
A
P

R
IL

  2
00

9

Also…
>  Does speeding affect ad 
  performance measures?

>  Improve your concept evaluations

>  Using the Bradley-Terry method

A framework for 
understanding ad 
effectiveness

2009 Telephone
Facilities Directory



OF OUR CAPABILITIES

TEST THE 

As the world of research transforms,  

we explore new territories,  

providing Global Management Solutions  

for all your research needs.

 Qualitative and Quantitative Data Collection Services
 14 Focus Group Facilities Across the US and 2 in the UK
 Global Management Solutions 
 Advanced Technology Solutions

TOLL FREE (USA) 866-549-3500  (UK) +44 (0) 207 935 4979

www.SchlesingerAssociates.com

http://www.SchlesingerAssociates.com


Talk to Research Now 
Your Comprehensive Source for Quality Online Data Collection & Panels

Need Better Quality 
Online Data Collection?

Unrivaled Panel Reach & Quality 

36 Proprietary panels in North and Latin 

America, Europe, Asia and Australia 

Pacific

Research-only, multi-sourced, frequently 

refreshed and carefully managed 

panelists 

Extensively profiled panels for targeted,  

accurate sampling  

•

•

•

Unrivaled Service & Delivery 

Technical excellence with industry 

leading  programming and hosting 

capabilities 

Highly experienced, research-literate, 

multi-lingual teams in all client service 

offices

Delivery from San Francisco, Toronto, 

London and Sydney - all locations close 

to our clients and not off-shore

Consultative and easy to work with team

•

•

•

•

New York | San Francisco | Chicago | Los Angeles | Dallas | Toronto | London | Paris | Hamburg | Frankfurt | Munich | Sydney | Melbourne | Auckland | Singapore | Shanghai

Contact us for further information on any aspect of Online Data Collection or Panels :
New York                          San Francisco                         Chicago           Los  Angeles                              Dallas                                     Toronto                  

T  +1 (212) 984 0645   |   T  + 1 (415) 392 4300   |   T  + 1 (312) 239 1349    |    T  +  1 (213) 223 2025    |   T  +  1 (972) 764 3311    |   T + 1 (800) 599 7938   |   quirks@researchnow-usa.com   |    www.researchnow-usa.com 

The Online Data Collection 

& Panel Specialists
RESEARCH NOW 

US panel now 

available with 

over half a 

million active, 

highly-profiled

panelists 

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


4  |  Quirk’s Marketing Research Review | April 2009 www.quirks.com

contents

Quirk’s Marketing Research Review
Volume XXIII Number 4

Il
lu

st
ra

ti
on

 b
y 

Je
nn

if
er

 C
op

pe
rs

m
it

h

50 Beyond the high-low game
Add some strategy to your 
concept evaluation process
By Kevin Dona

columns
16 Qualitatively Speaking

Give your groups the 
transcript they deserve
By Laurie A. Sossa

20 Data Use
An alternative to finding 
the best of the best
By Thomas Murphy

108 Trade Talk
How the strong retailers 
are surviving
By Joseph Rydholm

techniques
28 C-ing is believing

A framework for understanding 
ad effectiveness 
By Isabelle Albanese

32 Sampling the impact
How do respondent behaviors 
and online sample quality affect 
measures of ad performance?
By Don Bruzzone

38 The proof is in the pupil
Using eye-tracking to 
measure the effectiveness 
of TV commercials
By Mike Bartels

44 Quality in, quality out
The importance of data quality 
in advertising decision-making
By Ashley Grace 
and Ron Conlin Publisher

Steve Quirk

Editor
Joseph Rydholm

Content Editor
Emily Goon

Production Manager
James Quirk

Directory Manager
Alice Davies

Advertising Sales 
Eastern U.S. and International
Evan Tweed, V.P. Sales 
651-379-6200

Central U.S. and Canada
Lance Streff
651-379-6200 

6 In Case You Missed It...

8 Survey Monitor

10 Names of Note

12 Product and Service Update

14 Research Industry News

14 Calendar of Events

71 2009 Telephone 
 Facilities Directory

107 Index of Advertisers 

109 Classified Ads

110 Before You Go…

departments

28

A
pr

il 
20

09

Copyright 2009 by Quirk’s Marketing Research Review

New!

http://www.Research


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

101 | Practical Marketing 
Research  $2,195

New York Jan 6-8
Baltimore Feb 2-4
San Francisco Mar 10-12
Chicago Apr 20-22
Philadelphia May 19-21
Cincinnati Jun 23-25
New York Jul 27-29
Los Angeles Sep 28-30
Chicago Oct 27-29
Atlanta Dec 7-9

104 | Designing Effective
Questionnaires: A Step by
Step Workshop  $2,195

New York Jan 20-22
Los Angeles Feb 24-26
Chicago Apr 28-30
Baltimore Jun 9-11
San Francisco Aug 18-20
Cincinnati Oct 20-22
Boston Dec 1-3

106 | Online Research Best
Practices & Innovations $1,795

New York Feb 18-19
San Francisco Jul 7-8
Chicago Oct 6-7

202 | Focus Group Moderator
Training  $2,695

Cincinnati Jan 27-30
Cincinnati Mar 10-13
Cincinnati Apr 21-24
Cincinnati Jun 2-5
Cincinnati Jul 14-17
Cincinnati Aug 25-28
Cincinnati Sep 28-Oct1
Cincinnati Nov 17-20

203 | Specialized Moderator 
Skills for Qualitative Research
Applications  $2,695

Cincinnati Mar 16-19
Cincinnati Jul 20-23
Cincinnati Oct 27-30

207 | Qualitative Technology
Workshop: Recording,
Reporting & Delivering  $1,795

Chicago May 7-8
San Francisco Sep 17-18

301 | Writing & Presenting
Actionable Marketing
Research Reports  $2,195

New York Jan 28-30
Los Angeles Mar 25-27
Chicago May 13-15
Baltimore Jul 21-23
Cincinnati Sep 2-4
San Francisco Nov 4-6

501 | Applications of
Marketing Research  $1,795

Baltimore Feb 5-6
Chicago Apr 23-24
New York Jul 30-31
Los Angeles Oct 1-2
Atlanta Dec 10-11

502 |  New Product Research:
Laying the Foundation for
New Product Success  $1,795

New York Mar 17-18
San Francisco Jun 16-17
Chicago Sep 22-23

504 | Advertising Research
$1,795

New York Mar 19-20
San Francisco Jun 18-19
Chicago Sep 24-25

505 | Market Segmentation &
Positioning Research  $2,195

Baltimore Mar 10-12
Chicago Jul 7-9
San Francisco Oct 27-29

506 | Customer Satisfaction &
Loyalty Research: Managing,
Measuring, Analyzing &
Interpreting  $2,195

New York Mar 2-4
San Francisco Jun 22-24
Boston Aug 4-6
Chicago Oct 19-21

601 | Data Analysis for
Marketing Research: The
Fundamentals $1,795

New York Jan 26-27
Los Angeles Mar 23-24
Chicago May 11-12
Cincinnati Aug 31-Sep1
San Francisco Nov 2-3

602 | Tools & Techniques of 
Data Analysis  $2,595

New York Feb 10-13
Los Angeles Mar 31-Apr 3
Chicago Jun 2-5
San Francisco Aug 11-14
Cincinnati Oct 13-16
Baltimore Dec 1-4

603 | Practical Multivariate 
Analysis  $2,595

New York Feb 24-27
Los Angeles May 5-8
Chicago Jul 14-17
San Francisco Sep 22-25
Baltimore Dec 8-11

605 | Practical Conjoint
Analysis & Discrete Choice
Modeling  $2,195

Chicago Mar 3-5
New York Aug 4-6
San Francisco Nov 17-19

802 | Linking Customer,
Employee & Process Data to 
Drive Profitability  $1,795

New York Mar 5-6
San Francisco Jun 25-26
Chicago Oct 22-23

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 9

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


6  |  Quirk’s Marketing Research Review | April 2009 www.quirks.com

in case you missed it…

news and notes on marketing and research

Remote-Free TV comes at a premium
In an approach it’s dubbing Remote-Free TV, Fox is running shorter commercial breaks on 
some programs in the hopes of keeping viewers’ attention and minimizing channel surfing.

According to Brian Stetler’s February 12, 2009, article “Fox TV’s Gamble: Fewer 
Ads in a Break, but Costing More,” in The New York Times, Fox has charged movie 
studios, wireless companies and retailers a premium price for commercials on just a few 
Fox programs to partly compensate for a lighter commercial load so that viewers can 
enjoy one 60-second commercial break (comprised of two 30-second ad spots) instead of 
what often feels like an eternity. 

But has the new format worked? Fox says the shorter commercial breaks indeed keep 
viewers more engaged and improve brand recall for advertisers. Viewers are also less 
likely to change the channel or fast-forward past the ads, but not to the degree that Fox 
would have liked; the network does not appear to be recouping all the costs of the ex-
periment. For Fox to break even on the format, the premium pricing for the ads has to 
outweigh the revenue that is lost by showing fewer commercials. Asked whether that was 
happening, Jon Nesvig, president of sales, Fox Broadcasting, said “the jury is still out on 
the economics.” It is unclear whether Remote-Free TV will be back for another season. 

The Fox format includes several advertisers in each hour but limits the total number 
of commercials. When Fox pitched the strategy to advertisers in May 2008, Fox Chair-
man Peter Liguori said that fewer commercials would present fewer reasons for viewers 
to “to grab the remote and change the channel.” Liguori said the format could poten-
tially “redefine the viewing experience.” 

Some advertisers have lauded Fox for taking a step toward reducing commercial clut-
ter, but others have expressed skepticism that marketers experience sufficient benefits in 
exchange for the premium price that is being charged.

According to Nesvig, it is commonly accepted that the first position in a commercial 
pod is most effective for advertisers. The second-most effective position is the last com-
mercial before the program resumes. Presumably viewers who are changing the channel, 
fast-forwarding their DVR or taking a break are exposed to the bookends of the com-
mercial break. By shortening the commercial breaks, Nesvig said, “you basically have all 
first and last positions and you have lower clutter.” With less clutter, in theory, there’s 
better recall. “There will be ongoing attempts to keep commercial viewing as high as 
possible. It behooves all of us to keep changing the model,” Nesvig said.

Twitter - a research panel 
waiting to happen?
Twitter.com has unexpectedly taken 
the online world by storm by offer-
ing a free social messaging utility for 
staying connected in real time. With 
the ability to update a “status” from a 
mobile phone, computer or any online 
portal, the common man and celebrities 
“tweet” alike, and Twitter’s wide reach 
has piqued the interest of market re-
searchers as a potential access point to 
a social network rich in tech-savvy and 
connected consumers.

The Silicon Alley Insider blog hosted 
a contest, titled “Create Twitter’s Rev-
enue Model,” which invited contestants 
to come up with a business/revenue 
model to turn Twitter into a financial-
ly-viable social network. Silicon Alley’s 
competition enticed contestants with 
promise that it would post the win-
ner’s plan and résumé on Alley Insider 
and e-mail the winning information to 
Twitter CEO Evan Williams. Chicago 
advertising agency Denuo, a division of 
Publicis Groupe, took top honors in the 
contest. 

Denuo’s Twitter revenue model sug-
gests Twitter charge marketers for two 
things: access to opted-in users willing 
to field the occasional question from 
brands; and dashboard access to deep 
user analytics.

What Silicon Alley most liked about 
the plan was that it explained how ad 
agency executives have shown interest 
in paying sites like Twitter and Face-
book to “anonymize” their data and 
open it up for mining; and a potential 
customer submitted it, which is another 
indication that there’s real appetite for 
the product. 

Criticism of Denuo’s proposed model 
includes Twitter running the risk of be-
ing taken over by brands, so a limit or 
a cap to the amount of brand-related 
messages allowed may be required. For 
example, perhaps only 10 percent of 
messages can be from advertisers so 
that those who tweet less are not inun-
dated with more ads than communica-
tion from their acquaintances.

Great minds taste alike
Having a “taste” for the finer things or fashion or football may be more literal than you think, 
and researchers may have uncovered yet another way to segment an audience - by what they eat.

DervalResearch, Amsterdam, the Netherlands, has discovered a link between the perception 
of taste and an individual’s job and hobbies. Scientific research conducted between November 
2008 and January 2009 on 500 people from over 25 countries may have opened the door to new 
product development and commercialization based on a perception of taste being directly linked to 
color and shape preferences. 

Diana Derval, president and research director of DervalResearch, refers to the composite taste 
preferences as the Hormonal Fingerprint. “Our perception, skills and physical traits are greatly 
determined by our hormones while we are still a fetus,” said Derval. “Based on this Hormonal 
Fingerprint, we can predict an individual’s preferred food, beverage, color and shapes as well as 
his perfect matching job, hobby or even partner.

“For example, we have discovered that nurses and rugby men are more likely to be non-tasters 
- that means they host fewer taste buds on their tongue and can therefore eat or drink almost any-
thing including bitter, spicy and very sweet food. On the other hand, entrepreneurs and ballerinas 
are super-tasters and more picky with food.”

The components of a Hormonal Fingerprint are simultaneously unique and predictable, the 
company maintains, and may in the future be used to help predict where new product launches 
might succeed or fail.

http://www.quirks.com
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survey monitor

Christians, Muslims, Jews and athe-
ists alike are helping fuel the robust 
market for kosher foods, as the No. 1 
reason people buy kosher is for food 
quality (62 percent), according to 
Chicago research company Mintel. 
The second-most common reason 
people say they purchase kosher food 
is general healthfulness (51 percent) 
and the third is food safety (34 per-
cent). This contrasts sharply to the 14 
percent of respondents who say they 
purchase kosher food because they 

follow kosher religious rules. Another 
10 percent buy kosher because they 
follow some other religious rules with 
eating restrictions similar to kosher. 

“Kosher food has gained the 
reputation of being more carefully 
produced and thoroughly inspected 
than non-kosher food,” says Marcia 
Mogelonsky, senior analyst at 
Mintel. “With recent food-safety 
scares causing people to rethink 
even the most familiar food prod-
ucts, we can expect more adults 
to turn to kosher food as a way to 
ensure food safety and quality.” 

The market for kosher food is 
strong and growing in the U.S. 
Sales of kosher foods totaled $12.5 
billion in 2008, a 64 percent 
increase since 2003. Furthermore, 

Mintel’s survey revealed that 13 
percent say they intentionally pur-
chase kosher foods. Over one in 
four (28 percent) new food and 
drink products launched in the U.S. 
during 2008 bore a kosher symbol. 
Kosher has been the top individual 
claim on new food and drink in the 
U.S. since 2005. For more informa-
tion visit www.mintel.com. 

Doritos’ Super Bowl ads paid 
off in brand-improvement 
points 
In a post-Super Bowl survey, 
Reston, Va., researcher ComScore 
asked respondents whether the vari-
ous ads improved, damaged or left 
unchanged their perception of the 
advertised brands. Doritos scored the 
highest net improvement score of 42 
percentage points, followed by Bud/
Bud Light (40 percentage points) 
and Denny’s (39 percentage points), 
whose offer of a free Grand Slam 
breakfast to everyone in America 
on Tuesday, February 3, apparently 
resonated with the public.

GoDaddy.com had the highest 
brand damage score (15 percent), 
which resulted in the lowest net 
brand improvement score (13 per-
centage points). In fact, GoDaddy.
com was the only advertiser with a 
brand damage score higher than 6 
percent. Nevertheless, GoDaddy.
com registered the third-highest ad 
recall (53 percent of respondents), 
trailing only Bud/Bud Light (72 
percent) and Doritos (59 percent). 

Prior to the game, when asked 
which three companies’ ads they 
were most looking forward to, 
respondents demonstrated a strong 
preference for beverage brands. 
Specifically, the most anticipated 
brand’s ads were those from Bud/
Bud Light (76 percent of respon-
dents), followed by Coca-Cola (48 
percent) and Pepsi Co. (43 percent). 

When asked post-game which 
ads they would like to see again, 

respondents selected the same top 
five advertisers from the most-
anticipated list, though in a slightly 
different order of preference. The 
dark horse of the Super Bowl ad 
race turned out to be Doritos, 
which proved even more popular 
than its high expectations, with 34 
percent of respondents indicating 
they would like to see the brand’s 
ads again (second only to Bud/Bud 
Light, 42 percent). For more infor-
mation visit www.comscore.com.

The money’s not gone, just 
hiding
Contrary to the current thinking that 
the pool of money available for 
consumers to invest has dried up, 
a new study from Target Research 
Group, Nanuet, N.Y., shows that 
one out of five Americans has 
moved from stocks and mutual 
funds into more liquid safe havens 
(e.g., checking accounts, savings 
accounts, CDs and money mar-
kets). The study also revealed that 
consumers are less concerned with 
return and more interested in safety. 

“Financial decision makers in some 
90 million homes have transferred 
assets to safe havens. Considering the 
average amount transferred per house-
hold, we estimate some $7.5 trillion 
has created a pent-up demand for 
new investment and credit products. 
Despite the gloom and doom one 
hears every day, companies that can 
meet consumers’ demands with low-
risk products should be able to take 
advantage of this opportunity,” says 
Greg Spagna, Target Research Group. 

Among all credit card owners, the 
main financial goal is to pay down/
off debt (28 percent). In addition, 
when the data are viewed by those 
who are Credit Worthy (the 40 per-
cent of households, as defined by 
Target Research Group, who have 
no trouble paying their balances) and 
Credit-On-The-Edge (the 60 percent 
who would be challenged to pay off 

continued on p. 63
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names of note

The MSR Group, an Omaha, Neb., 
research company, has promoted 
Julian Vermaas to senior research 
director. The MSR Group has also 
hired Sara Martens as vice presi-
dent and Erica Jones as assistant 
research analyst.

Schlesinger Associates, an Edison, N.J., 
research company has hired Amber 
Leila Jones as executive vice presi-
dent to lead its online community 
InspireOpinions. 

Research International, Chicago, has 
made 12 promotions: Peter Burgi 
to vice president; Elena Izakson to 
vice president, marketing; Matt Day 
and Matt Hanlon to senior research 
executive; Oliver Pangborn to 
associate creative director; Christine 
Kiriazes, Nyssa Packard and Jaclyn 
Peek to account executive; Kale 
Lepak to senior research manager; 
Yan Zhao to research manager; 
Lupe Martinez to senior advisor, 
human resources; and Mark Yates to 
manager, IT.

Chicago research company Synovate 
has made several new appointments 
within its international offices. Diana 
Arday has been named associate 
director, qualitative field services 
and patient research, of Synovate 
Healthcare, London. Daniel Finder 
has been named managing director of 
Synovate’s Buenos Aires, Argentina, 
division. In Synovate’s Sao Paolo, 
Brazil, division, Manuel Lopes has 
added the title of director of opera-
tions to his position as managing 
director. Also in Sao Paolo, Jesus 

Caldeiro has been named director, 
client services and practices. 

Kadence, a London research company, 
has made three appointments at its 
U.S. headquarters in Boston: Mary 
Jo Emery has been named vice 
president, international client services; 
Kristin Farrell has been named 
project manager; and Lynn Burke 
has been promoted to vice president, 
client service operations.

G & S Research, Indianapolis, has 
promoted Mike Bandick to senior 
vice president and Wendy Martin to 
senior manager, client services.

Angela Wells has been promoted to 
vice president, sales and marketing, of 
Atlanta research company CMI.

Verve Partners, a London research 
company, has hired Jeannie Arthur 
as partner, co-founder and U.K. man-
aging director and Peter Chopra to 
lead the strategic finance and interna-
tional development division. 

Innerscope Research, New York, has 
hired Caleb Siefert as senior sci-
entist, statistical analyses and study 
designs in emotional response mea-
surement.

Vovici, a Dulles, Va., research com-
pany, has promoted Nancy Porte to 
vice president, operations. 

Mike Read has been promoted to 
senior vice president and managing 
director of comScore Europe, a London 
division of Reston, Va., research 

company comScore.

McCallum Layton, a Leeds, U.K., 
research company, has promoted 
Julia Horlov to partner. 

Richard Thornton has been hired 
to open a London office for Cint, a 
Stockholm, Sweden, research company. 
 

Maritz Research, St. Louis, has named 
Dorothy Long research manager, 
pharmaceuticals group. 

Cassie Punches has been named 
director, product management, 
at New York research company 
Authentic Response.

Abt Associates, a Cambridge, Mass., 
research company, has named Valerie 
DeFillipo vice president, interna-
tional business development and 
communications. 

MarketTools, a San Francisco research 
company, has named Cynthia 
McCloud executive vice president 
and general manager, research solu-
tions.

Dinko Svetopetri has been 
appointed to assume full management 
of Ipsos Poland, a division of Paris 
research company Ipsos. Separately, 
Ipsos North America, a New York divi-
sion of Ipsos, has appointed Renee 
Smith as vice president, global opera-
tions. 

continued on p. 69
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product and service update

Ipsos debuts brand research 
tools
Ipsos Marketing, a London branch 
of Paris research company Ipsos, has 
launched two brand research tools: 
PerceptorPlus and BrandStretch. 

PerceptorPlus is designed to 
advise consumer product compa-
nies on how to optimize consumer 
share of choice and increase loyalty 
to their brands using a predic-
tive model that considers a brand’s 
composition, namely its functional 
properties, brand image, emotional 
needs served and personality. It also 
assesses brand value by taking into 
account the importance of price to 
predict brand choice.

BrandStretch aims to help con-
sumer product companies identify 
categories that represent the best 
opportunities for extending their 
brands. The tool answers questions 
about the brand, its place in the 
market, the potential opportunities 
for extending into new catego-
ries, addressing new needs and the 
impact that extension would have 
on the brand. For more information 
visit www.ipsosmarketing.com.

Companies partner to offer 
personalized digital signage
TruMedia Technologies, a Tampa, 
Fla., research company, and dZine, 
a Belgian ad agency, have partnered 
to provide a targeted advertising 
solution by integrating TruMedia’s 
PROM (proactive marketing solu-
tion) with dZine’s out-of-home 
digital signage solution. The solu-
tion is designed to allow users of 
the dZine player to trigger advertis-
ing content change based on the 
demographic characteristics of the 
viewing audience.

The PROM logs viewers 
in front of the display using a 
structured feature in the dZine 
DISplayer. One can choose the 
data filters to perform targeted 
marketing. Statistics, created after-
wards, show the relation between 
the played content and demo-

graphic composition of the viewer 
groups by timestamp. The Smart 
Scheduling system changes the 
actual playing content depend-
ing on the gender and age of the 
person(s) in front of the display. 
Conditions can be imposed so the 
right content is played depending 
on the gender or age of the audi-
ence. For more information visit 
www.tru-media.com.

Gongos introduces online 
community 
Gongos Research, Auburn Hills, 
Mich., has debuted Consumer 
Village, an online community 
intended to provide companies 
with a way to conduct qualitative 
and quantitative research among 
consumers. Different from a con-
sumer panel, Gongos established 
Consumer Village as a socially-
interactive research network 
designed to create two-way rela-
tionships with consumers. 

When used for custom online 
quantitative research, responses 
from community members are 
intended to help target consumer 
segments and mine insights over 
time. For exploratory research, flash 
polls generate reads on consumer 
attitudes or behavior, with responses 
emerging within 24 hours, and cus-
tomized dialogues yield responses 
that average 70 words. For more 
information visit www.gongos.com.

Adaptive CBC examines 
buyer considerations
Sawtooth Software, Sequim, Wash., 
has released a new adaptive choice-
based conjoint (ACBC) system. 
ACBC is used for studying how 
people make decisions regard-
ing complex products or services, 
including price sensitivity, and 
then predicting their preferences. 
ACBC’s question flow incorpo-
rates the theory that buyers make 
complex choices by forming a 
consideration set (typically using 
cutoff rules) and then choosing a 

product within that consideration 
set. It displays relevant products for 
respondents to consider by pattern-
ing them after the preferred product 
that respondents have first specified 
using a build-your-own exercise. 
ACBC aims to capture the specific 
“must-have” and “unacceptable” 
rules that respondents use to screen 
products into their consideration 
set. For more information visit 
www.sawtoothsoftware.com.

Confirmit has multimode 
SaaS on the horizon
Confirmit, an Oslo, Norway, 
research software company, has 
launched Confirmit Horizons, an 
on-demand, multimode platform 
for market research, customer 
feedback and employee feedback. 
Confirmit Horizons version 14 is a 
software-as-a-service (SaaS) solution 
intended to enable market research 
organizations to deliver multimode 
research using the Web, telephone 
interviewing, paper questionnaires, 
face-to-face interviewing and offline 
data collection methods.

Core to Confirmit Horizons 
is a new CATI module for tele-
phone research, designed to give 
respondents choice when complet-
ing surveys and give supervisors 
capabilities to manage respondents, 
interviewers and calling activity. 
A new hosted telephony service 
is another feature, providing on-
demand telephone interviewing. 
For more information visit www.
confirmit.com.

Briefly
Edison, N.J., research company 
Schlesinger and Associates has 
launched InspireOpinions, an online 
patient health and wellness com-
munity, through its joint venture 
with Inspire, a McLean, Va., com-
pany that builds and manages online 
health and wellness communities.

InspireOpinions includes 

continued on p. 64
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research industry news

News notes
New York research company 
Arbitron Inc. has reached an 
agreement with the Office of the 
Attorney General of Maryland 
regarding the company’s Portable 
People Meter (PPM) radio ratings 
services in Washington, D.C., and 
Baltimore. Arbitron has agreed 
to: recruit panelists using a com-
bination of telephone-based and 
addressed-based sampling methods; 
use the address-based sampling 
technique for at least 10 percent 
of its sampling efforts by or before 
October 1, 2009 and at least 15 
percent of its recruitment efforts 
by the end of December 2010; 
increase cell-phone-only sampling 
to at least 10 percent of all recruit-
ment efforts by or before October 
1, 2009, and at least 15 percent of 
all recruitment efforts by the end 
of December 2010; take all reason-
able measures to insure a minimum 
sample performance indicator (SPI) 
of 15 percent and to obtain and 
maintain a minimum SPI of 17 
percent by June 2010 with a target 
SPI for the market of 20 percent or 
higher; take all reasonable measures 
to ensure average in-tab rates of 
at least 75 percent for the overall 
persons age six and older, and to 
ensure that categories and subcat-
egories comprising 10 percent or 
more of the radio population for 
the market fall within 85 percent 
of the overall 75 percent target; 
provide to Washington, D.C., 
market subscribers monthly reports 
detailing the PPM installed and 
in-tab sample sizes by individual 
zip code; take all reasonable mea-
sures to obtain accreditation for the 
PPM radio ratings service from the 
Media Rating Council; and include 
a disclaimer on written promotional 
material and Web sites indicat-
ing that PPM ratings are based on 
audience estimates and should not 
be relied on for precise accuracy 
or precise representativeness of the 
radio market.

Separately, Arbitron Inc. has 

reached two separate settlement 
agreements with Ipsos S.A., Ipsos 
America Inc. and Ipsos U.K. 
Ltd., and with International 
Demographics Inc. (aka The 
Media Audit). Both settlement 
agreements relate to the patent 
infringement lawsuit that Arbitron 
filed against Ipsos and The Media 
Audit on October 10, 2006, in the 
United States District Court for the 
Eastern District of Texas. The law-
suit alleged that the two companies 

infringed three U.S. patents relat-
ing to the PPM electronic audience 
measurement technology developed 
by Arbitron. 

On October 23, 2008, Arbitron 
and The Media Audit entered into 
a settlement agreement in which 
The Media Audit acknowledged 
that the three Arbitron U.S. patents 
were valid, enforceable and not 
otherwise subject to any equitable 

Calendar of Events April-June

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

list of upcoming events visit www.quirks.com/events.

continued on p. 66

Photizo Group will hold its annual managed 
print services (MPS) conference on April 26-
28 at the Omni La Mansion del Rio in San 
Antonio. For more information visit www.
managed-print-services.com/conference.htm.

The AMA will hold a marketing research 
executive forum on May 3-6 at the Westin 
Michigan Avenue in Chicago. For more in-
formation visit www.marketingpower.com.

The QRCA will hold its first symposium 
on excellence in qualitative research, 
themed “Meeting Challenge. Achieving 
Success,” on May 7 at the Hotel Inter-
continental in Chicago. For more informa-
tion visit www.qrca.org.

The Business Intelligence Group will host its 
annual BIG Conference 2009, themed “B2B 
Research: New Dimensions,” on May 13-
15 at the Marriott St. Pierre in Chepstow, 
Wales. For more information visit www.
bigconference.org.

The International Mature Marketing Net-
work and the Market Research Global Al-
liance will hold a workshop, themed “New 
Insights for Companies and Their Agencies: 
Targeting Boomers and Beyond,” on May 
15 from 7:30 a.m. to 5 p.m. at the Marriott 
Residence Inn Arlington in Arlington, Va. 
For more information visit www.immn.org or 
www.maturemarketing.com.

The AAPOR will host its annual conference 
on May 14-17 at the Westin Diplomat Re-
sort and Spa in Hollywood, Fla. For more 
information visit www.aapor.org.

The MRIA will hold its annual conference, 
themed “In Tune,” on May 24-26 at the Hyatt 
Regency Hotel in Montreal. For more informa-
tion visit www.mria-arim.ca/Conference2009. 

Parks Associates will hold its Connections 
2009 conference, focused on advanced digi-
tal lifestyle solutions for residential and mo-
bile environments, on June 2-4 at the Santa 
Clara Convention Center in Santa Clara, 
Calif. For more information visit www.con-
nectionsconference.com.

The Marketing Research Association will hold 
its annual conference on June 3-5 in Chicago. 
For more information visit www.mra-net.org.

CASRO will hold its international research 
conference on June 18-19 at the Fairmont 
Hotel in Washington, D.C. For more infor-
mation visit www.casro.org.

The TTRA will hold its annual conference, 
themed “Catch the Wave: Tourism Re-
search!,” on June 21-24 at the Hilton Hawai-
ian Village in Honolulu. For more information 
visit www.ttra.com/hawaii2009.html.

IIR will hold a conference, themed “Voice 
of the Customer,” on June 22-24 at the Chi-
cago Marriott in Chicago. For more infor-
mation visit www.iirusa.com/voc.

MarketTools’ Webcast, “Serenity in the 
Storm - How Researchers are Achieving 
Deeper Insight In Spite of the Chaos,” is 
available at no cost. To view, visit https://
quirks.webex.com/mw0305l/mywebex/default.
do?siteurl=quirks.

http://www.managed-print-services.com/conference.htm
http://www.managed-print-services.com/conference.htm
http://www.marketingpower.com
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Editor’s note: Laurie A. Sossa is presi-
dent of MRT Services Inc., a Loganville, 
Ga., transcription firm. She can be 
reached at 770-554-6775 or at lsossa@
mrtservices.com. To view this article 
online, enter article ID 20090401 at 
quirks.com/articles.M
one that requires a transcriptionist to 
insert the notation (inaudible) after 
numerous efforts of rewinding and 
trying to capture everything:

•  poor audio quality;
•  sounds that drown out conversation, 

such as noise from the air condition-
ing system; ice rattling in respondents’ 
drinks; respondents munching on 
chips; respondents coughing, sneezing 
or laughing;

•  strong foreign accents; 
•  technical or industry-specific terms;
•  crosstalk among respondents or the 

moderator’s verbal acknowledge-
ments; and

•  mumbling or soft-talking respondents.

While some of these factors are 
unavoidable, most are actually control-
lable. Below we present some helpful 
hints to obtain the highest-quality 
recordings and transcriptions.

Go digital: More and more 

Give your groups the 
transcript they deserve

qualitatively speaking By Laurie A. Sossa

Much time and consideration goes 
into selecting a focus group facil-
ity, one that will provide top-notch 
recruiting and state-of-the-art features. 
It shouldn’t stop there though. Care 
must also be taken if your goal is to 
obtain high-quality transcripts. 

First, choose a transcription company 
that offers options in price, content and 
turnaround time. For example, do you 
really need a full verbatim transcript? 
Verbatim transcription includes a full 
record of everything said by the mod-
erator and the respondents. Much of 
what the moderator says is contained in 
the moderator guide and it is often not 
necessary to include their words in all 
of the transcripts for each market. 

In addition, a verbatim transcript 
contains all of the repeated words - 
whether in the form of stuttering, 
speech crutches such as um and uh, filler 
phrases such as “you know” and “so” - 
that were spoken, thus it obviously takes 

longer to produce and costs more.
A transcript that edits the moderator’s 

comments, filters out unnecessary words 
as noted above and leaves intact verbatim 
respondent comments can result in a 
smooth, focused and easy-to-read docu-
ment that is less expensive to produce.

There are, of course, projects that 
may require a full verbatim transcrip-
tion, such as for legal reasons. But if 
you really don’t need it, don’t end up 
paying for it. Consider trying a lightly-
edited transcript, which won’t take as 
long to transcribe, costs less, has fewer 
inaudibles and is basically a neatened-
up focus group record.

Requiring less time
A high-quality recording is also key, 
as it can make your transcription more 
affordable by requiring less time for the 
transcriptionist to complete.

There are a number of factors that 
can lead to a poor-quality recording, 

A transcriptionist offers several steps, such as eliminating 
background noises and unnecessary utterances, that 
moderators and other researchers can take to get the 
best-possible audio record of their focus groups.

snapshot
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industry-specific terminology, product 
brand names or industry association 
names or acronyms referenced in the 
sessions. This will reduce the time the 
transcription company spends searching 
the Internet to find the correct spell-
ing. Otherwise, these terms are often 
typed phonetically or inaccurately. If 
they are indistinguishable, (inaudible) 
notations are inserted within the text.

On a related note, if you are doing 
the interviewing and taping, it would 
be helpful for you to say and spell out 
your respondents’ names at the begin-
ning of the recording, before starting 
the interview, and speak any other 
related information that you would 
like on the transcript, such as how 
you want the header typed, e.g., the 
date, the time, the job title, etc.

Control crosstalk and muffled 
respondents: Moderators are encour-
aged to take better control of their 
groups. When one or more respon-
dents talk at the same time, or when 
there is constant secondary conversa-
tion in the background while the main 
respondent is speaking, the transcrip-
tionist’s job is made more difficult.

Some crosstalk is unavoidable. After 
all, the whole idea of a focus group is 
to get people talking! But the best way 
to control crosstalk is to tell respon-
dents at the outset what is expected 
of them. As crosstalk occurs thereafter 
simply remind them to speak one at a 
time, as the microphone only picks up 
one voice at a time and the recording 
will be listened to and transcribed.

Hold your yeahs: Some modera-
tors verbally acknowledge that they 
follow what the respondent is saying 
by uttering yeahs, mmm-hmms or 
OKs while the respondent is speaking. 
Unless it is necessary to do so, we sug-
gest nodding your head. Otherwise, 
each time a yeah or an OK slips out, a 
much more important word or group 
of words spoken by your respondent 
may be rendered indistinct.

Come alive
Following these hints will help the tran-
scriptionist to produce the best-possible 
record of your groups. In the end, you 
will receive an easy-to-read transcript in 
a timely manner, one from which you 
can comfortably pull all of the colorful 
verbatims that make the respondents 
come alive for your end clients. | Q

available, request DVDs or CDs in lieu 
of audio cassette tapes so that they can 
be converted to MP3.

Avoid snacks/drinks in focus 
room: Moderators, instruct your facility 
hostess to keep snacks and refreshments 
in the lobby and not to place any bags 
of chips, cans of soda or ice in the focus 
group room. This will eliminate sounds, 
such as bags of chips being crinkled, that 
can drown out a respondent’s words.

Compile industry terms: It 
would be beneficial for the modera-
tor to furnish a list of any technical or 

moderators are choosing facilities that 
provide digital recording. Not only does 
this save shipping charges and expedite a 
quicker turnaround, but files with soft-
talking respondents or other problems can 
often be enhanced, for a fee, to produce 
a better recording or reduce background 
noise, thus minimizing the transcriber’s 
use of the (inaudible) notation.

Simply ask the facility to upload 
the digital files to your transcription 
company’s FTP site between each ses-
sion or upload them from your PC. If 
uploading of digital recordings is not 
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That’s why mail surveys thrive! They get through the clutter and are

opened. And when you work with someone who knows mail surveys

like we do, they get response.
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data use>

A
Editor’s note: Thomas Murphy is senior 
consultant, advanced analytics, at the 
Minneapolis office of San Francisco 
research firm MarketTools Inc. He can be 
reached at 952-595-4820 or at thomas.
murphy@markettools.com. To view this 
article online, enter article ID 20090402 
at quirks.com/articles.

By Thomas Murphy

An alternative to 
finding the best 

of the best

ers and developers like to have lists 
sorted by priority.

Most often a Bradley-Terry analy-
sis would fit their needs, giving them 
a list of 70 scores corresponding to 
the features’ relative strength. The 
client could then sort product features 
from high to low. It is a seemingly 
simple approach, except that ranking 
70 items can cause respondent fatigue 
and result in data-quality concerns. 
Also, 70 items can make the imple-
mentation of a Bradley-Terry analysis 
problematic. This article explores 
different ways of implementing 
Bradley-Terry for large lists and pro-
poses an optimal solution.

A Bradley-Terry analysis uses 
ranking data to assign each feature a 
score, known as the BT score. These 
scores can then be scaled so that they 

As part of the process of planning 
product improvements or introduc-
ing new products, marketers often 
consider long lists of features for 
inclusion. As researchers, we regularly 
get requests, particularly by marketers 
in the technology sector, for lists of 
product features ranked in descending 
order of customer preference. Our 
clients also want to know the relative 
strength of features and like to see a 
“strength score” for each. Quite often 
our clients have extensive lists, num-
bering 70 features or more. 

In the past we have provided 
results in descending order of pref-
erence so that product development 
teams can set their product require-
ments, feature lists and release 
plans. Alternative analyses may be 
rejected because product manag-

add up to 100 for ease of use. In addi-
tion, the scores represent probability, 
so one can determine how often one 
feature is preferred over another.

This analysis is an often-used tech-
nique because it is relatively simple 
(and therefore inexpensive) to create 
a list of items with a relative-strength 
score attached. These lists can be used 
in many different ways.

For example, say the client wishes 
to rank five features of a software 
product to determine which features 
to add in what order: scalability, 
strong life cycle support, delivers good 
return on investment, multimodality 
and strong self-service capabilities.

The respondents are asked to rank 
the features by importance from 1 to 
5, and a Bradley-Terry analysis is run. 
Say the results are as follows:

Ranking long feature lists is an onerous task for 
respondents. This article explores the pros and cons of 
various approaches to using the Bradley-Terry method to 
assign scores to tested features.

snapshot
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weights. A good rule of thumb is that 
when one item has a probability of 
60 percent of being preferred over 
another item, it is starting to become 
strong. “Delivers good ROI,” with a 
Bradley-Terry score of 15, and mul-
timodality at 10 is an example of this 
60 percent: 15 / (15 + 10) = 0.60, so 
“delivers good ROI” meets this crite-
rion over multimodality.

A Bradley-Terry analysis can be 
run on various software platforms. 
It’s simple enough that the analy-
sis can be done using Excel. There 
are two steps: 1) create a win/
loss matrix in which items are the 
rows and the columns and each 
cell of the matrix represents how 
often (percentage) the column item 
outranks the row; 2) project a two-
dimensional matrix down to one 
dimension giving the BT scores.

Some effort
Despite its usefulness, the main issue 
with implementing Bradley-Terry anal-
ysis is that it requires some effort by the 
respondent. Bradley-Terry forces the 
respondent to rank items, a potentially 
strenuous task. Moreover, if the number 
of items to be ranked is large, it could 
be a nearly impossible task.

Another issue is the number of 
items that a respondent can accurately 
rank. Can a respondent accurately 
rank 20 or 30 items? Or is 10 a better 
number? The top end and the bottom 
end will, most likely, be pretty accu-
rate, but what about the middle? 
What if there are 30 items?

A common way of dealing with 
this is to have the respondent rank the 
top several of a long list, such as the 
top eight in a list of 30 items, leav-
ing the rest blank. In terms of analysis, 
these blanks are considered to have a 
rank of nine, so they are outranked by 
items one through eight and tied with 
the others with a rank of nine (the 
other blanks). This isn’t a true Bradley-
Terry, as all items should be ranked, 
but it is probably more accurate than 
asking the respondent to rank all 30 
items and is a common technique.

This approach becomes more 
problematic as the number of items 
increases. What if there are 70 items? 
Asking the respondent to rank the top 
10 of 70 means he or she is ranking 
only one-seventh of the items and 

another. For example, out of 70 
respondents in this case, 50 would 
rank scalability over strong life cycle 
support. The probability that one 
feature outranks another is found by 
dividing a score by the sum of two 
scores of the benefits being consid-
ered. For scalability versus strong life 
cycle support, the probability that 
scalability is preferred is 50 / (50 + 
20), which is about 71 percent.

