send an e-mail to go@globalpark.us  

and we’ll equip you with all of the information  

and technology you’ll need to capture a  

new wave of opportunities.
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• Interviewing difficult-to-reach
respondents. Telephone interviews
can be more productive and yield a
better response rate. 

• Capturing open-ended responses.
A live interviewer can thoroughly
probe the respondent and gain a bet-
ter understanding behind why the re-
spondent answered the way they did. 

There are, however, several factors
that have risen in recent years that
impact telephone interviewing, in-
cluding: 

• The creation of the do-not-call
list. Although this does not directly
affect market research firms, it does
indicate the direction in which con-
sumers are moving to restrict unso-
licited calls. 

• More consumers are compelled
to have an unlisted number or cell-
only number, which further restricts
undesired calls. 

• Costs can be high when specific
populations are targeted or the inci-
dence is low - like finding a needle
in a haystack.

• Time-in-field can also be longer,
in that fieldwork cannot be conduct-
ed as quickly when the rules of ran-
domness are applied (such as a mini-
mum number of callbacks made to

reach each respondent). 

Online
Online research has been used in the
U.S. for more than 10 years, with
continuous progress made in terms of
both sample availability and survey
technology.

Some advantages to online research
include the following: 

• More sophisticated questionnaires.
3-D images or videos can be shown
online that are realistic and complex
rotations can be programmed for dif-
ficult-to-administer tasks such as
choice modeling exercises. 

• Speed. Data collection can be
shortened as thousands of e-mail invi-
tations can be delivered at one time. 

• Costs. Costs can be less than tele-
phone interviews especially if the tar-
geted samples are of general online
users rather than the general con-
sumer population. 

• Reduction of incidence. Because
many panels include specific demo-
graphic and behavioral characteristics
of their members, the concept of
random incidence is avoided based
on the ability to target specific panel
members who are known to possess
the required characteristics.

Again, there are also disadvantages
to using online surveys including: 

• Truly random and representative
samples are difficult to achieve, as
noted previously.

• Speed of data collection is in-
versely related to the quality of the
data - again, as noted previously. If
sample management teams are al-
lowed to send out as many e-mail in-
vitations as desired to fill the quotas,
this also allows only those online at
that time to complete the survey.
Slow starts need to be employed to
ensure some randomness. 

• Costs can also be more than tra-
ditional telephone interviews if the
incidence of the targeted population
is low. For some groups, there is little
chance the targeted population has e-
mail addresses, thus requiring a hy-
brid approach such as a combined
telephone recruit to a Web survey. In
other instances, a significant incentive
is required to encourage specialized
populations to participate (such as
physicians).

A point of comparison was made
using a hypothetical study that
could be conducted using either an
online panel or by random-digit di-
aling on the telephone. The study
was outlined as being a general-
population study of respondents
aged 18-64 years of age, with a mix
of gender and a qualified incidence
rate of 85 percent. The question-
naire was assumed to be 15 minutes
in length, with a targeted sample
size of 500 respondents. 

The two different methodologies
produced the comparison points as
shown in Table 1. 

Diligent consideration 
In summary, any primary research
project will benefit from diligent
consideration of the advantages and
disadvantages associated with various
alternative data collection method-
ologies. While the rampant growth of
Internet research continues to offer
marketers new and different options,
the disadvantages of Internet research
from the standpoint of validity and
reliability must be considered in rela-
tion to the potential and relative cost
and timing benefits.  |Q

Phone Online 
Sample Sample is purchased at approximately 15 Panel is targeted at level deemed 
Management times the total number of desired necessary to achieve necessary number 

completes. Replicates are created, and of completes. Ideally, a “slow start” is
each number is called a minimum of six utilized to test incidence and QRE length.
times before considered unusable. 

CPI 20% higher than online costs. 20% lower than phone costs. 
(cost per 
interview)  

Sample Random-digit dialing of population Online panel members recruited via
Sources with home phones (access to over 90% e-mail, Web sites, pop-ups, etc. Consists 

of total population). of Internet panel members who agree to 
participate in ongoing research projects. 
Typical panel sizes range from 3 to 5 
million. Represent less than 2 percent of 
total U.S. population.

Timing 7 to 10 days 3 to 4 days 

Response Average of 20-30% among Average of 5-10% among 
Rate respondents contacted. respondents invited to the survey. 

Geographic Nationwide, including the ability to Nationwide and state-specific. Some 
Distribution target specific states, cities, zip codes ability to target at the market level. 

and so on. (Some areas are underrepresented 
due to lower levels of panel sample
availability.)  

Table 1: A Comparison of Phone vs. Online
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Editor’s note: Hugh Davis is co-
founder and executive vice president of
Wilton, Conn., research firm
Greenfield Online. He can be reached
at 203-834-8585 or at
hdavis@greenfield.com. Mike
Oberholtzer is director of operations at
Hall & Partners USA, Chicago. He
can be reached at 312-321-4152 or
at m.oberholtzer@hall-and-
partners.com.

Market research has almost always been structured one way:
a client wants to know how consumers have acted in the
past, where their “heads are at” in the present, or how

they’re likely to react in the future. Typically, clients hire market re-
searchers to execute a market research project that consists of posing
critical questions to be answered by target audiences. This tried-
and-true methodology has existed since the 1950s and provides not
only answers to marketers’ questions but has helped them determine
market opportunities, understand the competitive landscape, inno-
vate new products and refine packaging.

In a perfect world, market researchers would always be able to engage
consumers one-on-one on the phone, online or at the mall to get the
information their clients need. But, more and more, busy consumers are
making it clear they will only respond to requests for this information
on their own terms, and at a time that is convenient for them. 

What if market researchers could be more become even more
proactive? What if it were possible to leverage a vast repository of in-
formation that contained the answers to questions about consumers’
opinions, as well as answers to questions that researchers hadn’t even
thought to ask yet? What if researchers could tap into this resource in
order to extract answers about consumers’ connections to their clients’
products in the past, present and future? This type of intelligence
could be used proactively by market researchers and marketers alike.

Have the upper hand 
The digital revolution that is occur-
ring today is a confluence of revolu-
tions in media, consumer behavior
and marketing. Consumers have al-
ways aspired to have the upper hand
in the marketer-consumer relation-
ship. What’s new is that consumers
have now acquired immense powers

to take that control. The Web enables consumers to express their innate
yearning for control and natural inclination to be proactive. Consumers
can now explore, play, connect, transact and, importantly, be heard
(whether they are brand advocates or detractors).

People use the Web as a sounding board to express their opin-
ions about everything from technology to travel to tiramisu.
Around the world, more than 1 billion people - about one-sixth
of the global population - use the Internet. And, increasingly, In-
ternet users are becoming bloggers. 

By Hugh Davis 
and Mike Oberholtzer
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What are they
saying about us?

Blog mining -
another tool for the
research professional
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Because of the unrivaled anonymity
afforded by the Internet, as compared
with other communications mediums,
users feel comfortable expressing
themselves honestly and openly. The
Internet has always been a means of
self-expression and blogging has
evolved as a result. 

In addition, blogging has become
a creative alternative to the tradi-
tional means of sharing or publish-
ing information, and many blog
sites are becoming recognized as a
legitimate supplement to commer-
cial media, or a place to gain
knowledge about people, places,
ideas and, of course, brands. 

This is not a new phenomenon,
however, and advances in digital tech-
nologies - like blog mining - are mak-
ing it easier for market researchers and
marketers to tap into this huge re-
source of consumer data. As con-
sumers take advantage of the Web to
help shape their relationships with
brands and take active control of
defining their brand experiences, mar-
keters can view the analysis of what

they are saying as another valid re-
source of consumer opinion.

Phenomenon has spread 
Bloggers are no longer a select group;
the phenomenon has spread across the
general population. This move to the
blogosphere, a concept that means all
blogs are somehow interconnected as
a community or social network in cy-
berspace, is only natural because the
Internet is populated by people who
strive to speak out and be heard. The
Internet is a virtual sounding board,
and everyone is an author. From Face-
book to MySpace to YouTube, people
are leveraging social networking Web
sites and others to make their presence
and preferences known.

When someone begins writing a
blog, their circle of influence increases
exponentially as their readership
grows, and ultimately in some cases,
even among the news media. Mar-
keters need to be aware of the impor-
tant pieces of consumer feedback dis-
cernable from the bloggers’ postings.
In addition, marketers should take no-

tice of the bloggers’ distribution, reach
and readership.

The viral spread of blogs and
bloggers has created a huge reser-
voir of information of which re-
searchers should take notice. Just
look at these figures:

• Globally, there are now at least 70
million blogs in existence. Sixty-three
million blogs have been created on
eight leading blog hosting sites that
host one million or more blogs alone. 

• More than 12 million American
adults currently maintain blogs. Six
percent of the entire U.S. population
has created blogs.

And the blogosphere is home to a
vast population of blog readers as well,
expanding a bloggers’ sphere of influ-
ence to an almost unimaginable de-
gree. For example:

• In the U.S. alone, more than 57
million people read blogs. 

• More than 120,000 blogs are cre-
ated every day. There are more than
1.4 million new blog posts every day.

• 22 of the 100 most popular Web
sites in the world are blogs. 

• 37 percent of blog readers began
reading blogs in 2005 or 2006.

• Blogs have become “legitimate”
news sources for many consumers, and
blog sites like perezhilton.com, slash-
dot and others have reached record
numbers of visitors.

Businesses have begun to under-
stand the value of the blogosphere
both as a community of consumers
and as a resource for important infor-
mation about consumer behavior. In
fact, 89 percent of companies surveyed
by the Pew Internet and American
Life Project (www.pewinternet.org)
say they think blogs will be more im-
portant in the next five years. 

Here’s why: 
• Blog readers average 23 hours on-

line each week. 
• 1.7 million American adults list

making money as one of the reasons
they blog.

All that is available
Market researchers are challenged
with the responsibility to collect all of
the consumer feedback data that is
available, anything that may provide
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the answers clients seek, whether by
surfing the Web, blog mining or gath-
ering intelligence from key influ-
encers.

The open source nature (free from
the influence of specific questions) of
Web-based blog information engen-
ders a level of quality difficult to
achieve outside of the blog environ-
ment because it helps businesses view
their products through consumers’
eyes, without preconceived questions -
i.e., the buzz factor. This lack of bias
can be incredibly valuable in the early
stages of a campaign when determin-
ing brand positioning. In addition,
blog mining can be valuable for main-
taining a pulse on consumer opinion
over time and observing trended data.

Think of it as the Jeopardy! of
market research; the answers are
out there for questions that haven’t
even been asked yet.

That said, we believe the appropri-
ateness of buzz monitoring varies de-
pending upon the client and/or the
situation. We find it’s most useful for
clients who want to determine the
level of buzz surrounding the launch
of a new product or campaign, an ex-
tremely positive or negative story in
the press or competitive activity. For
some clients it may be necessary to
monitor buzz throughout the year, for
others it might only be necessary
when something significant occurs. 

Missing out
Consider your next research project.
Perhaps you are trying to uncover
consumer opinion about a particular
product or service from a specific de-
mographic, which may be made up of
core users of your product. 

Are you missing out on new prod-
uct uses that you might not have
imagined? Are you neglecting valuable
information from non-core users -
people who may be using the product
in different way? 

Take, for example, Breathe Right
strips, Hush Puppies shoes or Red
Bull energy drinks. All of these prod-
ucts were launched and targeted for
specific uses. Over time, as the prod-
ucts were exposed to more buyers,
new product uses and user groups

The
Physicians
Consulting Network

111 Howard Boulevard
Mt. Arlington, NJ 07856

www.pcnonline.org

The source of verified healthcare professionals

The Physicians Consulting Network is the industry’s premier
source for healthcare research. This comprehensive and
respected network provides access to the critical insights of an
extensive range of physicians and other medical professionals.

Since 1998, we’ve carefully selected our physician panel from
AMA specialty listings, expanding and updating the panel over
time to include a wide variety of healthcare professionals. Our
strong, ongoing relationship with panelists helps ensure high
participation rates and fast responses.

With PCN’s reputation for integrity, physicians trust us to treat
information regarding their prescribing practices with the
strictest confidentiality. All PCN services—from data collection
and programming through proprietary software that produces
exemplary real-time study results—are handled in-house.

Our staff of technical experts and project managers work
closely with our clients to solve their custom research
challenges, quickly and cost-effectively.

To learn more about the distinct advantages of PCN for
your research needs, contact Porter Hibbitts or Tom Simpson
at 800.241.2953.

www.quirks.com January 2008 | Quirk’s Marketing Research Review   |  37

http://www.pcnonline.org
http://www.quirks.com


began to emerge. Because market re-
search studies are intended to capture
the opinions of core users, or specific
demographics, companies may have
missed valuable feedback from non-
core users. With Breathe Right strips,
the product was marketed and in-
tended for use by athletes, but sales
began to increase as a sub-group of
the general population (snorers) were
directed toward the product, in many
cases by their physicians. 

Of course, this is a fortunate prob-

lem to have, but imagine the benefits
of this intelligence in the early stages
of a market campaign. Do you sup-
pose the users might have been blog-
ging about the success they were hav-
ing? What about the spouses of the
snorers? How many of them might
have been blogging about it?

Gauging the effects
Can you imagine assessing the impact
of a PR disaster in real-time? Or
gauging the effects of positive PR?

Data collection could prove an in-
valuable tool for gauging the mood
of consumers relative to PR disasters.
For instance: How are consumers re-
acting to a food distributor’s efforts
to repair damage in consumer confi-
dence after inadvertently distributing
tainted products? As mentioned
above, blogs and bloggers have influ-
ence; their views are posted for all to
read. With real-time feedback in
hand, imagine your company’s ability
to plan disaster recovery.

And, taking this thought a step fur-
ther, think about monitoring chang-
ing perceptions after your company
has made changes to its product or
service. Wouldn’t it be great to be
able to measure the goodwill or posi-
tive feedback generated and to have
the intelligence you need to better
message these changes?

Let’s look at a recent Hall &
Partners client experience. The
client, a dynamic new category en-
trant with a loyal following, was
steered toward blog mining to
monitor Internet-based buzz fol-
lowing a particularly negative inci-
dent that received a lot of publicity.

Traditional methods (omnibus and
tracking research) showed within the
first week following the PR blitz
that the vast majority of category
users were aware of the incident and
that some negative attitudes had sur-
faced about the brand. Web monitor-
ing showed a corresponding spike in
mentions for the brand, but it was
discovered within the first week that
the most active and vocal consumers
were quick to rise to the brand’s de-
fense and point out how other
brands had suffered similar service is-
sues. So, while the volume of discus-
sion about the client’s brand in-
creased significantly in the first three
weeks following the incident (three
times the usual amount), the propor-
tion of negative buzz was not any
higher than what was seen before
the incident occurred. Then, through
continued monitoring, it was deter-
mined that the more positive view of
the brand’s advocates spread through
a larger group of consumers.

In this case, Web monitoring was
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important in two ways: First, it clari-
fied the real nature of the brand buzz
out there. Secondly, it clearly demon-
strated the power of vocal, active digi-
tal consumers. Importantly, just as we
are seeing with relationships between
new and traditional media, new digital
research is complementing traditional
research rather than taking its place. In
this case, the Web monitoring provid-
ed a robust, real-time pulse about
consumer sentiment while traditional
tracking provided depth of under-
standing among category users and
client loyalists to supplement the Web
monitoring trends among a broader
online population. 

Blog mining is a new means of
gathering consumer feedback that
should not be dismissed. That said, it is
not an ideal means of gathering feed-
back in all cases, nor do we view this
as a research replacement. Blog mining
should be considered a research sup-
plement, one that yields rich insights
that may not be possible via tradition-
al methodologies as evidenced in the
case study above.

Mine the wealth
The technology exists today to mine
the wealth of consumer information
out there in the blogosphere. New
data mining/predictive software uses
“bots” (also called Web crawlers or
spiders) to journey around the Web
gathering very specific information.
These scripts (small bits of software)
methodically browse the Web for the
right information - the information it
is programmed to find.

We view Internet-based data col-

lection as an excellent way to supple-
ment traditional marketing tech-
niques with unbiased, real-time con-
sumer data. We now have an
opportunity to incorporate behav-
ioral data (monitoring what people
really say and do on the Web) with
attitudinally-based research findings
to make sense of the new, digital
consumer. Researchers can be there
to mine all the Internet-based infor-
mation available to help clients deliv-
er better products and services.  |Q
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In the November 2007 edit ion of Quirk’s, Kurt Knapton of
e-Rewards and Rick Garlick of Maritz Research penned an ar-
ticle titled, “Catch Me If You Can.” This article focused on the

problem of poor-quality panelists and how they can be detected and
minimized within a particular online study. The basis of the article
was a cooperative study conducted by e-Rewards and Maritz Re-
search that tried to better understand the severity of the problem,
how it can be detected and what can be done to minimize the in-
fluence of undesirable panelists. 

A number of important conclusions were drawn from this coop-
erative effort:

• Undesirable respondents are apparent in online research and are
a cause for concern.

• Significant differences were noted in the response patterns be-
tween undesirable and desirable respondents.

• Eliminating poor-quality respondents positively impacts data validity.
Since that article was published, Maritz Research has conducted a

number of Maritz Polls to better understand how poor-quality respon-
dents impact data quality. While differences were found in response pat-
terns in the earlier work, this article’s purpose is to provide additional
learning on how these differences actually impact the data and, most
importantly, the decisions we make based upon that data.

Better understanding
Based on learning from the previ-
ous Maritz Poll, our overall objec-
tive was to gain a better under-
standing of the specific response
patterns of undesirable respondents
– and if they differed significantly
from those of desirable respon-
dents. Undesirable respondents
were put into three categories:

• Fraudulent – respondents who intentionally misrepresent them-
selves in order to qualify for a survey or intentionally provide false
or misleading answers.

• Inattentive – respondents who do not pay attention or do not
provide thoughtful answers when completing a survey.

• Speeders – those who complete an online survey in an unrea-
sonably short period of time.

Since critical business decisions may be at stake, the risk of making
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a bad decision based on data pro-
vided by poor-quality respondents
can be significant.

While our initial work helped us
better understand the severity of
the problem - how we can effec-
tively detect undesirable respon-
dents and what we can do to mini-
mize the problem - we were still
left with a number of important
questions about the data:

• Do undesirable respondents
provide different response patterns
than truthful and engaged respon-
dents? 

• If differences are noted, are they
meaningful?

• Can we identify response pat-
terns that will help us better identi-
fy poor quality in future studies?

• Do we increase our risk of
making a poor decision by includ-
ing poor-quality respondents in the
data set?

Debate within the community
The first step in the process was to
identify fraudulent or inattentive
respondents within the survey by
setting a number of overt traps.
Overt traps involve embedding
specific questions within the survey
to serve as traps. There is debate
within the research community

about using such overt traps. Some
argue that overt traps tip the re-
spondent to our intention and
make them more aware they are
being watched - which in turn
makes them harder to catch when
they exhibit cheating behavior.
While we recognize this situation
may occur, we haven’t seen any ev-
idence that the judicious use of
trap questions makes the respon-
dent more sensitive to our inten-
tions. As such, we recommend they
be employed in each online survey
- again, in a judicious manner.

A variety of traps were employed

within the Maritz Polls when they
were deemed appropriate and with-
in the context of the survey design.
Examples of the types of traps em-
ployed are as follows:

• “Red herring” - providing a
fake brand or service for awareness,
usage and “purchase most often”
questions - e.g., Tagrill fuel, Tagrill
Airlines, Teen Town.

• Consistency of answer – fact-
based questions asked at the begin-
ning and end of survey - e.g., ask
for zip code at beginning of survey
and state of residence at end.

• Oppositely-worded - opposite
statements that respondent agrees to
- e.g., “I always buy the most ex-
pensive item on the menu,” “I al-
ways buy the least expensive item
on the menu.”

• Specific instruction - respon-
dent is instructed to check a specif-
ic response - e.g., “Please check
slightly disagree.” Note: We pur-
posely instructed them to check ei-
ther the second or fourth item in a
five-point scale to guard against in-
correctly categorizing them as at-
tentive, as straightlining typically
involves the use of the end or mid-
dle points in the scale.

The Maritz Polls, which served as
the basis for this analysis, are con-
ducted on a regular basis throughout
the year. Topics for each of these
surveys varied and included: insur-
ance, automobiles, retail shopping

Red herring Consistency Oppositely- Specific 
of answer worded instruction

Retail 10% 0.1% NA 35%

Airlines 8% NA NA 18%

Technology NA* 4% 43% 36%

Insurance 3% 1% 51% 26%

Auto 17% 19% NA 8%

Travel NA NA NA 6%

Employee NA 1% 18% 8%

Financial NA NA NA 14%

*Not asked on this survey

Table 1: Percent Trap Failure
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habits, travel, technology, airlines
and employee engagement. The
sample parameters also varied for
these studies, but for the most part
we ended with a sample of 1,000
respondents, split evenly between
genders. A variety of online panel
suppliers were employed for these
polls to determine if quality varied
within a given panel supplier. Sur-
vey length varied from 10 to 20
minutes. 

The studies that serve as the basis
for this analysis were conducted
over a six-month period, typically
every four weeks. This worked in
our favor since we approached this
topic with little empirical evidence
and were unsure what to expect. As
we completed these studies and an-
alyzed the data we began to intro-
duce new variables into subsequent
studies to gain a more complete
picture of the data quality situation.
Later studies helped us better un-
derstand the following:

• Does placement of a trap have
an impact on inattentiveness, i.e.,
does disengagement increase as the
survey length increases?

• Do long grids encourage disen-
gaged behavior?

• Does length of grid have an
impact on inattentiveness? 

Being sensitive to the issue of
overt vs. covert traps, we also con-
ducted analysis of the summarized
data set to look for inconsistency in
response, straightlining and speeding.

Failure rate
To begin, let’s review the failure
rate we witnessed across the various
Maritz Polls.

As shown in Table 1, failure rates
were quite high for oppositely-
worded and specific-instruction
tasks. While this finding was initial-
ly surprising, subsequent explo-
ration found this is consistent with
other research in this area (e.g.,
Doxus - “Satisficing Behavior in
Online Panelists”).

Also evident in this data was the
varying failure rate from study to
study. This is attributed to three

factors: subject matter of the ques-
tionnaire, length of survey and the
inclusion of long grids and more
complex tasks and exercises. Long
questionnaires (20+ minutes) and
those containing long grids or ex-
ercises had the highest percentage
of trap failures.

