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WE DEFINE QUALITY

It could be a place or simply a moment in time.
It's finding something special at no extra cost.
You can feelit and sense it.

And you'lU know it when you see it.

QuE facitities havet:

For more than 40 years, we've been constantly perfecting the art and
science of qualitative and quantitative data collection, building a reputation
as one of the largest and most innovative research services companies

in the world. Over that time, we have won many prestigious honors. But
more importantly, we've won the trust and confidence of some of the most
discriminating companies and research professionals in the world.

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

Schlesinger Associates

&
The Research House US: ATLANTA « BOSTON ¢ CHICAGO/DOWNTOWN e CHICAGO/O’HARE e DALLAS

LOS ANGELES e NEW JERSEY ¢ NEW YORK ¢ ORLANDO e PHILADELPHIA/BALA CYNWYD
PHILADELPHIA/CENTER CITY e PHOENIX ¢ SAN FRANCISCO
UK: CENTRAL LONDON  WIMBLEDON

TOLL FREE: (USA) 866-549-3500 « (UK) +44 (0) 207 935 4979
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YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.
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e-Rewards’ Market Research panelists have an
Industry-leading shelf-life.

Do you need long-term respondents for your tracking studies? Many online panels suffer from low retention
rates — with “double digit” annual attrition rates being the norm. This short panelist “shelf-life” causes
problems for researchers wishing to conduct longitudinal studies from a stable, yet fresh, sample pool. You
won't find that with e-Rewards panelists. By offering a pay-all, “fair-value exchange” for the time our panelists
spend taking surveys, we achieve industry-leading annual panel retention rates of 90%. It's just one of the ways
e-Rewards stays a grade above other sample providers. For your next tracking study, choose e-Rewards
Market Research - the online sample quality leader.

To find out more about why e-Rewards panelists stay so fresh, or for a custom quote, please
email ask@e-rewards.com or call 1-888-20-EMAIL, today.

e-Rewards

MARKET RESEARCH
www.e-rewards.com/researchers
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Marketing
Research
Seminars

We cordially invite you to
experience our unequalled
commitment to excellence.

@ TO REGISTER @

© Burkelnstitute.com

© 800-543-8635 or

© 513-684-4999

© Fax 513-684-7733

© E-mail:
register@Burkelnstitute.com

For additional information or details
about our seminars please contact:

Jim Berling | Managing Director or
visit our Web site at Burkelnstitute.com

BURKE INSTITUTE

SEMINAR DATES, LOCATIONS AND FEES FOR NORTH AMERICA

101 | Practical Marketing
Research $1,995

New York Jan9-1

Los Angeles  Feb 5-7
Philadelphia ~ Mar 20-22
Chicago Apr 30-May 2
Baltimore Jun 12-14
New York Jul 23-25

San Francisco Aug 28-30
Cincinnati Oct 1-3
Dallas Nov 6-8
Chicago Dec 10-12

104 | Designing Effective
Questionnaires: A Step by
Step Workshop $1,995

New York Jan 17-19
Los Angeles ~ Mar 6-8
Chicago May 15-17
Baltimore Jul 10-12
San Francisco Aug 21-23
Cincinnati Oct 10-12
Atlanta Nov 27-29

106 | Online Research Best
Practices and Innovations $1,595

Baltimore Mar 6-7
Los Angeles  Jun 26-27
Chicago Oct9-10

202 | Focus Group Moderator
Training $2,495

Cincinnati Jan 23-26
Cincinnati Feb 27-Mar 2
Cincinnati Apr 17-20
Cincinnati Jun5-8
Cincinnati Jul 17-20
Cincinnati Aug 27-30
Cincinnati Oct 23-26
Cincinnati Nov 27-30

203 | Specialized Moderator
Skills for Qualitative Research
Applications $2,495

Cincinnati Mar 5-8
Cincinnati Jun 11-14
Cincinnati Oct 30-Nov2

207 | Qualitative Nuevo:
Integrating the Latest
Technology into Qualitative

Research $1,595

New York Feb 15-16
Cincinnati May 22-23
Chicago Aug 14-15
Baltimore Nov 7-8

301 | Writing and Presenting
Actionable Marketing Research
Reports $1,995

New York Jan 24-26
Los Angeles  Mar 21-23
Chicago May 16-18
Baltimore Jul17-19

Cincinnati Sep 19-21

San Francisco Nov 14-16

501 | Applications of Marketing
Research $1,595

Los Angeles  Feb 8-9
Chicago May 3-4
New York Jul 26-27
Cincinnati Oct 4-5
Chicago Dec 13-14

502 | New Product Research:
Laying the Foundation for
New Product Success $1,595

New York Feb 27-28
Chicago Aug 7-8
Los Angeles  Nov 13-14

504 | Advertising Research $1,595

New York Mar 1-2
Chicago Aug 9-10
Los Angeles  Nov 15-16

505 | Market Segmentation and
Positioning Research $1,995

Chicago Feb 13-15
San Francisco Jun 26-28
Cincinnati Oct 23-25

506 | Customer Satisfaction
and Loyalty Research $1,595

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

New York Jan 30-Feb 2
Los Angeles  Mar 27-30
Chicago Jun5-8
Baltimore Jul 31-Aug 3
Cincinnati Sep 25-28

San Francisco Nov 27-30

603 | Practical Multivariate
Analysis $2,495

New York Feb 6-9

Los Angeles  Apr 24-27
Chicago Jun 19-22
Baltimore Sep 11-14

San Francisco Dec 4-7

605 | Practical Conjoint Analysis
and Discrete Choice Modeling
$1,995

Boston Mar 5-7
San Francisco Jun 19-21
Chicago Sep 18-20

607 | Forecasting Models
for Customer Behavior and

Lifetime Value $1,595 NEW
New York Feb 8-9
Los Angeles  May 29-30
Chicago Sep 6-7

802 | Linking Customer,
Employee and Process Data to
Drive Profitability $1,595

Baltimore Mar 8-9
Los Angeles  Jun 21-22
Chicago Oct 11-12

Philadelphia  Mar 13-14
Los Angeles  Jul 10-11
Chicago Oct 16-17

507 | Analysis and Interpretation
of Customer Satisfaction and
Loyalty Data $1,595

Philadelphia  Mar 15-16
Los Angeles  Jul 12-13
Chicago Oct 18-19

601 | Data Analysis for
Marketing Research: The
Fundamentals $1,595

New York Jan 22-23
Los Angeles  Mar 19-20
Chicago May 14-15
Cincinnati Sep 17-18

San Francisco Nov 12-13

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

© Certificate of Proficiency
Programs

© Discount Pass Programs
(3,6,12 month options)

© In-house/on-site seminars

© Combination/team fees

© Recommended
seminar combinations:
101 & 501
202 & 203
301 & 601
506 & 507
602 & 603
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Global facility network,moving cameras,
broadcast quality equipment...

With FocusVision VideoStreaming
the difference 1s perfectly clear.

onsumers want targetd
advertising

VideoMarker™ bookmarking and editing software is included
on all FocusVision VideoStreaming projects. Users can create

VideoStreaming leiis you e (e Bas and annotate bookmarks while watching a live or archived
project then quickly access the bookmarked video with a

groups from your PC in the office, at home or wherever simple click. Users can also create videoclips to include in

you have an Internet connection. FocusVision is available PowerPoint presentations, send to colleagues via email, or

worldwide from a global network of over 300 facilities. group them together as a highlight reel.

Two levels of videostreaming are available. Our
Premium service provides a moving camera and on-site
operator to capture close-ups of respondents, packaging

o . : FocusVision video transmits the live
or easels. Our Basic service is a lower priced option

providing a pre-set, stationary camera view designed focus group experience right to your
o il T office or home... without traveling
Both services offer you our feature-rich FocusVision
VideoMarker Editor Software, dual password security, Call 203-961-1715 opt.ﬁ
archiving and a CD-Rom recording for post-project e . e

’ 9 OTposEpTe) Email: info@focusvision.com

viewing and our Viewer Chat function so all remote
viewers can communicate while watching the research. Learn more: www.focusvision.com

= F v’ M ™
—_— OCUS sSiIOoON
== ISt Worldwide Headquarters: STAMFORD, CT

_ W O R L D wW I D E Regional Offices: CHICAGO ® LONDON ¢ LOS ANGELES
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FocusVision™ Member Facilities

The largest network of top-rated facilities now equipped for videoconferencing and videostreaming service.

ARIZONA
Phoenix
Delve-Phoenix
Fieldwork Phoenix, Inc.-South Mountain
Plaza Research-Phoenix
Schlesinger Associates
Scottsdale
Fieldwork Phoenix, Inc.-Scottsdale
Focus Market Research, Inc.-GroupNet™

CALIFORNIA (Northern)
San francisco
Focus Pointe Global
Ecker & Associates Downtown &
South San Francisco
Fieldwork San Francisco
Fleischman Field Research, Inc.-First Choice Facilities
Greenberg Studios
Nichols Research, Inc.-GroupNet™
Plaza Research
Schlesinger Associates
San Francisco (suburban)
Nichols Research, Inc-GroupNet™
San Jose
Nichols Research, Inc.-GroupNet™

CALIFORNIA (Southern)
Costa Mesa
Assistance in Marketing
Los Angeles
Adept Consumer Testing, Inc.-Beverly Hills GroupNet™
Adept Consumer Testing, Inc.-GroupNet™-Encino
Adler Weiner Research-Westwood
Advanced Marketing Perspectives
Assistance in Marketing
Atkins Research Group, Inc.
Delve
Facts N Figures
Focus Pointe Global
LW Research
Meczka Marketing Research
Murray Hill Center West-Santa Monica
Plaza Research
Qualitative insights
Savitz Field & Focus
Schlesinger Associates
Trotta Associates Marina Del Rey-First Choice Facilities
L.A. Orange County
Adler Weiner Research
Fieldwork LA., Inc.
Trotta Associates-Irvine-First Choice Facilities
Sacramento
Elliott Benson
San Diego
Flagship Research
Luth Research, Inc.
Plaza Research
Taylor Research, Inc.-GroupNet™

COLORADO

Denver
Accudata Market Research, Inc.
Colorado Market Research
Fieldwork Denver, Inc.
Plaza Research
TAi

CONNECTICUT
Danbury
MarketView
Norwalk
New England Marketing Research
Stamford
Focus First America
Focus Room
Razor Focus

FLORIDA
Fort Lauderdale
Plaza Research
WAC of South Florida, Inc.
Jacksonville
Irwin Research Services
Miami
20/20 Research
Miami Market Research, Inc
National Opinion Research Services

Rife Market Research, Inc.
Orlando
AccuData Market Research, Inc.
Schlesinger Associates
Tampa
The Herron Group-GroupNet™
Plaza Research
Superior Research-First Choice Facilities
TAi-Tampa Bay Inc.

GEORGIA
Atlanta
Delve
Fieldwork Atlanta, Inc.
Focus Pointe Global
Jackson Associates, Inc.-GroupNet™
John Stolzberg Market Research
Murray Hill Center
Plaza Research
Schlesinger Associates
Superior Research-First Choice Facilities

ILLINOIS
Chicago-Downtown
Adler Weiner Research
Chicago Focus
Fieldwork Chicago-Downtown
Focus Centre of Chicago
Focus Pointe Global
Focuscope, Inc.-First Choice Facilities
Medquest
Murray Hill Center
National Data Research, Inc.-GroupNet™
National Qualitative Centers
Plaza Research
Savitz Field and Focus
Schlesinger Associates
Smith Research, Inc.
The Energy Annex
Chicago-Suburban
Adler Weiner Research
Assistance In Marketing
Delve-Oak Brook
Fieldwork Chicago Inc.-North
Fieldwork Chicago, Inc.-0'Hare
Fieldwork Chicago, Inc.-Schaumburg
Focuscope, Inc.-Oak Park-First Choice Facilities
National Data Research, Inc.-GroupNet™
Schlesinger Associates
Northfield
Oakbrook Interviewing Center
Smith Research, Inc.-Deerfield

INDIANA

Indianapolis
Herron Associates, Inc.-GroupNet™
Walker Information

KANSAS
Kansas City
The Field House

MARYLAND

Baltimore
Baltimore Research-GroupNet™
House Market Research-First Choice Facilities
Observation Baltimore

MASSACHUSETTS
Boston-Downtown
Bernett Research
Boston Field & Focus Performance Plus-
GroupNet™
Copely Focus Centers
Focus on Boston-First Choice Facilities
Focus Pointe Global
Schlesinger Associates
Boston-Suburban
Boston Field & Focus Performance Plus-GroupNet™
Fieldwork Boston, Inc.
Focus on Boston-Waltham

Framingham
Focus on Boston-Braintree
National Field and Focus-Framingham

MICHIGAN

Detroit
MORPACE International-GroupNet™
Shifrin-Hayworth

MINNESOTA
Minneapolis
Cook Research
Delve
Fieldwork Minneapolis, Inc.
Focus Market Research, Inc.-GroupNet™
Orman Guidance Research

MISSOURI
Kansas City
Delve
St. Louis
Delve
Focus Pointe Global
Peters Marketing Research, Inc.
Superior Surveys

NEVADA

Las Vegas
Las Vegas Field and Focus
Plaza Research

NEW JERSEY

Assistance in Marketing-Hackensack, Morristown

Fieldwork East, Inc.-Fort Lee

Focus Pointe Global

JRA Associates-Mt. Laurel

Meadowlands Consumer Center, Inc.
GroupNet™ -Secaucus

Peters Marketing Research, Inc.

Plaza Research-Marlton

Plaza Research-Paramus

Schlesinger Associates Edison

TAi New Jersey-Teaneck

NEW YORK

New York City
Advanced Focus.
Focus Plus Inc.-First Choice Facilities
Focus Pointe Global
Focus Room
Focus Suites of New York
Murray Hill Center
New York Consumer Center-GroupNet
New York Focus
Schlesinger Associates
SIS International-2 locations
WAC of New York, Inc.

New York (suburban)
Access Metro NY-New Rochelle
Fieldwork NY, Inc.-Westchester
Focus Room-White Plains
JRA Research-White Plains
MarketView-Tarrytown

NORTH CAROLINA
Charlotte

20/20 Research

Leibowitz Market Research Assoc., Inc.-GroupNet™
Raleigh

First in Focus

L & E Research

OHI0
Cincinnati
Assistance in Marketing
Harris Interactive
Market Inquiry
MarketVision Research
QFact Marketing Research, LLC
Cleveland
Focus Groups of Cleveland Survey Center
Pat Henry Cleveland
Columbus
Delve

OREGON
Portland
Consumer Opinion Services, Inc.-GroupNet™

PENNSYLVANIA
Philadelphia-Downtown

Focus Pointe Global-2 locations

JRA, J. Reckner Associates, Inc.-First Choice Facilities

Schlesinger Associates
Philadelphia-Suburban

Delve

Focus Pointe Global

Focus Suites of Philadelphia

GFK Strategic Marketing

Group Dynamics in Focus, Inc.-GroupNet™

Bala Cynwyd

Schlesinger Associates Bala Cynwyd
Pittshurgh

Focus Center of Pittsburgh

RHODE ISLAND
Providence
Boston Field & Focus Performance Plus-GroupNet™

TENNESSEE
Memphis

Accudata Market Research, Inc.
Nashville

20/20 Research

TEXAS
Austin
Tammadge Market Research, Inc.
Dallas
Focus Pointe Global
Delve
Fieldwork Dallas, Inc.
Focus on Dallas, Inc-GroupNet™
Murray Hill Center
Opinions Unlimited, Inc.-GroupNet™
Plaza Research Dallas
Savitz Field and Focus
Schlesinger Associates
Houston
CQS Research, Inc.
Medical Marketing Research
Opinions Unlimited, Inc.-GroupNet™
Plaza Research
Savitz Field and Focus
San Antonio
Galloway Research-GroupNet™

VIRGINIA
Alexandria

Martin Focus Group Services
Fairfax

Metro Research Services, Inc.
Richmond

Martin Focus Group Services

WASHINGTON

Seattle
Consumer Opinion Services, Inc.-GroupNet™
Fieldwork Seattle, Inc.
Gilmore Research Group-First Choice Facilities

WASHINGTON DC

Washington DC
House Market Research-First Choice Facilities
Martin Focus Group Services
Shugoll Research, Inc.-GroupNet™

WISCONSIN
Appleton
Delve
Milwaukee
JRA
Lein/Spiegelhoff, Inc.

CANADA
Montreal
Contemporary Research
Toronto
Consumer Vision
Toronto Focus
Vancouver
Consumer Research

Plus Over 107 International Facilities



in case you missed it...

Dr Pepper digs up some
trouble

Dr Pepper issued an apology for hiding a
gold coin in a historic burial ground in
Boston as part of a larger treasure hunt
promotion, and planned to make a dona-
tion to the cemetery, as reported by
PROMO Xtra’s Patricia Odell in
February.

City officials were alerted to treasure
hunters looking for the coin when the
players called to complain that the ceme-
tery was closed to the public and they
couldn’t get in. The hidden coin was part
of the Hunt for More contest, in which
23 gold coins worth $1.7 million were
buried in cities in the U.S. and Canada.
“The coin should never have been placed
in such a hallowed site, and we sincerely
apologize,” Greg Artkop, a spokesman
for Dr Pepper, said in a statement.

City park officials shut down the
graveyard and posted security there. Dr
Pepper canceled the Boston part of the
promotion and then announced the fol-
lowing day that the top prize, a $1 mil-
lion coin, had been found in Sam
Houston Park in Houston.

In addition to issuing an apology, Dr
Pepper is covering the costs of the addi-
tional security at the Granary Burying
Ground, estimated at $500. The company
is also making a $10,000 donation, the
value of the coin hidden there, to the
cemetery for its time and trouble, Artkop
said. For those players in Boston, a sepa-
rate drawing was to be made to award a
$10,000 prize.

The coin hidden in the cemetery was
retrieved by a private investigator hired
by one of two marketing agencies
involved in the campaign, Promotion
Watch, based in Livonia, Mich., accord-
ing to news reports.

In the wake of January’s disastrous
Cartoon Network promotion, which
caused bomb scares and set nervous resi-
dents on edge, Boston Mayor Thomas M.
Menino said alternative marketing can
continue in the city, but not without the
knowledge of City Hall. Boston officials
were not notified of Dr Pepper’s or
Cartoon Network’s plans, according to
news reports.

"Dr Pepper Says Sorry for Botched
Boston Promo, Donates Money,”
PROMO Xtra, February 27, 2007

8 | Quirk’s Marketing Research Review | May 2007

Pharma MR workers less comfortable with Web

Market researchers who work at research agencies are more comfortable using the Internet
for their research studies than their corporate counterparts, says a report by New York
research firm Medefield America.

In the study, comfort and perceived credibility of online research both ranked higher
among research agencies, which conducted 63 percent of their quantitative research online,
while manufacturers, during the same period, used the Internet for 43 percent of their sur-
veys. In addition, agency professionals credited the Internet with providing higher quality
data than phone interviews.

The new report is based on a comparison of the 2006 Market Research Trends Study -
which analyzed responses from 122 market research executives at 20 global pharmaceuti-
cal and biotech manufacturers - and a separate study, conducted simultaneously, with 107
professional market researchers at agencies around the world.

“We wanted to see how perceptions and attitudes at agencies differ - if at all - from
those of their counterparts at pharmaceutical companies,” said Elys Roberts, president of
Medefield America. Comfort level, while greatly improved on the company side, is still
about 14 percent lower than at agencies, a figure that appears to correlate closely with
experience, Roberts said.

“Agency people tend to have been in the field longer. Often they’ve made a career of
research, with relevant graduate qualifications. On the pharmaceutical side, the researcher
is more likely to come from a background in one of the other disciplines, such as marketing
or sales, and be serving a relatively brief rotation in research.”

Some pharmaceutical staffers are motivated to continue using the phone - even when
they are aware of the benefits of Internet data collection - in order to keep their studies
consistent. One way to make the transition, suggested Roberts, would be for pharmaceutical
researchers to take a test-and-control approach, using both an Internet and phone sample,
to see whether the two methodologies yield any differences in response patterns. Typically
there is very little difference and when researchers can see this kind of comparative data
they tend to be more comfortable making the switch.

The bigger the ad, the better the impact?

According to the report, Do Spectacular Ads Generate Spectacular Results?, by New York-
based GfK Starch Communications, both recognition and readership of ad copy rise as the num-
ber of pages increases.

The study, commissioned by Time Inc., reviews the average readership of “spectacular” ads
including multi-page units, gatefolds, inserts and scented strips and offers insights into their per-
formance across three key categories: noted - the percentage of readers who remember seeing
the ad; associated - the percentage of readers who recall seeing the name of the advertiser or
product; and read most - the percentage who read half or more of the copy.

The report features readership data on several innovative ads that extend beyond the two
dimensions of the typical print ad. For example, a hair conditioning ad for Clairol Herbal
Essences with Hawafena is a four-page insert. Upon opening the ad, the reader is greeted with a
brief audio clip of Handel’s Hallelujah chorus, employing the name of the new product ingredi-
ent, hawafena, in place of hallelujah. According to the report, “Readership scores for the
hawafena ad are extraordinary and 100 percent of the publication’s readers noted, associated
and read some of the ad.”

“It’s clear that sheer tonnage does matter - increasing the number of pages or altering the
size and weight of the page increases the probability that an ad will be seen and read,” said
Philip W. Sawyer, senior vice president and director of GfK Starch Communications. “*When that
added weight is combined with technological innovation and creativity, the results can be truly
spectacular.”

The study also investigated the extent of reader recognition and involvement with scented-
strip ads, used primarily by fragrance companies. The report reveals that although recognition of
scented-strip ads is only slightly higher than comparable two-page spread ads without a scented
strip, readership of body copy of scented-strip ads increased by 136 percent. “*The data strongly
suggests that women tend to be highly involved with scented-strip ads,” Sawyer said. For a com-
plete copy of the report send an e-mail to info@gfkamerica.com or call 212-240-5300.

www.quirks.com
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The Focus Network welcomes
you to the Comfort Zone

Wherever your research takes you,
we’ll make you feel right at home.

With offices in eight major centers,
we're where you want to be. We provide
you and your clients with comprehensive,
high-quality marketing research services
in a comfortable environment:

* well-designed workspaces

* state-of-the-art technology

* a wide array of catering options

e expert recruiting
Each facility is staffed by experienced,
knowledgeable, energetic people providing
the expertise, reliability and personal
service that you demand.

To contact any of The Focus Network
locations call 1-800-394-1348

or visit www.thefocusnetwork.com
for more information.

The Focus Network

Atlanta Focus
Chicago Focus
Dallas Focus
London Focus
Mexico City Focus
New York Focus
San Jose Focus
Toronto Focus
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survey monitor

Happiness, as defined by the world

The United States is expected to
maintain its slow but steady growth
in the global economy in 2007 with

consumers’ overall opinion on their
personal lives becoming slightly more
upbeat, according to San Diego-
based Luth Research’s IndicatorEDG,
a quarterly online study surveying a
total of 6,000 respondents around the
world. The comparison of eight key

regions of the global market also
indicates that consumer optimism
continues to be vibrant in India,
China and Scandinavian countries,
with a 50 percent lead over the U.S.,
UK., Europe (mainland) and Japan.
(Findings about India and China
should be considered with caution as
these reflect primarily the facts and
views of the more affluent and influ-
ential segments due to the still-limit-
ed Internet penetration in the two
countries. And, due to a small sample
size, the findings for Japan are not
conclusive but nevertheless are likely
indicative of general opinions in that
country.)

People in the UK, Europe and
Japan are most likely to say their life

would be the same in 2007. What are
the driving factors behind this dis-
parity in consumer confidence and
sentiments? The tracking study points
to a few indicators within the local
cultural and economic dynamics.

* Defining happiness: With increas-
ing interactions between the mem-
bers of the global village, the nascent
trends in the local market have subtle
but intrinsic differences. Children
and family are notably more impor-
tant to the Chinese and
Scandinavians than to people from
other regions. While people from
Western countries strive for physical
fitness and active lifestyles, those from
China and Japan value good health
in a general sense. A good marriage
also remains in the top five ingredi-
ents for happiness, but is more essen-
tial to Americans and Canadians.

When it comes to the specific
things that make us happy, we are
globally similar; we draw the most
satisfaction from our family life,

Table 1: Top five picks for definition of happiness

Although people’s satisfaction with
their residency and community is
comparable across countries, people
from the U.K. and Europe are more
inclined to live in another country
and Americans are the least inclined

to do so.
* Time and money: The universal

theme is the desire for sufficient time
and money to be content.Yet, the
way consumers are spending their
time and energy differs vastly across
the globe. The British spend the most
time with their spouse or partner —
an average of 50 hours per week. As
for professional endeavors, people in
India and China work the most
hours during a typical week (an aver-
age of 44 hours), while those in the
U.K. only average 24 hours. Workers
in Scandinavian countries and
Canada also work fewer hours, aver-
aging 23 hours in a typical week.
This gap in work hours between
regions is expected to widen in 2007
and the following years.

Financially, people in India and
China are saving more and spending

Happiness _
(Ranking 1 = Most Selected) US. | UK

Being physically fit and active
12

Europe

| (mainfand) | Scandinavia | China_| Japan _|

1 1 2 5 3

Canada Scandinavia

t my life i 2

Enjoyment, fun and laughter

throughout my life 4 4

5 &l 5

Good health thr my life

5 1 2 1

Having a wonderful and lasting
marriage 2 3

]
w
")
'S

Having children and a happy family 13 5

-
&
-
™

Having enough time and money to be
content e 8 1

w
]

Having encugh time to enjoy all that
life has to offer )

Having good friends and good times

Table 2: Source of happiness

Source of happiness
(Ranking 1 = Most Happy)
My current residence

in

g'é‘
gﬂ

Canada Scandinavia | China

Japan

My

My family life

My romantic |ife

My work life

2 o [t | fro fua |e
Ll Ll B Lol e L =

My social life

a o o [=fw
-3 [T [1°) [ S5 ()

3 1
2 3
1 2
5 5
6 6
4 4

o - (0 D VR ()

which is a dramatic shift from 20
years ago when satisfaction was pri-
marily associated with success in the
professional realm. Work life is
becoming a markedly low priority
and source of happiness in the lives
of consumers around the globe.
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one extra hour per week managing
their personal finances than people
residing elsewhere. Individuals in the
UK. and Scandinavian countries
spend the least amount of time (1.5

continued on page 86

www.quirks.com


http://www.quirks.com

Need Better Quality
Online Data Collection?

Talk to Research Now, incorporating OpenVenue - e-research solutions

Unrivaled panel reach and quality: Unrivaled service and delivery:
o One-stop shop for international online data o Technical excellence with industry leading
collection programing and hosting capabilities
. 24 Proprietary panels including our new US o Highly experienced, research-literate,
Panel, Canada, Europe and Australia multi-lingual teams in all client service offices
. Asian and Latin American panels launching ° Delivery from Toronto, San Francisco,

soon London and Sydney - all locations close to
our clients and not off-shore
o Research-only, multi-sourced, frequently
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. Extensively profiled panels for targeted,
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names of note

Wendy’s International Inc., Dublin,
Ohio, has named Paul Kershisnik
senior vice president of marketing
strategy and innovation.

Susan Sirmons has been named
vice president of marketing for the
Asbury Park Press, the Home Netws
Tribune, the Ocean County Observer
and the Times Beacon newspapers in
New Jersey. Marketing research will
be among her new responsibilities.

Braxton Haulcy has joined
Woodbury, Minn., research firm
SmartRevenue as account director.

Jonathan Spector, vice dean of the
‘Wharton School at the University of
Pennsylvania, was named president

and CEO of The Conference Board.

Victoria, Australia research firm
Insight Marketing Systems has
named Simon Barker European
director for its Research Reporter
application.

San Francisco research firm
MarketTools has appointed Steve
Cakebread, chief financial officer
of salesforce.com, to its board of
directors.

Research consulting firm Cambiar
LLC has expanded its services into
the area of sales performance and
tapped Bill Guerin to lead the

new practice.

The Nielsen Company has named
Mitchell J. Habib executive vice
president, global business services
and added Brian J. West as chief
financial officer. In addition, Jeff
Boehme has been tapped to
direct business development for
Nielsen DigitalPlus, which over-
sees the company’s initiatives for
digital set top box data.

Cambridge, Mass., research firm Abt
Associates announced that Senior Vice

President Richard A. Kulka has
assumed corporate oversight of the
company’s survey methodology and
data capture group. In addition,
Steven Sinding has joined the Abt
Associates board of directors.

Dallas research firm e-Rewards has
named Ben Hogg vice president of
sales - Europe, based in London.

Bellomy Research, Inc., Winston-Salem,
N.C.,, has promoted Reggie

Pasterczyk to vice president - client

% - AP
Pasterczyk

Messina

service and added Dina Messina as
research associate.

U.K. research firm Illuminas Global
has named Matthew Carr director,
responsible for Asia-Pacific and
China. He will be based in Hong
Kong.

Lightspeed Research, Basking Ridge,
N.J., has named Antonio Yenidjeian
chief information officer.

U.K.-based Taylor Nelson Sofres plc has
named Dawn Airey and
Drummond Hall independent
non-executive directors.

TNS Media Research, New York, has
named Jeff Sohinki director of busi-
ness development.

Arbitron Inc., New York, has named
Pat Pellegrini to the new position
of vice president, research, new prod-
uct development. The firm also
named Jeanette Schaller as its first
customer service representative for its
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national radio services team.

Patrick Keane has been named
chief marketing officer of CBS
Interactive. Marketing research will be
among his new responsibilities.

Salem, Mass.-based King Fish Media
has named Gordon Plutsky director
of marketing and research. Plutsky
will be responsible for building and
communicating the King Fish brand
and will be launching King Fish
Research in the coming months.

Sam McGuire has joined the Ipsos
North American public affairs manage-
ment team as senior vice president,
based in New York City.

Information Services Group Inc.,
Stamford, Conn., announced the
members of its leadership team and
board of directors. Joining Michael
P. Connors, chairman and chief
executive officer, are Frank D.
Martell, executive vice president and
chief financial officer; Earl H.
Doppelt, executive vice president
and general counsel; Richard G.
Gould, executive vice president;
Francis B. Barker, senior advisor,
mergers and acquisitions; and Barry
Holt, senior advisor - communica-
tions. The board of directors, in addi-
tion to Connors, is: Robert J.
Chrenc, who most recently served as
non-executive chairman for Symbol
Technologies; R. Glenn Hubbard,
dean of Columbia University’s
Graduate School of Business and
Russell L. Carson Professor of
Finance and Economics; and Robert
E. Weissman, former chairman and
CEO of IMS Health, Cognizant
Corporation and The Dun &
Bradstreet Corporation.

San Francisco research firm Questus
has named Andrea Pimentel art

continued on page 98
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product and service update

Java app minimizes Web,
WAP time for surveys
Australia-based Absolute Data
Group is now offering
Broadcaster, a Java-driven mobile
phone application that allows
companies to send updatable,
menu-driven applications such as
a survey to a consumer’s mobile
phone, without using Web
browsing or WAP. The applica-
tion resides on the mobile device
(cell phone, BlackBerry, etc.)
after the user responds to an
SMS message. The Internet is
only accessed to download the
application and to upload infor-
mation (such as responses to
multiple choice, numeric or text-
based questions) back to the host
company’s application. This saves
the user both time and money
and encourages participation. It
also allows research to be con-
ducted over a period of time if
needed, with no hindrance to the
mobile device user.

For marketing agencies or in-
house marketing departments,
marketers access a content-

authoring program via the Web
and create content for the con-
sumer. They create a new applica-
tion by inserting text and graphics
or can make a new version of an
existing application.

When a consumer sees the SMS
code on marketing or point-of-
sale material, for example, they
send an SMS and within a few
seconds they receive a link to an
application that resides on their
mobile device. Once the applica-
tion is installed, SMS is no longer
used. The application communi-
cates with the content owner’s
Broadcaster application via HTTP
over GPRS. For more information
visit www.broadcastermedia.com.

New online FG platform
from Itracks

A new online focus group plat-
form from Saskatoon-based data
collection firm Itracks is designed
to offer qualitative researchers
greater flexibility and control over
their online market research. The
interface has been reorganized to
make better use of screen space

[Name Quest

The Science of Verbal Branding™

© 2007 — NameQuest, Inc.