Statistical significance is diffi-
cult to determine, as it is in derived 

Feature  BT Score
Scalability  50
Strong life cycle support  20
Delivers good ROI  15
Multimodality  10
Strong self-service capabilities  5

This gives a descending list of 
preferences with a relative strength 
attached. The scores represent 
probabilities with which one can 
determine how often one feature 
would be picked in relation to 
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must pore over a list of 70 - a strenu-
ous (or most likely impossible) task. 
For both these reasons, the resulting 
BT scores are suspect. One could try 
to mitigate this by doing the bottom 
10 as well as the top 10.

Another technique is to have 
the respondent rank a random 10. 
(Bradley-Terry handles missing 
values.) This method requires only 
one ranking of 10 items and theoreti-
cally should work well. Unlike the 
previously discussed methods, how-
ever, respondents tend to rank many 
items in the middle of the list and 
will most likely have more issues with 
this as opposed to ranking items on 
the top or bottom of the list or pick-
ing the most-liked or -disliked from 
a list. In addition, the data are miss-
ing, which could prove problematic 
in subanalyses. Also, some clients are 
suspicious of this method; they do not 
like the idea of respondents randomly 
evaluating a subset of the attributes.

Smaller subsets
Given the facts that respondents will 
generally rank smaller lists of items 

*Peanuts, in this case, being Canadian dollars. You save money due to the 
current exchange rate — getting more work for your current research budget.
And isn’t that what you need in this challenging economy?

Come to Opinion Search — value for your money.
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The data are converted to BT 
scores by doing the analysis on 
the final ranking exercise, with 
the items not winning in their 
respective subgroup given a lower 
ranking of 11. The bottom 10 fea-
tures are coded 12 to 21.

Could be tempted
Having a respondent rank all 70 is 
nearly impossible. The respondent 
could be tempted to straightline to 
get through the list and/or drop out 

Item 61
Item 37
Item 36
Item 16

Do this eight more times so that 
all 70 items are reviewed. Once 
the respondent has ranked his or 
her top choice for each of the 
subgroups, the top-ranked choices 
are fed into a single ranking exer-
cise. In the preceding example, the 
respondent is asked to rank these 
top 10 “winners.” The same is 
done for the bottom 10.

more accurately than larger lists and 
that BT scores from larger lists are not 
truly Bradley-Terry in that respon-
dents do not rank all the items but 
only the top 10 or so, an alternative 
is to ask respondents to rank smaller 
subsets of the list. These subsets 
should be determined randomly for 
each respondent.

For example, say you have a list 
of 70 items. Instead of having the 
respondent rank the top 10 of 70, 
pose the question like this:

Which one of the following would you 
rank the highest in terms of xxxxx? Which 
one would you rank the lowest? 

Item 4
Item 26
Item 12
Item 44
Item 62
Item 23
Item 43

Now, of the following list, which would you 
rank the highest in terms of xxxxx? Which 
one would you rank the lowest?

Item 51
Item 65
Item 2

ex· pe· ri· enced 
[ik-speer-ee-uhnst]
adj.
knowledge or practical wisdom gained from what one has 
observed, encountered, or undergone: an experienced company.

re· li· a· ble       

[rĭ-lī’ə-bəl]
adj.  
dependable: a reliable assistant.
yielding the same or compatible results in different 
clinical experiments or statistical trials.
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differences per respondent. Five hun-
dred responses were generated.

Note that this is artificial in that 
there is no way to truly collect this 
ranking (a nearly impossible task with 
70 items being ranked). Using this 
data, however, allows testing of vari-
ous methods to see how well they do 
relative to the “true” ranking. 

Top 10
The first analysis tested is a com-
monly-seen top 10 approach. This 
is where the respondent is shown 
the entire list and is asked to rank 
the top 10. An issue here is that 
the list is of 70 items. As noted 
before, it would be difficult and 
taxing for the respondent to go 
through the list of 70. Assuming 
one could, however, how well 
would it do on the test data?

Figure 1 shows the “true” BT 
scores with the top 10 BT scores. 
Note that the 20 or so top 10 BT 
scores are pretty close. After that the 
next several start to drop. Finally, 
there reaches a point where the 
scores abruptly hit bottom. Now, 

ated in Excel from 0 to 35 plus 1 
for item number 1, plus 2 for item 
number 2, plus 3 for item number 
3, up to plus 70 for item number 
70. This means that the later the 
number was randomly generated, the 
lower in rank it would tend to be. 
There is still a large variability among 
respondents, however. These scores 
are then ranked from 1 to 70, with 1 
being the highest rank and 70 being 
the lowest. This means the “true” 
ranking will be close to the item 
number, although there will be great 

of the survey or fill it out randomly 
after a start. Even if the respondent 
were motivated and took the time, 
the results would probably not 
be very accurate, particularly the 
middle-ranked items. How does one 
judge whether one truly likes a fea-
ture as 45th or 46th?

To test various methods, 70 
random numbers were generated for 
each respondent to represent his or 
her preference. In reality some items 
will be more popular than others, 
so the random numbers were gener-
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have missing data, so other analy-
ses like factor and cluster could be 
done on the data.

Stronger results
If you typically use Bradley-Terry 
analysis to prioritize a large list of 
items, we recommend the random 
10 or alternative method for much 
stronger results. We recommend 
these because of minimal respondent 
fatigue and also because they will go 
a lot further in guiding marketers 
to make successful product devel-
opment decisions. The random 10 
method may present issues in terms 
of respondents’ ability to accurately 
rank choices, client acceptance and 
the fact that not all respondents see 
all items (as they do with the alter-
native method). If these issues are 
of concern, the alternative method 
would be the better approach for 
researchers to employ. | Q

Figure 3. Random 10 is very close. 
It should be, logically, because the 
data made for this exercise are con-
sidered accurate and this method 
picks a random 10 of them. In 
reality, the random 10 method has 
some issues, such as the respondent’s 
being able to accurately rank the 
10 items: the respondent could be 
given all or most of the random 
10 that would be in the middle of 
his or her preference, making it 
more difficult to accurately rank. 
Also, because the data have missing 
elements (not everyone saw every-
thing), it is difficult to run other 
analyses such as factor and cluster. 
In addition, there could be client 
acceptance issues, although the 
method seems very sound overall.

Alternative
Figure 4 shows the alternative 
method mentioned previously, in 
which shorter, separate lists are 
evaluated by respondents. This is 
also very close. The method seems 
very sound. It is equivalent to the 
random 10 method but does not 

for 70 items, most researchers would 
not do only the top 10 but also the 
top 20 or so. Ranking 20 is diffi-
cult on the respondent, however, so 
there will be some distortion. It also 
shows that there is a point in the 
middle where the scores seem to be 
fine (if one doesn’t have the “true” 
scores to compare) but actually 
underestimate. From this example 
alone, one should be concerned 
about using this method unless at 
least half the total items are ranked.

Top 10/Bottom 10
This analysis takes the foregoing 
top 10 analysis and combines it 
with a bottom 10 as well. Figure 2 
shows the results. As you can see, 
this is a truly unacceptable method. 
The two analyses do not combine 
well. What makes this particularly 
problematic is that at first look the 
method seems logical.

Random 10
This analysis, as stated above, has 
the respondent rank a random 10 
(of 70) items. The result is shown in 

A discrete choice
Enter article ID 20070309 at www.
quirks.com/articles to read how to use
discrete choice conjoint to validate 
stated-choice data.
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T
he ability to communicate clearly and to identify effec-

tive communication has never been more important 

than today in our hectic, fragmented world. And while 

there are undoubtedly thousands of books written, 

papers published and philosophies espoused about how 

to communicate effectively, I’ve developed a simple framework called the 

4Cs of Truth in Communications, which was designed to offer researchers 

and clients a way to objectively evaluate consumer response to stimulus.

Using a template we’ve created, which is explored below, clients 

follow consumer feedback easily by instantly assessing how the stimulus 

performs on each of the Cs. When it comes time for the debrief, all of 

your clients have a consistent format for structuring feedback, which 

makes the debrief session flow very smoothly.

The 4Cs process was developed eight years ago for a presentation of 

insights to a new campaign idea for a venerated brand. The clients in the 

room appreciated the way we categorized the learning. The 4Cs structure 

enabled everyone at the table, from sales people to promotion people to 

HR, to understand the learning in a way that made sense. And the ad agency 

creative folks felt it was an objective way 

to think about consumer reaction to 

advertising ideas. Having spent 16 years 

in the ad agency business working with 

creatives, I can tell you this was a per-

sonal victory! They are not easy to please, 

especially when it comes to listening to 

consumers evaluate - not always in a 

generous way - their “babies.”

>
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By Isabelle Albanese

Editor’s note: Isabelle Albanese is founder 
and principal of Consumer Truth Ltd., a 
Hinsdale, Ill., research firm. She can be 
reached at 630-325-4660 ext. 1 or at 
isabelle@consumertruth.com. To view this 
article online, enter article ID 20090403 
at quirks.com/articles.

The author outlines her 4 Cs of Truth in 
Communications process to explain how it can help 
frame and inform ad research projects. Marketers 
can use the concepts of comprehension, connection, 
credibility and contagiousness to make sure their 
ads resonate with consumers.

snapshot

C-ing is believing
A framework for understanding ad 
effectiveness
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The 4Cs are: comprehension, 
connection, credibility and conta-
giousness. Together they capture 
what everyone connected with the 
project needs to know about con-
sumer response to stimuli. Separately, 
they provide clarity for ourselves 
and our clients, and a simple way to 
categorize consumer response.

They form a model in which you 
ask a series of questions about how 
the consumer responded to stimuli. 
In the answers (as well as an under-
standing of how to use the model) lies 
the direction you and your client are 
looking for to move forward.

Comprehension
Questions: Is the main message clearly 
communicated? Simply put, do consum-
ers get it? 

The comprehension C is exactly 
what you think it is - there’s no 
hidden meaning or great deal of 

explanation necessary, although it 
is obviously quite fundamental to 
basic communication. On the sur-
face, this is a simple assessment of 
whether the intended message is being 
understood. Simple, in theory, but 
not always easy to achieve, because 
sometimes marketers and advertisers 
seem determined to make consumers 
work exceedingly hard just to get the 
message. How many times in show-
ing advertising to consumers have 
you heard them say with frustration, 
“What are they trying to say to me?”

Consumers just don’t have the 
time. No matter what category 
we’re delving into - from ice cream 
to clothing to coffee, shampoo or 
insurance - consumers are basi-
cally saying to us, “Please don’t 
make me work that hard. I am very 
busy.” They’re perfectly willing 
to listen to your message. In fact, 
many want to hear it. They just 
don’t want to work hard to get it.

Connection
Questions: Does the message resonate 
with consumers? Is it persuasive? Does it 
communicate that the brand knows them 
simply by the way it is talking to them? 
Does it motivate purchase?

These are all critical questions in 
determining the extent to which any 
form of communication connects with 
its intended audience.

Connection is often an emo-
tional response - something that is 
felt but can’t be explained. A genu-
ine rapport has been established, so 
it’s no longer advertiser talking to 
customer or politician to voter, it’s 
a message from someone who really 
knows me and understands what 
matters to me. So much so that I 
feel that the message is speaking 
directly to me on a personal level.

Connecting with the consumer 
means you have begun to establish 
a relationship with them via your 

http://www.quirks.com
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even if it doesn’t, it can still be 
powerful if marketplace condi-
tions and consumer attitudes 
make it acceptable anyway. 

The point is, credibility leads 
to believability and believability 
leads to persuasion and persuasion 
leads to action. So even if it’s not 
instantly credible, it becomes cred-
ible because your audience can 
see a way to make the message fit. 
That counts too. 

The credibility C is all about 
your brand’s truth. It’s either 
going to work for consumers or it 
isn’t. For a message to really drive 
the credibility train, it must make 
sense for your brand’s message to 
be communicated in that particular 
way. It gets an immediate head-
nod. Not a trace of doubt in my 
mind. When credibility is there, 
it removes a potential obstacle to 
comprehension, connection and 
contagiousness.

In fact, when it’s instantly cred-
ible, consumers don’t even think 
about it. They don’t usually look 
at an ad or package or concept 
which is delivering a credible 
brand message and say “Yes, that 
is a believable message from that 
brand.” In most of the work we 
do, credibility of the message is not 
an issue. Most clients know their 
own brand truth. It’s the fiber of 
their brand. It’s been built up and 
ingrained in consumers’ brains and 
psyches over time.

Contagiousness
Questions: Is there a sense of energy 
around the message and the way it is 
executed? Does it offer a new way to 
view the brand or category? Is it compet-
itively differentiating? Is there something 
innately memorable about it? Does it 
evoke a vivid emotional response? Might 
it have talk potential (it may not always 
be positive talk)? Does it motivate the 
target to do something? Does it elicit 
some kind of highly-charged, demon-
strable and visible reaction?

This C is tricky. Tricky, but 
incredibly necessary. In many cases, 
it can be all that truly matters.

You know how it is when the 
room starts buzzing, when the 

each of the moms depicted had 
great-looking hair. She was able 
to connect with the message that 
even though I’m a mom and have 
a crazy, chaotic mom life, using 
Suave can help me look good!

And the beautiful epilogue to 
this story is that in subsequent 
quantitative ad testing, these ads 
met all client hurdles for atten-
tion, branding, communication and 
motivation. And the Suave hair 
care brand experienced share and 
sales growth. 

Credibility
Questions: Does it make sense for 
the brand to speak to consumers in a 
certain way? Is the tone and manner 
consistent with the brand’s position 
in consumers’ “brain space” based 
on their experience with and under-
standing of the brand’s equities and 
promises? How do you know? 

If the message isn’t credible, if 
it doesn’t conform to the brand’s 
(or cause’s or platform’s) truth, it’s 
meaningless. The audience needs to 
believe who is saying it (e.g., the 
brand’s voice), what is being said and 
how it’s being said. Otherwise any 
connection previously established 
immediately begins to break down. 
And I really mean immediately.

•  Who: Does it make sense 
for your brand to speak to its 
audience in this way? Does it 
logically fit, given the equity 
your brand has developed among 
its core target and in the market-
place as a whole?

•  What: Is it something your audi-
ence expects from this brand? 
This could be good and bad. If 
it’s something expected, it could 
likely get glossed over or even 
ignored outright. It may fit, but if 
it’s just “same-old,” there better 
be enough going on in the areas 
of communication and connection 
(and contagiousness, the 4th C) to 
make up for too-smooth a fit.

•  How: An unexpected message 
or delivery can bring a lot of 
energy and attention to your 
brand, especially if its history or 
heritage or equity gives it per-
mission to speak in this way. Or 

communication. And how valuable 
is that? It means something you said 
or showed to them has resonated - 
has reached them on some internal 
level, whether that’s in a rational or 
irrational way - and so the commu-
nication resonates too.

The message somehow has 
tapped into an existing consumer 
truth for them in their lives rela-
tive to the subject, and it usually 
always extends deep downward 
to something emotional, or at the 
very least, something which is 
not entirely rational: frustration, 
excitement, anger, passion, joy, 
happiness, sadness, resignation, etc.

I once worked on communica-
tions evaluation for a Suave hair care 
campaign. At the time, we were 
aiming to communicate a com-
pletely new message based on a new 
positioning and tapping into a newly-
discovered consumer truth. Four print 
ads depicted “mom” (the target) in 
various family situations:

•  in the kitchen multitasking by 
making a PB&J sandwich while 
having a phone conversation - with 
her kids all around her doing vari-
ous real-life kid-type things;

•  in the bathroom sitting on a 
(closed) toilet and helping her 
three-year-old with potty training 
while her four-year-old is brushing 
his teeth;

•  in her daughters’ bedroom playing 
dress-up;

•  in the hallway helping her young 
daughter get her boots on.

All were very plausible, real-life 
situations. Of course, you say, if you 
hold a mirror up to someone they 
are likely to say “I can see myself!” 
So what? That doesn’t necessarily 
mean they like what they see, are 
moved emotionally or otherwise 
motivated by that image. To be 
sure. But in this case, it did mean 
that. One mom looked at those four 
ads and said, literally as she pointed 
to each one of them, “That’s me, 
that’s me, that’s me and that’s me!”

The connection wasn’t made 
simply because she could see her-
self in those situations - and here’s 
the interesting, brand-relevant part 
- it was made because she saw that 
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respondents start talking among 
themselves about what they’ve just 
seen. That’s when you know the 
communication is on its way to 
becoming an unqualified success.

I’ve found that contagious-
ness, in the positive sense, is often 
intimately linked to connection. 
When a message truly resonates 
with its audience in a profound 
way, there tends to be a residual 
contagiousness effect. They simply 
can’t help thinking about it or 
mentioning it in conversation. 
Remember my Suave example - 
“That’s me, that’s me, that’s me!” 
For that moment, right there in 
the room, that woman got excited 
about the message. She spoke out, 
her voice rose, she pointed to 
each ad - she was infected. The 
brand had found an idea that not 
only resonated with its target: 
Moms want pretty hair too! - but 
executed it in a way that left the 
recipient feeling empowered and 
excited by the message. The Suave 
brand now has the opportunity 
to sink in with this target - to 
“infect” the way they think about 
the brand. That’s contagiousness.

Immediately actionable
No matter what the stimulus, 
applying the 4Cs can help identify 
if it really rocks and why, or where 
it needs help to keep from sinking 
like a rock. The method is immedi-
ately actionable - you can use it in 
your very next project that involves 
stimulus exposure.

It’s also a way to get disparate 
constituents (brand clients, con-
sumer insights clients, ad agencies, 
etc.) on the same page relative 
to evaluating consumer feedback 
- something that can always be a 
challenge.

The simplicity of the framework 
is its power; it is easy to remember 
and easy to use. It can lead to better 
creative executions and stronger 
business results.  |Q
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How do respondent behaviors 
and online sample quality affect 
measures of ad performance?
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Editor’s note: Don Bruzzone is 
president of Bruzzone Research Co., 
Alameda, Calif. He can be reached 
at donbruzzone@bruzzone-research.
com. To view this article online, enter 
article ID 20090404 at quirks.com/
articles.

Sampling the impact

By Don BruzzoneA number of survey-taking behaviors have been found to nega-
tively impact data quality. After isolating eight of them, we 
conducted a research-on-research study to answer a specific 

question: Did these eight factors affect the actual answers we were get-
ting from standard ad-tracking questions? 

We measured each of them in a large-scale national online survey of 
broad interest: our firm’s 17th annual Super Bowl Study, which tracked 
the impact of all 55 of the 2008 Super Bowl commercials. Thanks to 
the active collaboration of Survey Sampling International (SSI), Shelton, 
Conn., in five days starting a week after the game ended, we received 
5,155 replies from both existing and newly-recruited panelists. 

In summary, we found that three had a noticeable effect: completing 
the questionnaire unusually fast; straightlining answers; failing to follow 
instructions (such as: Check “b” below). The remaining five factors had 
little or no consistent effect on the answers: how frequently they took 
online surveys (including never before); how many panels they belonged 
to; were answers to conflicting questions consistent?; did zip code and 
state match?; did they say they might buy a non-existent brand?

The proportions of the sample shown to have quality problems 
by these measures were usually small. We only removed 2 percent. 
And as shown later, the effect they did have was not very dramatic. 
The difference they caused in performance scores didn’t approach 
the differences we find between good and bad ads.

Straightlining is a special case. If 
these results can teach us anything about 
questionnaire construction, it is to avoid 
listing a lot of alternatives with a grid full 
of check boxes for the answers. People 
find that boring. Many will straight-
line at least some of them and that can 
have a measurable effect on their other 
answers. (It suggests using things like 
Flash-based card sorting instead.)

Figure 1 shows the base for our 
measure of how fast the respondent 
completed the questionnaire. The 
median time had a high correlation (r2 
= .92) with the number of commer-
cials the respondent recognized. That 
is because whenever they recognized a 
commercial they were asked additional 
questions about that commercial. That 
median time became their “norm.” 
The tabs in Figure 5 show 3 percent 

As part of an annual 
tracking survey on Super 
Bowl advertising, Bruzzone 
Research conducted a 
research-on-research study to 
gauge the effects of specific 
survey-taking behaviors on 
data quality. Three behaviors 
were found to have a 
noticeable impact: speeding, 
straightlining answers and 
failing to follow instructions.

snapshot
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There were some interesting 
directional differences. It is probably 
no surprise that these speeders said 
they recognized fewer commercials. 
But the interesting part is that they 
were more likely to come up with 
the correct name of the advertiser 
for the commercials they did rec-
ognize. This suggests speeders don’t 
stop and agonize over commercials 
they were not sure of.  They were 
about half as likely to check “Not 
sure, I may have” when answer-
ing our recognition questions. So it 
appears they tend to say they rec-
ognize commercials only when they 
are positive they have seen them 
before, and this is what leads to a 
higher percent getting the name of 
the advertiser correct.

Figure 1 is included because 
it is the basis for a somewhat dif-
ferent approach to identifying 
speeders. The approach used in a 
frequently-cited ESOMAR paper 
“The Effects of Panel Recruitment 
and Management on Research 
Results - A Study Across 19 Online 
Panels” (Vonk, van Ossenbruggen 
and Willems, 2006) was to look at 
completion time without any adjust-
ments. However, the authors noted 
that some respondents had a ten-
dency to show less familiarity with 
ads to avoid follow-up questions. 
In their study, faster speeds caused 
respondents to be classified as “inat-
tentive.” They cited no evidence 
to back up the claim that the desire 
to avoid follow-up questions was 
actually the reason for people saying 
they were not familiar with ads. 
So we felt there was a chance they 
could be classifying respondents as 

the group that showed the most 
dramatic differences in ad perfor-
mance scores. 

finished their questionnaire in less 
than 50 percent of the time that 
was their norm. That 3 percent was 

Figure 1 
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Biggest differences
Figures 2, 3 and 4 use a tree-branch-
ing CHAID approach to show which 
of the eight factors accounted for the 
biggest differences in several measures 
of advertising impact. It is a process 
that tried all eight factors not only 
to make the initial split, but to keep 
splitting and re-splitting all of the 
resulting subgroups. 

All of the charts show that this 
new “time index” was one of the top 
three factors accounting for differ-
ences in respondent answers. They 
also show that, after the samples have 
been segmented by these three factors 
(time index, straightlining and follow-
ing instructions), CHAID proceeded 
to find additional splits that were sta-
tistically significant. We were blessed 
with enormous samples, so that is not 
surprising (5,155 respondents each 
reporting on 18 or 19 commercials 
gives the base you will see in Figure 2 
of 94,698 cases). Although the addi-
tional splits may have been significant 
they were not very meaningful. They 
were often inconsistent in direc-
tion and magnitude. The top three 
appeared to account for virtually all of 
the meaningful differences. 

Figures 5 and 6 show details on 
the amount of difference in six dif-
ferent ad performance scores, found 
at various levels of the eight qual-
ity measures. It shows the greatest 
differences in the first four recogni-
tion-based measures were on the first 
line of differences: the line showing 
the results for the 3 percent that fin-
ished the survey in less than half the 
normal time. This spreadsheet that 
shows the effect of each of the qual-
ity factors independent of the effect 

Our new measure is designed to 
avoid that possibility.

inattentive just because they were 
honestly not familiar with the ads. 
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did two or more. This shows these 
measures did not function as traps 
that caught substantial numbers of 
respondents who were giving consis-
tent and repeated signs of answering 
fraudulently. Most did only one of 
them. Since a respondent could do 
any of these inadvertently and without 
evil intent, we only removed the 2 
percent who did two or more in our 
final tabulations of Super Bowl results.

Four categories
SSI coded all of its panelists into one of 
four categories to reflect their level of 
participation in past SSI surveys. It was 
done for a Washington Mutual study 
that showed those who take more sur-
veys were less likely to show interest 
in new products. However, the study 
also showed they did not answer ques-
tions about product use or financial 
attitudes differently (“Sample Factors 
That Influence Data Quality,” Gailey, 
Advertising Research Foundation, 
September 2008). Since our study had 
shown heavy responders did not answer 
differently, we were interested in 
exploring any differences between our 
self-reported approach and SSI’s actual 
panel records. With the approval of 
Washington Mutual, SSI provided the 
same information for its panelists reply-
ing to our survey. The first thing we 
found was a lack of correlation between 
the two measures (self-reported vs. 
SSI records: r = .004). This wasn’t too 
surprising. As shown in Figure 6, two-
thirds of our respondents were members 
of more than one panel and this new 
data only showed what they did with 
one of those panels (SSI). Finally, the 
last category on Figure 6 shows the 
results.  Our six measures of ad perfor-
mance did not show any differences that 
were larger or more consistent based on 
these actual panel records than they did 
for the other five factors on Figure 6 
that showed little or no consistent effect.

This was a Bruzzone Research/SSI 
project, but since both firms are rep-
resented on the Advertising Research 
Foundation’s Online Research 
Quality Council we took advantage of 
that group’s knowledge and expertise 
and asked them to review the ques-
tionnaire and the results it produced. 
We want to express our gratitude 
for the advice and counsel offered by 
members of that group. | Q

Suspicious quality
Figure 5 also shows the percent of the 
sample showing any of the signs of 
suspicious quality that resulted in dif-
ferences in results was not particularly 
large. More specifically:

Finished in less than half the normal 
time: 3 percent
Straightlined 60 percent or more of 
the grids: 3 percent
Didn’t follow an instruction to check 
“Disagree Slightly”: 10 percent

Fifteen percent did at least one of 
these three things, but only 2 percent 

of the others also shows the largest 
and most consistent differences were 
related to time, straightlining and fol-
lowing instructions. The remaining 
factors again tended to show smaller 
and less consistent differences.

The appropriate test for determining 
which of these differences are statisti-
cally significant, and which are not, is 
open to discussion in cases like this. 
After reviewing the options, we colored 
the cells where the ad performance 
scores differed by more than +/- three 
percentage points from the score for 
respondents in the category showing 
the fewest signs of suspicious behavior.

Figure 5 
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Using eye-tracking to measure the 
effectiveness of TV commercials
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The application of eye-tracking technology to television research 
is basically a no-brainer. Watching TV relies entirely on eye 
movements, the measurement of which can only be obtained 

through eye-tracking. The ability of the television programmer to see 
exactly what the viewer sees provides insight into the effectiveness of a 
particular segment on a particular audience. You learn what they look at. 
You find out what they miss. Most importantly, you discover the root 
of their visual behavior, which content draws the eye and which content 
lets it float away.

One of the most fruitful areas of eye-tracking within the television 
industry has been advertising research. Every facet of a commer-
cial - from the imagery to the logo to the brand name to the contact 
information - is important in expressing the specific message intended. 
Through eye-tracking the advertiser can determine how likely it is 
that the relevant features of an ad will be seen by their particular audi-
ence. Take a look at the GazeTrace in Figure 1.  This example shows 
one participant viewing the final frame of a televised advertisement and 
demonstrates the capabilities of eye-tracking in this context. As you can 
see, the product shot is quickly seen, followed by the product name and 
finally the Web address. Notice that the upper branding is never seen by 
this person. By aggregating this kind of data across large samples, eye-
tracking technology can be very effective in identifying trends in how an 
advertisement is viewed.

A bit more complex
However, as any advertiser will tell you, success cannot be gauged by 
simply calculating the visual attention allocated to features of an ad. In 
reality it is quite a bit more complex than that. Television commercials, 

although they reach an extremely 
large audience, face an uphill battle 
when it comes to engagement. This 
is because much of the 21st century 
television-watching world has devel-
oped an acute ability to tune out 
anything that breaks the continuity 
of a television program. The viewer 
senses that the commercial break is 
coming, identifies the requisite fade-
to-black and then effectively turns off 
all conscious awareness of what is on 
the screen. Recent research conducted 
by our firm suggests that TV watch-
ers remember less than a quarter of 
commercials viewed in a 30-minute 

Editor’s note: Mike Bartels is senior 
project manager at San Diego research 
firm EyeTracking Inc. He can be 
reached at 619-265-1840 or at 
mbartels@eyetracking.com. To view 
this article online, enter article ID 
20090405 at quirks.com/articles.

By Mike Bartels

The proof is in the pupil

The author discusses eye-
tracking technology and the 
Index of Cognitive Activity 
as a method of obtaining 
unbiased physiological data 
to better understand how 
viewers absorb, and how well 
they like, various television 
advertisements.

snapshot
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we all just forget about TV and go 
viral? Not so fast. The good news is 
that, even as the audience continually 
hones its skill at ignoring commer-
cials, many spots are still noticed, 
remembered and even enjoyed. Some 
ads effectively use humor to compel 
people to pay attention; others pro-
vide a relevant message that cannot be 
ignored. The point is that even in this 
ad-weary culture some commercials 
still capture and hold viewer attention 
for long enough to make a successful 
pitch. So advertisers need not despair. 
The trick is to determine which ads 
are the most engaging, which ones 
hold onto the consciousness of the 
consumer and which ones really leave 
their mark on the average viewer 
despite the impulse to shut it out. 

Extremely telling
Most people don’t realize that there is 
more to eye-tracking than the record-
ing of eye movements. Aside from 
fluttering about, our eyes have a mul-
titude of other functions, voluntary 
and involuntary, that can be extremely 
telling in a research context. Your 

speed past commercials, make it uniquely 
difficult for a televised advertisement to 
break through to the audience. 

Still noticed
So what can be done to bolster the 
swiftly-eroding value of television 
advertising? Is it a lost cause? Should 

segment, even if asked to recall them 
immediately after the segment ends. 
It’s not that they don’t see them; they 
just don’t encode the information into 
memory, a kind of unintentional inat-
tention. Consumer adaptations such as 
this, along with technological shortcuts 
that allow consumers to ignore, avoid or 
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in pupil diameter, we can determine 
precisely when a person is paying 
attention and when they have zoned 
out. Basically, it’s a way to read brain 
activity without attaching electrodes 
to someone’s head or placing them in 
a giant magnetic tube. This patented 
pupil-based metric is called the Index 
of Cognitive Activity (ICA). 

When applied to the context of 
televised advertising, the ICA has 
been useful in demonstrating which 
commercials are engaging and which 
ones tend to be ignored. Take a look 
at Figure 2. It shows the correlation 
between subjective responses to ques-
tions of engagement (X-axis) and the 
ICA (Y-axis) on 10 television com-
mercials (each color representing a 
different commercial). The correlation 
coefficient of r-sq. 758 is very high 
and suggests that viewers’ responses 
to how engaged they were lined up 
nicely with the eye-tracking data. 
In other words, those who reported 
being interested in the commercials 
exhibited a higher rate of pupil fluc-
tuation than those who reported not 
paying attention. Thus, in addition to 

vant eye functions is pupil dilation. 
Using advanced eye-tracking equip-
ment, the pattern of pupil reflexes 
can be isolated and translated into a 
direct link to the inner workings of 
the brain. By measuring fluctuations 

eyes blink, they diverge, they fixate, 
they close - each distinct behavior has 
a distinct origin, one that the trained 
researcher can meaningfully interpret.

Perhaps the most subtle and most 
powerful of these engagement-rele-

Figure 2
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chunks. It is a highly dynamic phe-
nomenon that is constantly shifting 
and refocusing, sometimes on a sec-
ond-by-second level. For this reason, 
it is important to examine not only 
which commercials are most engaging 
overall but which individual scenes 
or frames within the commercial are 
most engaging. It does very little good 
to have the most amazing intro ever 
if the viewer has already completely 
tuned out by the end of the com-
mercial when your company name is 
shown. 

As an example, the image in 
Figure 3 shows still-frames from an 
advertisement at two-second intervals 
with a red line underneath rendering 
the rises and drops in ICA engage-
ment throughout the commercial. It 
begins low and steadily increases as 
the main action occurs before finally 
settling again when the final brand-
ing screen appears. As you can see, 
even in this brief time interval there 
is a wide fluctuation of engagement. 
Certain scenes are highly interest-
ing to viewers while others are less 
compelling. The important point here 
is that true engagement in a com-
mercial is always changing, adapting 
from shot to shot, slipping away and 
then coming back. To say that it is 
fleeting and difficult to manage is an 
understatement. The good news is 
that now, through eye-tracking, it can 
at least be accurately measured, and 
measuring engagement is the first step 
in learning to harness it.

Removes guesswork
With the continued refinement of the 
ICA and other eye metrics, it is possi-
ble to accurately examine the specific 
areas of the screen that people are 
looking at and whether those screen 
areas are engaging the audience. In 
short, you are able to track not only 
the eye but also the mind of the 
viewer. As you might imagine, this 
removes much of the guesswork from 
research with television commercials 
and can provide a clearer picture of 
the effectiveness of the ad overall.  | Q

Let’s start with the broad. In addi-
tion to knowing which commercials 
are most engaging, it is often impor-
tant for advertisers to know in which 
television programs they should place 
their commercials. Using the ICA, it 
is possible to establish which content 
most successfully engages the audience 
and holds that engagement through 
the commercial break.

In a recent study, we presented a 
set of commercials within television 
segments from four different chan-
nels. The specific ads shown within 
each channel segment were random-
ized so that it was not the commercial 
being tested but rather the program-
ming surrounding it. Free and aided 
recall of the commercials embedded 
within each channel was compared 
to ICA data. The results were very 
interesting. Rankings of the four dif-
ferent channels based on ability to 
recall commercials and based on ICA 
data were identical (i.e., the channel 
associated with the most commercials 
recalled had the highest ICA and so 
on). In addition, the ICA provided a 
means of quantifying just how much 
more engaging one channel was than 
another. Using this metric, it was pos-
sible to determine not only which 
commercial was most engaging but 
which general type of programming 
gave a commercial the greatest chance 
to succeed. 

On the other end of this broad 
programming research, the ICA 
is useful at a more precise level. 
Engagement does not occur in 
30-minute chunks or even 30-second 

being validated against other physi-
ological and traditional engagement 
metrics, the ICA is in agreement with 
the viewers’ own perceptions of their 
level of engagement.

But this raises an important ques-
tion: if the ICA is so highly correlated 
with subjective engagement responses, 
can’t we skip the eye-tracking and just 
ask people how engaging the com-
mercial was? That would be the simple 
solution, but sadly not the most accu-
rate one. The primary advantage that 
the ICA has over subjective responses 
and other traditional metrics is that it is 
based on an involuntary physiological 
reflex. This means that people’s preju-
dices and confabulations are factored 
out. You don’t have to worry about 
the bias of the Chevy owner who 
won’t admit paying attention to the 
Ford commercial. You can forget about 
whether the vegan whom you tested 
is embarrassed to admit how into the 
triple-cheeseburger commercial she was. 
What you are getting with the ICA is 
the raw physiological engagement data. 
Which commercials most effectively 
held the attention of the audience? 
Which ones, based only on the behav-
ior of the brain, are most likely to leave 
a lasting impression? The eye-tracker 
is oblivious to all of the confound-
ing little preconceptions and untruths 
inherent in subjective research. 

Broad and precise
Another advantage over traditional 
metrics is that the ICA can be uti-
lized to meet both broad and precise 
research objectives. 

Eye-tracking online
Enter article ID 20080406 at www.
quirks.com/articles for a look at 
how eye-tracking is used in the Web 
usability world.

Figure 3 - Still-frames from an ad, at two-second intervals, showing the ICA engagement 
 throughout the commercial.
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The importance of data quality in 
advertising decision-making

By Ashley Grace 
and Ron Conlin

Quality in, 
quality out

A heated debate among marketers is whether marketing and 
advertising spending should be decreased during an economic 
downturn. Although the size of a marketing budget and 

the difficulty in accurately accounting for its effect on business 
makes it a tempting area to cut, research from past recessions has 
consistently shown this to be counterproductive.

A better perspective to take is that the recession itself offers 
marketing opportunities, as it often allows advertisers to negotiate 
lower ad rates and, with fewer competitors advertising, media clut-
ter is reduced and share-of-voice increases - enabling hard-earned 
brand equity positions to be protected and market share to be won. 
However, this sort of success doesn’t happen by chance - it is most 
often the result of a committed approach to ensuring marketing deci-
sions are founded in quality consumer research.

The concept of quality has been the keyword in business for the 
last 25 years. The battle for customers during the ’80s and ’90s was 
often fought around reliability and durability - with concepts like 
those promoted by Juran and Deming and movements such as Six 
Sigma, lean and total quality management. Industries such as automo-
tive have successfully focused on quality and the results have been 
dramatic. Given the huge new-product failure rate (estimated at 85 
percent), and significant waste in advertising spending, it is time for 
the research community to drive new-product research quality, espe-

cially in these tough economic times. 
The job won’t be easy: criti-

cal marketing issues remain even as 
research budgets are being slashed. 
So how are researchers dealing with 
this? Research suppliers are citing 
a shift away from descriptive and 
predictive quantitative research to 
less-expensive exploratory qualita-
tive research, often with the same 
research objectives in mind. Given 
the lack of projectability associated 
with qualitative research like focus 
groups, this is an alarming trend. 

In addition, there are growing 
concerns about sampling methods. 
Probability sampling techniques were the 
norm with telephone random-digit dial-
ing before do-not-call lists, caller ID and 
widespread use of answering machines. 
Now, with the dramatic emergence of 
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Editor’s note: Ashley Grace is 
group president at ARSgroup, an 
Evansville, Ind., research firm. He 
can be reached at 812-759-2494 
or at agrace@ars-group.com. Ron 
Conlin is a professor of business 
at Pepperdine University, Malibu, 
Calif. He can be reached at ronald.
conlin@pepperdine.edu. To view 
this article online, enter article ID 
20090406 at quirks.com/articles.

In these harsh economic 
times, advertisers must put 
an emphasis on quality, both 
in terms of seeking to obtain 
high-quality data and also 
in making sure that the ad 
research they conduct adheres 
to high quality standards. 
The article outlines one 
research company’s multi-
step guidelines for conducting 
quality-focused ad research.
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and the capturing of share-of-market 
from competitors.

If one can truly remove the uncer-
tainty of the notoriously un-measurable 
advertising expenditure, why hasn’t 
marketing research been called upon 
more broadly to deliver this sort of 
quality decision-making guidance? 
Somewhere along the way, marketing 
research lost respect as a function and 
with it, a seat at the marketing deci-
sion-making table in many firms. In a 
push to reduce research budgets and 
to provide faster turnaround, clients 
forced research agencies to compro-
mise quality, which, in essence, led 
to a false commoditization. In a quest 
to save money and time, marketers 
began to assume that research measures 
were comparable across agencies: as 
long as the data collection technique 
appeared on the surface to be the 
same, many believed that persuasion 
was persuasion, recall was recall, 
liking was liking, etc., regardless of 
the underlying processes employed. 

Even some of world’s most 
respected marketers aren’t immune 
from the problem. Consider the fol-
lowing from Kim Dedeker, global 
consumer and market knowledge 
director at Procter & Gamble:

“There are many examples I could 
share of what can happen when research 
quality is compromised. Instead, I’d like to 
tell a story about the real pain for P&G. 
It’s something that we’ve seen time and 
time again across businesses and across 
geographies. It’s when we field a concept 
test that identifies a strong concept. Then 
our [consumer and market knowledge] 
manager recommends that the brand put 
resources behind it. The marketing, R&D 
and research teams all invest countless hours 
and make a huge investment in further 
developing the product and the copy. Then 
later, closer to launch, we field concept and 
use tests and get disappointing results. 
And rather than finding an issue with the 
product, we find that the concept was no 
good. We realize that the data we’d been 
basing our decisions on was flawed from the 
start. This is the part that is so hard for our 
brands and costly for our businesses. We 
have to find the data/insights that convey 
the true voice of our consumer to provide 
sound consulting to our businesses.”

Source: Research Business Report 
(October 2006)

P&G is not alone. Many top 

Maximize the return
It has never been more critical to max-
imize the return on every advertising 
dollar, yet relatively little has been 
published on how marketers can 
maximize marketing impact during a 
financial decline. Instead of accepting 
the cliché that half of their ad budget 
is wasted, many top marketers are 
ensuring that all media spending has 
a positive return by using a quality 
consumer research program. These 
positive returns come in the form 
of increased equity and sales volume 

Internet data collection, given huge 
reductions in cost, probability sampling 
has been thrown out the window by 
many. Today’s reality of shrinking bud-
gets causes researchers to focus on the 
cheapest sources of online samples, often 
giving little attention to the sample 
source’s projectability.

Given the pressures associated with 
reduced budgets, it appears that the 
market research industry’s efforts to 
drive quality, validity and reliability are 
headed in the wrong direction - and 
that is bad for business.

http://www.quirks.com
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focus on the consumer. As stated by 
John Philip Jones in Getting It Right 
the First Time, “The effectiveness of 
advertising suffers when decisions 
regarding copy strategy and execution 
are driven by advertiser/agency com-
mittees, politics and ‘liking.’” 