We also tested a number of addi-
tional hypotheses regarding place-
ment of the traps within the survey.
Our findings:

• Failure rates were comparable,
whether the trap was at the begin-
ning, middle or end of the survey. 

• Placing the trap within a grid
or as a stand-alone question did not
impact failure rate. 

• Breaking a long grid into small-
er grids did not impact the failure
rate for the specific instruction trap.

These additional findings would
lead us to believe that a disengaged
respondent enters the survey in that
state of mind - which conflicts
with our earlier finding that failure
rates were higher for surveys con-
sidered long, boring and more
complex. Whether we encourage
poor behavior by subjecting pan-
elists to long, complex and boring
surveys is a question that requires
additional investigation.

Inconsistent responses
We focused additional analysis on
disengaged respondents - those un-
able to follow a simple instruction -
e.g., “Please check slightly disagree”
or who provided inconsistent re-
sponses (I always buy the most ex-
pensive item; I always buy the least
expensive item). 

In three of the studies (retail,
technology and insurance) we ex-
perienced high failure rates for
these questions. There were com-
monalities among these studies - all
were 20+ minutes long, contained
long attribute ratings and the sub-
ject matter was not particularly in-
teresting.

Based on our data analysis from
these three studies, we uncovered
the following patterns that differen-
tiated disengaged from engaged:

Awareness, usage, purchase
Disengaged respondents exhibited a
consistently higher (significant) lev-
el of awareness, usage and purchase
compared to engaged respondents
(retail survey). The reason for this is
not known, although it could be
surmised that providing positive re-
sponses at qualification-type ques-
tions will improve their chances of
not being terminated.

Attribute ratings
Straightlining was strongly evident
among fraudulent/inattentive re-
spondents in all three studies. 

When straightlining was evident,
fraudulent/disengaged respondents
primarily chose the midpoint of the
five-point scale. 

Significant differences were noted
for the vast majority of the attrib-
ute ratings. Engaged panelists were
more likely to spread their respons-
es among the top three boxes in the
five-point scale, while disengaged
where clustered at the midpoint.
This resulted in significantly higher
(positive) attribute rating scores for
the engaged sample. 

Brand ratings
For questions related to brand rela-
tionship, emotion and personality
there were significant differences
noted between the two groups.
Disengaged respondents were sig-
nificantly more likely to connect an
emotion or personality to a brand
than engaged respondents - by in-
dicating a yes vs. no. Yes was the
first response on the display and
easiest for the disengaged respon-
dent to select.

Negative impact
Our ultimate objective was to de-
termine if including data from
fraudulent or inattentive respon-
dents would have a negative impact
on decision-making. We have nu-
merous examples to choose from to
help answer this question.

• Despite the significant absolute
differences in awareness, usage and
purchase we did not see a change
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in relative rankings of the brands
on these measures. 

• Midpoint straightlining by the
disengaged sample led to lower
overall attribute ratings - however
the relative rankings of any of these
attributes did not change. 

• Absolute differences noted in
the brand ratings (relationship, emo-
tion, personality) did not impact the
relative positions of the brands. 

These examples indicate that rel-
ative rankings were not impacted
by the inclusion of poor-quality re-
spondents. If ranking is more im-
portant than absolute score, then
decision-making would not be im-
pacted. However, this situation
would change if objectives or tar-
gets were set for the various meas-
ures, such as awareness, usage or
purchase. In addition, there would
be concern if this was an ongoing
tracking study. If the balance of un-
desirable/desirable is not main-
tained, we would expect to see a
spurious movement in scores at

each wave. The same impact could
occur if we became more vigilant
in future waves and reduced the
number of undesirables that are part
of the ending sample. 

Behavior is evident
This exercise’s purpose was to gain
a better understanding of the issues
we face when poor-quality respon-
dents are included in the data set.
We conclude the following:

• Fraudulent and inattentive be-
havior is evident in studies involv-
ing online panels.

• Fraudulent or inattentive pan-
elists answer differently than truth-
ful or engaged panelists.

• Straightlining and satisficing be-
havior are more likely among
fraudulent/inattentive respondents.

• While relative position of
brands/attr ibutes was not im-
pacted by the inclusion of disen-
gaged respondents for these stud-
ies, care should be taken if this
data is collected as part of an on-

going tracking study 
A word of caution: This was by

no means an all-encompassing or
complete evaluation of the impact
of inattentive or disengaged pan-
elists on data quality. Work by other
researchers both supports and re-
futes these findings. However, the
fact that we have uncovered consis-
tent differences in a number of dif-
ferent studies should serve to
heighten awareness and raise the
caution flag.

Ultimately, we must all be more
vigilant in identifying and remov-
ing undesirable respondents - or
minimizing them - at every step of
the research process. This vigilance
goes beyond simply setting traps in
surveys. We must establish best
practices at each step in the re-
search process to ensure we are
providing only the highest quality
data available. The risks of making a
bad decision, based on poor-quality
data, are much too great to ignore
the issue.  |Q
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It is well documented that packaging has a direct impact on sales,
most notably in influencing many purchase decisions that take place
at the point of sale. Research studies also repeatedly find that inno-

vative packaging systems (new shapes, materials, dispensing systems,
etc.) are very powerful in their ability to differentiate brands, justify
price premiums and/or increase brand loyalty.

Just as often, however, potentially valuable packaging innovations are
not implemented. These missed opportunities are often rooted in the
fact that marketers and engineers speak different languages and ap-
proach packaging from nearly opposite perspectives:

• Packaging engineers tend to consider packaging primarily in terms
of its functionality and focus on rational benefits (easier-to-open, etc.).

• Brand managers tend to think primarily in terms of return on in-
vestment and focus on incremental costs and sales revenue.

Since many packaging innovations require significant up-front invest-
ments (for retooling, etc.) and/or incremental costs-per-unit (via more
expensive materials), they often turn into a roadblock of sorts: Engi-
neers can demonstrate that the new system provides a functional bene-
fit, but they can’t provide marketers with the evidence (of increased
sales revenue) that they need to justify an investment.

Consumer research can bridge this gap and help companies make
informed packaging development and investment decisions. With

this thought in mind, I’ll discuss
how research can help gauge the
business value of new packaging
innovations. I’ll also point out sev-
eral potential barriers to innova-
tion, which are rooted in the way
that companies approach and assess
new packaging systems.

Benefit greatly
When new packaging concepts are
first developed, they benefit greatly

from qualitative research (in-depth discussions with small numbers of
target customers), which provides the insight needed to identify and
address concerns. Conversely, quantitative research (surveys with
hundreds of people) is inherently less diagnostic, and it typically
leads companies to declare winners and losers (and to simply discard
the latter). For example, in a recent study, we found that a new pack-
aging structure for liquid soap was strong on a functional level but
had a shape that suggested a lower-end product. If we had conducted
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survey research, this idea would
have simply been rejected. Howev-
er, the qualitative research setting
allowed us to pinpoint the source
of the problem and guide refine-
ments that saved the idea.

In fact, the way companies test
new ideas can also stifle innovation
by killing ideas before they are fully
developed and refined. Here, the
problem is often rooted in what we
call the rush to judgment. Given the
costs of creating functional proto-
types, companies are eager to gather
numerical evidence before investing

further in a concept. This leads them
to present new concepts to customers
through drawings and written expla-
nations, which rarely produce the
same depth of feeling from customers
as a functional package. As a result,
these studies will often understate the
impact of a new structure: They will
generate the precise numbers desired
for decision-making, but they may be
misleading numbers. Overall, at the
early stages of packaging exploration
and development, more will be
learned from watching 20 people ac-
tually use and discuss a package than

from surveying 200 people regarding
a drawing and/or concept statement.

From the marketers’ perspective,
however, qualitative research is often
not enough. Due to the small sam-
ple sizes (usually 20-30 people),
qualitative research cannot provide
numerical data. In addition, it is far
removed from the purchase experi-
ence, and thus cannot provide evi-
dence of impact on shoppers’ deci-
sion-making. Therefore, while focus
groups are valuable in providing ini-
tial direction and narrowing down a
wide range of options, they are not
an appropriate tool for document-
ing the added value or the business
impact of a packaging innovation.
For this reason, survey research is
needed to justify investments in
new packaging systems and guide
final go/no-go decisions.

Document potential benefits
Of course, the value of quantitative
research is tied directly to its compre-
hensiveness. Specifically, it is impor-
tant that survey research document
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all the potential benefits of a
new/proprietary structure. In our ex-
perience, we’ve seen that a new
packaging system can influence shop-
pers on three levels: 

1. Increased shelf impact/visibility
A unique packaging approach can

be a valuable weapon in the battle for
consideration and recognition at the
point of sale. The difficulty of break-
ing through shelf clutter should not
be underestimated: Our studies have
shown that even when shoppers are
directly considering a category, over
one-third of the brands displayed are
ignored completely. However, a
unique, engaging structure can help
ensure that a product consistently
draws shoppers’ consideration and
drives impulse purchases. 

2. Enhanced product perceptions and
brand imagery (before use)

Time and again, we’ve seen that
packaging structures can influence
product perceptions. Women’s anti-
perspirant packaging provides a
good case in point. In a study, we
found that Dove’s taller, thinner

package suggested a more feminine
and clean product than competing
products that were housed in thick-
er and more uniform packages. In
other words, even though it did not
provide a rational/functional advan-
tage, it increased the likelihood that
shoppers would buy Dove. An
“own-able” structure or delivery
system (such as Coca-Cola’s con-
toured bottle) can also provide a
powerful linkage to brand heritage
or relevant imagery. In a study, for
example, we found that a certain
shape conjured up customers’ mem-
ories of old milk bottles, and linked
to their nostalgia for simpler times
in a consistently positive way.

3. Functionality and satisfaction after use
Of course, a new structure that

provides functional benefits can lead
to an improved usage experience, in-
creased customer satisfaction and ul-
timately to stronger brand preference
and loyalty. However, it is important
to remember that only people who
use the product will experience the
functional benefits. In other words,

unless a packaging innovation is
clearly visible and/or well communi-
cated, it may not contribute signifi-
cantly to business value.

In order to document all of these
potential sources of value, a compre-
hensive packaging study should sim-
ulate both the shopping and the us-
age experience. Moreover, it should
measure a packaging system’s shelf
visibility and impact on product per-
ceptions before usage. If the packag-
ing gets lost on shelf, or if it sends
the wrong initial message, it will nev-
er get the chance to function. 

Document the impact
Ultimately, to provide “evidence” that
a new packaging system will provide
business value, it is necessary to simu-
late the introduction of the new sys-
tem and document its impact on
shoppers’ decisions. 

For this reason, the single most im-
portant principle is to evaluate each
new packaging innovation on a
monadic basis, in the context of
competitive packaging. In other
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words, one group (cell) of target
shoppers (perhaps 100-150 category
shoppers) should encounter the cur-
rent packaging in the context of pri-
mary competitors - and be asked to
evaluate each package and make a
purchase decision. Another matched
group of 100-150 target shoppers
should encounter the new/proposed
packaging in the identical competitive
context - and go through an identical
interview process (evaluating pack-
ages, stating preferences, etc.). 

By comparing data across the dif-
ferent groups (those who saw cur-
rent packaging vs. those who saw
proposed packaging), a study can
document the impact of a packag-
ing innovation on consumers’ atti-
tudes (implied product perceptions,
brand imagery, perceived function-
ality, anticipated pricing, etc.) and,
more importantly, on their prefer-
ences/purchase decisions. In other
words, a study can isolate and meas-
ure the impact of a packaging in-

novation along two measures di-
rectly related to business value: 

• the impact on preference vs.
competition (market share);

• the ability to justify a higher
price without losing share (pricing).

These measures allow marketers
to translate functional benefits into
an informed estimate regarding the
economic impact of a packaging
change. Specifically, they allow mar-
keters to address the primary ques-
tions on their mind: 

• “If we introduce the new package
without changing the price, will we
pick up enough market share to jus-
tify the investment?”

• “Will we will be able to pass along
the additional five cents per unit with-
out losing any market share?”

Conversely, the most misleading
findings come from studies in
which companies attempt to proj-
ect the added value of a new pack-
aging system by asking people di-
rectly about how much more they
would pay for a particular benefit.
Unfortunately, pricing is perhaps
the single area in which customers
are least likely to be honest with
interviewers. In other words, if you
ask a person directly if he or she
would pay more for a new and
better package, the answer will
usually be no. However, if you in-
troduce that better packaging sys-
tem at a slightly higher price, you
may very well find that people do
not notice the difference, or are ac-
tually willing to pay more. 

Commitment and process
Ultimately, we’ve found that innova-
tion is a question of commitment
and process. The exceptional compa-
nies recognize the potential value of
proprietary packaging, and they in-
vest the time and resources needed
to properly develop and fully assess
new concepts. As importantly, the
marketers and packaging engineers
in these companies speak the same
language through mutually-under-
stood research processes and meas-
urement systems. For if there is
one reality in the marketing world,
it is “That which is not measured
is not fully valued.”  | Q
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The market is changing, and the time has come to redesign the package
of that old established brand. This will revitalize the brand, the market-
ing manager supposes. Or, a new product with great promise emerges

from the laboratory and a new package must be created from scratch. In both of
these instances, the process of developing a new package tends to be the same.
The package design firm attempts to get the client (the brand manager, the new
products manager, the marketing vice president, etc.) to lay out the vision for
the new package.

In a perfect world, the client would have a clear vision and accurately
communicate this vision (meaning marketing goals and packaging objec-
tives) to the package designers. However, the manufacturer’s vision is of-
ten clouded with confusion and omission, and the result is no direction
or poor direction for the new package design work.

Regardless of the clarity of the manufacturer’s vision, the package de-
sign firm goes off, ponders the vagaries of the universe and creates 20 or
30 rough designs for the new package. Typically, these designs are
screened by the marketing executives and a few designs are chosen for
further development. These finalists then go through another round of
managerial reviews and a new design is chosen, based on the “expert”
judgment of the marketing staff.

The stage is now properly set for a marketing disaster; poor package
design is often a major cause of marketing failure.

Never smart enough
If the marketing professionals had
flawless judgment, marketing melt-
downs could be avoided. Unfortu-
nately, marketing departments are
never smart enough to see the mar-
ket, or the new package, through
the eyes of the average consumer.
The marketing staff knows too
much and is blinded by that knowl-
edge. The marketing staff is biased
by the mythologies of their profes-
sion, industry and company. The
marketing staff is rarely similar to

or representative of the ultimate consumers of the product (the mar-
keting professionals tend to be much better educated and much high-
er in income than their customers). Also, marketing folks are often
shielded by the corporate bureaucracy from the realities of the messy,
helter-skelter marketplace. Lastly, two or three marketing executives
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are too small a sample for their deci-
sions to be statistically reliable.

So, marketing executives and their
judgments cannot be trusted. Can we
turn to research for assistance, or is the
research itself flawed?

Marketing research is not perfect. It
has its biases and its blindness. Re-
search tends to favor the status quo.
It’s an inherent bias in virtually all
marketing research. This tends to
mean that an existing package, the
benchmark, will almost always
outscore a new package design. This
bias must be understood and taken
into account in interpreting the results
of packaging tests. There are many
other research pitfalls (sampling prob-
lems, study design issues, questionnaire
problems, analytical problems, etc.)
that can invalidate the research. That’s
why you must often rely on re-
searchers with some gray hair, wrin-
kles and humility to help oversee the
research design and the interpretation
of the research results. Despite its limi-
tations, research improves the odds of
success, compared to three or four ex-
ecutives sitting around a conference
table.

Back to the beginning
What are the keys to using research to
develop and evaluate package designs?
Let’s go back to the very beginning of
the process, the prepackage design
phase. The research should ideally be-
gin at the beginning. Good qualitative
research can be invaluable in helping
marketing executives set the correct
goals and objectives for the new pack-
age design. This qualitative research
should include an ethnographic com-
ponent, the observation of shoppers
in a natural retail environment, and
perhaps in a usage environment. How
do consumers shop the category?
How much time do they spend in
front of the display? How many pack-
ages do they pick up? How many
shoppers read the details on the label?
How many packages of what sizes are
purchased? How does the consumer
interact with the package in the home
before, during and after usage?

After observations of actual shop-
ping and usage behavior, in-depth in-
terviews should be the next step. What

are the primary motivations and per-
ceptions that drive brand choice? Are
respondents aware of brand names or
do they buy based on the color and
design of the package? Are they aware
of advertising in the category, and are
they aware of advertising for specific
brands in the category? Can they re-
member and describe the existing
packages in the category? What do
they remember, or think they re-
member, about these packages? Do
they buy one brand only, or shop
around and buy different brands from
week to week? How frequently do
they buy the category and the brand?
How frequently do they interact
with the package once it arrives in
the home? A breakfast cereal pack-
age, for example, might sit on the
breakfast table every morning for a
week before the package is discarded.
A frozen-food package, on the other
hand, may only be seen once when it
is pulled from the freezer and
opened. What are the advantages and
disadvantages of the packaging and
graphic designs for each of the major
brands in the category? All of these
little details, once fully understood,
can help the marketing professionals
set clear and relevant goals for the
new package design. Helping to de-
fine and set the correct goals at the
outset of the design process is per-
haps the single most important con-
tribution of research. Once the de-
sign goals are set, the package
designers are ready to go to work.

As noted, the designers will typical-
ly create a large number of rough de-
signs (anywhere from 10 to 30 or
more early-stage designs). The goal of
research at this point is to identify the
better designs and screen out the
“dogs.” Typically, this screening is done
via online surveys. A sample of 200 to
300 target audience consumers are
shown all of the rough designs (that is,
each respondent sees every one of the
designs in randomized order) and an-
swers several questions about each de-
sign, such as:

• attention value;
• purchase interest, based solely on

the package design;
• uniqueness or dissimilarity to

competitive packages; and

• fit to or compatibility with the
brand.

The results of these questions are
combined into a scoring model so
that all of the package designs can be
ranked from best to worst. The output
of the model is the identification of
the four or five “better” designs.

Note: an alternative approach at this
early stage is the creation of a number
of rough package designs with the el-
ements systematically varied according
to a choice-modeling experimental
design. In this approach, each respon-
dent sees a test package in a competi-
tive context and chooses the package
she would buy. Different respondents
see different sets of package designs,
with different elements, illustrations
and messages. Then, the statisticians
crunch all of the numbers and mathe-
matically infer the importance of the
various variables and measure the rela-
tionships among the variables. Based
on this enhanced understanding of the
utility or importance of different vari-
ables that make up the package de-
sign, a small number of improved
package designs can be created for the
final stages of testing. 

Fine-tuning
Regardless of method, once the “bet-
ter” designs are identified, they are of-
ten put through another round of
qualitative research (generally, depth
interviews are better than focus
groups as they can dig down into the
details more extensively). The goal of
this qualitative research is improve-
ment and fine-tuning of the better
package designs. Every little detail of
each design is explored in these one-
on-one interviews, searching for any
little tweak that could improve con-
sumer reactions to the packages. 

The final step is to take each of the
“better” designs, as improved by the
qualitative review, and test each design
against a constant set of major com-
petitive packages. Ultimately, each
package design must be evaluated in
the context of this competitive envi-
ronment. Each test package is placed
in a simulated display, similar to a dis-
play the consumer might see in a typ-
ical store. Each package design is test-
ed monadically among a representative
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sample of target-market consumers
(identical or matched samples of con-
sumers see each test package in a
competitive context). At this stage,
sample sizes might be 300 to 500
consumers per package design. Some
of the key measurements are:

• attention value of the package
design;

• purchase intent and share of mar-
ket versus competitive packages;

• expected purchase frequency;
• brand fit or compatibility;
• image projected by the package

design; and
• pricing expectations related to the

package design.
Naturally, one of the matched sample

cells is exposed to the existing package
design in the same competitive context
as a control or benchmark (the existing
package). The test package must come
very close to, or equal, the results for
the existing control package, before a
change to a new package is recom-
mended (remember, the status quo bias
in marketing research).

The exact nature of the testing at

this final stage can take many forms.
For example, displays can be simulated
and the testing accomplished online.
Virtual online simulations of in-store
environments with simulated shopping
displays can be used as the format for
the final testing. Or, actual displays can
be constructed and target market con-
sumers recruited for in-person inter-
views. Tachistoscopes (or timed expo-
sure) can also be employed to show
the packages for fractions of seconds to
help identify the attention value and
recognition of various package ele-
ments (ideally used as a supplement to
traditional methods), and/or eye-track-
ing cameras can be used to see which
package elements attract the eye in
what order (again, recommended as a
supplement to traditional methods).

If there is any possibility that the
new package design will negatively af-
fect the product inside, in reality or in
perception, an in-home usage test (or
test in the product’s natural usage en-
vironment) is always recommended.
The product in its new package is
placed in homes of target consumers

and they are asked to evaluate only
the product itself. These results can be
compared to results for an identical
in-home usage test of the existing (or
old) package. If the new package im-
proves perceptions of the product in-
side, then you may choose to invest
more money in introducing the new
package. If the new package negatively
affects perceptions of the product,
then you should go back to the draw-
ing board and start over.

Great care
In the final evaluation of new package
designs for an established brand, great
care must be taken to ensure that the
new package design is not so different
as to break continuity with existing
consumers. We have seen radical new
package designs trigger precipitous
declines in a brand’s market share. The
greater a brand’s market share, the
greater the risks associated with a rad-
ical change in package design. If a
brand has a tiny market share, the
downside risks of a new package de-
sign are much lower. Any radical
change in package design for an estab-
lished brand should be supported with
massive advertising, as though a totally
new product were being introduced.

Finally, if a brand is not adequately
supported with media advertising,
the packaging must play a greater
role in the brand’s marketing. With-
out advertising support, the face of
the package must be thought of as
the principal advertising medium.
This makes packaging research even
more important, because the package
has to carry the preponderant bur-
den of marketing the brand.

Positive momentum 
An optimal package can create posi-
tive momentum for a brand. Major
competitive packages change from
time to time, however, and destabi-
lize the product category, so pack-
age designs must be updated peri-
odically and the whole research
cycle must be repeated. Packaging is
a moving target. Winning the com-
petitive battle at the final point of
purchase, the ultimate moment of
truth, is the promise and potential
of good packaging research.  | Q
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The value of mystery shopping as a management tool seems to
be unquestionable. The increasing numbers of businesses that
use internal or external shopping programs and the variety of

businesses that utilize mystery shopping speak well to its value. Howev-
er, value is dependent on program design. This article supports the
proposition that mystery shopping can provide both operational and
strategic data if designed to do so. Without forethought and careful
planning, mystery shopping will be a step or two short of reaching its
potential as a value-added business tool.