NameQuest is

the first and most
experienced company
dedicated solely to
verbal brand name
development and
research. Est.1984

www.NameQuest.com

Voice: 480.488.9660
JPHoeppner@namequest.com
Affiliate Offices Worldwide
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for a researcher’s purpose. The
focus is on the chat frame, which
contains the real-time discussion
among research respondents and
the moderator. Moderator tools
for guiding the discussion are
more readily accessible, such as
quick mod guide posting, respon-
dent demographic review and
secure communications channels.
Breakout sessions are now possi-
ble. Researchers can move subsets
of their group to separate rooms
to discuss concepts or stimuli and
then bring them back to the main
group. For more information visit
www.itracks.com.

New retail analysis

products from IRI
Chicago-based IRI has added two
new solutions to its Consumer-
Centric Retail Execution suite.
The first, IRI Customer Analytics
Suite, is a collection of offerings
that marry proprietary modeling
techniques with practical business
applications. It relies on a collabo-
rative process to develop an inte-
grated segmentation framework
that is customized for each busi-
ness. The analysis addresses the
following areas: behavioral seg-
mentation, trip missions (informa-
tion about different shopping
occasions that shoppers take, from
restocking to a fill-in trip to an
emergency stop), trip opportunity
(the why behind the buy), store
clustering, investment analysis,
roadmapping and key perform-
ance indicators.

The second, IRI Retail Drivers
Suite, is a set of analytic solutions
that measures consumer responses
to various marketing levers to
support retail decision-making.
The suite is comprised of the fol-
lowing services: IRI Perimeter
Drivers, which provides retailers

continued on page 94
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research industry news

News notes

New York-based GfK Custom
Research North America has
completed the integration of its
companies in the U.S. and Canada,
remapping based on sectors and prac-
tice areas. Under the GfK Custom
Research North America umbrella
are ARBOR,, Allison-Fisher
International, Caribou Lake, Custom
Research Inc. and NOP World
(U.S.). GIK Research Dynamics, its
custom research company in Canada,
will continue to function as a stand-
alone entity. New sectors include
GfK Automotive, GIK Consumer,
GfK Financial Services, GfK Media
& Communications and GfK
Technology. Practice areas consist of
GfK Roper Consulting, GfK Roper
Public Affairs & Media, GfK Brand &

Communications, GfK Customer
Loyalty and GfK Qualitative &
Ethnography as well as a research
center of excellence.

Norway-based research software
maker Future Information
Research Management (FIRM)
has changed its name to Confirmit as
part of the company’s ongoing focus
and commitment to its flagship
Confirmit platform.

Arbitron Inc., New York, has
concluded a round of testing using
the Portable People Meter (PPM)
system to detect audio content
broadcast in malls by Mall Radio
Network. The project represents the
first successful attempt to encode and
monitor audio content broadcast

Calendar of Events May-July

The Greater New York/Philadelphia
Chapters of the Marketing Research
Association will hold their annual joint
conference on May 10-11 at the Park
Hyatt Philadelphia at the Bellvue. For
more information visit www.mra-net.org.

ESOMAR will hold a conference on
worldwide multimedia measurement on
June 4-7 in Dublin. For more information
visit www.esomar.org.

The Marketing Research Association will
hold its annual conference on June 6-8 at
the Hyatt Embarcadero Hotel in San
Francisco. For more information visit
www.mra-net.org.

The American Marketing Association
will hold its annual Advanced
Research Techniques forum on June
10-13 at the Eldorado Hotel, Santa
Fe., N.M. For more information visit
www.marketingpower.com.

Canada’s Marketing Research and
Intelligence Association will hold its annu-
al conference on June 13-15 at the Blue
Mountain Resort Village Conference
Centre, Collingwood, Ontario. For more
information visit www.mria-arim.ca.

IIR will hold its Market Research Event
Europe on June 18-20 at the Hotel Fira
Palace, Barcelona, Spain. For more infor-
mation visit www.iirusa.com/euroresearch.

ESOMAR will hold a conference on inno-
vation on June 18-20 in Helsinki. For
more information visit www.esomar.org.

ESRI will hold its user conference on
June 18-22 at the San Diego Convention
Center. For more information visit
Www.esri.com.

ESOMAR will hold its Brand Matters
conference on June 20-22 in Helsinki. For
more information visit www.esomar.org.

IIR will hold its SCOPE (segmentation,
clustering, optimization, profiling, efficien-
cy) event on June 25-27 at the Omni
Chicago. For more information visit
www.iirusa.com/scope/2253.xml.

IIR will hold its Shopper Insights in
Action conference on July 11-13 at the
Marriott Downtown Chicago Magnificent
Mile. For more information visit
www.iirusa.com.

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

16 | Quirk’s Marketing Research Review | May 2007

within a mall environment. During
the Houston PPM demonstration,
Arbitron has successfully tested the
PPM within individual retail estab-
lishments. This is the first trial that
tracked exposure to audio played in
the common areas of the mall out-
side individual stores.

Harris Interactive, Rochester,
N.Y., was awarded a business method
patent (U.S. Patent No. 7,171,567)
entitled “A System for Protecting
Information over the Internet.” This
technology, incorporated in a propri-
etary suite of security products
known as ConceptLoc, enables secure
distribution and copy protection of
images and video embedded in
online surveys, as well as the text that
may appear with those images.

Dallas research firm eRewards
Inc. recognized 48 employees who
achieved Professional Researcher
Certification from the Marketing
Research Association.

Acquisitions/transactions
London-based TNS has acquired
Sorensen Associates, a Troutdale,
Ore., research firm specializing in
understanding shopper behavior, as
part of its new global practice, TNS
Retail and Shopper Insights. In a
related move, TNS has also acquired
Retail Forward Inc., a Columbus,
Ohio consulting and research firm.

TNS Media Intelligence, New
York, has acquired Cymfony, a mar-
ket influence analytics company
based in Watertown, Mass. Cymfony
staff will join the TNS Media
Intelligence organization, and remain
at their present location. The new
TNS Media Intelligence unit will be
known as TNS Media
Intelligence/Cymfony.

continued on page 96
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what they’re thinking?

¢

(It's not a game. It’s a science.)

Market research has come a
long way over the past 50 years,
and Shugoll Research has been
driving its advance—continually
making research a smarter, more
rewarding investment.

No wonder Shugoll, the leading
market research facility in the
Washington, D.C. area, is rated
one of the world’s best by the
2006 Impulse Survey, and our
company ranks as one of
Advertising Age’s Top 100
research firms.

Some of the most successful
organizations worldwide depend
on our decades-long reputation
for taking research beyond what
anyone else has to offer. Now it’s
your turn.

Better business decisions bear our name
Celebrating 50 Years of Research Excellence

info@shugollresearch.com = 301-656-0310
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qualitatively speaking

ear down the wall

between you and
your consumers

I was recently part of a discussion
surrounding innovation in qualita-
tive research. Some participants
immediately began talking about
how the Internet will reshape the
way qualitative research is conduct-
ed. They pointed to the rising pop-
ularity of blogging and social net-
working and argued that since we
can tap into the “honest” opinions
provided through these outlets, the
face of qualitative research will be
changed forever.

In my view, however, their
impact will be evolutionary, not
revolutionary. Having lived
through the introduction of other
killer apps in the qualitative space
(online focus groups, bulletin-
board discussion groups) I felt that
while these emerging tools have
the potential to be valuable, they
will simply become additional
tools to be used at our disposal.
Therefore, I expressed a different
point of view: Innovation in quali-
tative research will have less to do
with technology and more to do
with Pink Floyd.

Being accustomed to the blank
stares I almost always receive when
trying to be a bit provocative, I
asked all in the discussion if they
were familiar with Pink Floyd’s The
Wall. Most agreed that they were
familiar with at least the more
popular songs on the album
(“Another Brick in the Wall,” “Hey
You,” “Comfortably Numb,” etc.)
but I was surprised by how many
had never listened to the entire
album and did not know what it
was really about.

I explained that the album deals
with a central character whose
depression, fueled by a traumatic
childhood resulting from the death
of his father at an early age coupled
with an overbearing mother, leads
him to chemical dependency and
anti-social behavior. This behavior
helps him to build a metaphorical
wall around himself, shutting him
in from the outside world.

As researchers, over time, we have
all added bricks to the walls sepa-
rating our clients from their con-
sumers. This wall is embodied by

18 | Quirk’s Marketing Research Review | May 2007

Editor’s note: Michael Carlon is vice
president of strategic insights in the New
York office of Los Angeles-based OTX
Research. He can be reached at 212-
886-5900 or at mjcarlon@mac.com.

the one-way mirror of every focus
group facility as well as by comput-
er monitors when online tech-
niques are being used.

For good reason

Participants and clients have tradi-
tionally been separated for good
reason. In many cases, it is best to
have a trained moderator leading a
discussion with groups of people.
Such cases typically involve research
in which a discussion is being led
to evaluate something (i.e., an
advertisement, product, concept,
positioning, etc). In these instances
it is best to have a skilled modera-
tor leading the discussion and prob-
ing into various areas.

However, consumer insights are
also used to spark creativity, not just
evaluate creative output. In such
cases, researchers should take a
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sledgehammer to the walls dividing
those in the back room from
would-be group participants and
encourage approaches that provide
direct consumer contact. Having
direct contact with consumers helps
marketers:

« develop instincts for the con-
sumer groups that they are market-
ing to;

* take an active part in the insight

process; and

e create a collaborative environ-
ment where superior ideas can
emerge.

Regular interaction

Imagine for a moment how well
you could craft or evaluate ideas
for your target market if you actu-
ally spent a significant amount of
time with them - not by observ-
ing them in the context of a focus
group but through regular person-
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al interaction with them.You
could observe how they use your
product in a natural setting, you
could see the impact their chil-
dren have on shopping occasions,
you could see them turning the
channel when the commercials
come on while simultaneously
searching the Web or finishing up
their latest blog entry.

After spending a lot of time with
people in your target market, you
might find that you start reacting to
creative ideas more efficiently and
with greater certainty. Eventually
you will be able to look at an idea
and evaluate how well you think it
will fly based on your own personal
experiences vs. what others have
told you about the target.

Taking an active part

Most marketers’ idea of taking an
active part in the insight process
involves coming to a focus group
facility (late), checking e-mail,
inhaling M&Ms and wondering
why we always order chicken at
these groups! Oftentimes, marketers
rely on the researchers in the back
room to summarize findings and
this reduces the burden on them to
stay focused during focus group
discussions.

Imagine, though, that you did
not have the researcher (or mod-
erator) as a crutch to lean on and
that it was up to you to under-
stand consumer wants and needs.
You would have to pay more
attention and let your curiosity
guide you throughout your con-
sumer interactions. By doing so,
you become more cognitively
involved in the insight process and
your experiences will serve as the
foundation for idea generation.
This will lead to more efficient
ideation since you won’t need to
question whether ideas are valid; if
they are based on the direct inter-
action you have had with con-
sumers then they are by definition
valid. As such, your concerns
should not surround understand-
ing which ideas are valid, but
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which of the valid ideas you have
generated are most worthy of fur-
ther development.

Don’t go it alone

While personal interaction with
consumers is recommended, mar-
keters are not advised to go it
alone. Rather, such experiences
should be had in teams. For exam-
ple, a cross-functional brand team
of 12 people looking to under-
stand the shopping habits of
aging Boomers may want to
divide into four smaller groups of
three members each. Each team
then may want to have three
immersion experiences with
members of the target market.
Such a design allows one person
to ask questions while the others
either take notes or video the ses-
sion. Having multiple immersion
experiences lets each team mem-
ber interview a consumer and
ensures that a reasonable number
of consumers are interviewed.

Collaboration comes in when the
teams debrief about their experi-
ences. The debrief should be facili-
tated by a trained moderator using
a structured process in which team
members talk about their observa-
tions from the immersions and
work as a team to capture areas of
opportunity from those observa-
tions. Once established, the areas of
opportunity can serve as the
springboard for idea generation.

Following this approach, all
team members feel that they have
an active role in the idea genera-
tion process and develop owner-
ship of and enthusiasm for the
ideas generated - both of which
are important in keeping momen-
tum going throughout the devel-
opment process.

When considering direct consumer
contact, you might wonder whether
the role of the researcher is dimin-
ished. This is definitely not the case.
While the researcher no longer needs
to be the ears and eyes of the mar-

keter, the researcher is vital to the
success of the process. The researcher
must craft appropriate market immer-
sion experiences as well as draft a dis-
cussion guide that interviewers can
follow when going through the
process. In addition, researchers
should be part of the process as they
are part of a brand team.

Start building

Focus groups will remain a power-
ful tool in our qualitative toolbox
to help understand how consumers
react to ideas, creative, concepts,
etc. In fact, facilitated discussion
with participants in a central loca-
tion will likely enjoy the majority
of all dollars earmarked for qualita-
tive research. However, in situations
where consumer insights will be
used to spark ideas, marketers are
advised to tear down the walls
dividing themselves from their tar-
get market and start building a
firsthand understanding of their
consumers.

New York Focus,

Now that our renovations are complete,
you can continue your search for wisdom

at New York Focus.

or email info@newyorkfocus.net

We offer you unmatched research facilities in the heart of New York.
From the moment you contact us until your project is completed,
we deliver the finest customer service. Our professional staff knows
how challenging research days can be for moderators and clients,
and they strive to ensure that everything goes smoothly. With state-
of-the-art technology and superb recruiting we're confident that
once you come to New York Focus, you'll keep coming back.

To take a tour or schedule a project, please contact
Nancy Opoczynski at 1 (212) 867-6700, fax 1 (212) 867-9643,

The Focus Network

?

a wise tlecision.
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To contact any of The Focus Network locations, call 1-800-394-1348 or visit www.thefocusnetwork.com for more information.
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By Judith Langer
Time-honored

or time to go?
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ere are excerpts from an article entitled “Fine-

Tune Your Research” which appeared recently

in Media:“Look for innovative ways to uncov-

er insights and consider methodologies that are

less well-worn and familiar than focus groups.”
Also: “Focus group monomania: In many companies focus groups have
become synonymous with qualitative research. While they're suited to
meet many objectives, focus groups also have distinct disadvantages -
professional ‘focus groupers’ who have dominant personalities or sub-
missive ones. Either can lead to misleading results.”

After reading the article, my reaction as

a qualitative researcher (moderator) was a

With fOCUS g rou p—baSh i ng groan and a yawn. The yawn because this

now in fashion, a veteran

is one of many attacks routinely appearing

these days in advertising, marketing and

m Od e rato r CO m es to th e research trade publications (including this

technique’s defense

Editor’s note: Judith Langer is president
of Langer Qualitative LLC, New York.
She can be reached at 347-684-9073
or at judy@langerqual.com.

one) and in the general media as well. A
groan because I believe that focus groups,
with whatever limitations and shortcom-
ings they have, remain a valuable tool under unfair attack. Long a staple of
market research, focus groups are increasingly assailed. It’s a good time to
ask if the method is passé or if it still has value.

Despite the frequent attacks, focus groups remain the most commonly used
qualitative research technique both in the U.S. and worldwide. Is there a solid

reason for this or is it just because of client ignorance and inertia?
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Pendulum has swung

Part of the continued popularity is
the fact that, for good or bad, focus
groups have become identified with
qualitative research. Many clients reg-
ularly say “We want focus groups”
when they really mean “Let’s do
something to understand how con-
sumers [or executives| really think
and feel, what their underlying emo-
tions are” (a more long-winded
request, to be sure). To some extent,
the pendulum has swung to what I
call the “anything but focus group”
side: “Give me ethnography/depth
interviews/whatever, especially if it’s
new and different.”

Focus groups are frequently
described as “traditional” qualitative
research - even though individual
depth interviews (IDIs) and ethnog-
raphy have also been done for
decades. The term traditional is a
loaded one, with negative connota-
tions of being old-fashioned, out-

WWW.quirks.com

of-date, rigid, etc. Worst, according
to critics, is the traditional focus
group format: sessions held in a
one-way mirror facility with clients
observing (eating M&Ms), six to 10
respondents around a conference
table for two hours.

Inside and outside
Criticisms come both from inside
and outside the research industry.

* Qual vs. qual: Looking back to
the 1970s when I started doing qual-
itative research, it was the quantitative
researchers saying qualitative isn’t
true research; articles on the “uses
and abuses” were common. Now, it’s
often qual researchers touting the
superiority of alternative methods
over traditional focus groups. Some
of their methods are worthwhile, but
others are just repackaged with new
names and/or gimmicky.

¢ Clients: Some now automatically
reject the idea of focus groups (or, at

p
b

least, anything called a focus group).

* The media: Research and market-
ing publications run their own pieces
and outside writers’ articles attacking
focus groups. In the general media, it
has become common to equate focus
groups with all survey and market
research and, worse, to imply that the
method is only used to manipulate
people and cater to the lowest level
of tastes.

Perhaps the most prominent assault
came from Malcolm Gladwell. His
bestselling book Blink devotes a
chapter to market research that
specifically goes after focus groups.
“Focus Groups Should be Abolished”
was the attention-getting headline in
the Advertising Age story in August
2005 that excerpted his address to
the American Association of
Advertising Agencies’ Account
Planning conference.

Much of his criticism is based on
the fact that the Aeron chair’s “aes-
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thetic scores suck[ed]” in focus
groups yet the Herman Miller com-
pany decided to introduce the style,
which Gladwell applauds. The chair,
of course, goes on to become a great
success. “Over the next two years...
sales start to go up [and this is] one
of the greatest-selling chairs in the
history of office chairs. That’s a story
that tells us something very sobering
about the institution of market

research. And in particular the effica-

cy and usefulness of focus groups.
Because the whole point of focus
groups is to be able to help us predict
what’s going to work and what’s not.
If a focus group cannot do that, then
a focus group is actually useless.”
Really? Whoever said that the role
of focus groups is to predict the
future? As Gladwell himself reports,
the chair went on to win awards. I
have no idea who conducted the
focus groups (would someone admit
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it?) or how they were done. How
many focus groups were held?
Qualitative is qualitative no matter
the number but studies with just two
focus groups are especially shaky.
What kind of people were respon-
dents? How was the chair presented?
Did respondents look at a picture, a
prototype or a real model? Did they
get to sit in the chair and find out
how comfortable it is despite its
(then) odd look? Obviously, the clos-
er the research comes to consumers’
real-life experience of a product, the
better. Without knowing how well
the focus groups were done, it’s still
fair to say that the research may have
been right about initial consumer
reactions to the chair - before it won
prizes and received media attention.

One input

Focus groups should only be one
input in marketers’ decisions anyway.
Of course, hypotheses should be test-
ed quantitatively when major/expen-
sive decisions are involved. If a com-
pany strongly believes that a product
has great potential with effective
consumer education and publicity, it
makes sense for it to take the risk of
moving ahead.

There are a number of other criti-
cisms of traditional focus groups:

* Stale, stiff format — Respondents
are physically and psychologically
uncomfortable at the conference
table vs. a living-room setting at a
facility, their own homes or offices,
or some other place (a store, their
car, a bar).

* Intellectualizing — People
respond to direct questions with
what they consider to be rational
answers; people think in images,
not words.

* Bad respondents — Some people
lie about their qualifications to get
into FGs, participate far too often,
come just because of the money
and/or food rather than a real inter-
est in the topic.

* Limited airtime — Respondents
have only a few minutes each. Critics
take the total FG time of two hours
and divide it by the number of
respondents to come up an airtime
figure of just minutes per person.
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There is not enough time to get
detailed information on people’s his-
tory and buying decisions.

* Group bias — Dominant respon-
dents highjack FGs, talking too much
and influencing others.

* Not for sensitive subjects —
People don’t open up in a group on
deeper emotional issues (money, sex,
illness, etc.).

* Acting — Respondents try to
please the moderator by saying they
like the product/ad being discussed.

* Advertising isn’t experienced in
groups — So it doesn’t make sense
to ask people about ads when
they’re in a group.

Before addressing these criticisms,
let’s talk about why there is such a
barrage in the last few years.

» A mature product — FGs are, to
some extent, a victim of their own
success. Experiencing “been-there-
done-that” boredom, some clients
search for change, novelty (and
sometimes entertainment). For
some research suppliers, this is a
business opportunity.

* Mediocre moderating — Some
qualitative research practitioners are
not very good or are even downright
bad, which results in clients becom-
ing disillusioned with FGs as a
whole. For example: moderating that
is superficial, largely closed-ended,
leading, lackluster, theatrical; modera-
tors who cannot control group
dynamics, fail to probe, rigidly march
through topic guides, talk more than
the respondents, and so on.

* Backroom misuse — Clients
who come to instant conclusions,
listen selectively to whatever sup-
ports their biases, don’t listen
(schmooze with other observers),
etc. While this has always been a
problem, in some ways it is now
worse because of computers. Clients
check their e-mails during the
groups and write up their versions
of respondents’ comments, sending
their notes out to the client team
(but usually not the moderator).

* Recruiting issues — Respondents
who are what the Qualitative
Research Consultants Association

(QRCA) and Marketing Research
Association (MRA) call “cheaters”
(lie about their qualifications, demo-
graphics) and repeaters (come too
frequently, usually lying about past
participation). Clients sometimes
report they know someone who falls
into one or both of these categories;
some say they used to do these
things themselves!

* The bashing bandwagon — The
more FGs get negative attention, the
more clients (market research and
marketing) and research suppliers join
in. Politically, it becomes increasingly
difficult for researchers to recom-
mend FGs since they are viewed as
an out-of-date no-no.

It’s important to differentiate
between real and perceived prob-
lems with traditional focus groups.
Some criticisms are at least partially
valid, I believe, but this does not
mean the answer should be to
“abolish focus groups.”

* Recruiting — No one knows
how extensive the cheater/repeater
problem is. In addition to the anec-
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dotal evidence I've mentioned, some
qualitative researchers, including me,
have either had respondents admit to
or reveal these abuses or have had
bad vibes about fishy respondents.
Obviously, the same problems arise in
recruiting across methodologies; too-
frequent participation in online sur-
veys by a small percentage of people,
for example, has been discussed lately.
FGs are quite literally in the spot-
light, however, with clients seeing
respondents firsthand; incentives are
higher than for most other types of
research, too, sometimes attracting
the kinds of people we do not want.
The QRCA and MRA are both
concerned by the FG recruiting
issues. One simple step that has been
instituted is that many fieldwork
facilities now ask respondents to
show their IDs when they check in;
they are told during recruiting that
this will be required, which may help
to scare off some cheaters/repeaters.
A variety of other measures are also
being studied.

Despite my concern about recruit-
ing issues (I've been a member of the
QRCA field committee for years),
my overall sense is that we can trust
most FG respondents. In research
using recruiting from fieldwork facil-
ity databases compared to client lists,
mainly people who have never been
in a FG before, differences usually do

not stand out between the types of
participants or the information they
provide. (It is easier, however, to
recruit upscale people with a list,
especially if the client’s name can be
mentioned.) Further, hypotheses gen-
erated in FGs often do hold up in
quantitative research, which shows
that the qualitative sample was not
oddly skewed.

* Quality moderating — Clients
who choose the lowest-priced moder-
ators, viewing qualitative researchers as
a commodity, may end up with poorly
conducted FGs and then blame the
technique. The importance of a high-
quality researcher is nowhere more
crucial than in qualitative research
where so much on-the-spot judgment
is needed; sometimes, but not always,
getting quality means paying more. In
any case, choosing a qualitative
research consultant based only/mainly
on price or opting to use an in-house
person at the client company to mod-
erate (“How hard can it be?”) can
result in mediocre to bad research.

¢ In-depth responses — Individual
interviews, I agree, are better for sto-
rytelling about past experiences and
decisions than FGs. The airtime for-
mula mentioned above, however, is a
poor way of looking at FGs. Body
language “talks” too; comments evok-
ing head nods or shakes, group laugh-
ter and animation levels, for example,
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all tell us a great deal. Further, many
sensitive subjects can be explored
effectively in FGs; respondents some-
times open up just as much - or more
- when talking to a group of peers
with the same problems as they do to
an individual interviewer.

Effective techniques

Turning to what I consider to be
perceived problems, many of the
objections to traditional FGs can in
fact be handled by effective research
techniques.

* Rapport matters most — Many
FGs on emotional topics work well
in facility conference rooms. The set-
ting is a professional one that respon-
dents respect and is not necessarily
intimidating, as some critics claim. At
the same time, it’s important that the
room be set up to enhance respon-
dent comfort. For example, the table
should be the right size for the num-
ber of respondents rather than the
enormous ones many facilities have
today (fortunately, modular ones can
be broken down); chairs should be
well padded; light refreshments in the
room make respondents feel wel-
comed and more relaxed.

A good moderator with a warm
yet professional style is the critical
element in putting people at ease.
Active listening - genuine interest,
non-judgmental acceptance - makes
them feel valued and encourages
them to reveal more.

Non-traditional living-room
arrangements at facilities can be
helpful in certain situations, especially
small groups of friends. Stagy ones
that don’t look especially inviting or
scrunch strangers on a couch without
a place to put their coffee cup can
actually result in awkwardness.
Similarly, “girlfriend groups” have
pluses and minuses. Friends are, at
least initially, more comfortable with
one another than a group of
strangers, of course; however, they
may be careful not to hurt each
other’s feelings by disagreeing or may
be reluctant to talk frankly about cer-
tain topics with people who know
their families.

» Handling group dynamics —
Good moderators know a range of
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techniques for drawing out quieter
respondents and for toning down
more talkative and opinionated ones.
(It’s unrealistic to think that all
respondents will speak equal
amounts.) A very simple approach
many moderators use, for example, is
to have respondents write down
comments on the subject or materials
before the group discussion.
Sometimes the respondents clients
think are dominating really aren’t;
they may talk a lot, but that does not
mean the rest of the respondents are
swayed - in fact, they may distance
themselves from the big talker.

* Beyond rational answers — Here,
too, good moderators use a range of
visual and verbal techniques to get
below the surface of superficial
responses. Projective questions,
video and/or written diaries and
collages are just a few. Observations
can take place within FGs, too, by
watching the way people interact
with products, ones they are asked
to bring in, handle or prepare, for
instance. And we can see how they
interact with one another, such as
when a brand advocate tells others
about “this great product/technolo-
gy you've just got to try.” Often
what is most effective, however, is
the moderator’s relationship with
respondents - creating rapport so
that people feel comfortable talking
about non-rational emotions and
decisions, probing in a conversa-
tional way rather than using obvi-
ous techniques/exercises (“Now,
let’s play a game”).

Growing awareness

So, why should focus groups be used
today? Perhaps the good thing about
all the FG bashing is a growing
awareness that there are, in fact,
many variations on the way FGs can
be done and a number of other
qualitative research techniques are
worth using. FGs are not - and never
were - the one and only qualitative
technique. Our approach should be
to figure out what’s the right
method for the research’s purpose.
My own view, as a practitioner who
employs a range of methods, is that
there is still great value in FGs when

they are done right.

» Connectivity — Interaction
brings out more. FGs trigger respon-
dents’ memories and feelings. Talking
together, respondents often build on
one another’s ideas. This is especially
useful for concept development and
idea generation.

» Consumer connection — Clients
can see/hear people firsthand.
Despite some backroom abuses, this
is generally invaluable. FGs are not
the only method offering this bene-
fit, but they are often, for reasons
below, the most practical way.

» Convenience — Time efficiency.
The same number of respondents can
be interviewed far more quickly, and
sometimes eftectively, in FGs than in
individual depth interviews. (From a
moderator’s point of view, four hours
of FGs is also less tiring than six to
eight hours of one-on-ones.)

¢ Cost-effective — A lower cost-
per-interview than in-person in-
depth interviews (IDIs), which
require a great deal of moderator and
facility time.

* Clients convening — The
opportunity for conversation.
Interaction of observers, together in
person or through remote viewing,
along with the moderator also stim-
ulates new ideas. The FGs represent
time officially set aside to think
about and discuss a particular issue
or project and form a more concen-
trated approach than a series of
phone calls and e-mails.

* Con brio — More lively than
IDIs. It may sound trivial but FGs
are more dynamic to do or watch
than a full schedule of depth inter-
views. By definition, of course, there
is more interaction and even more
humor. (I am not suggesting con-
ducting FGs for their entertainment,
needless to say.)

Rightful place

In short, efficiency, dynamism and
insights continue to make focus
groups a valuable technique. While
the bashing is probably far from
over, I do hope that both practition-
ers and clients will recognize focus
groups should have a rightful place
in qualitative research.
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Still waters
run deep

t has been my experience that when clients perceive a project to be

By Myra Summers

of especially high importance, they request us to recruit “creative”
respondents. Regardless of the nature of the project, we always say
we want articulate respondents. This suggests that if we don’t take spe-

qualitative research il

cial screening precautions, we are likely to end up with a large number
of uncreative respondents who have little to say. We often build in spe-
cial screener questions to gauge how articulate or creative a prospective
respondent is, e.g., “If you could pick one famous person to be your
dinner guest, who would you chose and why?” Or, “If you could show
me just one item (not a photo and not a person) that represents you,
what would you choose and why?”

While devising these questions can be fun, it is a rather dubious
process since recruiters usually evaluate the responses. These types of
questions are often placed toward the end of the screener. Is it realistic
to assume that recruiters are: a) trained to effectively evaluate responses
to these questions, and b) motivated to not accept a potential respon-
dent who qualifies on all other specifications?

These assumptions are especially impractical when recruits are tough
and last-minute. I'll sometimes ask facilities to fax me the responses
they have received to the questions about articulateness or creativity in
hopes that I'll be a better judge of the respondent than they. However,
the reality is that a simple answer to one or two questions, likely short-

ened and paraphrased by the
recruiter, is a poor assessment of a
respondent’s ability to be articulate

H ow to recog n ize or creative. The questions are partic-

ularly bad indicators for introverts

an d be ne 'ﬁt fr‘ om who are uncomfortable coming up

with an answer oft the top of their

more inner-directed "¢
respondents Not creative

A common tendency is to assume

that quieter, more introverted

respondents are not particularly cre-
ative. Other misconceptions are that introverts are unfriendly, won’t
talk, don’t like people and are withdrawn or shy. Some more extrovert-

. . . ; 2 . ;
ed clients - and moderators - assume quieter respondents are just not Editor’s note: Myra Summers is
very bright. To the contrary, leaders in psychoanalysis and communica- president of Focus Forward Inc., a
tion tell us that introverts are often better thinkers than extroverts. Winston-Salem, N.C., research firm.

Introverts are independent yet flexible, have a strong ability to concen- She can be reached at 336-760-3311
trate, enjoy creative out-of-the-box thinking and possess strong analyti- or at myra@myrasummers.con.
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cal skills for concept development
and problem solving, i.e., creativity!

Unless you know how to spot an
introvert, it’s easy to dismiss or pass
them over. Big mistake! There may
be a volcano of rich, juicy insight
brewing within. The introvert’s ten-
dency to avoid immediate and
enthusiastic communication of their
ideas sometimes leads to the assump-
tion that they have nothing of value
to offer. This fallacy results in the

potential loss of quality feedback and
applicable insight. We do ourselves a
major disservice when we give up
too early on more introverted indi-
viduals. Introverts have the ability to
take us to the next level in terms of
developing ideas and expanding con-
cepts. However, their reluctance to
fight to be heard, slower processing
time or a deliberate style of thinking
may result in our missing their ideas,
solutions and creations. They are still

T
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digging deeper in their own minds
but the moderator has moved on to
the next question or topic.

Different wiring

Better understanding of the different
wiring of introverts and extroverts is
key to appreciating the value more
inner-directed respondents can bring
to a project. The Myers Briggs Type
Indicator (MBTI) is probably the
most recognized indicator of tem-
perament. Building on Carl Jung’s
theories, Isabel Briggs Myers and
Katherine C. Briggs developed this
indicator, which includes four tem-
perament continuums, introver-
sion/extroversion being the most
widely used. The MBTTI proposes
that temperament reflects innate
preferences established in early
childhood based on our neurological
genetic wiring. Myers and Briggs
purport that introverts are energized
by the inner world of concepts and
ideas while extroverts are more
focused on the outer world of peo-
ple and things. Introverts are esti-
mated to account for about 25 per-
cent of the population. Being vastly
outnumbered by us sometimes
loquacious extroverts, many intro-
verts have become quite proficient
at interacting with the world around
them. They just prefer to think
things through internally. Introverts
do their best work inside their own
minds where they can adequately
reflect on issues without external
distraction. Conversely, extroverts
tend to need external input or dia-
logue in order to formulate ideas
and problem-solve.