2. Relevant: Results address 
specific, pending actions. The met-
rics used in testing must be relevant to 
the objectives of the specific ad being 
tested. Some ads are meant to inform, 
others to remind and others to per-
suade. At times the advertiser is trying 
to increase consumption by current 
users. If the advertising measurement 
does not align with these specific busi-
ness objectives, it will probably be of 
little use in the marketer’s pending 
business actions. At the same time 
it is also important to recognize that 
the ultimate objective of advertising 
is a contribution to financial per-
formance. Whatever the immediate 
objective, there is a need to link 
actions to financial performance.

3. Timely: Results are avail-
able before decisions are made. In 
this fast-paced consumer world, it is 
vital that advertising decision-making 

damentals associated with having a 
quality research program.

As a guide to thinking about 
quality and as a reference for market-
ers, ARSgroup created an eight-part 
research quality checklist to provide 
marketers with an advantage as they 
begin to navigate difficult economic 
terrain in their advertising decision-
making. While the application may 
vary, this checklist can be used to 
ensure a foundation is in place to 
deliver accurate marketing decision 
support, regardless of whether the 
data is collected online, in central 
location or via phone.

1. Objective: The business 
direction is not subject to personal 
opinion. Pre-testing historian Darrell 
Lucas has postulated: “Testing, in 
itself, is a reflection on the judgments 
of creative people. However, they are 
likely to be the first to endorse a test 
which confirms their own judgment.” 
Marketers need to have decision crite-
ria which clearly articulate the voice of 
the consumer and eliminate the effect 
of their personal opinion. To make this 
approach successful, the measurements, 
and the corresponding decisions, must 

marketers are now recognizing the 
sometimes painful adage that all that 
glitters isn’t gold and are realizing 
that the business costs in dollars, time 
and lost opportunity far outweigh the 
investment in assaying research qual-
ity from the start. As Philip B. Crosby 
postulates in his book Quality is Free 
- The Art of Making Quality Certain, 
managing quality as a key driver of 
business success generally yields savings 
from eliminated rework - easily paying 
out directly for the cost of improved 
quality - and improves performance 
going forward due to reinforcing trust 
in existing systems and processes.

Industry focus
How can quality decision-making be 
assured while staying within budget? 
There is a lot of industry focus 
now on establishing “quality online 
research” standards - with firms like 
Capital One, Coca-Cola, Unilever, 
General Motors, Kraft, Bayer and 
P&G leading the way - and this is an 
important effort. However, before we 
talk about the quality of a particular 
fielding technique, it is of paramount 
importance to establish the basic fun-
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should maintain a diligent and ongo-
ing test-retest program to ensure that 
results are replicable over time and are 
as reliable as the laws of random sam-
pling allow. And, they should openly 
publish these findings. 

6. Sensitive: Representative 
consumers of appropriate sample 
sizes. The job of marketing research 
is to objectively translate the voice 
of the consumer into the language 
of business. To do this, the target 
consumer must be accessible via the 
collection technique utilized (phone, 
central location, online). For example, 
it is important to recognize that some 
demographic groups are more highly 
represented online and more likely to 
respond to requests to participate in 
online research. This makes it critical 
that there be a well-designed screening 
mechanism to assure a representa-
tive sample. Additionally, professional 
respondents must be eliminated from 
the sample to ensure an accurate rep-
resentation of consumer behavior, and 
respondent representativeness must be 
balanced to account for known charac-
teristics of target consumers. 

Regarding sample size, a measure-
ment system must be able to accurately 
detect meaningful business differences 
and must reflect the risk of the business 
decision (more risk, higher sample). 
As stated above, beyond pure size, the 
samples should use consumer respon-
dents who have been recruited and 
qualified for research participation. 
A sensitive advertising measurement 
is one that is able to detect mean-
ingful differences among alternative 
ads, allows for accurate projections 
of in-market results and ensures pre-
cise planning of media expenditures. 
Results obtained from low sample sizes 
should be interpreted with caution and 
used only for diagnosis.

7. Validated and calibrated: 
Proven to accurately predict busi-
ness outcomes. Advertising research 
efforts should be targeted toward 
identifying valid measurements that 
predict advertising effects: awareness, 
share-of -market and consumption, 
among others. But it is not enough 
that the measurement is valid, it must 
be validated (i.e., proven through an 
ongoing validation program to measure 
what it purports to measure). There 
are many measures of intermediate 

tools are available to marketers when 
they need them. Pre-testing implies 
that measurements are taken before 
decisions need to be made. The data 
required must be available before the 
campaign is launched, not after. While 
“post” data may help marketers discern 
why a campaign or an ad failed or suc-
ceeded, it is much more cost-effective 
to spend the extra $20,000 before 
making a $100-million mistake.

4. Simple: Results are easy to 
adopt and act upon. Advertising 
research often brings with it a degree 
of complexity that makes the results 
difficult to understand and even harder 
to use. However, the best metrics have 
a clear interpretation related to business 
results. It should not require advanced 
statistical knowledge or a think-tank 
committee to make an advertising 
decision; marketers need simple deci-
sion-making tools that tell them with 
surety how to act in a given business 
situation. Simplicity is best achieved 
when key performance indicators can 
be directly tied to actual business per-
formance - and when diagnostic results 
are empirically shown to improve the 
end outcome.

5. Reliable: Measurement 
results can be replicated. In their 
1982 “Consensus Credo Representing 
the Views of Leading American 
Advertising Agencies,” the PACT 
(positioning, advertising, copy test-
ing) agencies asserted: “A copy testing 
system ... should yield the same results 
each time that the advertising is tested. 
... Tests in which external variables are 
not held constant will probably yield 
unreliable results.” In the 27 years since 
this statement was published, the rules 
of statistical measurement have not 
changed: the reliability of any measure-
ment system should not be assumed 
but rather assessed and managed on an 
ongoing basis. Lesser reliability reduces 
the confidence in a measure because 
lower reliability, by definition, means 
lower sensitivity and greater error. 
While sampling variability imposes 
known limits on the reliability of all 
sampling-based measures, the presence 
of “other” error variance decreases 
reliability. To make sure that “other” 
error is minimal, reliability is deter-
mined by the difference between test 
results and later retests of the identical 
advertisement. Your testing provider 
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tion from their research agencies so 
they can do more with less. Research 
agencies want a strategic seat at the 
marketing decision table to solidify 
their client relationships. 

The reality that quality research 
is the key to achieving all of these 
objectives is illustrated by Michael 
Harvey, global consumer planning and 
research director for Diageo: “So my 
message is clear to our [research] agen-
cies ... until you can get the basics of 
conducting and analyzing a market 
research survey right, please don’t ask 
us to trust your judgment on how we 
might resolve our business issues.”

Advertising is always an important 
component of a marketing program. 
According to the article, “Making a 
Recession Work for You” featured 
in American Business Media, “When 
times are good, you should advertise; 
when times are bad, you must adver-
tise.” But do it smartly! It’s 2009 and 
there are quality tools, technology 
and systems which can dramati-
cally increase your overall marketing 
ROI and finally bury that crazy “half 
the money I spend on advertising is 
wasted” proverb.   |Q

results is universal. Global research 
standards ensure that a company’s 
global marketing teams are all speaking 
the same measurement language.

8. Transparent: The system 
holds up to independent audits. 
Due to issues of client confidentiality and 
security, not all data collected by research 
agencies can be open to public scrutiny. 
However, clients should be able to get 
“inside the black box” to examine all 
raw and aggregated data collected for 
their brands as well as explore published 
blinded, cross-customer meta-analyses. 
Most importantly, the data should 
hold up to independent and unbiased 
third-party scrutiny and audits. The 
bottom line: Marketers should hold 
their research agencies accountable and 
demand to see the proof.

Not sexy
To most executives, the subject of 
quality in research is not sexy or stra-
tegically interesting but it is critical 
during this tough economic era and 
cannot be overlooked. Shareholders 
want smart, efficient expenditures from 
the companies in which they invest. 
Marketers want higher-order direc-

marketing outcomes that need to be 
validated, but in the long term all of 
these outcomes need to be linked to 
and validated against financial perfor-
mance. Like reliability and sensitivity, 
individual measures can be higher 
or lower in terms of validity. Higher 
validity makes for better decisions. On 
the other hand, a combination of mod-
erate validity, moderate reliability and 
small sample size can make a measure 
so insensitive as to be useless.

ARSgroup has used the “current” 
post-market measurement technology 
to explore the relationship between 
advertising pre-market measurements 
and post-market sales results. The 
evidence from these tests, which has 
been audited by independent parties, 
suggests that quality measurements 
are capable of predicting sales effects 
with an accuracy rate of up to 90 per-
cent. As brands and their corporations 
become increasingly global, measure-
ments must account for differences 
across brands, conditions, cultures and 
regions. Yet, while methods may need 
to vary, the advertiser should be able to 
interpret the research results in such a 
way that their relationship to in-market 

http://www.quirks.com
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Add some strategy to your 
concept evaluation process

There is certainly no shortage of new product ideas coming 
from marketing and marketing research departments. With 
more new products being launched each year, how can you 

ensure that you are selecting the right ideas to develop and not 
missing your next big opportunity?

Concept evaluation can help, but when it comes to concept evalu-
ation, sometimes the science can obscure the art. While research tools 
in the industry have advanced, interpretation has often regressed.

Norms and databases have become more commonplace in mar-
keting research. Though databases can be powerful, they frequently 
are used inappropriately for selecting concepts for development. 
The general practice has become: high scores win, low scores lose. 
But is this the best interpretation? 

An experiment was conducted to attempt to answer this question. 
Respondent and validation databases were explored to determine suc-
cess rates for products tested, launched and tracked in-market. The 
key performance measures examined were: purchase intent (top and 
top-two box), liking, value, uniqueness, believability and need.

In Figure 1 we can see that concepts which have four key perfor-
mance measures in the top two quintiles translate to performance at a 
70 percent market success rate. Does that mean the “high-low” game 
works? There are three immediate observations that we can make:

• There is no single key measure 
(including purchase intent) that 
determines success. Rather, it’s a 
combination of measures.

• There is little chance of failure 
with strong overall performance 
versus the database - making it 
exceptional at mitigating risk.

• The high-low game can lead to 
missed opportunities (successes 
where overall performance was 
moderate to low).

Missed opportunities
Roughly two-thirds of missed 
opportunities fall into the following 
three categories: overpriced initia-
tives (i.e., price was holding other 

Editor’s note: Kevin Dona is senior 
vice president and general manager of 
Ipsos-Vantis, a Parsippany, N.J., 
research firm. He can be reached at 
973-658-1685 or at kevin.dona@
ipsos.com. To view this article online, 
enter article ID 20090407 at quirks.
com/articles. 
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Beyond the 
high-low game

By Kevin Dona

Assessing the prospects 
of a new product concept 
takes more than a cookie-
cutter approach. Each 
concept requires its own 
set of strategies for how 
it will be presented to 
consumers in testing and a 
careful analysis of how the 
new idea fits corporate and 
brand objectives.

snapshot
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in providing a full assessment of a 
concept’s potential.

Better or worse
Even with proper concept evalua-
tion some propositions may perform 
better or worse than expected in-
market. Why?

The preceding discussion 
assumes that the concept evaluated 
represents the in-market execution 
of that concept. Often, concept 
evaluation and execution are con-
sidered separately. And, other 
corporate, category or marketing 
factors are not included in the eval-
uation of the entire proposition.

Each product is unique and so 
is each product’s strategy or pro-
cess. Hence, the stimuli, or how 
the idea is served to the customer, 
should be tailored to the specific 
buy-sell dynamics expected. For 
example, if a product will lack 
advertising but face a great deal of 
cross-comparison at point-of-sale, 
an 8x11 concept board is inappro-
priate. Alternatively, if a category 
is shopped infrequently or if com-
parison shopping is expected, a 
competitive set is a must-have.

Furthermore, the awareness 
process for breakthrough ideas or 
new-to-the-world categories usu-
ally happens in diffused stages and 
via varied sources. Consumers are 
not likely to invest without a strong 
understanding of how the product 
works. Therefore, the goal of stim-
uli should be to get individuals to 
the level of education they will have 
at the time of purchase. In other 
words, the concept evaluated should 
represent its in-market execution.

Considered separately
Often, concept evaluation and 
execution are considered sepa-
rately. For example, a typical new 
product development cycle may 
follow these steps: 

•  develop ideas;
•  screen for winning concepts;
•  develop winning concepts;
•  develop strategy/marketing plans;
•  launch product/service.

In product development flows 
such as these, the marketing-plan 

also tend to be lower but unique-
ness may be high.

•  Breakthrough ideas tend to have 
lower purchase intent and need 
but strong liking and uniqueness. 

While many of the key perfor-
mance measures are expected to 
be low for these initiatives, they 
should not be confused with weak 
ideas. In other words: poor results 
should not be dismissed as niche or 
breakthrough. Many of these pro-
files or archetypes exist in database 
interpretation: luxury, me-too and 
underpriced, to name just a few.

To best put this idea into practi-
cal terms, let’s look at Figure 2. As 
you can see, broad appeal and value 
are weak for New Product X but 
the proposition is generally well-
liked and very unique. Faced with 
this information, would your orga-
nization pursue this idea?

Would this answer change if you 
knew that New Product X was a 
plasma TV, before the technology 
gained mass appeal and acceptance?

The true power of the database 
lies in analyzing these archetypes, 
versus simply looking to see if the 
idea scores well. While approach-
ing database interpretation in an 
analytical manner does prove to 
be more effective when evaluating 
concepts, it is still not complete 

scores down); niche- or targeted-
appeal initiatives; breakthrough ideas.

Some of the common myths in 
database interpretation are:

•  “Databases miss niche opportunities 
or cannot adequately assess break-
through ideas.”

•  “Only [insert a certain type of con-
sumer] will get it.”

•  “People have to experience it.”
•  “It’s too futuristic.”

However, the tool itself is not 
to blame. The problem resides 
in the interpretation of the data 
rather than the presented results. 
After all, a database is merely 
a collection of information. 
Interpreting the information is the 
job of the marketing researcher.

If playing the high-low game, 
it is true that these opportunities 
may be overlooked. However, 
niche and breakthrough ideas are 
identifiable prior to launch, if you 
know how to look for them.

Some classic profiles of niche 
ideas or ideas before their time in 
consumer testing research:

•  Niche- or targeted-appeal con-
cepts tend to have low broad 
appeal (top two box) but mod-
erate to strong commitment 
(top-box appeal). Liking and need 

Figure 1
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ideas, “going mass” too quickly can 
be just as troublesome. Building 
consumer acceptance takes time, 
and high early spending generally 
results in a low ROI. As a result, 
companies often cut support prior 
to the takeoff point (three-to-
five-year mark), which ultimately 
leads to the product never taking 
off. For niche concepts, issues can 
arise from pursuing an unreachable 
target. You can also over-execute 
against a niche opportunity. The 
potential size of the business should 
guide the support.

How well you spend
It is not about how much you spend 
behind an initiative but how well 
you spend against the initiative. This 
starts with having the right strategy 
and selecting the concept which best 
meets that objective, which then 
dictates the right support.

A revised new product development 
cycle, therefore, might look like this:

•  develop strategy;
•  develop ideas;
•  screen for “right” concepts;

what was evaluated. This seems 
fairly straightforward, but far too 
often the idea is developed and then 
under-executed in market. After all, 
is a concept still a concept if no one 
actually hears it?

Under-executing ideas is not the 
only problem. For breakthrough 

elements are often not considered 
until just prior to launch. However, 
how can the concept evaluated 
represent the in-market execution 
of that concept if the execution of 
the idea has not been considered? 
Ultimately to the consumer, the 
concept is what is executed not 

Figure 2
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can be measured with a combina-
tion of survey data and market 
examination.

The scorecard encompasses 
such things as: audience potential; 
market structure; annuity or long-
term potential; logistics or payback 
tolerance; competitive advantage; 
targetability; communications clar-
ity; and sales potential.

Many of these dimensions are 
informed by research alongside the 
traditional metrics. Which of the 
products in Figure 3 would you 
pursue, Product 1 or Product 2? 
What if you knew the information 
presented in Figure 4?

While Product 1 is somewhat 
limited by its high price, Product 
2 calls for consumers to adopt an 
entirely new behavior. It will likely 
garner limited awareness without 
significant support - due to its store 
location - and is not as attractive 
long-term.

As you may well know, many of 
these elements would make it into 
internal discussions about which 
product to pursue. However, incor-
porating appropriate measures in the 
consumer research and empirically 
evaluating these measures provides 
for a more concrete and complete 
analysis. This process also allows for 
and encourages early evaluation of 
these important dimensions before 
time is wasted pursuing a concept 
with limited real-world potential. 
Conversely, it can help to iden-
tify potential hits that merely need 
additional fine-tuning.

Next big hit
Time has seen concept evaluation 
become more of a science than 
an art. Unfortunately, the rigid-
ity that has come with it ensures 
that companies will continue to 
miss potentially lucrative ideas. 
However, with the right process in 
place and strategic (archetypes and 
scorecards) versus absolute (high-
low game) concept evaluation, your 
odds of finding the next big hit will 
increase dramatically.  | Q

cepts which fit the overall strategy 
and finalize marketing plans. 
Throughout the process, one must 
keep the overall strategy in mind 
and consider other factors that 
may affect the attractiveness of an 
initiative. This may appear to be 
a daunting task if you have a large 
number of concepts.

Developing a scorecard greatly 
assists in the aforementioned pro-
cess. This approach encompasses 
both the database analysis (concept 
opportunity) and a scorecard analy-
sis (business opportunity), which 

•  develop “right” concepts;
•  finalize market plans;
•  launch product/service.

Successful launches start with 
the strategy that is right for you. 
To do this well, it is important to 
go beyond the search for categori-
cal white space. It is also necessary 
to think about both corporate 
and brand objectives. Once the 
objective is clear and you have 
your ideas, screen for the right 
concepts and avoid the high-low 
game. Then, develop those con-

Figure 3

Figure 4

Ground your concept
Enter article ID 20030208 at www.
quirks.com/articles to learn the four
cornerstones for successful concept 
development.
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Background
Starting in 2007 and continuing through 2008, 

DMS conducted a comprehensive research-on-research 
initiative, initially focusing on understanding the simi-
larities and differences among multiple respondent 
surveying methodologies, including online panels, river 
(or real-time) samples, and RDD CATI interviewing.

The earliest phase of this research addressed key 
issues including respondent profiles, past and recent 
survey history, survey-taking motivations and earnings, 
in-survey behavior and data quality, and overall proxim-
ity to benchmarks based on the overall US population. 
The findings provided a clear understanding of the 
differences and similarities among respondent groups 
based on sampling methodologies and clarified how 
these differences might influence the research design 
and conclusions resulting from the use of a particular 
online sample.

Subsequent phases of this research focused on dif-
ferences among specific sample types, with one phase 
concentrating on comparing eight different panel 
samples to each other, and another comparing five river 
or real-time samples. This research underscored the dif-
ferences in quality among providers and uncovered how 
recruiting and sourcing biases can have an impact on 
data quality.

This final phase of the research combined the thou-
sands of interviews collected over nine months to look 
at the data as a whole and segment respondents not 
based on their sampling methodology, but instead by 
their overall respondent quality. In this phase, we stud-
ied the different types of respondents that make up a 
typical data set and identified the characteristics of the 
best and worst respondents. A further consideration 
was to isolate the worst respondents and determine 
their impact on the quality of the data. Finally, we 
sought to understand how best to identify and remove 
those respondents who contribute to poor data quality.

Thus, the goal of this phase of the research was to 
call out the worst respondent – the devil in the data – 
whose presence in the data is known, but not always 
to what extent, and whose impact is not always quanti-
fied. This alone impacts the data quality because it is 
not always clear how pervasive it is, and researchers are 
often unclear how to identify the worst responders and 
uncertain what level of imperfection is permissible with-
out affecting quality results.

Research Design
Interviews were completed in three phases between 

December 2007 and August 2008. A total of 6,700+ 
responses to the survey were received. The research uti-
lized the following sample sources:

• DMS River Sample (using DMS proprietary Opinion 
Place River Sample®)

• DMS Panel Sample (using DMS proprietary 
SurveySpree® panelists)

• “Real-time” samples from four competing sample pro-
viders

• Panel sample from eight competing sample providers
• CATI interviews (RDD)

Between 300 and 400 responses were collected 
for each sample source and statistical significance was 
tested at the 95% confidence level. With the exception 
of two river cells which were known to skew toward 
younger respondents, quotas were set to control for 
gender, age, income, and ethnicity, and were used to 
ensure that each sample source included in the original 
sample comparison resembled each other demographi-
cally and reflected the overall US population (according 
to US census estimates).

Precautions were taken at every step to ensure that 
the research was as unbiased, clear and objective as 

The Devil Is in the Data
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possible. In addition to surveying multiple different 
external river and panel samples, the sources of which 
were unknown to us, we also outsourced the data col-
lection, coding, tabulation, and statistical analysis to 
further ensure objectivity of results.

The research questionnaire included the following 
key sections:

• Respondent profile: we surveyed respondents across 
demographic categories, attitudinal statements, prod-
uct ownership, and a broad range of other topics.

• Respondent survey history: we measured the 
level and frequency of previous participation in 
market research, membership in research panels, 
and estimated survey earnings to understand how 
respondents from different sampling methodolo-
gies contribute to the overall body of online market 
research.

• Respondent survey behavior: we utilized standard 
data quality measures such as “data traps,” internal 
consistency, low incidence questions, survey comple-
tion times and open-ended responses to determine 
if the response quality of one respondent group 
outshines that of another. We also probed for moti-
vations/detractions from joining panels, as well as 
motivations for participating in online surveys, to 
understand what moves respondents to accept a 
survey or panel invitation and if there is any underly-
ing response bias.

• Benchmarks: we surveyed respondents from each 
sample source on a range of benchmark measures – 
from product ownership to presidential voting – to 
establish proximity to the overall population.

Research Results
Unlike previous phases of this research, which 

focused on the differences and similarities among mul-
tiple respondent sampling methodologies, this phase of 
the research combined all of the respondents into one 
dataset to determine respondent quality segments and 
examine trends among the best and worst respondents.

Respondents were segmented into quality groups 
based on their responses to several quality measures 
that were either included directly in the survey as survey 
questions or captured indirectly in the survey meta-data. 
They included:

•  Speed. The survey covered a wide range of topics, 
included more than 35 questions, and took the aver-
age respondent roughly 17 minutes to complete. 
Respondents who completed the survey in under 9 
minutes were flagged for speeding through the survey.

•  Straight-lining. The survey included two long grid-
format questions; one was a 10-part grid, the other, 
a 16-part grid. Respondents found to have given the 

same value to each question (row) of the grid were 
flagged for straight-lining.

•  Internal Consistency. The survey included three 
questions to test respondents’ internal consistency, 
that is, their ability to provide an answer to one ques-
tion that did not contradict their answer to the same 
or similar question asked later in the survey. These 
included:

–  Kids in household - respondents were asked 
first in the interview screener and later in the 
closing demographics to report the number of 
children under 18 who lived in their household. 
Respondents who did not provide the same 
response to both questions were flagged for con-
sistency.

– Item inconsistency (1) – respondents were asked 
two questions regarding their attitudes toward 
brand and price (Price is more important to 
me than brand names / Brand names are more 
important to me than Price). Respondents who 
agreed with both statements and respondents 
who disagreed with both statements were con-
sidered “inconsistent” responders. (Respondents 
who gave a Neutral value of “4” to either ques-
tion were not considered inconsistent.)

–  Item inconsistency (2) – respondents were also 
asked about their attitude toward their standard 
of living (I am perfectly happy with my standard 
of living / I’m not really happy with my stan-
dard of living). Again, respondents who gave 
both statements a positive or negative agree-
ment rating were flagged for inconsistency.

• Open-Ended Response. This data flag captured the 
percent of respondents who provided a nonsubstan-
tive response (such as “nothing” or “I don’t know,” 
etc.) to the open-ended question “What made you 
decide to take this survey today?”

• Trick Question. The first phase of this research 
employed a traditional data trap asking respondents 
to mark their place in the survey by selecting “3” on 
a 7-point scale grid-format question with multiple 
attributes. This trap was reworked in later phases to 
be clearer for respondents, where respondents were 
instead instructed to select “strongly disagree” on one 
attribute within a 13-part grid question. Respondents 
who did not comply with either instruction were 
flagged for failing the trap.

A simple segmentation of the overall data set based 
on these flags yielded the following four respondent 
quality groups:

• Ideal Respondents – these respondents have no 
data quality flags and make up an impressive 29% 
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straight-lining are incredibly pervasive among this 
group, at 73% and 40%, respectively, and likely earn 
the Worst Respondents enough other quality flags to 
place them in the Worst Respondent group. When 
reflecting on the Worst Respondents’ impact on data 
quality, it is most disconcerting that they have failure 
rates as high as 80% on internal consistency questions, 
meaning that these respondents give contradictory 
answers to similar questions, or respond similarly to 
opposing questions. It is no surprise that the Worst 
Respondents are rarely in line with benchmarks, or 
that they give relatively improbable responses to simple 
questions (52% report that they own a laptop but 57% 
agree that “It would be fine with me if I never used a 
computer again”).

The question then becomes not if or how often 
these devils sin, but whether they can be saved.

Profile
Unfortunately, the Worst Respondents seem to be, 

at least on the surface, some of the research commu-
nity’s most sought after respondents: younger males are 
disproportionately represented in the Imperfect and 
Worst Responder groups.

However, we know from the data that the Worst 
Respondents do not always provide accurate or truth-
ful information. While it is easily plausible that young 
males could race through a survey, committing multiple 
data quality infractions along the way, it is also possible 
for a respondent to pretend to be in a low-incidence 
group to qualify for a survey. Anecdotal data from this 
research and information from other research into data 
quality suggests that both scenarios (inattentiveness and 
fraud) are possible.

Age and gender aren’t the only demographic skews 
among the worst respondent groups:

• Income may also be a factor, as respondents with 
household incomes less than $25K are overrepre-

of the overall data sample. Demographically, Ideal 
Respondents tend to skew older and female, but are 
most alike in their response consistency and consci-
entious survey taking, including overall proximity to 
benchmarks, lack of patterned responses, thoughtful 
responses to open-ended questions, and careful atten-
tion throughout the survey.

• Typical Respondents – these respondents have one 
data quality flag and make up the single largest group 
of survey respondents with 41% of the overall data 
sample. Like Ideal Respondents, Typical Respondents 
are characterized by data that is in line with bench-
marks and other evidence of careful survey taking 
(such as a low data trap failure rate, higher than aver-
age levels of internal consistency, and “sensible” or 
predictable responses to attitudinal questions).  

     While they are not “perfect,” their one error is 
easily forgiven as their responses mirror those of Ideal 
Respondents: there is essentially low to no differ-
ence between Ideal and Typical respondents. For this 
reason, these respondents, along with Ideal respon-
dents, make up the group hereafter called the “Best 
Respondents” and comprise the 70% of the sample 
whose responses can be trusted to be accurate and of 
the highest quality.

• Imperfect Respondents – these respondents have two 
to three data flags and make up a significant 27% of 
the overall sample. They tend to skew slightly younger 
and more male, and unlike the Best Respondents, 
who have in common a high level of consistency in 
their responses, the Imperfect Respondents are often 
inconsistent. At times, their responses are close to 
benchmarks and in line with average, while at other 
times, their responses appear to be outliers. Thus, 
while not always impacting overall data quality, these 
respondents can be inattentive and inaccurate, they 
are more prone to speeding through the survey, and 
tend to fatigue earlier than the Best Respondents.

• Worst Respondents – with four or more data quality 
flags, the Worst Respondents make up the small-
est part of the data set. And these data flags – most 
often speeding, inconsistency, and straight-lining, 
contribute to data quality that is beyond suspect: it’s 
toxic. The Worst Respondents’ responses are often 
“off the charts,” with responses rarely comparable 
with benchmarks, higher than average rates of prod-
uct ownership (even on low-incidence items such as 
hybrid cars), and contradicting responses to attitudi-
nal questions.

The good news is that the Worst Respondents make 
up a very small part of the data – only 4% of the over-
all sample.

The bad news, simply put, is that you can’t trust 
anything the Worst Respondents say. Speeding and 
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that begin to plant the doubt that anything they say can 
be trusted.

One example is product ownership.
The Worst Respondents overstate product owner-

ship on items ranging from phones to hybrid cars. Even 
when dropping the youngest respondents (who may 
arguably have higher rates of ownership of the latest 
technology gadgets like iPhones and video games), the 
Worst Respondents still state device ownership rates 
that are significantly higher than the Best Respondent 
group and more importantly, the benchmark (based on 
industry data). 

The Worst Respondents also raise doubts with 
higher than average participation in online activities. 
Due to their inaccuracy in other areas of the survey, 
it is difficult to say whether increased participation 
in online activities is a predictor of poor respondent 
quality, or whether the Worst Respondents are just 
over-reporting participation in online activities.

We could, however, theorize that if these Worst 
Respondents are in fact doing all of these sophisticated 
activities (such as social networking, blogging, down-
loading music, streaming video) to a greater extent than 
other Respondent groups, then the typical online inter-
view must seem quite boring compared to the other 
content they consume. Much of today’s Internet strives 
to engage all viewers but particularly the younger and 
sophisticated audience to visit more often and consume 
more content; and yet, when respondents visit research 
sites to complete an interview, they often see an inter-
view environment not much different than that they 
would see on paper. 

One possible impact on overall data quality is that 
product penetration is overstated and demand for ser-
vices may not be as high as it appears to be. Because 
of their inconsistent answers to other questions, and 
in some cases their improbably high ownership of low-
incidence products, it is likely that at least some of this 
data is inaccurate. 

On the other hand, if respondents who are the most 
engaged with the most sophisticated content the web has 
to offer are also the internet survey’s worst respondents 
then there is an opportunity (obligation) to create an envi-
ronment equally as engaging for them to take surveys. 

The Worst Respondents are also prone to satisfic-
ing, though in this survey that seems to be the result of 
straight-lining or their tendency to pick the first option 
available. Top box satisfaction with their cable / satel-
lite television provider among those with four or more 
data flags is 53.9%, compared to 41% for the average 
and the Best Respondents. The Worst Respondents 
also under-report dissatisfaction (5% for respondents 
with four or more data flags vs. 14% for respondents 
with 0-1 data flags). 

sented in both the Worst and Imperfect Respondent 
groups, even when removing the youngest (and pre-
sumably least affluent) respondents. By contrast, the 
Best Respondents have a representative distribution 
of incomes.

• There are some differences by race, as non-white 
respondents are overrepresented in the Worst and 
Imperfect Respondent groups.

• And finally, respondents with children in the house-
hold are overrepresented in the Worst Respondent 
group.

That several of the most coveted, hardest to attract 
demographic groups also turn out to be among the 
worst respondents suggests that it is extremely impor-
tant to independently validate respondent details to 

ensure that, as far as information is verifiable, respon-
dents are actually who they say they are.

Impact
One of the biggest effects we see with the Worst 

Respondents is their tendency to over-state things 

– from product ownership, to online activities, to 
agreement with attitudinal statements. It’s their contra-
dictions and improbable responses (25% own hybrids?) 
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have traveled overseas in the last year.
On open numeric response questions asked early in 

the survey (shown in the chart to the right), the Worst 
respondents are outliers, posting numbers 10% to 66% 
higher than the respondent average. Imperfect respon-
dents are at least within acceptable proximity to the 
majority. On open numeric response questions asked 
later in the survey (including estimated earnings from 
market research), several of the Worst Respondents 
posted outlandish numbers ($10,000+), making their 
average earnings numbers exponentially higher than the 
best and average respondent. 

While grid questions can be difficult for even the 
most conscientious respondents, they are almost wasted 
on the Worst Respondents, given the quality of data 
that comes out of them. Grid format questions are 

where straight-lining and patterned responses come 
into play, and where the Worst Respondents are so 
far outside of the normal range of responses that it is 
difficult to believe that their responses are an accurate 
reflection of their satisfaction, frequency of use, beliefs, 
or attitudes. Though it is possible to set a simple data 
trap or warning to catch the straight-liners, based on 
the behavior of the Worst Respondents, it’s difficult 
to believe that even a simple data trap would cause the 
Worst Respondents to respond to these questions more 
carefully. However, while the Worst Respondents seem 

Behavior 
The survey data and respondent groups were 

analyzed by question type to determine whether the 
Imperfect or Worst Respondents performed better 
or worse depending on the relative complexity of the 
question (as well as its position in the survey), and 
more importantly, whether any of their data could be 
salvaged. 

On the whole, the Worst Respondents’ survey 
behavior seems to be almost equally bad, regardless of 
the relative ease or complexity of the survey question. 

On several “Yes/No” format questions placed very 
early in the survey, the Worst and Imperfect respon-
dents’ responses are in line with average, raising hope 

that the Worst Respondents might be less troublesome 
on simple question formats. However, on several similar 
questions later in the survey, fatigue seems to be setting 
in, as both the Imperfect and Worst respondent groups 
start to stray from the benchmarks, to varying degrees: 
Imperfect Respondents are up to 37% higher than the 
benchmark, while the Worst Respondents are almost 
double the benchmark on the question of whether they 
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without losing too many acceptable respondents. 
A consistency pair within a grid question is one 

good way to test respondents’ attentiveness, but the key 
is for the concept to be simple enough to follow that a 
careful survey taker would not be confused by it. 

Consider, for example the following consistency 
pair: 

“Price is more important to me than brand names.”
“Brand names are more important to me than price.”
While the “brand/price” consistency question cap-

tures a very high number of the Worst Respondents 
(84%), it also captures 41% of the acceptable respon-
dents. It is clear that even careful survey takers can 
be confused by long and involved attitudinal or belief 
statements like this, especially at the end of the survey. 
On the other hand, a simpler consistency pair involv-
ing agreement with attitudinal statements about their 
standard of living captured an impressive 80% of the 
Worst Respondents while only tripping up 17% of the 
acceptable respondents: 

“I am perfectly happy with my standard of living.”
“I am not really happy with my standard of living.”

The “trick” question (to ensure data validity, please 
select “strongly disagree” for this row) is good, but 
cannot be used in isolation, as it is especially confus-
ing for first time or casual survey takers who are not as 
familiar with survey instructions.

Getting rid of the most egregious speeders is also a 
simple but effective way to identify and eliminate the 
worst responders, but it must be used in combination 

more and more like outliers as grid length and survey 
time increase, the Imperfect Respondents are still 
within an acceptable range, with a greater use of the 
scale than the Worst Respondents, better scores on the 
grid-format consistency questions, and “sanity check” 
passes (such as low agreement that they could live with-
out a computer).

When they’re not giving bad data, they’re giving no 
data. 

It’s clear that the Worst Respondents take shortcuts 
throughout the survey, from speeding to straight-
lining to providing careless responses on open-ended 
questions. Thus it is not surprising that on any ques-
tions where they had the opportunity to respond 
“don’t know” or “prefer not to answer,” the Worst 
Respondents were quicker than others to take that 
opportunity. In fact, the Worst Respondents refused the 
opportunity to answer some questions six times as often 
as the Best Respondents. Though overall refusal rates 
are relatively low even among the Worst Respondents, 
this behavior, combined with their repeated tendency to 
provide inaccurate or improbable data, reinforces that 
their entire data set is suspect and should be discarded. 

Remove and Discard 
Because it is their behavior rather than any specific 

set of characteristics that brands them as the Worst 
Respondents, it is difficult to implement what would be 
the ideal solution to address bad respondents – success-
fully screening them out of the survey entirely before 
the survey even starts. Thus, one option for dealing 
with the Worst Respondents and improving overall 
data quality is to identify the Worst Respondents post–
survey based on specific behaviors and then remove 
their responses entirely from the data set. 

The obvious goal of the data cleansing process is to 
strike the right balance of eliminating bad respondents 
while keeping good respondents. Accomplishing this 
is a function of selecting the right questions on which 
to base the decision while allowing some level of for-
giveness for respondents who make honest mistakes. 
The number of quality flags to apply is critical: too 
many, and we risk muddying up the survey with mul-
tiple quality traps; too few, and we risk not catching 
and removing enough potentially toxic respondents. 
Selecting the right questions is also a consideration: 
researchers have been using traps and data quality mea-
sures for some time to improve the quality of the data 
set, but it’s important to exercise caution in how and 
which of these we apply, as some traps and tricks can 
trip up even acceptable respondents. 

An analysis of the sample by the eight data qual-
ity flags used in the survey determined that there are 
several flags that, when used in combination with each 
other, can effectively remove the worst respondents 
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tive respondents, and can get tripped up on long 
grids with complex or confusing statements or beliefs 
that they must evaluate. 

• Use a more selective data cleansing process (post 
survey) that relies on a combination of triggers. We 
know that using one flag injudiciously can just as 
easily punish an acceptable respondent who makes 
an innocent mistake as the worst offender who makes 
many mistakes, but also that most surveys don’t have 
the time or ability to include eight data traps to cap-
ture only the worst offenders. But using two or three 
select data quality flags can greatly improve the odds 
of removing only the worst respondents without pun-
ishing everyone else, and as one of these is not even 
a question, it’s a manageable number to insist on 
including in each survey.

– Speed
– Well-worded and easy to understand “trick question”
– Well-worded and easy to understand consistency pair
– Don’t know / refusals

• Be prepared to discard 2 to 5% of your sample. 
Researchers must be prepared to remove a small per-
centage of the data set in order to improve the overall 
data quality.

Suggestions for Further Research
As a result of this research initiative, we know 

more about the worst responders than we ever have. 
However, respondents are evolutionary and data qual-
ity is a continuum, meaning that as research changes 
and participants learn, what we should look for will 
change. DMS will continue to analyze respondents 
using similar and new techniques. Additionally, we 
plan to do more work on combining Optimus (com-
puter identification) and Idology (personal identity 
validation) to weed out the liars up front and remove 
them, and then see what types of people are typically 
removed. Once undesirable participants are identi-
fied and declined, we will continue to examine what 
it means for hard-to-reach respondent segments in 
terms of feasibility and how people respond to being 
“caught.” Additionally, we will conduct research 
among hard-to-reach respondent segments, such as 
young males or ethnic groups, that cannot be validated, 
and compare them to those that can be validated. The 
plan is to determine if there are any differences in 
quality among the two groups to prove whether certain 
demographic groups are inherently worse respondents 
or actually liars attempting to get into the survey by 
saying they are part of age, gender and ethnicity of 
quota groups that are more likely to qualify.

with the other quality tools to ensure that it doesn’t 
unfairly snag those who are actually just familiar 
enough with research to be able to complete surveys 
more quickly than average.

If the best balance is to remove the worst respon-
dents, screening for and eliminating respondents with 
two of those three flags would remove 92% of the Worst 
Respondents and only 6% of the acceptable respondents 
for an estimated total of 10% of the sample.

If 10% seems too much, screening for and elimi-
nating respondents with all of the three above would 
successfully remove half of the Worst Respondents and 
only .2% of the acceptable respondents, for a total of 
only 2.2% of the sample.

Conclusions
After evaluating over 6,700 interviews from an 

incredibly long and complex survey and then using a 
combination of eight data flags to determine respon-
dent quality segments, it is inspiring to see that most 
respondents are inherently good. The largest part of 
the sample (70%) had one data quality flag or less over 
the course of 40 questions. Another group of respon-
dents had two to three data flags, but their proximity to 
benchmarks and consistent responses suggest that they 
are for the most part engaged with the survey process 
and trying to provide genuine and truthful responses.

Unfortunately, a small percent of the sample 
(4%) is inherently bad. The Worst Respondents’ 
behaviors seem to compound each other (speeding 
and straight-lining lead to inconsistency and failing 
traps), though their issues seem to be beyond what 
simple error checking could catch. They fail to pro-
vide quality data on almost every level – they deviate 
from benchmarks, they rate satisfaction and product 
use more than 100% higher than the average, they 
refuse to answer questions at up to six times the 
rate of the average respondent, and their high levels 
of failure on trick questions and consistency pairs 
suggest that they do not read or answer survey ques-
tions carefully enough to accept that ANY of their 
responses are accurate or true. In short, their data 
is toxic to the quality of the overall data set and as 
much as possible should be removed.

Going forward, we suggest the following quality guidelines:
• Make the survey environment more engaging. While 

the Worst Respondents are beyond repair, there are 
other respondents in our surveys that do provide 
accurate information, even if they make more than 
an acceptable amount of mistakes. These respondents 
can fatigue earlier in the survey than the most atten-

For further information on this and other research on river respondents, please contact:
Melanie Courtright | Vice President | 214-222-6176 | m.courtright@corp.aol.com
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products and brands and what cat-
egories of offers and information 
they were most likely to pass along 
to others within their networks. 
The top five motivations of WOM 
champions were to tell manufactur-
ers what I think (73 percent); to get 
smart about products/services (68 
percent); to be the first to discover 
new items (68 percent); to get free 
product samples (63 percent) and to 
share my opinion with others (61 
percent). For more information visit 
www.colloquy.com.