Spoken in contemporary terms, mystery shopping is a tough gig! It
can yield great results or produce turmoil within the organization. It
can devour thousands of hours of internal employee time as quick as a
tiger or run month after month without a hitch. As a casual motiva-
tional tool or a component of a sophisticated incentive program, mys-
tery shopping must have leadership and be managed as a value-added
component that measures business processes and personnel perform-
ance. Experience tells us failure is most likely due to a lack of internal
leadership, leadership in the shopping firm or an organizational discon-
nect between strategy and front-line implementation, which in itself is
a leadership and management issue.

Focus on goals
Mystery shopping must focus on goals and these goals require periodic

review. Without goals, the folks who
sit around a big table reviewing
budgets will likely ask these ques-
tions, “Why are we doing this?” and
“How does mystery shopping in-
crease our margins?” Goals are often
tilted toward the function within the
organization that owns mystery
shopping. Operational folks have
their shopping agenda as do market-
ing and human resources. I knew of
a food services organization that had
three distinct shopping programs. It
was so confusing to front-line per-

sonnel they never even looked at the reports but eagerly accepted the
incentives. Just as a camel is known as a horse designed by a commit-
tee, a questionnaire with 95 questions is one that was designed by an
organization without specific goals for the shopping program. After all,
while most shoppers are intelligent people, not many have the 155 IQ
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it takes to accurately complete a 95-
item questionnaire.

First, a decision must be made that
defines strategic and operational pa-
rameters. This usually begins with
clearly defining the owner of the
program. Human resources owners
often focus on selection and training
or design a system to administer in-
centive programs. While the market-
ing folks are brand-driven, the opera-
tions personnel often want to know
how mystery shopping will affect in-
centives and bonus. None of these
approaches are wrong but there are
risks in designing a process that en-
compasses several agendas. Having
said that, I believe mystery shopping
can be designed to meet both opera-
tional and strategic needs. However,
this decision must be made early in
the design process.

Conceptually, operational shops are
more likely to gather descriptive data
and shops that are geared more to
the strategic side are designed to
gather descriptive and predictive data.
For example, while yes/no questions
are appropriate, they have very little
value for higher-level analysis. Scaled
questions are appropriate for each.
However, the type of scale used is of-
ten a point of discussion. Some prefer
a forced-choice, even scale and some
an odd-numbered scale with a neu-
tral point. Since some of the strategic
calculations are based on variance, a
longer scale will likely produce more
variance and make the calculations
more definitive. I’m not a big fan of
a 10-point scale because the typical
American mind believes that five is
the mathematical midpoint of 10. I

do, however, prefer a six-point
forced-choice scale. It forces the re-
spondent to make a conceptual
choice between agree/disagree, im-
portant/unimportant or other con-
cepts and it opens the scale a bit far-
ther than a five-point with a
fence-sitting value.

If the questionnaire is designed to
produce data which can be used op-
erationally as well as strategically the
value to the organization becomes
much greater. For example, it is great
to have daily, monthly and quarterly
data that can be used for operational
monitoring, incentives, financial per-
formance and many other purposes.
In the long run, it is also advanta-
geous to define the best predictors of
overall satisfaction and other critical
factors. It is important to understand
that out of 30 or so questions, three

or four have the most impact on
overall satisfaction. This process iden-
tifies and defines strategic focus.

Data plateau
A new shopping program generally
produces positive improvements for a
few months and then the data
plateau. If incentives are part of the
process, they too plateau and internal
dissatisfaction with the shopping pro-
gram grows. Managers and employees
will be heard saying, “It’s the same
old stuff month after month. They
are saying the same things over and
over.” A strategic look at the data
will not change this but will pro-
vide insight into further improve-
ments and perhaps a different focus
for the mystery shopping program.
Mystery shopping should be a
learning and evolving process and
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while core questions are set in
stone, much of the focus should be
subject to change. In fact, the ability
to evolve and grow should be a core
feature of the program.

Figures 1 and 2 depict a corporate-
wide look at the impact of food de-
livery time on the shopper’s percep-

tion of returning to this restaurant.
An operational view may tell each
manager this is an issue on a quarter-
ly basis. However, from a strategic
standpoint, in this case, after over
4,000 shops at over 150 locations in
one year, the data speak well to the
issue of prompt service. If program

design permits, corporate process
and policy makers have several op-
tions. One, utilize regression to
identify which service variables are
indeed the best predictors of overall
satisfaction. Two, compare data from
specific business processes and per-
sonnel performance to service stan-
dards, thereby establishing improve-
ment metrics. And three, determine
if customer perceptions match per-
sonnel and process strengths and if
business processes utilize personnel
strengths to the fullest extent. When
one combines the information in
these two charts with other data
pointing out that 80 percent of
those who said their service needs
were not met also indicated they
“definitely will not return,” there is
an obvious need to examine the en-
tire service sequence strategy.

There may also be other hidden or
less obvious issues. For example, if a
top-notch waiter has a two-hour
prime-time window, he is thinking
about three table turns during that
time. At an average ticket per table of
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$60 he will make about $36 in tips
in this two-hour time frame. How-
ever, if the kitchen is slow to deliv-
er he misses a table turn and re-
ceives $24 in tips and begins
looking for a different job. Opera-
tional data will suggest a need to
examine the service sequence and
strategic data will confirm the need
for policy and process change.

Limited sampling capacity
We must keep in mind that as a re-
search tool, mystery shopping has a
very limited sampling capacity. It is a
customer’s perception and random-
ness is only found by sampling day of
the week, time of day, service or
product, etc. Some shopping systems
include shopper demographics,
which support further analysis of
shopping data. Mystery shopping is a
transaction-based process from an op-
erational standpoint and more of a
relationship-based process from a
strategic view. This leads to a basic
dilemma. A shopper who has not
shopped several times at a given

client’s business does not have the ca-
pacity to respond accurately to rela-
tionship questions. This shopper may
provide an expert perspective of the
transaction but lacks the relationship-
based perspective of a frequent cus-
tomer.

Operational and strategic shopping
processes rely on qualitative and
quantitative data. In a nutshell, scaled
and yes/no questions often answer
the question, “How are we doing?”
Open-end questions and verbatim
comments often address the issue of,
“What must we do to improve?” A
good coding system will turn verba-
tim comments into very useful strate-
gic data. For example, 2,000 com-
ments may be coded into a dozen or
so categories. These categories may
then be utilized to describe and un-
derstand certain situations and pro-
vide clues to improving business
processes and personnel performance.
A process that combines factor analy-
sis with regression can yield a sophis-
ticated weighting system for mystery
shopping data and eventually dismiss

questions that do not contribute to
the process. This process may reduce
a 65-item questionnaire to a 40-item
questionnaire and actually improve
the validity of the instrument, there-
by effectively using a strategic ap-
proach to maintaining a contributing
and functional shopping program.

Operational and strategic value
Mystery shopping should, and can,
have both operational and strategic
value to the organization. However,
overall program design will deter-
mine how the balance between the
two actually contributes to logical
improvements. Most organizations
seek and hire the talent needed to
make sound business decisions. They
rely on the wisdom of the decision
makers and objective data to support
intelligent decision making. Mystery
shopping programs that are designed
to be flexible and provide operational
and strategic data are a tremendous
business tool and can bring consider-
able value to the organization.  |Q
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The study found that 55 percent of
newspaper Web site-only users are fe-
male, while 48 percent of crossover
users are female. The main reasons
newspaper Web site-only users cited
for using newspaper Web sites in-
clude: accessing local news (84 per-
cent); entertainment information (74
percent); food or restaurant informa-
tion (58 percent).

Newspaper Web site-only users are
Web-savvy group: 52 percent write
or read blogs and 46 percent have
joined a Web community. 

The two segments differ in the
time of day they are using newspa-
pers. Crossover users are more like-
ly to read their printed newspaper
in the morning (63 percent read
the printed newspaper before 10
a.m.) and access their newspaper
Web site in the afternoon or
evening (46 percent). 

Newspaper Web site-only users are
more likely to access the Web site in
the morning (49 percent of Web site-
only users access the Web site before
10 a.m. vs. 34 percent of crossover
users). Eighty-seven percent of
crossover users report that their time
spent with newspaper media has in-
creased or remained the same versus
only 12 percent who say time spent
has decreased. For more information
visit www.nnnlp.com.

Do-Not-Call Registry a rare
success story
Not only does the Federal Trade
Commission’s (FTC) Do-Not-Call
Registry continue to have great
success, but the agency has also
done well at alerting people that
their registration expires and a re-
newal is necessary. 

Just under three-quarters (72 per-
cent) of Americans have registered
their telephone numbers for the Do-
Not-Call Registry. Of those who
have registered, very few people say
they get as many telemarketing calls
as before they signed up (6 percent)
and only 1 percent say they get more
than before they signed up. One in
five (18 percent) report that they

currently get no telemarketing calls
with three in five (59 percent) re-
porting that they still get some, but
far less than before they signed onto
the Registry and 14 percent saying
they get some, but a little less than
before they registered.

These are the some of the results
of a Harris Poll of 2,565 U.S. adults
aged 18 or over surveyed online be-
tween October 9 and 15, 2007 by
Harris Interactive, Rochester, N.Y.

While seven in 10 of those who
are registered (71 percent) say they
know that the Do-Not-Call Registry
expires and they will have to renew
their registration, 29 percent unaware
of this fact. Interestingly, those in the
West and those who have post-grad-
uate degrees are less likely to be
aware they will have to renew their
registration (33 percent for both). 

What is a true testament to the
success of the Do-Not-Call Registry
is the overwhelming response when
those who are signed up are asked if
they will renew their registration. Al-
most everyone (96 percent) says that
they already have or will renew their
registration. One-quarter (25 percent)
have already done so and 71 percent
plan on renewing their registration.
Just 2 percent say they will not and
an additional two percent are unsure.

With the pessimistic attitude to-
ward a great deal of what Washington
does, it is rare to see a government
agency enjoying such a success as the
FTC and the registry. When very
strong majorities of Americans not
only sign up for something that the
government proposes, but then also
say it is working, that is worth not-
ing. Further evidence of how well
Americans regard this program is in
the 96 percent who plan to renew.
For more information visit
www.harrisinteractive.com.

Most feel attending worship
services gave them good
moral foundation
Study results released by Ellison Re-
search, Phoenix, Ariz., show that
only 7 percent of all American adults
have not had any point in their lives
when they regularly attended reli-

gious worship services (attendance of
once a month or more). Just over
half of all adults (51 percent) say
they currently attend religious wor-
ship services of some kind once a
month or more, leaving 42 percent
who can be considered lapsed -
meaning they attended regularly at
some point, but no longer do so.

Most of this previous atten-
dance was during childhood. Nine
out of 10 adults attended religious
worship services regularly at some
point before the age of 18, in-
cluding 86 percent of those who
no longer attend today

However, it appears childhood at-
tendance is becoming less and less
common. Among people who do not
regularly attend worship services to-
day, 24 percent of those under age 35
also did not attend as a child, com-
pared to 13 percent among people
age 35 to 54, and just 9 percent of
those 55 or older.

The findings are from a study in-
dependently designed and conduct-
ed by Ellison Research among a
representative sample of 1,007
American adults. The sample was
balanced by gender, age, income,
race and geography. 

Most Americans who attended re-
ligious services at some point dur-
ing childhood look back on their
experience in a positive way. Sixty-
six percent believe their religious
attendance before age 18 gave them
a good moral foundation, 62 per-
cent say it’s something they are glad
they did, 57 percent believe it gave
them important religious knowl-
edge, 50 percent believe it helped
them grow spiritually, 47 percent
feel it helped them prepare for life
as an adult, and 43 percent say it
deepened their spiritual faith.

On the other hand, 19 percent be-
lieve their childhood experiences
turned them off to organized reli-
gion, 15 percent believe their child-
hood religious attendance is not rele-
vant to their life today, and 13 percent
feel it helped send them down a dif-
ferent spiritual path than the one they
were taking at that time. 

Not surprisingly, attitudes about

Survey Monitor 
continued from page 8
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childhood religious involvement vary
substantially according to whether
the person is still regularly attending
religious services. Among those who
currently attend services, the vast ma-
jority have positive things to say
about their childhood religious atten-
dance. For instance, 62 percent be-
lieve it helped them grow spiritually,
and 75 percent believe it gave them a
good moral foundation.

But even among those who have
abandoned regular religious atten-
dance, the view of their childhood
attendance is more positive than
negative. On the positive side, 55
percent feel their childhood reli-
gious attendance gave them a good
moral foundation, 48 percent say it
gave them important religious
knowledge, 35 percent believe it
helped them grow spiritually, 34
percent feel it helped them prepare
for life as an adult, and 27 percent
say it deepened their spiritual faith.
On the negative side, 31 percent
say their childhood attendance
turned them off to organized reli-
gion, and 24 percent believe their
childhood involvement is not rele-
vant to their life today. Thirteen
percent believe it sent them down
a different spiritual path than the
one they were on at that time.

All in all, 51 percent of Ameri-
cans who attended religious wor-
ship services at some point during
childhood, but who do not cur-
rently do so, still say they are glad
they attended as a child.

Fifty-six percent of all adults who
attended religious services in child-
hood feel that attendance has made
them more interested in religion as
an adult, including 33 percent who
say it has made them much more
interested in religion. Only 18 per-
cent believe childhood attendance
decreased their interest in religion
as an adult, including 11 percent
who believe it strongly decreased
their interest. The remaining 26
percent believe their childhood at-
tendance did not impact their inter-
est in religion as an adult.

Again, these numbers vary dramati-
cally according to whether the per-
son is still regularly attending reli-

gious services. Among those who
currently attend, 78 percent believe
childhood involvement increased
their interest in religion as an adult,
while 14 percent feel it had no im-
pact, and 8 percent say it decreased
their interest in religion. Among
those who do not currently attend
services regularly, 30 percent still be-
lieve childhood attendance increased
their interest in religion, while 40
percent believe it had no impact, and
30 percent feel it decreased their in-
terest in religion.

Seventy-three percent of adults
who attended worship services at
some point before age 18 feel this at-
tendance has had a positive influence
on their life, including 40 percent
who feel it has had a highly positive
influence. Eighteen percent say their
attendance as a child did not influ-
ence their life at all, while just 8 per-
cent feel it had a negative influence
on their life (including only 2 per-
cent who feel childhood religious at-
tendance had a highly negative influ-
ence on them).

Among those who continue to at-
tend worship services as an adult, 87
percent believe attending as a child
had a positive influence on their life,
while only 4 percent say it had a
negative influence. But even among
those who no longer attend religious
services, 56 percent believe their
childhood attendance had a positive
influence on their life, including 21
percent who say it had a strongly
positive influence. Thirty percent see
no influence on their life from their
childhood religious involvement, and
14 percent believe it negatively influ-
enced them, including just 3 percent
who believe the negative influence
was strong.

All adults who attended religious
services as a child can therefore be
divided into six categories: 48 per-
cent believe attending as a child had
a positive influence on their life, and
they continue to attend services to-
day; 5 percent believe attending as a
child had no influence on their life,
but they continue to attend services;
2 percent believe attending as a child
had a negative influence on their life,
but they still continue to attend serv-

ices; 25 percent no longer attend
services, but they believe attending as
a child had a positive influence on
their life; 14 percent no longer at-
tend, and believe attending as a child
had no influence on their life; and 6
percent no longer attend, and believe
attending as a child had a negative
influence on their life 

These findings should refute claims
that having children attend religious
services will negatively impact them,
says Ron Sellers, president of Ellison
Research. “There have long been
claims from some in the atheist com-
munity that taking children to reli-
gious services is harmful to their de-
velopment,” he says. “According to
the vast majority of adults who have
themselves been through the experi-
ence, this is simply not true. Only
about one out of every 17 people
who attended religious services at
some point during their childhood
feel this had a negative influence on
their lives and no longer attend serv-
ices. At the same time, almost three
out of four believe it had a positive
influence on their lives, whether or
not they still attend. Today’s adults
are, by and large, glad they attended
worship services at some point dur-
ing their childhood.” 

These findings should have some
influence on parents who may be
deciding whether or not to have
their children attend religious servic-
es, Sellers says. “Today’s adults are
over 20 times more likely to feel at-
tending worship services in child-
hood had a highly positive influence
on them than to say this had a high-
ly negative influence on them. Even
adults who no longer are involved in
religious attendance are seven times
more likely to cite childhood reli-
gious attendance as a highly positive
influence on their lives than as a
highly negative influence. Clearly,
most adults believe the reward far
outweighs the risk when it comes to
childhood religious involvement.”
For more information visit
www.ellisonresearch.com.
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(e.g., company name) built into the
text and modified via the wizard.
Adding the user’s corporate logo
and selecting from a number of
available design layouts personalizes
the survey further. The process con-
cludes when Vovici SurveyNOW
provides the user with required ele-
ments to invite respondents to take
the survey. For more information
visit www.vovici.com/surveynow.

ESRI offers business
segmentation tools
The new ArcGIS Business Analyst
Segmentation Module from Red-
lands, Calif.-based ESRI integrates
with ArcGIS Business Analyst
desktop software, enabling organi-
zations to generate specialized
market segmentation reports by
geographic area, such as zip codes
and block groups.

With the Segmentation Module, or-
ganizations can identify the customer

segments that promise the highest re-
turn on investment from marketing
campaigns, allowing them to focus
their marketing and merchandising
strategies on these segments.

The foundation for the Segmenta-
tion Module is 2007 Community
Tapestry data at the block group ge-
ography level and consumer survey
data from Mediamark Research Inc.
Doublebase 2005. Community Tap-
estry is a segmentation system that
classifies U.S. residential neighbor-
hoods into 65 distinctive segments
based on their socioeconomic and
demographic composition. It is based
on a segmentation methodology de-
vised by demographers, geographers
and statisticians. This information is
designed to provide insight into
which consumer types would be
most likely to buy certain products
and services, enabling organizations
to develop effective merchandising
strategies that resonate with today’s
changing consumer tastes.

ArcGIS Business Analyst desktop
software provides the GIS tools nec-
essary for performing customer pro-

filing, trade area analysis and business
applications such as site evaluation
and selection. Because the Segmen-
tation Module integrates into Ar-
cGIS Business Analyst, users can esti-
mate product usages and market
potential, perform competitive analy-
ses and discover secondary markets
for their products and services. The
Segmentation Module makes it pos-
sible for market analysts to generate
reports and maps based on segmen-
tation data that is relevant, precise
and accurate and to plan clear-cut,
well-defined marketing strategies.
For more information visit
www.esri.com/basegmodule.

Product aids data processing
for multi-wave surveys
Paris-based research software firm
Askia has released askiasurf, a new
product designed to help research
companies and their clients with data
processing tasks when working with
trackers and other multi-wave sur-
veys. Instead of reprocessing contin-
uous survey data each time, askiasurf

Product and Service Update
continued from page 12
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allows users to define a “relational
path,” forming a direct link between
raw data and the analysis and report-
ing stage. When analysis takes place,
all the data are combined logically,
rather than physically, which cuts out
the traditional restructuring and re-
processing of data. For more infor-
mation visit www.askia.com.

Simmons, KMR partner for
media measurement
KMR North America and New
York-based Simmons, which part-
nered previously by linking the
KMR Compose Survey and Software
Tool to the Simmons NCS study,
have developed a new set of vehicle-
specific channel platform drivers that
link Compose to the Simmons Mul-
ti-Media Engagement Study.

Using proprietary surveys and ana-
lytical techniques the Compose plan-
ning platform incorporates consumer
drivers in a software tool that allows
users to quantify brand communica-
tion objectives and develop enhanced
brand strategies. The current Com-
pose Engagement Product contains
41 product categories, 33 channels
and over 1,000 individual TV, maga-
zine and online vehicles within the
Compose integrated communications
planning platform.

Compose demonstrates the context
in which consumers relate to ads
across platforms and for individual
media vehicles while allowing the
Compose user to then take into ac-
count how many consumer targets
will be exposed to that ad. This ap-
proach to planning allows the user to
overlay transactional data obtained
from any TV, magazine or Internet
audience measurement source and
evaluate planning alternatives with
either actual or projected audience
estimates. For more information visit
www.kmr-group.com.

ORC offers tools for customer
relationship eval, generating
PR buzz with surveys
Opinion Research Corporation
(ORC), Princeton, N.J., has

launched its Customer Experience
Evaluation tool, an online survey
process designed for small and mid-
sized companies to assess the health
of their customer relationships. The
Customer Experience Evaluation
tool provides real-time delivery of
customer opinions on issues that
can impact business revenue, prof-
itability, competitive differentiation
and market positioning.

ORC’s Customer Experience
Evaluation tool is designed to give
businesses insight into customer per-
ceptions on issues such as the compa-
ny’s image/reputation; the value of
products/services relative to cost; ease
of doing business with the company;
quality; level of service; and competi-
tive offerings. It can also help identify
likely growth customers as well as in-
dicate which may pose risks to exist-
ing revenue streams and profitability.

Separately, Opinion Research Cor-
poration and public relations firm the
Hastings Group have unveiled PR
PLUS, a “PR-friendly survey in a
box” service. PR PLUS is designed
to help boost media coverage of
sponsors’ business issues, products and
services. Intended primarily for cor-
porations and organizations with lim-
ited or no dedicated PR resources,
PR PLUS is also aimed at agencies,
companies or trade associations that
lack extensive experience with the
design, delivery and promotion of
media-targeted surveys. PR PLUS is
available in two tiers: full-service and
advisory service. Full-service includes
survey concepting through post-news
event follow-up. The narrower advi-
sory service includes consulting on
topics such as brainstorming ways to
integrate a survey into a client’s
broader PR efforts or development
of news release and related survey
fact sheet. For more information visit
www.opinionresearch.com.

Briefly
London researcher Toluna plc now
allows its panel members to conduct
their own research using polls, opin-
ion reviews and debates. At

www.toluna.com, members can cre-
ate, share and report on the results
of polls and opinion debates across
any topic. Every poll or debate cre-
ated by users is open to U.K. pan-
elists to answer and each member
can see a demographic report of the
results. The polls can also be posted
on users’ own Web sites or blogs.