Marti Olsen Laney, a psychothera-
pist who specializes in working with
introverts, explains that their neuro-
logical wiring assists introverts in
retrieving long-term memories,
problem solving, introspection, com-
plex thinking and planning.
Research indicates that introverts
have more brain activity in general
(that’s humbling, isn't it, fellow
extroverts?), specifically in their
frontal lobes. They enjoy in-depth
discussions, take longer to make
decisions and use their short-term
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memory less often than extroverts.
Introverts prefer depth to breadth,
are more likely to have fewer but
more intimate relationships, and
know particular topics in-depth.
Conversely, because extroverts have
more activity in the back of their
brains, they are energized by
external stimuli. Extroverts like
breadth - they consider lots of
people friends, think variety the
spice of life and are OK with
knowing a little about a lot. Things
usually move faster for extroverts
and in a more measured direction
for introverts. Introverts tend to
work out their insights slowly and
carefully whereas extroverts often
have an urge to communicate and
put their inspirations into practice.
As a consequence, extroverts may
serve up more responses or ideas
but introverts’ insights may prove
more profound.

Introverts notice details and absorb
a lot of information. They have a
strong ability to concentrate without
being aftected by the external envi-
ronment and thus may not be as like-
ly to be swayed by groupthink. While
they may appear withdrawn or unin-
volved, in reality they are often
focusing, thinking and reflecting.
Introverts find interruption frustrat-
ing as it breaks their concentration.
The characteristic pause frequently
found in the introvert’s communica-
tion style serves a valuable purpose. It
gives them time to study a new situa-
tion so the corresponding action will
make sense. How many times have
you noticed that a particular respon-
dent doesn’t say much but when she
speaks she provides very valuable
information? That respondent is
probably an introvert!

Myers uses an analogy to common
geographical associations to help fur-
ther crystallize some of the difter-
ences between extroverts and intro-
verts. She compares the introvert
temperament to the New England
stereotype of silent, reserved, slow-to-
bend, inclined to mind their own
business and leave others to do the
same. Myers compares the extrovert
temperament with descriptors often

used to describe the traditional
Southern characteristics of openness,
accessibility, communicativeness and
friendliness.

Different gifts

Does this suggest we should con-
duct groups exclusively among
introverts now? Certainly not. The
two temperament types bring dif-
ferent gifts to the discussion.
Extroverts are innately relaxed and
comfortable in a group environment
and help get the initial stages of
conversation started. They tend to
be articulate and accessible, and are
likely to be the first to respond as
we segue into other topics. We
extroverts tend to talk first and
think as we go. Thinking out loud is
not necessarily a detriment in focus
groups, as it gives introverts time to
think and process internally, without
the loss of too much time and ener-
gy between dialogue. A weakness of
extroverts, especially in extreme
types, is a tendency towards intel-
lectual superficiality, i.e., grasping at
the first or most obvious answers
versus thinking deeper about alter-
natives and implications. Pat Weaver,
a counselor in Winston-Salem,
N.C., says that, “After the fact, the
introvert is more likely to say, ‘I
wish I had said..., whereas the
extrovert will say, ‘I wish I hadn’t
said.... Extroverts talk until they
find out what they want to say.
Introverts stay silent until they
know what they want to say.”

Not the same as shyness

So how do you know if you have
an introvert as opposed to someone
who is just shy, tired or preoccupied
by wondering if theyre going to get
a ticket for being parked illegally
during the focus group? First of all,
introversion is not the same as shy-
ness. Introversion has to do with
how a person is wired. Conversely,
shyness is extreme self-conscious-
ness and a lack of confidence, usual-
ly as a result of life experiences.
Some of the behaviors that may sig-
nal you have an introvert respon-
dent include:
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* may look blank, as if not listening;

« reflects before speaking;

* looks away when speaking,
enabling them to concentrate on
what they want to say;

* more eye contact when listening
to instructions or getting new infor-
mation (It’s very important to intro-
verts that they have all the informa-
tion and know exactly what is
expected of them.);

* observes before jumping in; hes-
itant to interrupt others;

* speaks slowly, often with pauses,
sometimes seeming to hunt for
words;

e listens more than speaks;

* think they have told you some-
thing that they have not, because
they have been mulling it around in
their head;

« able to see both sides of an
issue; less likely than extroverts to
argue vehemently for only one
position;

e start in the middle of their idea,
or just speak their final thought;

* may speak softly, and with a
minimum of variation in pitch;

* often reveal they possess a sur-
prising amount of information, if
given the chance and made to feel
comfortable;

» uncomfortable when too much
attention is focused on them;

* can more easily articulate
thoughts and ideas in written form.

How do we help them?

Once we realize we have one or
more potentially valuable introverts
in a group, how do we help them
tell us what we need to know?
Foremost, it is our responsibility to
honor the fact that these individuals
are hardwired to think inwardly and
give them an opportunity to do so.
We need to create an environment
that gives them time (sometimes
tricky in a focus group) and ways to
let ideas gel and expand. Usually, we
will need to inquire about what
introverted respondents think. Invite
them to speak, but always do so in a
welcoming, non-threatening tone.
Admittedly, this can be frustrating
and seem like a lot of extra work.
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However, the payoff can be worth
it. Introverts often provide new
insights, depth and unconsidered
views to discussions.

When talking with introverts, we
need to match their pace, go slower
rather than rushing them, speak
softly, keep some physical distance
versus getting “in their face,” and
not interrupt. Don’t force them to
go first. Rather, let them have a lit-
tle time to think. Trying to force

the introverts to “spit it out” is inef-
fective as it only serves to increase
their anxiety. Try to keep in mind
that being in a group of extroverted
respondents (and often moderator)
for an extended period of time,
especially if things are consistently
chaotic or lively, can be exhausting
for introverts. Excessive noise, con-
sistent activity or too many forms of
outer stimuli can cause introverts to
shut down as a means of limiting
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input, sometimes referred to as a
mind/vapor lock.

Homework is a wonderful tool
for introverts and extroverts.
Assignments such as collages, reflec-
tive writing and photo stories allow
introverts to take as much time as
needed to express what they want
to communicate. Giving respon-
dents forewarning that they will be
asked to explain/present their
homework helps reduce the stress of
suddenly and unexpectedly being
found on center stage.

Providing mental breaks helps
introverts recharge. Such breaks may
be achieved through introducing
individual written exercises,
involvement in projective tech-
niques such as visualization or sto-
rytelling, or dyad activities where
the Introvert is communicating with
only one other person.

Introverts frequently have a much
easier time communicating words or
thoughts in written versus verbal
form, coming to life when engaged
in reflective writing. Introverts are
often in their comfort zone with
writing exercises that allow them to
reflect, focus on what to include,
and exclude what they consider
extraneous. The characteristic verbal
pause seems to disappear, with
words flowing much more fluidly
on paper. Writing gives introverts
the opportunity to order their
thoughts in a certain way that will
lead to a particular perspective, and
ultimately exploring and imagining
alternatives that may result in those
wonderful “aha” moments.

Help both

We will likely continue to devise
screener questions aimed at helping
identify articulate, creative respon-
dents. However, it’s more important
that we provide an environment and
utilize tools to help both inner- and
outer-directed respondents formulate
ideas and voice their opinions. The
next time you have a quiet, reserved
respondent in your group, look for
the signs of the introvert. Don’t mis-
take a quiet respondent for someone
with nothing to say.
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I Walk a mile
in their shoes

s third-party qualitative research consultant (QRC), I have the
A]uxury of being able to easily maintain pristine objectivity

about my clients’ products and services. I realize that this lux-
ury is extremely difficult for the internal market research professional
to maintain. While working on several business lines obviously pro-
vides some degree of neutrality, the internal market research profes-
sionals can’t help but “drink a bit of the Kool-Aid.” They are, after all,
employed by the company that is marketing the product(s) or serv-
ice(s), and some adherence to a company bias is almost unavoidable.

Couple this with the fact that he or she often works with a client
who is heavily invested in the product or service and it becomes
even more difficult to maintain clear neutrality. Think about it: The
internal professional’s clients spend at least 40 hours a week hyper-
focusing on how to get toilets cleaner, how to make eyelashes
longer or how to differentiate their bank’s checking account from
that of every other financial institution. In this situation, bias is
everywhere, inescapable, part of the very air that each of the com-
pany’s employees breathes.

A well-prepared QR C can help with this situation, becoming an
invaluable resource and partner, enriching both the idea-generating
phase and the actual research process. Although some marketing
clients want their moderator to just “ask the questions,” finding a
QRC who can help move the company to a new level of under-
standing and objectivity about their
product or service adds significant
value to the company’s qualitative
research efforts. And, as a research

Achieving better
qualitative research
outcomes through
client immersion

buyer, internal market research pro-
fessionals can become more dis-
cerning purchasers of qualitative
research services if they demand
more than “just a moderator.”
Although a variety of approaches
can be used, this article presents six
surefire ways that a QRC can help
clients become immersed in their business and develop a fresher,
more creative perspective.

Backward-integrate

Let’s first start with the ideation process. No QRC likes to bring lack-
luster ideas into the focus group room so the best way to prevent this
from happening is to backward-integrate into the idea-generating
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By Martha E. Guidry

Editor’s note: Martha Guidry is
president of The Rite Concept, an
Avon, Conn., research and
consulting company. She can be
reached at 860-675-5522 or at
martha@theriteconcept.com.
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phase. Several approaches can be uti-
lized to help a client think a bit more
creatively about their own business:

e Casual, client-led interviews.

Similar to asking a respondent to
make a collage prior to entering into
a qualitative experience, I often ask a
client to conduct some informal
interviews with friends, family or
colleagues who don’t work on their
business. It doesn’t matter whether
the client follows all the appropriate
guidelines for asking unbiased or
leading questions. My goal is to
ensure they are hearing from a neu-
tral source something potentially new
about their product/service to prime
the pump prior to the session.

I always provide several specific
questions that should engage the
client and highlight some aspect of
their business with plenty of blank
lines for the answers. The rule of
thumb is to put more lines on the
response sheet than you think the
respondent will need to answer -
often they’ll fill the entire space.
Suddenly you have lots of food for
thought before you even start your
ideation session.

A great example of using this
approach was with a manufacturer of
watches. As pre-work for an ideation
session, I told the client participants
to ask several questions in an inter-
view; however, one of the most
engaging learnings prior to the ses-
sion was a very simple and almost
obvious question of “What is time?”

* Product/service experience.

The nature of the client’s business
will determine whether real-time
experience with the product/service
must happen before or during the
session. Interestingly, what often hap-
pens with clients is that they might
not even use the product or service
they sell. As such, they need to reac-
quaint themselves with the product
or service through what I call a new
set of radar.

Often as part of an ideation ses-
sion, I'll ask the client to use their
product. For example, I'll have the
client’s R&D team make a toilet or
shower filthy and have the clients
clean it. Many clients hire a cleaning

person for these tasks in their home -
they haven’t cleaned a toilet in 10
years! To really engage their thinking
I'll typically divide the team up and
add some constraints to the process.
For example, one team cleans the
toilet using only their right hand,
one team cleans only with their left
hand, and one team cleans while
blindfolded. Why the constraints? It
helps the client think about the
experience in a fresh way. You'd be
surprised at the output from an exer-
cise such as the one described.

The same outcome can be duplicat-
ed for a service business. Have the
client call his/her own or a competi-
tor’s customer service line and evalu-
ate the experience. Ask a client to
mystery-shop several competitors’
stores for a particular product or serv-
ice or be a mystery diner for a restau-
rant. They could even Google key
industry words and see what comes
up and determine whether the infor-
mation was confusing or straightfor-
ward. The possibilities are endless.
However, they do require some cre-
ative pre-thinking by the QRC to
insure the experience is carefully
incorporated into the ideation session.

o Watch in-context product usage
videos.

Often clients have lost touch with
what their consumers are really
doing with their product or service.
Occasionally, a refresher on what is
happening is appropriate. This is
particularly helpful when a product
may be used in a variety of applica-
tions or across different countries. If
the marketing engine for a product
is based in one particular region,
like the U.S. or Europe, it may be
staggering to realize that assump-
tions that are true for one region
may not be true for all.

One particular example comes to
mind. [ was working on concept
development for a North America-
based household cleanser brand in
Brazil. As part of the session, I asked
that the non-Brazilians watch some
in-home cleaning with their prod-
ucts. Imagine the surprise when they
watched tapes of barefooted women
cleaning their bathroom with a giant
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broom-like mop and a hose! Clearly,
this experience changed many
incoming assumptions and paradigms
about the new product concepts.

Help with immersion

Let’s now think about how actual
qualitative research can help with
immersion. Triangulation of your
qualitative research using a variety of’
approaches can create a more com-
plete picture for your clients. Imagine
research on a new health drink.
Triangulation could mean a combi-
nation of secondary research on the
topic (what’s on the Internet), some
focus groups with the end consumer,
in-depth interviews with subject
experts (such as doctors or fitness
professionals), and intercept inter-
views with those purchasing drinks
in a health club. While this will pro-
vide a rich context of understanding
for the client, let’s think about how
the clients can actually roll up their
sleeves and get involved. Here are my
three favorite research-related
approaches to get them engaged.

1. Participate in in-context inter-
Views.

One way to reconnect with the
consumer is through in-context
interviews. Although I would never
suggest that the clients conduct the
actual interviews, having a few come
along for the experience is very
enlightening. Typically this works
best with two to three clients who
are given a specific role in the
process (note-taker, videographer,
etc.). For this to be successtul, clients
need some training and coaching on
what is and isn’t appropriate in such
a setting. But more importantly, the
QRC must prepare some type of
feedback form to capture the data in
a consistent manner so that once
they are back in the office the team
has a wealth of information to evalu-
ate. I will typically create a standard,
fill-in chart that captures observa-
tions such as current usage, prob-
lem/opportunity and current options
in addition to probing questions to
push the client’s thinking - such as,
how does the problem observed flow
into a benefit and what support
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might be appropriate?

The worksheet approach is partic-
ularly helpful when trying to gener-
ate new product concepts. The in-
context interview might suggest
news ways that a consumer is using
an existing product in addition to
seeing the substitutes which might be
an opportunity for a product
enhancement (like adding baking
soda to toothpaste).

2. Bulletin-board (BB) virtual diaries.

Using the BB is merely a new
twist on an old technique - con-
sumer diaries. However, the richness
of getting real-time feedback and the
flexibility to occasionally probe and
ask questions adds a new dimension
to the process. In addition, the clients
can go in and review the BB period-
ically to immerse themselves in the
research as it is occurring. Although
I’ve primarily used this in new-prod-
uct trial experiences, it could be easi-
ly duplicated for a business-to-busi-
ness situation or with an interaction
with a service.

If scheduled appropriately, the team

has adequate time to review the tran-

scripts and the entire consumer inter-
action can be used as helpful fodder
for a discussion guide development
or even to divide the participants
based on their experience with like-
minded respondents (i.e., liked vs.
disliked product) for some type of
focus group.

3. Active listening in the back room.

Probably one of the biggest chal-
lenges faced by any QRC is com-
puter usage in the back room.
Although we want to believe that
the client is intently listening to the
front-room dialogue and frantically
typing notes on their computer (and
some do!), often we are plagued
with the distraction of clients
responding to e-mails or writing
another document throughout the
entire research and only half-listen-
ing to the conversation.

To engage the client, I typically
have them listen for particular themes
and record their comments on Post-it
notes - one idea per Post-it.

Now that you’ve fallen out of your
chair, let me explain why this works
so well. First, clients have to close
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their computers to write Post-its, so
you've solved the previously-stated
problem. Second, clients capture with
more detail the individual ideas or
suggestions mentioned in the group
when forced to “sound bite” their
learning. Third, clients capture the
actual respondent words rather than
their summary of the idea. And
fourth, at the end of the research
you've generated tons of information
that you and the client can sort
through and cluster to identify themes
and have a much more engaged and
involved debrief. Although this may
require some additional time to sift
through the information, the learning
is exponential and it saves a debrief in
which tired clients scroll up and down
on their computer looking for infor-
mational nuggets.

I've used this technique quite suc-
cessfully in new-product concept
development, although its application
could be much broader. For example,
say a client is developing a new hair
care line focused on individuals with
fine hair. I'd post a number of flip
charts in the back room with topics
such as: consumer insights/habits and
practices, problems/issues, desired
benefits, reasons to believe, and
sparks/conflicts/ debates (often great
ideas evolve from friction). The
clients would then place all their
Post-its in these broad categories at
the end of each qualitative session.
When the debrief comes around, we
have a volume of great information
captured in the consumers’ words
and are ready to evaluate and start
building product concepts.

Get re-engaged

Whether youre a moderator wanting
to add more value to the client or a
client who wants more from your
moderator, some or all of these
approaches might get you re-engaged
with the consumer. At the end of the
day, if you are armed with better
information, know more about the
consumer and have added a healthy
dose of reality to the marketing
approach, everyone is in a better
place. Just remember: happy client
and happy moderator equals a pro-
ductive partnership.
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I Respondents lie
and good ideas die

ore than 500,000 focus groups were conducted world- :
Mwide in 2005, according to FocusVision. That’s a 2.2 per- By Steve Richardson
cent increase over the previous year. Yet we read that

focus groups are in decline, are not scientific and have no ROI. The
reality is that the criticisms of focus groups have created some

qualitative research

myths that have been perpetuated over the years - myths that hurt
the qualitative research industry.

At the same time, the industry stands to learn lessons and can con-
tinue to improve itself by exploring key issues that relate to some
customers’ and consumers’ perceptions of the discipline. This article
will examine 10 often-heard myths relating to focus groups.

Let’s start with a story from the IT world. In early 2007, IBM
rolled out a major upgrade to its Webconferencing and instant-mes-
saging software called Lotus Sametime Version 7.5. The software
sports enhanced features that make it easier for users to create and
manage Webconferences, and to connect with other instant-messag-
ing platforms in business settings, thereby relieving an administrative
burden for IT managers.

This product rollout was a bit different for IBM. The company was
used to talking primarily to IT and technical staff, but Lotus
Sametime Version 7.5 is also a desktop function for non-technical
businesspeople. Therefore, IBM needed insights from both groups

that would allow it to maximize
end users’ product understanding
and IBM’s brand relationship with

DISpe”Ing the myths business consumers.

A combination of focus groups
a bo ut fOC us g rou ps and in—dAept.h interviews, conducted
by Qualitative Research Consultants
Association (QRCA) member
Bernadette DeLamar of Business
Strategy Research, elicited some crucial insights for IBM. For example,
instant-messaging and Webconferencing technology have delivered sig-
nificant benefits for customers and have resulted in a real acceleration
of business activities. Many of the new capabilities tested, however,
were difficult for ordinary business users to understand because of the

IT jargon used to explain them. A user-friendly vocabulary that would Editor’s note: Steve Richardson is
be effective in advertising to end users was a major outcome of the director of communications for the
focus groups. In addition, IT decision makers saw themselves as con- Qualitative Research Consultants
tributing real business value because they were introducing technology Association, St. Paul. He can be
that would enable management to easily communicate and expedite reached at 314-367-7359 or at
decision-making. This insight became the basis of content for market- steve.richardson2@sbeglobal. net.
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ing messages that echoed the words
of IT respondents who said that they
were enabling their firms to “con-
duct business in real time.”

“These critical insights helped us
shape the product launch strategy
and execution,” says Carol Galvin,
IBM’s senior segment analyst, who
sanctioned the qualitative research
effort. “There are moments in every
good focus group that give us ‘aha’
insights that are just critical to com-
municating properly to our various
customer segments.”

One might assume that a com-
pany like IBM would care only
about “measurable” metrics. But
the company used qualitative
insights (in addition to quantitative
data) to develop and adjust a major
product rollout - which leads us
into our first issue.

Myth 1: Quantitative data is what
really speaks to client decision makers
due to measurable ROI.

In this age of measurement met-
rics, qualitative researchers often
find themselves defending against

the perceived lack of statistical sig-
nificance of focus groups - and even
apologizing for it. In their paper
“Quit Apologizing: Rethinking the
Limitations of Limitations,” QRCA
members George Balch of Balch
and Associates and Christopher
Herbert of The Insight
Group/Focused Thinking explain,
“In our work to dispel some of the
myths which led to the perceived
superiority of quantitative research
over qualitative, we’ve collected
many disclaimer statements in quali-
tative research reports from col-
leagues in the U.S. Many show a
distinctively negative tone - ‘a note
of caution, ‘not projectable, ‘not
scientific. These statements warn
readers and even apologize that the
research is not, well, quantitative.”
Here’s a case in point. A 2006
study conducted by Alan Janssen,
health communications specialist at
the Centers for Disease Control
and Prevention (CDC), tested the
response of pediatricians and infant
caretakers to a new vaccine to pre-

vent rotavirus - one of the most
common illnesses in young chil-
dren. Through various focus
groups, researchers Dick Tardif of
the Oak Ridge Institute for
Science and Education and QRCA
member Mark Herring of Market
Directions Inc. learned something
very important. While pediatricians
embraced the idea of a new vac-
cine, the overall response to recom-
mending the vaccine was tepid due
to the history with a previous vac-
cine. The response from infant
caretakers was also muted due to a
general lack of awareness of the
need to vaccinate, coupled with a
somewhat blasé attitude toward
rotavirus. Based on these findings,
the CDC altered its communica-
tions approach to physicians. While
not measured in quantitative terms,
this research effort delivered signif-
icant ROI for the CDC.

The qualitative research commu-
nity owes it to clients to help them
understand (and sell up) the fact
that qualitative research provides
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They knew the unique challenges developing in their markets. They knew

their competitors’ strengths and weaknesses. They knew the relative

power of their brand and which competitive advantages to promote. They

knew how “share of mind” can quickly change with unexpected events.

They knew how to use this intelligence to aggressively grow their share of

the marketplace. As a result, brand recognition is up, sales are climbing,

and the competition is scrambling.
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emotional reactions and deep-seated
customer beliefs that cannot be
extracted using quantitative meth-
ods. Clients don’t have to choose
one over the other - in fact often
both methods are used. A great
example of ROI is conducting a
qualitative study that significantly
changes a project before a quantita

tive test, thereby preventing an
expensive mistake. In today’s envi-
ronment of “measure, measure,
measure,” we can’t lose sight of
“understand” - and qualitative
research is the discipline that helps
us do that. The numbers rarely
speak for themselves.

Myth 2: Focus groups are in decline.

The qualitative research industry
has battled some high-profile criti-
cism of focus groups, including one
well-known chief marketing officer
who declared “I'm killing all our
focus groups” - and got a lot press
for it. In fact for a time, criticizing
focus groups became fashionable in
some marketing circles. But guess
what? Focus groups remain enor-
mously popular - and for good rea-
son. Focus groups are growing
because the majority are conducted
with a well-defined purpose, and
they elicit truthful, deep-seated
emotions from participants. In
short, they are useful tools that per-
form an important marketing func-
tion that is hard to replicate.

Myth 3: Focus group participants are
often people with too much free time on
their hands.

Any step in the market research
process can be done well or be
done poorly - and the selection of
focus group participants is no dif-
ferent. While underqualified partic-
ipants may be motivated by the
wrong reasons, properly selected
subjects can offer amazing insights.
So what does this mean for the
qualitative research industry? First,
don’t rush the process. Some clients
hurry their way through research,
including recruiting focus group
participants, and we must insist on
taking the proper amount of time
to find the right people. In addi-
tion, we should do the best possi-

ble job of screening the suppliers
who help us find participants. We
must help guide them into using
the proper screening techniques
and qualifying questions and simply
not allow the selection methodolo-
gy to be incomplete, rushed or
overly simplistic.

In his paper “What’s Wrong
with Focus Groups and How To
Do Them Right,” QRCA member
George Silverman of Market
Navigation Inc. says, “Focus
groups are not a process of asking
small bunches of people for their
up or down votes on products and
their reasons to justify their opin-
ions. They are a rich laboratory in
which we get people to tell sto-
ries, react to each others’ stories,
share feelings and express their
values, passions, highest hopes and
deepest fears in a variety of ways,
often non-verbally or by other
means that try to bypass their
defenses.” In other words, overly
simplistic focus groups conducted
with improperly selected partici-
pants is the real problem - not the
actual discipline of focus groups.

Myth 4: Focus groups can be used
to get quantitative data like that found
in surveys and rankings.

Calling surveys and ranking dis-
cussions a “focus group” is a com-
mon external misconception
thanks to many TV shows and
news reports that talk about “focus
group testing.” Some clients that
do little qualitative research may
bring this misconception to a proj-
ect. It is important for researchers
to clarify that quantifying response
to a marketing message, creative
execution or advertising campaign
is a useful tool for marketers but it
is not qualitative research - it is not
a focus group. Qualitative research
gets at feelings, beliefs and emo-
tional responses on a particular
topic, not a quantitative rating. A
researcher may ask participants to
rank an idea or product on a scale,
but that is usually designed as a
first step to get the respondent to
dig into an idea and elicit qualita-
tive insights.
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Myth 5: Consumers don’t (or can’t)
express their true feelings in a focus group.
Focus group critics say that par-

ticipants often give what they
believe is the most rational
response, or say what is socially
acceptable in a peer setting, or what
they think will make them look
good or look smart. A participant’s
responses may not always reflect his
or her true feelings or attitudes. To
access these below-the-surface feel-
ings, experienced researchers use
projective techniques to bypass
respondents’ rational controls and
let them express feelings they have
trouble voicing in a standard ques-
tion-and-answer format.

Myth 6: Focus groups alone are
enough to unearth people’s opinions,
motivations and feelings.

When well-conceived and -exe-
cuted, focus groups in and of them-
selves can be a sufficient tool to
satisfy qualitative research needs.
But more and more often, top
brands are using focus groups in
conjunction with other qualitative
(and quantitative) methods like in-
depth interviews, online research,
ethnography, dyads, mini-groups
and telephone focus groups.
Research buyers are recognizing
the unique strengths that different
qualitative tools ofter, and are
working more frequently with their
research partners to incorporate
multiple research tools to maximize
customer insights.

Myth 7: Good ideas die in focus
groups because consumers are not ready
to accept new concepts.

QRCA member Judith Langer of
Langer Qualitative addresses this
myth in her book The Mirrored
Window. She says: “Qualitative
research offers researchers the
opportunity to probe what under-
lies consumers’ reactions. If an idea
meets immediate respondent rejec-
tion, a good researcher explores the
reasons why, whether the product
might fit a real need and what, if
anything, could change respon-
dents’ minds. Do the respondents
lack knowledge? Are they anxious
about newness or are they rejecting
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specific features? Is there a deeper
resistance? The moderator can
explore respondents’ reactions when
given additional information or
after learning of advantages they
haven’t yet seen. The moderator can
also explore potential changes in the
product or service or in the com-
munication.”

Myth 8: The researcher doesn’t
need extensive background on the
research project or the unstated

research objectives.

Some buyers hire a researcher as a
“vendor” who can simply run a
focus group by following discussion
guides and writing a good summary
report. That researcher may have a
great reputation or be referred by a
trusted source, so simply “doing
their thing” fulfills the requirement
for some buyers. However, clients
who understand the real value of
qualitative research know that treat-

Focus Market Research is the #1 Star
for Qualitative Research
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on your next project!

ing the researcher as a partner -
someone who understands the com-
pany, the scenario, the various influ-
encers at play, and, yes, the internal
politics - can deliver a far better
qualitative research project. Clients
may withhold information in the
belief that too much background
might sway the researcher or bog
them down with information that
doesn’t appear to impact the study.
But just like any other trusted sup-
plier, the qualitative researcher with
a well-rounded understanding of
the project will deliver far more
value in the end.

Myth 9: Clients always know what
they want out of research efforts and
methodologies.

There are many savvy clients
who understand the discipline, the
methodologies and how to achieve
desired results, but just as many
are seeking consultation and
expertise from their research
provider in order to help them
determine the best methodologies.
And some clients may think they
understand qualitative research,
but they might appreciate addi-
tional insight on the proper
methodologies. Being able to
coach, guide and consult with
clients is one of the most impor-
tant pieces of expertise a
researcher can offer his or her
clients. A consultative partnership
leads to better results, and modera-
tors may need to educate their
clients to think of them in that way.

Myth 10: It is important for the
researcher to stick to the discussion guide
because clients expect it.

In most cases, the discussion
guide should be just that - a guide.
Great focus groups use the guide
to direct questioning and focus the
session, but the real gems of
insight are often gained by encour-
aging interaction, dialogue, digging
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and improvising. Focus groups are
one of the best research methods
for this type of valuable interac-
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specific features? Is there a deeper
resistance? The moderator can
explore respondents’ reactions when
given additional information or

after learning of advantages they
haven’t yet seen. The moderator can
also explore potential changes in the
product or service or in the com-
munication.”

Myth 8: The researcher doesn’t
need extensive background on the
research project or the unstated

research objectives.

Some buyers hire a researcher as a
“vendor” who can simply run a
focus group by following discussion
guides and writing a good summary
report. That researcher may have a
great reputation or be referred by a
trusted source, so simply “doing
their thing” fulfills the requirement
for some buyers. However, clients
who understand the real value of
qualitative research know that treat-
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ing the researcher as a partner -
someone who understands the com-
pany, the scenario, the various influ-
encers at play, and, yes, the internal
politics - can deliver a far better
qualitative research project. Clients
may withhold information in the
belief that too much background
might sway the researcher or bog
them down with information that
doesn’t appear to impact the study.
But just like any other trusted sup-
plier, the qualitative researcher with
a well-rounded understanding of
the project will deliver far more
value in the end.

Myth 9: Clients always know what
they want out of research efforts and
methodologies.

There are many savvy clients
who understand the discipline, the
methodologies and how to achieve
desired results, but just as many
are seeking consultation and
expertise from their research
provider in order to help them
determine the best methodologies.
And some clients may think they
understand qualitative research,
but they might appreciate addi-
tional insight on the proper
methodologies. Being able to
coach, guide and consult with
clients is one of the most impor-
tant pieces of expertise a
researcher can offer his or her
clients. A consultative partnership
leads to better results, and modera-
tors may need to educate their
clients to think of them in that way.

Myth 10: It is important for the
researcher to stick to the discussion guide
because clients expect it.

In most cases, the discussion
guide should be just that - a guide.
Great focus groups use the guide
to direct questioning and focus the
session, but the real gems of
insight are often gained by encour-
aging interaction, dialogue, digging
deeper, understanding motivations,
responding to what’s being said
and improvising. Focus groups are
one of the best research methods
for this type of valuable interac-
tion, and it is their flexibility that
makes them so.
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Best practices for
online qualitative
research

ou may have tried an online qualitative method and were dis-
appointed or maybe you haven't taken the leap to online yet at By Berni Stevens
all. Or perhaps you're already a convert and just want to find

ways to improve on a good thing. Regardless of where you are now,

this two-part series of articles will give you a guide to how to get the

most out of it.

In total, we’ll give you 26 best practices across a number of crit-
ical areas that are central to conducting online qualitative research.
In this first installment we will consider 16 ways to improve
online moderating.

1. Provide an engaging introduction and clear instructions.

Your participants’ first impressions are important for setting the tone
and expectations. Just as for in-person interviewing, you need to
immediately establish rapport and make your participants feel welcome.
Recognize, too, that even though they agreed to participate, your
respondents may not be entirely comfortable with participating in an
online interview and may be uncertain about what is going to be
required of them.

Put everyone at ease by letting them know that spelling and gram-
mar don’t matter - what matters is what they have to say. Provide clear,
easy-to-read instructions in both their e-mail confirmation as well as in
the introduction once they’ve logged in.

2.Warm up your respondents before diving into the topic at hand.

Your first few questions should
further work to develop rapport and
make participants comfortable. Start

Part I : 16 Ways to with asking them to introduce
improve Moderating o v Remond sith on

in-person group. Respond with sim-
ilar information about yourself so
long as it’s not germane to the pri-
mary discussion topics.
Give them an open-ended question that allows them to share broad-
ly about the topic at hand, even if you won’t include it in the analysis.

For example, if you are going to be evaluating advertising for a new Editor’s note: Berni Stevens is CEO
digital camera, ask them: “Tell us about what kinds of pictures you've of TechFocus Research Inc., Exton, Pa.
been taking lately and what you’ve been doing with them.” She can be reached at 610-880-3500

3. Use a chatty, informal style for your questions and include a vari- or at bstevens@techfocusresearch.com.
ety of question formats. This is the first of a two-part series

Written discussion guides can seem cold, formal and sometimes on best practices for online qualitative
repetitive. Go out of your way to make yourself seem human by using research. Part two will appear in the
a style that’s similar to the way you talk. Don’t ask the same question July issue.
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over and over again, even if you’re
trying to get at the same thing across
a number of concepts, ads, features,
etc. After all, this isn’t a quantitative
survey, so controlling for variation in
question wording isn’t really neces-
sary. And sometimes, we need to ask
a question in a variety of ways to get
at what we’re looking for. If, for a
series of concepts you find that a par-
ticular question style is eliciting a
richer response, then you can probe

using the variation that is most
evocative for the respondent.