Age is the greatest 
determinant of online 
banking
 Among individuals who are active 
online, 80 percent are now enrolled 
in their bank’s online service, and 
the proportion is much higher 
among online users age 18-34 (89 
percent) than among those 55+ 
(71 percent), according to a survey 
from Morpace, a Farmington Hills, 
Mich., research company.

“No other demographic vari-
able - including income, gender, 
marital status or ethnicity – is as 
predictive of participation in online 
banking as is age,” says Tim Taylor, 
vice president, financial services 
practice, at Morpace. “While the 
fact that younger online users are 
more likely than older individu-
als to use online banking is to be 
expected, it’s the extremely high 
level of online banking penetration 
among younger online users which 
is so noteworthy. It’s conceivable 
that close to 100 percent satura-
tion may be achieved eventually in 
the younger demographic. That has 
large implications for banks as they 
consider investments in physical 
assets versus virtual ones.”

The biggest barrier to becom-
ing an online banking customer 
revolves around identity theft and 
security of account information - 
concerns expressed by 47 percent 
of those age 18-34 and 57 percent 
or more of those 55+. “As banks 
try to draw more customers online, 
particularly those in older demo-
graphics, special attention must be 
given to security concerns,” Taylor 
says. For more information visit 
www.morpace.com.

their experience in social network-
ing by introducing them to other 
members with similar interests and 
preferences; 72 percent are inter-
ested in personalized advertising 
distributed through their television; 
73 percent are interested in online 
distribution of personalized adver-
tising; 35 percent are interested 
in personalization on their mobile 
device; and 45 percent of consum-
ers reported receiving personalized 
recommendations that were a poor 
match based on their tastes and 
interests in 2008. For more informa-
tion visit www.choicestream.com.

WOM rampant among loyalty 
reward members
Sixty-eight percent of word-of-
mouth (WOM) champions in 
customer loyalty reward pro-
grams will recommend a program 
sponsor’s brand within one year. 
Generally speaking, consumers 
who are loyalty reward program 
members are far more likely to be 
WOM champions for their favorite 
brands than non-members, and the 
more active their program partici-
pation, the more likely they are to 
exhibit WOM behavior, according 
to The New Champion Customers: 
Measuring Word-of-Mouth 
Activity Among Reward Program 
Members, a study from Colloquy, a 
Cincinnati research company.

Reward program members are 
70 percent more likely to be WOM 
champions (defined as customers 
who are actively recommending 
a product, service or brand) than 
the general population. Fifty-five 
percent of reward program mem-
bers are self-described WOM 
champions, but only 32 percent of 
non-reward program members are 
self-described WOM champions. 
Actively-participating reward pro-
gram members are over three times 
more likely to be WOM champi-
ons, and reward program members 
who have redeemed for experiential 
rewards are 30 percent more likely 
to be WOM champions than those 
who have redeemed for discounts. 

Colloquy also examined the 
motivations of WOM champions, 
asking why they engaged in WOM 
activity regarding their favorite 

all balances), the Credit Worthy 
are most interested in providing 
for retirement (38 percent). This 
number has increased by 11 percent 
from pre- to post-crisis. Of those 
who are Credit-On-The-Edge, 47 
percent want to pay off their debt, 
and this number has increased by 
25 percent over the past year. For 
more information visit www.target-
researchgroup.com.

Big spenders want a tailored 
ad experience
Thirty-nine percent of consumers 
overall are more likely to click on 
an ad if it is personalized, while that 
number rises to 58 percent among 
those who shop online at least several 
times a month, according to research 
from ChoiceStream, a Cambridge, 
Mass., research agency. The survey 
finds that the bigger the spender, 
the greater the interest in personal-
ized ads. Half of those spending 
more than $250 online over the past 
six months indicate that they are 
more willing to click on ads that are 
personalized, compared to only 32 
percent of the smallest spenders.

Consumers are surprisingly 
savvy about online advertising in 
terms of its effect on their behav-
ior. Seventy percent of consumers 
admit that their purchase decisions 
are at least sometimes influenced by 
having seen an ad for an item, and a 
smaller percent of consumers admit 
that they are influenced by brand 
advertising as well, with 39 percent 
admitting that they are more likely 
to buy from vendors or retailers that 
they have seen advertised than from 
unrecognized sources. In both cases, 
the bigger the spender, the more 
likely he or she is to admit to being 
influenced by advertising.

A full 60 percent of shoppers are 
aware that retailers use information 
about their online shopping behav-
ior to target advertising to them. 

Additional findings include: 78 
percent of consumers are interested 
in receiving personalized ad content, 
namely in music, books and DVDs; 
71 percent of the consumers believe 
that personalization would improve 

Survey Monitor 
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while still delivering the big-picture 
forecast. For more information visit 
www.research-int.com.

Cincinnati research company 
AcuPOLL has announced a new 
service for testing critical elements 
of a new product launch. The Total 
Offer test is designed to examine 
the effectiveness of concept, prod-
uct, packaging, advertising and 
promotion testing in a single phase. 
The test screens product position-
ing, advertising mediums, packaging 
design and introductory promotions 
as they relate to a new product 
launch. For more information visit 
www.acupoll.com.

Lux Research, Boston, has 
launched a new blog, Lux Populi: 
The Lux Research Analyst Blog, 
designed to examine energy and 
environmental topics of global con-
cern. Information on the blog will 
include input from Lux analysts, 
who conduct approximately 2,000 
primary interviews each year and 
visit commercial, academic and 
government facilities in over 15 
countries, and also include second-
ary research, namely quantitative 
models and peer review. For more 
information visit www.luxre-
searchinc.com.

Saskatoon, Saskatchewan, 
research company Itracks has 
upgraded its bulletin board focus 
group software. The upgrade offers 
additional languages (bringing 
the total to 20) and user interface 
enhancements for both moderators 
and respondents. For more informa-
tion visit www.itracks.com.

Portland, Ore., research com-
pany Revelation has added threaded 
group discussion features to its qual-
itative platform Revelation Project. 
The update is designed to allow 
researchers to mix group discussion 
with media blog and diary activities 
and use Revelation Project QDS for 
blog and diary exercises, as well as 
bulletin board focus group projects. 
For more information visit www.
revelationglobal.com.

entire neighborhood dataset via an 
application programming interface, 
including all neighborhood bound-
aries. The database covers 60,000+ 
neighborhoods in 2,300+ U.S. and 
Canadian cities and is intended for 
businesses looking to manage spatial 
data. For more information visit 
www.maponics.com.

J.D. Power and Associates, a 
Westlake Village, Calif., auto-
motive research company, has 
introduced its Vehicle Launch 
Index, which provides automak-
ers with information quantifying 
how well new vehicle models per-
form during their launch years and 
examines factors that include turn 
rate, credit quality, residual factor, 
dealer gross profit, vehicle price 
and incentive spend. Performance 
is measured against industry and 
segment benchmarks on a monthly 
basis. The index includes all vehicle 
launches in the U.S. since 2007 and 
is tracking current and future vehi-
cle launches. For more information 
visit www.jdpower.com.

Valient Automotive, a division 
of Valient Solutions, a New York 
research firm, has launched iDealer-
Poll.com, an automotive dealer panel 
designed to bring automotive dealer 
insights to the global automotive 
community. The panel was created 
based on the market research needs 
of OEM vehicle manufacturers, OE 
and aftermarket parts suppliers, finan-
cial institutions and dealer support 
software companies. For more infor-
mation visit www.valientsolutions.
com/automotive.html.

Research International, Chicago, 
has launched MicroTest Nouveau, a 
simulated test market system, which 
aims to deliver sales predictions 
within consumer packaged goods 
and incorporate social media trends 
(such as word-of-mouth). MicroTest 
Nouveau uses a micro-model 
approach to commercial forecasting. 
Consumer choice is examined at 
an individual level and then aggre-
gated, to allow clients to understand 
the subtleties of consumer choice, 

100,000+ panel members to pro-
vide online surveys for qualitative 
health care research. Each member 
belongs to at least one of 170 
different health and wellness com-
munities. For more information 
visit www.inspireopinions.com.

The NPD Group, a Port 
Washington, N.Y., research 
company, has released weekly 
e-commerce point-of-sale data 
for consumer technology catego-
ries. NPD’s Ecommerce Weekly 
Tracking Service is designed to be 
used in conjunction with NPD’s 
Weekly Tracking Service, which 
tracks brick-and-mortar retail sales.

The Ecommerce Weekly 
Tracking Service collects data from 
15 e-commerce retailers, both 
Vendor.com and PurePlay.com, 
and is available for 100+ consumer 
technology categories. With this 
information retailers and manu-
facturers can measure industry, 
category, brand, model and feature-
level sales and trends. For more 
information visit www.npd.com.

New York research com-
pany Ziment has debuted 
COMPOUNDZ, a software tool 
for decision modeling designed 
to allow pharmaceutical compa-
nies to measure likely uptake of a 
wide variety of possible new prod-
ucts within the limits of the due 
diligence process. COMPOUNDZ 
couples back-end operations with 
constraints on the complexity of 
the products to be tested, enabling 
Ziment to bring decision models 
(complete with market simulators 
and outputs) to bear upon decisions 
pharmaceutical companies make. 
For more information visit www.
ziment.com.

Maponics LLC, a Norwich, Vt., 
software company, has announced 
the beta release of the Maponics 
Spatial API Neighborhood Data 
to selected existing customers, 
allowing Maponics to deliver its 
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has acquired Japan Market 
Intelligence (JMI), Tokyo. JMI’s 
team will continue to operate as a 
separate business unit. 

WPP, a London research group, 
has acquired Red Dot Square 
Solutions, a Milton Keynes, U.K., 
research company. Red Dot Square 
will operate within Kantar, WPP’s 
global insight, information and 
consultancy division. 

Alliances/strategic 
partnerships
Leo J. Shapiro & Associates, 
a Chicago research company, has 
partnered with Schafer Condon 
Carter, a Chicago market-
ing agency, to capture consumer 
behavior via a national monthly 
survey of consumers focusing on 
top-of-mind market trends and 
influencing factors. 

Peanut Labs, a San Francisco 
research company, and DMS 
Research, Lewisville, Texas, have 
combined their recruiting strengths 
to create an online sample. The 
two companies will combine their 
existing data-quality products in 
hopes to improve validation.

J.D. Power and Associates, 
a Westlake Village, Calif., research 
company, has formed an agreement 
with Compete, a Boston division 
of New York research company 
TNS, to jointly develop products 
based on information gathered 
regarding the online automotive 
shopping and buying process. 

Association/organization 
news
The Marketing Research 
Association (MRA), Glastonbury, 
Conn., has called on the White 
House to swiftly appoint a new 
director of the U.S. Bureau of the 
Census. In order to ensure a com-
plete and accurate decennial census, 
MRA feels that the Census Bureau 
needs an experienced director to 
assume immediate responsibility.

MDLinx, a Washington, D.C., 
panel company, has been accepted 
as a member to CASRO, the 

the next four weeks after the visit. 
The Arbitron representative can 
also provide a travel charger, acces-
sories or even decorative skins for 
the PPM itself. The trainer can also 
highlight the My Meter and Me 
Web site that allows respondents to 
track their compliance hours and 
their bonus points every day.

Facebook, Palo Alto, Calif., has 
pulled its polling tool after less than 
two years. The tool allowed anyone 
to create a poll, paying according 
to the number of responses sought 
and the time in which they were 
needed. Polls could be targeted at 
the site’s users based on age, sex, 
location or profile and were limited 
to single questions with up to five 
multiple-choice answers. Facebook 
did not give specific reasons for 
removing the tool but is advising 
users to turn to one of the other 
polling applications available on the 
site.

Chicago research company 
Synovate has closed a call center 
in Miami, with 88 employees 
losing their jobs (86 interviewers, 
a full-time supervisor and a full-
time human resources coordinator). 
Synovate will keep a small team of 
seven employees at another location 
in Miami.

TNS Custom Research Inc., 
Horsham, Pa., has closed its 
Indiana, Pa., call center, laying off 
128 people. 

Atlanta research company CMI 
has rebranded itself with the tag-
line “Research that drives results.” 
To support the rebranding, CMI 
launched an updated Web site 
(www.cmiresearch.com) and cre-
ated new marketing materials.

Polaris Marketing Research 
Inc., Atlanta, has redesigned its 
Web site (www.polarismr.com) 
to introduce SurveyTrac, a new 
service designed to provide survey 
assistance and interactive reporting. 

Acquisitions/transactions
GMO-Research, a division of 
GMO Internet Group, Tokyo, 

defenses. The Media Audit further 
agreed that, until the expiration of 
all three Arbitron U.S. patents, they 
would not make, use, sell, offer for 
sale, test, demonstrate, distribute 
or otherwise engage in activities 
that potentially infringe the three 
valid and enforceable Arbitron U.S. 
patents. The settlement agreement 
by The Media Audit applies to any 
systems, methods, devices or the 
like, including but not limited to 
the Smart Cell Phone developed by 
Ipsos and previously marketed by 
The Media Audit in the U.S.

On January 13, 2009, Arbitron 
and Ipsos reached a settlement 
agreement dismissing Arbitron’s 
patent infringement lawsuit with-
out prejudice against Ipsos. As a 
result, Ipsos agreed to immediately 
suspend any and all efforts in the 
U.S. related to commercialization, 
testing and/or marketing a portable 
electronics measurement system 
with regard to any and all forms 
of media until at least January 13, 
2012.

Finally, Arbitron is expand-
ing its in-person PPM training 
program designed to reach out 
to young African-American and 
Hispanic respondents in Arbitron 
PPM panels. Dubbed Feet on the 
Street, the program is scheduled 
to have bilingual Arbitron repre-
sentatives knocking on the doors 
of newly-recruited Hispanics and 
African-Americans age 18-34 in the 
top 10 PPM markets by the end of 
April 2009. The program’s goal: to 
reach out to African-American and 
Hispanic respondents, age 18-34, 
who have not developed good carry 
habits within the first eight days of 
their time on a PPM panel. If the 
in-tab rate during those first eight 
days is below a pre-set threshold, 
a Feet on the Street representative 
will attempt to schedule the in-
person visit for a time that is within 
the first 28 days of the respon-
dent’s tenure in the panel. The 
targeted panelist will be offered a 
gift card for agreeing to and keep-
ing the appointment and a bonus 
for improved performance over 

Research Industry News  
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headquarters. To prepare the site 
for occupancy, the firm plans to 
spend $10 million on improving 
and renovating the property, which 
was formerly owned by Automatic 
Data Processing. Earliest projections 
for moving to the new location are 
June 2010.

Focuscope Inc., a Chicago 
research company, has opened a 
branch office in Oak Brook, Ill. 

Pitney Bowes, a Stamford, 
Conn., document management 
company has formed Pitney 
Bowes Insight, a new business 
unit composed of Pitney Bowes 
MapInfo and Group 1 Software. 
The new division is designed 
to help market its data analysis 
services and combine local and 
communication intelligence with 
predictive analytics for firms 
needing a more complete view of 
their customers. 

Double Helix, a London 
research consultancy, has opened a 
division to conduct strategic pric-
ing, reimbursement and market 
access studies. The team will be led 
by Andrew (Drew) Baker.

Jerry Arbittier, former president 
of All Global Ltd., a New York 
research company, has launched 
a new health care data collection 
company, SurveyHealthCare, also 
based in New York. The company 
will provide access to over 700,000 
health care professionals. 

Research company earnings/
financial news
Ipsos, Paris, posted fiscal year 2008 
revenues of 979.3 million euros, an 
increase of 5.6 percent compared 
with 2007, and organic growth of 
7.8 percent. Currency effects had a 
negative impact of 5.9 percent. In 
spite of a less-favorable final quarter 
(6.6 percent organic growth), Ipsos 
grew at a more rapid pace than its 
market (which expanded by an esti-
mated 5 percent in 2008).

A breakdown by geographic 
area shows further growth in devel-
oping countries, steady growth 
in Western Europe and moder-

ping software company ESRI. By 
the agreement, Green Mountain 
Power is assured unlimited deploy-
ments to desktop, server and 
mobile devices of ESRI’s ArcGIS 
platform; maintenance and sup-
port for products; staff training; and 
passes to the ESRI International 
User Conference. 

Additionally, Chesapeake 
Energy Corporation (CE), 
Oklahoma City, has also signed 
an ELA with ESRI for ESRI’s 
geographic information system 
software. As part of its agreement, 
CE has opted to include the ESRI 
Enterprise Advantage Program. 

Research Now, London, has 
signed a partnership agreement with 
San Francisco research company 
Peanut Labs to implement Peanut 
Labs’ Optimus digital fingerprint-
ing solution, which serves to block 
respondents from entering the same 
survey on multiple occasions. The 
program will be integrated and 
applied across all Research Now 
projects. 

Separately, Sample Answers, 
a Middlesex, U.K., research com-
pany, has signed an exclusive 
agreement with Peanut Labs to be 
the U.K. resellers of Sample 3.0, an 
online sampling methodology. 

New companies/new 
divisions/relocations/
expansions
ESRI, a Redlands, Calif., geo-
graphic mapping software company, 
has moved its Johnstown, Pa., sat-
ellite office to 1407 Eisenhower 
Boulevard, Suite 200, Johnstown, 
Pa. The office relocated to better 
accommodate its team of 14 ESRI 
project managers and software 
developers. 

Research Now, London, has 
opened a new office in Auckland, 
New Zealand. Martin Tomlinson 
will serve in the new office as 
client development manager.

Cincinnati research com-
pany Burke, Inc. has acquired a 
seven-acre property in downtown 
Cincinnati, which will become 
the future site of its new corporate 

Council of American Survey 
Research Organizations, Port 
Jefferson, N.Y. 

New accounts/projects
PPL Electric Utilities, Allentown, 
Pa., has selected Vancouver, B.C., 
research company Vision Critical 
to create a custom online panel to 
study what’s important to electric 
customers in a changing energy 
market.

     C-nario, a Tel Aviv, 
Israel digital signage company, 
has selected Tampa, Fla., 
research company TruMedia 
Technologies’ iCapture audience 
measurement system and iCapture 
PROM for C-nario customers. 
ICapture is designed to analyze face 
images of people watching out-
of-home displays, using sensors, 
providing viewing data for digital 
displays and screens. Viewers’ face 
images are analyzed to generate 
information such as audience 
counts, individual exposure times 
as well as gender and age group 
demographics. 

New York research company 
Arbitron Inc. has announced it 
will increase the sample target for 
cell-phone-only households in 
all Portable People Meter (PPM) 
markets to 15 percent by year-
end 2010. In an interim step, the 
current target of 7.5 percent will 
be raised to 12.5 percent in PPM 
markets by year-end 2009. For 
the New York PPM radio ratings 
service, Arbitron has committed 
to increasing the cell-phone-only 
sample target to 15 percent by July 
2010.

Separately, Pamal Broadcasting, 
Latham, N.Y., has signed a multi-
year agreement with Arbitron 
for Arbitron’s custom survey area 
reports for Hudson Valley, N.Y. 
Hudson Valley will be surveyed 
twice a year with the enhanced ver-
sion of Arbitron’s seven-day diary. 

Green Mountain Power, a 
Colchester, Vt., utilities company, 
has signed a small utility enter-
prise license agreement (ELA) with 
Redlands, Calif., geographic map-
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ate growth in North America and 
Japan.

Separately, Ipsos announced a 
corporate gift totaling $10,000 to 
be donated to the North American 
branches of three global charitable 
organizations. Its donation is to be 
shared among Doctors Without 
Borders, World Vision and the 
World Wildlife Fund. The gift is 
in conjunction with the company’s 
client holiday greeting program.

InfoGroup Inc., Omaha, Neb., 
announced unaudited financial 
results for the fourth quarter and 
full fiscal year ended December 31, 
2008. During the fourth quarter of 
2008, infoGroup delivered revenue 
of $178.1 million, compared to 
$185.8 million for the same period 
in 2007, representing a decline of 
4 percent. InfoGroup’s operating 
income for the fourth quarter of 
2008 was $9.2 million, compared 
to income of $24.7 million in the 
fourth quarter of 2007. InfoGroup’s 
earnings per share for the fourth 
quarter of 2008 was $0.03 versus 
earnings per share of $0.20 in the 
fourth quarter of 2007. 

Revenue for the full year was 
$738.3 million, an increase of 
7 percent over fiscal year 2007. 
Revenue for the fiscal year 2007 
included $9.9 million for the 
Naviant settlement and $13.3 mil-
lion for revenue associated with 
the First Data Resources license 
agreement, which was not renewed 
in 2008. Excluding these items, 
growth for the year was 1 percent. 
InfoGroup’s operating income was 
$25.3 million, compared to $86.5 
million in 2007. The company 
recorded $34.3 million in non-
recurring charges; these charges 
included $10.7 million in severance 
payments primarily to the former 
CEO of the company. InfoGroup’s 
earnings per share was $0.08 as 
compared to $0.73 in 2007. 

Clarabridge, Reston, Va., 
tripled revenue in 2008 and is 
experiencing growth across the 
board, particularly in the retail, 
consumer goods and hospital-
ity sectors. Wal-Mart, Walgreens, 

Choice Hotels and other major 
corporations signed agreements 
with the company in the fourth 
quarter of 2008. 

Harris Interactive, Rochester, 
N.Y., announced its financial 
results for the second quarter of 
fiscal 2009. Second-quarter results 
include revenue of $50.7 million, 
compared with $62.7 million for 
the same prior-year period, and 
operating loss of $(45.9) million, 
compared with operating income 
of $3.4 million for the same prior-
year period. Operating loss for the 
quarter included $46.1 million in 
charges, specifically $3.9 million for 
severance related to U.S. headcount 
reductions and separation payments 
to former executives, $0.9 million 
related to leased-space reduc-
tions, $1.1 million for performance 
improvement consultant fees, and 
$40.3 million for goodwill impair-
ment. Second-quarter net loss was 
$(65.6) million, or $(1.23) per 
share, compared with net income 
of $2 million, or $0.04 per share, 
for the same prior-year period. 

IMS Health, Norwalk, Conn., 
announced fourth-quarter 2008 
net income of $98.5 million and 
diluted earnings per share of $0.54, 
compared with net income of $18 
million and earnings per share 
of $0.09 in the fourth quarter of 
2007. After adjusting for a 2007 
restructuring charge and certain 
other items, net income on a non-
GAAP basis for the fourth quarter 
of 2008 rose 9 percent and earnings 
per share on a non-GAAP basis 
was up 16 percent year over year. 
Total revenue for the fourth quar-
ter of 2008 was $580.9 million, a 
4 percent decrease from the fourth 
quarter of 2007. 

For full-year 2008, net income 
was $311.3 million and earnings 
per share was $1.70, up 33 percent 
and 44 percent, respectively. After 
adjusting for certain items, net 
income on a non-GAAP basis grew 
2 percent and earnings per share on 
a non-GAAP basis rose 11 percent 
for the year. Revenue for the 2008 
full year was $2,329.5 million, up 

6 percent from 2007. Operating 
income for 2008 was $498.3 mil-
lion, compared with $393.3 million 
in the year-earlier period, up 27 
percent

Research Now, London, 
released audited preliminary results 
for the year ended October 31, 
2008. Highlights include: group 
revenues of £41.2 million, up 60 
percent (2007: £25.8 million); 
underlying revenue growth of 40 
percent; operating profit of £6.3 
million (2007: £2.3 million), with 
margins increased to 15.3 percent; 
profit before tax of £5.7 million, 
up from £0.3 million in 2007; 
basic earnings per share of 21.8p 
(2007: 3.2p loss per share); adjusted 
basic earnings per share of 23.9p, 
an increase of 100.8 percent (2007: 
11.9p); and free cash flow of £6.5 
million after 2007’s £0.4 million 
outflow. 

National Research 
Corporation, Lincoln, Neb., 
has announced results for the 
fourth quarter and year-end 2008. 
Revenue for the quarter ended 
December 31, 2008, was $12.2 
million, compared to $10.8 mil-
lion for the same quarter in 2007. 
Net income for the quarter ended 
December 31, 2008, was $1.9 mil-
lion compared to $1.1 million for 
the fourth quarter 2007. 

Revenue for the year ended 
December 31, 2008, was $51 mil-
lion, compared to $48.9 million 
for the same period in 2007. Net 
income for 2008 was $7.4 mil-
lion, compared to $6.8 million 
for 2007. Year-end 2008 perfor-
mance resulted in $1.11 per basic 
and $1.09 per diluted earnings per 
share, compared to 2007 perfor-
mance of $1.00 per basic and $.98 
per diluted earnings per share. 

Nunwood, Leeds, U.K., has 
taken on $5 million worth of new 
business in 2008, representing a 
62 percent growth over 2007. 
The increase includes commissions 
from Wyeth Nutrition, Mullen and 
DeLaval. The agency is recruit-
ing in response to its continued 
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growth, doubling the revenues of 
its London office and be tripling 
the size of its U.S. operation in 
New York in 2009.

BuzzBack Market Research, 
New York, has announced results 
for 2008. Sales were up 35 percent 
over one year ago, with increases in 
profits as the company saw a global 
expansion of its business. 

Kadence, London, has had a 
positive start to its 2008-09 finan-
cial year, reporting revenue of 
$7.8 million in the six months 
to December 2008, a 40 percent 
increase on the same period last 
year. Strongest growth came from 
developing markets in Asia-Pacific, 
where the group’s Malaysian and 
Indonesian offices increased rev-
enues by 183 percent and 205 
percent, respectively. 

BrainJuicer Group PLC, 
London, released a pre-close trad-
ing statement for the financial 
year ended December 31, 2008. 
Highlights include: reported rev-
enues of over £9 million (an 
increase of over 40 percent); 
operating profit up by 45 percent 
to over £1.2 million; and client 
increase from 115 to 140. 2008 
also saw the company increase its 
geographic expansion, opening an 
office in Switzerland and signing 
a strategic licensing agreement in 
Australia. 

Acxiom Corporation, Little 
Rock, Ark., announced financial 
results for the third quarter of its 
2009 fiscal year ended December 
31, 2008. Acxiom reported revenue 
of $321.1 million, compared to 
$350.8 million in the third quarter 
2007 and loss from operations of 
$8.6 million, compared to income 
from operations of $97.4 million 
in the third quarter last year. Loss 
from operations for the current 
quarter included unusual loss items 
of $43.2 million. The prior-year 
quarter included $63.5 million of 
unusual gain items. Loss per diluted 
share was $0.15, compared to earn-
ings per diluted share of $0.69 in 

the third quarter of fiscal 2008. 
Excluding the impact of unusual 
items, earnings per diluted share 
would be $0.21 in the current 
period and $0.20 in the prior-year 
period. Operating cash flow was 
$78.9 million, compared to $122.3 
million in the third quarter 2007. 
Operating cash flow for the prior-
year quarter includes the proceeds 
of a $65 million payment received 
as a result of the termination of the 
agreement to acquire Acxiom. 

During the quarter, the com-
pany completed the acquisition of 
Quinetix LLC, a Rochester, N.Y., 
research company, for a purchase 
price of $2.7 million. 

SPSS Inc., Chicago, 
announced financial results for 
its fourth quarter and year ended 
December 31, 2008. Operating 
margin for the 2008 fourth quarter 
was 15 percent, and revenues were 
$74.1 million, down 7 percent from 
$79.6 million in the same quarter 
of 2007. Net income was $7.9 mil-
lion, a 21 percent decline from $10 
million in the same period in 2007. 
Diluted earnings per share reported 
for the quarter was $0.41, down 18 
percent from earnings per share of 
$0.50 for the fourth quarter 2007. 
For the 2008 fourth quarter, oper-
ating income was $11.5 million, 
or 15 percent of total revenues, 
compared with $14.7 million, or 
18 percent of total revenues, in 
the same quarter of 2007. Charges 
for share-based compensation were 
$0.06 and $0.07 per share in the 
fourth quarter of 2008 and 2007, 
respectively. 

For 2008, total revenues were 
$302.9 million, up 4 percent from 
$291 million in 2007. Net income 
was $36 million, up 7 percent 
from $33.7 million in 2007, with 
earnings per share of $1.88, a 14 
percent increase from $1.65 in the 
prior year. Operating income for 
2008 decreased 1 percent to $49 
million, or 16 percent of total rev-
enues, from $49.5 million, or 17 
percent of total revenues, in 2007. 
Charges for share-based compensa-
tion were $0.26 and $0.23 per share 
in 2008 and 2007, respectively.

Chime Communications, a London 
research company, has hired Paul 
Tredwell as chief executive, research 
and engagement.

MDLinx, a Washington, D.C., panel 
company, has added Jim Anderson
and Reg Jones to its market 
research team. 

Rochester, N.Y., research company 
Harris Interactive has hired James 
MacAonghus as research director, 
technology, media and telecoms; and 
Lucia Juliano as sector head, prod-
ucts. Both will be based out of Harris 
Interactive’s U.K. office.

Itracks, a Saskatoon, Saskatchewan, 
research company, has named 
Annette Abell and Frank Forney 
corporate account executive.

Hansa|GCR, a Portland, Ore., 
research company, has hired Soumya 
Roy as executive vice president, 
brand and customer practice. Roy has 
also joined the senior management 
team as chief consulting officer. He 
will be based in New York.

NeuroFocus, a Berkeley, Calif., 
research company, has named John 
Polich director, global NeuroLab 
operations.

B2B International, a London research 
company, has hired Tang Yu Xian as 
a research executive in its Beijing office. 

Aisling Murphy has been named 
senior research manager, qualitative 
research, of Angus Reid Strategies, a 
Vancouver, B.C., research company.

Karen Swords has been named 
director, quantitative research, of The 
Research Partnership, London.

Cognicient, a London research agency, 
has hired Shannon McGuire as an 
outside consultant to assist with sales 
development for its North America 
operations. Cognicient has also pro-
moted Siobhán Treacy to director, 
client services.

Names of Note  
continued from page 10
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questions you should ask when…

selecting a telephone facility

The basics
Is the facility able to scale appropriately between small and large projects? What kind of contact services are provided? Do you 
have inbound and outbound calling capabilities? Do you provide additional contact capabilities (e.g., Web, mail, e-mail, etc.) for 
multimode research? Do you have international/multilingual reach?

The staff
What are the required qualifications for interviewers? How are interviewers trained and what ongoing training is provided? What 
is the supervisor-to-interviewer ratio? What percentage of interviewer completes is monitored? 

Available technology
Does the telephone research facility have clear remote-monitoring capabilities to adequately monitor projects as they first go into the 
field? What ability will I have to do live monitoring of active interviews? Can you record interviews? If so, how would I receive 
the recordings? How do you handle states where two-party consent is required? Do you have cost-saving technologies like interactive 
voice response and predictive dialing? Do you provide online real-time reporting capabilities on survey data? Does the CATI 
software ensure that no data or sample is stored on the local interviewer computer in the call center? Does the CATI software 
provide separation of data for each project dialed? Does each project have its own database?

Standard operating procedures
How are interviewers incentivized? What times do you normally dial business and consumer studies? How do you oversee 
interviewer dialings/completes? How are cell phone numbers handled, if at all?

Quality control
What are your quality-control procedures? Is there a secure on-site server? If so, how often is it backed up? How do you keep 
track of monitorings and validations? What percentage of phone calls is actively monitored for quality? How is the quality of a 
phone call measured and reported? What metrics are used? Do interviewers read verbatim or are they allowed to paraphrase if a 
respondent does not understand the question?

Your deliverables
During and after the telephone interviews, what are the deliverables? What time are my reports ready each day and how do I 
receive them?

Special thanks to Thoroughbred Research Group, Louisville, Ky.; Western Wats, Orem, Utah; and DataPrompt 
International, Chicago, for providing input on the questions.

http://www.quirks.com
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The 2009 Directory of Telephone Interviewing Facilities was compiled by sending listing 

forms to firms we identified as having permanent telephone interviewing facilities. This year’s 

directory lists nearly 700 firms, arranged geographically. In addition to the company’s vital 

information, we’ve included a line of codes showing the number of interviewing stations, the 

number of stations that use computer-aided interviewing (CATI), and the number of stations 

that can be monitored on-site and off-site. 

A searchable version of this directory is available on our Web site at www.quirks.com.

 2009 
  Telephone 
Facilities Directory

>>>

http://www.quirks.com
http://www.quirks.com
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises
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Precision Research Inc.
Glendale, AZ 
Ph. 602-997-9711 
jmuller@precisionresearchinc.com
http://www.precisionresearchinc.com
John Muller, President
150-150-150-150

Schlesinger Associates Phoenix
Phoenix, AZ 
Ph. 602-366-1100 
phoenix@schlesingerassociates.com
http://www.schlesingerassociates.com
Trina Costello, Facility Director
16-0-16-0
(See advertisement on inside front cover)

WestGroup Research
Phoenix, AZ 
Ph. 602-707-0050 or 800-999-1200
answers@westgroupresearch.com
http://www.westgroupresearch.com
Peter Apostol, Vice President
60-60-60-60

Tucson
FMR Associates, Inc.
Tucson, AZ 
Ph. 520-886-5548 
ashton@fmrassociates.com
http://www.fmrassociates.com
Ashton McMillan, Field Director
55-40-55-55

Strategy Research and Consulting, LLC
Tucson, AZ 
Ph. 520-623-9442 
strategyrsch@aol.com
Scott W. Acorn
20-20-20-20

Arkansas

Fort Smith
C & C Market Research, Inc.
Fort Smith, AR 
Ph. 479-785-5637 
craig@ccmarketresearch.com
http://www.ccmarketresearch.com
Craig Cunningham, President
19-8-19-19

Little Rock
Market Strategies International
Little Rock, AR 
Ph. 501-221-3303 or 800-327-8831
info@marketstrategies.com
http://www.marketstrategies.com
325-325-325-325

Market Strategies International is a solutions-oriented 
market research firm which operates four state-of-the-art 
call centers. These centers process large sample files 
and report data across targeted markets. Specifically, 
thousands of consumers are called monthly to measure 
customer satisfaction and identify market trends. Market 
Strategies is a global industry leader that provides inte-
grated research findings using multi-modal approaches and 
comprehensive consultative services. We use sophisticated 
analytics to maximize quantitative and qualitative data 
insights.

BRC Field & Focus Services
Phoenix, AZ 
Ph. 602-258-4554 or 800-279-1212
info@brc-field.com
http://www.brc-field.com
Earl de Berge, Research Director
32-32-32-32

BRC Field & Focus Services has 43 years of experience 
providing a full spectrum of high-quality telephone data 
collection services in Arizona, U.S. and Latin America. 
BRC has 32 CATI stations with ACS WinQuery 6.0 (fully 
backwards compatible), remote monitoring, and 80 per 
cent of our carefully-trained interviewers are skilled in both 
English and Spanish. Specialties include Latino, executive, 
B2B, medically-at-risk populations, Native Americans, low 
incidence. Expert professional design, processing, analysis 
services also available.

Creative Consumer Research (Br.)
Tempe, AZ 
Ph. 480-557-6666 
ycave@ccrsurveys.com
http://www.ccrsurveys.com
Yvette Cave, Branch Manager
30-30-30-10
(See advertisement on p. 40)

Datacall, Inc.
Phoenix, AZ 
Ph. 602-687-2500 or 602-864-0017
shelley@data-call.com
http://www.data-call.com
Shelley Thompson, Sr. Vice President
40-40-40-40

Focus Market Research
Phoenix, AZ 
Ph. 480-874-2714 
phoenix@focusmarketresearch.com
http://www.focusmarketresearch.com
Ray Opstad, General Manager
12-0-12-0

Friedman Marketing Services (Br.)
Consumer Opinion Center
Phoenix, AZ 
Ph. 623-849-8080 or 914-698-9591
paula.wynne@gfk.com
http://www.friedmanmktg.com
Dawn Mullen
7-4-7-7

O’Neil Associates, Inc.
Tempe, AZ 
Ph. 888-967-4441 x221 or 480-967-4441
oneil@oneilresearch.com
http://www.oneilresearch.com
Michael J. O’Neil, Ph.D., President
20-20-20-20

Phoenix Opinion Center
Phoenix, AZ 
Ph. 602-242-4242
Michaele@phoenixopinioncenter.com
Michael Englehart, President
150-75-150-25

Alabama

Birmingham
Connections, Inc.
Birmingham, AL 
Ph. 205-879-1255 
jmj1connect@mindspring.com
Rebecca V. Watson, President
32-14-32-0

Graham & Associates, Inc.
Birmingham, AL 
Ph. 205-443-5399 
ceanes@grahammktres.com
http://www.grahammktres.com
Cindy Eanes, Vice President
40-30-40-20

New South Research
Birmingham, AL 
Ph. 205-443-5350 or 800-289-7335
spearce@newsouthresearch.com
http://www.newsouthresearch.com
Jim Jager, President
40-30-40-20

Mobile
Research Strategies, Inc.
Mobile, AL 
Ph. 251-660-2910 or 504-522-2115
rsincorp@bellsouth.net
http://www.researchstrategiesinc.com
Patricia Rhinehart, Vice President
50-50-50-50

Arizona

Phoenix
The Analytical Group, Inc.
Scottsdale, AZ 
Ph. 480-483-2700 
Info@AnalyticalGroup.com
http://www.analyticalgroup.com
Scott Smith, Business Development Manager
72-72-72-55
(See advertisement on p. 43)

Arizona Market Research Services (Br.)
Div. of Ruth Nelson Research Services
Phoenix, AZ 
Ph. 602-944-8001 or 303-758-6424
azmktres@att.net
http://www.ruthnelsonresearch.com
Lincoln Anderson, Manager
12-0-12-0
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Juarez & Associates
Los Angeles, CA 
Ph. 310-478-0826 
juarezla@gte.net
http://www.juarezassociates.com
Nicandro Juarez, President
7-0-7-0

LW Research Group
Encino, CA 
Ph. 818-501-4794 
wfeinberg@LWresearchgroup.com
http://www.LWresearchgroup.com
Wendy Feinberg or Lisa Balelo, Partners
30-0-30-0

Recruiting includes automotive/fleets (specialize in 
automotive clinics and drive tests), consumers, banking, 
business-to-business, computer technology, education, 
entertainment, food and beverage, government, health, 
house and garden, kids, mock juries, medical, travel, and 
ethnic (Hispanic and African-American). Projects include 
large-scale national recruiting, in-home (ethnographies), 
in-store experiences, usability testing, real-people testimo-
nials, real-people casting. Top Rated in the 2008 edition of 
the Impulse Survey of Focus Facilities. Affiliated with Focus 
Centre of Chicago.

Marylander Marketing Research
Encino, CA 
Ph. 818-464-2400 
bruce@marylander.com
http://www.marylander.com
Bruce Isaacson, Chief Operating Officer
15-15-15-15

A Point of View Research Services
Huntington Beach, CA 
Ph. 714-793-1650 or 714-394-2889
eguinn@APointOfViewResearch.com
http://www.APointOfViewResearch.com
12-0-0-0

Qualitative Insights
Universal City, CA 
Ph. 818-622-4007 
lginiewicz@q-insights.com
http://www.q-insights.com
Linda Giniewicz, Vice-President
25-25-25-25

Qualitative Insights
Sherman Oaks, CA 
Ph. 818-988-5411 
lginiewicz@q-insights.com
http://www.q-insights.com
Linda Giniewicz, Vice President
25-0-25-0

The Research Line (Br.)
Div. of C.A. Walker Research Solutions, Inc.
North Hollywood, CA 
Ph. 626-584-8180 
info@cawalker.com
http://www.cawalker.com
Samuel Weinstein, President/CEO
85-85-85-85

Schlesinger Associates Los Angeles
Los Angeles, CA 
Ph. 323-876-9909 
LA@schlesingerassociates.com
http://www.schlesingerassociates.com
Debra Schlesinger-Hellman, Exec. Vice President
18-0-18-18
(See advertisement on inside front cover)

California Survey Research Services, Inc.
Van Nuys, CA 
Ph. 818-780-2777 
kgross@calsurvey.com
http://www.calsurvey.com
Ken Gross, President
44-44-44-44

Davis Research, LLC
Calabasas, CA 
Ph. 818-591-2408 
info@davisresearch.com
http://www.davisresearch.com
Bill Davis, Partner
100-100-100-100

Garcia Research Associates, Inc.
Burbank, CA 
Ph. 818-566-7722 
mayram@garciaresearch.com
http://www.garciaresearch.com
Carlos Yanez, V.P. Quantitive Research
87-87-87-87

Ted Heiman & Associates
Woodland Hills, CA 
Ph. 818-598-2901 
sgrossman@tha-research.com
http://www.tha-research.com
Sandra Grossman, Ph.D., Owner
19-0-16-16

House of Marketing Research
Pasadena, CA 
Ph. 626-486-1400 
amy@hmr-research.com
http://www.hmr-research.com
Amy Siadak
82-82-82-82

Interviewing Service of America, Inc.
Van Nuys, CA 
Ph. 818-989-1044 
halberstam@isacorp.com
http://www.isacorp.com
Michael Halberstam, President
500-500-500-500

ISA is one of the largest data collection and reporting 
companies in America. 500 CATI stations across 5 phone 
centers in the U.S., Canada, and India. Extensive face-to-
face interviewing and qualitative capabilities and the most 
advanced technologies for IVR and online research (utilizing 
Opinion One software for full-screen streaming video). 
Multicultural experts for over 26 years, interviewing around 
the globe in 67 different languages. Complete data pro-
cessing and coding services. Experienced in tracking, B2B, 
public policy, political/exit polling, customer satisfaction, 
face-to-face, focus groups and more.