Advertising Ratings Company,
Glendale, Calif., is now offering
ACE (Advertising Creative Effec-
tiveness) Scores, which rate advertis-
ing’s creativity and effectiveness ver-
sus just how many people are
watching. ACE Scores are designed
to tell advertisers which spots are
effective and which are not and
why. For more information visit
www.werateads.com.

BIGresearch, Columbus, Ohio,
has released its BIG Dashboard,
which utilizes consumer insights
from BIGresearch’s Consumer In-
tentions and Actions (CIA) Surveys.
The data can be customized and
trended over the last 36 months by
specific retailers or consumer
groups by choosing segments from
a drop-down menu. Segments in-
clude: future purchase intentions
(90-day) by merchandise category
(20 categories); purchase intentions
(next six months) - durable goods;
store channel shares; and purchase
deferrals. For more information vis-
it www.bigresearch.com.

ComScore Marketer, a new inter-
active search intelligence service
from Reston, Va. research firm com-
Score Inc., is designed to enable
search marketers and Web site oper-
ators to benchmark their perform-
ance versus competitors and opti-
mize the ROI from their search
marketing efforts.

It can: identify high-performing
search terms at a site and category
level; analyze searchers and the use
of search terms by demographic
segment; and find out who is com-
peting on search terms to identify
prime affiliate marketing partners.
For more information visit
www.comscore.com.
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by Morris Wilburn, an associate re-
search director with Milwaukee re-
search firm Market Probe, was re-
cently selected as a finalist in the
National Best Books 2007 Awards
sponsored by USAbooknews.com.
The awards recognized 500 win-
ners and finalists in over 140 cate-
gories covering print, audio books
and courses, e-books and interac-
tive CD-ROMs. Awards were pre-
sented for titles published in 2007
and late 2006.

G & S Research Inc., Indi-
anapolis, received a 2007 Business
Ethics Award from the Better Busi-
ness Bureau of Central Indiana.

Research firm Greenfield On-
line Inc., Wilton, Conn., has been
named to Deloitte’s Technology Fast
50 Program for Connecticut, a
ranking of the 50 fastest-growing
technology, media, telecommunica-
tions and life sciences companies in
the area by Deloitte & Touche USA
LLP. Rankings are based on the per-
centage revenue growth over five
years from 2002-2006.

Arbitron’s Portable People Meter
was selected as one of Time maga-
zine’s best inventions of 2007.

New accounts/projects
London research firm SKOPOS
Market Insight has added Soccerex,
a global convention and exhibition
for the soccer business, as a client.

Montreal research firm Groupe
Voxco Inc. has added two new
clients in New Zealand. The Ministry
of Social Development of New
Zealand has purchased the firm’s Vir-
tual Call Center. And New Zealand
research firm Consumer Link is using
Voxco Command Center for its
phone and Web surveys as well as its
panel management needs.

The Nielsen Company,
Schaumburg, Ill., has signed agree-
ments with eight convenience store

retailers including Circle K, Cum-
berland Farms, Murphy USA, Valero
and Wilson Farms. Under the cen-
sus agreements, Nielsen will provide
consumer product goods manufac-
turers with access to weekly data
and sales information for the con-
venience retailers’ corporate stores,
enabling manufacturers to analyze
granular insights and implement
plans at the store-level. The agree-
ments represent a total of 7,400
stores in the U.S.

New companies/new
divisions/relocations/
expansions
Arbitron Inc., New York, an-
nounced that Red Zebra Broadcast-
ing has signed a multi-year agree-
ment that includes Portable People
Meter ratings services when the serv-
ice is introduced in Washington, D.C. 

Separately, urban adult contem-
porary radio station KJLH-FM has
signed a multi-year agreement for
the Arbitron Portable People Me-
ter ratings service in Los Angeles
when the service is introduced in
that market. And Liberman Broad-
casting, a Spanish-language broad-
caster, has signed a five-year con-
tract for Portable People Meter
radio ratings services. The agree-
ment covers 16 Spanish-language
radio stations in Dallas, Houston
and Los Angeles.

Company earnings reports
In the third quarter ended Septem-
ber 30, 2007, Germany-based GfK
exceeded the results achieved in the
prior year. Organic sales growth in
the first nine months of 2007 stood
at 5.5 percent. Overall, sales rose by
4.2 percent to EUR 833.9 million.
The development in sales at the
GfK Group was adversely affected
by negative currency effects in the
amount of 1.9 percent. Adjusted
operating income increased to
EUR 102.5 million. At 12.3 per-
cent, the margin came close to the
prior year’s high figure of 12.5 per-
cent. There was a disproportionate-
ly high increase in EBIT of 7 per-
cent to EUR 90.3 million.

Consolidated total income rose by
12.7 percent to EUR 51.2 million.
The cash flow from operating ac-
tivity showed a year-on-year in-
crease of 34.3 percent to EUR
111.9 million, already exceeding
the figure for the whole of 2006.

Harris Interactive, Rochester,
N.Y., released financial results for its
first quarter of fiscal 2008, which
ended September 30, 2007. Com-
parative results are for continuing
operations only and exclude the
firm’s rent and recruit business,
which was sold in August 2007.

Driven by contributions from re-
cent acquisitions in Germany, Cana-
da and Asia, fiscal first quarter rev-
enue was up 17 percent.
Consolidated pro forma organic
revenue was up 4 percent, led by a
6 percent organic revenue increase
in the United States.

Fiscal first-quarter operating in-
come was $1.6 million, up 58 per-
cent when compared with operating
income of $1 million last year. Net
income for the quarter was $1.1
million, or $0.02 per diluted share,
up 23 percent when compared with
the first quarter of fiscal 2007. 

Bookings, including $6.2 million of
bookings contributed by recent ac-
quisitions, were $50.8 million, up 18
percent when compared with $42.9
million of bookings for the same pe-
riod a year ago. Organic bookings
grew 4 percent in the quarter.

Paris-based Ipsos reported rev-
enues for the first nine months of
2007 of EUR 664.2 million. That
figure reflects: organic growth of 9.2
percent in the first nine months and
7.5 percent in the third quarter; a
consolidation effect of 2.5 percent;
and a negative currency effect of
3.4 percent due to the decline in
the U.S. dollar and other currencies
against the euro.

The Nielsen Company B.V.
announced its financial results for
the third quarter and the nine
months ended September 30,
2007. Reported revenues for the
third quarter were $1,188 million,

Research Industry News
continued from page 14
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an increase of 11 percent over rev-
enues for third quarter 2006 of
$1,070 million. Excluding the im-
pact of currency fluctuations, and
the deferred revenue adjustment in
2006, third-quarter revenues in-
creased 7 percent. Reported rev-
enues for the nine months ended
September 30, 2007 were $3,429
million, up 11 percent over the pro
forma revenues for the nine
months ended September 30, 2006
of $3,089 million. Excluding the
impact of currency fluctuations,
and the deferred revenue adjust-
ment in 2006, revenues for the
nine months increased 6 percent.

Reported operating income for
the third quarter of 2007 was $77
million compared to pro forma op-
erating income of $90 million in
the third quarter 2006. The third-
quarter 2007 results were negatively
impacted by $79 million in restruc-
turing costs. The third-quarter 2006
pro forma results were impacted by
$43 million in compensation agree-
ments and recruiting expenses for
certain corporate executives, and
$11 million from the deferred rev-
enue adjustment.

For the first nine months of
2007 reported operating income
was $233 million compared to pro
forma operating income for the
first nine months of 2006 of $196
million. The nine-month 2007 re-
sults were negatively impacted by
$134 million in restructuring
charges and $16 million in connec-
tion with compensation agreements
and recruiting expenses for certain
corporate executives. The nine-
month pro forma 2006 operating
income of $196 million was im-
pacted by $74 million from the de-
ferred revenue adjustment and $43
million in compensation agree-
ments and recruiting expenses for
certain corporate executives.

For the quarter and nine months
ended September 30, 2007, Chica-
go-based SPSS Inc. reported
record third-quarter revenues of
$72.3 million, a 12 percent increase
from $64.7 million in the third
quarter of 2006. New license rev-

enues were $34.5 million, up 15
percent from $30 million in the
third quarter of 2006. Operating in-
come increased 29 percent to $12.5
million, or 17 percent of total rev-
enues, from $9.6 million, or 15 per-
cent of total revenues, in the third
quarter of 2006. Reported operat-
ing income for the third quarter of
2007 includes $1.2 million in
charges related to previously an-
nounced R&D facility closures and
consolidation.

Diluted earnings per share (EPS)
in the 2007 third quarter were a
record $0.41, compared to $0.28
for the same period last year. These
results included charges for share-
based compensation of $1 million
and $1.9 million in the third quar-
ter of 2007 and 2006, respectively.

Revenues for the nine months
ended September 30, 2007 totaled
$211.4 million, an 11 percent in-
crease from $190.4 million in the
same period last year. New license
revenues were $101.8 million, up
14 percent from $89.2 million in
the 2006 nine-month period. Op-
erating income increased 54 per-
cent to $34.8 million, or 16 per-
cent of total revenues, from $22.6
million, or 12 percent of total rev-
enues, for the same period in
2006. Operating income in 2007
includes charges of $1.9 million
for restructuring and R&D facility
closures. Charges for share-based
compensation were $5.5 million
and $5 million in the first nine
months of 2007 and 2006, respec-
tively. EPS for the 2007 nine-
month period was $1.16, com-
pared to $0.63 for the same period
in 2006. The effective income tax
rate for the 2007 nine-month pe-
riod was 39 percent, compared
with a 37 percent effective tax
rate in the same period last year.

Cash at September 30, 2007 was
$297.1 million, up from $140.2
million on December 31, 2006.
Cash flow from operations for the
nine months ended September 30,
2007 totaled $51.5 million com-
pared with $26 million for the
same period last year.
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At Wilton, Conn.-based Green-
field Online Inc., financial re-
sults for the third quarter ended
September 30, 2007 showed total
net revenue of $32.3 million for
the third quarter of 2007 as com-
pared with $24.9 million for the
same period in the prior year for
an increase of $7.4 million or 29.9
percent of which approximately $1
million or 4.2 percent was due to
currency effects.

For the Internet survey solutions
segments, total third-party net rev-
enue was $24.1 million for the
third quarter of 2007, as compared
with $19.8 million for the same
period in the prior year for an in-
crease of 22 percent.

For the comparison shopping
segment, total third-party net rev-
enue was $8.2 million for the
third quarter of 2007, as compared
with $5.1 million for the same pe-
riod in the prior year for an in-
crease of 60.7 percent.

Total gross profit was $23.7 mil-
lion or 73.3 percent of revenues
for the third quarter of 2007, as
compared with $18.9 million or 76
percent of revenues for the same
period in the prior year and $22.6
million or 73.2 percent of revenues
for the second quarter of 2007.

Operating income was $4.7
million for the third quarter of
2007 or 14.5 percent of revenue,
as compared to operating income
of $2.5 million or 10 percent of
revenues for the same period in
the prior year.

Net income for the third quar-
ter of 2007 was $3.3 million as
compared with net income of $1.8
million for the same period in the
prior year.

Net cash flow provided by oper-
ating activities was $3.4 million for
the third quarter of 2007 as com-
pared to $5.8 million for the same
period in the prior year.

For the third quarter of 2007,
non-GAAP adjusted EBITDA was
$8.5 million or 26.3 percent of
revenue, as compared to non-
GAAP adjusted EBITDA, exclud-
ing restructuring and one-time

charges, of $6.7 million, or 27.1
percent of revenue for the same
period in the prior year.

In results for the third quarter
ended September 30, 2007, Na-
tional Research Corporation,
Lincoln, Neb., reported a quarterly
revenue increase of 5 percent; a
quarterly net income increase of 7
percent; quarterly diluted earnings
per share of $0.36; and quarterly net
new contracts of $2.5 million.

Revenue for the quarter was $14
million, compared to $13.3 million
for the same period in 2006. Net
income for the quarter was $2.5
million, or $0.36 per basic and di-
luted earnings per share, compared
with net income of $2.3 million, or
$0.34 per basic and diluted earnings
per share, in the prior year period.

Revenue for the nine months
ended September 30, 2007, in-
creased 14 percent to $38.1 million,
compared to $33.5 million for the
same period in 2006. Net income
for the nine months ended Septem-
ber 30, 2007, increased 17 percent
to $5.7 million, resulting in $0.84
per basic and $0.82 per diluted
earnings per share, up 18 percent
and 17 percent, respectively, over
the same period in 2006.

Keynote Systems, San Mateo,
Calif., announced financial results
for its fiscal fourth quarter and year-
end ended September 30, 2007.
Revenue for the fourth quarter of
fiscal year 2007 was $17.8 million, a
3 percent increase compared to the
preceding quarter and a 17 percent
increase compared to the fourth
quarter of fiscal year 2006. Net loss
for the fourth quarter of fiscal year
2007, which included a $2.8 million
charge for deferred tax asset adjust-
ment, $1 million in stock-based
compensation expenses, and a
$717,000 charge for amortization of
intangible assets required under
generally accepted accounting prin-
ciples (GAAP), was $3.5 million, or
$0.19 per share. This compared to
net loss of $1.5 million, or ($0.09)
per share, for the preceding quarter,

and net loss of $6 million, or
($0.35) per share, for the fourth
quarter a year ago.

The non-GAAP net income for
the quarter was $2.2 million, or
$0.11 per diluted share, compared
to non-GAAP net income of $1.3
million, or $0.07 per diluted share,
for the preceding quarter, and non-
GAAP net loss of $797,000, or
$0.05 per share, for the fourth quar-
ter a year ago. The company defines
non-GAAP net income or loss as
net income or loss adjusted for pro-
vision for income tax, stock-based
compensation expense, and amorti-
zation of purchased intangibles less
cash tax expense. Non-GAAP net
income per share equals non-GAAP
net income divided by the weighted
diluted share count as of the period
end. Non-GAAP net loss per share
equals non-GAAP net loss divided
by the weighted basic share count as
of the period end.

Revenue for fiscal year 2007 was
$67.8 million, a 22 percent in-
crease compared to revenue of
$55.5 million for fiscal year 2006.
Net loss for fiscal year 2007 was
$4.7 million, or $0.27 per share,
which included a $2.8 million
charge for deferred tax asset ad-
justment, $4.1 million in stock-
based compensation expenses and
a $2.9 million charge for the
amortization of intangible assets.
This compares to net loss of $7.5
million, or $0.41 per share, for fis-
cal year 2006, which included a
$3.9 million charge for the adjust-
ment of the income tax benefit as-
sociated with the partial recogni-
tion of net deferred tax assets,
$3.7 million in stock-based com-
pensation expenses, a $2.4 million
charge for the amortization of in-
tangible assets, and a $840,000
charge for in-process research and
development associated with the
SIGOS acquisition. The non-
GAAP net income for the fiscal
year 2007 was $5.4 million, or
$0.28 per diluted share, compared
to non-GAAP net income of $2
million, or $0.10 per diluted share,
for the fiscal year 2006.
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This directory was compiled by sending listing forms to companies that have advertised a specialization in mystery

shopping. We list over 300 firms. In addition to the company’s vital information, we’ve included a cross-index sec-

tion of the type of mystery shopping services they offer (audio record shops, competitor shops, etc.). We have also

provided an expanded geographic cross-index to help you find a provider in a specific region. Want even more

expanded search options? Use the online version of this directory at www.quirks.com.
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A Closer Look, Inc.
Norcross, GA
Ph. 770-446-0590, ext. 106
info@a-closer-look.com
www.a-closer-look.com

A Customer’s Point of View, Inc.
McDonough, GA
Ph. 770-288-2717
getshopped@acpview.com
www.acpview.com

A Total Resource Group
Denver, CO
Ph. 303-813-0009
TotalResourceGrp@aol.com

A.I.M. Field Service
Apopka, FL
Ph. 407-886-5365 or 888-345-3465
info@patsaim.com
www.patsaim.com

AAR/All About Research
Westchester, IL
Ph. 708-562-9500
aarinfos@aol.com
www.marketresearchaar.com

AB Better Business World Wide
Vallentuna
Sweden
Ph. 46-8-5118-5110
info@betterbusiness.se
www.betterbusiness.se

AboutFace
Gainesville, GA
Ph. 678-989-2290
paige.hall@aboutfacecorp.com
www.aboutfacecorp.com

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

Action Research Group
Ocean Isle Beach, NC
Ph. 910-575-4765
dinoaction@aol.com
www.actionresearchgroup.org

Advanced Feedback
San Diego, CA
Ph. 800-261-4445
tori@advancedfeedback.com
www.advancedfeedback.com

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

Alexandria’s Marketing Co.
South Bend, IN
Ph. 574-243-1907
tony@alexandriasmarketing.com
www.alexandriasmarketing.com

Amusement Advantage, Inc., 
Mystery Shopping Svcs.
Arvada, CO
Ph. 800-362-9946 or 303-234-9946
sales@amusementadvantage.com
www.amusementadvantage.com

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

Any Small Town Market Research
(Formerly Klein Market Test/small town market
research)
Leawood, KS
Ph. 913-338-3001
kleinmarkettest@aol.com

AQ Services International, Asia
Singapore
Ph. 65-6223-0335
smulders@aq-services.com
www.aq-services.com

AQ Services International, Europe
2512 AA Den Haag
Netherlands
Ph. 31-70-331-95-00
info@aq-services.com
www.aq-services.com

AQ Services International, Japan
Toyoko
Japan
Ph. 81-03-3537-1809
japan@aq-services.com
www.aq-services.com

Arizona Market Research Services
Div. of Ruth Nelson Research Services
Phoenix, AZ
Ph. 602-944-8001 or 303-758-6424
azmktres@att.net
www.ruthnelsonresearch.com

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

ath Power Consulting Corporation
Andover, MA
Ph. 978-474-6464 ext. 106
esciarra@athpower.com
www.athpower.com

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

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

Bare International, Inc.
Fairfax, VA
Ph. 800-296-6699 ext. 3131 or 703-995-3131
mbare@bareinternational.com
www.bareinternational.com

Bare Associates Int’l. Europe
2018 Antwerp
Belgium
Ph. 32-3290-02-89
eaben@bareinternational.com
www.bareinternational.com

Bare International South America
Campinas, SP
Brazil
Ph. 55-19-3295-3509
mbare@bareinternational.com
www.bareinternational.com

Barnes Research, Inc.
Grand Rapids, MI
Ph. 616-363-7643
della@barnesresearch.com
www.barnesresearch.com

Barry Promotions, Inc.
Neptune, NJ
Ph. 800-899-6584 ext. 3
info@barrypromotions.com
www.barrypromotions.com

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

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

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

BestMark
5605 Green Circle Dr., Suite 200
Minnetonka, MN 55343-9602
Ph. 800-51-GUEST (514-8378)
info@bestmark.com
www.bestmark.com
Ann Jennings, CEO

Since 1986, BestMark has helped many of
America’s finest businesses systematically improve
the customer experience. Use our Delight
Management System™ to gather and evaluate feed-
back from multiple listening posts (mystery shops,
customer surveys, exit interviews, internal audits,
employee surveys and employment screen-
ing/management tools). With GuestLink™, our Web-
based management reporting tool, your managers
can instantly access this data and use it to optimize
performance. With a proven methodology and a
team of over 80,000 active field representatives
(and more than 350,000 on our waiting list),
BestMark has earned a reputation for providing
hard, actionable data and effective, seamlessly inte-
grated management solutions. 
(See advertisement on opposite page)

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

Beyond Marketing Group, Inc.
Winston-Salem, NC
Ph. 336-722-6270
newshop@beyondmarketinggroup.com
www.beyondmarketinggroup.com

Blackstone Group
Chicago, IL
Ph. 312-419-0400 or 800-666-9847
info@bgglobal.com
www.bgglobal.com
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BMA
Londonderry, NH 
Ph. 800-355-5040
peter@mystery-shopping.com
www.mystery-shopping.com

Business Evaluation Services
Bakersfield, CA
Ph. 888-300-8292 or 661-631-1074
ninag@mysteryshopperservices.com
www.mysteryshopperservices.com

Business Research Group, Inc.
Springfield, MO
Ph. 417-882-9666
brg1@mchsi.com
www.brgus.com

Capstone Research, Inc.
Fairfield, NJ
Ph. 973-575-6161
info@capstoneresearch.com
www.capstoneresearch.com

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

Certified Marketing Research Services
Kinderhook, NY
Ph. 518-758-6400 ext. 232
mbruno@certifiedmarketingresearch.com
www.certifiedmarketingresearch.com

CharColn Consulting Co., Ltd.
Shanghai
China
Ph. 86-21-6100-9400
info@charcoln.com
www.charcoln.com

Check Mark, Inc.
Cincinnati, OH
Ph. 513-753-8476 or 800-866-8836
kregister@checkmarkinc.com
www.checkmarkinc.com

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

Colorado Market Research Services
Div. of Ruth Nelson Research Services
Denver, CO
Ph. 303-758-6424
rnncmrs@aol.com
www.ruthnelsonresearch.com

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

Connections, Inc.
Birmingham, AL
Ph. 205-879-1255
jmjiconnections@mindspring.com

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

Convergys Customer Intelligence Services
Cincinnati, OH
Ph. 800-344-3000
marketing@convergys.com
www.convergys.com

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

CPResearch Group, Inc.
Birmingham, MI
Ph. 800-336-0159 or 248-540-5330
quotes@cpresearchgroup.com
www.cpresearchgroup.com

Creative Consumer Research
Stafford, TX
Ph. 281-240-9646
ppratt@ccrsurveys.com
www.ccrsurveys.com

Creative Consumer Research (Br.)
Tempe, AZ
Ph. 480-557-6666
ycave@ccrsurveys.com
www.ccrsurveys.com

Creative Consumer Research (Br.)
San Antonio, TX
Ph. 210-520-7025
ccrsanantonio@ccrsurveys.com
www.ccrsurveys.com

Creative Images Associates, Inc.
Lunenburg, MA
Ph. 978-582-7005 or 888-366-5460
ciaincorp@aol.com
www.creativeimage.net

CRG Mystery Shopping Ltd.
Nepean, ON
Canada
Ph. 613-596-2916 ext. 223
tconners@crgms.com
www.crgms.com

Crimmins & Forman Market Research
Southfield, MI
Ph. 248-569-7095
info@crimminsandforman.com
www.crimminsandforman.com