4. Ask oodles and oodles of prob-
ing questions.

This is exploratory qualitative, so
ask as many questions of your
respondents as you would in an in-
person group. Asynchronous groups
allow for greater consideration of
responses and probing than face-to-
face groups. Probing questions will
show that the moderator is engaged
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and interested and will often inspire
respondents to be likewise engaged.

5. Infuse a little humor.

If you’d use humor in an in-per-
son group, then use it online, too,
especially in probes and additional
requests for information! Humor
can help to establish empathy and
defuse tough situations. Studies
have also shown that when one
uses or experiences positive
humor, the whole brain is
involved, not just one side, and
that there’s more coordination
between both sides. Just keep it
good-natured and don’t make it
too personal or at all vicious.

6. Encourage interaction with
other participants.

If you're opening up the discus-
sion so that all participants can see
others’ responses, then make sure all
know that you expect them to read
what’s been posted by others and
react. As a moderator, you should
point out particular responses and
seek to gain agreement or dissen-
sion, just as you would in an in-per-
son environment. You're only going
to get out of it what you put in.

7. Include visuals that are easy for
participants to view.

Images can be included as
response stimuli and they make the
interview more interesting, too. Be
careful, though, to make images and
video easy for participants to view.
Respondents need to be instructed
on how to change the size of the
whiteboard to view the entire
image. For long text descriptions,
make sure your participants know
to scroll down if needed to read the
entire description. Sometimes, it
may be advantageous to have multi-
media open in a separate browser
window, particularly when respon-
dents are to interact in some way
with the stimuli.

8. Incorporate suitable projective
techniques.

If you would use projective tech-
niques for in-person qualitative
interviews, why not use them
online, too? Many, like free associa-
tions, visualizations, storytelling and
personification, can easily be
employed online. Even the ones that
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require physical sorting or drawing
could be accomplished with a little
creativity.

9. Deal with problem respondents
offline.

Don’t deal with issues concerning
a participant’s lack of participation,
dominance, inappropriate responses
or other troublesome behavior with-
in the discussion format. Even if the
interview format is set up so that
participants can’t see others’ respons-
es, your interviewee may forget that
and be resentful that you chastised
them. An offline, personal e-mail
that is tactful and sensitive is your
first line of action. If that doesn’t
work, then you may just have to dis-
miss the participant.

10. Encourage expressions of
emotion.

The perceived difficulty of captur-
ing emotion in an unfiltered way is a
primary concern for many when it
comes to online qualitative. And, as
discussed above, there may be some
times when it’s better to utilize in-
person interviewing when it’s critical

to gauge visceral response. Emotion,
though, will be expressed if respon-
dents care about the topics being
explored and they may be more will-
ing to share their emotions because
of their visual anonymity.

In an online environment, there
are a number of ways that you can
encourage and effectively capture
emotion. First, tell your respondents
that you want them to convey emo-
tional reactions when they have
them! They can do this through:

* words, e.g., “This makes me very
angry!”;

* emoticons, e.g., >:-O (provide a
key for respondents’ easy reference);

* CAPS, underlining and italicizing.

Also, your own questioning can go
far in soliciting emotional response.
For example, ask participants “How
does this make you feel?” or “Tell me
about the emotions this brings up in

”

you.

11. String related questions into one.

Avoid choppy questions that will
yield short, choppy responses. If you
ask a series of related questions, par-

ticipants will respond with fuller
responses, mirroring the moderator’s
style. Further, you will actually get
more information from this approach
as participants will typically respond
first to the issues that are most
important to them.

12. Don't just ask “why.”

I know, you think that understand-
ing why is a major component of
what qualitative is all about. But if’
you just ask why, especially in an
online environment, you're likely to
be met with a short, superficial
answer. If you ask “Why did you
purchase a Sony camcorder instead
of a Panasonic one” you may hear
“Because it had better features.” If
you instead ask “Tell me some of
the reasons that you purchased a
Sony camcorder instead of a
Panasonic?” you might get “Because
it has a longer battery life, better
zoom function and it costs about
the same.” Additionally, you risk
putting a respondent on the defen-
sive when you merely ask why
because they feel like they are being

oy
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challenged or attacked.

13. For multi-day asynchronous
interviews, pace the questioning
and leave room at the end for
emergent issues.

Many have a tendency to front-
load questioning. If you demand
too much up front, youre going to
overwhelm your participants, and
they may hold back on how much
they say because you're asking too
much and you haven’t yet gained
their trust and committed involve-
ment.You should have already
given your participants an idea
about the amount of time they can
expect to dedicate each day. Now
you need to make good on your
promise if you are going to keep
people coming back.

Additionally, questions will arise
during the first days’ interviews that
you'd like to get additional insight
on. If you’ve built a discussion
guide that’s equally divided over the
interview duration, then you may
not have time to address the issues
that emerge over the course of the
first days’ input.

14. Keep clients engaged and
involved.

It’s critical in any study to involve
the ultimate users of the research
throughout the process. This is espe-
cially true of qualitative, where the
process is more fluid and observers
can have a strong impact on the
direction the interviewing takes
should interesting or unexpected
responses arise.

The good news is that it’s more
convenient to observe online qual-
itative. Client teams don’t have to
travel to be involved, so more
should be able to participate. On
the other hand, because clients
haven’t isolated themselves from
the office and all its interruptions
and demands, it’s more likely they
will get distracted and not log in.
So, if you’re going to keep your
client team engaged you need to
make it easy for them to do so.
Incorporate a practice login on a
demo site to get everyone com-
fortable with the venue and how
to post comments. Then, send fre-
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quent reminders and, if it’s an
asynchronous group, send some of
the more interesting quotes to
pique their interest.

15. Create screen names that
make it easy to identify specific seg-
ments in non-interactive groups.

It’s hard enough keeping track of’
all the information that’s being
shared in large, asynchronous ses-
sions, but add on top of that various
segments which you want to ana-
lyze separately and the moderator’s
and client observers’ heads will be
spinning trying to keep up with it
all. One helpful method is to assign
screen names/handles that are coded
to reflect their segment member-
ship. For example, a current product
user is Sarah (C) and a non-user is
Andrew (N).

16. Choose a moderator who
understands the unique challenges
and nuances of online qualitative.

Many skills used in in-person
interviewing easily translate to an
online environment, like knowing
how to ask questions and the right
probes and how to keep everyone
participating. However, the moder-
ator you’ve used for years for in-
person qual may not conduct
online qualitative in a way that
makes the most of the medium.
Ask them what the differences are
and if they can’t give you at least a
handful of the tips in this article,
then you should look elsewhere.

Complexity is greater
Moderating any kind of qualitative
interview requires numerous
learned and innate skills. The com-
plexity is even greater when you
move your interviews to an online
environment. You can, though,
effectively moderate online inter-
views with the right guidance. Take
advantage of a few of the tips we’ve
provided above and you’ll see a
sharp improvement in the quality of
your experience.

Look for the second part of this
series, where we’ll look at best
practices for recruiting, incentives
and group composition, in the July
issue of Quirk’s.
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qualitative research

Part III: Sit at the
table, not behind
the counter

The metamorphosis
of a qualitative
researcher

magine the following conversation between a qualitative
Irescarch consultant (QRC) and a potential client. The client

requests a specific research methodology that doesn’t match the
research objectives and asks for limited involvement from the mod-
erator:

QRC: “May I take your order?”

Client: “Yes, I'd like four focus groups in two cities.”

QRC: “What are your research objectives?”

Client: “We would like to understand what drives consumers to
purchase personal health care products and how they emotionally
connect with our brand.”

QRC: “Would you like a discussion guide and report on the
side?”

Client: “No, thanks. Just the focus groups please.”

QRC: “OK, four focus groups in two cities coming right up. That

will be $xx,xxx.”

It’s far-fetched, but most of us who specialize in qualitative
research have found ourselves in similar situations, reduced to func-
tioning as an order-taker rather than as a consultant.

Since moving into a qualitative role over a year ago, the hur-

dles I've encountered as a QR C have surprised me. Once believ-

ing that moderating would be the most difficult skill to master,
I've discovered that learning to
be a qualitative research consult-
ant is by far the most significant
challenge. By consultant, I mean
being responsible for the func-
tions of design, moderating and
analysis for every project.
Ultimately, I am responsible for
the outcome of the research, and
I share in the client’s strategic
decisions made and actions taken
as a result of the research.

I believe the research profession as a whole makes it challenging to
assume the role of consultant in a qualitative context. Most market
researchers have limited qualitative experience. After all, only about
14 percent of all research is qualitative (2006 ESOMAR Industry
Study on 2005). Therefore, QR Cs have a unique responsibility to
ensure qualitative research is implemented properly. This can only be
done by assuming a partnership role, working directly and proactively
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By Kelly Heatly

Editor’s note: Kelly Heatly is a
qualitative research consultant with
M/A/R/C Research, Irving, Texas.
She can be reached at 972-983-0452
or at kelly.heatly@marcresearch.com.
This is the third installment of a
three-part series tracking Heatly’s
progress as she enters the world of
qualitative research. The first article
appeared in the December 2005 issue,
the second in May 2006. Both are
viewable at www.quirks.com.
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with clients - in other words, taking
a seat at the table.

This realization hit me while
attending the Qualitative Research
Consultants Association (QRCA)
conference last September as a
new member and attendee.
Inspired by the thoughts shared by
J. Robert Harris, chair of the
QRCA Professionalism
Committee, who wrote the article,
“The Death of Professionalism,”
published in the association’s July
2006 Connections newsletter, |
turned my focus on mastering
consultancy as a way to really
make a difference in my career, in
my client’s mind, and more indi-
rectly, in the qualitative profession.

The premise for Harris” article is
powerful if not controversial: he
believes the QRC profession is
declining due to the “reneging of
our professional responsibility to
provide consultation, instead of just
moderating, in the research that we
conduct for our clients.” By willing-
ly accepting moderation-only proj-
ects, known as walk-ons, Harris
believes QR Cs are slowly “eroding
the efficacy, the reliability, and there-
fore the overall confidence that
research buyers have in qualitative
research.” The potential damage to
the value of qualitative research is
real. After all, many will never forget
Malcolm Gladwell’s scathing criti-
cism of focus groups in the 2005
Advertising Age article “Focus Groups
Should Be Abolished,” in which his
keynote speech at the American
Association of Advertising Agencies’

Appropriate Applications

Considerations
Group: Use when ideation is needed (i.e., product/creative development and
i s, determining unmet marketplace nee@s). . ) _
Dhecon:One One-nn-l‘.!ne:_ Use \!vhen the research lnv!:nlves a chou:_e among multiple u_ffer!ngs
(group bias is ded), depth of behavioral and attitudinal understanding is needed,
or the topic Is sensitive.
In-person: Use if the creative process is enhanced by being in-person or when
e presentation of twn-dirr!ensional stilrrluli is required. )
Phone/Web Phone/Web: Use when it’s not feasible for respondents to meet at a central location,
sample of respondents is too small for one locale, or the client’s budget or timeline
does not allow for travel.
Snapshot: The qualitative interaction will capture the necessary information in one
Snapshot vs. session.
Temporal Temporal: The information requires interaction with respondents over time such as
accomplished through online discussion boards.
Discussion: Use when a discussion, in-person or via phone/Web, effectively captures
Discussion-based | the information needed.
vs. Observational Observational: Appropriate when motivations for certain behaviors cannot be easily
articulated by respondents due to lack of self awareness.
Respondent Certain respondent demo/psychographics in conjunction with the subject matter may
Factors overshadow all other considerations.

Account Planning conference pub-
lished was excerpted.

The bottom line: While it’s diffi-
cult to take responsibility as a con-
sultant, being an order-taker is a
huge disservice to the client and
to the qualitative research profes-
sion as a whole.

If you are a QRC and often find
yourself in an order-taker role, here
are three “consultant” approaches
I've learned to follow when faced
with a new qualitative project, each
focusing on the design and analysis
functions, listed in order of priority.

Ideal approach: become a partner

(sit at one end of the table)

Design

First and foremost, my responsi-
bility as a consultant is to recom-
mend the best research methodolo-
gy. I base my recommendation on a
comprehensive set of considerations
(Table 1) provided to me by my

qualitative mentor, Will Leskin, vice

president of qualitative services at
M/A/R/C Research.

Once the methodology is deter-
mined, my responsibility as a QRC
is to write the discussion guide, even
if the client provides a draft or out-
line of the topics they want dis-
cussed. In fact, I have found that a
collaborative approach works best
and ensures all are on the same page.
Ideally, QR Cs take these proactive
steps to ensure the discussion guide
captures the desired information:

e Participate in an initial kick-oft
meeting to revisit research objec-
tives and confirm how the informa-
tion will be used on the back end.

 Prepare a guide incorporating
all aspects discussed in the kick-off,
not just those outlined in the RFP.
Including an explanation or pur-
pose statement for each section of
the guide helps the client under-
stand how the discussion will
accomplish research objectives.

* Walk the client through the
guide verbally instead of sending it
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via e-mail and waiting for approval.
This way, the client’s research team
understands your proposed
approach, and the guide receives
buy-in from all members involved.

Analysis

Once moderating is complete, I
believe a QR C’s most important
function and obligation is making
sure the information captured is
analyzed objectively and commu-
nicated in a way that leads to
good strategic action. At this
stage, the QR C should “remain at
the table” with the client, provid-
ing an objective voice among
those with a vested interest in the
outcome of the study. Ideally,
QRCs provide a topline report a
few days after fielding followed by
an executive-ready full report
within a few weeks.

Plan B approach: find a happy medi-
um (sit somewhere at the table)

If a client is set on a specific
research plan that is at odds with
what you would recommend, I
have found there is always a way to
meet in the middle that will still
accomplish research objectives
while pleasing the client.

Design

Some clients prefer a specific
methodology based on past experi-
ence or comfort level. For example,
I have found that many clients pre-
fer focus groups because they like
to observe as many respondents as
possible “live” from the back room,
often alongside other members of
the research team. But what if study
objectives can’t be met with focus
groups? A solution is to meet in the
middle by recommending a “sec-
ond-best” approach or a hybrid
methodology that still meets
research objectives.

An example of a second-best
approach: A client once requested
focus groups for a qualitative concept
test where the objective was to elicit
reactions and understand the emo-
tional response to multiple concepts.

WWW.quirks.com
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While we recommended in-depth
interviews (IDIs), the client was
more familiar with focus groups and
had an entire team of internal stake-
holders to please. Therefore, we
offered quads as a way to present
multiple stimuli to respondents and
gain a greater depth of insight per
respondent yet still net the same
number of respondents using a
group methodology.

An example of a hybrid method-
ology: With this approach, a portion
of the research is conducted using a
methodology preferred by the
client, and the remaining research is
conducted using a more ideal for-
mat. For example, I worked on an
IDI project where we needed a
geographically-dispersed, hard-to-
reach respondent. The client did not
embrace the concept of conducting
telephone in-depth interviews,
despite teleconferencing options
with private lines for backroom dis-
cussions. So, we conducted the first
round of IDIs at a facility with
backroom viewing, debriefed and

made revisions, and then conducted
the remaining interviews by phone.

Analysis

Some clients intend to analyze
qualitative findings and prepare the
final report themselves, hiring a
QRC for moderation only. In this
case, the QRC could request a
debrief following the groups and
provide a detailed summary of the
debrief in lieu of a full report.
Similarly, for clients who intend to
write the discussion guide for the
moderator, the QRC could set up a
brainstorming session prior to field-
ing to talk through topics and dis-
cussion ideas.
ass (don’t sit

Last resort approach:

at the table)

Some clients are very knowledge-
able about qualitative study design,
methodology, and analysis and only
seek to fill the moderator function.
However, if you believe the research
plan set forth will not meet objectives

or you are unable to consult on design
or analysis, consider passing on the
business. While this can be financially
painful, you’ll likely avoid the cost of
failed research and lost opportunity.

A foundation
Having these three distinct approach-
es provides me with a foundation on
which to stand as a consultant. As I
continue on my qualitative research
path, I realize the enormous fulfill-
ment of actually helping a company
improve its products and services
based on the information I elicited,
analyzed and communicated back in
an objective and action-ready format.
This sense of fulfillment is only
possible when I act as a consultant
and partner to my clients, providing
them with my expertise in research
design, moderating and analysis. But
enough about me. Qualitative
research as a whole is strengthened
when clients reap the benefits of
sound, objective and powerful insight
garnered by working together at the
table with our clients.
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I Merging the old
and the new

DA ot haa s

vide deeper analysis, more compelling insights and highly actionable By Marla Commons
recommendations generated from the consumer research we con-

duct. The general response to these changing and stringent demands

among qualitative researchers has been mixed and ranges from develop-

It has become increasingly critical for the market researchers to pro-

ing new approaches, offering ethnographic methodology, engaging in
more projective techniques, offering technology as a solution and in
some cases, making the decision to stand firm by positioning themselves
as “traditional qualitative” shops (i.e., sticking to doing focus groups and
facility-based research).

At the same time, there has also been a trend over the last few years
away from conducting traditional qualitative approaches, toward the
desire for approaches that are able to offer deeper connections with con-
sumers.

“You get a different level of understanding when you're standing in a
consumer’s bathroom with them showing you what’s in their medicine
cabinet. You start to understand their world and how your product fits or
doesn’t with their needs. This is where those great insights start from.You
get those ‘aha’ moments and know you’re on to something,” says a senior
manager at a pharmaceutical firm

It appears the debate has shifted from merely discussing the significant
value of qualitative research (especially in relation to quantitative) to that
of discussing how to use new approaches and how to find ways of get-

ting richer insights.

Instrumental factor

Case St u d i es s h ow Often we find that new qualitative

approaches or innovative techniques

vVa I ue Of mixi ng are equated with using or leveraging

technology itself. This is perhaps due

tl’ad it | ona I an d to the fact that technology has

increasingly become an instrumental

teCh no I Ogy'baSEd factor in the way our world in gen-

. . eral operates. It impacts our lives Space. Research International

q Ual Itat ive both professionally and personally Cl;ftica,go. She can be reached ; ‘ 312-
and has forever changed the way we 787-4060 or at

a p p g O a C h e S think about communicating and

connecting with each other.

Editor’s note: Marla Commons is
senior vice president, Qualitative

m.commons@research-int.com. This

article is adapted from a presentation
Examples abound on bow technol- made at the ESOMAR qualitative

ogy has changed qualitative research itz o Qe A0 cd i

approaches. One significant advance is the invention of online focus ; .
. . . ) reproduced with permission _from
groups. Others include “lurking” in blogspots, videotaping consumer ESOMAR

behavior as it naturally occurs, using Webnography, providing video
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reports in addition to traditional writ-
ten reports.

The pioneering spirit of qualitative
researchers around the world will
undoubtedly continue on the path of
developing new approaches in qualita-
tive research by using technology. So
at this point it is important for us as a
community to stop and ask ourselves
what purpose these innovative
approaches ultimately serve in the
world of qualitative, including:

* Do they selfishly serve to make us
appear smart and innovative?

* Do they simply serve as a new
approach for those who are tired of
traditional focus groups and facility-
based research?

* Do they ultimately better equip us
with deep consumer insight?

¢ Can they better inform subse-
quent quantitative research?

* Should they be viewed merely as
another option, one of many
approaches in a toolbox of qualitative
offerings?

These questions are important ones
for us to consider, as we have a
responsibility to recommend the best
methodology/approach even when it’s
tempting to do something different.
The question becomes not whether
we can provide new approaches - we
have certainly proven that we can. The
general question at hand appears to be
whether traditional approaches we

Alternative Medicine

Figure 1: Summary of Two-Step Processes of Case
Studies for Alternative Medicine and Bill Payment

Bill Payment

Step 1

Develop Qual

Traditional Trndltlunal
Qualitative (1D1) Qllﬂlli-ﬂ-l\@
Oellnngraﬂy) {Celinography

Step 2
Develop Quant

Quant Survey Quant Survey Quant Survey
Based on 1DIs Based on Based on 1DIs
Cellnography

Quant Survey
Based on
Cellnography

have used for years will fall out of
fashion entirely or whether they will
continue to play a significant role in
consumer understanding. In order to
address this question, our firm
undertook a study to determine the
real value that two completely dif-
ferent qualitative approaches can
have on a study.

Case studies

We chose the areas of finance and
health care as case studies to demon-
strate how the right qualitative
methodology can inform different yet
equally compelling results in some
cases, and ultimately, how different
methodologies can inform different
subsequent quantitative research ques-
tions. As shown in Figure 1, in Step 1
of these case studies, two completely
different qualitative research methods
were utilized to highlight how the
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sample
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called on Esearch.com for their
online panel nesdn
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qualitative methodology implemented
impacts the level and type of insight
generated.

The first approach utilized a more
traditional qualitative methodology:
in-depth, face-to-face interviews
(IDIs). The second approach utilized
Research International’s Cellnography
approach in which consumers are
given a camera and video-enabled cell
phone and are asked to capture their
behavior and feelings with the provid-
ed phone (i.e., “Please use your cell
phone to take a video and describe
what types of alternative medicines
you use.”). Both of these methods
were utilized in the bill payment and
the alternative medicine case studies.

Tiaditional qualitative method: IDIs

For the bill payment IDIs, respondents
were asked questions such as what
bills are currently being paid, what
methods of payment are utilized and
why, and, importantly, questions sur-
rounding respondents’ attitudes toward
automatic and online payment options
versus more traditional forms of pay-
ment such as check writing. They
were also asked general questions
about attitudes toward paying bills and
were asked to describe their typical
bill payment routine. For the alterna-
tive medicine portion of the IDIs,
respondents were questioned about
their awareness and use of different
alternative medicine options, attitudes
toward alternative and traditional
medicines and future likelihood of
adopting alternative medications.

New method: Cellnography

In both the bill payment and alterna-
tive medicine areas of investigation,
respondents were given a packet of

www.quirks.com
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homework tasks containing several
different assignments they could
complete using the provided camera
and video-enabled cell phones. All
assignments were designed to cap-
ture respondents’ real-time behavior
and feelings with the specific topic
in mind. As they completed assign-
ments, respondents uploaded and e-
mailed back their photos, sound
clips and videos.

Examples of assignments for the bill
payment case study included having

o
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IDIs
® Able to get a thorough listing of bills
paid per month
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Figure 2: Example 1 - IDIs Are Appropriate When a Robust Understanding of Topic
is Needed

Detailed listing of options of bills paid
on a regular basis is provided (survey
offers up to 20 different types of bills)

Detailed options of types of alternative
medicine respondents use

Cellnography
* Only major bills listed as top-of-
mind (mortgage, car, etc.)

* Alternative medicine is defined
rather narrowly, primarily as pills
and herbs

Less detailed and thorough listing of
bills paid on a regular basis

Narrow options listed for alternative
medicine that limits the definition of
an alternative medication

month confirming they have been paid

Insights generated as a result of combining IDI with Cellnography approaches:

Bill payment: Bank offers a service to help respondents set up an account from which
those “little annoyances can be paid automatically with an e-mail summary each

Alternative medicine: Most respondents define alternative medicine as pills, but
would be open to alternative medicines that also involve non-pill treatments if
alternative medicine makers communicated their positioning/offerings differently

respondents video themselves during
bill payment, asking about attitudes
toward different bill payment options,
and interviewing a friend or family
member about how they pay bills in
order to further understand how they
view their own attitudes. Examples of
assignments for the alternative medi-
cine case study included asking about
what alternative medicine
means/how it is defined, usage of and
experience with alternative medicine
options and using video cameras to
show where alternative medicines are
stored in the home.

Results for both the IDI methodol-
ogy findings and the Cellnography
methodology findings for both the
alternative medicine and the bill pay-
ment case studies were then analyzed
and reported independently, yielding
four separate qualitative reports. The
contrasts found in the comparison of
these reports make up a good part of
the foundation from which our analy-
sis and recommendations are drawn.

Advantages and limitations of IDIs/tradi-
tional qualitative research

IDIs certainly are the most appropri-
ate qualitative approach when the
facilitator needs to obtain in-depth
and detailed information in a specific
period of time (as evidenced in our
case studies), especially in relation to
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focus groups where the individual
may speak only occasionally.

Second - and this is perhaps the
most critical reason for doing IDIs
or focus groups - is the fact that
these types of approaches enable
researchers to understand con-
sumers’ attitudes, perceptions, needs
and wants - the original basis from
which these approaches were
applied in the first place.

In the age when qualitative research
is sometimes used to make critical
business decisions on whether to
launch a product or whether to
rename a service, the purpose and
function of qualitative research can
sometimes get lost. The purpose mis-
takenly becomes about measuring
response to products or ideas rather
than using the approach to explore
reasons and motivations for responses.
Comparing, as we did in this study,
the results of new and traditional
qualitative approaches helps us to enu-
merate the advantages and disadvan-
tages of each methodology (Figure 2).

The question-response format of
traditional qualitative methods such as
IDIs ensures that specific and detailed
information is gathered, yet it can also
limit the ability for respondents to be
spontaneous and more natural in their
responses - simply because they are
either in an unnatural context such as
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a research facility or in the case of
ethnographic approaches because of
the mere presence of the facilitator in
one’s home.

Because qualitative researchers make
a living from being able to read peo-
ple and make them feel comfortable, it
is sometimes easy to forget that
despite best efforts, an inherent limita-
tion in any facilitator-led research is
the impact of their presence on the
respondent. This is true in both facility
and more natural-based ethnographic
approaches and is an inherent limita-
tion in qualitative research in most
cases. With knowledge of social
norms, respondents often feel the
need to justify themselves before oth-
ers to show that they know when
they fall outside the boundaries of
what others (including a moderator)
may constitute as normal or accept-
able behavior.

Finally, in traditional qualitative
research, respondents are asked to
explain their thoughts or behaviors,
and as a result of the situation, their
responses are usually conscious and

Figure 3: Example 2 - The Impact of New Approaches Reveals Areas of Exploration

methodical. Our attitudes are not
always logical, though, and our deci-
sions are not always made consciously
- it is in these situations that innova-
tive techniques are particularly rele-
vant and can be used to better inform

subsequent quantitative research.

Benefits and limitations of a new approach
vs. traditional qualitative

Unlike traditional qualitative
approaches Cellnography does not
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enable the researcher to probe in
order to clarify responses or enable
any sense of real control over the type
of information provided. However,
this lack of contact and constraint
allows us to tap into a level of con-
sumer understanding while at the
same time avoiding having the mod-
erator’s presence influence respondent
behavior (despite the moderator’s best
efforts to minimize this impact).
Engaging respondents in a blog com-
munity or using a methodology like
Cellnography can avoid respondent
posturing and give accurate insights
into actual behavior.

An additional benefit of an
approach like Cellnography is its abili-
ty to reveal the underpinnings of
emotional or subconscious decision-
making processes, offer insight
through a breadth of knowledge
about a topic, and reveal behavior out-
side the constraints of social con-
sciousness and verbalization. It also
enables researchers to understand real-
time consumer behavior rather than
relying upon recalled/remembered
behavior (Figure 3).

It depends

So, how do we select the right
approach, whether traditional or new?
This is one of the most frequently
asked questions by clients. Our advice
on the matter is often rather simple

Figure 4: Example 3 - Benefit of Utilizing Both IDI and Cellnography Approaches

* Respondents are likely to report
their routine for paying bills,
whether this involves sitting down at
a desk on a regular basis or
checking e-mail randomly
throughout the month to ensure
automatic payments have been
made; variety of behaviors and
patterns were found when it comes
to bill payment

Combined
Finding from qualitative methods Quant survey question developed as a
result of the qual approach
IDIs

* Subsequent quantitative questionnaire
enables respondents to select from a
variety of behaviors and patterns of bill
payment they use (“Which of the
following best describes your bill
payment behavior” with multiple
options)

Cellnography

* [n viewing respondents’ assignments
regarding how they would describe
their pattern/behavior for bill
payment, the videos they sent back
indicate/hint that one’s bill payment
life is often quite similar to the
status of their home organization
skills (i.e., we observed that more
organized homes in general were
correlated to more organized
methods of bill payment, including
whether respondents have a
particular place they keep bills or
whether they are kept throughout
the house

* Subsequent quantitative survey
questions involved the addition of the
following question:

How would you characterize your bill
payment style?

a. Totally unorganized: 1 keep bills in
multiple locations and am
sometimes late on payments

b. Fairly unorganized: I keep bills in
mostly in one location and am
rarely late on payments

c. Fairly organized: I keep bills in one
location and know generally when
bills are due and pay them on time

d. Very organized: I know exactly
when bills are due and have a set
system for paying them

for combined methodologies

Insights generated as a result of Cellnography and IDI approaches together: a case

The results of the 1DIs and Cellnography combined were beneficial in determining the
different patterns respondents have in how they approach bill payment and making
this link to perhaps how they approach life in general

and perhaps not the direct answer that
many would like: it depends on the
objectives of the research.
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Newer is not necessarily better, just
as the traditional methods are not
necessarily always going to be the
right answer. In fact, our experience
with this research suggests that it is
perhaps the combination of both the
traditional and the new that may pro-
vide clients with the deepest insights
possible. In our case studies we
derived insight as much from the
findings unique to one methodology
as from nuances in similar responses
across approaches (Figure 4).

Consider the idea of a combination
of facility-based interviews in con-
junction with an approach like
Cellnography or combining an ethno-
graphic-based method with a facility-
based technique as a way to provide
more robust answers to research ques-
tions. Not only are the qualitative
insights more fruitful and compelling,
but there is the critical benefit of how
these insights can powerfully inform
subsequent quantitative work.
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qualitative research

¢¢ iamonds are a girl’s best friend” is an adage I am fond of
D quoting. However, I recently had the privilege of con-
ducting an interesting qualitative research study on a
topic near and dear to my heart: handbags. As a result, I have come to
realize that handbags can be considered - together with diamonds -
one more indispensable member of a female’s close coterie of friends.
In 2005, handbags (aka purses and pocketbooks) dominated the
accessories market in the U.S., accounting for over $5 billion in sales.
Consumer research from Mintel finds that British women are also
becoming increasingly enamored of their handbags as sales there grew
by 146 percent between 2000 and 2005 to reach an estimated $680
million. Functionally, handbags are used to transport a woman’s essen-
tial daily items. Emotionally, however, they perhaps play a more power-
ful role, although current advertising for the category does not focus
on the emotional threads which often tie women to their handbags.
For women, handbags are a form of identity and individuality, and,
like the women who carry them, they may or may not have multiple
identities. Regardless of whether a purse acts as a mini-office, a bag on
wheels, a mini-pharmacy or snack bar, a mobile beauty salon, family
photo gallery or as a nostalgic connection to a mother or grandmother,
it is also a beloved and trusted accessory which either reflects a woman’s
specific personality or provides a glimpse at her wannabe personality.
Handbags can also be used to instantly broadcast messages about a
woman’s mindset, mood or life
stage. The woman who is pushing a
stroller and carrying a large, practi-

H an d bag Mma ke rS cal black purse might be resigned

to the fact that it screams out

S h ou I d mar ket th e “responsible young mother” rather

than “trendy young woman.”

e m Oti 0 n a I aS p e Cts Nonetheless, she knows that this is

of owning their

the one she needs because she is in
her maternal life stage.

p r0d u Cts A handbag can also reveal

whether a woman is into power and

status, glamour and luxury or fun

and fantasy. Using it to make a fash-
ion statement is unquestionably appealing to women.

True essence
Regardless of its exterior, a handbag’s contents generally seem to reveal
the owner’s true essence and soul. What is on the outside of the bag
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By Tanya Krim

Tanya Krim is founder of TKInsights
LLC, a Teaneck, N.J., research
company. She can be reached at

tkinsight@aol.com.
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may separate one woman from
another, but what is inside may
unite them; a peek inside may reveal
whether a woman is feeling over-
whelmed and chaotic, or “together”
and in control. In fact, many women
seem to have a relationship with
their bag which is similar to the one
they have with a dependable and
trustworthy female friend/confi-
dante: It knows everything about

her and her life.

On some occasions, however, it is
undeniable that handbags appear to
be more like good-looking, desirable
men than close female friends as they
become objects of women’s deep-
seated, unbridled lust!

Most women also view their purse
as their one and only real personal
space, a kind of safe haven and secu-
rity blanket, without which they feel
naked and vulnerable. It carries all
the items they need or might need,
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and as a result of this, is synonymous
with feelings of warmth, safety and
togetherness.

Interestingly, women also perceive
handbags to be the one and only
piece of fashion without clear
demarcations based on looks, size or
age. While many may feel too old for
certain styles of clothing or shoes,
most believe that they have more lee-
way with crossing the young-old
lines with handbags.

Dearth of emotion

The emotional territory surrounding
the handbag category is clearly enor-
mous. Nonetheless, most women I
recently spoke to readily testify to the
dearth of emotion visible in contem-
porary handbag advertising.