Interviewing Service of America, Inc. - Alhambra
Alhambra, CA 
Ph. 818-989-1044 
mhalberstam@isacorp.com
http://www.isacorp.com
Michael Halberstam, President
60-60-60-60

Interviewing Service of America, Inc. - Lancaster
Lancaster, CA 
Ph. 661-726-9480 
mhalberstam@isacorp.com
http://www.isacorp.com
Michael Halberstam, President
75-75-75-75

California

Fresno
AIS Market Research
Fresno, CA 
Ph. 800-627-8334 or 559-252-2727
jdawson@aismarketres.com
http://www.aismarketres.com
Jennifer Dawson, V.P. Operations
50-50-50-50

Bartels Research Corp.
Clovis, CA 
Ph. 559-298-7557 or 800-677-5883
bartels1@compuserve.com
http://www.bartelsresearch.com
Patrick Bartels, Vice President
50-15-50-7

Communications Center, Inc (Br)
Fresno, CA 
Ph. 866-968-7224 x116 
bids@yourcci.com
http://www.yourcci.com
Jerry Karson, Dir. New Business Development
96-96-96-96

Nichols Research - Fresno
GroupNet Central California
Fresno, CA 
Ph. 559-226-3100 
info@nicholsresearch.com
http://www.nicholsresearch.com
Sami Biggs
15-0-10-0

Synovate
Fresno, CA 
Ph. 559-451-2820 
rick.davis@synovate.com
http://www.synovate.com
Andrew Sorensen
114-114-114-114

Los Angeles
(See also Orange County)
Accent on Research, Inc.
Chatsworth, CA 
Ph. 866-882-8351(toll free) 
susanp@accentonresearch.com
http://www.accentonresearch.com
15-15-15-0

AIM/LA (Br.)
Long Beach, CA 
Ph. 562-981-2700 
dweinberg@aimla.com
http://www.aimresearchnetwork.com
Evonne Guinn, Manager
14-0-0-0

Applied Research - West, Inc.
Headquarters
Los Alamitos, CA 
Ph. 562-493-1079 or 800-493-1079
akantak@appliedresearchwest.com
http://www.appliedresearchwest.com
Dr. Anita Kantak, Principal
17-17-17-17

Area Phone Bank
Burbank, CA 
Ph. 818-848-8282 
goldbaumer@sbcglobal.net
http://www.areaphonebank.com
Ed Goldbaum, Owner
75-0-75-0
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises
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Luth Research
San Diego, CA 
Ph. 619-234-5884 
kbliss@luthresearch.com
http://www.luthresearch.com
Maryanne Bennetch, Director Quantitative Research
110-110-90-90

San Francisco Bay/San Jose
Bay Area Research Group
Santa Clara, CA 
Ph. 408-988-4800 
info@bayarearesearchgroup.com
http://www.bayarearesearchgroup.com
15-0-0-0

Corey, Canapary & Galanis
San Francisco, CA 
Ph. 415-397-1200 
info@ccgresearch.com
http://www.ccgresearch.com
Jon Canapary, Exec. Vice President
25-12-25-19

Evans Research Associates
San Francisco, CA 
Ph. 415-345-9600 
bill@evansres.com
http://www.evansres.com
William Magoolaghan, President
35-35-35-35

Fleischman Field Research
San Francisco, CA 
Ph. 800-277-3200 or 415-398-4140
ffr@ffrsf.com
http://www.ffrsf.com
Molly Fleischman or Lisa Chiapetta
60-20-60-60

The Henne Group
San Francisco, CA 
Ph. 415-348-1700 
jhenne@thehennegroup.com
http://www.thehennegroup.com
20-20-20-20

Established 1986. Full-service project management for: 
market, social, public opinion and litigation research. We 
provide high-quality questionnaire design/consulting, pro-
gramming, beta-testing, sampling, data collection, analysis 
and reporting. Our software allows for true Web and CATI 
integration, complex programming (list, randomization), 
sample and quota management, audio-visual stimuli, 
other languages (including Spanish, Cantonese, Mandarin, 
Vietnamese), mixed modes and real-time reporting. Other 
services: nationwide focus groups/IDI (recruiting-moderat-
ing-reporting); transcription/translation (including Urban).

Nichols Research - Fremont
GroupNet Northern California
Fremont, CA 
Ph. 510-794-2990 
info@nicholsresearch.com
http://www.nicholsresearch.com
Grace LaMer, Branch Manager
34-0-34-0

EMH Opinion Sampling
Sacramento, CA 
Ph. 916-443-4722 
jareds@emhopinions.com
http://www.emhopinions.com
Elaine Hoffman, President
120-75-120-120

San Bernardino/Riverside
Athena Research Group, Inc.
Riverside, CA 
Ph. 951-369-0800 
lynn@athenamarketresearch.com
http://www.athenamarketresearch.com
Lynn Diamantopoulos, President/CEO
24-0-24-6

San Diego
CIC Research, Inc.
San Diego, CA 
Ph. 858-637-4000 
jrevlett@cicresearch.com
http://www.cicresearch.com
Joyce Revlett, Director of Surveys
33-33-33-33

Competitive Edge Research
San Diego, CA 
Ph. 619-702-2372 or 800-576-CERC
john@cerc.net
http://www.cerc.net
John Nienstedt
65-65-65-65

Directions In Research, Inc.
San Diego, CA 
Ph. 800-676-5883 or 619-299-5883
info@diresearch.com
http://www.diresearch.com
David Phife, President
200-200-200-200

Directions In Research was founded in 1985 and is an 
established firm offering both quantitative and qualitative 
services, while utilizing the latest technology and data 
collection methods. We have earned a well-deserved 
reputation for providing the highest-quality data while 
maintaining a superior level of client service. Our data col-
lection capabilities include CATI interviewing, Web surveys, 
IVR, and recruit to Web. DIR’s headquarters are in San 
Diego, Calif., with call center locations in Grand Rapids, 
Mich., and Costa Rica.

Flagship Research
San Diego, CA 
Ph. 888-849-4827 
bridge@flagshipresearch.com
http://www.flagshipresearch.com
Connie Joy, Exec. Director
25-20-25-5

HBS Consulting, Inc
San Diego, CA 
Ph. 858-546-4702 
hbsinfo@hbs-consulting.com
http://www.hbs-consulting.com
6-0-6-0

Orange County
(See also Los Angeles)
AIM/LA (Br.)
Costa Mesa, CA 
Ph. 714-755-3900 
dweinberg@aimla.com
http://www.aimresearchnetwork.com
Cindi Reyes, Manager
23-0-0-0

Ask Southern California, Inc.
Garden Grove, CA 
Ph. 714-750-7566 or 800-644-4ASK
Jennifer@asksocal.com
http://www.asksocal.com
Jennifer Kerstner, President
27-0-27-0

Datascension, Inc.
Anaheim, CA 
Ph. 888-996-9238 x2401 
joey.harmon@datascension.com
http://www.datascension.com
Joey Harmon, COO
700-700-700-700

Inquire Market Research, Inc.
Santa Ana, CA 
Ph. 800-995-8020 
don.minchow@inquireresearch.com
http://www.inquireresearch.com
Don Minchow, President
21-14-21-21

P&K Consumer Insights (Br.)
Santa Ana, CA 
Ph. 714-543-0888 or 800-470-6781
tom.dutt@pk-research.com
http://www.pk-research.com
24-0-24-0

Peryam & Kroll Research Corporation (Br.)
Santa Ana, CA 
Ph. 714-543-0888 or 888-470-6781
info@pk-research.com
http://www.pk-research.com
Dan Kroll, Vice President
24-0-24-0

PKM Research Services, Inc.
West Covina, CA 
Ph. 714-526-3109 
rkoer@msn.com
25-0-25-0

The Question Shop, Inc.
Orange, CA 
Ph. 714-974-8020 or 800-411-7550
info@thequestionshop.com
http://www.thequestionshop.com
Ryan Reasor, President
20-0-20-0

Sacramento
Elliott Benson Research
Sacramento, CA 
Ph. 916-325-1670 
ebinfo@elliottbenson.com
http://www.elliottbenson.com
Jaclyn Benson, Principal
20-0-20-20
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conducting accurate research projects. Telephone research 
can manage, capture, process and instantaneously validate 
data. There is also the important human/relational side 
to telephone surveys. This direct contact allows for an 
increased level of probing and clarification that is essential 
to quality data collection. When a respondent gives a 
vague or incomplete answer, our researchers are trained 
and ready with the appropriate follow-up questions. This 
interaction ensures thorough and complete data with vital 
depth.

Standage Market Research
Denver, CO 
Ph. 303-922-1225 
rstandage7@aol.com
Ruby Standage, President
20-0-20-20

Fort Collins
PhoneBase Research, Inc.
Fort Collins, CO 
Ph. 970-226-4333 
info@pbresearch.com
http://www.pbresearch.com
Chauncy Bjork, GM 
Becca Polka, Director Business Development
200-200-200-200
(See advertisement on this page)

Denver
Colorado Market Research Services
Div. of Ruth Nelson Research Services
Denver, CO 
Ph. 303-758-6424 
rnncmrs@aol.com
http://www.ruthnelsonresearch.com
Ruth Nelson, President
14-0-14-0

Market Perceptions, Inc.
Health Care Research, Inc.
Denver, CO 
Ph. 303-323-1900 
kweiss@marketperceptions.com
http://www.marketperceptions.com
Erika Queen, Research Facilities Mgr.
20-20-20-20

Minter & Reid
Littleton, CO 
Ph. 303-904-0120 
info@minterandreid.com
http://www.minterandreid.com
40-25-40-40

Resolution Research & Marketing, Inc.®
Denver, CO 
Ph. 800-800-0905 
info@re-search.com
http://www.ResolutionResearch.com
Mary Wuest
30-30-30-30

Resolution Research specializes in telephone research. 
We believe that the telephone is one of the best tools for 

Population Research Systems
A Member of the FSC Group
San Francisco, CA 
Ph. 415-777-0707 
carenleong@fscgroup.com
http://www.fscgroup.com
Caren Leong, Director of Research Services
40-40-40-40

PRS provides qualitative and quantitative data collection 
services for program evaluation, conjoint/engagement/
disparity studies, market segmentation and policy develop-
ment in such areas as energy efficiency, environmental 
preservation, public health, education, litigation and con-
sumer markets. Our methods include telephone/Internet/
mail surveys, online panels, on-site audits, focus groups, 
and town halls with real-time voting. Our expert knowledge 
in statistics, methodologies, survey design and program-
ming, and the professionalism of our multilingual team 
keep our clients coming back.

Q & A Research, Inc.
Novato, CA 
Ph. 415-883-1188 
info@QAR.com
http://www.QAR.com
Tom Mabe, Facility Director
40-40-40-0

Q & A Research, Inc. (Br.)
Walnut Creek, CA 
Ph. 925-210-1525 
focusinfo@qar.com
http://www.qar.com
25-10-25-0

The Research Spectrum
Burlingame, CA 
Ph. 415-701-9979 or 800-876-3770
info@researchspectrum.com
http://www.researchspectrum.com
Rick Snyder, CEO
12-12-12-12

Schlesinger Associates San Francisco
San Francisco, CA 
Ph. 415-781-2600 
sf@schlesingerassociates.com
http://www.schlesingerassociates.com
Pam Lintner, Facility Director
16-0-16-16
(See advertisement on inside front cover)

Tragon
Redwood Shores, CA 
Ph. 650-412-2100 
info@tragon.com
http://www.tragon.com
Brian McDermott, VP-Business Development
24-24-24-0

Colorado

Boulder
Aspen Media and Market Research
Boulder, CO 
Ph. 303-786-9500 
tcowhig@aspeninformation.com
http://www.aspeninformation.com
Trey Cowhig, V.P. Marketing
70-70-70-70

Solid Foundation
Exceptional Reputation mvlgroup

PhoneBase Research, Inc.,  a division of

mmvlgroup

3932-A JFK Parkway
Fort Collins, Colorado 80525

Telephone and Online Services

Bilingual (Spanish) Interviewing

Cell Phone Interviewing

Unsurpassed Quality

Competitive Pricing

Fast Turnaround

PhoneBase can help you hit your target!

        Timeliness                                     Accuracy                           Proven Results--
Call or visit us today!

866.966.9727 (toll free)
www.pbresearch.com

Actively supporting...

MRA          AMA         CASRO
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Perceptive Market Research, Inc.
Gainesville, FL 
Ph. 800-749-6760 ext. 4012 or 352-336-6760
surveys@pmrresearch.com
http://www.pmrresearch.com
Ken Lyons, Vice President
40-40-40-40

High-quality full-service research. Opinion, perception, 
awareness, usage, satisfaction, performance monitor-
ing and life quality. Tracking, evaluation, “real-time” and 
recall/retention research, public opinion, brand identifica-
tion, name change, needs assessment, trade show and 
event measurement, indexing, feasibility studies, trade 
and business surveys, education awareness program and 
advertising/PR campaign development and testing, com-
petitive positioning and corporate/product image studies. 
Nationwide CATI telephone survey center. Multicultural 
and bilingual telephone interviewers. Online/Web surveys 
and on-site field service/mystery shop network throughout 
the U.S. Large Hispanic research department. Established 
1987. Focus group facility. Professional focus group set-up 
and recruitment anywhere in the U.S., including in non-
facility areas.

Jacksonville
Concepts In Focus
GroupNet Jacksonville
Jacksonville, FL 
Ph. 904-264-5578 
kathy@conceptsinfocus.com
http://www.conceptsinfocus.com
20-0-20-0

Kirk Research Services, Inc.
Jacksonville, FL 
Ph. 904-858-3200 
info@kirkresearch.com
http://www.kirkresearch.com
John Byington, Manager
15-0-15-0

Ulrich Research Services
Orange Park, FL 
Ph. 904-264-3282 or 904-264-5578
nancy@ulrichresearch.com
http://www.ulrichresearch.com
Nancy Ulrich, President
20-0-20-0

Miami
Advanced Market Research, Inc.
formerly Rife Market Research
Miami, FL 
Ph. 305-620-4244 
ruth@amrmiami.com
http://www.rifemarketresearch.com
Ruth Prado, Facility Manager
28-0-28-28

Ask Miami Research
Miami, FL 
Ph. 800-282-2771 or 305-448-7769
info@askmiami.com
http://www.askmiami.com
Adrian Ladner, President
30-12-30-30

WB&A Market Research
Crofton, MD 
Ph. 410-721-0500 
info@WBandA.com
http://www.WBandA.com
Steven Markenson, President
70-70-70-70

Westat
Rockville, MD 
Ph. 301-251-1500 
marketing@westat.com
http://www.westat.com
304-304-304-304

Woelfel Research, Inc.
Dunn Loring, VA 
Ph. 703-560-8400 
info@woelfelresearch.com
http://www.woelfelresearch.com
80-80-80-80

Florida

Daytona Beach
CRG GLOBAL, INC.
Administrative/Focus Facility
Ormond Beach, FL 
Ph. 386-677-5644 
crgsales@crgglobalinc.com
http://www.crgglobalinc.com
25-25-25-25
(See advertisement on p. 9)

Fort Lauderdale
International Fieldworld Inc.
Ft. Lauderdale, FL 
Ph. 954-636-4992 or 305-387-7999
misidora@intfieldworld.com
http://www.intfieldworld.com
12-12-12-0

Mars Research
Ft. Lauderdale, FL 
Ph. 954-771-7725 
joyceg@marsresearch.com
http://www.marsresearch.com
Joyce Gutfreund, Executive Vice President
24-24-24-10

TYG Marketing, Inc.
Ft. Lauderdale, FL 
Ph. 954-968-1660 
TYGMKTG@aol.com
Paula Smith, President
15-0-15-0

Fort Myers
Abt SRBI (Br.)
Fort Myers, FL 
Ph. 239-278-4044 
c.jackson@srbi.com
http://www.srbi.com
Robb Magaw, Senior Project Director
120-120-120-120

Connecticut

New Haven
The Center For Research & Public Policy
Trumbull, CT 
Ph. 203-374-5059 
JCL@CRPP.com
http://www.crpp.com
Jerry C. Lindsley, President
25-25-25-25

Lester, Inc.
Branford, CT 
Ph. 203-488-5265 
sales@lesterusa.com
http://www.lesterusa.com
Joan Marcut, Sr. Vice President
220-150-220-150

Stamford
Ipsos ASI
Headquarters
Norwalk, CT 
Ph. 203-840-3400 
info@ipsos-asi.com
http://www.ipsos-asi.com
225-225-225-225

District of Columbia

Washington
Centrac DC, LLC
Rockville, MD 
Ph. 301-840-3850 or 877-399-4004
DC@centracDC.com
http://www.centracDC.com
Jeffrey Adler, President
100-75-100-100

Metro Research Services, Inc.
Fairfax, VA 
Ph. 703-385-1108 
alorinchak@metroresearchservices.com
http://www.metroresearchservices.com
Angela Lorinchak, President
16-0-16-0

National Research, LLC
Washington, DC 
Ph. 202-686-9350 
survey@nationalres.com
http://www.nationalres.com
Rebecca Craig, President
50-45-50-45

OMR (Olchak Market Research)
Greenbelt, MD 
Ph. 301-441-4660 
info@OMRdc.com
http://www.OMRdc.com
Jill L. Siegel, President
15-0-15-15
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Compass Marketing Research
Norcross, GA 
Ph. 770-448-0754 
info@cmrcompass.com
http://www.cmrcompass.com
Scott Taylor, Vice President
120-110-110-110

The Gallup Organization - Atlanta
Atlanta, GA 
Ph. 404-525-9930 
http://www.gallup.com
150-150-150-150

Geo Strategy Partners
Atlanta, GA 
Ph. 770-650-8495 
inquiries@geostrategypartners.com
http://www.geostrategypartners.com
12-12-0-0

IMAGES Market Research
Atlanta, GA 
Ph. 404-892-2931 
research@imagesusa.net
http://www.imagesusa.net
Juan Quevedo
15-15-15-15

Mid-America Research (Br.)
Atlanta, GA 
Ph. 404-261-8011 or 847-392-0800
lenox@midamr.com
http://www.midamr.com
Carrie Skinner
8-4-8-0

The Myers Group
Snellville, GA 
Ph. 770-978-3173 
info@themyersgroup.net
http://www.themyersgroup.net
Jeffrey Lorber, Director, Call Ctr. Operations
73-73-73-73

Pioneer Marketing Research
Norcross, GA 
Ph. 770-455-0114 
btyner@pioneermarketingresearch.com
http://www.pioneermarketingresearch.com/
Bill Tyner, President
100-100-100-100

Pioneer Marketing Research has been providing B2B and 
consumer CATI interviewing for almost 30 years. Our new 
telephone facility features 100 WinCATI and Quancept sta-
tions with a production-enhancing predictive dialer on 32 
stations. Our English, Spanish and multilingual interviewers 
are rigorously trained and work under strict quality control 
policies. Pioneer management and supervisory staff have 
decades of experience in market research call center 
environments. We always strive to provide accurate, high-
quality data collection with an eye toward your budget.

Schlesinger Associates Atlanta
Atlanta, GA 
Ph. 770-396-8700 
atlanta@schlesingerassociates.com
http://www.schlesingerassociates.com
Stephenie Gordon, Vice President
20-0-20-20
(See advertisement on inside front cover)

John Stolzberg Market Research/Dynamic Research
Atlanta, GA 
Ph. 404-329-0954 
sharon@dynamicresearchinc.com
http://www.johnstolzbergmarketresearch.com
Sharon O’Connor, President
15-0-0-0

Gulf View Research, LLC
Winter Haven, FL 
Ph. 863-326-6510 or 800-357-8842
gulfviewresearch@aol.com
http://www.gulfviewres.com
Timothy Villar, President
12-6-12-0

West Palm Beach/Boca 
Raton
CaptureISG
Stuart, FL 
Ph. 772-223-5400 or 866-463-8638
results@captureisg.com
http://www.captureisg.com
Stuart Marion
20-20-20-20

Field & Focus, Inc.
Lake Worth, FL 
Ph. 561-965-4720 
fieldfocus@field-n-focus.com
http://www.field-n-focus.com
Mark Eddy, Telephone Supervisor
35-35-35-35

Profile Marketing Research, Inc.
Lake Worth, FL 
Ph. 561-965-8300 
profile@profile-mktg-res.com
http://www.profile-mktg-res.com
Judy A. Hoffman, President
40-40-40-35

SIL Group
Delray Beach, FL 
Ph. 561-274-7580 
sil@silgroup.com
http://www.silgroup.net
Bronwyn Perez
75-75-75-75

Star Data Systems, Inc.
Jupiter, FL 
Ph. 561-743-7500 
sales@stardatasystems.com
http://www.stardatasystems.com
Henry A. Copeland, PRC, President
32-32-32-32

Star Data Systems offers high-quality CATI interview-
ing capabilities as well as mixed-mode CATI-Web and 
CATI-paper surveys. Survey results and virtual monitoring 
capabilities are available at no extra charge to our clients in 
near real time using our exclusive Star Data Dashboard.

Georgia

Atlanta
Booth Research Services, Inc.
Atlanta, GA 
Ph. 770-992-2200 or 800-727-2577
brs@boothresearch.com
http://www.boothresearch.com
Scott Booth, Business Development
40-40-40-40

National Opinion Research Services
Miami, FL 
Ph. 800-940-9410 
quality@nors.com
http://www.nors.com
Daniel Clapp, President
100-100-100-100

NORS...we deliver what we promise. America’s premier 
data collection specialists provide local, national and inter-
national multilingual quality services in English, Spanish, 
and Haitan-Creole with our 140 non-accented, bilingual, 
and highly-experienced staff. NORS offers a sophisticated 
100-station CATI multilingual interviewing/call with quick 
turnaround, professional translations and customized 
tables. Service + Quality + Integrity = NORS.

Orlando
AccuData Market Research, Inc.
Orlando, FL 
Ph. 800-831-7744 or 407-282-3770
orlando@accudata.net
http://www.accudata.net
Shannon Hendon
11-0-11-0

Insight Orlando, Inc.
Orlando, FL 
Ph. 407-384-8883 or 407-384-8188
insighto@earthlink.net
http://www.insightorlando.com
Stockton Reeves, President
20-0-20-20

Schlesinger Associates Orlando
Maitland, FL 
Ph. 407-660-1808 
orlando@schlesingerassociates.com
http://www.schlesingerassociates.com
Stephenie Gordon, Vice President
14-0-14-14
(See advertisement on inside front cover)

Pensacola
TLG Marketing Research
(formerly The Listener® Group, Inc.)
Gulf Breeze, FL 
Ph. 877-616-8363 
info@listenergroup.com
http://www.listenergroup.com
Robert W. Smith, CEO
100-100-100-100

Sarasota
Market Insight
Sarasota, FL 
Ph. 941-924-5414 
kathyjh@marketinsightresearch.com
http://www.marketinsightresearch.com
Kathy Jacobs-Houk, President
12-0-12-0

Tampa/St. Petersburg
Communications Center, Inc. (Br.)
Lakeland, FL 
Ph. 866-968-7224 ext. 116 or 863-709-0553
bids@yourcci.com
http://www.yourcci.com
Jerry Karson, Dir. New Business Development  
90-90-90-90

Eastern Research Services (Br.)
New Port Richey, FL 
Ph. 727-845-8775 
mail@easternresearch.com
http://www.easternresearch.com
70-70-70-70
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Chicago
Angel Flight Marketing
Chicago, IL 
Ph. 312-933-1878 
gmitchell@angelfly.com
http://www.angelfly.com
Gabriel Mitchell, Sales Development
15-15-15-15

Assistance In Marketing/Chicago
Schaumburg, IL 
Ph. 888-827-1932 or 847-481-0400
bids@aim-chicago.com
http://www.aimresearchnetwork.com
Laura Shulman, President
17-0-17-17

Blackstone Group
Chicago, IL 
Ph. 312-419-0400 or 800-666-9847
info@bgglobal.com
http://www.bgglobal.com
200-100-200-200

C R Market Surveys, Inc.
Chicago, IL 
Ph. 312-376-1250 x1 or 800-882-1983
bids@crmarketsurveys.com
http://www.crmarketsurveys.com
Cherlyn Robinson, Project Coordinator
10-10-10-0

Multicultural marketing research specialists with superior 
capabilities in ethnic markets: Hispanic, Asian (Cantonese 
and Mandarin), African-Americans and general market. 
Capacity to handle 50 to 5,000 interviews, multilingual 
staffing, in-house translations and data processing. 
Coverage in all 50 states. Call today.

Consumer and Professional Research, Inc. (CPR)
Chicago, IL 
Ph. 312-832-7744 
pmorich@cprchicago.com
http://www.cprchicago.com
Peter Morich
15-15-15-15

DataPrompt International
Chicago, IL 
Ph. 312-423-4100 or 800-468-0419
info@datapromptintl.com
http://www.datapromptintl.com/why_dpi.asp
Peter Rindskopf, Field Director
200-200-200-200

DataPrompt International is a marketing research outsourc-
ing company offering comprehensive services: survey 
programming/hosting; data collection (Web, CATI, PDA, 
in-person); coding (online, manual); data processing; 
data entry and charting/graphing using state-of-the-art 
resources, such as 200+ CATI/CAWI stations, Interactive 
Voice Response (IVR), dual language taping and predictive 
dialing. We have extensive experience in national/multi-
national, ad hoc and tracking research. We are a certified 
minority-owned/diversity firm and offer high-quality, cost-
effective and client-focused services.

Ward Research, Inc.
Honolulu, HI 
Ph. 808-522-5123 
wrstaff@wardresearch.com
http://www.wardresearch.com
Rebecca S. Ward, President
12-12-12-12

Ward Research is a full-service market research firm 
offering expertise in quantitative and qualitative research. 
Complete CATI facilities available. We specialize in all 
phases, from research design and questionnaire develop-
ment to data collection, tabulation and analysis. We are 
also available to provide data collection services only, to 
suit your needs. With nearly 30 years of experience in the 
Hawaii market and our reputation for quality data collection 
and top notch customer service, we will work closely with 
you to provide high-quality field results.

Idaho

Boise
Clearwater Research, Inc.
Boise, ID 
Ph. 208-376-3376 or 800-727-5016
jmitten@clearwater-research.com
http://www.clearwater-research.com
Michael Willmorth, Senior Study Director
137-137-137-137

Opinion Research Northwest
Boise, ID 
Ph. 208-364-0171 
byalch@nwrg.com
http://www.nwrg.com
Janice Rush, V.P. Research Services
70-70-70-70

Pocatello

Mountain West Research Center
Pocatello, ID 
Ph. 208-232-1818 
jreinhold@mwrcenter.com
http://www.mwrcenter.com
Jesse Reinhold, Drector
200-200-200-200

Nestled in the foothills of the Rocky Mountains, MWRC 
has been serving the market and public opinion survey 
research community by offering premium data collection 
services since 1995. We specialize in conducting surveys 
by telephone, Web and IVR with consumer and business 
populations as well as opinion research for democratic 
pollsters and policy institutions. Our success is based on 
technical innovation, determination, flexibility and speed. 
Explore our Web site to learn more.

V & L Research & Consulting, Inc.
Atlanta, GA 
Ph. 770-908-0003 
vlresearch@mindspring.com
http://www.vlresearch.com
Dydra H. Virgil, Principal
20-12-12-12

Hawaii

Honolulu
FAQ Hawaii, Inc.
Honolulu, HI 
Ph. 808-537-3887 or 888-537-3887
JItamura@faqhawaii.com
http://www.faqhawaii.com
John Itamura, President
10-10-10-0

Market Trends Pacific, Inc.
Honolulu, HI 
Ph. 808-532-0733 
wanda@markettrendspacific.com
http://www.markettrendspacific.com
Wanda L. Kakugawa, President
20-20-20-20

OmniTrak Group, Inc.
Honolulu, HI 
Ph. 808-528-4050 
aellis@omnitrakgroup.com
http://www.omnitrakgroup.com
Alan Ellis, Vice President
22-15-22-0

QMark Research
Honolulu, HI 
Ph. 808-524-5194 or 808-544-3020
barbara.ankersmit@qmark-anthology.com
http://www.qmarkresearch.com
Barbara Ankersmit, President
30-30-30-30

QMark’s mission is to find the answers to the questions 
that often underlie expensive decisions. From the pub-
lic’s perceptions of a client to the motivating factors for 
a particular audience, QMark provides decision makers 
with sound information so that they may proceed in an 
educated, effective manner. We are a full-service market 
research company that also provides field service and/
or data entry and tabulation services for U.S. mainland 
clients. QMark’s in-house calling center is equipped with a 
bank of 30 telephone stations equipped with CATI software 
(Sawtooth Ci3 and Sensus Web/telephone). Our brand new 
focus group facility seats 13 in the client room with tiered 
theater-style seating.

SMS Research & Marketing Services
Honolulu, HI 
Ph. 808-537-3356 
info@smshawaii.com
http://www.smshawaii.com
24-0-12-0

http://www.quirks.com
mailto:gmitchell@angelfly.com
http://www.angelfly.com
mailto:bids@aim-chicago.com
http://www.aimresearchnetwork.com
mailto:info@bgglobal.com
http://www.bgglobal.com
mailto:bids@crmarketsurveys.com
http://www.crmarketsurveys.com
mailto:pmorich@cprchicago.com
http://www.cprchicago.com
mailto:info@datapromptintl.com
http://www.datapromptintl.com/why_dpi.asp
mailto:wrstaff@wardresearch.com
http://www.wardresearch.com
mailto:jmitten@clearwater-research.com
http://www.clearwater-research.com
mailto:byalch@nwrg.com
http://www.nwrg.com
mailto:jreinhold@mwrcenter.com
http://www.mwrcenter.com
mailto:vlresearch@mindspring.com
http://www.vlresearch.com
mailto:JItamura@faqhawaii.com
http://www.faqhawaii.com
mailto:wanda@markettrendspacific.com
http://www.markettrendspacific.com
mailto:aellis@omnitrakgroup.com
http://www.omnitrakgroup.com
mailto:barbara.ankersmit@qmark-anthology.com
http://www.qmarkresearch.com
mailto:info@smshawaii.com
http://www.smshawaii.com


www.quirks.com April 2009 | Quirk’s Marketing Research Review   |  79

2009 T
elephone F

acilities D
irectory            

Schlesinger Associates Chicago
Chicago, IL 
Ph. 312-587-8100 
chicago@schlesingerassociates.com
http://www.schlesingerassociates.com
Tiffany Peterson, Managing Director
38-0-38-38
(See advertisement on inside front cover)

Smith Research, Inc.
Deerfield, IL 
Ph. 847-948-0440 
ksmith@smithresearch.com
http://www.smithresearch.com
Kevin Smith, President
24-24-24-24

Survey Center Focus, LLC
Chicago, IL 
Ph. 312-321-8100 
susans@scfllc.com
http://www.scfllc.com
Pam Kaplan
30-30-30-30

TeleBusiness USA
Northbrook, IL 
Ph. 847-897-3020 
info@tbiz.com
http://www.tbiz.com
Larry Kaplan, CEO
120-90-120-120

TeleSight, Inc.
Chicago, IL 
Ph. 312-640-2500 
info@telesight.com
http://www.telesight.com
Dave Burr, V.P. Business Development
220-220-220-220

Peoria
AFFINA
Peoria, IL 
Ph. 877-423-3462 
kimberlietaylor@affina.com
http://www.affina.com
Amy Hernandez
50-50-50-50

Scotti Research, Inc.
Peoria, IL 
Ph. 309-673-6194 
scotti@a5.com
http://www.scottiresearch.com
Nancy Matheis, President
14-0-14-14

Indiana

Evansville
Product Acceptance & Research (PAR)
Evansville, IN 
Ph. 812-867-8600 
woody.youngs@par-research.com
http://www.par-research.com
Woody Youngs
40-40-40-0

PAR’s mission is to deliver actionable information on time 
and within budget. Every year our team studies products 
and services ranging from cradle to grave! And we build 
quality into every step (MRA interviewer training, supervi-
sors who understand quality and validation procedures, 
and PRC certified project directors). You can be sure the 
research you buy from PAR will be conducted by experi-
enced pros, according to best practices in our industry. Call 
or drop us a note. We look forward to introducing you to 
PAR quality! www.par-research.com. Woody.youngs@par-
research.com. 812-214-2055.

Mid-America Research
Administrative Offices
Palatine, IL 
Ph. 847-392-0800 or 847-870-6262
randhurst@midamr.com
http://www.midamr.com
Debbie Ottenfeld
26-10-26-10

Mid-America Research (Br.)
Harris Bank Building
Mt. Prospect, IL 
Ph. 847-392-9770 or 847-392-0800
david@midamr.com
http://www.midamr.com
David Ottenfeld
22-16-0-0

Mindseye Research Group
Lisle, IL 
Ph. 630-281-8300 
info@mindseyeresearch.com
http://www.mindseyeresearch.com
Kathie Cowles, Exec. Vice President
12-12-12-12

ORC Guideline Chicago
Lombard, IL 
Ph. 630-424-6500 
talbert@guideline.com
http://www.guideline.com
Tyrone Albert, Managing Director
50-0-0-0

As a leader in global market intelligence, ORC Guideline, an 
infoGroup company, provides clients with a comprehensive 
platform of quantitative and qualitative research to help 
companies make more informed business decisions about 
their products, markets, technologies and customers. 
Combining an array of proven research methodologies 
with vast industry knowledge, we provide critical insight to 
help drive revenue and mitigate risk. Our suite of solutions 
includes custom market research, on-demand business 
research, competitive intelligence services, and Intota- 
expert advisory network.

P&K Consumer Insights
Chicago, IL 
Ph. 773-774-3100 or 800-747-5522
tom.dutt@pk-research.com
http://www.pk-research.com
75-75-75-75

Peryam & Kroll Research Corporation
Chicago, IL 
Ph. 773-774-3100 or 800-747-5522
info@pk-research.com
http://www.pk-research.com
Jeff Kroll, Exec. Vice President
75-75-75-75

Precision Research, Inc.
Des Plaines, IL 
Ph. 847-390-8666 
saa@preres.com
http://www.preres.com
Scott Adleman, President
30-0-30-0

Q&M Research, Inc.
Mokena, IL 
Ph. 708-479-3200 
dtucker@qandm.com
http://www.qandm.com
Don Tucker
24-0-24-0

Research House, Too, Inc.
Evanston, IL
Ph. 847-425-3670 or 800-679-4749
dpiell@researchhousetoo.net
20-0-20-0

Richard Day Research
Evanston, IL 
Ph. 847-328-2329 
rdr@rdresearch.com
http://www.rdresearch.com
Richard Day, President
32-26-32-32

Fieldwork Quantwork
Chicago, IL 
Ph. 888-TO-FIELD or 888-863-4353
jeffreyl@quantwork.fieldwork.com
http://www.fieldwork.com
Jeffrey Lorber
85-85-85-85

Your advanced resource for high-quality data collection and 
project management, specializing in all aspects of quan-
titative research, including telephone, Internet and mail. 
Interviewing staff including bilingual/bicultural Hispanic 
team. Predictive dialing and on-site programming accord-
ing to your specifications. Data processing/tabulations. 
Fieldwork Quantwork - where quality research is more than 
just talk.
(See advertisement on back cover)

Focuscope, Inc.
Oak Park, IL 
Ph. 708-386-5086 
krooney@focuscope.com
http://www.focuscope.com
Kevin Rooney, President
31-0-31-0

Galli Research Services
Chicago, IL 
Ph. 773-4-SURVEY 
galliinc@aol.com
Paul Galli, President
4-0-4-0

Inform Research & Marketing
Chicago, IL 
Ph. 312-553-0035 
bdrier@ir-m.com
http://www.ir-m.com
Bill Drier, President
16-16-16-16

Integrity Research, Inc.
Rolling Meadows, IL 
Ph. 847-394-7940 
info@integrityresearchinc.com
http://www.integrityresearchinc.com
Rose Battaglia
25-25-25-25

IRSS - International Research Support Services
Chicago, IL 
Ph. 312-553-5353 
irss@irsschicago.com
http://www.irsschicago.com
Maureen Clancy, President
20-20-20-20

International Research Support Services, Inc. - Never your 
competitor - Always your partner. We provide complete 
support services for the research professional. In order 
to get data of the highest quality and integrity you need a 
research company that exudes those very characteristics. 
We specialize in difficult to reach populations and complex 
research design. In addition to telephone and Web data 
collection and data processing, we do extensive on-site 
fieldwork - Let IRSS be your Chicago branch. We welcome 
the opportunity to serve you.
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Directions Research Corp.
Mason City, IA 
Ph. 641-423-0275 
thultc@willowtree.com
Tom Thul, Partner
65-50-65-65

Shenandoah
Central Surveys, Inc.
Shenandoah, IA 
Ph. 712-246-1630 
centralsurveys@mchsi.com
http://www.centralsurveys.com
Robert W. Longman, President
40-24-40-0

Kentucky

Lexington
The Matrix Group, Inc.
Lexington, KY 
Ph. 859-263-8177 or 800-558-6941
martha@tmgresearch.com
http://www.tmgresearch.com
Martha L. DeReamer, PRC
8-8-8-8

Louisville
Davis Research Services, Inc.
Louisville, KY 
Ph. 502-456-4344 
rodh@davisresearch.net
Rod Howson, Vice President
38-38-38-38

Horizon InForm
Louisville, KY 
Ph. 502-454-0970 
shermanson@horizonresearchint.com
Sharron Hermanson, President
20-20-20-20

Personal Opinion, Inc.
Louisville, KY 
Ph. 502-899-2400 
rebecca@personalopinion.com
http://www.personalopinion.com
Rebecca Davis
25-22-22-5

Southern Surveys, Inc.
Louisville, KY 
Ph. 502-367-7199 
s1surveys@aol.com
http://www.southern-surveys.com
10-0-10-0

Thoroughbred Research Group
Louisville, KY 
Ph. 502-753-5005 
jim.lunger@torinc.net
http://www.torinc.net
20-20-20-20

For over thirty years, Thoroughbred Research Group has 
delivered preemptive, proactive and projective business 
critical research to a wide range of public and private 
enterprises. National in scope, personal in delivery, 
Thoroughbred Research Group has expertise in all types 
of data collection, Web-enabled research, qualitative and 

Strategic Marketing & Research, Inc.
Carmel, IN 
Ph. 317-574-7700 or 800-424-6270
info@smari.com
http://www.smari.com
46-46-46-46

Walker Research Focus Group Facility
Indianapolis, IN 
Ph. 317-570-8072 or 317-570-8071
bmiller@walkerinfo.com
http://www.walkerinfo.com
Barbara Miller, V.P. Research Services
20-0-0-0

Iowa

Cedar Rapids
Frank N. Magid Associates, Inc.
Marion, IA 
Ph. 319-377-7345 
mailIA@magid.com
http://www.magid.com
Jane B. Cook, Business Strategies
60-60-60-60

Davenport
PMR-Personal Marketing Research, Inc.
Davenport, IA 
Ph. 563-322-1960 
info@personalmarketingresearch.com
http://www.personalmarketingresearch.com
Patricia Duffy, President
45-45-45-45

Trusted data collection since 1953. Recruiting nationwide 
for mock juries and focus groups from our CATI call center. 
We also offer an on-site focus group facility in Davenport, 
Iowa. Our skilled project management staff gives profes-
sional and efficient attention to quality data collection 
processes, producing data clients can trust. Call or e-mail 
for a quote or visit www.personalmarketingresearch.com.