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

Custom Research Center, Inc.
Urb. San Francisco, San Juan, PR
Puerto Rico
Ph. 787-764-6877
parimalccrc@prtc.net
www.customresearchpr.com

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

Customer Connection, Inc.
Oklahoma City, OK
Ph. 405-491-0054
customerconn@sbcglobal.net
www.customerconnectioninc.com
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Customer Foresight Group, Limited
Toronto, ON
Canada
Ph. 416-651-0143 or 877-350-0143
enrico@customerforesight.com
www.customerforesight.com

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

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

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

Customer Service Profiles (CSP)
Omaha, NE
Ph. 800-841-7954 ext. 101
jberigan@csprofiles.com
www.csprofiles.com

Customerize, Inc.
San Diego, CA
Ph. 800-330-5948 or 858-538-8658
laura@customerize.com
www.customerize.com

Cutting Edge Research, Inc.
Shelbyville, KY
Ph. 502-633-1785
cutting_edge@insightbb.com

Cyba Stevens Management Group
Calgary, AB
Canada
Ph. 403-538-8038 or 888-336-3397
boyd.stevens@cybastevens.com
www.cybastevens.com

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

Datum Internacional SA
Lima
Peru
Ph. 51-1-215-0600
datum@datum.com.pe
www.datum.com.pe

Devon Hill Associates, LLC
La Jolla, CA
Ph. 858-456-7800
barbara@devonhillassociates.com
www.devonhillassociates.com

Dominion Focus Group, Inc.
Dominion Marketing Research, Inc.
Richmond, VA
Ph. 804-672-0500 or 804-672-1417
bana@dominionfocusgroup.com
www.dominionfocusgroup.com

DSG Associates, Inc.
2110 E. First St., Suite 106
Santa Ana, CA 92705
Ph. 800-462-8765
info@dsgai.com
www.dsgai.com
Michele Jowdy

Guaranteed data integrity and unsurpassed respon-
siveness highlight the mystery shopping system pio-
neered by DSG Associates, Inc. An industry leader
for more than 25 years, DSG works to a single stan-
dard: to get the work done right the first time, on-
time, on budget, with a smile. Our experience, expert-
ise and hands-on approach mean that whatever your
mystery shopping challenge: size, speed, complexity,
coverage or credibility, we can help you meet it suc-
cessfully. 
(See advertisement on this page)

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

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

EFG, Inc.
European Fieldwork Group
Ph. 866-334-6927
mike@efgresearch.com
www.efgresearch.com

ESA Market Research Ltd.
Ziggurat
St. Albans, Hertfordshire
United Kingdom
Ph. 44-1727-847572
esa@esa.co.uk
www.esa.co.uk

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

Excel Shopping and Consulting
Plano, TX
Ph. 877-278-7467
karen@xcelshop.com
www.xcelshop.com

FAQ Hawaii, Inc.
Honolulu, HI
Ph. 808-537-3887 or 888-537-3887
JItamura@faqhawaii.com
www.faqhawaii.com

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

Field Facts Worldwide
London
United Kingdom 
Ph. 44-20-7908-6600
niraj@fieldfacts.com
www.fieldfacts.com

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

Field Surveys & Audits, Inc.
Delafield, WI
Ph. 262-646-7034
kathy.aldridge@gmail.com
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Fieldwork Sydney Pty Limited
Parramatta, NSW
Australia
Ph. 61-2-8837-9999
markm@sydney.fieldwork.com
www.sydney.fieldwork.com

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

First Glance
Plain City, OH
Ph. 614-873-3110
firstglanceinc@msn.com

Focus on Service, LLC
Kennett Square, PA
Ph. 610-347-1301
dave@focusonservice.com
www.focusonservice.net

Focus Research, Inc.
Covington, LA
Ph. 985-867-9494
info@focusresearchinc.com
www.focusresearchinc.com

J. Franke Enterprises
Wayzata, MN
Ph. 952-454-8114
jefffranke@comcast.net

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

Friedman Marketing Services
Harrison, NY
Ph. 914-698-0800
paula.wynne@gfk.com
www.friedmanmktg.com

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

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

GfK Audits & Surveys
New York, NY
Ph. 212-823-5000
info@gfkauditsandsurveys.com
www.gfkauditsandsurveys.com

GfK Hellas Ltd.
115 28 Athens
Greece
Ph. 30-2-10-757-2600
grinfo@gfk.com
www.gfk.gr

GfK Slovenija d.o.o.
SI 1000 Ljubljana
Slovenia
Ph. 386-1-472-0300
info.gfk.si@gfk.si
www.gfk.si

GfK Turkey
Sisli, Istanbul
Turkey
Ph. 90-212-368-0700
esradalgic@gfkturkiye.com
www.gfkturkiye.com

Global Resource Management, Inc.
Bala Cynwyd, PA
Ph. 215-508-2590
gmartin@globalresourcellc.com
www.globalresourcellc.com

Graham & Associates, Inc.
Birmingham, AL
Ph. 205-443-5399
ceanes@grahammktres.com
www.grahammktres.com

Granite State Marketing Research, Inc.
Londonderry, NH
Ph. 603-434-9141
dot@gsmrinc.com
www.gsmrinc.com

Gulf View Research, LLC
New Orleans, LA
Ph. 800-357-8842 or 504-454-1737
gulfviewresearch@aol.com

Herron Associates, Inc.
GroupNet Indianapolis
Greenwood, IN
Ph. 317-882-3800 or 800-392-3828
indy@herron-research.com
www.herron-research.com

Herron Associates, Inc. (Br.)
GroupNet Tampa
Tampa, FL
Ph. 800-882-9472
tampa@herron-research.com
www.herron-research.com

Higbee & Associates, Inc.
Norman, OK
Ph. 405-364-1378 or 800-485-0326
higbeeassoc@sbcglobal.net

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

Hindsight Mystery Shopping
Sanibel Island, FL
Ph. 877-463-0587
hndsight@hndsight.com
www.hndsight.com

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

Hoed Mystery Shopping
Epping, NSW
Australia
Ph. 61-2-9876-3166
timbt@hoed.com.au
www.hoed.com.au

Hoffmann & Forcher Marketing Research
1010 Vienna
Austria
Ph. 43-1-585-45350
forcher@hf.co.at
www.hoffmannforcher.at

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

HR and Associates, Inc.
Clarendon Hills, IL
Ph. 630-789-0444
inquiries@hrandassociates.com
www.hrandassociates.com

ICC Decision Services
New York, NY
Ph. 800-444-1717
info@iccds.com
www.iccds.com

Illuminas
Central Hong Kong
Hong Kong
Ph. 852-2533-4608
jensen.wong@illuminas-global.com
www.illuminas-global.com

Image Checkers Mystery Shopping Services
Peoria, AZ
Ph. 623-261-9385
shelly@imagecheckers.com
www.imagecheckers.com

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

Indiana Research Service, Inc.
Fort Wayne, IN
Ph. 260-485-2442
ccage@indianaresearch.com
www.indianaresearch.com
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Informa Research Services, Inc. - Calabasas Office
26565 Agoura Rd., Suite 300
Calabasas, CA 91302
Ph. 800-848-0218
inquiries@informars.com
www.informars.com
Paul Lubin, Sr. Vice President

Conducts the finest market research and mystery
shop services available delivering accurate and rele-
vant measurements in the areas of employee sales
and service, customer satisfaction, closed account
research, focus groups, competitive performance, and
compliance testing. We offer a real-time and
online/Web accessible tool that measures client sat-
isfaction, ensures resolutions to issues raised, and
includes an accountability feature that motivates
and recognizes superior employee customer service. 
(See advertisement on opposite page)

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

Innotech Market Research Ltd.
Concord, ON
Canada
Ph. 905-882-8843
phil@innotechmarketresearch.com
www.innotechmarketresearch.com

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

Insula Research
Columbus, OH
Ph. 800-975-6234
brian.baker@insularesearch.com
www.insularesearch.com

Integrated Research Associates, Inc.
Cincinnati, OH
Ph. 513-361-2700
IRA@integratedresearch.com
www.integratedresearch.com

IntelliShop
Perrysburg, OH
Ph. 877-894-6349 or 419-872-5103
info@intelli-shop.com
www.intelli-shop.com

International Service Check
Munich
Germany
Ph. 49-89-54558228
servicecheck@multisearchweb.com
www.internationalservicecheck.com

Ipsos
02 508 Warsaw
Poland
Ph. 48-22-848-3557
mail@ipsos.pl
www.ipsos.pl

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

i-spy hospitality audit services
Philadelphia, PA
Ph. 215-779-0529
marc@ispy4u.net
www.ispy4u.net

Jancyn Evaluation Shops
San Jose, CA
Ph. 408-267-2600
www.jancyn.com

JEM Research, Inc.
Valparaiso, IN
Ph. 800-568-4668
kathleen.dewitt@jemresearch.com

JKS Inc.
Austin, TX
Ph. 512-452-0200
jkeedy@jksinc.com
www.jksinc.com

JL Market Research
Billings, MT
Ph. 406-670-5090
jlmarketresearch@msn.com

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

Karlamar Associates, LLC
Mendon, NY
Ph. 585-582-1929
info@karlamar.com
www.karlamar.com

Karla Kava, Inc.
Seattle, WA
Ph. 206-297-8400
office@karlakavainc.com
www.karlakavainc.com

Ken-Rich Retail Group
Bellingham, WA
Ph. 360-739-3677
info@ken-rich.com
www.ken-rich.com

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

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

Kiyomura-Ishimoto Associates
San Francisco, CA
Ph. 415-566-3603 or 415-984-5880
norm@kiassociates.com
www.kiassociates.com

Kramer Marktforschung GmbH
48165 Munster
Germany
Ph. 49-2501-802-0
info@kraemer-germany.com
www.kraemer-germany.com

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

L.A. Research, Inc.
Northridge, CA
Ph. 818-993-5500 or 800-760-9040
lamusearch@aol.com
www.LAResearchInc.com

Leibowitz Marketing Services Inc.
New York, NY
Ph. 212-292-4431
wleibowitz@leibowitzmarketing.com
www.leibowitzmarketing.com

Lein/Spiegelhoff, Inc.
Brookfield, WI
Ph. 262-797-4320
info@lein-spiegelhoff.com
www.lein-spiegelhoff.com

Nancy Levine Marketing Research
West Hills, CA
Ph. 818-703-6804
nlevineres@aol.com

Liberty Research Services, LLC
Huntingdon Valley, PA
Ph. 215-658-0900
info@libertyresearchservices.com
www.libertyresearchservices.com

The Locksley Group, Ltd.
Pacific Palisades, CA
Ph. 310-454-5105
thelocksleygroup.@aol.com
www.thelocksleygroup.com

Lodge Service - React Surveys NV/SA
1160 Brussels
Belgium
Ph. 32-2-663-15-70
lodge@lodge.be
www.lodge.be

Low Country Marketing, Inc.
Columbia, SC
Ph. 803-788-4600
info@lowcountrymarketing.com
www.lowcountrymarketing.com

LPM Market Research Services
Stamford, CT
Ph. 203-322-6890
focus3003@aol.com

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

Virtual Customers® from Maritz Research is a fully-
integrated service quality evaluation system. It uti-
lizes advanced technology including Virtuoso, our
high-tech process management software, for fast
reporting and a unique certification process to mir-
ror real customers so closely that they “virtually”
become your customers. There are over 50,000 vir-
tual customers globally. 
(See advertisement on front cover)

Market Alternative, Inc.
Yuba City, CA
Ph. 530-673-9649
mktalternatives@comcast.net
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Market Analytics International, Inc.
Rochelle Park, NJF
Ph. 201-556-1188
info@marketanalytics.com
www.marketanalytics.com

Market Dynamics Research Group, Inc.
New Orleans, LA
Ph. 504-821-1910
info@mdrginc.com
www.mdrginc.com

Market Force Information
1877 Broadway, Suite 706
Boulder, CO 80302
Ph. 303-402-6920
sales@marketforceinfo.com
www.marketforceinfo.com
Jim Kelly

Market Force Information is the leading global cus-
tomer experience information and insights partner
for multi-location businesses. With over 70 years of
combined experience, we have pioneered a unique
combination of customer experience information
products and services that provide actionable insight
into the customer’s moment of truth with your busi-
ness, helping you make smarter business decisions
and optimize your customer experience. 
(See advertisement on p. opposite page)

Market Mix, Inc.
Brandon, MS
Ph. 601-919-2669 or 601-624-6603
mktmix@hotmail.com

Market Research Dallas
Dallas, TX
Ph. 972-239-5382 or 866-830-5382
mail@marketresearchdallas.com
www.marketresearchdallas.com

Market Trends Pacific, Inc.
Honolulu, HI
Ph. 808-532-0733
wanda@markettrendspacific.com
www.markettrendspacific.com

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

Marketing Solutions Corporation
Cedar Knolls, NJ
Ph. 973-540-9133 or 800-326-3565
marketingsolutions@attglobal.net
www.marketingsolutionscorp.com

Marketing Systems Unlimited Corp.
Iowa City, IA
Ph. 800-732-3213
info@msultd.com
www.msultd.com

Marketrends, Inc.
Williamsburg, VA
Ph. 757-229-3065 or 800-296-4447
nfuller@marketrends.com
www.marketrends.com

MarketWise Consulting Group, Inc.
Appleton, WI
Ph. 920-735-4970
carolyn.nankervis@marketwi.com
www.marketwi.com

Mars Research
Ft. Lauderdale, FL
Ph. 954-771-7725
joyceg@marsresearch.com
www.marsresearch.com

The Martec Group - Green Bay
Green Bay, WI
Ph. 920-494-1812 or 888-811-5755
linda.segersin@martecgroup.com
www.martecgreenbay.com

McMillion Research Service
1012 Kanawha Blvd. E. #301
Charleston, WV 25301
Ph. 304-343-9650
jmace@mcmillionresearch.com
www.mcmillionresearch.com

It's a fact! Across America, McMillion Research is
the trusted source for consumer research and data
collection. Since 1980, America's top companies,
associations and government agencies have counted
on the integrity and timeliness of our services to
help reach their most important decisions. If you're
looking for second-to-none research to get you
answers, put our team of 175-strong behind your
project. Get to the facts, and give your organization
the insight it needs to prosper.
(See advertisement on p. 41)

Metropolis Research
Cleveland Heights, OH
Ph. 216-371-9979
vaughn@metropolisresearch.com
www.metropolisresearch.com

Meyers Research Center
New York, NY
Ph. 212-391-0166 or 800-221-5015
jfriedlaender@meyersresearch.com
www.meyersresearch.com

Ann Michaels and Associates Ltd.
3108 S. Rte. 59, Suite 124/255
Naperville, IL 60564
Ph. 630-922-7804
kdoering@ishopforyou.com
www.ishopforyou.com

We offer a different perspective- see the differ-
ence. Ann Michaels & Associates has been provid-
ing marketing research solutions to companies of
all sizes across North America, affordably, accu-
rately and on time since 1998. We guarantee you
will be 100% satisfied with our service and atten-
tion to detail. All work is done in house; we do not
outsource our operations. We offer mystery shop-
ping, employee surveys, customer surveys, 1-800
feedback and much more. 

Michelson Marketing Solutions
Marietta, GA
Ph. 770-642-2223
mark@michelson.com
www.michelson.com

Mintel
Chicago, IL
Ph. 312-932-0400
info@mintel.com
www.mintel.com

MSB-Managing The Service Business
Berkshire
United Kingdom
Ph. 44-134-487-6300
info@msbconsultancy.com
www.msbconsultancy.com

MSP Services, LLC
dba Mystery Shopper Pros
Budd Lake, NJ
Ph. 973-347-1572
info@mysteryshopperpros.com
www.mysteryshopperpros.com

The MSR Group
Omaha, NE
Ph. 402-392-0755
logara@themsrgroup.com
www.themsrgroup.com

MVP In The Field Services
Huntsville, AL
Ph. 256-883-0223
emailmvp@gmail.com

The Mystery Guest Group
Winter Park, FL
Ph. 888-269-9468 ext.104
jnewnum@mysteryguestinc.com
www.mysteryguestinc.com

Mystery Shoppers, Inc.
Knoxville, TN
Ph. 800-424-0871 or 865-450-8841
beverly@mystery-shoppers.com
www.mystery-shoppers.com

Mystique Shopper, LLC
Orlando, FL
Ph. 407-248-1506
info@mystiqueshopper.com
www.mystiqueshopper.com

National Field & Focus, Inc.
Framingham, MA
Ph. 508-370-7788
info@nff-inc.com
www.nff-inc.com

National Shopping Service
Rocklin, CA
Ph. 800-800-2704 or 916-577-1010
info@nationalshoppingservice.com
www.nationalshoppingservice.com

National Shopping Service Network, LLC
Denver, CO
Ph. 303-451-0325
customerservice@mysteryshopper.net
www.mysteryshopper.net

New England Interviewing
Nashua, NH
Ph. 603-889-8222
kim@neinterviewing.com
www.neinterviewing.com

New Focus Research - Adelaide
Marden (Adelaide), SA
Australia
Ph. 61-08-7224-6800
admin@newfocus.com.au
www.newfocus.com.au

New Orleans Field Services Associates
Metairie, LA
Ph. 504-833-0641
nofsa@bellsouth.net

New South Research
Birmingham, AL
Ph. 205-443-5350 or 800-289-7335
spearce@newsouthresearch.com
www.newsouthresearch.com
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It’s all about what happens at the ground level. Market Force 

Information is the dominant player in the customer experience 

industry, providing detailed, 360º information and actionable 

insight into what really infl uences your customer at the moment 

of truth — to buy or not to buy.

 • On-site observations (mystery shopping)

 • IVR/Web customer feedback surveys

 • Pricing/merchandising audits

 • Competitive benchmarking

 • Analytics for multiple data streams

Market Force Information doesn’t just provide raw data — we 

provide insight. We help you bring success into focus.

call 303.402.6926 or e-mail sales@marketforceinfo.com 

takes customer focus

© 2008 Market Force Information, Inc. All rights reserved.

For more information:

Our Companies:

mailto:sales@marketforceinfo.com
www.marketforceinfo.com


O’Connor & Associates
Ponte Vedra, FL
Ph. 908-319-3712
aviggi@ocsurveys.com
www.banksurvey.org

OMR (Olchak Market Research)
Greenbelt, MD
Ph. 301-441-4660
info@OMRdc.com
www.OMRdc.com

On-Site Research, Inc.
Houston, TX
Ph. 281-899-2075 or 281-380-0124
director@onsite4research.com
www.onsite4research.com

Opinion Polling Service® - TAi - Denver
Denver, CO
Ph. 303-592-5060 or 888-USE-TAIS
denver@taicompanies.com
www.taicompanies.com

Opinion Polling Service® - TAi - N.J.
Teaneck, NJ
Ph. 201-836-1420 or 888-USE-TAIS
newjersey@taicompanies.com
www.taicompanies

Opinion Polling Service® - TAi - Tampa
Tampa, FL
Ph. 813-226-1820 or 888-USE-TAIS
tampa@taigroup.net
www.opinionpollingservice.com

Opinions, Ltd.
Chagrin Falls, OH
Ph. 440-893-0300
mark@opinionsltd.com
www.opinionsltd.com

Pacific Research Group
Costa Mesa, CA
Ph. 800-755-8055 ext. 222 or 714-262-4905
prg@pacificresearchgroup.com
www.pacificresearchgroup.com

PAI-Productive Access, Inc.
22343 La Palma Ave., Suite A110
Yorba Linda, CA 92887
Ph. 800-693-3111 or 714-693-3110
bhontz@paiwhq.com
www.paiwhq.com
Bradley T. Hontz

Productive Access Incorporated (PAI) is a leading
provider of survey data acquisition, analysis, and
reporting services. For nearly 10 years, PAI’s
Audithost™ service has been the first choice of
Fortune 100 firms looking to integrate their internal
and third-party-conducted retail inspections. With
Audithost™, you control the program. 
(See advertisement on opposite page)

Pammer Research, Inc.
Frankfort, IL
Ph. 815-469-9852 or 708-203-5778
lesapam@aol.com
www.pammerresearch.com

Pan Atlantic SMS Group
Portland, ME
Ph. 207-871-8622
pmurphy@panatlanticsmsgroup.com
www.panatlanticsmsgroup.com

Pan Research, Ltd.
Dublin 14
Ireland
Ph. 353-1-299-3800
abushnell@panresearch.ie
www.panresearch.ie

Pat Henry Market Research, Inc.
Cleveland, OH
Ph. 800-229-5260 or 216-531-9562
jhominy@pathenry.com
www.thepathenrygroup.com

People Plus
Memphis, TN
Ph. 901-362-0509
bjones@peopleplusinc.net
www.peopleplusinc.net

Perception Strategies, Inc.
Indianapolis, IN
Ph. 877-546-0970
perstrat@perstrat.com
www.perstrat.com

Perceptive Market Research, Inc.
Gainesville, FL
Ph. 800-749-6760 ext. 4012 or 352-336-6760
surveys@pmrresearch.com
www.pmrresearch.com

Percy & Company Research
Baton Rouge, LA
Ph. 225-346-0115
info@percyandcompany.com
www.percyandcompany.com

The Performance Edge
Pleasant Grove, UT
Ph. 800-356-9145
support@pedge.com
www.pedge.com

The Performance Group, Inc.
Mt. Vernon, IN
Ph. 800-264-0814 or 812-838-9814

Performance Insights
Las Vegas, NV
Ph. 702-269-8101
performanceinsights@cox.net

Performance Plus
GroupNet Boston
Framingham, MA
Ph. 508-872-1287
info@performanceplusboston.com
www.performanceplusboston.com

Person to Person Quality
A Div. of ADI Consulting
Alexandria, VA
Ph. 703-836-1517
mciagne@persontopersonquality.com
www.persontopersonquality.com

Phantom Shopping
1024, Budapest
Hungary
Ph. 36-309-063-718
zh@phantomshopping.hu
www.phantomshopping.hu

PMR-Personal Marketing Research, Inc.
Davenport, IA
Ph. 563-322-1960
info@e-pmr.com
www.e-pmr.com

Precision Research Inc.
Glendale, AZ
Ph. 602-997-9711
jmuller@precisionresearchinc.com
www.precisionresearchinc.com

Precision Research, Inc.
Des Plaines, IL
Ph. 847-390-8666
saa@preres.com
www.preres.com

Premier Service Inc.
Montreal, PQ
Canada
Ph. 514-685-1200
solutions@premierservice.ca
www.premierservice.ca