In today’s world, handbag advertis-
ing tends to consist of print ads
rather than TV. Although there are
undoubtedly numerous handbag
print ads to be found in the glossy
women’s magazines and other upscale
general-interest magazines, these
print ads are not really very differen-
tiated from each other.

When asked, female consumers
mention that all of these print ads
feature the handbag brand’s logo and
iconography as well as beautiful, thin
women with perfect hair - usually
alone on the page with the product.
The eye-catching, desirable handbag
is usually displayed dangling off an
elegant, long arm or shoulder, or
alongside a pair of long, lean, perfect
legs perched in an enticing pair of
shoes. The visuals are unquestionably
eye-catching and telegraph - albeit
only via visual cues - product usage
mood as well as easily comprehensi-
ble messages about the product along
the lines of “If you buy this glam-
orous, sexy little evening bag, you too
will get noticed/feel as sexy and
beautiful as this woman,” or “You too
can have fun if you buy this one!”

Women admit that they often lust
after the handbag as well as the pair
of shoes they see advertised in these
handbag advertisements because they
look stylish, sexy and eye-catching.
However, as yet, no one brand of
handbag appears to have differentiat-
ed itself in a relevant and memorable
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way by using imagery, words or an
insightful tagline to telegraph that the
brand really “gets” how women feel
psychologically and emotionally
about handbags (or for that matter
shoes). No manufacturer seems to be
trying - directly and overtly - to
move away from merely grabbing a
share of wallet and to focus instead
on also grabbing a share of heart.

Even the Manolo Blahnik hand-
bag brand has not achieved relevant
differentiation in the minds of many
consumers - in spite of the fact that
its Manolo Blahnik shoe brand
counterpart began to feel more dif-
ferentiated a few years ago because
of its frequent presence in Sex and
the City episodes.

Enticing and alluring

It is interesting that the status of
handbag advertising today seems to
be somewhat comparable to that of
shoe print advertising: the lack of
emotion in advertising campaigns for
these products is perhaps all the more
surprising as both handbags and

shoes are perceived by women to
have particularly enticing and allur-
ing facets which could be used to
generate highly emotive and creative
advertising.

Furthermore, sales of high-end
handbags currently appear to be at
an all-time high. An increasingly
large number of women today con-
fess that they suffer from handbag
mania, and refer with pride to their
wardrobe of handbags which caters
to each of their many moods and
style occasions. According to Judy N.
- a manager in a New Jersey depart-
ment store who has 25 years of
experience working in the acces-
sories department - handbags are
now perceived to be an essential
fashion item, one which women
coordinate carefully with their outfits
and replace frequently so that they
consistently project as stylish an
image as possible. Judy observes that
women’s current desire to change
their bags is matched by their
increasing interest in investing in
top-of-the-line handbags. She simul-

taneously remarks that while the
“need” to place such emphasis on
handbags seems to be fairly recent -
arising perhaps in the past three to
five years - she feels that the behav-
ior is nonetheless a familiar one as it
is reminiscent of women’s behavior
with other important accessories -
specifically watches or jewelry.

Walking around various high-end
stores recently in upscale Bergen
County, N.J., I could not help but
marvel at the diversity of the women
looking for their expensive handbag
“fix.” Regardless of age, income or
career path, women today certainly
seem to understand that a beautiful,
high-end pocketbook can simultane-
ously give them the emotional high
they yearn for and telegraph to their
female peers that they have class, taste
and are where it’s at!

Importantly, marketers might also
want to take note that some of these
“women” are still in their teens, and
many of them seem to already be
gravitating to certain brands - includ-
ing Coach and Betsey Johnson.
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Huge opportunity

There consequently appears to be a
huge opportunity for one of the
popular brands of handbag to be the
first to market with an advertising
campaign which layers on more
meaning and emotion, and moves
away from the old handbag “product
is hero” formula. An ambitious
handbag manufacturer might even
try and position itself in a fresh and
innovative way as the company

which is in the female “look good,
feel good” business rather than just
contenting itself with being “in the
handbag business.”

The possibilities for the develop-
ment of emotionally-resonant hand-
bag advertising are endless. A brand
might wish to position itself as the
one which really gets that handbags
Or purses are a woman’s most trust-
ed accessory and close friend. Or it
might wish to position itself as the
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ultimate lust-inducing, “can’t live
without it” handbag; or as the quin-
tessential female pick-me-up brand
of handbag - one for each shade of
a woman’s moods. Then again, it
might prefer to position itself as the
one which helps a teen girl-woman
feel very together and sophisticated,
or helps another woman project her
wannabe personality.

Positioning itself as the brand
which helps an older woman
recapture a slice of her youthful-
ness also appears likely to spark an
emotional chord. The reality is that
no matter how much she notices
the appearance of crow’s feet round
her eyes, how desperately unhappy
she feels about the collection of
those unappealing extra pounds on
her hips or derriere, or the discom-
fort caused by those pointy, sexy
shoes she used to strut around in
quite happily, a handbag can trans-
port her back to her more youth-
ful, carefree days. It can help her
communicate to the world that she
may have the experience of years
but is still proud to retain that
enviable, youthful sparkle.

Lockheart, a California-based
handbag brand which launched in
July 2006 and is currently avail-
able in boutiques and upscale
department stores offers women
some very beautiful, eye-catching,
romantic-looking handbags. The
price point is quite high, although
brandishing one of these pieces
on your arm is an uplifting expe-
rience: I know, because I have
one! Maybe this will be the new-
comer brand which begins to
shake up the category!

The fact is that handbags and
women have a close-knit, warm
and satisfying relationship. In
today’s often lonely, frightening
and disappointing world, adver-
tising which capitalizes on the
“look good, feel good” aspects
of life is likely to resonate par-
ticularly well with women.
Because, no matter how intelli-
gent, profound and analytical
we are, we still also long to
score points on the got-it-
going-on-ometer!
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Survey Monitor

continued from page 10

hours on average) managing their
personal finances.

Time has become a predominant
concern in India and China, where
people feel rushed in their daily lives
as they try to keep pace with their
ever-changing environments.
Americans and Canadians, however,
are much more likely to articulate
their frustrations with time, indicat-
ing that they never have enough time
and feel a great deal of stress.

* Media usage: The U.S. Census
recently projected that Americans
will spend five months in 2007
watching television, surfing the
Internet, listing to radio and text
messaging. According to
IndicatorEDG, Americans are not
alone in their seemingly extreme
devotion to media. On average, peo-
ple around the world spend 70 hours
per week with various types of
media, accounting for 42 percent of
the 168 hours in a week.

The Chinese and Americans cer-

tainly share the same affinity for the
Internet, despite the two govern-
ments’ continuously different per-
spectives in international trade and
currency policies. Both countries
posted more than 19 hours a week of
Internet usage in 2006. India is
another country where Internet
usage is accelerating.

When it comes to messaging, India
and China both enjoy the most usage
of SMS (2.8 hours per week) and
instant messaging (five hours per
week) with North America (U.S. and
Canada) trailing the group. Entering
into 2007, however, the usage of
instant messaging will diminish, and
SMS growth will slightly decelerate
everywhere except in Scandinavian
countries. Blogs will continue to be
strongly embraced in China,
Scandinavia and the U.S., which are
already the global leaders when it
comes to the amount of time spent
reading and creating blogs.

Although watching television cur-
rently accounts for 20 percent of the
total time people spend consuming

media in a typical week, time allocat-
ed for television is expected to shrink
by more than 8 percent globally in
2007. Movie theaters across all coun-
tries are also anticipated to continue
to see a similar decline in interest.
On the other hand, newspapers
remain an attractive medium in India
and China, where people are spend-
ing twice as much time reading
newspapers as those in more devel-
oped countries. According to
IndicatorEDG, one can expect 2007
to continue to be a good year for
newspapers in India and China.

* General worries: Towards the end
of 2006, the concern over a possible
terrorist attack waned considerably in
favor of concerns that were more
immediate. Escalating health care
costs, rising gasoline prices, declining
moral standards, lack of retirement
funds and declining educational stan-
dards now top the list of consumer
worries in the United States. People
are anxious for changes in policy and
market priorities to address these key
concerns in 2007.
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American concerns are, unsurpris-
ingly, shared among people in other
parts of the world. Declining moral
standards is one of the top three
overall worries across all borders.
High concerns about declining envi-
ronmental quality, escalating health
care costs and lack of retirement
funds also resonate with citizens of all
countries. Regionally, Internet secu-
rity is causing the greatest anxiety in
Europe, Scandinavia and China.

Rising gasoline cost, on the other
hand, affects India and North
America most.

e Ideas to go: The overall health
consciousness of consumers not only
means continued prosperity for the
organic food industry but also sug-
gests the likelihood of more vertical
integrations similar to the combina-
tion of CVS and MinuteClinic or
CVS and CareMark. The rising cost
of health care is especially trouble-
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some to the U.S. economy, as health
care spending represents more than
16 percent of the country’s GDP
while averaging 10 percent in most
industrialized countries. Currently,
businesses are bearing most of the
costs associated with health care. This
financial burden could result in the
erosion of additional capital invest-
ment for corporate development and
expansion, and subsequently diminish
the country’s innovative edge. The
year 2007 could see stronger business
initiatives in attempting to drive
health care reform involving govern-
ment policies, consumer responsibili-
ties and business practices.

2007 will also produce an influx of
technologies and services that further
connect the offline and online
worlds. Consumers’ increasing
reliance on the Internet manifests the
universal desire for versatility in com-
munication and information rele-
vance. Consumer demand in these
arenas can be attributed to innovative
companies like LocaModa, whose
Wiffiti technology allows people to
text-message their thoughts and blogs
to flat-panel displays in public and
social venues, creating a space where
the boundaries between cyberspace
and the real world are invisible.
Another example are the new quick-
response (QR) codes included on
McDonald’s food packaging in Japan.
They appear old-fashioned to the
naked eye, but the QR codes are
actually quite sophisticated and can
be scanned by mobile phones to
retrieve ingredient information. If
traditional businesses can create solu-
tions to address the consumer desire
for technological innovation they
will also thrive.

Furthermore, emerging indicators
suggest a need to mix and match
marketing channels to adapt to
regional lifestyle habits. The Web is
no doubt the center of attention. But
there are clearly regional variances in
media preference. In countries like
China where Internet security is of
great concern, it would be smart to
leverage the traditionally well-recog-
nized newspaper medium to lend
credibility to online businesses. In the
U.K., where new online ideas such as
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blogs are not as popular with con- hot and what’s not. Each wave of

sumers, radio is a medium still the study surveys 6,000 respondents
favored by many segments in the randomly selected worldwide from
population. Luth Research’s online SurveySavvy
IndicatorEDG is a quarterly track-  panel. The ending sample for each
ing study monitoring six general country is weighted to reflect the
indicators about consumer sentiment population demographics docu-
and market forces: consumer confi- mented by the census or govern-
dence, happiness and life goals, ment statistical bureau in the indi-
weekly activities (work and leisure), vidual country. For more informa-
likelihood to purchase technology tion visit www.luthresearch.com.

products, general worries, and what’s
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Traditional outlets spur

online product searches
Though there is no question that
online searches are becoming more
popular among consumers, what
exactly triggers an online search?
In a recent analysis of
BIGresearch’s Simultaneous Media
Survey (SIMM 9) conducted for
the Retail Advertising and
Marketing Association (RAMA),
consumers say they take cues from
traditional advertising to deter-
mine when and where to search
for merchandise online.

Consumers said that they were
most motivated to begin an online
search after viewing advertisements
in magazines (47.2 percent), news-
papers (42.3 percent), on TV (42.8
percent) and from reading articles
(43.7 percent). Women were more
likely than men to be motivated by
coupons (41.8 percent vs. 29 per-
cent) and in-store promotions (29
percent vs. 24.5 percent) while
men were more driven to start an
online search based on a face-to-
face conversation (36.1 percent vs.
29.5 percent).

“When it comes to advertising,
retailers always need to be careful
not to put all of their eggs in one
basket,” says Mike Gatti, executive
director of RAMA. “While search
engine marketing continues to be
a popular strategy, retailers should
not lose sight of traditional adver-
tising channels to promote prod-
ucts and services.”

After searching, online con-
sumers said they are most likely to
communicate with others about
their search through face-to-face
discussion (68.9 percent), though
e-mail (53.1 percent), telephone
(50.9 percent), and cell phone (30
percent) communication were also
popular choices. Young adults 18-
24 are also taking advantage of an
influx of new media, communicat-
ing about services, products and
brands by instant messaging (37.5
percent), text messaging (23.7 per-
cent) and through online commu-
nities like MySpace and Facebook
(20.6 percent).

www.quirks.com


http://www.luthresearch.com
mailto:info@readexresearch.com
http://www.quirks.com

“Retailers must realize that online
communities are now producers and
through their stories are able to
extend the distribution of tradition-
al media with a trust and truth not
even approximated by mass media,”
says Joe Pilotta, vice president of
Worthington, Ohio-based
BIGresearch.

Shoppers continue to use the Web
as a resource before determining
which items to buy and where.
According to the survey, 92.5 per-
cent of adults said they regularly or
occasionally research products
online before buying them in a
store. Products that are most often
researched online before being pur-
chased in a store include electronics
(50.8 percent), apparel (31.9 per-
cent) and appliances (27.0 percent).
Men were twice as likely as women
to shop for automobiles online
(20.2 percent vs. 10.2 percent),
though women research home
décor products more often than
men (18.9 percent vs. 11.6 percent).

The SIMM 9 survey is a survey of

15,287 consumers which is con-
ducted two times each year. SIMM
measures consumption across media,
retail channels and products. SIMM
9 was collected in November and
December, 2006. The SIMM Survey
has a margin of error of plus or
minus 1 percent. For more informa-
tion visit www.bigresearch.com.

Americans map the path to

good corporate citizenship
According to the second edition of
I-Rep, a biannual survey on percep-
tions of large companies conducted
by Paris-based researcher Ipsos,
Americans overwhelmingly say that
companies do not pay enough
attention to their social and envi-
ronmental responsibilities (60 per-
cent) and should work to improve
the wider impacts of their products
and services (77 percent). Only
one-third (35 percent) say that
companies are listening and
responding to the public’s concerns.
Americans identify environment
and wildlife protection as the area

large companies should contribute
to the most (45 percent), placing
this slightly ahead of fighting
poverty in the United States (42
percent) and education and schools
for children and teens (33 percent).

Americans say providing afford-
able health care for employees (39
percent) and dealing with inflation
and oil prices (31 percent) are the
two most pressing issues for large
companies over the next few
years. However, the environment
places fifth in issues mentioned
(cited by 20 percent), on par with
managing costs (21 percent) and
competing with emerging
economies (21 percent).

“While quality of products and
services is the most important factor
for consumers judging companies,
environmental and social responsi-
bility is as strongly related to good-
will as customer service and value
for money,” says Annabel Evans, vice
president of Ipsos Public Affairs and
author of the study. “Companies
that are spontaneously thought of as
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particularly responsible are primarily
recognized for their environmental
initiatives.”

That said, Americans find it diffi-
cult to judge the social and envi-
ronmental performance of individual
companies. Only one-third (35 per-
cent) can think of a company they
feel acts particularly responsibly and
no company stands out as a leader
among more than 2 percent of the
population. “Companies that receive
high ratings for social and environ-
mental responsibility are those with
widely reported philanthropy or
environmentally-friendly products,”
says Evans. “Companies that attract
high negative ratings and are criti-
cized across most aspects of their
business tend to operate in sectors
that are perceived as environmental-
ly damaging and are corporate
goliaths in terms of their overall
revenue and profitability.”

Companies that put good social,
environmental and ethical behavior
at the core of their business have
great potential for winning the
hearts, minds and wallets of increas-
ingly ethics-savvy consumers.
Americans who are aware of good
corporate practices act on their
knowledge: one in five (19 per-
cent), for example, have bought a
product or service because of an
established link to a charitable
organization. However, most con-
sumers find it difficult to know
which products are better for socie-
ty and the environment (61 per-
cent) and they claim that more
information about companies’
social, environmental and ethical
behavior would influence their pur-
chase decisions (62 percent).

Ipsos has identified a group of
men and women who are more
vocal and opinionated about com-
panies than others and could help
large corporations spread the word
about their ethical standpoint.
Around one-quarter of Americans
fall into the group Ipsos calls
Ethical Advocates: people who reg-
ularly advise their friends, family,
colleagues and others to use - and
more often, not to use - a particular
company due to their beliefs about

whether it acts responsibly or not.

Online interviews were conduct-
ed as part of Ipsos’ i-Rep American
Public program between February
23 and March 5, 2007, with a
nationally representative sample of
more than 1,000 adults aged 18 and
over from Ipsos’ U.S. Internet panel.
The margin of error is +3.1.The
research investigates the expecta-
tions for and perceived performance
of major companies from a variety
of sectors on a range of reputation
metrics. For more information visit
WWW.1pS0Os.Com.

Ads sent via cell phone must

have payoff for recipient
According to a study by Harris
Interactive, Rochester, N.Y., a sur-
prising 35 percent of adult cell
phone users are willing to accept
incentive-based advertisements. Of
these adults, 78 percent say the best
incentive would be cold, hard cash,
followed by free minutes (63 per-
cent), free entertainment downloads
(e.g., ring tones, games; 40 percent)
and discount coupons (40 percent).

The research examined current
levels of consumer interest in
mobile phone advertisements,
preferred advertising formats and
the willingness of consumers to
be profiled.

“Historically, U.S. mobile phone
users have been resistant to receiv-
ing mobile phone advertisements,
but according to our research, cell
phone users are more willing than
ever to receive advertising,” says
Judith Ricker, president of the mar-
keting communications research
practice at Harris Interactive. “To
make their mobile campaigns more
effective, advertisers should take
note of how cell phone users are
most interested in being contacted.
Advertisements need to have a clear
value proposition, be relevant and
allow recipients to control how they
are profiled.”

The survey further reveals that
over half (56 percent) of those who
are at least somewhat interested in
receiving ads on their cell phone say
they would prefer to receive them
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via text message, while 40 percent
would like to receive them as a pic-
ture message. Less than one-quarter
of adults would choose to receive
them as videos (24 percent), while
others would have them transferred
automatically to e-mail (23 per-
cent), as a voice message (22 per-
cent) or something else (7 percent).

Just under three-quarters (70 per-
cent) of respondents who are at
least somewhat interested in receiv-
ing mobile advertising are also will-
ing to provide information about
themselves to their cell phone
provider in exchange for an ability
to customize the service to their
needs. Among them, 30 percent are
willing to receive the ads for the
right incentive, while 20 percent
would receive them if they have
control to turn them on or off and
20 percent are willing to receive the
ads if they can choose who the
information is sent to.

Adult mobile phone users who
are at least somewhat interested in
mobile advertising also feel that the
following could lower the pain asso-
ciated with watching these ads:

- the ability to opt out (66 per-
cent);

- choosing the type of ads to be
received (56 percent);

- choosing the number of ads to
be received in a given period of
time (48 percent);

- providing a profile of desired
areas of interest so only specific ads
are sent (43 percent);

- different/discounted plan if ads
included (42 percent);

- choosing specific times when
ads would be received (40 percent).

This online survey was conducted
within the United States between
February 7 and 14, 2007 among
903 adults (aged 18 and over) who
use a cell phone. (344 say they are
at least somewhat interested in
mobile advertising if some incentive
were offered.) Data were weighted
to reflect the total U.S. adult popu-
lation on the basis of region, age
within gender, education, household
income and race/ethnicity. For
more information visit www.harris-
interactive.com.
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Product and Service Update

continued from page 14

with fact-based, analytically-driv-
en insights to improve strategic
understanding of perimeter-dis-
played products; IRI Perishable
Drivers, which provides retailers
with model-informed insights to
improve strategic understanding
of perishable products and insight
into the core business issues of
perishable managers; IRI Price
and Promotion Drivers, a model-
ing and monitoring solution that
quantifies price sensitivity and
promotion response to support
decision-making; and IRI Private
Label Drivers, which assesses
where private-label opportunities
exist and then prioritizes the mar-
keting and merchandising oppor-
tunities and attributes to increase
the value of a retailer’s private-
label portfolio. For more informa-
tion visit www.infores.com.

Experian launches U.K.
cultural classification
system

Information firm Experian has
created Mosaic Origins, a research
tool designed to predict the eth-
nic and cultural origins of
Europeans based on their name.
Developed with the assistance of
Professor Richard Webber from
University College London, it is
designed to help organizations in
the public sector understand the
cultural, ethnic and linguistic
origins of their users, customers
and employees.

Mosaic Origins has been devel-
oped using pattern recognition
techniques to identify the ethnic
and cultural origins of almost a
million family and first names in
use in the European community.
Each name is linked to a part of
the world where, based on a prob-
ability score, the holder, or the
holder’s forebears, are likely to
have originated. Mosaic Origins is
available as a desktop software
application that enables organiza-
tions to code, profile and target

communications to their customer
lists, users or employees. It can
also be used at a postcode level to
identify the communities where
particular minority groups have
established themselves. For more
information visit
www.experian.co.uk/business.

Studies spotlight customer
experiences with credit
card sites

San Mateo, Calif.-based Keynote
Competitive Research is now
offering two new competitive
research studies examining credit
card issuer Web sites, one focused
on credit card customers and the
other examining prospective cus-
tomers. Each of the Keynote
studies examines the customer
experience (UX) and service lev-
els (responsiveness and reliabili-
ty) of credit card Web sites.
Together, the studies offer detail
on the performance and com-
petitive positioning of leading
credit card issuers.

The Keynote Customer
Experience Rankings for Credit
Card Customers examines the
online experience of more than
1,600 credit card customers as
they interacted with nine leading
credit card Web sites. A separate
study, the Keynote Customer
Experience Rankings for Credit
Card Prospects, examines more
than 2,000 prospective credit card
customers as they interacted with
these same leading card sites.

The studies detail how each
card site performs versus com-
petitors across key business
objectives, including online
adoption and customer acquisi-
tion. Each of the studies cap-
tures more than 250+ metrics
for each site and provides com-
petitive rankings in multiple
categories. The studies also out-
line the key areas of site per-
formance, such as ease of
exploring online services and
ease of applying online, which
have the most impact on a site’s
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success. Finally, the studies offer
credit card issuers steps they can
take to improve their online
performance, with a particular
focus on improving customer
satisfaction, online adoption and
customer acquisition.

The Keynote Service Level
Rankings for Credit Card Web
Sites examines the technical per-
formance of leading credit card
Web sites, including site respon-
siveness and reliability. The study
uses Keynote’s Transaction
Perspective product to measure
and monitoring Web site perform-
ance. For more information visit
www.keynote.com.

ESRI updates ArcReader
ArcReader 9.2 from ESRI,
Redlands, Calif., is a free desktop
mapping application that allows
users to view, navigate and print
maps and globes created with the
ArcGIS Publisher extension.
ArcReader 9.2 includes enhanced
viewing of maps with ArcGIS
Online services, which provides a
series of ready-to-use online map,
globe and other GIS services.
With ArcReader 9.2, users can
also print maps with customized
titles. New features of ArcReader
9.2 include: tools to mark up
maps; the ability to customize the
map title for customization; 3D
navigation tools for enhanced
visualization of a user-defined
location; 3D developer control for
creating custom 3D applications;
and a measure tool for one-button
clicking to measure features and
areas. ArcReader 9.2 is available as
a free download for Windows,
Solaris and Linux platforms. For
more information visit
www.esri.com/arcreader.

Assess concepts early with
MarketTools test

San Francisco research firm
MarketTools Inc. has added its
new MPI (Market Potential
Index) Concept Test, designed to
help companies identify product
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ideas with the strongest business
potential and increase the odds
that those products will succeed.
An MPI Concept Test is conduct-
ed early in the concept develop-
ment process, before marketing
plans and traditional volume esti-
mation models are done.
Additionally, interactive text
analysis helps to refine high-
impact ideas by gathering con-
sumer reactions to specific com-
ponents of the concept descrip-
tion. For more information visit

www.markettools.com.

TNS platform combines
qual and quant online
London-based researcher TNS has
launched TNSInsightTvLive, a live
and interactive online research
platform that uses video to com-
bine qualitative and quantitative
survey capabilities.
TNSInsightTvLive is an online
survey in which respondents can
see a survey moderator via a real-
time video link. The use of video
allows the moderator to show a
range of visual material - such as
new product concepts or trial
advertisements - and to investigate
responses to uncover the whys
behind the data. For more infor-
mation visit www.tns-global.com.

Briefly

Evansville, Ind., research firm
ARSgroup is now offering its
ARS Impact Campaign testing
and diagnostics system, which
assesses and breaks down con-
sumer persuasion and recall and
their drivers across any touch-
point, e.g., TV, radio, cell phones,
print, Internet, etc. For more
information visit www.ars-
group.com.

London-based Research Now
has expanded its online fieldwork
service, the OmniTaxi, to the
Nordic marketplace. The
Research Now Nordic OmniTaxi
has been designed to provide
clients with a flexible alternative

WWW.quirks.com

to omnibus research. Coverage
includes Denmark, Sweden,
Norway, Finland plus the option
to extend to further European
markets including Russia. For
more information visit
www.researchnow.co.uk.

Australian research software
developer QSR International has
partnered with Tokyo firm
Hulinks to deliver qualitative

research software programs in
Japanese. Japanese versions of
QSR’s XSight and NVivo 7, along
with Japanese training material,
marketing collateral and a techni-
cal support service will be avail-
able in Japan later this year.
Hulinks will also provide training
and technical support to QSR’s
Japanese customers. For more
information visit www.qsrinterna-
tional.com.

How much do you trust
your market research?
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Research Industry News

continued from page 16

Edison, N.J.-based research firm
Schlesinger Associates has
acquired Convention Research
Services.

Asia-based research process out-
sourcing firm Pulse Group has
acquired a new facility in downtown
Kuala Lumpur, Malaysia. The facility
will expand its floor capacity by 300
percent and is expected to house a
CATI center and an additional 30
research professionals. Pulse will
maintain its operations team in its
Cyberjaya office.

Cincinnati advertising agency
Freedman, Gibson & White
(FG&W) and Cincinnati research
firm The FocusMark Group have
combined to create Focus/FGW,
which will have 106 employees and
combine the two firms’ existing slate
of services. Kim Sharp of
FocusMark will be the vice presi-
dent and managing partner of the
new firm and will own 25 percent
of the company. Three executives of
the ad firm - Tim Gibson, Kim
White and John Beard - will work
as vice presidents and will each own
25 percent of the combined compa-
ny. Sharp purchased the share owned
by Leigh Miller, who had been pres-
ident of FG&W. He will work at the
combined company for a limited
time as a consultant.

Louisville, Ky., research firm
Wilkerson & Associates has leased
a 6,000-square-foot facility in
Henderson, Ky., to conduct tele-
phone surveys. The Henderson facil-
ity will be the company’s fourth call
center in Kentucky.

Alliances/strategic

partnerships

Dallas research firm Parks
Associates and EH Publishing, a
Framingham, Mass., information
firm, announced a research alliance
that combines the firms’ knowledge
of the home systems integration
market to provide data and analysis

on the players, market dynamics and
future trends for the channel.

Sherman Oaks, Calif.-based
Qualitative Insights has formed a
partnership with Telemundo to
manage a new focus group facility
at Universal City Walk in
Hollywood. Qualitative Insights
will conduct Hispanic recruiting
and research for the network in
City Walk. Qualitative Insights is
the qualitative and field division of
Los Angeles-based Interviewing
Service of America.

Association/organization

news

The Qualitative Research
Consultants Association (QRCA)
has responded to the growing global
influence and buying power of
Latinos by forming the Latino
Special Interest Group (SIG), which
is dedicated to serving QRCA
members who work with Latino
and Spanish-speaking markets. The
Latino SIG i1s open to QRCA
members interested in learning
about and enhancing the quality of
qualitative research done with
Hispanic populations globally. In a
press release, Latino SIG Chair
Ricardo Lopez said the group will
focus initially on several objectives,
including: developing guidelines on
how to conduct research in Latin
America, which poses different
challenges and opportunities when
compared to research conducted in
the U.S. and Canada; promoting
qualitative research among Latino
college students by developing a
strategy to bring more college stu-
dents into qualitative research; and
developing a best-practices guide-
line that serves as a model for con-
ducting research with Hispanic
populations in the U.S.

The Marketing Research
Association (MR A) announced
that the RIVA Training Institute has
officially endorsed MRA’s
Professional Researcher
Certification (PRC) program. RIVA
joins the American Marketing

96 | Quirk’s Marketing Research Review | May 2007

Association, the Advertising
Research Foundation, the Council
for Marketing and Opinion
Research, the Interactive Marketing
Research Organization, Marketing
Research Institute International and
the Burke Institute as endorsers of
this program. As endorsers, RIVA’s
education programs will carry PRC
credits, will utilize the official PRC
logo and the two organizations will
cross-promote each other’s educa-
tional offerings through the
Certification program.

New accounts/projects

The Media Rating Council
accredited Arbitron’s Houston
Portable People Meter (PPM) radio
ratings at the end of January.
Arbitron had previously stated that it
would not commercialize the PPM
radio ratings service in Houston
until it had received MR C accredi-
tation for those ratings.

Separately, Cox Radio has
agreed to encode its four radio sta-
tions in Houston for the Portable
People Meter radio ratings service.
In addition, Casanova Pendrill, a
Costa Mesa, Calif., agency special-
izing in integrated Hispanic com-
munications, has signed an agree-
ment for Portable People Meter
radio ratings services in Houston,
New York and Los Angeles. And
Clear Channel Radio has signed
a multi-year agreement for the
Portable People Meter radio ratings
service in Philadelphia. Clear
Channel Radio also agreed to
encode its radio stations in
Philadelphia with the start of the
March PPM survey period.

Panel research firm
eCGlobalPanel has licensed the
Confirmit MR platform from
Norway-based Confirmit for its
online market research activities.
Separately, Netquest, a Spain-based
provider of online fieldwork and
panels, has licensed the Confirmit
On-Demand software solution.

San Mateo, Calif.-based Internet
and mobile test and measurement

www.quirks.com
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firm Keynote and Mauro
Usability Science, a New York
user experience design and testing
firm, are working with MTV
Networks to better understand how
viewers are interacting with
MTVN’s Virtual Laguna Beach vir-
tual world. Mauro Usability Science
and Keynote, using the Keynote
WebEftective solution, began work-
ing closely with MTV Networks’
internal research executives prior to
the launch of Virtual Laguna Beach
in September 2006 and are continu-
ing to do so to help develop and test
the online user experience.

Company earnings reports

In preliminary 2006 numbers for
Germany-based GfK Group, the
company increased sales by 18.7
percent from EUR 937.3 million to
EUR 1,112 million. With organic
growth of 5.4 percent, GfK also out-
performed sector growth, which
experts estimate at 4 percent to 5
percent. Adjusted operating income
improved by 20.3 percent to EUR
150 million. This corresponds to a
margin of 13.5 percent after 12.6
percent on a like-for-like compari-
son, i.e., including the NOP World
companies for the full year, repre-
senting an increase of 90 basis
points. The company has achieved its
sales target in full and the margin is
on the upside of the target range of
13.3 percent to 13.6 percent, which
in itself was upgraded in mid-
November 2006.

In 2006 results, U.K.-based
Taylor Nelson Softres reported
revenue of £1,004.2 million, an
adjusted operating profit of £99.5
million, an adjusted operating mar-
gin of 9.9 percent, adjusted earnings
per share of 12.7p and an operating
profit of £74.4 million.

In 2006, Paris-based Ipsos’ rev-
enues totaled EUR 857.3 million,
an increase of 19.4 percent on 2005.
At constant scope and exchange
rates, revenues were up 6.5 percent.
Ipsos’ organic growth in 2006 was
lower than its long-run average and

WWW.quirks.com

than had been anticipated at the
start of the year. There were two
main factors behind this. First, the
market grew a little more slowly
than expected, by around 5 percent.
Second, some Ipsos companies, par-
ticularly in western continental
Europe, experienced tough condi-
tions at the end of the year. This was
partly due to problems in client
industries such as fast-moving con-
sumer goods, and partly due to the
slow pace in rollouts of contracts
won in the last few months of the
year. These difficulties mainly aftect-
ed the marketing research segment,
which suffered from insufficient
global integration.

NetRatings Inc., New York,
announced financial results for the
fourth quarter and year-ended
December 31, 2006. Revenues for
the fourth quarter of 2006 were
$22 million, a 24 percent increase
compared to revenues of $17.7
million for the fourth quarter of
2005. Revenues for the year
ended December 31, 2006 were
$81.8 million, an increase of 20
percent compared to revenues of
$68 million in 2005.