Des Moines
Marketlink, Inc.
Businesslink Division
Des Moines, IA 
Ph. 515-285-3420 or 800-434-3221
jmiksich@marketlinkinc.net
http://www.marketlinkinc.com
John Miksich, President
36-36-36-36

Iowa City

Epley Research & Consulting
North Liberty, IA 
Ph. 319-626-2567 
steveepley@epleyrc.com
http://www.epleyrc.com
Steve Epley, President
20-0-20-0

Epley is a specialist. For each study, 3 to 4 researchers 
conduct telephone dialogues 20 to 60 minutes in length. 
We research customer life cycles, sales wins and losses, 
customer loyalty, and retention. We also research key cus-
tomer relationships, agents or brokers, national accounts, 
or other select groups - often requiring specialized 
knowledge and vocabulary. Summaries of each interview 
provide deep insights. With samples ranging from 10 to 
100 respondents or more, our reports are a unique blend 
of qualitative and quantitative information. Our capabilities 
also include international studies.

Fort Wayne
Advantage Research of Northern Indiana
Fort Wayne, IN 
Ph. 260-471-6880 or 734-261-8377 (Hq.)
davids@advantageresearch.net
http://www.advantageresearch.net
David Sokolowski, President
70-20-70-0

Indiana Research Service, Inc.
Fort Wayne, IN 
Ph. 260-485-2442 
ccage@indianaresearch.com
http://www.indianaresearch.com
Chris Cage, President
15-15-15-15

RSMUSA
Fort Wayne, IN 
Ph. 260-625-9070 
bspinks@rsmusa.com
http://www.rsmusa.com
Bret Spinks, Dir of Mkting, North America
100-100-100-100

Gary
JEM Research, Inc.
Valparaiso, IN 
Ph. 800-568-4668 
kathleen.dewitt@jemresearch.com
http://www.JEMResearch.com
Jessica Mullen, President
20-20-20-20

Indianapolis
Answers & Insights Market Research, Inc.
Indianapolis, IN 
Ph. 317-815-9901 
jshelton@answersandinsights.com
http://www.answersandinsights.com
32-32-32-32

Herron Associates, Inc.
GroupNet Indianapolis & Tampa
Greenwood, IN 
Ph. 317-882-3800 or 800-392-3828
indy@herron-research.com
http://www.herron-research.com
Sue McAdams, President
24-24-24-0

Issues and Answers Network, Inc. (Br.)
Global Marketing Research
Connersville, IN 
Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com
http://www.issans.com
135-135-135-0

Jackson & Jackson Research, Inc.
Indianapolis, IN 
Ph. 317-782-3066 
jandjindy@aol.com
11-0-11-0

Stone Research Services
Indianapolis, IN 
Ph. 317-227-3000 
clientservices@stoneresearchservices.com
http://www.stoneresearchservices.com
Teresa Young, Director of Client Services
40-40-40-40
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Louisiana

Baton Rouge
JKB & Associates, LLC
Baton Rouge, LA 
Ph. 225-766-4065 
maggie@jkbassoc.brcoxmail.com
http://www.jkbassociates.com
Maggie Startling, Owner
10-0-10-0

Owensboro

Thoroughbred Research Group
Henderson, KY 
Ph. 270-631-0300 
vic.walsh@torinc.net
http://www.torinc.net
Vic Walsh
75-75-75-75
(See advertisement on this page)

quantitative methodologies, including mall intercepts, anal-
ysis and consulting. Visit us on the web at www.torinc.net.
(See advertisement on this page)

Thoroughbred Research Group
Louisville, KY 
Ph. 502-753-5010 
jim.lunger@torinc.net
http://www.torinc.net
Jim Lunger
320-320-320-320

For over thirty years, Thoroughbred Research Group has 
delivered preemptive, proactive and projective business 
critical research to a wide range of public and private 
enterprises. National in scope, personal in delivery, 
Thoroughbred Research Group has expertise in all types 
of data collection, Web-enabled research, qualitative and 
quantitative methodologies, including mall intercepts, anal-
ysis and consulting. Visit us on the web at www.torinc.net.
(See advertisement on this page)

Madisonville

Thoroughbred Research Group
Hopkinsville, KY 
Ph. 270-985-1110 
vic.walsh@torinc.net
http://www.torinc.net
Vic Walsh
75-75-75-75
(See advertisement on this page)

Thoroughbred Research Group
Mayfield, KY 
Ph. 270-650-2080 
vic.walsh@torinc.net
http://www.torinc.net
Vic Walsh, Vice President
75-75-75-75
(See advertisement on this page)

Thoroughbred Research Group
Madisonville, KY 
Ph. 270-643-0222 
vic.walsh@torinc.net
http://www.torinc.net
Steve Alsbury
70-70-70-70
(See advertisement on this page)

Wilkerson & Associates
is nowThoroughbred
Research Group.

You’ll appreciate our
collaborative approach,
communicative team
and senior partners who
are actively engaged.
National in scope, personal
in delivery, Thoroughbred is
research with a pedigree.

Call Jim Lunger to learn
more about our quantitative,
qualitative and full service
capabilites.

502.753.5010

jim.lunger@torinc.net

www.torinc.net

Consultative.
Trusted.
Dependable.
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Boston

Bernett Research Services, Inc.
Boston, MA 
Ph. 617-746-2600 
info@bernett.com
http://www.bernett.com
Andrew or Matt Hayes, Managing Directors
200-200-200-200

Bernett has the technology and the programming skills 
for you to monitor the progress of your project, listen to 
digitally-recorded interviews or run crosstabs through 
your own branded password-protected Web site. No other 
data collection company provides this level of service. Call 
centers are the core capability of Bernett Research. But, 
whether your market research project requires call centers, 
Web surveys, focus groups or data processing services, 
Bernett has made an art of the science of data collection 
since 1972.

First Market Research Corp.
Newton, MA 
Ph. 617-734-7080 
jmr10@firstmarket.com
http://www.firstmarket.com
Margi Priddy, Vice President
50-50-50-50

Kadence Business Research
Framingham, MA 
Ph. 508-620-1222 
ojenkins@kadence.com
http://www.kadence.com
Owen Jenkins, CEO
40-40-40-40

Opinion Dynamics Corp.
Waltham, MA 
Ph. 617-492-1400 or 800-966-1254
odcmail@opiniondynamics.com
http://www.opiniondynamics.com
Henry Kanter, V.P. Operations
30-30-30-30

ORC Guideline Boston
Boston, MA 
Ph. 617-720-0174 
cpavlides@guideline.com
http://www.guideline.com
Costas Pavlides, Sr. Managing Director
60-60-60-60

As a leader in global market intelligence, ORC Guideline, an 
infoGroup company, provides clients with a comprehensive 
platform of quantitative and qualitative research to help 
companies make more informed business decisions about 
their products, markets, technologies and customers. 
Combining an array of proven research methodologies 
with vast industry knowledge, we provide critical insight to 
help drive revenue and mitigate risk. Our suite of solutions 
includes custom market research, on-demand business 
research, competitive intelligence services, and Intota- 
expert advisory network.

Performance Plus
GroupNet Boston
Framingham, MA 
Ph. 508-872-1287 
info@performanceplusboston.com
http://www.bostonfieldfocuscom
Jason R. Miller, Vice President
32-6-32-0

Seaport Surveys, Maine
Portland, ME 
Ph. 207-756-7770 or 800-756-7710
jkumnick@seaportsurveys.com
http://www.seaportsurveys.com
John Kumnick, President
15-0-15-15

Maryland

Baltimore

Assistance In Marketing/Baltimore
Towson, MD 
Ph. 410-337-5000 
kskopins@aimbalt.com
http://www.aimresearchnetwork.com
Carl Iseman or Kathy Skopinski
10-0-10-0

Founded in 1981, AIM Baltimore is dedicated to exceed-
ing client expectations through exceptional client service 
and unparalleled recruiting. Large, constantly updated and 
purged databases enhance our ability to provide on-spec, 
quality respondents. Attentive and knowledgeable staff; 
modern, recently-remodeled facilities and some of the 
best regional food available, make your experience at AIM 
memorable. At AIM, we aim to please! Impulse Survey “Top 
Rated.”

Hollander Cohen & McBride
Baltimore, MD 
Ph. 410-337-2121 
khofmeister@hcmresearch.com
http://www.hcmresearch.com
Linda Bliss, Focus Group Director
20-15-20-20

Maryland Marketing Source, Inc.
Bay Area Research LLC
Randallstown, MD 
Ph. 410-922-6600 
cspara@mdmarketingsource.com
http://www.mdmarketingsource.com
Christopher Spara, Partner
40-40-40-40

Maryland Marketing Source Inc., established in November 
1986, is a full-service market research company special-
izing in qualitative and quantitative custom-designed 
research. We are a hands-on organization who believes in 
high-quality, actionable and reliable research results. We 
don’t believe in cookie-cutter research, and although our 
capabilities are multifaceted, we tailor all of our projects 
to meet the specific needs of our clients. We maintain a 
state-of-the-art CATI facility, have established interviewer 
training procedures, and are certified as MBE by State of 
Md., Baltimore City and surrounding counties. Be it for 
assistance with part or your entire project, we are here 
to help.

Hagerstown/Frederick
Marketing & Research Resources, Inc.
Frederick, MD 
Ph. 240-575-7100 
john_bekier@m-rr.com
http://www.m-rr.com
John Bekier, COO
64-64-64-64

Percy & Company Research
Baton Rouge, LA 
Ph. 225-346-0115 
info@percyandcompany.com
http://www.percyandcompany.com
12-0-12-0

SCI Research
Baton Rouge, LA 
Ph. 800-695-0221 
jsb@sciresearch.com
http://www.sciresearch.com
John Boston, President
70-70-70-70

SCI is a company of dedicated and professional market 
researchers who believe that quality data and analysis is 
vital to every successful organization. We maintain an on-
site 70-station outbound and inbound CATI call center, the 
largest dual focus group facility in Louisiana, and a staff of 
trained interviewers and research analysts. Our expertise 
includes but is not limited to the following: ad/concept 
testing, ID/GOTV, customer/employee needs/satisfaction, 
competitive analysis, attitude/usage studies, and creative 
development.

New Orleans
Gulf View Research, LLC
New Orleans, LA 
Ph. 800-357-8842 or 504-454-1737
gulfviewresearch@aol.com
http://www.gulfviewres.com
Kellie Gussoni
12-6-12-0

Maine

Portland
Critical Insights, Inc.
Portland, ME 
Ph. 207-772-4011 
insights@criticalinsights.com
http://www.criticalinsights.com/
MaryEllen FitzGerald
30-30-30-30

Market Decisions, LLC
Portland, ME 
Ph. 207-767-6440 or 800-293-1538
research@marketdecisions.com
http://www.marketdecisions.com
Curtis Mildner, President
25-25-25-25

Pan Atlantic SMS Group
Portland, ME 
Ph. 207-871-8622 
pmurphy@panatlanticsmsgroup.com
http://www.panatlanticsmsgroup.com
Patrick O. Murphy, President
20-10-20-0
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Marquette
Issues and Answers Network, Inc. (Br.)
Global Marketing Research
Iron Mountain, MI 
Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com
http://www.issans.com
Peter McGuiness, President
60-60-60-60

Issues and Answers Network, Inc. (Br.)
Global Marketing Research
Houghton, MI 
Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com
http://www.issans.com
Peter McGuiness, President
60-60-60-60

Issues and Answers Network, Inc. (Br.)
Global Marketing Research
Escanaba, MI 
Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com
http://www.issans.com
Peter McGuinness, President
66-66-66-66

Minnesota

Minneapolis/St. Paul

Anderson, Niebuhr & Associates, Inc.
Arden Hills, MN 
Ph. 651-486-8712 or 800-678-5577
info@ana-inc.com
http://www.ana-inc.com
Marsha Niebuhr
22-22-22-22

Full-service, custom-design research firm with 35+ 
years of experience in health care, education, B2B, B2C, 
industrial, association, government, and more: satisfaction 
research, brand/image awareness and perceptions, needs 
assessment, market potential, member/nonmember sur-
veys, etc. Conduct phone (CATI), mail, Web, focus groups, 
and in-depth interviews, specializing in high response 
rates. Provide national and onsite research training work-
shops. Capabilities: study design, sampling, question 
writing, data collection, complete data processing/analysis, 
and easy-to-understand, actionable reporting.

Ascendancy Research
Minneapolis, MN 
Ph. 952-544-6334 
LWinninger@ascendresearch.com
http://www.ascendresearch.com
LynMarie Winninger, President
14-0-14-14

CJ Olson Market Research, Inc.
Minneapolis, MN 
Ph. 612-378-5040 or 800-788-0085
tramaker@cjolson.com
http://www.cjolson.com
Tianna Ramaker, Executive Vice President
14-0-14-0

Morpace Inc. / GroupNet Detroit
Farmington Hills, MI 
Ph. 248-737-5300 
information@morpace.com
http://www.morpace.com
Donna Taglione, Director, Field Operations
60-60-60-60

National/international data collection with remote telephone 
monitoring. Our 60 CATI-equipped stations networked to 
our data processing center provide quality data collection 
and quick turnaround. Our data collection partners allow 
us unlimited data collection capacity. Executive/bilingual 
interviewers provide information access across the globe. 
Morpace follows strict quality guidelines throughout inter-
viewer recruitment, training and project supervision. We 
provide data you can depend on.

Opinion Search
Southfield, MI 
Ph. 248-358-9922 or 800-358-9919
info@opinionsearchusa.com
http://www.opinionsearchusa.com
Joanne Levin, President
10-0-10-10

RDA Group
Bloomfield Hills, MI 
Ph. 248-332-5000 
remmert@rdagroup.com
http://www.rdagroup.com
Ron Emmert
105-105-105-0

Shifrin-Hayworth
Southfield, MI 
Ph. 248-223-0020 or 800-559-5954
research@shifrin-hayworth.com
http://www.shifrin-hayworth.com
Arlene Hayworth-Speiser, V.P. Operations
12-12-12-12

Stander Research Associates, Inc.
St. Clair Shores, MI 
Ph. 586-778-8910 
Standerco@aol.com
http://www.standerresearch.com
David Stander, President
27-10-27-10

Grand Rapids
Advantage Western Michigan Research, Inc.
Grand Rapids, MI 
Ph. 616-949-8724 or 734-261-8377 (Hq.)
davids@advantageresearch.net
http://www.advantageresearch.net
David Sokolowski, President
70-20-70-0

Barnes Research, Inc.
Grand Rapids, MI 
Ph. 616-363-7643 
della@barnesresearch.com
http://www.barnesresearch.com
Sona Barnes, President
50-50-50-50

Lansing
Capitol Research Services, Inc.
East Lansing, MI 
Ph. 517-333-3388 
crs@capitolresearchservices.com
http://www.capitolresearchservices.com
Rachelle Neal, President
20-10-20-0

Schlesinger Associates Boston, Inc.
Boston, MA 
Ph. 617-542-5500 
boston@schlesingerassociates.com
http://www.schlesingerassociates.com
Terri Lyn Hawley, Vice-President
20-0-20-20
(See advertisement on inside front cover)

Valley Research, Inc.
Wellfleet, MA 
Ph. 801-738-3517 
guiver1@comcast.com
http://www.valley-research.com
Dennis L. Guiver, President/CEO
100-100-100-100

Michigan

Battle Creek
WJ Schroer Company
Battle Creek, MI 
Ph. 269-963-4874 or 269-963-4844
bschroer@socialmarketing.org
http://www.socialmarketing.org
Bill Schroer, Principal
8-8-8-0

Detroit
Advantage Research Services, Inc.
Canton, MI 
Ph. 734-979-0900 
davids@advantageresearch.net
http://www.advantageresearch.net
David Sokolowski, President
70-20-70-0

Amrigon
Bloomfield Hills, MI 
Ph. 248-332-2300 
rts619@comcast.net
192-192-192-192

CPResearch Group, Inc.
Birmingham, MI 
Ph. 800-336-0159 or 248-540-5330
quotes@cpresearchgroup.com
http://www.cpresearchgroup.com
Nicole McKoy, Director
30-15-30-30

Crimmins & Forman Market Research
Southfield, MI 
Ph. 248-569-7095 
info@crimminsandforman.com
http://www.crimminsandforman.com
Roxanne Naszradi
20-0-20-20

DataStat, Inc.
Ann Arbor, MI 
Ph. 734-994-0540 
mweindorf@datastat.com
http://www.datastat.com
Marielle S. Weindorf, Dir. Sales & Mktg.
68-68-68-68

Foresight Research
Rochester, MI 
Ph. 248-608-1870 
cstommel@foresightresearch.com
http://www.foresightresearch.com
Christopher Stommel, Vice President
25-25-25-25
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Columbia
Horizon Research Services
Columbia, MO 
Ph. 573-874-1333 or 800-529-6841
info@horizonresearch.com
http://www.horizonresearch.com
Kathleen Anger, Ph.D., President
14-14-14-14

Kansas City
Applied Marketing Research, Inc.
Kansas City, MO 
Ph. 800-381-5599 or 816-442-1010
d.phipps@appliedmr.com
http://www.appliedmr.com
Donald L. Phipps, Principal
32-32-32-32

Q & A Research, Inc.
Overland Park, KS 
Ph. 913-341-4245 
info@QAR.com
http://www.QAR.com
Tom Mabe
25-10-25-0

VIP Research, Inc.
Mission, KS 
Ph. 913-384-9494 
mike@vipresearch.net
http://www.vipresearch.net
Mike Heydman, Research Director
60-60-60-0

St. Louis
Communications For Research, Inc.
Steelville, MO 
Ph. 573-775-4550 
jjurgens@cfrinc.net
http://www.cfrinc.net
Jim Steber, President
130-130-130-130

Communications for Research Inc. (CFRI) uses the methods 
and technologies necessary to provide quality information 
in the most cost-effective manner. Our mixed mode of tele-
phone and on-line increases completion rates and keeps all 
the data in the same data set. We also perform recruiting 
for all types of qualitative research. CFRI specializes in 
strongly focused projects requiring flexible design, swift 
turnaround and cost-effective management. All this within 
a friendly, client-centered approach insuring that your job is 
tailored to your unique objectives and individual budget!

Consumer Opinion
St. Louis, MO 
Ph. 314-692-2686 
surveys4u@aol.com
http://www.superiorsurveysstl.com
Kathleen Dunn, Manager
12-0-12-0

Delve
St. Louis, MO 
Ph. 800-325-3338 
helpinghand@delve.com
http://www.delve.com
60-0-60-0

The Research Edge, LLC
St. Paul, MN 
Ph. 651-644-6006 
info@theresearchedge.com
http://www.theresearchedge.com
28-28-28-28

With over 20 years of experience, we provide surveys, 
in-depth interviews and focus groups, including design, 
data collection and reporting. Our 28 interviewing stations 
are equipped with Sawtooth CATI software. With experi-
enced interviewing staff, study-specific briefings, thorough 
monitoring and coaching, we deliver consistent, accurate 
data. We work hand-in-hand with you to create meaningful 
research designs. Our thorough analysis and professional 
reports turn data into the knowledge you need to make 
decisions.

Survey Value, Inc.
Bloomington, MN 
Ph. 952-593-1938 
surveys@surveyvalue.com
http://www.surveyvalue.com
6-0-6-6

The TCI Group
Minneapolis, MN 
Ph. 612-823-6214 
beth@theTCIGroup.com
http://www.theTCIGroup.com
Beth Fischer, President
10-10-10-0

William & Kaye, Inc
Victoria, MN 
Ph. 952-443-3431 or 952-484-5995
harold_judy.cook@mchsi.com
10-0-10-10

Rochester
SNG Research Corporation
Rochester, MN 
Ph. 507-285-1026 
hhess@sngresearch.com
http://www.sngresearch.com
Holly Hess, Research Manager
26-26-26-0

Mississippi

Jackson
Southern Research Group
Jackson, MS 
Ph. 601-977-0111 or 800-777-0736
info@southernresearchgroup.com
http://www.southernresearchgroup.com
Debbie Downer, Dir. of Business Development
75-75-75-75

Comprehensive Research
St. Anthony, MN 
Ph. 612-781-3400 
craig@crginc.com
http://www.crginc.org
Craig Swager, President
15-10-15-10

Cook Research, Inc.
Minneapolis, MN 
Ph. 952-544-0449 
info@cookresearch.com
http://www.cookresearch.com
6-0-6-0

Field Research Services
St. Paul, MN 
Ph. 651-644-3150 
bonnie@fieldresearchservices.com
http://www.fieldresearchservices.com
Bonnie Sargent
15-15-15-15

Focus Market Research
Minneapolis, MN 
Ph. 612-869-8181 
minneapolis@focusmarketresearch.com
http://www.focusmarketresearch.com
Judy Opstad, President
20-0-20-0

Information Specialists Group, Inc.
Bloomington, MN 
Ph. 952-941-1600 or 800-279-5314
rmcgarry@isgmn.com
http://www.isgmn.com/index.html
Bob McGarry, President
40-40-40-40

Market Resource Associates, Inc.
Minneapolis, MN 
Ph. 800-795-3056 or 612-334-3056
Joel.Schneider@mraonline.com
http://www.mraonline.com
Joel Schneider
28-0-28-0

MarketLine/In-Touch Survey Systems
Minneapolis, MN 
Ph. 612-767-2580 
info@mktline.com
20-20-20-0

Orman Guidance Research®, Inc.
Bloomington, MN 
Ph. 800-605-7313 or 952-831-4911
rsundin@ormanguidance.com
http://www.ormanguidance.com
Rosemary Sundin, President
20-0-20-4

Power Systems Research
Eagan, MN 
Ph. 651-905-8400 
info@powersys.com
http://www.powersys.com
30-20-20-20
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Wiese Research Associates, Inc.
Omaha, NE 
Ph. 402-391-7734 
mary_arkfeld@wraresearch.com
http://www.wraresearch.com
Tom Wiese, President
20-20-20-20

Wiese Research Associates, Inc. (Br.)
Norfolk, NE 
Ph. 402-391-7734 
mary_arkfeld@wraresearch.com
Tom Wiese, President
63-63-63-63

Nevada

Las Vegas
Consumer Opinion Services, Inc.
GroupNet Las Vegas
Las Vegas, NV 
Ph. 702-644-9330 
greg@cosvc.com
http://www.cosvc.com
12-0-0-0

I/H/R Research Group
Las Vegas, NV 
Ph. 702-734-0757 or 800-254-0076
lynn.stalone@ihr-research.com
http://www.ihr-research.com
Lynn Stalone, Partner
150-150-150-150
(See advertisement on this page)

Westgate Research, Inc.
St. Louis, MO 
Ph. 314-567-3333 
60-48-60-48

Nebraska

Lincoln
Service Research Corporation
Lincoln, NE 
Ph. 402-434-5000 
mbritten@serviceresearch.com
http://www.serviceresearch.com
Mike Britten, President
12-12-12-12

Wiese Research Associates, Inc. (Br.)
Lincoln, NE 
Ph. 402-483-5054 
gary_lorenzen@wraresearch.com
Gary Lorenzen, Exec. Vice President
67-67-67-67

Omaha
The Gallup Omaha
Omaha, NE 
Ph. 402-951-2003 
http://www.gallup.com
184-184-184-184

The MSR Group
Omaha, NE 
Ph. 402-392-0755 
info@themsrgroup.com
http://www.themsrgroup.com
Rob Noha, V.P. Public Opinion Polling
100-100-100-100

Fact Finders, Inc.
St. Louis, MO 
Ph. 314-469-7373 
factfinder@primary.net
http://www.ffinet.com
Timothy Caplinger, President
40-40-40-40

Market Probe, Inc.
St. Louis, MO 
Ph. 314-432-1957 
usa@marketprobe.com
http://www.marketprobe.com
Cathie Beem, Call Center Manager
115-115-115-115

Peters Marketing Research, Inc.
St. Louis, MO 
Ph. 314-469-9022 
katie@petersmktg.com
http://www.petersmktg.com
Katie Peters-Miller
18-18-18-18

Pragmatic Research, Inc.
St. Louis, MO 
Ph. 314-863-2800 
ds@pragmatic-research.com
http://www.pragmatic-research.com
Doug Sinnard, President
47-47-47-47

Superior Surveys of St. Louis, Inc.
St. Louis, MO 
Ph. 800-325-4982 or 314-692-2699
surveys4u@aol.com
http://www.superiorsurveysstl.com
Carol McGill, Partner
12-0-12-0
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Business Science International, Inc.
Norwood, NJ 
Ph. 201-784-0088 
sales@bsiglobal.com
http://www.bsiglobal.com
45-25-45-25

Focus World International, Inc.
Holmdel, NJ 
Ph. 732-946-0100 
gary@focusworldint.com
http://www.focusworldinternational.com
Gary Eichenholtz, CEO/CFO
60-24-60-60

Successfully celebrating our 29th anniversary. Our growth 
has been steady and progressive due to our unsurpassed 
quality control. 6-to-1 ratio of interviewers to supervi-
sors - we guarantee that your data is being collected with 
integrity, quality and validity. With 60 WATS lines, 24-sta-
tion CfMC CATI/WAPI/CAPI, bilingually-trained interviewers, 
inbound 800, stratified sample frame derivation, on-site 
monitoring, we can accommodate all B2B, consumer and 
medical interviewing with all nationalities, ages and even 
sexual orientations. Our Paris office with 50 WATS/18 CATI 
stations offers the same inherent quality control measures 
for global projects.

GRA Focus Center
Glickman Research Associates
Northvale, NJ 
Ph. 201-767-8888 
gra@glickmanresearch.com
http://www.glickmanresearch.com
Lee Rosenthal, Field Director
8-0-3-0

Marketing Solutions Corporation
Cedar Knolls, NJ 
Ph. 973-540-9133 or 800-326-3565
marketingsolutions@attglobal.net
http://www.marketingsolutionscorp.com
Jean Kelly, V.P. Field Director
40-30-40-40

Q Research Solutions, Inc.
Old Bridge, NJ 
Ph. 732-952-0000 
GregK@whoisq.com
http://www.QResearchSolutions.com
Greg Kotovos, Dir. of Business Development
50-50-50-50

Schlesinger Associates New Jersey
Edison, NJ 
Ph. 732-906-1122 
info@schlesingerassociates.com
http://www.schlesingerassociates.com
AJ Shaw
80-0-80-80
(See advertisement on inside front cover)

Suburban Marketing Research
Paramus, NJ 
Ph. 201-261-0101 
billb@suburbanmr.com
http://www.subassoc.com
Bill Bartlett
12-12-12-0

TechnoMetrica Market Intelligence, Inc.
Ramsey, NJ 
Ph. 800-328-8324 
mail@technometrica.com
http://www.technometrica.com
Raghavan Mayur, President
35-35-35-35

New Hampshire

Manchester/Nashua
New England Interviewing
Nashua, NH 
Ph. 603-889-8222 
kim@neinterviewing.com
http://www.neinterviewing.com
Kim Adams
14-0-14-0

Portsmouth
RKM Research and Communications, Inc.
Portsmouth, NH 
Ph. 603-433-3982 
kmyers@rkm-research.com
http://www.rkm-research.com
R. Kelly Myers, President and Chief Analyst
30-30-30-30

New Jersey

Northeast Shore
Abt SRBI (Br.)
West Long Branch, NJ 
Ph. 212-779-7700 
c.turakhia@srbi.com
http://www.srbi.com
Chintan Turakhia, Sr. Vice President
120-120-120-120

Las Vegas Field and Focus, LLC
Las Vegas, NV 
Ph. 800-797-9877 or 702-650-5500
info@lasvegasfieldandfocus.com
http://www.lasvegasfieldandfocus.com
Eric Souza, President
10-0-10-0

Cutting-edge research center in the heart of Vegas features 
state-of-the-art equipment, supervised recruiting, profes-
sional field work and 14,000+ sq. ft. of facility. Three 
luxurious suites; the largest seats 65 classroom style; 
ample space for product displays or alternative set-ups like 
living room. Suites have broadband and wireless access 
with relaxed client lounges. We now offer full-service 
design and anaysis with an experienced moderator. We 
pride outselves on strong, long-term client relationships.

Reno
MarkeTec
Reno, NV 
Ph. 775-333-1221 
marketecreno@sbcglobal.net
http://www.marketecreno.com
Lance Bell, President
7-0-4-0

http://www.quirks.com
mailto:sales@bsiglobal.com
http://www.bsiglobal.com
mailto:gary@focusworldint.com
http://www.focusworldinternational.com
mailto:gra@glickmanresearch.com
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mailto:mail@technometrica.com
http://www.technometrica.com
mailto:kim@neinterviewing.com
http://www.neinterviewing.com
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mailto:c.turakhia@srbi.com
http://www.srbi.com
mailto:info@lasvegasfieldandfocus.com
http://www.lasvegasfieldandfocus.com
mailto:marketecreno@sbcglobal.net
http://www.marketecreno.com
www.cosvc.com
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Great Opinions
New York, NY 
Ph. 877-658-7724 
info@greatopinions.com
http://www.greatopinions.com
30-0-0-0

Innovative Concepts Marketing Research
Carle Place, NY 
Ph. 516-479-2200 x1002 or 800-631-0209
scottsycoff@ic-mr.com
http://www.ic-mr.com
Scott Sycoff, Exec. Vice President
225-225-225-225

For 25 years we have been providing world-class customer 
service. We currently offer domestic and offshore telephone 
interviewing capabilities. Bilingual interviewing. Consumer, 
business-to-business and medical. Global field manage-
ment.

IPC (International Point of Contact)
New York, NY 
Ph. 212-213-3303 
rbrooks@ipcgroup.us
http://www.ipcgroup.us
Rhoda Brooks, President
65-60-60-60

Mktg., Inc.
East Islip, NY 
Ph. 631-277-7000 
bid@mktginc.com
http://www.mktginc.com
Elaine Trimarchi, Executive Vice President
160-160-160-160

Mktg has a reputation for data collection quality since 
1979. Our mission is to provide nothing less than the finest 
in telephone and online data collection. All of our 160 
data collection stations employ predictive dialer capabili-
ties. We have expertise in customer satisfaction, financial 
services, health care, information technology and public 
opinion surveys. In addition, Mktg utilizes an online digital 
fingerprinting tool - CropDuster™ to detect duplicate 
respondents and specializes in research-on-research to 
better understand the sampling issues in the online panel 
universe.

Opinion Access Corp.
Long Island City, NY 
Ph. 718-729-2622 or 888-489-DATA
info@opinionaccess.com
http://www.opinionaccess.com
Joe Rafael, Chairman
200-200-200-200

Research Management, Inc.
Deer Park, NY 
Ph. 631-586-9337 
doctorg@resmanage.com
http://www.resmanage.com
Stewart Goldberg, Owner
40-40-40-40

State-of-the-art computer-assisted telephone research 
center. Operates 40 computerized interviewing stations, as 
well as traditional paper-and-pencil surveys. Responsible 
data collection for a full spectrum of marketing, business 
and consumer research needs - direct marketing - Web-
based surveys - lead generation - business-to-business.

Buffalo Survey & Research, Inc. (Br.)
Blasdell, NY 
Ph. 716-833-6639 
buffalosur@aol.com
David Levin, Vice President
6-0-6-0

Goldhaber Research Associates, LLC
Amherst, NY 
Ph. 716-689-3311 
geraldgoldhaber@yahoo.com
http://www.goldhaber.com
Arun Vishwanath, Research Consultant
20-20-20-20

Survey Service, Inc
Buffalo, NY 
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
http://www.surveyservice.com
Susan R. Adelman, President
60-60-60-60

Survey Service provides data acquisition, analytics and 
research support for telephone and Web methodologies 
and is regarded as a source for obtaining data provided 
by experienced, quality-driven research professionals. SSI 
specializes in customer satisfaction, health care, indus-
trial, financial and pharmaceutical research, with digital 
recording and dedicated inbound 800 number capabilities. 
Experienced programmers and IT staff provide impeccable 
data, real-time reporting, data files and banners. Extensive 
experience and outstanding staff provide the elements 
required for an exceptional research partnership.

New York City
Abt SRBI
Subsidiary of Abt Associates, Inc.
New York, NY 
Ph. 212-779-7700 
c.turakhia@srbi.com
http://www.srbi.com
Chintan Turakhia, Sr. Vice President
380-380-380-380

Advanced Focus
Executive/National Recruiting Headquarters
New York, NY 
Ph. 212-217-2000 
toddb@advancedfocus.com
http://www.advancedfocus.com
Todd Biederman, President
50-0-50-0

At Advanced Focus, we are experienced in recruiting hard-
to-reach consumer, medical and B2B respondents. Our 
project directors are unique in that they each have hands-
on qualitative recruiting and interviewing experience. Our 
project directors are working side-by-side with the recruit-
ers each day, evening and weekend so you will always be 
able to reach someone at Advanced Focus directly to let us 
know about last-minute changes, or if you have questions 
or concerns.

Central Marketing, Inc.
New York, NY 
Ph. 212-260-0070 
CMcma9@aol.com
275-275-275-275

TMR, Inc. (Telephone Market Research)
Cedar Knolls, NJ 
Ph. 973-829-1030 
jvc@tmrinfo.com
http://www.tmrinfo.com
Joseph V. Calvanelli, Jr.
50-50-50-50

The Wats Room, Inc.
Rochelle Park, NJ 
Ph. 201-845-3100 or 800-724-0222
info@twri.com
http://www.twri.com
Jennifer Paulson, President
180-180-180-180

Princeton
Olson Research Group, Inc. (Br.)
Ewing, NJ 
Ph. 609-882-9888 
info@olsonresearchgroup.com
http://www.olsonresearchgroup.com
Tricia Kerins, Director, Field Services
20-20-20-0
(See advertisement on p. 15)

New Mexico

Albuquerque
Sandia Market Research
Bldg. 1, Suite 230
Albuquerque, NM 
Ph. 800-950-4148 or 505-883-5512
janinev@nmia.com
http://www.sandiamarketresearch.com
Janine Vita, General Manager
6-6-6-6

Santa Fe
Southwest Planning & Marketing
Santa Fe, NM 
Ph. 505-989-8500 or 800-989-9275
info@swpm.biz
http://www.swpm.biz
Bruce Poster, President
8-8-8-0

New York

Albany

Colwell & Salmon Communications, Inc.
Albany, NY 
Ph. 518-482-1596 or 800-724-5318
sales@colwell-salmon.com
http://www.colwell-salmon.com
Robin Meszaros
164-114-164-164

Buffalo
Buffalo Survey & Research, Inc.
Buffalo, NY 
Ph. 716-833-6639 
buffalosur@aol.com
Jeanette Levin, President
8-0-8-0
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Raleigh, NC 
Ph. 919-954-8300 
info@harkerresearch.com
http://www.harkerresearch.com
120-0-120-120

Medical Marketing Research, Inc.
Raleigh, NC 
Ph. 919-870-6550 or 800-866-6550
george@mmrx.com
http://www.mmrx.com
George Matijow, President
10-10-10-0

North Dakota

Fargo
Dynamics Marketing, Inc.
Cooperstown, ND 
Ph. 701-797-2600 
ssomerville@dynamicsmarketinginc.com
http://www.dynamicsmarketinginc.com
Teri Knutson, Research Director
85-85-85-85

IRSI Research of Fargo/Dilworth
Dilworth, MN 
Ph. 866-600-2442 
drs01@earthlink.net
http://www.indianaresearch.com
Chris Cage, National Marketing Manager
12-12-12-12

Teleforce, Inc.
Fargo, ND 
Ph. 800-323-0810 
linda@teleforcerg.com
http://www.teleforcerg.com
Linda Finch
192-24-192-192

Ohio

Cincinnati
Assistance In Marketing, Inc.
Cincinnati, OH 
Ph. 513-683-6600 or 888-4AIMFIRE
barbara@AIM-Cincinnati.com
http://www.aimresearchnetwork.com
Irwin Weinberg
20-0-20-0

B & B Research Services, Inc.
Sharonville, OH 
Ph. 513-241-3900 
ksharp@focusmark.net
http://www.focusfgw.com
Kim Sharp
12-6-12-12
(See advertisement on p. 24)

Burke, Incorporated
Cincinnati, OH 
Ph. 800-688-2674 
info@burke.com
http://www.burke.com
Steve Clark, V.P. Data Collection
85-85-85-85
(See advertisement on p. 13)

North Carolina

Charlotte
Leibowitz Market Research Associates, Inc.
GroupNet Charlotte
Charlotte, NC 
Ph. 704-357-1961 
info@leibowitz-research.com
http://www.leibowitz-research.com
Teri Leibowitz, President
15-10-15-0

MarketWise, Inc.
Charlotte, NC 
Ph. 704-332-8433 or 800-849-5924
nburnap@marketwise-usa.com
http://www.marketwise-usa.com
Nancy Burnap
22-22-22-22

Greensboro/Winston-Salem
AllPoints Research
Winston-Salem, NC 
Ph. 336-896-2200 
your_team@allpoints.biz
http://www.allpoints.biz
Sherrie Aycock, Co-Owner
38-38-38-8

Bellomy Research, Inc.
Winston-Salem, NC 
Ph. 800-443-7344 or 336-721-1140
slayne@bellomyresearch.com
http://www.bellomyresearch.com
Scott Layne
300-300-300-300

Survey Partners of America
Winston-Salem, NC 
Ph. 800-348-8002 
johnsessions@surveypartners.com
http://www.surveypartners.com
Pat Rierson
300-300-300-300

The Telephone Centre, Inc.
Greensboro, NC 
Ph. 336-574-3000 
mfoust@telectr.com
http://www.telectr.com
Mike Foust, President
130-130-130-130

Over 25 years of telephone experience with expertise in: 
consumer satisfaction studies and trackers, all levels of 
business respondents, physicians (from PCPs to cardiolo-
gists). Online research and hosting and mystery shops. 
Professional handling of complex programming issues, 
daily custom reports, quality coding and daily tabulation.

Raleigh/Durham
FGI Research
Chapel Hill, NC 
Ph. 919-929-7759 
jblunk@fgiresearch.com
http://www.fgiresearch.com
John Blunk, Client Services
80-80-80-80

S I S International Research, Inc.
Global Headquarters
New York, NY 
Ph. 212-505-6805 
research@sisinternational.com
http://www.sisinternational.com
Ruth Stanat, President
20-20-10-10

SIS International Research utilizes our executive call center 
to support our B2B, health care, industrial, energy, chemi-
cals, automotive and consumer sectors. We also augment 
our executive call center with market assessment, market 
opportunity and market entry studies. Our executive inter-
viewers focus on key opinion leaders, C-level interviews 
and other key market influencer interviews for strategic 
analysis of the information.

Seaport Surveys
Financial Focus, Inc.
New York, NY 
Ph. 212-608-3100 or 800-347-2662
awaller@seaportsurveys.com
http://www.seaportsurveys.com
Andrea Waller, President
25-0-25-25

Universal Survey Center
New York, NY 
Ph. 212-391-5243 
mlefkowitz@universalsurvey.com
http://www.universalsurvey.com
Keith Strassberg, Exec. Vice President
550-550-550-550

Syracuse
KS&R
Syracuse, NY 
Ph. 888-8KSRINC or 315-470-1350
HQ@ksrinc.com
http://www.ksrinc.com
100-100-100-100

KS&R’s INSITE
Dewitt, NY 
Ph. 800-645-5469 or 315-446-3403
insite@ksrinc.com
http://www.ksrinc.com
Joe Snyder, Dir. of Operations/Sr. Consultant
125-125-125-125

Zogby International
Utica, NY 
Ph. 315-624-0200 
john@zogby.com
http://www.zogby.com
163-163-163-0
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Opinion Centers America
Cleveland, OH 
Ph. 800-779-3003 or 440-779-3000
kmaffett@opinioncenters.com
http://www.opinioncenters.com
Karen Cunningham, Field Director
20-0-20-20

OPINIONation
Cleveland, OH 
Ph. 216-351-4644 
ron@opinionation.com
http://www.opinionation.com
Ron Kornokovich, President
35-35-35-35

Founded in 1946, OPINIONation is one of the country’s 
most experienced telephone data collection suppliers. 
Since 1946, we have conducted more than 70,000 proj-
ects and interviewed more than 10 million respondents. 
OPINIONation has extensive experience interviewing/
recruiting respondents from general consumers to the 
hard-to-find medical professional nationally, regionally, or 
locally.