Presence Mystery Shopping
75001 Paris
France
Ph. 33-1-42-33-24-24
contact@presence.fr
www.presence.fr

Prisma Options Ltd.
115 27 Athens
Greece
Ph. 30-210-748-2001
prismaop@hol.gr
www.prisma-options.com

Probe Market Research, Inc.
New York, NY
Ph. 212-922-9777
lynette@probemarket.com
www.probemarket.com

Professional Review & Operational Shoppers, Inc.
PROS
Vero Beach, FL
Ph. 800-741-7758
info@proreview.com
www.proreview.com

Proforma Consulting Limited
Mississauga, ON
Canada
Ph. 905-858-5000
contact@proforma1977.com
www.proforma1977.com

Promotion Network, Inc.
Palos Heights, IL
Ph. 708-361-8747
info@promonetwork.com
www.promotionnetworkinc.com

PWI Research
Memphis, TN
Ph. 901-682-2444
ebeech@pwiresearch.com
www.pwiresearch.com

Q M S
Quest Marketing Serivces
Malta, NY
Ph. 518-899-6479
bahern@questmarketingservices.com
www.questmarketingservices.com

Quality Assessments Mystery Shoppers, Inc.
Rochester, IL
Ph. 800-580-2500
mary@qams.com
www.qams.com
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Quality Check Undercover Shoppers
Fayetteville, PA
Ph. 717-352-9536
info@undercovershoppers.com
www.undercovershoppers.com

Quality Eye
London
United Kingdom
Ph. 44-0870-300-0931
info@qualityeye.com
www.qualityeye.com

QualityWorks Associates
Waltham, MA
Ph. 781-398-1678 or 888-606-5034
info@qualityworks.com
www.qualityworks.com

The Quest for Best Mystery Shoppers
Memphis, TN
Ph. 800-263-5202 or 901-373-7221
info@questforbest.com
www.questforbest.com

Quest Marketing Group
Clifton Park, NY
Ph. 518-373-1990
questmarket@aol.com

Quinn Marketing and Communications
Mandan, ND
Ph. 800-570-4497 or 701-250-8713
paul@quinnmc.com
www.quinnmc.com

R.I.S. Christie - The Data Collection Company
Toronto, ON
Canada
Ph. 416-778-8890
generalinfo@rischristie.com
www.rischristie.com

Rapid Research
Bangor, ME
Ph. 207-942-4322
rapidresearchmai@aol.com

Rast Marketing Research
Lilburn, GA
Ph. 770-921-5833
annerast@bellsouth.net
www.rmratlanta.com

RDAssociates, Inc.
Wynnewood, PA
Ph. 610-896-6272
info@rdassociates.com
www.rdassociates.com

Reality Check Mystery Shoppers
Seattle, WA
Ph. 206-364-9004 or 800-550-4469
realitycheckllc@home.com
www.rcmysteryshopper.com

Reflections Mystery Shopping
Tillamook, OR
Ph. 888-810-6330
reflections@oregoncoast.com
www.reflectionsms.com

Research Inc.
Alpharetta, GA
Ph. 770-619-9837
info@researchincorporated.com
www.researchincorporated.com

Research Strategies, Inc.
Mobile, AL
Ph. 251-660-2910 or 504-522-2115
rsincorp@bellsouth.net

Resolution Research & Marketing, Inc.®

Denver, CO
Ph. 800-800-0905
info@re-search.com
www.ResolutionResearch.com

Restaurant Evaluators
Chicago, IL
Ph. 773-525-5157
info@restaurantevaluators.com
www.restaurantevaluators.com

Retail Diagnostics, Inc.
Saddle Brook, NJ
Ph. 973-546-4500
rdiinfo@rdiresearch.com
www.rdiresearch.com

Reyes Research
Ventura, CA
Ph. 805-278-1444
arvind@reyesresearch.com
www.reyesresearch.com

J.M. Ridgway Co., Inc.
Los Gatos, CA
Ph. 800-367-7434 ext. 105
BR@JMRidgway.com
www.JMRidgway.com

Ritter Associates
Toledo, OH
Ph. 419-535-5757
glinks@ritterassociates.com
www.ritterassociates.com

RNB Research: Fieldwork Specialist for India
New Delhi
India
Ph. 91-11-25461415 or 91-98-29217654
info@rnbresearch.com
www.rnbresearch.com

Roe Smithson & Asociados
Las Condes Santiago
Chile
Ph. 56-2-245-3505
eroe@estudiodemercado.cl
www.marketresearcher.cl

Rothermel Research, Inc.
Elmhurst, IL
Ph. 630-834-8330
krotherme@rothermelresearch.com

RQA, Inc.
Darien, IL
Ph. 630-512-0011
info@rqa-inc.com
www.rqa-inc.com

Sandia Market Research
Albuquerque, NM
Ph. 800-950-4148 or 505-883-5512
edbergo@nmia.com
www.sandiamarketresearch.com

Bernadette Schleis & Associates, Inc.
Evanston, IL
Ph. 847-869-5999
Info@BSA-QualiField.com

Schlesinger Associates New Jersey
Executive Plaza, Suite 400
10 Parsonage Rd.
Edison, NJ 08837
Ph. 732-906-1122
info@schlesingerassociates.com
www.schlesingerassociates.com

Schlesinger Associates has been conducting mystery
shopping for over 20 years. We have conducted mys-
tery shops in banks, restaurants, retail establishments,
automobile dealerships, etc. We have over three hun-
dred mystery shoppers available across the country. 
(See advertisement on inside front cover)

Scholl Market Research, Inc.
Lansdale, PA
Ph. 610-584-0521
richard@universalpartners.com
www.universalpartners.com

Second To None, Inc.
Ann Arbor, MI
Ph. 734-302-8400
info@second-to-none.com
www.second-to-none.com
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Sensors Quality Management, Inc.
Toronto, ON
Canada
Ph. 416-444-4491
sqm@sqm.ca
www.sqm.ca

Sensus Research, Inc.
Vancouver, BC
Canada
Ph. 866-878-7839
info@sensusresearch.com
www.sensusresearch.com

Serunian Investigations & Mystery Shopping
Portland, ME
Ph. 207-773-2660

Service Alliance, Inc.
Aurora, CO
Ph. 303-696-2147
judih@earthlink.net
www.serviceallianceinc.com

Service Check.com
Pacific Grove, CA
Ph. 877-388-0216
sales@servicecheck.com
www.servicecheck.com

Service Evaluation Concepts, Inc. (SEC)
Woodbury, NY
Ph. 516-576-1188
inquiries@serviceevaluation.com
www.serviceevaluation.com

Service Excellence Group, Inc.
St. Louis, MO
Ph. 314-878-9189
marci@serviceexcellencegroup.com
www.serviceexcellencegroup.com

Service Impressions
Elk Grove, CA
Ph. 916-683-9895
mysteryshops@serviceimpressions.com
www.serviceimpressions.com

Service Industry Research Systems, Inc. (SIRS)
Corporate Offices
Fort Mitchell, KY
Ph. 859-781-9700
knowledge@sirsinc.com
www.sirsinc.com

Service Intelligence Inc.
Charlotte, NC
Ph. 866-261-5003
contactus@serviceintelligence.com
www.serviceintelligence.com

Service Performance Group, Inc.
Holly Springs, NC
Ph. 919-567-8300
jerryg@spgweb.com
www.spgweb.com

Service Research Corporation
Lincoln, NE
Ph. 402-434-5000
info@serviceresearch.com
www.serviceresearch.com

Service Sleuth
Taunton, MA
Ph. 800-723-1150
info@servicesleuth.com
www.servicesleuth.com

ServiceTRAC, LLC
Scottsdale, AZ
Ph. 800-951-6606
knowell@servicetrac.com
www.servicetrac.com

SG Marketing Group
See Market Force Information
(See advertisement on p. 79)

The Shadow Shopper of Georgia, Inc.
Cumming, GA
Ph. 678-522-1013
info@tssog.com
www.tssog.com

Shop’n Chek USA
See Market Force Information
(See advertisement on p. 79)

Shop’n Chek Brazil
01313-000 Sao Paulo
Brazil
Ph. 55-11-3262-3300
ag@shopnchek.com.br
www.ShopnChek.com.br
(See advertisement on p. 79)

Shop’n Chek Argentina
Buenos Aires
Argentina
Ph. 54-11-5238-6000
mmonetti@shopnchek.com.ar
www.shopnchek.com.ar
(See advertisement on p. 79)

Shop’n Chek Australia
Balgownie, NSW
Australia
Ph. 800-507-558
ceo@shopncheck.com.au
www.shopnchek.com.au
(See advertisement on p. 79)

Shop’n Chek Canada
Toronto, ON
Canada
Ph. 416-960-9600
info@shopnchek.ca
www.shopnchek.ca
(See advertisement on p. 79)

Shop’n Chek Chile
Santiago
Chile
Ph. 56-2-499-5100
sayub@shopnchek.cl
www.shopnchek.cl
(See advertisement on p. 79)

Shop’n Chek Japan
Tokyo
Japan
Ph. 81-3-5419-7033
yourpartner@shopnchek.co.jp
www.shopnchek.co.jp
(See advertisement on p. 79)

Shop’n Chek Mexico
Mexico City, DF
Mexico
Ph. 52-55-5575-3131 or 52-5575-3121
main@shopnchek.com.mx
www.shopnchek.com.mx
(See advertisement on p. 79)

Shop’n Chek Philippines
Legaspi Village, Makati City
Philippines
Ph. 63-2-813-8480
snc@johnclement.com
www.shopnchek.com
(See advertisement on p. 79)

Shop’n Chek Turkey
Istanbul
Turkey
Ph. 90-216-328-9000
bkuleli@piramitdanismanlik.com
www.piramitdanismanlik.com
(See advertisement on p. 79)

Shoppers ConFidential
Kitchener, ON
Canada
Ph. 519-208-4779
info@shoppersconfidential.com
www.shoppersconfidential.com

Shoppers’ Critique International
69 Corporate Square
Longwood, FL 32750
Ph. 800-633-6194
sales@shopperscritique.com
www.shopperscritique.com
Mike McCaffrey, National Sales Director

Our quality approach to mystery shopping is built on
a strong foundation of delivering excellence at every
level. We provide the highest quality, most credible
information in a timely manner, that becomes more
actionable and effective thanks to our exclusive
ShopMAX process, providing clients with an unpar-
alleled return on investment. 
(See advertisement on opposite page)

Shoppers’ View
Grand Rapids, MI
Ph. 800-264-5677
steve@shoppersview.com
www.shoppersview.com

SHOPPERS, Inc.
Broken Arrow, OK
Ph. 800-259-8551
kathy@shprsinc.com
www.shoppercomments.com

Sights On Service, Inc.
DBA Secret Shopper
Golden Valley, MN
Ph. 763-525-1460
nancyj@secretshopper.com
www.mysteryshop.com

Signature Worldwide
Dublin, OH
Ph. 614-766-5101
www.signatureworldwide.com

Sinclair Customer Metrics, Inc.
San Antonio, TX
Ph. 800-600-3871 or 210-979-6000
info@emailsinclair.com
www.sinclaircustomermetrics.com

Sixth Line Solutions
Vancouver, BC
Canada
Ph. 778-855-7103 or 877-883-5705
focusgroups@sixthline.com
www.sixthline.com
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mailto:jerryg@spgweb.com
http://www.spgweb.com
mailto:info@serviceresearch.com
http://www.serviceresearch.com
mailto:info@servicesleuth.com
http://www.servicesleuth.com
http://www.quirks.com
mailto:knowell@servicetrac.com
http://www.servicetrac.com
mailto:info@tssog.com
http://www.tssog.com
mailto:ag@shopnchek.com.br
http://www.ShopnChek.com.br
mailto:mmonetti@shopnchek.com.ar
http://www.shopnchek.com.ar
mailto:ceo@shopncheck.com.au
http://www.shopnchek.com.au
mailto:info@shopnchek.ca
http://www.shopnchek.ca
mailto:sayub@shopnchek.cl
http://www.shopnchek.cl
mailto:yourpartner@shopnchek.co.jp
http://www.shopnchek.co.jp
mailto:main@shopnchek.com.mx
http://www.shopnchek.com.mx
mailto:snc@johnclement.com
http://www.shopnchek.com
mailto:bkuleli@piramitdanismanlik.com
http://www.piramitdanismanlik.com
mailto:info@shoppersconfidential.com
http://www.shoppersconfidential.com
mailto:sales@shopperscritique.com
http://www.shopperscritique.com
mailto:steve@shoppersview.com
http://www.shoppersview.com
mailto:kathy@shprsinc.com
http://www.shoppercomments.com
mailto:nancyj@secretshopper.com
http://www.mysteryshop.com
http://www.signatureworldwide.com
mailto:info@emailsinclair.com
http://www.sinclaircustomermetrics.com
mailto:focusgroups@sixthline.com
http://www.sixthline.com


Societe DMS (Dynamic Marketing Services)
92745 Nanterre Cedex
France
Ph. 33-1-56-38-05-60
francois.leaute@dmservices.fr
www.dmsfrance.com

South East Market Research
Knoxville, TN
Ph. 865-546-7678
vphillips@knology.net

David Sparks & Associates
Clemson, SC
Ph. 864-654-7571
more@sparksresearch.com
www.sparksresearch.com

Speedmark Information Services
See Market Force Information
(See advertisement on p. 79)

Stackpole & Associates Inc.
Brookline, MA
Ph. 617-739-5900
istackpole@stackpoleassociates.com
www.stackpoleassociates.com

Strategic Insights, Inc.
Castle Rock, CO
Ph. 303-683-9200
tracy.dudley@strategicinsightsinc.net
www.strategicinsightsinc.net

Suburban Associates
Paramus, NJ
Ph. 201-261-0101
billb@suburbanmr.com
www.subassoc.com

Survey Service, Inc.
Buffalo, NY
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
www.surveyservice.com

Surveys Unlimited, Inc.
East Meadow, NY
Ph. 516-794-5650
NYSURVEYS@aol.com
http://members.aol.com/nysurveys

Sutter Marketing, Inc.
Palatine, IL
Ph. 847-358-3100
smmyst@aol.com
www.suttermarketing.com

Taurus Marketing Research Field & Focus Svc.
Old Bridge, NJ
Ph. 732-251-7772 ext. 4
ilene@taurusresearch.com
www.taurusresearch.com

Taylor Research, Inc.
GroupNet San Diego
San Diego, CA
Ph. 800-922-1545 or 619-299-6368
taylor@taylorresearch.com
www.taylorresearch.com

Test Track Research, Inc.
Florham Park, NJ
Ph. 973-360-1660
info@testtrackresearch.com
www.testtrackresearch.com

Testshopper.com
Columbia, MD
Ph. 410-381-9292
testshopper@yahoo.com
www.testshopper.com

Texas Shoppers Network, Inc.
Houston, TX
Ph. 713-984-7631 or 877-465-6656
sondrap@texasshoppersnetwork.com
www.texasshoppersnetwork.com

Thinksmart
28109 Alcobendas
Spain
Ph. 34-91-272-40-00
myacobi@thinksmart.es
www.thinksmart.es

TNS
New York, NY
Ph. 212-991-6000
larry.levin@tns-global.com
www.tns-global.com

TrendSource
San Diego, CA
Ph. 619-718-7467 ext. 102
mmason@trendsource.com
www.trendsource.com

The UK Field Company Ltd.
Fetcham, Surrey
United Kingdom
Ph. 44-1372-372-555
info@field.co.uk
www.fieldmatters.com

Ulrich Research
Jacksonville, FL
Ph. 904-264-3282
nancy@ulrichresearch.com
www.ulrichresearch.com

United Marketing Research
Lubbock, TX
Ph. 806-744-6740
dmcdonald@umspromo.com
www.umspromo.com

Varga Market Research Services
Orlando, FL
Ph. 407-472-5851
taniav@vargaresearch.com
www.vargaresearch.com

Video Eyes LLC
Fairfax, VA
Ph. 703-995-3131
mbare@videoeyes.net
www.videoeyes.net

Voter Consumer Research
The Woodlands, TX
Ph. 281-893-1010 ext. 101
dan@vcrhouston.com
www.vcrhouston.com

Ward Research, Inc.
Honolulu, HI
Ph. 808-522-5123
wrstaff@wardresearch.com
www.wardresearch.com

WestGroup Research
Phoenix, AZ
Ph. 602-707-0050 or 800-999-1200
answers@westgroupresearch.com
www.westgroupresearch.com
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Audio Record Shops
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
AAR/All About Research, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Amusement Advantage, Inc., Mystery Shopping Svcs., p. 74
AQ Services International, Japan, p. 74
Arizona Market Research Services, p. 74
ath Power Consulting Corporation, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
CharColn Consulting Co., Ltd., p. 75
Colorado Market Research Services, p. 75
Confero, Inc., p. 75
Creative Consumer Research, p. 75
Customer 1st, p. 75
Customer Perspectives, p. 76
Customer Service Experts, Inc., p. 76
Devon Hill Associates, LLC, p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
Excel Shopping and Consulting, p. 76
Firm Facts Interviewing, p. 77
First Glance, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
Gulf View Research, LLC, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Karla Kava, Inc., p. 78
Rickie Kruh Research, p. 78
Lodge Service - React Surveys NV/SA, p. 78
Market Alternative, Inc., p. 78
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
The Martec Group - Green Bay, p. 80
Metropolis Research, p. 80
Ann Michaels and Associates Ltd., p. 80
MSP Services, LLC, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
Pan Research, Ltd., p. 82
Percy & Company Research, p. 82
The Performance Group, Inc., p. 82
Performance Insights, p. 82
Performance Plus, p. 82
Person to Person Quality, p. 82
Precision Research Inc., p. 82
Premier Service Inc., p. 82
PWI Research, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83

Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
The Shadow Shopper of Georgia, Inc., p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Suburban Associates, p. 85
Surveys Unlimited, Inc., p. 85
Test Track Research, Inc., p. 85
TrendSource, p. 85
The UK Field Company Ltd., p. 85
Varga Market Research Services, p. 85
Video Eyes LLC, p. 85

Competitor Shops
A Closer Look, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
Arizona Market Research Services, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
Frances Bauman Associates, p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
CharColn Consulting Co., Ltd., p. 75
Check Mark, Inc., p. 75
Colorado Market Research Services, p. 75
Confero, Inc., p. 75
Connections, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
CPResearch Group, Inc., p. 75
Creative Consumer Research, p. 75
Creative Images Associates, Inc., p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
Customer Connection, Inc., p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
Essman/Research, p. 76
Excel Shopping and Consulting, p. 76
FAQ Hawaii, Inc., p. 76
Feedback Plus, Inc., p. 76
Field Facts Worldwide, p. 76
Field Research, Inc., p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77

Firm Facts Interviewing, p. 77
First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
Galli Research Services, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Hellas Ltd., p. 77
GfK Slovenija d.o.o., p. 77
GfK Turkey, p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
Herron Associates, Inc., p. 77
Higbee & Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Hoed Mystery Shopping, p. 77
Horizon Research Services, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Innotech Market Research Ltd., p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Karla Kava, Inc., p. 78
Kinesis, p. 78
Kirk Research Services, Inc., p. 78
Kiyomura-Ishimoto Associates, p. 78
Kramer Marktforschung GmbH, p. 78
Rickie Kruh Research, p. 78
L.A. Research, Inc., p. 78
Leibowitz Marketing Services Inc., p. 78
Nancy Levine Marketing Research, p. 78
Liberty Research Services, LLC, p. 78
The Locksley Group, Ltd., p. 78
Lodge Service - React Surveys NV/SA, p. 78
Maritz Research, p. 78
Market Alternative, Inc., p. 78
Market Dynamics Research Group, Inc., p. 80
Market Force Information, p. 80
Market Mix, Inc., p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
Marketrends, Inc., p. 80
MarketWise Consulting Group, Inc., p. 80
The Martec Group - Green Bay, p. 80
Metropolis Research, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
MVP In The Field Services, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
New Focus Research - Adelaide, p. 80
On-Site Research, Inc., p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pammer Research, Inc., p. 82
Pan Research, Ltd., p. 82
Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Perception Strategies, Inc., p. 82
Percy & Company Research, p. 82
The Performance Group, Inc., p. 82
Performance Insights, p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Prisma Options Ltd., p. 82
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Professional Review & Operational Shoppers, Inc., p. 82
Proforma Consulting Limited, p. 82
PWI Research, p. 82
Q M S, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
Quality Eye, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
Rast Marketing Research, p. 83
RDAssociates, Inc., p. 83
Research Strategies, Inc., p. 83
Resolution Research & Marketing, Inc.®, p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RNB Research: Fieldwork Specialist for India, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensus Research, Inc., p. 84
Serunian Investigations & Mystery Shopping, p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Stackpole & Associates Inc., p. 85
Suburban Associates, p. 85
Surveys Unlimited, Inc., p. 85
Sutter Marketing, Inc., p. 85
Taurus Marketing Research Field & Focus Svc., p. 85
Taylor Research, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
The UK Field Company Ltd., p. 85
Varga Market Research Services, p. 85
Video Eyes LLC, p. 85
Ward Research, Inc., p. 85

Incentive-Based Programs
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Amusement Advantage, Inc., Mystery Shopping
Svcs., p. 74
Anonymous Insights, Inc., p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
Arizona Market Research Services, p. 74
ath Power Consulting Corporation, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
BMA, p. 75

Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Colorado Market Research Services, p. 75
Confero, Inc., p. 75
Creative Consumer Research, p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
Customer Connection, Inc., p. 75
Customer Perspectives, p. 76
Customer Service Experts, Inc., p. 76
Data Quest, Ltd., p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
Feedback Plus, Inc., p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77
Firm Facts Interviewing, p. 77
First Glance, p. 77
J. Franke Enterprises, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Turkey, p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
Higbee & Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Hoed Mystery Shopping, p. 77
Horizon Research Services, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Kinesis, p. 78
Kirk Research Services, Inc., p. 78
Kramer Marktforschung GmbH, p. 78
L.A. Research, Inc., p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Alternative, Inc., p. 78
Market Dynamics Research Group, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
MarketWise Consulting Group, Inc., p. 80
Meyers Research Center, p. 80
MSP Services, LLC, p. 80
MVP In The Field Services, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
New Focus Research - Adelaide, p. 80
OMR (Olchak Market Research), p. 82
On-Site Research, Inc., p. 82
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pammer Research, Inc., p. 82
Pan Research, Ltd., p. 82
Pat Henry Market Research, Inc., p. 82
Percy & Company Research, p. 82
The Performance Group, Inc., p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Prisma Options Ltd., p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Proforma Consulting Limited, p. 82
PWI Research, p. 82
Quality Check Undercover Shoppers, p. 83
Quality Eye, p. 83
The Quest for Best Mystery Shoppers, p. 83

Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Sandia Market Research, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensus Research, Inc., p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Intelligence Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
Shoppers ConFidential, p. 84
SHOPPERS, Inc., p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Surveys Unlimited, Inc., p. 85
Taylor Research, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
The UK Field Company Ltd., p. 85

Integrity/Employee Theft Audits
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Amusement Advantage, Inc., Mystery Shopping Svcs., p. 74
AQ Services International, Japan, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
Creative Consumer Research, p. 75
Customer Connection, Inc., p. 75
Data Quest, Ltd., p. 76
Field Surveys & Audits, Inc., p. 76
Freeman Group, p. 77
Galloway Research Services, p. 77
GfK Slovenija d.o.o., p. 77
Gulf View Research, LLC, p. 77
Hindsight Mystery Shopping, p. 77
Horizon Research Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Insula Research, p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Lodge Service - React Surveys NV/SA, p. 78
The Martec Group - Green Bay, p. 80
Ann Michaels and Associates Ltd., p. 80
MSP Services, LLC, p. 80
MVP In The Field Services, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
Percy & Company Research, p. 82
The Performance Group, Inc., p. 82
Performance Insights, p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
PWI Research, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
RDAssociates, Inc., p. 83
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Resolution Research & Marketing, Inc.®, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Scholl Market Research, Inc., p. 83
Serunian Investigations & Mystery Shopping, p. 84
Service Intelligence Inc., p. 84
Service Sleuth, p. 84
Shoppers ConFidential, p. 84
Sinclair Customer Metrics, Inc., p. 84
Sutter Marketing, Inc., p. 85
Taylor Research, Inc., p. 85
Test Track Research, Inc., p. 85
TrendSource, p. 85
The UK Field Company Ltd., p. 85

Merchandising Audits
A Closer Look, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
Arizona Market Research Services, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
Frances Bauman Associates, p. 74
Beisner Research Associates, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Capstone Research, Inc., p. 75
Certified Marketing Research Services, p. 75
CharColn Consulting Co., Ltd., p. 75
Check Mark, Inc., p. 75
Colorado Market Research Services, p. 75
Confero, Inc., p. 75
Connections, Inc., p. 75
CPResearch Group, Inc., p. 75
Creative Consumer Research, p. 75
Customer 1st, p. 75
Customer Connection, Inc., p. 75
Customer Perspectives, p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
Essman/Research, p. 76
Feedback Plus, Inc., p. 76
Field Facts Worldwide, p. 76
Field Research, Inc., p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77
Firm Facts Interviewing, p. 77
Galli Research Services, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Hellas Ltd., p. 77
GfK Slovenija d.o.o., p. 77
GfK Turkey, p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
Herron Associates, Inc., p. 77
Higbee & Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Hispanic Focus Unlimited, p. 77
Hoed Mystery Shopping, p. 77
Horizon Research Services, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77

imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Karla Kava, Inc., p. 78
Kirk Research Services, Inc., p. 78
Kramer Marktforschung GmbH, p. 78
Lein/Spiegelhoff, Inc., p. 78
Nancy Levine Marketing Research, p. 78
Liberty Research Services, LLC, p. 78
The Locksley Group, Ltd., p. 78
Lodge Service - React Surveys NV/SA, p. 78
Market Alternative, Inc., p. 78
Market Force Information, p. 80
Market Mix, Inc., p. 80
Marketrends, Inc., p. 80
Metropolis Research, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
MVP In The Field Services, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
New Focus Research - Adelaide, p. 80
OMR (Olchak Market Research), p. 82
On-Site Research, Inc., p. 82
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pammer Research, Inc., p. 82
Pan Research, Ltd., p. 82
Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Percy & Company Research, p. 82
Performance Plus, p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
PMR-Personal Marketing Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Prisma Options Ltd., p. 82
Proforma Consulting Limited, p. 82
PWI Research, p. 82
Q M S, p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
Rast Marketing Research, p. 83
RDAssociates, Inc., p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RNB Research: Fieldwork Specialist for India, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Sandia Market Research, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Service Excellence Group, Inc., p. 84
Service Intelligence Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Suburban Associates, p. 85
Survey Service, Inc., p. 85
Surveys Unlimited, Inc., p. 85

Sutter Marketing, Inc., p. 85
Taurus Marketing Research Field & Focus Svc., p. 85
Taylor Research, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Ward Research, Inc., p. 85

Merchandising Services
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Alexandria’s Marketing Co., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
Frances Bauman Associates, p. 74
Beisner Research Associates, p. 74
BestMark, p. 74
Blackstone Group, p. 74
Certified Marketing Research Services, p. 75
CharColn Consulting Co., Ltd., p. 75
Check Mark, Inc., p. 75
CPResearch Group, Inc., p. 75
Creative Consumer Research, p. 75
Customer Perspectives, p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
FAQ Hawaii, Inc., p. 76
Field Facts Worldwide, p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77
Firm Facts Interviewing, p. 77
Galli Research Services, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Hellas Ltd., p. 77
GfK Slovenija d.o.o., p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Innotech Market Research Ltd., p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karla Kava, Inc., p. 78
Kirk Research Services, Inc., p. 78
Kiyomura-Ishimoto Associates, p. 78
Kramer Marktforschung GmbH, p. 78
Nancy Levine Marketing Research, p. 78
Liberty Research Services, LLC, p. 78
Market Alternative, Inc., p. 78
Market Force Information, p. 80
Market Mix, Inc., p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketrends, Inc., p. 80
The Martec Group - Green Bay, p. 80
Metropolis Research, p. 80
Mintel, p. 80
MVP In The Field Services, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service Network, LLC, p. 80
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
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Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Percy & Company Research, p. 82
Performance Plus, p. 82
Phantom Shopping, p. 82
Precision Research Inc., p. 82
Premier Service Inc., p. 82
Proforma Consulting Limited, p. 82
Q M S, p. 82
QualityWorks Associates, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Sandia Market Research, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Service Intelligence Inc., p. 84
Service Sleuth, p. 84
Shoppers’ Critique International, p. 84
Sights On Service, Inc., p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Surveys Unlimited, Inc., p. 85
Taurus Marketing Research Field & Focus Svc., p. 85
Texas Shoppers Network, Inc., p. 85
TrendSource, p. 85
Ward Research, Inc., p. 85

Online Reporting
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Amusement Advantage, Inc., Mystery Shopping Svcs., p. 74
Anonymous Insights, Inc., p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Creative Consumer Research, p. 75
Creative Images Associates, Inc., p. 75
Customer 1st, p. 75
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
FAQ Hawaii, Inc., p. 76
Feedback Plus, Inc., p. 76
Field Facts Worldwide, p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77
Firm Facts Interviewing, p. 77

First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
Galli Research Services, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Slovenija d.o.o., p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
Herron Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Hoed Mystery Shopping, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Innotech Market Research Ltd., p. 78
Insula Research, p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Karla Kava, Inc., p. 78
Kinesis, p. 78
Kramer Marktforschung GmbH, p. 78
Rickie Kruh Research, p. 78
Lodge Service - React Surveys NV/SA, p. 78
Maritz Research, p. 78
Market Alternative, Inc., p. 78
Market Dynamics Research Group, Inc., p. 80
Market Force Information, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
MarketWise Consulting Group, Inc., p. 80
Metropolis Research, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
MVP In The Field Services, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
OMR (Olchak Market Research), p. 82
On-Site Research, Inc., p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pan Research, Ltd., p. 82
Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Perception Strategies, Inc., p. 82
The Performance Group, Inc., p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
PMR-Personal Marketing Research, Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
Quality Eye, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quinn Marketing and Communications, p. 83
Rast Marketing Research, p. 83
RDAssociates, Inc., p. 83
Resolution Research & Marketing, Inc.®, p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Sandia Market Research, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensus Research, Inc., p. 84
Service Alliance, Inc., p. 84

Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Suburban Associates, p. 85
Sutter Marketing, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Varga Market Research Services, p. 85
Video Eyes LLC, p. 85
Ward Research, Inc., p. 85

Operational Audits
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Amusement Advantage, Inc., Mystery Shopping Svcs., p. 74
Anonymous Insights, Inc., p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Bartels Research Corp., p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
BMA, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
CPResearch Group, Inc., p. 75
Creative Consumer Research, p. 75
Customer 1st, p. 75
Customer Connection, Inc., p. 75
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
Field Facts Worldwide, p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77
Firm Facts Interviewing, p. 77
First Glance, p. 77
Focus on Service, LLC, p. 77
Galli Research Services, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Slovenija d.o.o., p. 77
GfK Turkey, p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
Herron Associates, Inc., p. 77
Hispanic Focus Unlimited, p. 77
Horizon Research Services, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
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Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Insula Research, p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Karla Kava, Inc., p. 78
Kinesis, p. 78
Kirk Research Services, Inc., p. 78
Kramer Marktforschung GmbH, p. 78
Lein/Spiegelhoff, Inc., p. 78
Nancy Levine Marketing Research, p. 78
Liberty Research Services, LLC, p. 78
The Locksley Group, Ltd., p. 78
Lodge Service - React Surveys NV/SA, p. 78
Maritz Research, p. 78
Market Force Information, p. 80
Market Viewpoint, p. 80
The Martec Group - Green Bay, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
MVP In The Field Services, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
Pan Research, Ltd., p. 82
Pat Henry Market Research, Inc., p. 82
Perception Strategies, Inc., p. 82
Percy & Company Research, p. 82
Performance Insights, p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Prisma Options Ltd., p. 82
Proforma Consulting Limited, p. 82
PWI Research, p. 82
Q M S, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RNB Research: Fieldwork Specialist for India, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Service Alliance, Inc., p. 84
Service Impressions, p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
Shoppers ConFidential, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Stackpole & Associates Inc., p. 85
Sutter Marketing, Inc., p. 85
Taurus Marketing Research Field & Focus Svc., p. 85
Test Track Research, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Ward Research, Inc., p. 85

Price Audits
A Closer Look, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AB Better Business World Wide, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Anonymous Insights, Inc., p. 74
AQ Services International, Asia, p. 74
AQ Services International, Europe, p. 74
AQ Services International, Japan, p. 74
Arizona Market Research Services, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
Frances Bauman Associates, p. 74
Beisner Research Associates, p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Capstone Research, Inc., p. 75
Certified Marketing Research Services, p. 75
CharColn Consulting Co., Ltd., p. 75
Check Mark, Inc., p. 75
Colorado Market Research Services, p. 75
Confero, Inc., p. 75
Connections, Inc., p. 75
CPResearch Group, Inc., p. 75
Creative Consumer Research, p. 75
Customer 1st, p. 75
Customer Connection, Inc., p. 75
Customer Perspectives, p. 76
Customer Service Experts, Inc., p. 76
Data Quest, Ltd., p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
ESA Market Research Ltd., p. 76
Essman/Research, p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
Field Facts Worldwide, p. 76
Field Research, Inc., p. 76
Field Surveys & Audits, Inc., p. 76
Fieldwork Sydney Pty Limited, p. 77
Firm Facts Interviewing, p. 77
First Glance, p. 77
Galli Research Services, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
GfK Hellas Ltd., p. 77
GfK Slovenija d.o.o., p. 77
GfK Turkey, p. 77
Granite State Marketing Research, Inc., p. 77
Gulf View Research, LLC, p. 77
Herron Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Hispanic Focus Unlimited, p. 77
Horizon Research Services, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Karla Kava, Inc., p. 78
Kirk Research Services, Inc., p. 78
Kiyomura-Ishimoto Associates, p. 78
Kramer Marktforschung GmbH, p. 78
L.A. Research, Inc., p. 78

Lein/Spiegelhoff, Inc., p. 78
Nancy Levine Marketing Research, p. 78
Liberty Research Services, LLC, p. 78
The Locksley Group, Ltd., p. 78
Lodge Service - React Surveys NV/SA, p. 78
Maritz Research, p. 78
Market Alternative, Inc., p. 78
Market Force Information, p. 80
Market Mix, Inc., p. 80
Market Viewpoint, p. 80
Marketrends, Inc., p. 80
The Martec Group - Green Bay, p. 80
Metropolis Research, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
MVP In The Field Services, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
New Focus Research - Adelaide, p. 80
OMR (Olchak Market Research), p. 82
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pammer Research, Inc., p. 82
Pan Research, Ltd., p. 82
Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Percy & Company Research, p. 82
Performance Plus, p. 82
Person to Person Quality, p. 82
Phantom Shopping, p. 82
PMR-Personal Marketing Research, Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Prisma Options Ltd., p. 82
Proforma Consulting Limited, p. 82
PWI Research, p. 82
Q M S, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
Quality Eye, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RNB Research: Fieldwork Specialist for India, p. 83
Roe Smithson & Asociados, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Sandia Market Research, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Intelligence Inc., p. 84
Service Sleuth, p. 84
Shoppers ConFidential, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Sinclair Customer Metrics, Inc., p. 84
Societe DMS (Dynamic Marketing Services), p. 85
Suburban Associates, p. 85
Surveys Unlimited, Inc., p. 85
Sutter Marketing, Inc., p. 85
Taurus Marketing Research Field & Focus Svc., p. 85
Taylor Research, Inc., p. 85
Test Track Research, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Ward Research, Inc., p. 85
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USA-East Coast
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
Frances Bauman Associates, p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
Corporate Research International, p. 75
CPResearch Group, Inc., p. 75
Creative Images Associates, Inc., p. 75
Customer 1st, p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
Dominion Focus Group, Inc., p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
Firm Facts Interviewing, p. 77
First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
Granite State Marketing Research, Inc., p. 77
Hindsight Mystery Shopping, p. 77
ICC Decision Services, p. 77
imyst, inc., p. 77
Informa Research Services, Inc. , p. 78
Infotel National Marketing, p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Karlamar Associates, LLC, p. 78
Kinesis, p. 78
Rickie Kruh Research, p. 78
Leibowitz Marketing Services Inc., p. 78
Liberty Research Services, LLC, p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Analytics International, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80

Marketrends, Inc., p. 80
McMillion Research Service, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Field & Focus, Inc., p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
O’Connor & Associates, p. 82
OMR (Olchak Market Research), p. 82
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pat Henry Market Research, Inc., p. 82
Perception Strategies, Inc., p. 82
The Performance Group, Inc., p. 82
Performance Plus, p. 82
Person to Person Quality, p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Q M S, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quest Marketing Group, p. 83
Quinn Marketing and Communications, p. 83
Rapid Research, p. 83
Rast Marketing Research, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Serunian Investigations & Mystery Shopping, p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Industry Research Systems, Inc. (SIRS), p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Stackpole & Associates Inc., p. 85
Suburban Associates, p. 85
Survey Service, Inc., p. 85
Surveys Unlimited, Inc., p. 85
Sutter Marketing, Inc., p. 85
Taurus Marketing Research Field & Focus Svc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Video Eyes LLC, p. 85

USA-South

A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74

AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
Corporate Research International, p. 75
CPResearch Group, Inc., p. 75
Creative Images Associates, Inc., p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
Customer Connection, Inc., p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
Graham & Associates, Inc., p. 77
Gulf View Research, LLC, p. 77
Herron Associates, Inc. (Br.), p. 77
Higbee & Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Hispanic Focus Unlimited, p. 77
ICC Decision Services, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Kinesis, p. 78
Kirk Research Services, Inc., p. 78
Rickie Kruh Research, p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Analytics International, Inc., p. 80
Market Dynamics Research Group, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
McMillion Research Service, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
MVP In The Field Services, p. 80
The Mystery Guest Group, p. 80
Mystery Shoppers, Inc., p. 80
Mystique Shopper, LLC, p. 80
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National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
New South Research, p. 80
O’Connor & Associates, p. 82
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Perception Strategies, Inc., p. 82
Percy & Company Research, p. 82
The Performance Group, Inc., p. 82
Person to Person Quality, p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
PWI Research, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quinn Marketing and Communications, p. 83
Rast Marketing Research, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
Research Inc., p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Industry Research Systems, Inc. (SIRS), p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
The Shadow Shopper of Georgia, Inc., p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
South East Market Research, p. 85
Stackpole & Associates Inc., p. 85
Survey Service, Inc., p. 85
Sutter Marketing, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Varga Market Research Services, p. 85
Video Eyes LLC, p. 85
Voter Consumer Research, p. 85

USA-Midwest
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AAR/All About Research, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74

Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barnes Research, Inc., p. 74
Barry Promotions, Inc., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
Corporate Research International, p. 75
CPResearch Group, Inc., p. 75
Creative Images Associates, Inc., p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
Essman/Research, p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
Field Research, Inc., p. 76
Field Surveys & Audits, Inc., p. 76
First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
Galli Research Services, p. 77
GfK Audits & Surveys, p. 77
Herron Associates, Inc., p. 77
Higbee & Associates, Inc., p. 77
Hindsight Mystery Shopping, p. 77
Horizon Research Services, p. 77
ICC Decision Services, p. 77
imyst, inc., p. 77
Indiana Research Service, Inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Kinesis, p. 78
Rickie Kruh Research, p. 78
Lein/Spiegelhoff, Inc., p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Analytics International, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
MarketWise Consulting Group, Inc., p. 80
The Martec Group - Green Bay, p. 80
Metropolis Research, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
O’Connor & Associates, p. 82
Opinions, Ltd., p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pammer Research, Inc., p. 82
Pat Henry Market Research, Inc., p. 82

People Plus, p. 82
Perception Strategies, Inc., p. 82
The Performance Group, Inc., p. 82
Person to Person Quality, p. 82
PMR-Personal Marketing Research, Inc., p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Rothermel Research, Inc., p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Industry Research Systems, Inc. (SIRS), p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Stackpole & Associates Inc., p. 85
Survey Service, Inc., p. 85
Sutter Marketing, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Video Eyes LLC, p. 85

USA-Mountain
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Colorado Market Research Services, p. 75
Confero, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
Corporate Research International, p. 75
CPResearch Group, Inc., p. 75
Creative Images Associates, Inc., p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
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Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
Hindsight Mystery Shopping, p. 77
ICC Decision Services, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Kinesis, p. 78
Rickie Kruh Research, p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Analytics International, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
O’Connor & Associates, p. 82
Opinion Polling Service® - TAi - Denver, p. 82
Opinion Polling Service® - TAi - N.J., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pat Henry Market Research, Inc., p. 82
People Plus, p. 82
Perception Strategies, Inc., p. 82
The Performance Group, Inc., p. 82
Person to Person Quality, p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Industry Research Systems, Inc. (SIRS), p. 84

Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Stackpole & Associates Inc., p. 85
Survey Service, Inc., p. 85
Sutter Marketing, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Video Eyes LLC, p. 85

USA-Southwest
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
A.I.M. Field Service, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
Arizona Market Research Services (Br.), p. 74
Ask Arizona, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Connections, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
Corporate Research International, p. 75
Creative Consumer Research, p. 75
Creative Consumer Research (Br.), p. 75
Creative Consumer Research (Br.), p. 75
Creative Images Associates, Inc., p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
Excel Shopping and Consulting, p. 76
Feedback Plus, Inc., p. 76
First Glance, p. 77
Focus on Service, LLC, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
Galloway Research Services, p. 77
GfK Audits & Surveys, p. 77
Hindsight Mystery Shopping, p. 77
ICC Decision Services, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78

IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
Just The Facts, Inc., p. 78
Kinesis, p. 78
Rickie Kruh Research, p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Analytics International, Inc., p. 80
Market Dynamics Research Group, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
O’Connor & Associates, p. 82
On-Site Research, Inc., p. 82
Opinion Polling Service® - TAi - Tampa, p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pat Henry Market Research, Inc., p. 82
Perception Strategies, Inc., p. 82
The Performance Group, Inc., p. 82
Performance Insights, p. 82
Person to Person Quality, p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
Reyes Research, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
Roe Smithson & Asociados, p. 83
RQA, Inc., p. 83
Sandia Market Research, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Industry Research Systems, Inc. (SIRS), p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Stackpole & Associates Inc., p. 85
Survey Service, Inc., p. 85
Sutter Marketing, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Video Eyes LLC, p. 85
WestGroup Research, p. 85
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USA-West Coast
A Closer Look, Inc., p. 74
A Customer’s Point of View, Inc., p. 74
A Total Resource Group, p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Alexandria’s Marketing Co., p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
Any Small Town Market Research, p. 74
AQ Services International, Asia, p. 74
ath Power Consulting Corporation, p. 74
Athena Research Group, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
Bartels Research Corp., p. 74
BestMark, p. 74
Beyond Hello Inc., p. 74
Beyond Marketing Group, Inc., p. 74
Blackstone Group, p. 74
BMA, p. 75
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Confero, Inc., p. 75
Convergys Customer Intelligence Services, p. 75
Corporate Research International, p. 75
CPResearch Group, Inc., p. 75
Creative Images Associates, Inc., p. 75
Cross Financial Group, p. 75
Customer 1st, p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Point of View, p. 76
Customer Service Experts, Inc., p. 76
Customer Service Profiles (CSP), p. 76
Cutting Edge Research, Inc., p. 76
Data Quest, Ltd., p. 76
Devon Hill Associates, LLC, p. 76
DSG Associates, Inc., p. 76
Dynamic Advantage, Inc., p. 76
Excel Shopping and Consulting, p. 76
FAQ Hawaii, Inc., p. 76
Feedback Plus, Inc., p. 76
First Glance, p. 77
J. Franke Enterprises, p. 77
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
Hindsight Mystery Shopping, p. 77
ICC Decision Services, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
The Insight Works, Inc., p. 78
Insula Research, p. 78
Integrated Research Associates, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
i-spy hospitality audit services, p. 78
JKS Inc., p. 78
JL Market Research, p. 78
Just The Facts, Inc., p. 78
Karla Kava, Inc., p. 78
Kinesis, p. 78
Kiyomura-Ishimoto Associates, p. 78
Rickie Kruh Research, p. 78
L.A. Research, Inc., p. 78
The Locksley Group, Ltd., p. 78
Maritz Research, p. 78
Market Alternative, Inc., p. 78
Market Analytics International, Inc., p. 80
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Marketing Systems Unlimited Corp., p. 80
Metropolis Research, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The MSR Group, p. 80