Net income for the fourth quar-
ter 2006 was $99,000, or $0.00 per
share, on approximately 35.2 mil-
lion shares. This compares with a

net loss in the fourth quarter of
2005 of ($713,000), or ($0.02) per
share, on approximately 36 million
shares. During the fourth quarter of
2006, NetRatings recorded
$778,000 in acquisition-related
expenses in connection with the
October 2006 proposal from The
Nielsen Company B.V. to acquire
the outstanding publicly held
minority interest in NetRatings.
NetRatings’ results improved from
a net loss of ($8.4 million), or
($0.23) per share, in 2005 to net
income of $2.8 million, or $0.08
per share, in 2006.

For the fourth quarter of 2006,
on a pro forma EBITDA basis (a
non-GAAP measure that reflects
net income/loss excluding inter-
est income/expense, taxes, depre-
ciation, amortization of intangi-
bles and stock-based compensa-
tion, as well as acquisition related
expenses), NetRatings earned
$3.3 million, or $0.09 per share,
compared to pro forma EBITDA
income in the fourth quarter of
2005 of $779,000, or $0.02 per
share. NetRatings significantly
improved its full-year pro forma
EBITDA results during 2006,
moving from a loss in 2005 of
($1.2 million), or ($0.03) per
share, to earnings of $10.1 mil-
lion, or $0.29 per share, in 2006.

cALL 800-841-1177

Not a Cookie Cutter
Research Company

We meet each product development challenge with a
unique solution by integrating our expertise in consumer behavior,

sensory science, product marketing, and statistics.

We have a custom solution for you too.

W /rugon

ViISIT WWW.TRAGON.COM
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Names of Note

continued from page 12

director, Lorraine Bordegaray
account director, Jessica Blatt
account manager, Rakhee Gupta
senior project manager, Avnish
Kumar senior developer, and
Graham Zeller senior Flash devel-
oper. In the firm’s New York office,
Craig Schneiderman has been
named media planner and Ben

Sider and Jeff Wilson have been
named project manager.

Stamford, Conn., research firm
InsightExpress has expanded its
media custom panels group, naming
Christina Pugliese custom panel
manager and promoting Meredith
Klein-Hertzel to respondent
acquisition coordinator. In its online
media measurement group, the firm
named Nichol Carranza, Samar

Focus Market Research is the #1 Star
for Qualitative Research

ek T

Conscientious Staff | x Consistent Quality
Courteous Service * Commitment

Qroupm5 &

Let Focus make YOU the Star
on your next project!

18 FOCUSiein.

Market
Research 2

PHOENIX

MINNEAPOLIS -

Habibi and Gabriel Calemmo
project manager and Marina
Feldman market research analyst.

Elizabeth Turner has joined
M/A/R/C Research, Irving, Texas,
as research associate. Ravi Raina
has been named research manager
and Pat Savolt has joined as proj-
ect support specialist in
M/A/R/C’s Greensboro, N.C.,
office.

New York-based TNS has appointed
Lincoln Merrihew to lead the
automotive segment for North
American custom research.

Carrie Antonelli has been hired as
market research analyst in the
Catevo Agency division of Raleigh,
N.C., marketing communications
firm The Catevo Group.

Cheryl Pearson-McNeil has been
named senior vice president, com-
munications, at Schaumburg, Ill.-
based ACNielsen U.S.

Harris Interactive, Rochester, N.Y.,
has named Bill Salokar, John
Jessen and Sandy Lasky to the
position of vice president, senior
consultant.

Kevin Novak has joined the
Chicago office of Star Data Systems
Inc. as vice president, business
development.

India-based business process out-
sourcing firm Cross-Tab has named
Kumar Mehta global CEO. He
will be based in the U.S.

Denver research firm iModerate has
named Marc Silberstrom vice
president of strategy and business
development.

Seattle-based Informa Research

MINNEAPOLIS
p: 612.869.8181 f: 612.869.8109
minneapolis@focusmarketresearch.com

PHOENIX
p: 480.874.2714 . 480.874.1714
phoenix@focusmarketresearch.com

Services has promoted Jackie Weise
to vice president and Mitchell P.
Thornburgh to director, business
www.focusmarketresearch.com development and client services,

field and tab division.
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2007

Focus Group
Moderator >>>

Directory

This directory was compiled by mailing, e-mailing and faxing listing forms to companies that we
identified as having on-staff focus group moderators. Each firm was given a free basic listing
including one on-staff moderator and also had the option to purchase a write-up, company logo
insertion and industry and market cross-reference categories. We list nearly 1,200 moderators at
over 1,000 firms.

The directory has four sections. The first section lists all the firms alphabetically and includes
their contact information along with the names of the moderators they have on staff. The second
section cross-references firms by the industries and markets they specialize in. The third section
is a personnel cross-reference of the moderators and the fourth is a cross-reference by geograph-
ic location (metropolitan area). For your convenience, this directory is also available online at
www.quirks.com.

Focus Group Moderator Directory Table of Contents

Company Alphabetic (main directory) p. 100
Industries & Markets Cross-Reference p. 164
Personnel Cross-Reference p. 177

Geographic Cross-Reference p. 185 Copyright 2007 Quirk’s Marketing Research Review

www.quirks.com May 2007 | Quirk’s Marketing Research Review | 99


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

S
(@)
-
(4]
A
(<]
e
(@)
=
(@
=
(@)
-
S
(72]
=}
(&)
(@)
L

A & K Research, Inc.
22312 Garrison St., Suite 3
Dearborn, MI 48124
Ph. 313-406-2590
abenedict@ankresearch.com
www.ankresearch.com
Allan Benedict

1200+ sessions since 1984

A Total Resource Group
936 E. 12th Ave.
Denver, CO 80218
Ph. 303-813-0009
TotalResourceGrp@aol.com
Allan Hoffenberg

100+ sessions since 1986

A Z G Research
325 E. Wooster St.
Bowling Green, OH 43402
Ph. 800-837-4300 or 419-724-3000
sgries@azgresearch.com
www.azgresearch.com
Jonathan A. Augustine

475 sessions since 1986
Stephanie Gries

140 sessions since 1991

AZG Research offers moderation services by

our experienced professional moderators for
advertising agencies: advertising concept,

message evaluation; health care industry: hos-
pitals, patient satisfaction, health care adver-
tising concept, message evaluation using our

health care consumer database for partici-

pant recruitment; higher education; and sec-

ondary education: community needs, image
and levy qualitative research.

Abbott Research & Consulting
18 Banff Road
Toronto, ON M4S 2V5
Canada
Ph. 888-244-0285 or 416-481-7409
info@abbottresearch.com
www.abbottresearch.com
Susan Abbhott
100+ sessions since 2001

Clients value Susan’s creative thinking, multi-

disciplinary background and executive busi-

ness perspective on projects. Qur core expert-
ise is creating branded customer experiences.
Projects include: B2B & B2C financial servic-
es, insurance, software, executive roundtables,

office supplies, builders, employee recruit-
ment, educational publishing, and organiza-

tion design. Susan also authors the Customer

Experience Crossroads blog.

Able Associates Research Group
21021 Devonshire St., Suite 206
Chatsworth, CA 91311
Ph. 818-998-0255
tbreslin@aaresearchgroup.com
www.aaresearchgroup.com
Carole Bowers

100+ sessions since 1989

ABM Research Ltd.
2 Bloor St. E., Suite 2222
Toronto, ON M4W 1A8
Canada
Ph.416-961-5511
charles@abm-research.com
www.abm-research.com
Dr. Charles Leech

2500+ sessions since 2000

ACCE Inc.
Consumer Guidance Research
2575B Dunwin Dr.
Mississauga, ON L5L 3N9
Canada
Ph. 905-828-0493 ext. 244 or 800-608-
2223
kembury@acceintl.com
www.acceintl.com
Elizabeth 0’Neil

300+ sessions since 1985
Trish Walker

75+ sessions since 2003

ACCE, located in Mississauga, is a full-serv-
ice consumer guidance research company that
manages multi-centered projects providing
sensory, quantitative and qualitative research
insights. Our focus is on determining how
clients can leverage the product drivers of
consumer acceptance to maximize profits
across all major food and beverage cate-
gories.

Accurus Research Systems
226 Waverly Way
Burlington, NC 27215
Ph. 336-226-2385
dcox@accurusresearch.com
www.accurusresearch.com
Douglas Cox

250 sessions since 1988

Acertiva

Av. Insurgentes Sur 800 Piso 8

Col. Del Valle

Mexico City, DF 03100

Vexico

Ph. 52-55-5061-4915

contact@acertiva.com

www.acertiva.com

Victor Manuel Solis, Ph.D.
100+ sessions since 1999

ActionableCustomerInsights
(formerly N.B.S. Consulting)
2501 Clearwood Dr.
Arlington, TX 76014
Ph. 888-440-N0 BS (6627) or 817-299-8693
andrey@actionablecustomerinsights.com
www.actionablecustomerinsights.com
Andrey Osiatynski
1500+ sessions since 1979

25+ years of international experience: moder-
ating, account planning, managing qualitative
department on supplier side. Innovative
methodologies - including: online ethnogra-
phy; online (bulletin board) IDIs with selected
online survey participants; qualitative user
experience research; fine-tuning creative / new
product concepts through iterative online
qualitative input from the same respondents;
salespeople/distribution qualitative.
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ActiveFOCUS

3549 McClure Ave.
Pittsburgh, PA 15212
Ph.412-414-1103
research@activefocus.com
www.activefocus.com
Carole J. Robhins

AD consulting

33, Fluierului Street, Sector 2

Bucharest 21432

Romania

Ph. 40-21-252-1863

dana.levitchi@adconsulting.ro

www.adconsulting.ro

Dana Ciohotaru Levitchi
1000+ sessions since 1998

Ad Hoc Research
1250 Guy, 9th Floor
Montreal, PQ H3H 2T4
Canada
Ph. 514-937-4040 ext. 175 or
877-937-4040
reservation@adhoc-research.com
www.adhoc-research.com
Michel Berne

1930 sessions since 1984

Adrian Information Strategies (AIS)
15305 Dallas Parkway, Suite 300
Addison, TX 75001
Ph. 972-862-2582
AlStrategies@aol.com
www.adrianreyesconsulting.com
Adrian Reyes

250 sessions since 1992

Advance Insight, LLC

6406 Yaupon Dr.

Austin, TX 78759

Ph.512-340-0123 or 888-633-0123
olivia@advanceinsight.com
www.advanceinsight.com

Olivia Wakeman

ADVANTIS Research & Consulting, Inc.
2600 Eagan Woods Dr., Suite 130
St. Paul, MN 55121
Ph. 651-452-8632
marketing@advantisresearch.com
www.advantisresearch.com
Paul Habegger

300+ sessions since 1983

Agency 128
(formerly Meyer Marketing, Ltd.)
14 N. Seventh Ave.
St. Cloud, MN 56303
Ph. 320-656-4173 or 800-754-8250
murdoch@agency128.com
www.agencyl28.com
Murdoch Johnson
1000+ sessions since 1986

Akerson Marketing Research, Inc.
9641 W. 170th St.
Lakeville, MN 55044
Ph. 612-599-6946
sakerson@charter.net
Steven D. Akerson

500 sessions since 1984

www.quirks.com
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Alternate Routes, Inc.
531 Main St., #100
El Segundo, CA 90245-3060
Ph. 310-333-0800 or 310-938-5035
lance@alt-routes.com
www.alt-routes.com
Lance Bustrum
1500+ sessions since 1992
Mike Zarneke
1500+ sessions since 1992

Use Alternate Routes to get more out of your
qualitative research. Traditional qualitative
research doesn’t go deep enough. It is often
just a question-and-answer session with
respondents, ultimately yielding little more
than surface reactions. We conduct qualitative
research differently, engaging consumers in
new ways to get deeper insight and under-
standing that goes beyond what typical quali-
tative methods yield. You’ll see a difference in
our analysis as well. As a research and strate-
gy company, we are skilled in making
research meaningful and actionable. Get off
the beaten path, take Alternate Routes
instead.

American Language Services
1950 Sawtelle Blvd., Suite 325
Los Angeles, CA 90025

Ph. 800-951-5020
alan@alsglobal.net
www.alsglobal.net

Alan Weiss

Analytic Insight, Inc.
903 E. Brookwood Dr.
Arlington Heights, IL 60004
Ph. 847-255-5511
g.thrane@analyticinsightinc.com
Gary Thrane

1000+ sessions since 1982

Anderson Analytics, LLC
154 Cold Spring Rd., Suite 80
Stamford, CT 06905
Ph.203-912-7175
inquiries@andersonanalytics.com
www.andersonanalytics.com
Dr. Anna Song, Ph.D.

50 sessions since 2002

Jeff Anderson Consulting, Inc.
P.0. Box 1744
La Jolla, CA 92038-1744
Ph. 858-456-4898 or 877-682-7300
jeff@jeffandersonconsulting.com
www.jeffandersonconsulting.com
Jeff Anderson

3580 sessions since 1987

Anderson Marketing Research
3412 Irving Ave. S.
Minneapolis, MN 55408
Ph. 612-822-1822
amrsurvey@aol.com
Al Anderson

1500 sessions since 1976

www.quirks.com

Anderson Qualitative Research, Inc.
812 Carlston Ave
Oakland, CA 94610
Ph.510-663-5311
katie@andersonqualitative.com
Katie Anderson

1000+ sessions since 1998

The Angell Research Group, Inc.
1500 South Lakeside Drive
Bannockburn, IL 60015-1234
Ph. 847-940-8889
joeadler@angellrg.com
www.angellrg.com
Joseph S. Adler

1000+ sessions since 1968

AnswerSearch, Inc.
8745 Belter Dr.
Orlando, FL 32817
Ph. 407-677-5939
answersearch@earthlink.net
www.answersearchinc.com
Catherine Giordano

350 sessions since 1990

AnswerslInc.
109 Eighth St.
Augusta, GA 30901
Ph. 706-724-2679
mark@answersincresearch.com
www.answersincresearch.com
Mark Alison

150 sessions since 1990

Any Small Town Market Research
(Formerly Klein Market Test/small town mar-
ket research)
12726 Overbrook Rd.
Leawood, KS 66209
Ph.913-338-3001
smltownresearch@aol.com
Ann Klein

2000+ sessions since 1980

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

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

500 sessions since 1983

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

Applied Behavioral Dynamics
7 Monterey Court
Holmdel, NJ 07733
Ph.732-946-1616
Hal@AppliedBehavioral Dynamics.com
www.AppliedBehavioral Dynamics.com
Hal Sokolow

1600+ sessions since 1984

Applied Marketing Science, Inc.
303 Wyman St.
Waltham, MA 02451
Ph. 781-250-6300
inquiry@ams-inc.com
www.ams-inc.com
Gerry Katz

400+ sessions since 1975

ARC Research
14 Commerce Dr.
Cranford, NJ 07016
Ph. 908-276-6300
info@arcresearch.com
www.arcresearch.com
Mindy Miraglia

350 sessions since 1998

Argentieri Marketing Research
285 Yorkminster Rd.
West Chester, PA 19382-1815
Ph. 610-918-9922
miaargen@aol.com
Mia Argentieri

1000+ sessions since 1984

ARPO Research Consultants
Caidos de la Division Azul, 1
Portal Oficinas
28016 Madrid
Spain
Ph. 34-91-350-52-32
sartinano@arpo.es
WWw.arpo.es
Silvia Artinano

2000 sessions since 1990

Arundel Street Consulting, Inc.
175 Arundel St.
St. Paul, MN 55102
Ph. 800-750-4077 or 651-222-6782
info@arundelstreet.com
www.arundelstreet.com
Tom Eckstein

1000+ sessions since 1985

ase

26 Upper Pembroke Street
Dublin 00002

Ireland

Ph. 353-1-678-5000
mailbox@aseresearch.com
www.aseresearch.com
Anne Hastings

Asia Link Consulting Group
10 W. 66th St.
New York, NY 10023
Ph. 212-721-5825
aslinkcons@aol.com
www.asialinkny.com
Wanla Cheng

800+ sessions since 1992
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Ask For Research
4 Sweet Apple Tree
Wistanswick
Market Drayton, Shropshire TF9 2AY
United Kingdom
Ph. 44-1630-639759
info@askforresearch.co.uk
www.askforresearch.co.uk
Angie Lowe

120 sessions since 1993

Ask Miami Research
2121 Ponce De Leon Blvd., 2nd Floor
Miami, FL 33134
Ph. 800-282-2771 or 305-448-7769
info@askmiami.com
www.askmiami.com
Robert Ladner

900+ sessions since 1980

Athena Research Group
6700 Indiana Ave., Suite 270
Riverside, CA 92506
Ph. 951-369-0800
lynn@athenamarketresearch.com
www.athenamarketresearch.com
Lynn Diamantopoulos

200+ sessions since 1994

Atkins Research Group, Inc.
4929 Wilshire Blvd., Suite 102
Los Angeles, CA 90010
Ph. 323-933-3816
atkins@atkinsresearchinc.com
www.atkinsresearchinc.com
David Atkins

60 sessions since 2002
(See advertisement on p. 78)

Audience Impact Research
8415 Skiff Lane
Cincinnati, OH 45039-9527
Ph. 513-583-5704
brugen@audienceimpact.com
www.audienceimpact.com
Barbara Rugen, Ph.D.
1000+ sessions since 1996

AutoPacific, Inc.
2991 Dow Ave.
Tustin, CA 92780-7219
Ph.714-838-4234
dhall@autopacific.com
www.autopacific.com
George Peterson

3000 sessions since 1985

Avista Consulting Ltd.
Derwent House, 91 Byng Road
Barnet, Hertfordshire, North London EN5
4NP
United Kingdom
Ph. 44-20-8364-9291
info@avistaconsulting.co.uk
www.avistaconsulting.co.uk
Charles Jennings

500 sessions since 1990

Myril Axelrod Marketing Directions Ascts., Inc.
Marketing Directions Ascts., Inc.
85B Seminary Ave., Suite 243
Newton, MA 02466
Ph. 617-332-3046
myrilax@aol.com
Myril Axelrod
1000+ sessions since 1970

The Axiom Group, Inc.
10156 Gristmill Rd.
Eden Prairie, MN 55347
Ph.952-941-8101
markn@axiom-group.com
www.axiom-group.com
Mark Niederluecke

500+ sessions since 1989

B & B Research Services, Inc.
8833 Chapel Square Lane
Cincinnati, OH 45249
Ph. 513-583-4660
focusmark@fuse.net
Maureen Godshall

800+ sessions since 1989

B. Champion Associates, Ltd.
210 E. Pearson St., #8-d
Chicago, IL 60611
Ph. 312-951-9630
champbarb@aol.com
Barbara Champion

2000+ sessions since 1985

Formed in 1990, B. Champion Associates spe-
cializes in qualitative methodologies including
focus groups, in-depth interviews, in situ
observation, and ethnography among con-
sumer, B2B, executive and health care tar-
gets. Experience spans diverse industry
groups; pharmaceutical/health care, CPG,
financial, retail, personal grooming. Our focus
is on innovative study design and experience-
based analytics to maximize the marketing
and communications outcomes of clients
seeking actionable results.

Baen Marketing Associates
835 Le Carpe Lane
The Villages, FL 32162
Ph. 352-391-9393
jackbaen@comcast.net
Jack Baen

50 sessions since 1970

William M. Bailey, Ph.D.
WMB & Associates, Statistical Services
4310 Citrus Blvd., Suite 100
Cocoa, FL 32926-2822
Ph. 321-637-0777
info.statman@earthlink.net
www.home.earthlink.net/~statmanz
William M. Bailey

400+ sessions since 1990

Vincent Bailey Consumer Research
233 11th Ave. S.
Safety Harbor, FL 34695
Ph. 727-642-8665
vbailey@vincentbailey.com
www.vincentbailey.com
Vince Bailey

100 sessions since 1994
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Gemma C. Baker Research
45 Bushy Hill Rd.
Granby, CT 06035-2903
Ph. 860-653-5241
gemmachaker@sbcglobal.com
Gemma C. Baker

150 sessions since 1994

Balaban Market Research Consulting
(BMRC)
3133 E. Calaveros Dr.
Phoenix, AZ 85028
Ph. 602-765-2172
caryn@bmrc-research.com
www.bmrc-research.com
Caryn Balabhan

100+ sessions since 1999

Balboa Consulting
4018 W. 175th St.
Torrance, CA 90504
Ph. 310-542-5191
isabel_balboa@hotmail.com
Isabel C. Balhoa

2000+ sessions since 1992

BALCH ASSOCIATES

635 S. Kenilworth Ave.

Oak Park, IL 60304-1129

Ph. 708-383-5570

gbalch@gmail.com

George 1. Balch, Ph.D.
1500+ sessions since 1980

Phil Balducci & Associates, Inc.
918 River Basin Court, Suite 202
Bradenton, FL 34212
Ph. 941-748-5053
balducci@tampabay.rr.com
www.pbaresearch.com
Phil Balducci

2000+ sessions since 1988

Baltimore Research - GroupNet
8320 Bellona Ave., Suite 220
Baltimore, MD 21204
Ph. 410-583-9991
info@baltimoreresearch.com
www.baltimoreresearch.com
Ted Donnelly, Ph.D.

200+ sessions since 2000
(See advertisement on p. 31)

Barbuto & Associates
16 Carol Dr.
Englewood Cliffs, NJ 07632
Ph. 201-871-2075
|barbuto@nj.rr.com
Lorraine Barbuto

2000+ sessions since 1986

Rosalia Barnes Associates
23 Manor Rd.
Old Greenwich, CT 06870
Ph. 203-637-7388
rosalia@rosaliabarnes.com
www.rosaliabarnes.com
Rosalia A. Barnes

2000 sessions since 1990

www.quirks.com
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The Bartlett Group, Inc.
3690 Vartan Way
Harrisburg, PA 17110
Ph. 717-540-9900 or 800-555-9590
thebartlettgroup@aol.com
www.bartlettresearch.com
Jeff Bartlett
200 sessions since 1986

Bate Facilitation Services
38 Gilman Lane
North Andover, MA 01845
Ph. 978-689-4349
jdbate@aol.com
Doug Bate

500+ sessions since 1987

Baxter Strategies Incorporated
26 Fairbanks Blvd.
Woodbury, NY 11797
Ph.516-367-1783
skane@baxterstrategies.com
www.baxterstrategies.com
Steven Kane

523 sessions since 1988

Bay Area Research
9936 Liberty Rd.
Randallstown, MD 21133
Ph. 410-922-6600
bbridge@mdmarketingsource.com
www.mdmarketingsource.com
Michelle Finzel, M.A.

50+ sessions since 2004

Stephanie L. Becker Consulting
444 E. 86th St., Suite 30H
New York, NY 10028
Ph.212-744-4429
sbecker444@aol.com
Stephanie Becker

300 sessions since 1997

Behavioristics, Inc.
520 Washington Blvd., #179
Marina Del Rey, CA 90292
Ph. 310-823-6543
heather@gte.net
www.behavioristics.com
Heather Desurvire

1500 sessions since 1989

Bell Associates Marketing Rsch. & Consulting
P.0. Box 9504
The Woodlands, TX 77387-9504
Ph.936-321-6269
dbell7246@aol.com
Darla Bell

2000 sessions since 1986

Berenhaus Research Solutions, LLC
37 Jamie Court, 2nd Floor
Bloomfield, NJ 07003
Ph. 973-566-0095 or 973-495-9411
iberenhaus@comcast.net
www.berenhaus.com
Ira Berenhaus

75 sessions since 2001

www.quirks.com

BERENT Deutschland GmbH
Carl-Ludwig-Str 10
37213 Witzenhausen
Germany
Ph. 49-5542-911-901
info@berent.de
www.berent.de
Markus Fiebelkorn
50 sessions since 2005

C. Berger Group, Inc.
327 E. Gundersen Dr.
Carol Stream, IL 60188-2402
Ph. 630-653-1115
carolb@cberger.com
www.cherger.com
Joel Patrick Berger

N/A sessions since 2006

Bernstein Research Group, Inc.
4 0ld Woods Dr.
Harrison, NY 10528
Ph.914-698-5141
Betsy Bernstein

4500 sessions since 1982

Berry Marketing Research
4871 Vista Dr., #3
Huntington Beach, CA 92649
Ph. 714-849-1981
dhberry@yahoo.com
Doris Berry

1000+ sessions since 1987

Ken Berwitz Marketing Research
P.0. Box 464
Marlboro, NJ 07746
Ph. 732-536-4346
kbmr@optonline.net
Ken Berwitz

100+ sessions since 1970

Bethart Bilingual Research
7600 S.W. 117 St.
Miami, FL 33156
Ph. 305-255-2170 or 305-588-9007
mbethart@yahoo.com
Marta Bethart
2500+ sessions since 1981

One of the leading U.S. Hispanic moderators.

Establishes excellent rapport with both
respondents and clients. Excellent ability to
make respondents feel comfortable.
Responsive to client needs. Strategic thinker
with excellent writing skills. Fully bilingual.
Experienced in a vast array of product cate-
gories and age groups including children and
teens.

Beyond, Inc.
2934 W. Whitman Court
Anthem, AZ 85086
Ph. 623-551-1235
mschaefer@beyondmarketresearch.com
Marjorie Schaeter

3000 sessions since 1977
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Bierer Research Group
7226 Jardiniere Court
Charlotte, NC 28226
Ph. 704-575-1990
jeff.bierer@bierergroup.com
Jeffrey Bierer

625 sessions since 1981

David Binder Research
44 Page St., #404
San Francisco, CA 94102
Ph. 415-621-7655
will@db-research.com
www.db-research.com
David Binder

N/A sessions since 1987
Will Gudelunas

N/A sessions since 1998

David Binder Research has been a source of
innovative research for over 23 years. We
develop a customized research strategy for
each project using unique, often proprietary,
methodologies based on traditional research
techniques. We provide clear insights to the
data and work as a strategic partner to help
implement action.

Bingle Research Group, Inc.
819 E. 64th St., Suite D-5
Indianapolis, IN 46220
Ph. 317-255-5561 or 317-925-0010
fbingle@binglerg.com
www.hingleresearchgroup.com
Fred Bingle

400 sessions since 1989

BioVid

5 Vaughn Dr., Suite 111
Princeton, NJ 08540
Ph. 609-750-1400
sdzurko@biovid.com
Eric Cohen

Blackstone Group
360 N. Michigan Ave., Suite 1500
Chicago, IL 60601
Ph. 312-419-0400 or 800-666-9847
info@bgglobal.com
www.bgglobal.com
Kathi Rose

275 sessions since 1992

K.C. Blair Associates, Inc.
1912 Dexter Ave., Apt. 1
Ann Arbor, MI 48103-4079
Ph. 609-802-1024
keblairassoc@comcast.net
K.C. Blair

1000 sessions since 1973

Blake Qualitative Research Services
3697 River Rd.
Lumberville, PA 18933
Ph. 215-297-8225
pblake@blakeresearch.com
Pamela J. Blake

4000+ sessions since 1994
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Blass Communications
17 Drowne Road
0ld Chatam, NY 12136
Ph. 518-766-2222
kweiss@blasscommunications.com
www.blasscom.com
Kathy Weiss
700 sessions since 1996

Blue Hill Consulting
27 Vose Hill Road
Milton, MA 02186
Ph. 617-910-9410
kathy_butler@comcast.net
Kathy Butler

1000+ sessions since 1993

Blue Sky Strategies
902 Grove Dr.
Louisville, CO 80027
Ph. 303-666-1360
blueskysteve@comcast.net
Steve Costello

2500+ sessions since 1988

Blumenthal Qualitative Research
8828 Oakham St.
Huntersville, NC 28078
Ph. 704-947-5490
michelle@bgresearch.com
www.bgresearch.com
Michelle Blumenthal

500+ sessions since 1992

B-more Informed, LLC
Inner Harbor Center
400 E. Pratt St., 5th FI.
Baltimore, MD 21202
Ph. 410-244-1400
info@b-moreinformed.com
www.b-moreinformed.com
Sandy Tomak

50 sessions since 2002

hob’s your uncle
35 Leinster Square
London W2 4NQ
United Kingdom
Ph. 44-20-7286-9980
mattkirby@bobsyouruncleresearch.com
www.bobsyouruncleresearch.com
Matt Kirby
1500+ sessions since 1992

Boomer Groups
(a Division of Ray Research, Inc.)
975 Vernon Ave
Winnetka, IL 60093
Ph. 847-501-5665
sharon@boomergroups.com
www.boomergroups.com
Sharon Ray Alt

3000+ sessions since 1979

Boston Innovation Group (B.I.G.)
96 Julian Rd.
Harwich Port, MA 02646
Ph. 508-430-1244
big@capecod.net
www.bostoninnovationgroup.com
Jim Ferry

N/A sessions since 1988

Boulder Focus Center
RRC Associates, Inc.
4940 Pear| East Cir., #103
Boulder, CO 80301
Ph. 303-449-6558
liz@boulderfocuscenter.com
www.boulderfocuscenter.com
Chris Cares

500 sessions since 1980

Bowe Marketing Research Consultants
P.0. Box 42
San Dimas, CA 91773
Ph. 909-592-5776
bmrc@bmrc-usa.com
www.bmrc-usa.com
Mike Bowe
500+ sessions since 1974

Bowen Marketing Consultants
53 Hillcrest Rd.
Concord, MA 01742
Ph. 978-369-6267
cbowen@bowenmarketing.com
www.bowenmarketing.com
Carol Bowen

100+ sessions since 1985

Boyut Marketing Rsch. & Consultancy Ltd.

Buyukdere cad.
Emlak bank Bloklary C1/7 1.Levent
Istanbul 80620
Turkey
Ph. 90-212-282-80-82
boyutresearch@superonline.com
Petek Dalyan

2898 sessions since 1987

BR Consulting & Associates, LLC
P.0. Box 611353
North Miami, FL 33261
Ph. 305-898-8003
brodrgz@yahoo.com
Brendaly Rodriguez

500 sessions since 1992

Brain - Brand Investigation S.A. de C.V.
Presidente Masarik #191, 4th Floor
Col. Chapultepec Morales,
Mexico, DF 11570
Vexico
Ph. 52-55-5282-1382 or 52-55-5262-1700
mruvalcaba@brain-research.com
www.brain-research.com
Luisa Zocchi Pozzi

3000 sessions since
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Brand-Aid Consulting
89 Williams St.
Wrentham, MA 02093
Ph. 508-384-2075
Allan Hoffenberg
200+ sessions since 1986

Brandman Institute
57 Igal Alon St.
Tel Aviv 67891
Israel
Ph. 972-3-689-8100
brandman@inter.net.il
www.brandman.co.il
Dafna Raviv Carmi
100+ sessions since 2000

Bravo Bi-lingual Services
P.0. Box 221013
Charlotte, NC 28222
Ph. 704-365-2685
bravo.mail@att.net
www.cross-cultural.net
Natan Feldman

58 sessions since 2000

BRC Field & Focus Services
45 E. Monterey, Suite 100
P.0. Box 13178
Phoenix, AZ 85002-3178
Ph. 602-258-4554 or 800-279-1212
info@brc-field.com
www.brc-field.com
Jim Haynes

200+ sessions since 1995
Laura Torres

45+ sessions since 2003

Our focus and moderating services include:
ethical recruiting, difficult recruits, centrally-
located facility. Specialties: Hispanic - com-
plete bilingual services including hosting and
moderators; other - executive B2B, medically
at-risk populations, Native Americans, low-
incidence groups; national project coordina-
tion. Skilled moderators with experience han-
dling highly sensitive topics or general con-
sumer issues.

Bread & Butter Research & Planning
2 Ridge Street
North Sydney, NSW 2089
Australia
Ph. 61-2-9963-4600
info@bread-and-butter.com.au
www.bread-and-butter.com.au
Rob Mason

1500+ sessions since 1985

Brennen Consultants, Inc.
3529 Hanover Court
South Bend, IN 46614-2331
Ph. 574-299-1700
brennen930@comcast.net
William E. Brennen

120+ sessions since 1985

www.quirks.com
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Bressan Research Associates, Inc.
30514 Forest Dr.
Burlington, WI 53105
Ph. 262-763-8980
Ibressan@wi.rr.com
www.bressanresearch.com
Louis P. Bressan

300 sessions since 1985

Bridgeport Research
J. Reckner Associates, Inc.
587 Bethlehem Pike, Suite 800
Montgomeryville, PA 18936-9742
Ph. 215-822-6220
bridgepoint03@reckner.com
www.reckner.com/bridgepoint
Kristen Robeson

400 sessions since 2002
Beth Anne Keir

500 sessions since 2004
Melissa Andersch

400 sessions since 2005

JRA’s qualitative researchers use creative and
innovative methods to draw out and interpret
consumer stories, providing you with the
insights you need to make sound business
decisions. Tools include group discussions,
depth interviews, ethnography, online discus-
sion boards and SENSATION!*" - a panel of
highly creative and articulate women. SEN-
SATION!*" is utilitized for high-profile proj-
ects including brainstorming, shop-alongs,
group discussions, etc.