Pat Henry Market Research, Inc.
Cleveland, OH 
Ph. 800-229-5260 or 216-531-9562
jhominy@pathenry.com
http://www.thepathenrygroup.com
Judy Hominy
20-20-20-20

Columbus
Advantage Research of Columbus Ohio
Canton, MI 
Ph. 734-979-0900 (Hq.) 
davids@advantageresearch.net
http://www.advantageresearch.net
Thomas Harvey, Vice President
70-20-70-0

Service Industry Research Systems, Inc. (SIRS)
Field & Focus Group Facilities
Highland Heights, KY 
Ph. 859-781-9700 
lkolde@sirsinc.com
http://www.sirsinc.com
Lori Kolde
95-95-95-95

StrataMark Dynamic Solutions
Cincinnati, OH 
Ph. 513-618-7150 
jschimmel@stratamarkds.com
http://www.stratamarkds.com
Josh Hiley, Account Services
60-60-60-60

Cleveland
Business Research Services, Inc.
Cleveland, OH 
Ph. 216-831-5200 or 888-831-5200
info@MarketingResearch.com
http://www.MarketingResearch.com
Ron Mayher, Principal
25-25-25-25

Focus Groups of Cleveland
Independence, OH 
Ph. 216-901-8075 or 800-950-9010
research@focusgroupsofcleveland.com
http://www.focusgroupsofcleveland.com
Amy Morris, President
12-3-10-0
(See advertisement on this page)

National Survey Research Center
Cleveland, OH 
Ph. 800-837-7894 or 216-518-2805
nsrc@nsrc.com
http://www.nsrc.com
Lauren Wagner, Mgr. Customer Relations
20-20-20-20

Calo Research Services, Inc.
Cincinnati, OH 
Ph. 513-984-9708 
info@caloresearch.com
http://www.caloresearch.com
Patricia A. Calo, Vice President
14-0-14-0

Phone room staff is 100% dedicated to business-to-
business interviewing, which makes us unique in the 
industry. Staff of senior interviewers, with valuable career 
experiences in areas such as nursing, industrial sales and 
teaching, gives us a superior ability to develop rapport 
and conduct interviews among professionals and busi-
ness executives in many fields, particularly health care, 
law, accounting, finance/insurance, automotive retailing, 
biochemicals, technology and construction. Staff is adept at 
handling in-depth interviews.

Convergys Global Consulting Services
Cincinnati, OH 
Ph. 800-344-3000 
marketing@convergys.com
http://www.convergys.com
Kathy Renaker, Dir. Mktg. Rsch. Outsourcing
40-40-40-40

Fields Research, Inc.
Cincinnati, OH 
Ph. 513-821-6266 
ken@fieldsresearch.com
http://www.fieldsresearch.com
Ken Fields, President
27-27-27-27

Friedman-Swift Associates
Cincinnati, OH 
Ph. 513-772-9200 
info@friedmanswift.com
http://www.friedmanswift.com
Judy George, President
50-0-50-50

Market Inquiry LLC
Cincinnati, OH 
Ph. 513-794-1088 
cathy@marketinquiry.com
http://www.marketinquiry.com
Lee Ann Adams, Facility Director
24-15-24-24

MarketVision Research®
Cincinnati, OH 
Ph. 513-791-3100 
tmcmullen@mv-research.com
http://www.mv-research.com
Tyler McMullen, Senior Vice President
56-56-56-56

MRSI (Marketing Research Services, Inc.)
Cincinnati, OH 
Ph. 513-579-1555 or 800-SAY-MRSI
info@mrsi.com
http://www.mrsi.com
Randall Thaman
96-96-88-88

QFACT Marketing Research, LLC.
Cincinnati, OH 
Ph. 513-891-2271 
info@qfact.com
http://www.qfact.com
Kristin Monroe, Business Development Exec.
40-40-40-40
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Portland
BNResearch
Portland, OR 
Ph. 503-248-9058 or 800-355-2091
info@bnresearch.com
http://www.bnresearch.com
Gary Frazier, Field Director
29-29-29-29

Consumer Opinion Services, Inc. (Br.)
GroupNet Portland
Portland, OR 
Ph. 503-493-2870 or 206-241-6050 for bids
jim@portlandopinion.com
http://www.cosvc.com
Jim Weaver, Vice President
18-14-18-0
(See advertisement on p. 86)

Market Decisions Corporation
Portland, OR 
Ph. 800-344-8725 
info@mdcresearch.com
http://www.mdcresearch.com
Lester Harman
60-60-60-60

Market Strategies, Inc. (Br.)
Portland, OR 
Ph. 503-223-9800 or 800-492-5119
info@marketstrategies.com
http://www.marketstrategies.com
John Strickland
48-48-48-48

RDD Field Services
Portland, OR 
Ph. 503-223-7166 
info@rddfs.info
http://www.rddfs.com
Chris Creelman
100-100-100-100

TNS-Sorensen
Troutdale, OR 
Ph. 503-665-0123 
james.sorensen@tns-sorensen.com
http://www.tns-sorensen.com
Jeff Odegaard, VP of Operations
15-0-15-0

Pennsylvania

Allentown/Bethlehem
K & W Partnership
Whitehall, PA 
Ph. 610-437-4000 
joanne.kuchera@verizon.net
12-12-12-12

Marketing Solutions Corporation
Hellertown, PA 
Ph. 800-326-3565 
MarketingSolutions@attglobal.net
http://www.marketingsolutionscorp.com
Greg Surovcik, President
25-25-25-25

Toledo
A Z G Research
Bowling Green, OH 
Ph. 800-837-4300 or 419-724-3000
sgries@azgresearch.com
http://www.azgresearch.com
25-25-25-25

Great Lakes Marketing Associates
Toledo, OH 
Ph. 419-534-4700 
info@greatlakesmarketing.com
http://www.greatlakesmarketing.com
Mark Iott, Principal
20-20-20-20

Oklahoma

Oklahoma City
Johnson Marketing Research, Inc.
Oklahoma City, OK 
Ph. 405-840-9243 
johnsonresearch@cox.net
Patty Casteel, President
6-0-6-0

Oklahoma Market Research
Oklahoma City, OK 
Ph. 405-525-3412 
mail@datanet-research.com
Judy Nitta, Vice President
40-40-40-40

Tulsa

Consumer Logic, Inc.
Tulsa, OK 
Ph. 800-544-1494 or 918-665-3311
lpalmer@consumerlogicresearch.com
http://www.consumerlogicresearch.com
Dan Jarrett, President
30-30-25-0

With over 35 years of marketing research experience in 
the Tulsa MSA we know research and we know Tulsa. 
We will partner with you to deliver quality and meaningful 
research results. Consumer Logic is a full-service market 
research company. We offer a state-of-the-art facility; 
quality recruiting and data collection; including CATI inter-
viewing; moderating; data tabulation and analysis. Our vast 
experience includes mail, telephone, online; and on-site 
surveys; focus groups; IDI’s; store audits; store intercepts; 
and more.

On-Line Communications, Inc.
Bartlesville, OK 
Ph. 800-765-3200 or 918-338-2000
askus@on-linecom.com
http://www.on-linecom.com
Peggy O’Connor
225-225-225-225

Assistance In Marketing/Columbus
Columbus, OH 
Ph. 614-583-2100 
lorne@aim-columbus.com
http://www.aimresearchnetwork.com
Lorne Dillabaugh, V.P., Field Operations
20-0-20-0

At AIM our objective is to exceed client expectations in 
every phase of our work. Quality-controlled recruiting from 
our extensive database; large, comfortable group rooms, 
client viewing and lounges and staff that anticipate your 
every need are the reasons why AIM consistently attains 
Top Rated status in the Impulse Survey of Focus Facilities. 
Conveniently located 5 minutes from the Columbus Airport 
and 2 blocks from hotels and upscale shopping.

B & B Research Services, Inc. (Br.)
Dublin, OH 
Ph. 614-760-8566 
bbresearchcolumbus@fuse.net
http://www.focusfgw.com
Judy Frederick, Project Director
8-0-8-0
(See advertisement on p. 24)

Saperstein Associates, Inc.
Columbus, OH 
Ph. 614-261-0065 
dwolfe@sapersteinassociates.com
http://www.sapersteinassociates.com
Deborah K. Wolfe, V.P. Corp. & Field Ops.
27-25-27-27

Dayton
Center for Urban and Public Affairs
Wright State University
Dayton, OH 
Ph. 937-775-2941 
david.jones@wright.edu
http://www.wright.edu/cupa
T. David Jones, Dir. Survey Research
21-21-21-0

L2 Marketing Research, Ltd.
Dayton, OH 
Ph. 937-435-5067 
info@L2MR.com
http://www.L2MR.com
Libby Webster or Lou Greene
12-0-12-0

Paragon Research LLC
Dayton, OH 
Ph. 937-294-9004 
wlewis@paragonresearchllc.com
http://www.paragonresearchllc.com
20-0-20-0

Marietta
Business Resource Center
Malta, OH 
Ph. 740-962-2157 
steve.jeffers@mi-brc.com
36-0-0-0
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Ricci Telephone Research, Inc.
Broomall, PA 
Ph. 610-356-7575 
info@ricciresearch.com
http://www.ricciresearch.com
Chris Ricci, President
50-50-50-50

Since 1975, our firm has specialized in market research 
data collection. We strive to maintain the highest ethical 
and quality standards in the industry. We are proficient 
in full probing and complex projects. We also offer focus 
group recruiting, phone-to-Web recruiting, questionnaire 
review and pretesting. Our philosophy of a hands-on 
approach by principals of the company has earned the 
firm a reputation of quality and integrity. Over 65 years of 
marketing/research experience. For more information, call 
or visit us at www.ricciresearch.com.

Schlesinger Associates Philadelphia
Philadelphia, PA 
Ph. 215-564-7300 
lindita@schlesingerassociates.com
http://www.schlesingerassociates.com
Lindita Mezani, Managing Director
26-0-26-26
(See advertisement on inside front cover)

Teleresearch
Fort Washington, PA 
Ph. 610-220-7593 
rolesky@trsurvey.com
Robin Olesky
200-200-200-200

JRA: Global Healthcare Research Services
J. Reckner Associates, Inc.
Montgomeryville, PA 
Ph. 215-822-6220 
jhistand@reckner.com
http://www.reckner.com
Susan Phillippe
10-10-10-10
(See advertisement on p. 45)

MAXimum Research, Inc.
Cherry Hill, NJ 
Ph. 856-874-9000 or 888-212-7200
sales@maximumresearch.com
http://www.maximumresearch.com
Robert A. Malmud
100-100-100-100
(See advertisement on this page)

MSI International East, Inc.
King of Prussia, PA 
Ph. 610-265-2000 
p.strassen@msimsi.com
http://www.msimsi.com
Sharon Santangelo, Field Director
40-40-40-40

Olson Research Group, Inc.
Warminster, PA 
Ph. 267-487-5500 
info@olsonresearchgroup.com
http://www.olsonresearchgroup.com
Paul Neal, Principal
25-25-25-25
(See advertisement on p. 15)

Erie
Moore Research Services, Inc.
Erie, PA 
Ph. 814-835-4100 
colleen@moore-research.com
http://www.moore-research.com
Colleen Moore Mezler, President
20-20-20-20

Harrisburg
Susquehanna Polling and Research, Inc.
Harrisburg, PA 
Ph. 717-233-8850 
james@susquehannapolling.com
http://www.susquehannapolling.com
James Lee, President
25-25-25-25

Lancaster
Visions Marketing Services
Mountville, PA 
Ph. 800-222-1577 
allan@vmsmkt.com
http://www.visionsmarketingservices.com
Allan Geller, President
35-35-35-35

Philadelphia/Southern NJ

M. Davis & Co., Inc.
Philadelphia, PA 
Ph. 215-790-8900 or 800-842-4836
louisa@mdavisco.com
http://www.mdavisco.com
Morris Davis, President
40-40-40-100

ICR
Media, PA 
Ph. 484-840-4300 
info@icrsurvey.com
http://www.icrsurvey.com
Allen Khormai, Ph.D., President/CEO
300-300-300-300

ICR is a top-ranked market research organization serv-
ing 13 industry sectors. Our Advanced Research Methods 
group designs and executes custom research and solutions 
to complex business challenges on a wide range of issues, 
including global research in 90+ countries. Including, but 
not limited to: market sizing and segmentation, concept/
product tests, pricing, brand positioning, messaging, strat-
egy/motivational research, advertising effectiveness, usage 
tracking, customer loyalty/satisfaction, surveying low-
incidence and multicultural populations. A leading provider 
of omnibus research services.

JRA, J. Reckner Associates, Inc.
JRA: Data Collection
Montgomeryville, PA 
Ph. 215-822-6220 
bogrezik@reckner.com
http://www.reckner.com
Barbara Ogrizek, Director
10-10-10-10
(See advertisement on p. 45)
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Sioux Falls
American Public Opinion Survey & Market
Market Research Corp.
Sioux Falls, SD 
Ph. 605-338-3918 
ron@mtcnet.net
http://www.mtcnet.net/~ron
Ron Van Beek, President
27-27-27-27

L & S TeleServices, Inc.
Sioux Falls, SD 
Ph. 800-894-7832 
john.sievert@l-s.com
http://www.mostresponsive.com
John Sievert
24-24-24-24

RMA, Inc.
Robinson & Muenster Associates, Inc.
Sioux Falls, SD 
Ph. 605-332-3386 
philc@rma-inc.com
http://www.rma-inc.com
128-128-128-128

Tennessee

Chattanooga
Wilkins Research Services, LLC
Chattanooga, TN 
Ph. 423-894-9478 
info@wilkinsresearch.net
http://www.wilkinsresearch.net
Lisa or Lynn Wilkins, Co-Owners
100-100-100-100

Memphis
AccuData Market Research, Inc. (Br.)
Memphis, TN 
Ph. 800-625-0405 or 901-763-0405
val@accudata.net
http://www.accudata.net
Valerie Jolly, Manager
12-0-12-12

Texas

Austin

Customer Research International
San Marcos, TX 
Ph. 512-757-8100 or 512-757-8102
michelle@cri-research.com
http://www.cri-research.com
120-120-120-120

CRI is a full-service market research company with exper-
tise in data collection and analysis. We employ a mix of 
powerful methodologies including telephone, online, mail 
and focus groups. We provide critical information for suc-
cessful positioning, marketing, sales and profit generation. 
We’ve successfully completed thousands of projects across 
the spectrum of B2C, B2B, non-profit, political, public 
issues and government entity. CRI - We’ll do your project 
right, on time, every time.

State College
Diagnostics Plus, Inc.
State College, PA 
Ph. 814-238-7936 or 814-234-2344
jfong@diagnosticsplus.com
http://www.diagnosticsplus.com
Jim Fong, VP of Sales & Marketing
23-23-23-23

Market Insight, Inc.
State College, PA 
Ph. 814-231-2140 or 800-297-7710
mhutchison@mkt-insight.com
http://www.mkt-insight.com
Marlene Krouse Hutchison, Managing Director
28-28-28-28

Rhode Island

Newport
Advantage Marketing Information, Inc.
Wickford, RI 
Ph. 800-732-6345 
nagele@advantage411.com
http://www.advantage411.com
Rick Nagele, President
15-0-15-0

Providence
Alpha Research Associates, Inc.
Providence, RI 
Ph. 401-861-3400 
alphapoll@sprynet.com
James P. Gaffney, President
14-0-14-0

CaptureISG (Br.)
Warwick, RI 
Ph. 401-732-3269 or 866-463-8638
results@captureisg.com
http://www.captureisg.com
Stuart H. Marion, Managing Partner
15-15-15-15

South Carolina

Greenville/Spartanburg
ProGen Research, Inc.
Greenville, SC 
Ph. 864-244-3435 
crawfordkp@yahoo.com
Paige Crawford
22-7-22-0

Sparks Research
Clemson, SC 
Ph. 864-654-7571 
more@sparksresearch.com
http://www.sparkresearch.com
Richard Groom, Sr. Vice-President
48-48-48-10

TMR (OpinionMD)
Broomall, PA 
Ph. 610-359-1190 
mac@tmrinfo.com
http://www.tmrinfo.com
Michelle Collins, V.P./G.M.
50-50-50-50

Pittsburgh
All Facilities, Inc.
Pittsburgh, PA 
Ph. 866-855-3002 
http://www.allfacilities.com
70-70-70-70

Campos Market Research, Inc.
D/B/A Campos Inc
Pittsburgh, PA 
Ph. 412-471-8484 ext. 309 
info@campos.com
http://www.campos.com
Kelli Best, Director
25-4-25-20

Clark Market Research
Pittsburgh, PA 
Ph. 800-426-8248 or 412-361-8248
john@clarkservices.net
http://www.clarkservices.net
John J. Clark, President
40-20-40-40

Customer Contact, Inc. (CCI)
Pittsburgh, PA 
Ph. 412-431-7020 
tim@pghmail.com
Tim Marshall, President
36-36-36-36

Customer Contact, Inc. (CCI)
Washington, PA 
Ph. 724-222-5040 
tim@pghmail.com
Tim Marshall, President
24-24-24-24

Direct Feedback, Inc.
Pittsburgh, PA 
Ph. 412-394-3676 or 800-519-2739
kevin.edwards@dfresearch.com
http://www.dfresearch.com
Kevin Edwards, Project Manager
15-15-15-15

Focus Center of Pittsburgh
Pittsburgh, PA 
Ph. 412-279-5900 
fcp@focuscenterofpittsburgh.com
http://www.focuscenterofpittsburgh.com
Cynthia Thrasher
50-50-50-50

Scranton/Wilkes-Barre
TMR, Inc. (Telephone Market Research)
Scranton, PA 
Ph. 570-969-9995 
jwj@tmrinfo.com
http://www.tmrinfo.com
Jamie Jurgaitis, V.P./G.M.
50-50-50-50
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Voter Consumer Research
The Woodlands, TX 
Ph. 281-893-1010 ext. 101 
dan@vcrhouston.com
http://www.vcrhouston.com
96-96-96-96

Voter Consumer Research
Houston, TX 
Ph. 281-893-1010 
dan@vcrhouston.com
http://www.vcrhouston.com
Dan Kessler, President
96-96-96-96

Lubbock
Opinion Resources
Lubbock, TX 
Ph. 806-792-8600 
mary.spain@opinionresources.com
http://www.opinionresources.com
24-24-24-24

United Marketing Research
Lubbock, TX 
Ph. 806-747-3009 
dmcdonald@umspromo.com
http://www.umspromo.com
David McDonald, Sales/Marketing Dir.
50-50-50-50

San Antonio

Galloway Research Service
GroupNet San Antonio
San Antonio, TX 
Ph. 210-734-4346 
egalloway@gallowayresearch.com
http://www.gallowayresearch.com
Elisa Galloway, President
83-83-83-83

Galloway Research Services, the premier research firm in 
the Alamo City houses 83 networked CATI stations with 
access to the Internet, WinCATI 4.2, Survey System v9.0, 
and CfMC. With over 40 years of experience, you can trust 
GRS to meet all your needs. Our team attitude works hand 
in hand with you to meet your demands. We produce qual-
ity data on time and on budget. We care about your project. 
Galloway Research maintains staff with Professional 
Research Certification.

Utah

Cedar City
Opinion Resources
Cedar City, UT 
Ph. 801-280-9399 
mary.spain@opinionresources.com
http://www.opinionresources.com
Mary Spain
24-24-24-24

Rincon & Associates
Dallas, TX 
Ph. 214-750-0102 
info@rinconassoc.com
http://www.rinconassoc.com
Edward T. Rincon, Ph.D., President
32-32-32-32

Rincón & Associates specializes in quantitative studies 
of multicultural consumers, including Hispanics, African-
Americans, and Asians. Our telephone interviewing center 
offers support in English, Spanish, Chinese, Korean 
and Vietnamese. We are a specialty research shop that 
attends to the finer details of culturally-sensitive sampling, 
interviewing and statistical analyses that go beyond the 
traditional cross-tabs. We offer the same linguistic support 
for mail, online, intercept, and large audience studies when 
the need arises.

Savitz Field and Focus - Dallas
Member of Focus Coast to Coast
Dallas, TX 
Ph. 972-386-4050 
information@savitzfieldandfocus.com
http://www.savitzfieldandfocus.com
Harriet E. Silverman, Exec. Vice President
150-150-150-150

Schlesinger Associates Dallas
Dallas, TX 
Ph. 972-503-3100 
dallas@schlesingerassociates.com
http://www.schlesingerassociates.com
Nancy Ashmore, Facility Director
18-0-18-18
(See advertisement on inside front cover)

El Paso

AIM Research
El Paso, TX 
Ph. 915-591-4777 
aimres@aol.com
http://www.aimresearch.com
Linda Adams, Owner/Director
30-20-30-5

Complete data collection service. Large focus group facility; 
audio, video equipment, viewing room, full kitchen, taste 
tests, product placements, pre-recruited studies, 30-line 
telephone bank, bilingual (Spanish-speaking) interviewers 
available. ActiveGroup. Videostreaming.

Houston
Creative Consumer Research
Stafford, TX 
Ph. 281-240-9646 
ppratt@ccrsurveys.com
http://www.ccrsurveys.com
Sajan Pillai, Branch Manager
75-75-75-75
(See advertisement on p. 40)

Market Research & Analysis Field Staff, Inc.
Houston, TX 
Ph. 713-271-5624 
mrafs@swbell.net
http://www.mrafs.com
Fay Parker, President
10-6-10-0

MRS Houston
Houston, TX 
Ph. 888-320-6277 
mbates@mrshouston.com
http://www.mrshouston.com
Mary Bates
35-35-35-35

PTV DataSource
San Marcos, TX 
Ph. 512-805-6000 
kcastleberry@datasource.us
http://www.datasource.us
Kelly Castleberry, Chief Operating Officer
75-75-75-75

Tammadge Market Research
Austin, TX 
Ph. 800-879-9198 or 512-474-1005
melissa@tammadge.com
http://www.tammadge.com
Melissa Pepper, CSO
30-20-30-30

Bryan/College Station
Voter Consumer Research
College Station, TX 
Ph. 281-893-1010 
dan@vcrhouston.com
http://www.vcrhouston.com
Dan Kessler, President
96-96-96-96

Dallas/Fort Worth
A DialTek Company
Arlington, TX 
Ph. 877-DIALTEK x6326 or 214-741-2635 x6326
daniel@dialtek.com
http://www.dialtek.com
Daniel Lee
75-75-75-75

Ask Dallas/Pregunta Dallas
Division of MMR Consumer Research
Dallas, TX 
Ph. 800-315-8399 
tveliz@mmrx.com
http://www.askdallas.com
Tony Veliz, Director
0-0-0-0

DSS Research
Fort Worth, TX 
Ph. 800-989-5150 or 817-665-7000
jdavidson@dssresearch.com
http://www.dssresearch.com
Jordan Davidson, Marketing Coordinator
100-100-100-100

InfoNet Research, Inc.
Dallas, TX 
Ph. 972-234-3600 ext. 112 or 866-504-DATA
rowen@infonetresearch.com
http://www.infonetresearch.com
Rick Owen, President
45-45-45-45

Information Unlimited, Inc.
Dallas, TX 
Ph. 972-386-4498 
ejackson@informationunlimited.com
http://www.informationunlimited.com
Chad Kuepker, Dir. Of Operations
100-100-100-100

Q&M Research, Inc.
Irving, TX 
Ph. 708-479-3200 ext. 3217 
dtucker@qandm.com
http://www.qandm.com
Tressea Rash, Facility Director
10-0-10-0
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consumer and business studies. Largest focus group facil-
ity in UT. 47 CATI stations with Sawtooth Win CATI and 
Ci3 software. Experienced team of in-house moderators, 
analysts, programmers, writers, recruiters and interviewers. 
We maintain the strictest quality control standards, guaran-
tee accurate, timely results and promise reliable, reputable 
service at a reasonable cost.

NSON Opinion Research
Salt Lake City, UT 
Ph. 801-983-NSON 
info@nsoninfo.com
http://www.nsoninfo.com
Karl Pace, Marketing/Advertising Director
150-150-150-15

NSON is a data collection research firm. We also have 
two luxurious focus group suites in a beautifully-restored 
100-year-old mansion. We provide audio and video record-
ing, client office, wireless Internet access, kitchen facilities, 
in-house recruiting and free parking. NSON specializes 
in CATI telephone surveys, Web-based research, political 
voter contact services, tabulation and analysis. Known for 
top-quality data, excellent customer service, completing 
fast turnaround projects. Prices for all services are very 
competitive. Established in 1992.

Opinion Factor, Inc.
Murray, UT 
Ph. 877-402-2749 or 801-979-4300
info@OpinionFactor.com
http://www.OpinionFactor.com
280-280-280-280

Discovery Research Group
Salt Lake City, UT 
Ph. 800-678-3748 or 801-569-0107
sales@discoveryresearchgroup.com
http://www.discoveryresearchgroup.com
Bob Higginson, Business Dev. Mgr., Justin Barlow, 
Business Dev. Assoc.
400-400-400-400

With 20+ years of experience, Discovery Research Group 
offers a wide range of methodologies customized for each 
study. Our experience ranges from consumer studies to 
high-level B2B. Our current clients report that they use our 
products and services because we are solutions-oriented, 
flexible and have high-quality data that is consistently 
delivered on-time. We offer a full range of services that 
include data collection through IVR, online surveys, tele-
phone interviewing and a bilingual call center for Spanish 
interviewing on quantitative projects. To ensure quality 
data, we are ISO 20252 compliant.
(See advertisement on this page)

Lighthouse Research and Development
Salt Lake City, UT 
Ph. 801-446-4000 or 801-244-8987
janderson@go-lighthouse.com
http://www.go-lighthouse.com
Joe Anderson, Dir. Business Dev.
47-47-47-47

Utah’s full-service research firm, providing high-quality 
research and actionable results. All quantitative and quali-
tative methodologies are available: design, data collection, 

Salt Lake City

BRG Research Services
Provo, UT 
Ph. 801-373-9923 
luis@brgresearchservices.com
http://www.brgresearchservices.com
Luis Carter, President
140-140-140-140

BRG Research Services remains one of the pioneers in data 
collection. With over 20 years of consecutive data collection 
experience, we are positioned to assist you with all your 
research needs. Our project managers have a combined 50 
years of data collection experience, all of which benefits 
you, the customer. Please call upon us to be your out-
source partner or direct research supplier.

A DIVISION OF800.678.3748                                                   www.discoveryresearchgroup.com

...guiding you to informed decisions

Discovery Research Group 

is committed to exceptional 

quality and client care.

Our Account Team 

members are committed to 

partnering with you on all of 

your research needs; with a 

focus on flexibility, accuracy, 

communication, and 

on-time delivery of data and 

results.

At Discovery Research 

Group, we know that your 

research interests must guide 

our course.

http://www.quirks.com
mailto:info@nsoninfo.com
http://www.nsoninfo.com
mailto:info@OpinionFactor.com
http://www.OpinionFactor.com
mailto:sales@discoveryresearchgroup.com
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mailto:janderson@go-lighthouse.com
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http://www.brgresearchservices.com
http://www.discoveryresearchgroup.com


801.373.7735
www.westernwats.com

There’s no such thing
as a free ride

There’s no such thing
as a free ride

(that is unless
you’re ridin’ with us)
(that is unless
you’re ridin’ with us)

http://www.westernwats.com
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises

Codes - (e.g. 25-10-25-10)
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Renton, WA 
Ph. 425-271-2300 
info@pacificmarketresearch.com
http://www.pacificmarketresearch.com
Mark Rosenkranz, Managing Director
150-150-150-150

Pacific has a national reputation for telephone and online 
data collection. Our phone center is among the largest on 
the West Coast, with CfMC software, remote monitoring 
and predictive dialing. 25% of our work is conducted in 
Spanish. We also handle national qualitative recruiting for 
focus groups and usability testing. For online data collec-
tion we use ConfirmIT, are experienced with multi language 
and international web projects, and maintain relationships 
with multiple panels. Our strengths: honest communication, 
competitive pricing and responsive project management.

Spokane
Communications Center, Inc. (Br.)
Spokane, WA 
Ph. 866-968-7224 ext. 116 
bids@yourcci.com
http://www.yourcci.com
Jerry Karson, Dir. New Bus. Dev.
120-120-120-120

HN Research, Inc.
Coeur d’Alene, ID 
Ph. 877-330-6726 
tony@hnresearch.com
http://www.hnresearch.com
60-0-60-60

Robinson Research
Spokane, WA 
Ph. 509-489-4361 
mail@robinson-research.com
http://www.robinson-research.com
William D. Robinson, President
30-30-30-30

Strategic Research Associates
Spokane, WA 
Ph. 509-324-6960 or 888-554-6960
info@strategicresearch.net
http://www.strategicresearch.net
Dean Moorehouse, President
10-10-10-0

Yakima
InfoTek Research Group, Inc.
Yakima, WA 
Ph. 509-248-8219 
tregg@infotekresearch.com
http://www.infotekresearch.com
Tregg Farmer, President
20-20-20-0

West Virginia

Charleston
McMillion Research Service
Charleston, WV 
Ph. 304-343-9650 
jmace@mcmillionresearch.com
http://www.mcmillionresearch.com
Gary or Sandy McMillion, Owners
135-135-135-135
(See advertisement on p. 97)

Washington

Seattle/Tacoma
Consumer Opinion Services, Inc.
GroupNet Seattle
Seattle, WA 
Ph. 206-241-6050 
info@cosvc.com
http://www.cosvc.com
Jerry Carter, President
17-0-17-0
(See advertisement on p. 86)

Craciun Research Group, Inc. (Br.)
Seattle, WA 
Ph. 206-708-4500 
jcraciun@crgresearch.com
http://www.crgresearch.com
Andrey Maslov
15-15-15-0

Customer Research, Inc.
Seahurst, WA 
Ph. 206-242-9969 or 800-886-3472
ddunkle@customerresearch.com
http://www.customerresearch.com
60-60-60-60

Providing call center solutions since 1967, Customer 
Research Inc., offers the highest-quality data collection, 
quantitative research and telemarketing services. 60 
CATI stations, predictive dialing, live agent outbound and 
inbound services are complemented with IVR, automated 
outbound messaging, and multi channel marketing. 
Survey design, data processing, tabulation, call recording 
and remote predictive dialer license leasing are always 
available. Coupling state-of-the-art technology with a 
U.S.-based call center, CRI provides the highest quality 
execution and end results you desire.
(See advertisement on p. 35)

Gilmore Research Group
Seattle, WA 
Ph. 206-726-5555 
info@gilmore-research.com
http://www.gilmore-research.com
Cathy Peda, Vice President
65-65-65-65

GMA Research Corp.
Bellevue, WA 
Ph. 425-460-8800 
donmgma@aol.com
http://www.gmaresearch.com
Don Morgan
34-28-24-24

Hebert Research, Inc.
Bellevue, WA 
Ph. 425-643-1337 
tfisher@hebertresearch.com
http://www.hebertresearch.com
32-32-32-32

Venture Data
Salt Lake City, UT 
Ph. 800-486-7955 
jeffc@VentureData.com
http://www.VentureData.com
Jeff Call, General Manager
314-314-314-314

Western Wats
Orem, UT 
Ph. 801-373-7735 
contact@westernwats.com
http://www.westernwats.com
Jeff Welch, President
1500-1500-1500-1500

Western Wats is the largest independent survey research 
data collection company in North America and is a one 
source destination for all the data collection needs of 
research organizations worldwide. Headquartered in 
Orem, Utah, Western Wats operates globally throughout 
its offices located in North America and the Philippines. 
Services include CATI, Web surveys, IVR (automated voice 
messaging) and Data Express™ online reporting. Western 
Wats operates an extensive online research panel, Opinion 
Outpost™, which can be utilized by Western Wats clients 
to reach a broad selection of consumer and business seg-
ments. Western Wats uses its proprietary, fully-integrated 
data collection platform, W.I.R.E. ™ (Wats Integrated 
Research Engine) to collect data from multiple locations 
and multiple modes quickly, reliably and in the most secure 
environment to be found in the industry.
(See advertisement on p. 95)

Virginia

Newport News/Norfolk/
Virginia Beach
Continental Research Associates, Inc.
Norfolk, VA 
Ph. 757-489-4887 
continentalresearch@verizon.net
http://www.continentalresearch.biz
Nanci A. Glassman, President
14-10-14-14

Issues and Answers Network, Inc.
Global Marketing Research
Virginia Beach, VA 
Ph. 757-456-1100 or 800-23-ISSUE
clindemann@issans.com
http://www.issans.com
400-400-400-400

Roanoke
Issues and Answers Network, Inc. (Br.)
Global Marketing Research
Grundy, VA 
Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com
http://www.issans.com
Peter McGuinness, President
85-85-85-85
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises
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Advantage Research, Inc.
Germantown, WI 
Ph. 262-502-7000 or 877-477-7001
ssegrin@advantageresearchinc.com
http://www.advantageresearchinc.com
Scott Segrin, Vice President
50-50-50-50

The Dieringer Research Group, Inc.
Brookfield, WI 
Ph. 262-432-5200 or 888-432-5220
sales@thedrg.com
http://www.thedrg.com/quirks
Bob Fichtner, V.P./Director of Bus Dev.
50-50-50-50

Lein/Spiegelhoff, Inc.
Brookfield, WI 
Ph. 262-797-4320 
info@lein-spiegelhoff.com
http://www.lein-spiegelhoff.com
Chuck Spiegelhoff, President
50-40-50-50

Management Decisions, Inc.
Milwaukee, WI 
Ph. 414-774-0623 
info@managementdecisionsinc.com
http://www.managementdecisionsinc.com
Lesa Bunce, President
40-30-40-40

Market Probe, Inc.
Milwaukee, WI 
Ph. 414-778-6000 
usa@marketprobe.com
http://www.marketprobe.com
155-155-155-155

Mazur/Zachow, Inc.
Brookfield, WI 
Ph. 262-938-9244 
michelec@mazurzachow.com
http://www.mazurzachow.com
Michele Conway, President
15-0-0-0

Wyoming

Cheyenne
Aspen Media and Market Research (Br.)
Cheyenne, WY 
Ph. 307-214-0011 
tcowhig@aspeninformation.com
http://www.aspeninformation.com
Trey Cowhig, V.P. Marketing
50-50-50-50

Laramie
Wyoming Call Center
Greybull, WY 
Ph. 307-765-5101 or 307-765-5122
bburbridge@wyomingcallcenter.com
http://www.wyomingcallcenter.com
Barbara Burbridge, Owner
38-20-38-38

Madison

Chamberlain Research Consultants, Inc.
Madison, WI 
Ph. 608-246-3010 
Jpicard@crcwis.com
http://www.chamberlainresearch.com
Jim Picard, Dir. of Strategic Development
80-80-80-80

GKA Research
formerly Gene Kroupa and Associates
Madison, WI 
Ph. 608-231-2250 
abarnard@gkaresearch.com
http://www.gkaresearch.com
40-40-40-40

Wisconsin

Green Bay/Appleton
Leede Research Group, Inc.
Manitowoc, WI 
Ph. 920-482-1417 
Jim@Leede.com
http://www.Leede.com
Jim DeZeeuw, Vice President
35-35-35-35

Matousek & Associates, Inc.
(formerly Wisconsin Research, Inc.)
Green Bay, WI 
Ph. 920-436-4647 
tamatousek@aol.com
http://www.matousekandassociates.com
Kathy Fischer
15-15-15-0

TMG Field Research
The Martec Group - Green Bay
Green Bay, WI 
Ph. 920-494-1812 or 888-811-5755
linda.segersin@martecgroup.com
http://www.martecgreenbay.com
Linda Segersin, General Manager
38-38-38-0
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British Columbia

Vancouver
Mustel Group Market Research
Vancouver, BC 
Canada
Ph. 604-733-4213 
general@mustelgroup.com
http://www.mustelgroup.com
Phil Giborski, Operations Manager
35-35-35-35

NRG Research Group
Vancouver, BC 
Canada
Ph. 604-681-0381 or 800-301-7655
nrg_van@nrgresearchgroup.com
http://www.nrgresearchgroup.com
Adam Di Paula, Sr. Vice President
10-10-10-10

Synovate
Vancouver, BC 
Canada
Ph. 604-664-2400 
manpreet.guttman@synovate.com
http://www.synovate.com
Manpreet Guttman
32-32-32-32

Manitoba

Winnipeg
Dimark Research Inc.
Winnipeg, MB 
Canada
Ph. 204-987-1950 
fabio@dimark.ca
http://www.dimarkresearch.com
Fabio Espsito, President
75-75-75-0

kisquared
Winnipeg, MB 
Canada
Ph. 204-989-8002 
ki2@kisquared.com
http://www.kisquared.com
28-28-28-0

NRG Research Group
Winnipeg, MB 
Canada
Ph. 204-989-8999 or 800-301-7655
nrg_wpg@nrgresearchgroup.com
http://www.nrgresearchgroup.com
Andrew Enns, Sr. Vice President
130-130-130-130

Nova Scotia

Halifax
Blue Ocean Contact Centers
Halifax, NS 
Canada
Ph. 902-722-3300 
info@blueocean.ca
http://www.blueocean.ca
Andrew O’Brien
400-400-400-400

West Coast Field Services
Applecross, WA 
Australia
Ph. 61-8-9316-3366 
sandra@wcfs.com.au
http://www.wcfs.com.au
Sandra Simpson, Field Operations Manager
39-27-39-0

Austria

TRICONSULT Wirtschaftsanalytische Forschung
Vienna
Austria
Ph. 43-1-408-49-31-0 
office@triconsult.at
http://www.triconsult.at
28-28-28-28

Belgium

Significant GfK nv
Heverlee
Belgium
Ph. 32-16-74-24-24 
info@significant.be
http://www.significantgfk.be
60-60-60-60

Brazil

ABACO Marketing Research, Ltd.
Sao Paulo
Brazil
Ph. 55-11-3262-3300 or 775-320-7725 (U.S.)
Abaco@AbacoResearch.com
http://www.AbacoResearch.com
Alan Grabowsky, President
26-26-26-26

EP-Escritorio de Pesquisa Eugenia Paesani S/C Ltda
Sao Paulo
Brazil
Ph. 55-11-3214-2525 
barbara.corrales@eppesq.com.br
http://www.eppesq.com.br
24-24-24-24

Fine Research S.R.L.
Consolacao, Sao Paulo
Brazil
Ph. 54-11-3256-1626 
field-la@fine-research.com
http://www.fine-research.com
Diego Casaravilla, Director
20-20-20-5

Canada

Alberta

Calgary
Call-Us Info, Inc.
Calgary, AB 
Canada
Ph. 888-244-7862 or 403-313-7858
cruben@call-us-info.com
http://www.call-us-info.com
Connie Ruben, President
250-250-250-250

International

Argentina

Fine Research S.R.L.
Ciudad De Buenos Aires
Argentina
Ph. 54-11-4896-4180 
field-la@fine-research.com
http://www.fine-research.com
Diego Casaravilla, Director
12-12-12-12

Ifop Asecom Latin America S.A.
C043AATBuenos Aires
Argentina
Ph. 54-11-4393-2229 
research@ifoplatam.com.ar
http://www.ifop.com.latinamerica
Marcelo Stefoni, General Manager
36-36-36-0

Rosenthal Research - Argentina Branch
Buenos Aires
Argentina
Ph. 34 93 506 6006 
jan_flechsig@rosenthal-research.com
http://www.rosenthal-research.com
Jan Flechsig, Director
20-20-20-0

Australia

DBM Consultants Pty Ltd
Hawthorn, VIC 
Australia
Ph. 61-3-9819-1555 
dbm@dbmcons.com.au
http://www.dbmcons.com.au
50-50-50-50

New Focus Research - Adelaide
Marden (Adelaide), SA 
Australia
Ph. 61-8-7224-6800 
admin@newfocus.com.au
http://www.newfocus.com.au
Jennie Folland, Field Manager
23-23-23-0

Pulse Group
Sydney, NSW 
Australia
Ph. 61-2-9006-1685 
info@pulse-group.com
http://www.pulse-group.com
Bob Chua, CEO
22-22-22-22

The Pulse Group is a first-class research process out-
sourcing (RPO) company, built exclusively to serve the 
market intelligence industry globally. Its products and 
services include Planet Pulse - an online community of 
survey respondents throughout Asia-Pacific and Middle 
East, online data collection, survey programming, data 
processing and analysis, professional MR translations, 
qualitative and focus group. Planet Pulse is Asia’s premier 
online panel with panelists spanning across 20 countries 
throughout Asia-Pacific and Middle East. Its panelists are 
extensively profiled as both a B2C as well as B2B panel. 
All panels are recruited in native languages and double-opt 
through its recruitment portal www.planet-pulse.com.
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Consumer Contact
Toronto, ON 
Canada
Ph. 800-461-3924 or 416-493-6111
info@consumercontact.com
http://www.consumercontact.com
Gord Ripley, Vice President Client Services
450-450-450-450

Consumer Contact is a leader in customer satisfaction 
and loyalty tracking, conducting over 1 million customer 
satisfaction interviews a year. We are driven by a passion 
for data quality based on 38 years of experience. Consumer 
Contact has the well-earned reputation as being the data 
collection partner who can handle the largest, most com-
plex research projects. We have 450 CATI stations across 
five Canadian-based call centers. Our innovative reporting 
tools include question-based Digital Voice Recording that 
allows us to record, monitor and play back our CATI inter-
views at the question level.