The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
O’Connor & Associates, p. 82
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Pat Henry Market Research, Inc., p. 82
Perception Strategies, Inc., p. 82
The Performance Group, Inc., p. 82
Person to Person Quality, p. 82
Precision Research Inc., p. 82
Precision Research, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Professional Review & Operational Shoppers, Inc., p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
Quality Check Undercover Shoppers, p. 83
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
Quinn Marketing and Communications, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
Research Strategies, Inc., p. 83
Retail Diagnostics, Inc., p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Scholl Market Research, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Alliance, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Industry Research Systems, Inc. (SIRS), p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ Critique International, p. 84
Shoppers’ View, p. 84
SHOPPERS, Inc., p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Stackpole & Associates Inc., p. 85
Survey Service, Inc., p. 85
Sutter Marketing, Inc., p. 85
Taylor Research, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Video Eyes LLC, p. 85

Canada
A Closer Look, Inc., p. 74
AboutFace, p. 74
Advanced Feedback, p. 74
Amusement Advantage, Inc., p. 74
Anonymous Insights, Inc., p. 74
AQ Services International, Asia, p. 74
ath Power Consulting Corporation, p. 74
B. Business Solutions, Inc., p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Barry Promotions, Inc., p. 74
Beyond Hello Inc., p. 74
Business Evaluation Services, p. 75
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Creative Images Associates, Inc., p. 75
Customer 1st, p. 75
Customer Foresight Group, Limited, p. 76
Customer Perspectives, p. 76
Customer Service Experts, Inc., p. 76
DSG Associates, Inc., p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77

ICC Decision Services, p. 77
imyst, inc., p. 77
Informa Research Services, Inc., p. 78
Infotel National Marketing, p. 78
Innotech Market Research Ltd., p. 78
Insula Research, p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Just The Facts, Inc., p. 78
Kinesis, p. 78
The Locksley Group, Ltd., p. 78
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
Meyers Research Center, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
MSP Services, LLC, p. 80
The Mystery Guest Group, p. 80
Mystique Shopper, LLC, p. 80
National Shopping Service, p. 80
National Shopping Service Network, LLC, p. 80
Pacific Research Group, p. 82
PAI-Productive Access, Inc., p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
Proforma Consulting Limited, p. 82
Quality Assessments Mystery Shoppers, Inc., p. 82
QualityWorks Associates, p. 83
The Quest for Best Mystery Shoppers, p. 83
RDAssociates, Inc., p. 83
Reflections Mystery Shopping, p. 83
J.M. Ridgway Co., Inc., p. 83
Ritter Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Sensus Research, Inc., p. 84
Service Excellence Group, Inc., p. 84
Service Impressions, p. 84
Service Intelligence Inc., p. 84
Service Performance Group, Inc., p. 84
Service Research Corporation, p. 84
Service Sleuth, p. 84
ServiceTRAC, LLC, p. 84
Shoppers ConFidential, p. 84
Shoppers’ View, p. 84
Sights On Service, Inc., p. 84
Signature Worldwide, p. 84
Sinclair Customer Metrics, Inc., p. 84
Sutter Marketing, Inc., p. 85
Test Track Research, Inc., p. 85
Texas Shoppers Network, Inc., p. 85
TNS, p. 85
TrendSource, p. 85
Video Eyes LLC, p. 85

Mexico
Advanced Feedback, p. 74
AQ Services International, Asia, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Customer Service Experts, Inc., p. 76
DSG Associates, Inc., p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Just The Facts, Inc., p. 78
Market Force Information, p. 80
Mintel, p. 80
National Shopping Service, p. 80
Pacific Research Group, p. 82
Premier Service Inc., p. 82
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
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Reflections Mystery Shopping, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Sensus Research, Inc., p. 84
Service Intelligence Inc., p. 84
Sinclair Customer Metrics, Inc., p. 84
TNS, p. 85
Video Eyes LLC, p. 85

Caribbean
A Closer Look, Inc., p. 74
AQ Services International, Asia, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Beyond Hello Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Creative Images Associates, Inc., p. 75
Custom Research Center, Inc., p. 75
DSG Associates, Inc., p. 76
Freeman Group, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Market Force Information, p. 80
Ann Michaels and Associates Ltd., p. 80
Mintel, p. 80
National Shopping Service, p. 80
Pacific Research Group, p. 82
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
Ritter Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Impressions, p. 84
Service Intelligence Inc., p. 84
Service Sleuth, p. 84
Sinclair Customer Metrics, Inc., p. 84
Test Track Research, Inc., p. 85
TNS, p. 85
TrendSource, p. 85

Central & South America
AQ Services International, Asia, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International South America, p. 74
Bare International, Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Field Facts Worldwide, p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Just The Facts, Inc., p. 78
Market Force Information, p. 80
Mintel, p. 80
National Shopping Service, p. 80
Pacific Research Group, p. 82
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
Roe Smithson & Asociados, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Intelligence Inc., p. 84
Service Sleuth, p. 84
TNS, p. 85

Europe
AB Better Business World Wide, p. 74
AQ Services International, Asia, p. 74

AQ Services International, Europe, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Beyond Hello Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Customer Foresight Group, Limited, p. 76
ESA Market Research Ltd., p. 76
Field Facts Worldwide, p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
GfK Slovenija d.o.o., p. 77
GfK Turkey, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Just The Facts, Inc., p. 78
Kramer Marktforschung GmbH, p. 78
Maritz Research, p. 78
Market Analytics International, Inc., p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
The Martec Group - Green Bay, p. 80
Mintel, p. 80
National Shopping Service, p. 80
PAI-Productive Access, Inc., p. 82
Pan Research, Ltd., p. 82
Phantom Shopping, p. 82
Presence Mystery Shopping, p. 82
Prisma Options Ltd., p. 82
Quality Eye, p. 83
QualityWorks Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Schlesinger Associates New Jersey, p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Intelligence Inc., p. 84
Service Sleuth, p. 84
Stackpole & Associates Inc., p. 85
TNS, p. 85
The UK Field Company Ltd., p. 85

Australia/New Zealand
AQ Services International, Asia, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Customer Foresight Group, Limited, p. 76
Fieldwork Sydney Pty Limited, p. 77
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
Hoed Mystery Shopping, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Market Analytics International, Inc., p. 80
Market Force Information, p. 80
Mintel, p. 80
National Shopping Service, p. 80
New Focus Research - Adelaide, p. 80
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Intelligence Inc., p. 84
Stackpole & Associates Inc., p. 85
TNS, p. 85

Asia
AQ Services International, Asia, p. 74
AQ Services International, Japan, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Certified Marketing Research Services, p. 75

CharColn Consulting Co., Ltd., p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Customer Foresight Group, Limited, p. 76
Dynamic Advantage, Inc., p. 76
Field Facts Worldwide, p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
ICC Decision Services, p. 77
Illuminas, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Just The Facts, Inc., p. 78
Market Force Information, p. 80
Market Viewpoint, p. 80
Marketing Solutions Corporation, p. 80
The Martec Group - Green Bay, p. 80
Mintel, p. 80
National Shopping Service, p. 80
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
RNB Research: Fieldwork Specialist for India, p. 83
RQA, Inc., p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Intelligence Inc., p. 84
Stackpole & Associates Inc., p. 85
TNS, p. 85

Africa
AQ Services International, Asia, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Field Facts Worldwide, p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Market Analytics International, Inc., p. 80
Mintel, p. 80
National Shopping Service, p. 80
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Intelligence Inc., p. 84
TNS, p. 85

Middle East
AQ Services International, Asia, p. 74
Bare Associates Int’l. Europe, p. 74
Bare International, Inc., p. 74
Certified Marketing Research Services, p. 75
Check Mark, Inc., p. 75
Corporate Research International, p. 75
Field Facts Worldwide, p. 76
Freeman Group, p. 77
GfK Audits & Surveys, p. 77
GfK Turkey, p. 77
ICC Decision Services, p. 77
Informa Research Services, Inc., p. 78
IntelliShop, p. 78
International Service Check, p. 78
Ipsos North America, p. 78
Market Analytics International, Inc., p. 80
Mintel, p. 80
National Shopping Service, p. 80
Presence Mystery Shopping, p. 82
QualityWorks Associates, p. 83
Bernadette Schleis & Associates, Inc., p. 83
Second To None, Inc., p. 83
Sensors Quality Management, Inc., p. 84
Service Intelligence Inc., p. 84
TNS, p. 85
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Case Histories

January
Mystery shopping: A prescription for
continued growth – Mystery shopping pro-
gram helps Walgreens promote strong customer
service across its vast network of stores

February
Special markets – employees: Internal
research, external benefits – Experian uses
employee surveys to drive organizational change

March
Business-to-business research: Measure
it, then manage it – Tektronix uses research
to create key customer metrics and drive market-
ing and sales strategies

October
Customer satisfaction research:
Empowering the people – Utility uses cus-
tomer satisfaction to drive organizational change
Customer satisfaction research:
Driving the message home – Cell
phone-based feedback system lets Budget Rent A
Car respond quickly and effectively to customer
complaints

Technique Discussions

January
Online research: How to spot a fake –
Practices that minimize online panelist satisfic-
ing behavior
Online research: Is the emotion miss-
ing? – Users of text-based online qualitative
talk about its capabilities, limitations
Online research: It’s an ongoing com-
mitment – Developing and maintaining an
online customer advisory panel
Online research: Respond with ease –
Study on sexual health issues shows benefits of
online surveys for researching sensitive issues
Quantitative research: From evolution
to revolution – How to handle our respon-
dent cooperation dilemma

February
Special markets – kids: Found in
translation – In focus groups with kids, you
often need to shape your methods to fit their needs
Special markets – moms: Let me show
you what I need – Moms use remote digital
ethnography to capture their child-transport troubles
Special markets – kids: From second
grade forward – Tips for starting kids in the
focus group process
Special markets: In search of niche
markets – A how-to guide to using online
specialty panels
Research software: Online makes more
inroads – A report on the 2006 Confirmit
Market Research Software Survey
Quantitative research: Goldilocks
would approve – A look at just-about-right
scales in consumer research

The business of research: Family
matters – Market research companies as family
businesses

March
Business-to-business research:
Guidelines to cooperation – How
StorageTek built its B2B satisfaction and loyalty
research program
Business-to-business research:
Questionnaire design from the
trenches – Depth interviews with executives
Business-to-business research: The
challenge of fieldwork – In business-to-
business research the devil is often in the details
Quantitative research: Look for the
similarities – Ten guidelines for a good
segmentation
Quantitative research: Fascinating
findings – Using market research and public
relations to trigger a media explosion
Quantitative research: Have a plan
going in – Your project will move more
smoothly with a little preparation

April
Advertising research: Beware of big
egos and agency killers – Breaking down
the barriers to effective advertising
Advertising research: Tags are it – The
four types of brand memories
Advertising research: Finding an
optimal mix – Spending promotional dollars
for chronic and acute drugs
Quantitative research: Take a risk, keep
it simple – Follow these guidelines to give
more effective research presentations
Quantitative research: Look beneath
the numbers – Business researchers can learn
a few things from political polling
Quantitative research: A golden
opportunity – Research via mobile devices
offers another – perhaps our last? – chance to
earn the trust of respondents
New product research: Optimize
your line optimization – Traditional
methods of analyzing the effects of line
extensions no longer suffice

May
Qualitative research: Time-honored or
time to go? – With focus group-bashing now
in fashion, a veteran moderator comes to the
technique’s defense
Qualitative research: Still waters run
deep – How to recognize and benefit from more
inner-directed respondents
Qualitative research: Walk a mile in
their shoes – Achieving better qualitative
research outcomes through client immersion
Qualitative research: Respondents lie
and good ideas die – Dispelling the myths
about focus groups
Qualitative research: Best practices for
online qualitative research – Part I: 16
ways to improve moderating

Qualitative research: A fuller picture –
Use online ethnography to learn from
respondents’ words and their actions
Qualitative research: Toward a broader
definition – Is expressive a better term than
projective?
Qualitative research: The
metamorphosis of a qualitative
researcher – Part III: Sit at the table, not
behind the counter
Qualitative research: Merging the old
and the new – Case studies show the value
of mixing traditional and technology-based
qualitative approaches
Qualitative research: My purse, my life
– Handbag makers should market the emotional
aspects of owning their products

June
Ethnic research: Compare and contrast
– Study looks at online vs. offline multicultural
research
Ethnic research: Looking for a few to
stand for the many – One firm’s search for
representative black households
Ethnic research: Let’s forget about
William Hung – 10 things every brand
should know about Asian-American youth
Ethnic/health care research: Bridging
the multicultural gap – How research can
help improve health care for ethnic groups
Health care/qualitative research: Heart
maps and tarot cards – Using qualitative
research to get doctors to open up
Health care/qualitative research: One
true methodology – The key to good
qualitative research
Health care research: It makes more
than cents – Modeling health care ROI
Health care research: Adopt early,
prescribe often? – A field test of Rogers’
adoption typology among health care providers
Health care research: You have my
word on it – Study examines health care
providers’ views on recommending nonprescription
medicines

July/August
Online research: Speed traps – A test of
seven panels measured the impact of three prob-
lem respondent types
Online research: Best practices for
online qualitative research – Part II: 10
ways to improve recruiting, incentives and group
composition
Online research: Virtually endless possi-
bilities? – Conducting research in Second Life
Online research: Reinventing innova-
tion – Where will your company’s next great
idea come from? From your customers.
Online research: Forging new paths in
old lands – A look at online research in the
Middle East
Online research: Beyond brand-build-
ing – How Web communities can change the
way we do research

2007 Quirk’s Story Index
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Online research: Ratings rate highly –
Product ratings and consumer reviews make e-tail
sites stand out from competitors

October
Customer satisfaction research: Service
matters – Linking customer satisfaction data
with business metrics
Customer satisfaction research:
Investing in advocacy – As banks strive to
build relationships, a national tracking study finds
that good service is still key for customers
Customer satisfaction research: What is
the value of engagement? – Study exam-
ines the link between hotel employee performance
and guest satisfaction
Market segmentation research: Four
indicators, one goal – A method for taking
analysis of segmentation studies beyond gut instinct
Tracking research: Ongoing mainte-
nance required – Best practices in imple-
menting a tracking program
The business of research: Raising
research’s profile – How to build an effective
in-house market research practice
The business of research: Moving from
validation to inspiration – Researchers can
change in-house perceptions by changing their
deliverables

November
International research: Do you know
where your data came from? – A guide
to successful offshore data collection management
International research: Develop your
social capital – Getting started with market
research in China
International research: Q&A: Research
in Portugal
International research: Q&A: Research
in Spain
International research: Big picture,
small focus – International research project
require strong local knowledge to succeed
Panel research: Build a consensus,
focus on quality – ARF initiative involves
clients in creating standards and metrics to
evaluate online research
Panel research: Catch me if you can –
How to keep undesirable respondents out of your
next online study
Panel research: Thoughts from the
technicians – A look at some of the topics
covered at this year’s ASC conference
Mobile research: Research-to-go – Cell
phone-based research offers speed, novelty

December
Qualitative research: Inhabit the user’s
world – Using role play and guided imagery
for concept generation
Qualitative research: Begin with a
head start – Five common traps for new mod-
erators and how to avoid them
Qualitative research: Assume nothing –
For quality international qualitative, take note of
cultural differences
Qualitative research: Learn from the
experts – Using the Delphi investigative para-
digm for market forecasting
Qualitative research: Finding links, cre-

ating insights – Using mind maps for quali-
tative research
Qualitative research: Create a rising
tide – A focus on quality will elevate research
above commodity status

By the Numbers

January
Formatting your Internet survey

February
Does the survey sender’s gender matter?

April
An update on the state of ‘working
phone rate’

July/August
Using ANCOVA to gauge the impact of
demographic differences on satisfaction

October
Ad recall trends: over, under,
sideways, down?

November
Tragedy of the commons revisited

December
Telephone vs. Internet data collection:
a case study

Data Use

January
McCullough’s Laws: first principles of
commercial data analysis

February
(Sub-) optimal test designs for multi-
variable marketing testing

March
Using discrete choice conjoint to
validate stated-choice data

June
Retooling a large health insurer’s
pricing strategy

July/August
Which do your customers value more:
service or trust?

October
Creating a new scale of brand prestige
using latent class modeling

Qualitatively Speaking

January
For better focus groups, get the back
room focused

February
How to recruit leading-edge mature
consumers

March
Sampling for qualitative researchers

May
Tear down the wall between you and
your consumers

July/August
Survey finds acceptance of focus
group video transmission

November
A wasted opportunity

December
Involving your core users

Software Review

January
Voxco Command Center

April
Techneos Entryware 6

October
Vision Critical

December
Itracks Online Focus Groups and
Bulletin Board

Trade Talk

January
On tap for 2007: simplicity,
Amazonia, sustainability

February
For emerging-market consumers,
low incomes don’t mean low stan-
dards

March
Surveys generate useless information
that doesn’t fire the imagination

April
Book shows how to dominate the
Dominator

May
In a faster-paced world, consumers
seek simplicity, control

June
Direct mail a direct line to Hispanics

July/August
Data quality takes center stage

October
Learn from the service champs

November
For climate’s sake, consumers seem
ready to change their habits

December
I trust you, you trust me
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20/20 Research...........................................36
800-737-2020 | www.2020research.com

ActiveGroup ..........................................32-33
800-793-3126 | www.activegroup.net

Advanced Focus..........................................57
212-217-2000 | www.advancedfocus.com

Advertising Research Foundation ..............69
212-751-5656 | www.thearf.org

Affordable Samples, Inc. ............................71
800-784-8016 | www.affordablesamples.com

The Analytical Group, Inc...........................23
800-280-7200 | www.analyticalgroup.com

B & B Research Services, Inc.....................24
513-583-4660 | www.focusmark.net

Baltimore Research......................................7
410-583-9991 | www.baltimoreresearch.com

BestMark....................................................75
800-51-GUEST | www.bestmark.com

Burke Institute.............................................5
800-543-8635 | www.BurkeInstitute.com

Burke, Incorporated ...................................15
800-688-2674 | www.burke.com

C&R Research Services, Inc.......................63
312-828-9200 | www.crresearch.com

CfMC Research Software...........................18
866-LUV-CfMC | www.cfmc.com

Common Knowledge Research Services ....25
800-710-9147 | www.commonknowledge.com

Consumer Opinion Services, Inc. ...............56
206-241-6050 | www.cosvc.com

Data Development Worldwide ....................17
212-633-1100 | www.datadw.com

Decision Analyst, Inc. .................................51
800-262-5974 | www.decisionanalyst.com

Decision Insight, Inc. .................................11
816-221-0445 | www.decisioninsight.com
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the service, discussion threads, glossary terms, recent
job postings and related associations and events.

• And, our supplier directories now boast a number
of enhanced search features, making it easier than ever
to find the ideal vendor for your project among our
database of over 7,000 company listings.

Best of all, these features, and many more, are free of
charge to subscribers.

Added an issue
On the print magazine side, we have made a number
of changes for the coming year. We have added a 12th
issue, splitting up the previous July/August issue into
separate editions. We have also added several new edi-
torial topics to the calendar: January - packaging re-
search; February - ethnographic research; March -
utilities industry research; May - naming research; July
- financial services research; August - research educa-
tion, training and employment; October - automotive
research; December - sensory research.

As always, we welcome article submissions from

outside sources, so if you would like to submit an arti-
cle on any of the above topics (or anything else related
to marketing research, for that matter!) feel free to
contact me at joe@quirks.com.

Later this spring we hope to have an e-newsletter
launched. We have also increased our advertising sales
force and added two new editorial staff members. 

Serve the industry
All of this growth is aimed at improving our products
and services and will, we hope, position us to better
serve the marketing research industry, both on the
client side and on the vendor side. But rest assured,
our expansion won’t change who we are. We’ll still
continue delivering the same personal service and
small-company attention that readers and advertisers
have told us they find so welcome and valuable.

It’s an exciting time in the marketing research field
and we are proud and happy to be enhancing our of-
ferings to keep pace with the profession’s needs. I
welcome any input you may have on our new fea-
tures, so don’t hesitate to drop me a line with your
thoughts or suggestions.  |Q

Quirk’s Marketing Research
Review,  (ISSN 08937451) is
issued 12 times per year — Jan.,
Feb., Mar., Apr., May, June, July,
Aug., Sep., Oct., Nov., Dec. — by
Quirk Enterprises, Inc., 4662 Slater
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Paul, MN 55122. Tel.: 651-379-
6200; Fax: 651-379-6205; E-mail:
info@quirks.com; Web address:
www.quirks.com. Periodicals postage
paid at Saint Paul, MN and addition-
al mailing offices.

Subscription Information: U.S.
annual rate (12 issues) $70;  Canada
and Mexico rate $120 (U.S. funds);
international rate $120 (U.S. funds).
U.S. single copy price $10. Change of
address notices should be sent
promptly; provide old mailing label as
well as new address; include ZIP
code or postal code. Allow 4-6 weeks
for change. 

POSTMASTER: Please send change
of address to QMRR, P.O. Box
22268, Saint Paul, MN 55122.
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advertisements.
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By Joseph Rydholm
Quirk’s editor

Our big plans for 2008

trade talk

Happy New Year! We are ex-
cited here at Quirk’s to be
ringing in 2008, as we have

a lot of plans for the coming year.
Before I get to them, I need to

spend a few moments talking about
the changes we’ve made over the past
several months at quirks.com. Up to
and after the site’s relaunch last April,
our Webmeister Dan Quirk has
worked hard to add new features and
capabilities, in addition to freshening
up the site’s appearance.

• Subscribers can now access
more than 2,000 past articles on-
line, along with articles from the
current issue. And, it’s easier than
ever to print, e-mail and book-
mark articles.

• Our online glossary has dou-
bled in size and now holds over
1,300 terms.

• The online events calendar is
more comprehensive and is now
searchable by topic.

• Our popular job postings sec-
tion has new search features, in-

cluding the ability to search by
country, state and metro area.

• We’ve also added a Hot Topics
section on the site. By clicking on
one of the hot topics (such as
ethnographic research or online re-

search) site users can see, at a
glance, a wealth of information on
the subject, including abstracts of
past articles, suppliers who offer

continued on page 99
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Propensity Weighting technique to create representative general population frames. Or find the left handed, beer drinking 
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