Brooks Adams Research
207 W. Franklin St.
Richmond, VA 23220
Ph. 866-649-3704
rob@researching.com
www.researching.com
Robert T. Adams

100+ sessions since 1990

Brooks Rose Marketing Research, Inc.
515 Madison Ave., 40th Floor
New York, NY 10022
Ph. 212-829-0888
brooksrosemr@att.net
www.brooks-rose.com
Mitchell Brooks

1500 sessions since 1994

Brophy Research
221 E.94th St., 2N
New York, NY 10128
Ph.212-348-1041
dbbrophy@att.net
David Brophy

1000+ sessions since 1990

www.quirks.com

Jerome Brown Communications
Convention Research Studies
1333A North Ave., #702
New Rochelle, NY 10804
Ph.914-525-8251
jerry@jeromebrowncomm.com
www. jeromebrowncomm.com
Jerome Brown

1000+ sessions since 1968

Nancy S. Brown Marketing Research
2625 Salem Ave. S.
Minneapolis, MN 55416
Ph. 952-922-5947
nbrownmpls@aol.com
Nancy Brown

1000 sessions since 1982

Brugaletta & Associates
1430 N. Astor St., Suite 7B
Chicago, IL 60610
Ph. 312-943-9666
yolandabrugaletta@msn.com
Yolanda Brugaletta

2000 sessions since 1970

BRX Global Research Services
110 Marina Dr.
Rochester, NY 14626
Ph. 585-453-8388
jgutenberg@catdir.com
www.brxresearch.com
Jeff Gutenberg

100+ sessions since 1999

Buffalo Qualitative Research
11005 Riverview Rd.
Fort Washington, MD 20744-5832
Ph. 301-292-3275
donitabuff@aol.com
Donita Buffalo

300+ sessions since 1995

Buffalo Survey & Research, Inc.
1249 Eggert Rd.
Buffalo, NY 14226
Ph. 716-833-6639
buffalosur@aol.com
Lee Grunert

5000+ sessions since 1975

Bunofsky Research Group, Inc.
43 N. Gannon Ave.
Staten Island, NY 10314
Ph.718-477-0425
bunofskyresearch@aol.com
www.bunofskyresearchgroup.com
Terri Bunofsky

1000+ sessions since 1995

Burke, Incorporated
805 Central Ave.
Cincinnati, OH 45202
Ph. 800-688-2674
info@burke.com
www.burke.com
Trenton Haack

2000 sessions since 1995
(See advertisement on p. 61)

Burr Research
1130 40th St.
Bellingham, WA 98229-3118
Ph. 360-671-7813
BURRRESEAR®@aol.com
Robert Burr

4100 sessions since 1966

Business Communication Consultants, Inc.
2822 Third Ave. N., Suite 211
Billings, MT 59101
Ph. 406-248-4404
cft@chucktooley.com
Chuck Tooley
85 sessions since 1992

Business Research Group
1030 Stratford Place
Bloomfield Hills, MT 48304
Ph. 248-642-6400
jsaquet@businessresearchgroup.net
Dr. Jeannette Saquet

3000 sessions since 1980

Business Research Group
University of Dayton
300 College Park
Dayton, OH 45469-2110
Ph.937-229-2453 or 888-483-2237
richard.stock@notes.udayton.edu
www.businessresearchgroup.udayton.edu
Richard Stock

105 sessions since 1993

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

200 sessions since 1990

C R Market Surveys
2255 S. Michigan Ave., Suite 2W
Chicago, IL 60616
Ph. 773-933-0548 ext. 1 or 800-882-1983
bids@crmarketsurveys.com
www.crmarketsurveys.com
Cherlyn Robinson
76 sessions since 1997
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C&R Research Services, Inc.
Creative & Response Research Services, Inc.
500 N. Michigan Ave., Suite 1200
Chicago, IL 60611
Ph. 312-828-9200
info@crresearch.com
www.crresearch.com
Sharon Seidler

3000 sessions since 1974
Robert J. Relihan

3000+ sessions since 1982
Mary Mcllrath

600 sessions since 2001
Christine Holt

300 sessions since 2003
Liria Barbosa

1100+ sessions since 1998
Raluca Usery

1100+ sessions since 1997
Casey Sloan

800+ sessions since 1999

C&R Research is a full-service market
research company with over 40 years of expe-
rience providing custom research solutions
within the B2C and B2B arenas. C&R has
seven experienced moderators with diverse
backgrounds including liberal arts, law, busi-
ness, social services and academia. In addi-
tion to general consumers, C&R’s moderators
specialize in conducting research among kids,
teens, Boomers and the Hispanic segments.
Specialty divisions of C&R include KidzEyes®,
TeensEyes®, BoomerEyes™ and LatinoEyes®.
C&R also offers a wide range of custom
quantitative services including strategic stud-
ies, brand imagery, positioning studies, cus-
tomer satisfaction research, concept and
advertising testing.

(See advertisement on opposite page)

C.A.Walker Research Solutions, Inc.
3800 Barham Blvd., Suite 410
Los Angeles, CA 90068
Ph. 323-850-6820
info@cawalker.com
www.cawalker.com
Temra Wald
100+ sessions since 1990

C.H. Souweine Associates
8630 S. Fairway Point, Suite 127
Victoria, MN 55386
Ph.952-443-2323 or 612-308-3080
souweine@aol.com
Candace H. Souweine

750+ sessions since 1995

C.L. Gailey Research
347 La Mesa Ave.
Encinitas, CA 92024
Ph. 760-436-1462
clgailey@cox.net
www.clgaileyresearch.com
Carol Gailey

1000+ sessions since 1980

C.L. Gailey Research is a full-service market-
ing research company specializing in custom
research solutions. Our solid marketing
research expertise in combination with strate-
gic marketing experience enables us to pro-
duce actionable information so that our
clients can make the best business decisions
possible.

LS

Cambridge Associates, Ltd.
4104 Mojave Dr.
Granbury, TX 76049
Ph. 800-934-8125
walt@postslot.com
www.focusgroupguru.com
Walter Kendall

1000+ sessions since 1976
Lynn Kendall

200+ sessions since 2000

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

Cambridge Research, Inc.
3521 W. 24th St.
Minneapolis, MN 55416
Ph. 612-929-8450
dalelongfellow@cambridgeresearch.com
www.cambridgeresearch.com
Dale Longfellow
3500+ sessions since 1969

Campbell Rinker
25600 Rye Canyon Rd., Suite 202
Valencia, CA 91355
Ph. 888-722-6723 or 661-775-5925
info@campbellrinker.com
www.campbellrinker.com
C. Dirk Rinker

40 sessions since 1999

Campbhell-Communications, Inc.
140 Debs Place, 17th Floor

New York, NY 10475

Ph. 718-671-6989
ron@campbell-commnications.com
www.campbell-communications.com
Rom Campbell

Campos Market Research, Inc.
D/B/A Campos, Inc.
216 Boulevard of the Allies
Pittsburgh, PA 15222-1619
Ph. 412-471-8484 ext. 309
info@campos.com
WWW.Campos.com
Yvonne Campos

2600 sessions since 1990
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Campos Research & Analysis
6921 E. Nichols PI.
Centennial, CO 80112-3131
Ph. 303-220-0835
campos@cr-a.com
WWW.Cr-a.com
Rusty Campos

400 sessions since 1978

The Caney Group LLC
731 Main St.
Monroe, CT 06468
Ph. 800-666-9550 or 203-445-1880
info@caneygroup.com
Www.caneygroup.com
Philip Harriau
300+ sessions since 1994

Rebeca Cantu Helmstetler
Qual. Market Rsch. Cnslt. (Bilingual)
P.0. Box 760
South Fork, CO 81154
Ph. 719-873-5240 or 719-850-8996
rc@helmstetler.com
Rebeca Cantu Helmstetler
700+ sessions since 1998

Bilingual (Spanish) qualitative research con-
sultant. Of Mexican heritage. Experienced in
Hispanic culture. Conducted numerous
groups, depth interviews and ethnographic
research in English and Spanish. Clients in
health care, financial services, consumer serv-
ices and more. Skilled facilitator, evocative
communicator, empathetic interviewer, insight-
ful researcher, conscientious project manager,
experienced traveler, straight shooter,
marathon runner.

Capitol Research Services, Inc.
2940 Lake Lansing Rd.
East Lansing, M1 48823
Ph.517-333-3388
crs@capitolresearchservices.com
www.capitolresearchservices.com
Rachelle S. Neal

1100 sessions since 1986

C.A. Cappel Associates
5081 Rollman Estates Dr.
Cincinnati, OH 45236
Ph.513-793-4167
ccappel@fuse.net
Catherine Cappel

5700 sessions since 1986

Capture Research, LLC
73 Whitcomb Ave.
Boston, MA 02130
Ph. 203-788-4850
jmbleyaert@captureresearch.com
www.captureresearch.com
Jan Blevaert
400 sessions since 1986

www.quirks.com
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500 N. Michigan Ave - Chicago, IL 60611 - 800.621.5022 - www.crresearch.com
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Camille Carlin Qualitative Research, Inc.
36 Palmer Ave.
Sleepy Hollow, NY 10591-1614
Ph.914-332-8647
c.carlin@worldnet.att.net
Camille Carlin

5000 sessions since 1987

Highly-experienced moderator who has con-
ducted thousands of focus groups and in-
depth interviews. Extremely skilled at uncov-
ering insights that will impact your business.
Extensive qualitative experience with physi-
cians, dentists, children, teens and consumers
for projects in the pharmaceutical, health
care products, health care, medical and food
and beverage industries.

Susan Carter Focus Research
P.0. Box 2218
Westport, CT 06880
Ph. 203-853-7949
susanhcarter@aol.com
Susan Carter

10000+ sessions since 1981

Carter Market Research Services
3907 Jenica Way
Louisville, KY 40241-1530
Ph. 502-339-8735
Icarter1@bellsouth.net
Linda Carter

34 sessions since 2002

Cascade Strategies, Inc.
6049 167th Ave., S.E.
Bellevue, WA 98006
Ph. 425-643-9789
jerry@cascadestrategies.com
www.cascadestrategies.com
Jerry Johnson

2000 sessions since 1984

Casey Qualitative Research
4408 Murietta Ave., Suite 3
Sherman Oaks, CA 91423
Ph. 818-784-4480
melissa_casey@shcglobal.net
Melissa Casey

300+ sessions since 1995

Castillo & Associates, Inc.
2400 Fifth Ave., Suite 128
San Diego, CA 92101
Ph. 619-683-3898
info@c-asoc.com
WWwWw.C-asoc.com
Enrique F. Castillo

1000+ sessions since 1998

Catalyst Group Design
345 Seventh Ave., 11th FI.
New York, NY 10001
Ph.212-243-7777
info@catalystgroupdesign.com
www.catalystgroupdesign.com
Peter Hughes

2500 sessions since 1998

Centanno Enterprises
5320 N. Leavitt St.
Chicago, IL 60625
Ph. 773-368-1605
joancentanno@alumni.northwestern.edu
Joan Centanno

1000+ sessions since 1996

Central Focus
819 Washington St.
Wilmington, DE 19801
Ph. 302-655-3665
dickdahn@abcfocus.com
www.abcfocus.com
Dick Dahn

350 sessions since 1998

Chadwick Martin Bailey, Inc.
179 South St.
Boston, MA 02111
Ph. 617-350-8922
info@cmbinfo.com
www.ChadwickMartinBailey.com
Mark Doherty

750+ sessions since 1994

= Chamberlain

researcheonsultantcine

ldeas. Emergy. Direction.
Chamberlain Research Consultants, Inc.
660 John Nolen Dr.
Madison, WI 53713
Ph. 608-246-3010
quirks@chamberlainresearch.com
www.chamberlainresearch.com
Sharon Chamberlain

1500 sessions since 1988
Teri L. Fulton

50 sessions since 2003
Laura Ehmann

250 sessions since 1986
Jon Harrington

300 sessions since 1991

At Chamberlain we specialize in getting past
casual, top-of-mind responses through a mix
of scientific techniques and years of experi-
ence. Our innovative approaches to qualitative
research get participants to brainstorm pro-
ductively and reveal their true views and opin-
jons, while simultaneously exploring trade-
offs, alternatives, expectations and uncon-
scious motivators. As a full-service marketing
research firm our moderators come from a
variety of backgrounds and bring specific
industry knowledge to the table, so you can be
sure that you’ll always be working with some-
one who speaks your “language”. Our mission
is simple: provide our clients with a competi-
tive advantage through the use of strategic
market research.

CharColn Consulting Co., Ltd.
2018, Hai Bo Building, No. 101 South Ma
Tou Rd.
Shanghai 200125
China
Ph. 86-21-6100-9400
info@charcoln.com
www.charcoln.com
Vivian Lee
300 sessions since 2001
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CIBA Research & Consulting, LLC
4610 Tiger Lily Way

Marietta, GA 30067

Ph. 770-565-0882 or 678-463-4289
egibson@gociba.com
www.gociba.com

Elvenyia Gibson

500+ sessions since 1999

Dorene Ciletti
Marketing Consultant
Duquesne University
458 Rockwell Hall
Pittsburgh, PA 15282
Ph. 412-396-4875
ciletti@dug.edu
www.bus.dug.edu/faculty/ciletti
Dorene Ciletti

10 sessions since 2004

Ciliberti & Associates
P.0. Box 82473
Portland, OR 97282
Ph. 503-515-2491
trish@pciliberti.com
www.pciliberti.com
Patricia Ciliberti

100 sessions since 1998

Clarion Research
1776 Broadway, Suite 1000
New York, NY 10019-2002
Ph. 212-664-1100
diane.traiger@clarionresearch.com
www.clarionresearch.com
Steve Crane
500+ sessions since 1994

Clayton Reed Associates
72B Elmore St.
London N1 3AL
United Kingdom
Ph. 44-20-7405-7445
cra.quirks@clayreed.co.uk
www.clayreed.co.uk
Martin Clayton

400 sessions since 1989

Clear Concepts
1329 Federal Ave., Suite 6
Los Angeles, CA 90025
Ph. 310-473-5453 or 310-893-0846
Karen Kleiner
40 sessions since 1995

Clear View Brand Insight & Strategy
2100 Lincoln Park W., 3A North
Chicago, IL 60614
Ph. 773-857-3355
gloria@clearviewbrand.com
www.clearviewbrand.com
Gloria Quigley

100+ sessions since 1995

Clearview Market Strategies
1701 Builders Ct.
Herndon, VA 20170
Ph. 703-437-8566
joanwirth@verizon.net
Joan Wirth

300+ sessions since 1990

www.quirks.com
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Close Connection to Consumers
22 Pham Ngoc Thach St., District 3
Ho Chi Minh City
Vietnam
Ph. 84-8-221886
nguyenvan@ccc.biz.vn
Thanh Van Nguyen

1000 sessions since 1995

The Clowes Partnership
373 Saybrook Rd.
Higganum, CT 06441-4110
Ph. 860-345-4570
clowesline@sbcglobal.net
Rusty Clowes

1000+ sessions since 1989

Cluff, Inc. Market Research
Strategic Market Research
1634 S. Rock Hill Rd.
St. Louis, MO 63119
Ph. 314-961-5211
ccluff@aol.com
www.cluff-inc.com
Cynthia Cluff

N/A sessions since 1990

cmi

CMI
2299 Perimeter Park Drive
Atlanta, GA 30341
Ph. 678-805-4021 or 888-311-0936
rbacik@cmiresearch.com
www.cmiresearch.com
Laura Johnson

350+ sessions since 2000
Hannah Baker-Hitzhusen

350+ sessions since 2000
Ellen Cabacungan

350+ sessions since 2002

CMT offers qualitative research as a stand-
alone tool or in conjunction with quantitative
methods in both the consumer and B2B seg-
ments. With their broad experience base,
CMTI’s moderators are expert advisors, skilled
in a variety of techniques (e.g., voice of the
customer, laddering, small groups, ice break-
ers, pre-group tasks, projective) and method-
ologies (e.g, in-person and telephone focus
groups, dyads/triads, IDI’s, case studies).
Other expertise includes facilitation, Web
usability, and ethnographic research.

Cobbey & Associates Marketing Research
P.0. Box 312
Carson City, NV 89440
Ph. 877-433-3242
cobbey@cobbey.com
www.cobbey.com
Rohin Cohbey
200 sessions since 1985

www.quirks.com

Saul Cohen & Associates, Inc.
500 Summer St., Suite 205
Stamford, CT 06901
Ph. 203-363-0112 or 877-363-0112
research@saulcohenassociates.com
www.saulcohenassociates.com
Saul Cohen

4000+ sessions since 1982

Colburn & Associates, Ltd.
Research Triangle Park
1908 Mountain High Rd.
Wake Forest, NC 27587
Ph. 919-570-7900
paul@colburnresearch.com
www.colburnresearch.com
Paul L. Colburn

500+ sessions since 1986

Communications Research, Inc.
4626 River Road
Bethesda, MD 20816
Ph. 301-657-9244
cri77@aol.com
Dr. Robert Olins

1000+ sessions since 1977

COMPASS Consulting Group, Inc.
38 Transit St.
Providence, RI 02903
Ph. 401-521-9050
rpowers@compasscg.com
WWW.COMPasscy.com
Bob Powers

100 sessions since 1986

Compass Qualitative Research, Inc.
#7 Waterbury Court
Little Rock, AR 72223
Ph. 501-367-0003
info@compassqualitativeresearch.com
www.compassqualitativeresearch.com
Christy Olson

100+ sessions since 1994

Competitive Edge
309 Calle Neblina
San Clemente, CA 92672
Ph. 949-498-0122
skessler@competitiveedge.com
www.CompetitiveEdge.com
Sheila Kessler, Ph.D.

1000+ sessions since 1987

Concept Catalysts, Inc.
1655 Spinnaker Dr., Suite 42
Alpharetta, GA 30005
Ph. 404-432-6605
info@conceptcats.com
www.mycustomerinsights.com
Karen Falkenberg

N/A sessions since 2001

Concepts In Focus
A Div. of Ulrich Research
1329 Kingsley Ave., Suite A
Jacksonville, FL 32073
Ph. 904-264-5578
kathy@ulrichresearch.com
www.conceptsinfocus.com
Nancy Ulrich

1000+ sessions since 1982

Connected Inc.
12 0ld Post Rd. #6
Cos Cob, CT 06807
Ph. 203-661-0629
davidglenn@connectedincorporated.com
www.connectedincorporated.com
Laura Pinsky
300+ sessions since 1987

ConStat, Inc.

2001 Addison St., Suite 240

Berkeley, CA 94704

Ph.510-486-1900

info@constat.com

www.constat.com

William Deaton, Ph.D.
2500 sessions since 1986

Consumer and Professional Research, Inc.
(CPR)
435 N. LaSalle St., Suite 210
Chicago, IL 60610-0884
Ph.312-832-7744
pmorich@cprchicago.com
www.cprchicago.com
Don Morich

100 sessions since 1978

Consumer Connection, Inc.
9055 S.W. 166 Ave.
Miami, FL 33196
Ph. 786-522-3534
info@consconnect.com
www.consumerconnectionresearch.com
Elba Valle

500+ sessions since 1993

Consumer Connection is a marketing research
and consulting company that specializes in
diversity segments. We provide services that
help businesses and brands connect to diversi-
ty in the marketplace: qualitative, quantita-
tive, ethnography, online, brand-building work-
shops, marketing opportunity analyses, and
market immersion tours.

Consumer Focus LLC
6505 W. Park Blvd., Suite 306 - 368
Plano, TX 75093
Ph. 214-542-8787
sstewart@consumerfocusco.com
www.consumerfocusco.com
Sue Stewart

50+ sessions since 2001

Providing qualitative and quantitative servic-
es, with each project customized to the
client’s needs. Over 15 years of experience in:
marketing research, marketing strategy, mar-
keting communications, customer relationship
management, and product development.
Qualitative experience includes focus groups,
in-depth interviews, brainstorming, and
ideation sessions with consumers, business
owners, and managers. Specialties include:
customer relationship management, direct
marketing, financial services, and insurance.
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The Consumer Network, Inc.
2401 Pennsylvania Ave., Suite 2A4
Philadelphia, PA 19130
Ph. 215-235-2400
mona@consumernetwork.org
vaw.consumernetwork.org
Mona Doyle

250 sessions since 1980

Consumer Opinion Services, Inc.
12825 First Ave. S.
Seattle, WA 98168
Ph. 206-241-6050
info@cosvc.com
Www.cosvc.com
Greg Carter
200 sessions since 1995
(See advertisement on opposite page)

Consumer Opinion Services, Inc. (Br.)
10829 N.E. 68th St., Bldg. B
Kirkland, WA 98033
Ph. 425-827-3188 or 206-241-6050 for bids
info@cosvc.com
Www.cosvc.com
Greg Carter
200 sessions since 1995
(See advertisement on opposite page)

Consumer Opinion Services, Inc. (Br.)
7530 W. Sahara, Suite 107
Las Vegas, NV 89117
Ph. 702-644-9330
info@cosvc.com
WWW.COSVC.Com
Greg Carter
200 sessions since 1995
(See advertisement on opposite page)

Consumer Opinion Services, Inc. (Br.)
Lloyd Focus & Videoconference Center
2225 Lloyd Center
Portland, OR 97232
Ph. 503-493-2870 or 206-241-6050 for bids
jim@portlandopinion.com
WWW.COSVC.cOm
Jim Weaver
150 sessions since 2003
(See advertisement on opposite page)

Consumer Opinion Services, Inc. (Br.)
City Focus
2101 North 34th St.
Northpoint Offices, Suite 110
Seattle, WA 98103
Ph. 206-632-7859 or 206-241-6050 for bids
info@cosvc.com
WWW.COSVC.COM
Greg Carter
200 sessions since 1995
(See advertisement on opposite page)

Consumer Pulse of Baltimore (Br.)
1232 Race Rd.
Baltimore, MD 21237
Ph. 800-336-0159 or 410-687-3400
baltimore@consumerpulse.com
www.consumerpulse.com
Richard Miller

500+ sessions since 1972

Consumer Pulse of Chicago (Br.)
Stratford Square Mall #F1
601 Stratford Square
Bloomingdale, IL 60108
Ph. 800-336-0159 or 630-894-9103
chicago@consumerpulse.com
www.consumerpulse.com
Richard Miller

500+ sessions since 1972

Consumer Pulse of Colorado
Spring/Denver (Br.)
The Citadell Mall
750 Citadell Dr. E.
Colorado Springs, CO 80909
Ph. 719-596-6933
www.consumerpulse.com
Richard Miller

500+ sessions since 1972

Consumer Pulse of Detroit (Br.)
725 S. Adams Rd., Suite 265
Birmingham, MI 48009
Ph. 800-336-0159 or 248-540-5330
detroitwats@consumerpulse.com
www.consumerpulse.com
Richard Milller

500+ sessions since 1972

Consumer Pulse of Los Angeles (Br.)
South Bay Galleria, #269
1815 Hawthorne Blvd.
Redondo Beach, CA 90278
Ph. 800-336-0159 or 310-371-5578
losangeles@consumerpulse.com
www.consumerpulse.com
Richard Miller

500+ sessions since 1972

Consumer Pulse of Milwaukee (Br.)
The Grand Avenue Mall, #2004A
275 W. Wisconsin Ave.
Milwaukee, WI 53203
Ph. 800-336-0159 or 414-274-6060
milwaukee@consumerpulse.com
www.consumerpulse.com
Richard Miller

500+ sessions since 1972

Consumer Pulse of New York (Br.)
Garden State Plaza, #1170
Paramus, NJ 07652
Ph. 800-336-0159 or 201-909-0144
newyork@consumerpulse.com
Www.consumerpulse.com
Richard Miller

500+ sessions since 1972
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Consumer Pulse, Inc.
725 S. Adams Rd., Suite 205
Birmingham, MI 48009
Ph. 800-336-0159 or 248-540-5330
cpi@consumerpulse.com
www.consumerpulse.com
Richard Miller

500+ sessions since 1972

Consumer Research Centre Ltd.
1398 West 7th Avenue
Vancouver, BC V6H 3W5
Canada
Ph. 604-714-5900 or 866-455-9311
info@consumerresearch.ca
www.consumerresearch.ca
Ed Gibson

650 sessions since 1994

Ed has moderated across the spectrum from
apparel and automotive to telecom and
tourism. His specialty is health care and phar-
maceuticals, where he has built a reputation
for his ability to relate to physicians. His own
respected recruiting team can be relied on to
source the specialist needed for the study.

Consumer Studio
9 Washington Ave.
Pleasantville, NY 10570
Ph.914-747-8581
andrew@consumerstudio.com
www.consumerstudio.com
Andrew Mockler

600+ sessions since 2000

Consumer Truth® Ltd
802 Bittersweet Lane
Hinsdale, IL 60521
Ph. 630-325-4660 or 630-325-6902
isabelle@consumertruth.com
www.consumertruth.com
Isabelle Albanese
900 sessions since 1997

Consumer Voice
9 Story Book Lane
Lincolnshire, IL 60069
Ph. 847-405-0808
laurie@consumervoice.biz
www.consumervoice.biz
Laurie Richter

1000 sessions since 1993

ConsumerSpeak
4565 Lanercost Way
Columbus, OH 43220
Ph. 614-326-2107
kpopp@columbus.rr.com
www.consumerspeak.net
Kathy Popp

1000+ sessions since 1998
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Contemporary Research Centre - Montreal
1250 Guy St., Suite 802
Montreal, PQ H3H 2T4
Canada
Ph. 800-932-7511
info@crcdata.com
www.crcdata.com
Kathleen Deslauriers
1500+ sessions since 1990
Aline Gabriel
300+ sessions since 2000

CRC provides a complete range of qualitative
research services in both French and English,
including moderating, analysis and reporting.
CRC has moderators in-house who can cover
a wide range of industries and topics such as
the health care sector, consumer goods and
services, information technology, financial
services as well as automotive. At CRC, we
relate to people. Let CRC be your Canadian
research partner.

Continental Research Associates, Inc.
4500 Colley Ave.
Norfolk, VA 23508
Ph. 757-489-4887
continentalresearch@verizon.net
www.continentalresearch.biz
Nanci A. Glassman

1500 sessions since 1974

Conundrum Qualitative Research
7422 Rosewood Circle
Prairie Village, KS 66208
Ph. 816-729-7858
conundrumresearch@msn.com
www.conundrumresearch.com
Teresa Nichols

100+ sessions since 1994

Cook Research & Consulting, Inc.
6600 France Ave. S., Suite 214
Minneapolis, MN 55435
Ph.952-920-6251
harold@cookresearch.com
www.cookresearch.com
Harold W. Cook

2000+ sessions since 1975

Copley Focus Centers
20 Park Plaza
Boston, MA 02116
Ph. 617-421-4444
frank@copleyfocuscenters.com
www.copleysquarefocus.com
Ron Kornokovich

600 sessions since 1975

Core Research
2161 N.W. Military Hwy., Suite 202
San Antonio, TX 78213
Ph. 210-366-4210
korbel@world-net.net
www.coreresearch.biz
Dr. Susan Korbel

75 sessions since 1987

www.quirks.com

Corey, Canapary & Galanis
447 Sutter St., Penthouse N.
San Francisco, CA 94108
Ph. 415-397-1200
info@ccgresearch.com
www.ccgresearch.com
Jon Canapary

137 sessions since 1996

Cornerstone Research & Marketing, Inc.
Gateway Harbor
84 Sweeney St.
N. Tonawanda, NY 14120
Ph. 716-743-1988
rhonda@cornerstoneresearch.net
www.cornerstoneresearch.net
Rhonda Ried

500+ sessions since 1983

Corporate Research Center, Inc.
106 Fairidge Court
Jamestown, NC 27282
Ph. 336-812-3500
jack@deutermanmarketingresearch.com
www.deutermanmarketingresearch.com
John Deuterman

300 sessions since 1984

Qi

Creative Consumer Research
3945 Greenbriar
Stafford, TX 77477
Ph. 281-240-9646
ppratt@ccrsurveys.com
WWW.CCFSurveys.com
Arthur Pratt

1000+ sessions since 1978
Joyce Walter

400+ sessions since 1986
Miguel Pantoja

50+ sessions since 1996

Complete field service covering all Texas.
Large conference-style focus group rooms;
one-way mirrors; large client viewing spaces.
Taste tests, telephone interviewing, executive
surveys, mall intercepts, door-to-door inter-
viewing, mystery shops, store audits, computer
capabilities available. Bilingual interviewing,
moderators, translators available.

(See advertisement on p. 113)

Creative Focus, Inc.
1120 Hope Rd., Suite 150
Atlanta, GA 30350
Ph. 404-256-7000
vardis@mindspring.com
www.creativefocus.net
Harry Vardis

1000+ sessions since 1980

Seattle @ Portland @ Spokane @

K

S e ks
LAS VEGA

NEVADA

w1 Consumer Opinion Services

GroupnNer.

Focus Groups 4 Mall Intercepts 4 Recruiting 4 Telephone

Product Purct

12825 1st Avenue South, Seattle Washington 98168

Questions? info@cosvc.com  www.cosve.com

Lake City 4 Chicago 4 Las Vegas

A trusted name
in a new place

Our customers asked us to open an

office in Las Vegas. They know our well earned
reputation for quality and they wanted that same
professionalism in one of the best places to conduct
research. We listen to our customers.

Call us with your next data collection assignment

Knowledge is power

206-241-6050

== FocusVision
= WORLDWIDE*

@ Audits @ Videoconferencing 4 Mock Juries ¢ W

103eJ9po|A dno.Jg snoo4
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Creative Marketing Solutions, Inc.
P.0. Box 487
Lahaska, PA 18931
Ph.215-794-9277
creativemktsol@aol.com
Larry Schwarz

1000 sessions since 1986

Creative Research Services, Inc.
9518 Brentgate Dr.
Dallas, TX 75238
Ph. 214-340-3725
frank.mcginn@creativeresearch.com
www.creativeresearch.com
Frank McGinn

1000+ sessions since 1984

Creative Waves
Innovations in Qualitative Research
20 Wilton Rd.
Pleasantville, NY 10570
Ph.914-747-8086
creativewaves@att.net
www.creativewavesresearch.com
Mary Beth Keller

500+ sessions since 1987

Crescent Research, Inc.
12700 Hillcrest Rd,. Suite 241
Dallas, TX 75230
Ph.972-774-2100 or 877-209-1464
donw@crescentresearch.com
www.crescentresearch.com
Donald Winspear

250 sessions since 1993

Cross Financial Group
6940 “0” St., Suite 310
Lincoln, NE 68510
Ph. 800-566-3491
solutions@crossfinancial.com
www.crossfinancial.com
Tom Hershbherger

75 sessions since 1987

Cross-Tab Marketing Services
171-B, Mittal Tower, 210 Nariman Point
Mumbai 400021
India
Ph.91-22-22022043
sales@cross-tab.com
www.cross-tab.com
Bharati Eligar
300+ sessions since 1998

CSK Marketing Inc.
5620 River Hills Rd.
Racine, WI 53402
Ph. 262-681-7355
cskmktg@aol.com
www.cskmarketing.com
Christine Shields Kann
N/A sessions since 1997

Cultural Access Group
445 South Figueroa St., Suite 2350
Los Angeles, CA 90071
Ph. 213-228-0300
info@accesscag.com
www.accesscag.com
Iris Yim

62 sessions since 2003

Cultural Horizons Inc.
11824 Central St.
Kansas City, MO 64114-5536
Ph. 816-941-7000
culturalhorizons@aol.com
www.cultural-horizons.com
Nancy Huaco Lang

100+ sessions since 1994

Cunningham Research Associates
500 Ashwood Lane
Fairview, TX 75069
Ph. 972-529-4965
markc@craresearch.com
www.craresearch.com
Mark Cunningham

1500 sessions since 1986

Customer Connections
59 Gulfwinds Dr.
Palm Harbor, FL 34683
Ph. 727-944-4401
craith@custconnections.net
www.custconnections.net
Cheryl Raith

2000 sessions since 1980

Customer Insights Research, Inc.
515A Fitzsimmons St.
Hendersonville, NC 28792
Ph. 828-692-3763
bob@customerinsightsresearch.com
www.customerinsightsresearch.com
Robert S. Rutter, Ph.D.