Consumer Vision Ltd.
Toronto, ON 
Canada
Ph. 416-967-1596 or 866-967-1596
info@consumervision.ca
http://www.consumervision.ca
Kristi Turnbull, Vice-President
62-0-62-0

Located in the heart of downtown Toronto, Consumer 
Vision has been providing qualitative and quantitative field 
management services for more than a decade to clients 
across Canada and the United States. We operate 7 state-
of-the-art focus group facilities and our own in-house 
recruiting and quantitative telephone survey centre. We 
have Canada’s largest recruiting database for capturing 
those tough to reach consumers and professionals in sec-
tors spanning packaged goods and financial services to 
more difficult to reach small business people, physicians 
and health care professionals.

Forum Research, Inc.
Access Research Inc.
Toronto, ON 
Canada
Ph. 416-960-9600 or 416-960-9603
lbozinoff@forumresearch.com
http://www.forumresearch.com
Lorne Bozinoff, President
120-120-120-120

Hay Research International
(formerly Burwell Hay)
Toronto, ON 
Canada
Ph. 416-422-2000 
ahay@hayresearch.com
http://www.hayresearch.com
50-50-50-50

IFOP-North America
Toronto, ON 
Canada
Ph. 416-964-9222 
solutions@ifopna.com
http://www.ifop.com
John Ball, COO
65-50-65-20

Karom Group of Companies
Toronto, ON 
Canada
Ph. 416-489-4146 
karom@karomgroup.com
http://www.karomgroup.com
10-10-10-10

Opinion Search Inc.
Ottawa, ON 
Canada
Ph. 800-363-4229 or 613-230-9109
info@opinionsearch.com
http://www.opinionsearch.com
Janette Niwa, V.P. Client Services
145-145-145-145

Opinion Search Inc. has 275 CATI stations across our two 
state-of-the-art call centers, offering CATI, online and 
mixed method surveying. For online, we have a proprietary 
Canadian panel, can source targeted or international 
sample, or we can use your lists. We have focus group 
facilities in Canada and conduct database, random and list 
recruiting. We’re truly a one-stop shop, offering sampling, 
coding and cross-tabulation as well. Our dataCAP allows 
clients to monitor the progress of their CATI, online and 
recruit data collection via a secure Internet portal live as 
it’s collected.
(See advertisement on p. 23)

PricewaterhouseCoopers, LLP
Ottawa, ON 
Canada
Ph. 613-237-3702 
info@ca.pwc.com
http://www.pwc.com
65-65-65-65

Toronto
Acrobat Research
Mississauga, ON 
Canada
Ph. 416-503-4343 
info@acrobat-research.com
http://www.acrobat-research.com
Jeff Kish
250-250-250-250

BBM Analytics
A subsidiary of BBM Canada
Toronto, ON 
Canada
Ph. 416-445-8881 
dpeirce@bbm.ca
http://www.bbmanalytics.ca
Diane Peirce
250-250-250-250

Canadian Viewpoint, Inc.
Richmond Hill, ON 
Canada
Ph. 905-770-1770 or 888-770-1770
info@canview.com
http://www.canview.com
Alan Boucquey, V.P. Operations
60-48-60-48

KLJ Field Services Inc.
Windsor, NS 
Canada
Ph. 902-798-2035 or 866-539-3827
bids@kljfieldservices.com
http://www.kljfieldservices.com
Stephanie Small
56-56-56-48

Ontario

London
Market Strategies, Inc. (Br.)
London, ON 
Canada
Ph. 519-646-2969 or 888-227-9977
info@marketstrategies.com
http://www.marketstrategies.com
Tim Wirtz
108-108-108-108

Ottawa
Ekos Research Associates, Inc.
Ottawa, ON 
Canada
Ph. 613-235-7215 
pobox@ekos.com
http://www.ekos.com
75-75-75-75

Elemental Data Collection, Inc.
Ottawa, ON 
Canada
Ph. 613-667-9352 
info@elementaldci.com
http://www.elementaldci.com
Colin Kiviaho, Partner
70-70-70-70

Elemental Data Collection provides a full range of field 
services including: CATI interviewing, online surveys, elite 
B2B, remote monitoring, multilingual capabilities, mail/data 
entry, coding and tabulation services. We are an indepen-
dently-owned and -operated company. As your research 
partner, we ensure high-quality data and fast, responsive 
service at affordable prices. Working with you to ensure 
your success…it’s in our nature!
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Chile

Fine Research The LatAm Field Company
Santiago
Chile
Ph. 54-11-4896-4180 
field-la@fine-research.com
http://www.fine-research.com
Diego Casaravilla, Director
10-10-10-10

China

CharColn Consulting Co., Ltd.
Shanghai
China
Ph. 86-21-6100-9400 
info@charcoln.com
http://www.charcoln.com
100-100-100-100

Marcom-China.com Company Ltd.
Shanghai
China
Ph. 86-21-5100-3580 
info@marcom-china.com
http://www.marcom-china.com
Jenny Zhang
60-60-60-60

Marcom-China offers quantitative and qualitative research 
and fieldwork services to clients since 1999. Analysis 
methods includes multivariate technique, focus group 
projective technique, and advanced tabulations with rim 
weighting. With our wholly owned Marcom-HongKong.
com, we offer CATI and Web-based interview services in 
China, Hong Kong, Taiwan, Korea and Japanese using 
native speakers. All CATI stations have broadband internet 
connection with VPN technology for uninterrupted online 
interviews using client’s portal. Marcom is particularly 
strong in B2B C-level interviews using telephone/CATI.

Colombia

Centro Nacional de Consultoria
Bogota
Colombia
Ph. 57-1-339-4888 
cnc@cable.net.co
http://www.centronacionaldeconsultoria.com
Carlos Lemoine, Manager
180-40-180-0

YanHaas
Bogota
Colombia
Ph. 57-1-232-8666 or 57-1-288-7027
contacto@yanhaas.com
http://www.yanhaas.com
Mery Helen Arias
66-44-66-66

Denmark

ACNielsen Denmark A/S
Hellerup
Denmark
Ph. 45-35-43-35-43 
office@acnielsen.aim.dk
http://www.acnielsen.aim.dk
80-80-80-80

Quebec

Montreal
Ad Hoc Research
Montreal, QC 
Canada
Ph. 514-937-4040 ext. 175 or 877-937-4040
reservation@adhoc-research.com
http://www.adhoc-research.com
Amelie Baillargeon, Field Director
65-65-65-65

CROP inc.
Montreal, QC 
Canada
Ph. 514-849-8086 
info@crop.ca
http://www.crop.ca
70-70-70-70

Opinion Search Inc. (Br.)
Montreal, QC 
Canada
Ph. 800-363-4229 or 514-288-0199
info@opinionsearch.com
http://www.opinionsearch.com
Steve McDonald, National Field Director
130-130-130-130

Opinion Search Inc. has 275 CATI stations across our two 
state-of-the-art call centers, offering CATI, online and 
mixed method surveying. For online, we have a proprietary 
Canadian panel, can source targeted or international 
sample, or we can use your lists. We have focus group 
facilities in Canada and conduct database, random and list 
recruiting. We’re truly a one-stop-shop, offering sampling, 
coding and cross-tabulation as well. Our dataCAP allows 
clients to monitor the progress of their CATI, online and 
recruit data collection via a secure Internet portal live as 
it’s collected.
(See advertisement on p. 23)

Opinion-Impact, Inc.
Montreal, QC 
Canada
Ph. 514-278-5699 
n.papineau-couture@opinion-impact.com
Nadia Papineau-Couture
28-28-28-28

Synovate
Montreal, QC 
Canada
Ph. 514-875-7570 
may.tse@synovate.com
http://www.synovate.com
May Tse
52-52-52-52

Saskatchewan

Saskatoon
Insightrix Research Services
Saskatoon, SK 
Canada
Ph. 306-657-5640 or 866-888-5640
sales@insightrix.com
http://www.insightrix.com
Tyler Hildebrand
57-57-57-57

Market Probe Canada
Toronto, ON 
Canada
Ph. 416-487-4144 
canada@marketprobe.com
http://www.marketprobe.com
Gordon Kidd, Director of Operations
120-120-120-120

Metroline Research Group, Inc.
Kitchener, ON 
Canada
Ph. 800-827-0676 or 519-584-7700
info@metroline.ca
http://www.metroline.ca
Dave Kains, CMRP, Partner
20-10-10-0

Millward Brown Canada
Toronto, ON 
Canada
Ph. 416-221-9200 
info@ca.millwardbrown.com
http://www.millwardbrown.com
Todd Gillam
250-250-250-250

National Response
Toronto, ON 
Canada
Ph. 416-422-2204 
info@nationalresponse.ca
http://www.nationalresponse.ca
Hugh Olley, Manager Field Ops.
50-50-50-50

R.I.S. Christie - The Data Collection Company
Toronto, ON 
Canada
Ph. 416-778-8890 
generalinfo@rischristie.com
http://www.rischristie.com
Olga Friedlander, President
30-25-25-25

Research House, Inc.
Toronto, ON 
Canada
Ph. 416-488-2328 or 800-701-3137
info@research-house.ca
http://www.research-house.ca
Graham Loughton, V.P. & General Manager
150-123-150-123

Telepoll Canada Inc.
Toronto, ON 
Canada
Ph. 416-977-0608 ext. 222 
cschmakies@telepoll.net
http://www.telepoll.net
Christine Schmakies
40-40-40-40

Walker Information Canada
Toronto, ON 
Canada
Ph. 416-386-2149 
solutions@walkerinfo.com
http://www.walkerinfo.com
Louie Mosca
136-136-136-136
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises
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Hamburg
Germany
Ph. 49-40-2987-60 
kontakt@gdp-group.com
http://www.gdp-group.com
260-260-260-260

IMR - Institute for Marketing Research
Frankfurt
Germany
Ph. 49-69-297-207-14 
markus.schaub@imr-frankfurt.de
http://www.imr-frankfurt.de
70-70-70-0

infas TTR GmbH
Frankfurt
Germany
Ph. 49-69-96246-0 
info@infas-ttr.com
http://www.ttr-group.de
30-30-30-30

Kramer Marktforschung GmbH
Munster
Germany
Ph. 49-251-20800-140 
info@kraemer-germany.com
http://www.kraemer-germany.com
Sebastian Lohmann, Managing Director
140-140-140-0

Link Institut fur Markt- und Sozialforschung
Frankfurt/Main
Germany
Ph. 49-69-94540-0 or 49-69-94540-728
info@link-institut.de
http://www.link-institut.de
Thomas Gleissner
150-150-150-0

MR&S Market Research & Services GmbH
Oberusel
Germany
Ph. 6171-20782-40 
info@mr-s.com
http://www.mr-s.com
Thomas Aragones, Managing Director
30-30-5-5

PhoneResearch KG
Hamburg
Germany
Ph. 49-40-611655-0 
mail@phoneresearch.de
http://www.phoneresearch.de
170-170-170-0

Schmiedl Marktforschung GmbH
Munich
Germany
Ph. 49-89-231810-100 
info@schmiedl-munich.de
http://www.schmiedl-munich.de
Stephan Schmid, Managing Director
60-60-14-14

Valid Research
Bielefeld
Germany
Ph. 49-521-96591-0 
info@validresearch.com
http://www.validresearch.com
Harald Blacha, Managing Director
60-60-60-60

I.E.S. Information Europe Services-Phoneme
Paris
France
Ph. 33-1-42-62-42-18 
phoneme@ieseurope.com
http://www.ieseurope.com
40-40-40-40

La Maison Du Test
Paris
France
Ph. 33-1-73-02-69-69 
info@lamaisondutest.com
http://www.lamaisondutest.com
Malmanche Christophe, General Manager
30-24-24-0

MV2 Conseil
Montrouge, Paris
France
Ph. 33-1-46-73-31-31 or 33-1-46-73-31-86
info@mv2group.com
http://www.mv2group.com
Christian de Balincourt, Director
510-510-510-510

Germany
abs Marktforschung
Abele und Strohle OHG
Ulm
Germany
Ph. 49-731-4001-0 
hallo@abs-marktforschung.de
http://www.abs-marktforschung.de
Stefan Stroehle, Managing Director
80-80-80-80

ASKi International Market Research
Hamburg
Germany
Ph. 435-654-3639 (U.S.) or 49-40-3256710
kd@aski.de
http://www.askius.com
Kirsten Dietrich
100-100-100-0

CSI International
Dortmund
Germany
Ph. 49-231-54505-0 
henning.eichholz@csi-international.de
http://www.csi-international.de
85-85-85-85

ENIGMA GmbH
Medien-und Marketingforschung GmbH
Wiesbaden
Germany
Ph. 49-611-999-600 
mail@enigma-gfk.de
http://www.engima-gfk.de
Thomas Pauschert, Managing Director
130-130-130-130

forsa GmbH
Berlin
Germany
Ph. 49-30-62882-0 
info@forsa.de
http://www.forsa.de
Corina Frahn
180-180-180-180

Berent Aps
Copenhagen S
Denmark
Ph. 45-32-64-12-00 
info@berent.dk
http://www.berent.dk
40-40-40-40

Dominican Republic

MarkPro Research Corporation
Santo Domingo
Santo Domingo
Dominican Republic
Ph. 809-967-1491 or 809-290-5607
Johnrodriguez@markproresearch.com
http://www.markproresearch.com
100-100-50-100

France

COHESIUM (Br.)
Tours
France
Ph. 33-2-47-52-75-28 
phorovitz@cohesium.com
http://www.cohesium.com
Philippe Horovitz, Head of Research
35-35-35-0

CSA-TMO Group
Paris Cedex 2
France
Ph. 33-1-44-49-44-00 
claude.suquet@csa-fr.com
http://www.csa-fr.com
Jean Oddou, Managing Director
120-120-120-0

Efficience 3
Reims, Cedex
France
Ph. 33-3-26-79-75-89 
marie.l@efficience3.com
http://www.efficience3.com
Chloe Vignon, Int’l Research Manager
50-50-50-0

Focus World Europe
Paris
France
Ph. 732-946-0100 (U.S.) 
paulette@focusworldint.com
http://www.focusworldinternational.com
Paulette Eichenholtz, President
50-18-50-50

GMV Conseil
Paris
France
Ph. 33-1-55-25-50-00 
gmv-conseil@gmv-conseil.fr
http://www.gmv-conseil.fr
Eric Fournier, Managing Director
15-15-15-15
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MORI Ireland
Dublin
Ireland
Ph. 353-1-632-6000 
tarik.laher@ipsos-mori.com
http://www.ipsos-mori.com
Eamonn Tracey
25-25-25-0

Italy

Experian Marketing Services
Milan
Italy
Ph. 39-06-72-42-21 
marco.vecchiotti@experian.it
http://www.experian.it
450-450-450-450

Inter@ctive Market Research srl
Naples
Italy
Ph. 39-081-22-92-473 
info@imrgroup.com
http://www.imrgroup.com
Maurizio Pucci
15-15-15-8

Medi-Pragma S.r.l.
Rome
Italy
Ph. 39-06-84-55-51 
info@medipragma.com
http://www.medipragma.com
Dr. Michelle Corsaro, General Manager
60-60-60-60

Mesomark Group Srl
Rome
Italy
Ph. 39-06-97-99-34-00 
info@mesomark.it
http://www.mesomark.it
Barbara Di Giannatale
24-24-24-0

Malaysia

Kadence Malaysia
Kuala Lumpur
Malaysia
Ph. 6 03 2267 7233 
rfoo@kadence.com
http://www.kadence.com
Ronald Foo, Account Director
25-25-25-25

Pulse Group
Kuala Lumpur
Malaysia
Ph. 603-2167-6666 
info@pulse-group.com
http://www.pulse-group.com
Bob Chua, CEO
62-62-62-62

The Pulse Group is a first-class research process out-
sourcing (RPO) company, built exclusively to serve the 
market intelligence industry globally. Its products and 
services include Planet Pulse - an online community of 
survey respondents throughout Asia-Pacific and Middle 
East, online data collection, survey programming, data 
processing and analysis, professional MR translations and 
qualitative research. Please visit www.pulse-group.com for 
more information.

Impetus Research Pvt. Ltd.
New Delhi
India
Ph. 91-11-4608-7975 
quotes@impetus-research.com
http://www.impetus-research.com
Ankur Aggarwal, Director Client Services
20-15-20-0

Impetus Research Pvt. Ltd. (Br.)
Ahmedabad
India
Ph. 91-11-4680-7975 
quotes@impetus-research.com
http://www.impetus-research.com
Ankur Aggarwal, Director Client Services
120-120-120-80

Kadence Research India Pvt.
New Delhi
India
Ph. 91-11-4556-8400 
amakkar@kadence.com
http://www.kadence.com
Aman Makkar, M.D.
50-50-50-50

Majestic Market Research Support Services Ltd.
Mumbai, Maharashtra
India
Ph. 91-22-24443947 
info@mmrss.com
http://www.mmrss.com
Raj Sharma
40-30-30-10

RNB Research: Fieldwork Specialist for India
New Delhi
India
Ph. 91-11-25461415 or 91-98-29217654
info@rnbresearch.com
http://www.rnbresearch.com
Pramod Q. Kumar, Bus. Dev. Manager
145-145-145-145

Indonesia

PT Kadence Indonesia
Jakarta Selatan
Indonesia
Ph. 62-21-3001-5990 
vthomas@kadence.com
http://www.kadence.com
10-10-10-10

Ireland

DataDirection
Dublin
Ireland
Ph. 353-1-864-3333 
info@datadirection.com
http://www.datadirection.com
Christina Fox
20-10-20-10

Millward Brown IMS
Dublin 
Ireland
Ph. 353-1-297-4500 
info@mbims.ie
http://www.mbims.ie
Margaret Hoctor
100-100-100-0

Greece

GfK Hellas Ltd.
Athens
Greece
Ph. 30-2-10-757-2600 
grinfo@gfk.com
http://www.gfk.gr
Anthony May, CEO
50-40-40-0

Hong Kong

Marcom-HongKong.com Company Ltd.
Hong Kong
Ph. 852-8176-0933 
info@marcom-hongkong.com
http://www.marcom-hongkong.com
KC Wong
30-30-30-30

Since 1999, Marcom has delivered quantitative, qualitative 
and fieldwork research services across China and East 
Asia. Along with our parent company Marcom-China, we 
offer CATI and Web-based interview services across China, 
Hong Kong, Taiwan, Korea and Japan using experienced, 
native speakers. All CATI stations are equipped with VPN 
technology to guarantee uninterrupted online interviews 
using our client’s portals. Marcom is particularly strong in 
B2B C-level interviews using telephone/CATI.

Synovate - Asia Pacific Headquarters
Causeway Bay
Hong Kong
Ph. 852-2881-5388 
hongkong@synovate.com
http://www.synovate.com
83-83-0-0

India

Colwell & Salmon Communications, Inc. (Br.)
Noida, Uttar Pradesh
India
Ph. 91-120-258-9901 or 800-724-5318 (US)
sales@colwell-salmon.com
http://www.colwell-salmon.com
Durga Das
200-200-200-200

Cross-Tab Marketing Services (Br.)
Mumbai
India
Ph. 91-22-28443031 or 91-22-40682822
sales@cross-tab.com
http://www.cross-tab.com
Ashwin Mittal
120-120-120-20

Cross-Tab provides a full range of market research and 
analytics solutions to global clients. Our suite of services 
takes care of all operational and project management 
aspects of the market research business while our cli-
ents focus on research design, insights generation and 
consulting. Our services include: research operations 
management; data collection (online, CATI, panel and India 
fieldwork); market research process outsourcing (survey 
programming, data processing, reports and presentations, 
panel and field management) and extension teams (data 
analytics, secondary research, quality checks).
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises
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Custom Research Center, Inc.
Urb. San Francisco Rio Piedras, PR 
Puerto Rico
Ph. 787-764-6877 
parimalccrc@prtc.net
http://www.customresearchpr.com
20-20-20-20

Gaither International, Inc.
Santurce, PR 
Puerto Rico
Ph. 787-728-5757 
gaither@gaitherinternational.com
http://www.gaitherinternational.com
30-30-30-30

The Marketing Center
San Juan, PR 
Puerto Rico
Ph. 787-751-3532 
info@tmcgroup.net
http://www.tmcgroup.net
20-20-5-5

SKA Division of Mediafax, Inc.
San Juan, PR 
Puerto Rico
Ph. 787-721-1101 
sklapper@ska-pr.com
http://www.ska-pr.com
Stanford Klapper, President & COO
6-6-6-6

Romania

Future Marketing
Bucharest
Romania
Ph. 40 21 231 7838 
office@futuremarketing.ro
http://www.futuremarketing.ro
20-0-0-0

Russia

Analytics - Russia
Moscow
Russia
Ph. 7-495-223-0040 
analytics@edunet.ru
http://www.analytics.ru
Sergei Sibirtsev, General Director
120-120-120-120

WorkLine Research
Moscow
Russia
Ph. 7 812 702 3302 or 7 495 221 0401
arestova@workline.ru
www.workline.ru
Maria Arestova
35-35-35-35

Singapore

Joshua Research Consultants Pte Ltd
Singapore
Singapore
Ph. 65-6227-2728 
info@joshuaresearch.com
http://www.joshuaresearch.com
Alan Tay, Director, Business Development
20-20-20-0

Intomart Gfk bv
Hilversum
Netherlands
Ph. 31-35-625-84-11 
info@intomartgfk.nl
http://www.intomartgfk.nl
Leendert van Meerem, General Manager
140-140-140-140

M4 Marktonderzoek bv
Tilburg
Netherlands
Ph. 31-134-64-99-77 
info@m4marktonderzoek.nl
http://www.m4marktonderzoek.nl
120-120-120-120

MSI-ACI Europe BV
(an MSI International Company)
Amsterdam
Netherlands
Ph. 31-0-20-715-9503 
rtiesselinck@msi-aci.com
http://www.msi-aci.com
Marc Retrae, Call Center Manager
40-40-40-40

Team Vier b.v.
Amstelveen
Netherlands
Ph. 31-20-645-53-55 
info@teamvier.nl
http://www.teamvier.nl
Trevor Wilson
35-35-35-35

TNS NIPO
Amsterdam
Netherlands
Ph. 31-20-522-54-44 
info@tns-nipo.com
http://www.tns-nipo.com
300-300-300-300

Norway

Fieldwork International AS
Oslo
Norway
Ph. 47-22-95-46-00 
info.norway@fieldworkinternational.com
http://www.fieldworkinternational.com
Oddrun Hole
132-132-132-0

Research International AS
Oslo
Norway
Ph. 47-22-00-47-00 
info.no@research-int.com
http://www.research-int.com
5-5-5-5

Philippines

Convergys Global Consulting Services
Makati City, Manila
Philippines
Ph. 800-344-3000 
marketing@convergys.com
http://www.convergys.com
Kathy Renaker, Dir. Mkt. Rsch. Outsourcing
103-103-103-103

Portugal

GfK METRIS
Lisbon
Portugal
Ph. 351-21-000-02-00 
info@metris.gfk.pt
http://www.metris.gfk.pt
Mafalda Brasil
50-50-50-50

Mexico

EPI Marketing, S.A. de C.V.
Mexico City, DF 
Mexico
Ph. 52-55-8995-5191 or 646-472-5030 (U.S.)
info@epimarketing.net
http://www.epimarketing.net
Ricardo Escobedo, President
25-25-25-0

Fine Research The LatAm Field Company
Churubusco, Mexico
Mexico
Ph. 52-55-5659-5645 or 521-55-1730-9341
field-la@fine-research.com
http://www.fine-research.com
Diego Casaravilla, Director
15-15-15-15

Market Intelligence
Mexico City
Mexico
Ph. 52-55-2455-1500 
htavera@marketintelligence.com.mx
http://www.marketintelligence.com.mx
40-40-40-0

Pearson, S.A. de C.V.
Mexico, DF 
Mexico
Ph. 52-55-5531-5560 or 52-55-5531-5324
pearson@pearson-research.com
http://www.pearson-research.com
Manuel Barberena, CEO
80-80-80-80

Survey Investigacion Y Estudios de Mercado, S.A.
Mexico City, DF 
Mexico
Ph. 52-5659-9570 
sclient@surveyinvestigacion.com.mx
http://www.surveyinvestigacion.com.mx
8-8-8-8

The Netherlands

Desan Research Solutions
DG Amsterdam
Netherlands
Ph. 31-20-620-15-89 
info@desan.nl
http://www.desan.nl
50-50-50-50

FieldWorld BV
Leusden
Netherlands
Ph. 31-85-2010000 
info@fieldworld.com
http://www.fieldworld.com
60-60-60-60

Global Data Collection Company (GDCC)
Rotterdam
Netherlands
Ph. 31-10-300-3003 
sanne.krom@gdcc.com
http://www.gdcc.com
180-180-180-180
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Harris Interactive (London)
Brentford
United Kingdom
Ph. 44-20-8263-5200 
info-uk@harrisinteractive.com
http://www.harrisinteractive.com/europe
Claire Jones
150-150-150-0

ICM Direct
Camden
United Kingdom
Ph. 44-20-7428-7870 
patrickd@icm-direct.com
http://www.icm-direct.com
Patrick Diamond
290-290-290-290

Ipsos International CatiCentre
(Ipsos UK)
Harrow, Middlesex
United Kingdom
Ph. 44-20-8861-8000 
tony.harper@ipsos.com
http://www.ipsos-mori.com
Robert Kirby, Telephone Research Director
401-401-220-220

Ipsos MORI ICC
(International CatiCentre)
London
United Kingdom
Ph. 44-20-7347-3000 
mori@mori.com
http://www.mori.com
401-401-401-220

J R A Research
Nottingham
United Kingdom
Ph. 44-771-415-4705 or 44-115-910-5775
paul@jraresearch.com
http://www.jraresearch.com
Paul Summers, Director
45-45-45-45

Kadence UK
London
United Kingdom
Ph. 44-208-246-5400 
severard@kadence.com
http://www.kadence.com
Simon Everard, Managing Director
60-60-60-60

Kudos Research
London
United Kingdom
Ph. 44-20-7490-7888 
info@kudosresearch.com
http://www.kudosresearch.com
Elisio Mele
80-80-80-80

Kudos Research is your partner for high-quality interna-
tional CATI and multi mode data collection. We interview 
in over 62 countries, in all major world languages, using 
native-language speakers. Centralized project management 
provides you the highest levels of consistency, applied 
learning and harmonization of processes. Our CATI software 
allows integration of online and telephone interviewing and 
CATI/Web switching. With IQCS and 20252 accreditation, 
we operate 24/7 from our 80 station telephone unit in 
central London, England. Contact Chris Smith at csmith@
kudosresearch.com or see www.kudosresearch.com.

Intervjubolaget - IMRI AB
Harnosand
Sweden
Ph. 46-611-34-97-20 
info@ibimri.se
http://www.ibimri.se
130-130-130-130

Research RBM
Malmo
Sweden
Ph. 46-40-699-80-70 
goran.lilja@rbmab.se
http://www.rbmab.se
Goran Lilja, Director
20-20-20-20

Taiwan

Opinion Research Taiwan
Taipei
Taiwan
Ph. 886-2-2509-6438 
kevinmeyer@ort.com.tw
http://www.opinionresearchtaiwan.com
Kevin Meyer
20-0-20-0

United Kingdom

all global
London
United Kingdom
Ph. 44-20-7729-1400 
clientservices@allgloballtd.com
http://www.allgloballtd.com
Terence McCarron, EVP Global Bus. Development
70-70-70-70

All Global specializes in international medical and health 
care data collection. With 70 telephone interviewer sta-
tions, we are experienced in managing large, complex, 
multi-country studies across the globe. We have conducted 
interviews with all types of physicians, health care pro-
fessionals and patients in more than 50 countries. Our 
interviewers and recruiters, all based in London, are all 
native speakers who specialize in medical research and 
who are very familiar with the health care culture of their 
own country.

B2B International Ltd.
Stockport, Manchester
United Kingdom
Ph. 44-161-440-6000 
info@b2binternational.com
http://www.b2binternational.com
Peter Mullarkey
60-55-60-0

Facts International Ltd.
Ashford, Kent
United Kingdom
Ph. 44-123-363-7000 or 800-1695343
facts@facts.uk.com
http://www.facts.uk.com
Nick Lamb, Chairman
80-80-80-80

FDS International Ltd.
London
United Kingdom
Ph. 44-20-7272-7766 
enquiries@fds.co.uk
http://www.fds.co.uk
80-80-80-80

Kadence Asia Pacific
Singapore
Singapore
Ph. 65-6372-8710 
plee@kadence.com
http://www.kadence.com
Piers Lee, Managing Director
30-30-30-30

South Korea

Synovate
Seoul
South Korea
Ph. 82-2-741-3091 
korea@synovate.com
http://www.synovate.com
40-40-0-0

Spain

Castello Veintitres, S.L.
Madrid
Spain
Ph. 34 91 435 99 85 
international@salascastello23.com
http://www.salascastello23.com
12-12-0-0

Rosenthal Research
Barcelona
Spain
Ph. 34 93 506 6006 
jan_flechsig@rosenthal-research.com
http://www.rosenthal-research.com
Jan Flechsig, Director
70-70-70-0

Synovate
Madrid
Spain
Ph. 34-91-837-93-00 
enrique.domingo@synovate.com
http://www.synovate.com
Susanne Ball, International Unit Manager
65-65-65-0

TNS Spain
Barcelona
Spain
Ph. 34-93-581-94-00 
info.es@tns-global.com
http://www.tns-global.es
Maria Traver
340-340-340-340

TNS Spain (Madrid)
Madrid
Spain
Ph. 34-91-432-87-00 
info.es@tns-global.com
http://www.tns-global.es
Maria Traver
340-340-340-340

Sweden

Furst Scandinavian Research AB
Sollentuna
Sweden
Ph. 46-8-21-59-59 
info@frs.se
http://www.fsr.se
40-40-40-0
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1. STATIONS - No. of interviewing stations at this location
2. CATI - No. of stations using computer-aided interviewing
3. ON-SITE - No. of stations which can be monitored on-site
4. OFF-PREMISES- No. of stations which can be 
                        monitored off-premises

Codes - (e.g. 25-10-25-10)
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ry RSM - Research Support & Marketing

London
United Kingdom
Ph. 44-20-7403-3322 
research@rsm1.com
http://www.rsm1.com
Rick Dent, Partner
80-80-80-80

WorldOne Research
London
United Kingdom
Ph. 44-20-7252-1118 
dfedele@w1-research.com
http://www.w1-research.com
Douglas Fedele, Director
160-160-160-160

WorldOne Research is a global fieldwork agency specialis-
ing in health care and technology, using a full range of 
methodologies, both qual and quant, throughout Europe, 
The Americas and Asia. Two international call centres 
feature 160 state-of-the-art interviewer Web-enabled sta-
tions, and serve as the backbone of WorldOne’s market 
leading Global Healthcare Professional Panels of 350,000+ 
members, 100% telephone verified. Interviewing platforms 
also allow mixed CATI and online, offering a solution to 
recruiting difficult target audiences. Online services cover 
sample only, programming and hosting. Qual capabilities 
extend from traditional (both tele and in-person) to online, 
conducted by specialized moderators.

Perspective
London
United Kingdom
Ph. 44-20-8896-4400 
info@perspectivemr.co.uk
http://www.perspectivemr.co.uk
Richard Sheldrake, Managing Director
90-80-80-0

Perspective (Br.)
(Perspective Docklands)
London
United Kingdom
Ph. 44-20-7480-0530 
info@perspectivemr.co.uk
http://www.perspectivemr.co.uk
Richard Sheldrake, Managing Director
55-55-55-0

PH Research Services Ltd
Middleton, Manchester
United Kingdom
Ph. 44-0161-655-0800 
research@phresearch.com
http://www.phresearch.com
Paula Hoath
16-10-16-0

Plus Four Market Research
London
United Kingdom
Ph. 44-20-8254-4444 
info@plus4.co.uk
http://www.plus4.co.uk
Cara Allan
20-12-12-0

RONIN Corporation
London
United Kingdom
Ph. 44-20-7091-1400 
info@ronin.com
http://www.ronin.com/dc
Volker Balk, General Manager
150-150-150-150

Millward Brown Ulster
Belfast
United Kingdom
Ph. 44-2890-231060 
ask@uk.millwardbrown.com
http://www.ums-research.com
35-35-35-35

ORC Direct
London
United Kingdom
Ph. 44-20-7675-1000 
Nicola.Lamming@orc.co.uk
http://www.orcdirect.com
Nicola Lamming
100-100-100-0

ORC Direct offers a fast and flexible data collection service 
to market research agencies and consultancies across 
the world. Our dedicated account managers use their skill 
and expertise to ensure smooth running of all projects. 
Our central London telephone centre conducts interviews 
throughout the UK and Europe. With ORC telephone centres 
also in USA and Hong Kong, we have a totally global cover-
age on a single CATI platform, centrally managed by our 
London team.
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•  design and execution of an engag-
ing and consistent brand experience 
across all channels;

•  marketing that communicates the 
brand promise across all channels 
and showcases how the retailer’s 
offering and experiences enhance 
customers’ lifestyles.

Less tolerant
Beyond the down economy, the study 
says the main driver of the retail-
ing shakeout is a shift in the historic 
relationship between retailers and cus-
tomers over the past decade. Aware 
that there are abundant sources from 
which to buy products, consum-
ers are less tolerant of bad shopping 
experiences and can more easily avoid 
them by using the Web to determine 
where they should and shouldn’t shop 
- whether or not they make the pur-
chase online. Thus, as the report says, 
“Today’s consumers demand much 
more of the retailers they choose to 
deal with: products they can’t get 
anywhere else, the ability to shape 
those products to meet their needs, 

resonate with consumers and have 
also oriented their internal pro-
cesses to better respond to shifts 
in consumer demands and market 
realities.

“Competing on a Unique 
Offering and Distinctive 
Experience: The Rise of Act 
Vertical Retailers” explores how 
these firms marry a clear retail and 
brand strategy with competence in 
seven core capabilities:

•  use of market research to identify 
emerging customer needs; 

•  product design and development 
that balances creativity and com-
mercial appeal;

•  consumer testing that shapes the 
offerings and customer experiences;

•  sourcing relationships that acceler-
ate manufacturing but also delay 
key product decisions until the most 
advantageous time;

•  assortment, allocation and replenish 
ment that rapidly shifts products to 
places of greatest demand and maxi-
mized pricing;

Even before the advent of 
our current economic woes, 
a correction in the retailing 

industry seemed inevitable. From 
clothing to general merchandise, 
electronics to furniture, too many 
similar-seeming outlets were offer-
ing the same goods at roughly the 
same prices in the same way. But 
with an economy in overdrive and 
consumers feeling flush thanks to 
rising home values, there seemed 
to be enough business to go 
around for almost everyone.

No longer. Some firms, such as 
Circuit City, have ceased to exist 
while the vast majority of others 
are faced with the task of reevalu-
ating nearly everything they do.

A select few have been able 
to chart a different course. A 
report by Kurt Salmon Associates, 
a New York-based management 
consulting firm, details how com-
panies such as Apple, Recreational 
Equipment Inc. (REI), Trader 
Joe’s and Aeropostale have created 
product and service offerings that 

By Joseph Rydholm
Quirk’s editor

How the strong retailers 
are surviving

trade talk
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more product information and much different ways of inter-
acting with the retailer, i.e., the customer’s retail experience. 
Retailers that ignore this shift risk sliding into irrelevance 
with obsolete models.”

Do research differently 
Of course, the best way to stay in touch with custom-
ers, determine their needs and wants and understand 
how to forge a bond with them is through marketing 
research. Though just doing the research isn’t enough, 
says Cari Bunch, a partner at Kurt Salmon Associates 
who co-led the research study and report. “Part of the 
research side of this is that we need to do research dif-
ferently and use different types of research, so that that 
information becomes part of the decision process from 
beginning to end. The traditional research will still 
be very supportive but we have to find new ways to 
connect the research findings and quantification into 
processes in new ways,” she says.

Bunch isn’t advocating for one type of research 
over another - qualitative and quantitative both have 
their places. The key is for the researchers and analysts 
to help their internal clients make sense of the infor-
mation. “So many merchants get the research data and 
then don’t do anything with it, or they come up with 
all of the excuses why it’s wrong. Or they look at it 
and say it’s conflicting: ‘This group loves it and this 
group hates it so I just have to go with my gut’ and 
they just discount the interpretation.”

Not all of the research has to be of the formal, 
organized type, Bunch says. “The first thing compa-
nies need to do is go talk to their customers. Work the 
registers, go to a store, help a customer find something 
on a shelf. Get connected to them in a way that you 
haven’t before.”

Grassroots level 
While it’s key to have buy-in from those in the 
C-suite to get a company more customer- and 
innovation-focused, Bunch cites examples where 
departments within client firms have started the effort 
at the grassroots level. “I have seen functional areas 
in organizations that believe the company needs to 
be operating in a more customer-focused way, such 
as the store and channel teams, bring some of these 
tactics and concepts into their daily process and then 
to the executive team and that sometimes starts the 
momentum. It can’t change completely without the 
sponsorship across the organization but there are abso-
lutely things you can do within areas to elevate the 
thinking.”

Again, offering guidance on how to interpret and 
take action on the information is critical. “Just handing 
that information over to someone isn’t going to help 
support change. The missing piece is understanding 
what the processes are to add insights to the informa-
tion and help the company turn great data into great 
decisions.”

Readers can request a full copy of the report by 
e-mailing actvertical@kurtsalmon.com.  |Q
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Scientific research conducted between November 
2008 and January 2009 on 500 people from over 25 
countries may have opened the door to new product 
development and commercialization based on a percep-
tion of taste being directly linked to color and shape 
preferences. (page 6)

The market for kosher food is strong and growing in 
the U.S. Sales of kosher foods totaled $12.5 billion in 
2008, a 64 percent increase since 2003. (page 8)

If the message isn’t credible, if it doesn’t conform 
to the brand’s (or cause’s or platform’s) truth, it’s 
meaningless. The audience needs to believe who is 
saying it (e.g., the brand’s voice), what is being said 
and how it’s being said. (page 30)

It is probably no surprise that these speeders said 
they recognized fewer commercials. But the interest-
ing part is that they were more likely to come up 
with the correct name of the advertiser for the com-
mercials they did recognize. This suggests speeders 
don’t stop and agonize over commercials they were 
not sure of. (page 34)

Find a job, post a job
Quirks.com is the Web’s 
most active site for market-
ing research job openings. 
We currently list more than 
200 positions, down from 
a peak of over 700 just a 
year ago (what a differ-
ence a year makes!). While 
the economic landscape 
has certainly changed since 
then, one thing hasn’t: view-

ing and posting jobs on quirks.com is completely free of 
charge. Visit www.quirks.com/jobs.

Quirk’s adds Google Maps 
to online directories
We’ve just made locating 
a focus group facility a 
lot easier - literally. With 
the addition of Google 
Maps to all of our online 
directories, once you 
track down a firm or 
facility you are interested 
in, simply click on a link 
to see its exact location. 

The Quirk’s focus group facilities directory has an 
additional feature that allows you to map multiple 
locations on a single map so you can determine which 
facility is in the right location for your project. To 
check out the new mapping feature go to www.
quirks.com/directory/focusgroup.

Expand your horizons 
Attending market 
research events and 
Webinars is a great 
way to learn new skills 
and network within 
the industry, espe-
cially in this economy. 
Quirk’s calendar of 
events and Webinars 
lists over 40 hap-
penings from dozens of organizations. The calendar 
is searchable by organization, topic, date or keyword. 
Take a trip to www.quirks.com/events.

before you go…

>>>
A collection of books from 

Paramount Market Publishing 
– a $100 value

 
>  Using Choice Modeling to 

Supercharge Your Business

>  Brand Busters: Seven Common 
Mistakes Marketers Make

>  Consumer Insights 2.0 - How 
Smart Companies Apply Customer 
Knowledge to the Bottom Line

 
To learn more about these and 
other Paramount Book titles, 
visit www.paramountbooks.com. 

To register,send an e-mail to contest@
quirks.com with your complete contact 
information. Please include “April 
Contest” in the subject line. Deadline to 
enter is May 1, 2009. Winner will be 
selected at random. The winner will be 
announced in the June issue of Quirk’s.

>

>

>

>

To become a future contest sponsor contact Evan Tweed at 651-379-6200
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What kind of fish swim in your river?

other “rivers”

For more information:
call 800.409.6262
email info@dms-research.com

Freshness. What does exclusive access to millions of 

internet users with reach across 92% of the internet's 

total traffic mean for your surveys? It means Opinion 

Place engages more casual survey takers for the broadest 

respondent base, without dipping into the same pool like 

many other psuedo-rivers do to get their numbers. At 

DMS, our combination of fresh respondents and a 

sophisticated series of security "nets" ensures that repeat 

respondents never taint your online sample. Our river 

guarantees freshness for your survey.

For more information:

Discover the                       Source for Online Sample!

Treasuring fresh
respondents
since 1995!

mailto:info@dms-research.com
http://www.dms-research.com
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