500 sessions since 1995

Customer Strategy Consulting
P.0. Box 10178
Beverly Hills, CA 90213
Ph. 310-659-8536
info@yourcustomer.com
www.yourcustomer.com
George Sloan

3000+ sessions since 1984

D/R Added Value
7474 N. Figueroa St.
Los Angeles, CA 90041
Ph. 323-254-4326
maggie.taylor@dr-added-value.com
www.dr-added-value.com
Eric Villain
1000+ sessions since 1984

D/R/S HealthCare Consultants
121 Greenwich Rd., Suite 209
Charlotte, NC 28211
Ph.704-362-5211
drsimon@mindspring.com
www.drmsimon.com
Dr. Murray Simon

7500+ sessions since 1982

D/R/S HealthCare Consultants specializes in
qualitative market research with health care
professionals, patients and administrators. The
company was established in 1982 by Dr.
Murray Simon, a former health care provider
who believes that research with health care
professionals is more comprehensive and pro-
ductive when personally conducted by some-
one who understands the complex
patient/provider interaction through having
experienced it.
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Daniel Research Group

“Ia

Daniel Research Group
49 Hill Rd., Suite 4
Belmont, MA 02478
Ph. 617-484-6225
sdaniel@earthlink.net
Steve Daniel

1000 sessions since 1985

Daniel Research Group, a full-service market
research firm designing and executing studies
among users and buyers of information tech-
nology products and services worldwide.
Focus groups studies employ our FOCUS/IT
methodology based on 20 years of experience
in designing and conducting high technology
focus group in technical, commercial and con-
sumer segments. Our Model Enabled
Consulting Services apply sophisticated quan-
titative forecasting metholologies to aid in
making strategic and tactical design, develop-
ment, marketing and sales decisions.

Frances Darpino Consulting
103 Earlington Rd.
Havertown, PA 19083
Ph. 610-449-7382
fidarpino@comcast.net
Frances Darpino

1000+ sessions since 1982

Data & Management Counsel, Inc.
428 Exton Commons
Exton, PA 19341
Ph. 610-524-7900
datamngt@aol.com
Bill Ziff-Levine

1000 sessions since 1985

DataProbe Research
143 Smith St. 2nd Floor
Winnipeg, MB R3C 1J5
Canada
Ph. 204-953-4444
lauren@dataprobe.ca
www.dataprobe.ca
Lauren Gervais

200 sessions since 1985

Davidson-Peterson Associates
A Division of Digital Research, Inc.
201 Lafayette Center
Kennebunk, ME 04043-1853
Ph.207-985-1790
karen.peterson@digitalresearch.com
www.dpaonline.com
Karen Peterson

1000 sessions since 1974

Lin Davis & Associates
225 E. 73rd St.
New York, NY 10021-3654
Ph. 212-737-1388
|dal@ix.netcom.com
Linden Davis

150 sessions since 1994

www.quirks.com
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WHY DID 250 COMPANIES MAKE CCR
THEIR RESEARCH FIRM OF CHOICE
FOR OVER 1500 PROJECTS IN 2006 ?

TRUST

For: Telephone Surveys ® Focus Groups ® One-On-One Interviews
Spanish Language Interviews ® Mall Intercepts ® Mock Jury Panels
In-store Interviewing e Taste Test Interviews

® Mystery Shops ® Coding/Data Entry ® CATI Programming

Give us a call today.
In Houston: In San Antonio: In Phoenix:
Miguel Pantoja Carol Arnold June Allen
Sajan Pillai Kevin Hagelstein Y-Vette Cave
877.530.9646 877.599.7025 877.906.0666

ccrhouston@ccrsurveys.com — ccrsanantonio@ccrsurveys.com  ccrphoenix@ccrsurveys.com

ccz(mmvc
(onsumer
ReseARCH

E xceepineg CustToMER ExpEcTATIONS FOrR OVER 30 YEARS.
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M Davis & Co., Inc.
1520 Locust St., 3rd Floor
Philadelphia, PA 19102-4403
Ph. 215-790-8900 or 800-842-4836
info@mdavisco.com
www.mdavisco.com
Ron Campbell

300+ sessions since 1989

Davis, Hibbitts & Midghall, Inc.
921 S.W. Morrison, Suite 201A
Portland, OR 97205
Ph.503-220-0575
dhm@dhmresearch.com
www.dhmresearch.com
Adam Davis

500 sessions since 1982

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

475 sessions since 1988

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

5000 sessions since 1969
Melanie Lobo

450 sessions since 1998
Roger Wallace

50+ sessions since 2001

From in-person focus groups and depth inter-
views to ethnography and laddering tech-
niques, Decision Analyst delivers highly ana-
lytical and decision-oriented insights. Decision
Analyst offers both in-person and online qual-
itative research services. In-person services
include: focus groups, sensitized groups,
dyadic and triadic interviews and depth moti-
vational studies. Decision Analyst is a world
leader in online qualitative research: time-
extended online focus groups, time-extended
depth interviews, online ethnography and
online pseudo-depth interviews.

(See advertisement on p. 57)

Decision Information Resources
2600 Southwest Fwy.
Houston, TX 77098-4600
Ph. 713-650-1425 ext. 104
mdixon@dir-online.com
www.dir-online.com
Carla T. Prince

200 sessions since 1987

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

100+ sessions since 1986

DelLevie Group Research
41 Ambherst Dr.
Hastings-on-Hudson, NY 10706
Ph.914-478-5126
DGRCO@aol.com
Sharon DeLevie

1000+ sessions since 1987

Delta Media Inc.
350 Sparks Street, Suite 405
Ottawa, ON K1R 7S8
Canada
Ph. 613-233-9191 or 888-473-3582
info@deltamedia.ca
www.visionresearch.ca
Candace Fedoruk

100+ sessions since 1990

DeNance & Associates
625 N. 137th St.
Seattle, WA 98133
Ph. 206-417-1538
acdenance@msn.com
Andrew DeNance

1000+ sessions since 1995

Development II, inc.
107 Middle Quarter Mall
P.0. Box 992
Woodbury, CT 06798
Ph. 203-263-0580
info@development2.com
www.development2.com
Steve Lewis

500+ sessions since 1980

Dialogue Resource, Inc.
212 Tryon St., Suite 1370
Charlotte, NC 28281
Ph. 704-405-5611
dri@dialogueresource.com
www.dialogueresource.com
Nino DeNicola

10000 sessions since 1982

Ruth Diamond Market Research
a Cornerstone Research Company
Boulevard Mall
770 Alberta Dr.
Buffalo, NY 14226
Ph. 716-836-1110 or 716-836-1111
RDMKTRSCH®@aol.com
www.ruthdiamond.com
Rhonda Ried

500+ sessions since 1982
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Bette Dickinson Research, Inc.
7468 Mariner Dr. N.
Maple Grove, MN 55311-2611
Ph. 763-420-4385
Bette Dickinson

1000+ sessions since 1968

The Dieringer Research Group, Inc.
3064 N.78th St.
Milwaukee, WI 53222-5025
Ph. 414-449-4545 or 800-489-4540
sales@thedrg.com
www.thedrg.com/quirks
Robert Fichtner

200 sessions since 1991

Digital Research, Inc.
201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-7660
jane.mount@digitalresearch.com
www.digitalresearch.com
Karen Peterson

1000 sessions since 1974
Boh Cuzner

600 sessions since 1985
Jane Mount

200 sessions since 1990

Digital Research has been providing unique
perspectives in marketing research since
1992. DRI offers three moderators who focus
on the youth and family markets, as well as
consumer products and services. Our profes-
sionals serve the qualitative research needs of
a national client base. DRI also provides a
full range of quantitative research services
and is a two-time EXPLOR Award winnet.

Direct Dialogue
Willow House
Fressingfield Eye, Suffolk IP21 5PE
United Kingdom
Ph. 44-137-958-6850
david@directdialogue.net
www.directdialogue.net
David Spenser

3000+ sessions since 1980

Direct Feedback, Inc.
225 W. Station Square Dr.
Pittsburgh, PA 15219
Ph. 412-394-3676 or 800-519-2739
kevin.edwards@dfresearch.com
www.dfresearch.com
Tara Conroy

267 sessions since 1990

Direct Marketing Research Associates
1731 Embarcadero Rd., Suite 200
Palo Alto, CA 94303
Ph. 650-856-9988
mikeg@dmrainc.com
www.dmrainc.com
Michael Green
1000+ sessions since 1982

Directions Research Corp.
2009 4th St., S.W.
Mason City, IA 50401
Ph. 641-423-0275
thultc@willowtree.com
Tom Thul

1500 sessions since 1980

www.quirks.com
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Discovery - National Qualitative Network
Corporate Office
1061 E. Indiantown Rd., Suite 204
Jupiter, FL 33477
Ph. 561-748-0931 or 888-331-7779
peterb@quicktest.com
www.quicktest.com
Shannon Kannenberg
20 sessions since 1995

Discovery Research
726 Las Trampas Rd.
Lafayette, CA 94549
Ph.925-283-8216
judithcohen10S@comcast.net
Judith Coleman Cohen

400 sessions since 1985

Discovery Works, Inc.
12025 Paul Meadows Dr.
Cincinnati, OH 45249
Ph. 513-489-1887
jhriester@discoveryworks.net
www.discoveryworks.net
John Riester

1500+ sessions since 1991

Disher Strategic Research, LLC
873 Fenchurch Court
Cincinnati, OH 45230
Ph. 513-226-4385 or 888-9-DISHER
davedisher@gmail.com
www.disher.com
Dave Disher
650 sessions since 1999

Distinctive Marketing, Inc.
516 Bloomfield Ave.
Montclair, NJ 07042
Ph.973-746-9114
info@distinctivemktg.com
www.distinctivemktg.com
Diane Spencer

100+ sessions since 1990

DLG Research & Marketing Solutions
4515 Briar Hollow Place, Suite 207
Houston, TX 77027
Ph. 713-795-5503 or 713-623-0820
info@dlgresearch.com
www.dlgresearch.com
Edgardo de la Garza

250+ sessions since 1997
Elvia de la Garza

200+ sessions since 2000

Bilingual and bicultural moderators whose
professional backgrounds encompass experi-
ence from all sides of the business: agency,
client and supplier. This grants a richer under-
standing of the client’s position - strengthen-
ing the approach to each project, identifying
and tending opportunities and intuiting and
delivering against client’s stated and unstated
needs.

www.quirks.com

DMCotter Research & Strategy, Inc.
95 Eastern Ave.
Dedham, MA 02026
Ph.781-956-8171
questions@dmcotter.com
www.dmcotter.com
Dan Cotter

200+ sessions since 1981

dmr Kynetec
1807 Park 270 Dr., Suite 300
P.0. Box 46904
St. Louis, MO 63146
Ph. 314-878-7667
vicki.thies@dmrkynetec.com
www.dmrkynetec.com
Louis Chavez

40 sessions since 2002

DMS Research
840 Larrabee St., Suite 4209
Los Angeles, CA 90069
Ph. 888-214-2853 or 310-659-8732
jdraper@dmsresearch.com
www.dmsresearch.com
John Draper
200+ sessions since 2000

DO Research
505 E. 79th St.
New York, NY 10021
Ph. 212-734-4544
dokrent@aol.com
Diane Okrent
1500+ sessions since 1976

Dodge Business Research Consulting
3109 W. 50th St., #311
Minneapolis, MN 55410
Ph. 800-685-7934
tony@dodgeresearch.com
www.dodgeresearch.com
Tony Dodge

1000+ sessions since 1983

Dolobowsky Qualitative Services, Inc.
94 Lincoln St.
Waltham, MA 02451
Ph. 781-647-0872
reva@doloqual.com
www.doloqual.com
Reva Dolohowsky
2000+ sessions since 1975

Dominion Focus Group, Inc.
Dominion Marketing Research, Inc.
Commerce Plaza 1
2809 Emerywood Pkwy., Suite 100
Richmond, VA 23294
Ph. 804-672-0500 or 804-672-1417
bana@dominionfocusgroup.com
www.dominionfocusgroup.com
Bana Bhagchandani

80 sessions since 1998

Jack R. Doub Co.
3512 Honeybrook Ave.
Dayton, OH 45415-1545
Ph.937-898-0128
JackDoub@aol.com
Jack Doub

30 sessions since 1974

Melanie Dowe Marketing Group, LLC
145 Tyee Dr., #1129
Point Roberts, WA 98281
Ph. 360-945-3693
mdowe@dowemarketing.com
www.dowemarketing.com
Melanie Dowe

1000 sessions since 1987

Doxus LLC
Rm 3, 8th Flr, Blk G
66 Chung Hau Street
Ho Man Tin, Kowloon
Hong Kong
Ph. 852-9423-6370
david.ho@doxus.com
www.doxus.com
David Ying Hon Ho

600 sessions since 1993

moderator easy

no charge.

We make finding the right

The quirks.com Web site has a
fully searchable version of the
moderator directory available at
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Doyle Research Associates, Inc.
400 N. Michigan Ave, Suite 800
Chicago, IL 60611-4148
Ph. 312-863-7600
info@doyleresearch.com
www.doyleresearch.com
Susan Sweet

500+ sessions since 1995
Jo-Ann Goodchild

750+ sessions since 1989
Carole Schmidt

750+ sessions since 1990
Christine Efken

750+ sessions since 1990
Nan Burgess-Whitman

500+ sessions since 1997

Doyle Research Associates is an innovative
qualitative research firm specializing in focus
groups, in-depth interviews, observational
research, and online research with both the
general population and Hispanic markets. We
also provide ideation services among con-
sumers (kids, teens and adults), professionals
and internal teams. Category experience
includes food and beverage, food service, per-
sonal and home care, pharmaceutical,
telecommunications, toys and games, publish-
ing, non-profit/social issues, media and enter-
tainment, and durable goods.

(See advertisement on opposite page)

DRW Research

26968 N. Monroe Drive

Southfield, MT 48034

Ph. 248-350-0056

darlenerw@shbcglobal.net

Dr. Darlene Williamson
1000+ sessions since 2000

Dr. Darlene Williamson is a psychologist with
over 18 years of experience conducting
research with consumers of different demo-
graphic profiles, business owners, executives,
managers, and employees. Dr. Darlene
Williamson has personally directed and imple-
mented qualitative and quantitative studies
with multicultural segments across industries.
Topics: corporate and brand image, ad con-
cept testing, product development, taste tests,
car clinics, sponsorship evaluation, diversity
and inclusion issues.

Elyse Dumach Consulting
3200 N. Lake Shore Dr., Suite 908
Chicago, IL 60657
Ph. 773-472-8927
elyse@edumach.com
www.edumach.com
Elyse Dumach

2000+ sessions since 1990

Extensive experience in managing group
dynamics to elicit idea generation, understand
market synergies, develop and refine concepts,
and gain insights. Recent training in the
LearningConnect® approach, using graphic
templates and innovative techniques to facili-
tate discovery, expands the traditional reseach
toolbox. Health care experience: 0T C/ethical
pharmaceuticals, diagnostics, hospital equip-
ment, providers.

Blanka Eckstein Qualitative Research
251 Lexington Ave.
New York, NY 10016
Ph. 212-685-1635
blanka@nyc.rr.com
Blanka Eckstein
780 sessions since 1980

Bonnie W. Eisenfeld
2031 Locust St., #402
Philadelphia, PA 19103
Ph. 215-567-1635
bwehrl@yahoo.com
Bonnie Eisenfeld

N/A sessions since 1980

Eliant, Inc.
15635 Alton Parkway, Suite 200
Irvine, CA 92618
Ph. 949-753-1077 or 800-814-9595
pmorton@eliant.com
www.eliant.com
Robert Mirman
100 sessions since 1984

Ellison Research
14804 N. Cave Creek Rd.
Phoenix, AZ 85032
Ph. 602-493-3500 ext. 8130
ronsellers@ellisonresearch.com
www.ellisonresearch.com
Ron Sellers

1000 sessions since 1988

Abby Ellison Research
Div. Of EQR, Inc.
936 Fifth Ave., Suite 7-A
New York, NY 10021
Ph. 212-452-2938 or 917-576-2458
EQR2@aol.com
Abbhy Ellison Kanarek
3800 sessions since 1969

ENERGISTICS
109 Sonoma Way
Chapel Hill, NC 27516
Ph.919-933-0614
susannassar@energistics.com
www.energistics.com
Susan Nassar

3000 sessions since 1987
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Energy Annex
1123 W. Washington
Chicago, IL 60607
Ph. 312-733-2639
info@energyannex.com
Www.energyannex.com
Kay Allison

1200 sessions since 1999

Envision Marketing Research
31 Honey Line, R.R. #5
Warkworth, ON KOK 3K0
Canada
Ph. 705-924-1570
envision@trytel.net
Elizabeth Heon

1000+ sessions since 1979

Epp Consulting
2 Candle Terrace S.W.
Calgary, ABT2W 6G7
Canada
Ph. 403-201-2583
|lhepp@shaw.ca
Lois Epp

N/A sessions since 1989

eQualitativeResearch.com
5499 N. Federal Highway, Suite P
Boca Raton, FL 33487
Ph. 561-988-7099
info@eqrinc.com
www.eqrinc.com
Renee H. Frengut, Ph.D.
2500+ sessions since 1978

EquiBrand Consulting
1100 Moraga Way, 1st fl
Moraga, CA 94556
Ph.925-247-1400
tim@equibranding.com
www.equibrandconsulting.com
Tim Koelzer

100+ sessions since 1990

Eshelman & Townsend, Ltd.

313 Maple Ave.

Wyncote, PA 19095

Ph. 215-884-9060

maeshelman@aol.com

www.eandtresearch.com

MaryAnne Eshelman, Ph.D.
2500 sessions since 1980

Essential Resources, LLC
45 Park Place S., Suite 330
Morristown, NJ 07960
Ph. 908-832-6979
essresou@na2k.net
Lucy Mundo

100 sessions since 1996

Essman/Research
100 E. Grand Ave., Suite 340
Des Moines, IA 50309-1800
Ph. 515-282-7145
mail@essmanresearch.com
www.essmanresearch.com
Denise Essman

200+ sessions since 1981
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eStyle Marketing Services, Inc.
eStyle Studios
1011 - 1st St., S.W., Suite 520
Calgary, ABT2R 1J2
Canada
Ph. 403-685-2239 ext.222
estyle@estyle-group.com
www.estyle-group.com
Almin Kassamali

150 sessions since 2004

Eureka Facts, LLC
17 W. Jefferson St., Suite 5
Rockville, MD 20850-4201
Ph. 866-693-2287 or 301-610-0590
jorge@eurekafacts.com
www.eurekafacts.com
Jorge Restrepo

100 sessions since 1994

Evans/McDonough Co., Inc.
315 1st Ave. S., Suite 400

Facts ‘n Figures
15301 Ventura Blvd.
Garden Office Bldg. B, Suite 500
Sherman Oaks, CA 91403
Ph. 818-986-6600
steve_escoe@factsnfiguresinc.com
www.factsnfiguresinc.com
Bonnie Ponaman

500+ sessions since 1998

Fader & Associates
372 Central Park W., Suite 7N
New York, NY 10025
Ph. 212-749-3986
jenniferlarsen@faderfocus.com
www.faderfocus.com
Susan Fader

2500+ sessions since 1988

Falk Research Associates, Inc.
1177 Louisiana Ave., Suite 214
PO Box 2250

Fearless Branding
2677 Larkin St., Suite 301
San Francisco, CA 94109
Ph. 415-292-5100
robert@fearlessbranding.com
www.fearlessbranding.com
Robert Friedman

25 sessions since 2004

Feldman Research Lab
119 Cherry Lane
Teaneck, NJ 07666

Ph. 201-833-9607
rich@researchlab.tv
www.researchlab.tv
Richard Feldman

250 sessions since 1985

FieldHouse Marketing Research
7220 W. 98th Terrace

Overland Park, KS 66212
Ph.913-341-4245

Seattle, WA 98104 Winter Park, FL 32790 info@fhmr.com
Ph. 206-652-2454 Ph.407-647-3333 www.fhmr.com
info@evansmcdonough.com thor@falkresearch.com Ron Dimbert

www.evansmcdonough.com
Don McDonough
200 sessions since 1989

Evolve Research
P.0. Box 60835
Oklahoma City, OK 73146
Ph. 405-209-8456
kristen@evolve-research.com
Kevin Mark Jessop

20+ sessions since 1999

Executive Marketing Information (EMI)
P.0. Box 6994
Edmond, OK 73083
Ph. 405-748-5835
bsmith@emiresearch.com
Dr. Burt Smith

N/A sessions since 1989

Explorations
2401 Jackson Ave.
Evanston, IL 60201
Ph. 847-424-9078
sue@explorations-qrc.com
Sue Gartzman

300+ sessions since 1994

EyeTracking, Inc.
6475 Alvarado Rd., Suite 132
San Diego, CA 92120
Ph. 619-594-0370
info@eyetracking.com
www.eyetracking.com
Sylvia Knust

700+ sessions since 1999

FacFind, Inc.

6230 Fairview Rd., Suite 108
Charlotte, NC 28210-3253

Ph. 704-365-8474 or 888-590-8073
FacFind@aol.com
www.facfindresearch.com

Sandra Barritt

www.falkresearch.com
Thor Falk
1000+ sessions since 1989

2000+ sessions since 1970

We ask questions
to help you find answers.

Focus Groups
In person, phone, online

Hispanic Research wnew service

U.S. &€ Latin America
Ethnographic Research
Children/Tweens/Teens
kideation”/ldea Generation

MineSights™ New service
Qualitative Meta-Analysis

103eJ9po|A dno.Jg snoo4

Doyle Research Associates
400 N. Michigan Ave., Suite 800, Chicago, lllinois 6061 |
Telephone 312.863.7600

www.doyleresearch.com

1000+ sessions since 1985
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Fieldwork
848 San Pascual Ave., #3
Los Angeles, CA 90042
Ph. 949-322-5044
joann@fieldwork.tv
www.fieldwork.tv
Joanna Morehead

100+ sessions since 2000

Truth + Access = Insight. By getting real
answers from real people in real situations,
Fieldwork takes qualitative research out of
the facility and into the real world, where
your consumer lives, works, socializes and can
ultimately be themselves. With a personalized,
non-invasive approach to recruitment, moder-
ating, and video ethnography, we find the peo-
ple you want to reach, document their experi-
ences and deliver compelling insights about
your brand, competitors and market space.

50Plus Market Research
2090 Vistazo East
Tiburon, CA 94920
Ph. 415-789-1042
jacob@50plusresearch.com
www.50plusresearch.com
Jacoh Brown

1000+ sessions since 1990

Fine Research S.R.L.
Allende #157
Vlexico C.P. 04100
Vlexico
Ph. 54-11-4896-4180
field-la@fine-research.com
www.fine-research.com
Graciela Braniff

1000+ sessions since 1976

Fine Research S.R.L.
Olazabal 1334
Ciudad De Buenos Aires
Argentina
Ph. 54-11-4896-4180
field-la@fine-research.com
www.fine-research.com
Marisa Greco

100+ sessions since 1994

Fine Research S.R.L.
Rua Antonio R. De Almeida 659
Sao Paulo 03726-110
Brazil
Ph. 54-11-4896-4180
field-la@fine-research.com
www.fine-research.com
Cozette

N/A sessions since 2001

FIRST

Usablility Consulling
. & Internel Marketing

First Insights
90 Broad St., Suite 1503
New York, NY 10004
Ph.212-926-3700
info@firstinsights.com
www.firstinsights.com
Lon Taylor

500+ sessions since 1999

First Insights specializes in usability testing,
ethnographic studies, contextual interviews,
focus groups and heuristic analysis. We've
conducted research projects in a variety of
industries and can offer complete project
management to include: facility selection,
screener development, creation of a modera-
tor’s guide and moderation in one-on-one,
group, phone or online settings. Our team pays
careful attention to understanding your busi-
ness, marketing or IT objectives and we
always deliver an easy-to-understand summa-
ry report.

First Research
1915 Drexel Rd.
P.0. Box 21146
Greensboro, NC 27420
Ph. 336-691-8100
gwfirstrsh@aol.com
www.firstrsh.com
Gratia Wright
2500+ sessions since 1987

Fischer Research Assoc. Inc.
6100 Hidden Valley Dr.
Doylestown, PA 18901-9473
Ph. 215-794-2665
klfischer@comcast.net
Karen I. Fischer, Ph.D.

2000 sessions since 1982

Linda Fitzpatrick Research Svcs. Corp.
102 Foxwood Rd.
West Nyack, NY 10994
Ph. 845-353-4470
linda@forum-builders.com
www.forum-builders.com
Linda Fitzpatrick

1000+ sessions since 1973

Flake-Wilkerson Market Insights, LLC
333 Executive Court, Suite 100
Little Rock, AR 72205
Ph.501-221-3303 or 800-327-8831
research@fw-mi.com
www.fw-mi.com
Karen Flake

95 sessions since 1988
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Anne Flanz Custom Marketing Research
343 Maple Ave.
Glen Ellyn, IL 60137
Ph. 630-469-1092
aflanz-cmr@sprynet.com
Anne Flanz

10000+ sessions since 1978

Fleming Communications
8528 Davis Blvd. #182
North Richland Hills, TX 76180
Ph. 314-865-2601
info@fc-llc.com
Fay Fleming

1200 sessions since 1994

Andrew Fletcher Consulting Ltd.
25 Ngarimu Grove NGAIO
Wellington
New Zealand
Ph. 64-4-479-3783
andrew@fletcher.co.nz
www.fletcher.co.nz
Andrew Fletcher

600 sessions since 1994

Flynn Consulting
322 Longview Blvd.
St. Louis, MO 63122
Ph. 314-822-4634
flynnconsult@worldnet.att.net
Mike Flynn

2500 sessions since 1980

Focal Research Consultants Ltd.
7071 Bayers Rd., Suite 326
Halifax, NS B3L 2C2
Canada
Ph. 902-454-8856
focal@focalresearch.com
www.focalresearch.com
Tracy Schrans

100+ sessions since 1990

Focus Inn™
1093 Greenwood Lake Turnpike
Ringwood, NJ 07456
Ph. 973-728-0643
info@focusinn.com
www.focusinn.com
Adele Schwartz

100 sessions since 1994
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Focus Research Focused Research

31662 W. Nine Dr. 8247 Valley Dr.
Focus LATINO Laguna Niguel, CA 92677-2955 Chagrin Falls, OH 44023

Ph. 949-369-0226 Ph. 440-543-5258

Focus Latino Focusjh@aol.com sstonetoo@aol.com
1617 Cabinwood Cove Jeanne Harris Susan Ray Stone
Austin, TX 78746 1000+ sessions since 1985 100+ sessions since 1983
gchéfiijsé?ﬁgé;?stin.rr.com Focus Research & Marketing Focused Solutions
Guy C. Antonioli P.0. Box 356 907 Monument Park Cir.

1500 sessions since 1996 Boys Town, NE 68010 Salt Lake City, UT 84108
Beatriz Noriega Ph. 402-491-0408 Ph. 801-582-9917

1700 sessions since 1978 focusjohn@aol.com bill@focusedsolutions.net
Guy C. Antonioli IT John Lee www.focusedsolutions.net

1000+ sessions since 1990 Bill Sartain

200 sessions since 2002 . .
3000+ sessions since 1968

Established 1996. Hispanic and general-mar- Focus Research Now, LLC
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ket qualitative consumer research and ethnog- 8l Earnes Hill Rd. Foley Resear.tl:lh, lInc.
raphy. Bilingual and bicultural, we moderate Burlington, CT 06013 8535 S.E. Willock Rd.
in Spanish or English. Beatriz - a psycholo- fh' 860_808’4172@ Olalla, WA 98359
gist; Guy - a seasoned marketing, advertising Loc_us[;r;sear;h»now yahoo.com Pdﬁ‘. 253@')858'8074
and research professional, both have extensive eigh Smit ) cdfoley@centurytel.net
experience working in USA, Mexico and Latin N/A sessions since 1990 www.foleyresearch.com
America; and Guy IT - a 2002 communica- . . Carol D. F{)Iey, ?h'D'
tions graduate from the University of Texas Moderator with over 15 years of combined 475 sessions since 1999
has proven most valuable conducting projects client and supply-sided market research expe- . L.
P 9 prol rience. Topics covered include: financial serv- Sally Ford Hutchinson: The Thinking Shop

with younger target audiences. Our combined
areas of expertise and option of female or
male moderators enable us to better uncover

ices, insurance, teens, Baby Boomers, aviation 9 Kenneth Crescent
and online consumers. Well-versed in a variety London NW2 4PS

consumer insights and provide value-added of research methodologies ir}cluding‘fo.cus United Kingdom
recommendations; and offer clients cost and groups, segmentation, branding, statistical Ph. 44-20-8450-8135
time efficiencies when conducting projects analysis and database management. sally@ford-h.fsnet.co.uk
among various ethnic segments. Informative presentations with actionable wwvv.thethinkingsh_opAcom
results. Sally Ford-Hutchinson

100+ sessions since 1980

F(‘w;c U Sﬂ Focus Research, Inc.
. g i ., Sui - F ight R h
ON FOOD 5001 E. Hwy. 190 Service Rd., Suite B-5 oresight Researc

Covington, LA 70433 640 W. University Dr.
Fond & evergs Hesoed el Deekpment Ph. 985-867-9494 or 985-867-9437 Rochester, M1 48307
Focus on Food info@focusresearchinc.com Ph. 248-608-1870
6679 Peachtree Industrial Blvd., Suite M www.focusresearchinc.com cstommel@foresightresearch.com
Norcross, GA 30092 Kirsty D. Nunez www.foresightresearch.com
Ph. 770-300-0168 or 888-300-0467 1750+ sessions since 1990 Steven Bruyn
cari@focusonfood.com 200 sessions since 1983
www.focusonfood.com Focus Suites of Philadelphia
Mark Michel_snn ) One Bala Plaza, Suite 622 Center 4C Research & Consulting
2100+ sessions since 1984 Bala Cynwyd, PA 19004 55 Freshet Rd.
Ph. 610-667-1110 Madbury, NH 03823
For consumer-driven concept development, ellen.kozac@focussuites.com Ph. 603-740-0077
Focus On Food is the food and beverage www.focussuites.com ahooper@fourcresearch.com
research specialist serving the national chain Ellen Kozac www.fourcresearch.com
restaurant and food and beverage manufac- 500+ sessions since 1997 Anne R. Hooper
turing industries with qualitative and quanti- 100+ sessions since 1995
tative projects. Qutstanding commercial and Focused Marketing
residential-style kitchens. Focus On Food pro- 91 Riverview Terrace, #108 Fox Management
vides complete or component services as your Benicia, CA 94510 21107 Jonathan Dr.
needs dictate including project design, moder- Ph. 707-746-7737 Stronesville, OH 44149
ation, execution, data tab and analysis. chuckwhiteinfocus@sbcglobal.com Ph. 440-572-1334
Product/menu development, positioning Chuck White JillJB@stratos.net
strategies, marketing campaigns, packaging 1000+ sessions since 1970 Jill Bernaciak
concepts. Multi-market project management 100 sessions since 1983
through the Focus On Food National FOCUSED Marketing Research, Inc.
Network. P.0. Box 290 John Fox Marketing Consulting
Bedminster, PA 18910 800 Compton Rd., Unit 37A
Focus Portland Ph. 215-795-0900 Cincinnati, OH 45231
4915 S.W. Griffith Dr., Suite 210 infor@focusedmr.com Ph.513-771-3699
Beaverton, OR 97005 www.focusedmr.com JohnFoxMktg@aol.com
Ph. 866-4PDX-FOCUS or 866-473-9362 Vern Dougherty www.johnfoxmktg.com
info@focusportland.com 1000+ sessions since 1998 John Fox
www.focusportland.com 300 sessions since 1984

Steve Boespflug
200+ sessions since 1993
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D.S. Fraley Associates
1205 E. Madison Park
Chicago, IL 60615-2956
Ph. 773-536-2670
dsfraley@dsfraley.com
www.dsfraley.com
Diane S. Fraley

600+ sessions since 1982

Franklin Communications
53 Stickle Ave
Rockaway, NJ 07866
Ph.973-625-8811
mfranklin@fc4research.com
www.fc4research.com
Michael Franklin

500+ sessions since 1982

Specialists in health care market research.
Clients include major pharmaceutical and
equipment manufacturers, advertising agen-
cies, professional medical, nursing and phar-
macy publications, medical and nursing soci-
eties. Rx, OTC and DTC experience.

JD Franz Research, Inc.
550 Bercut Dr., Suite H
Sacramento, CA 95814
Ph.916-440-8777
jdfranz@jdfranz.com
www.jdfranz.com
Jennifer Franz

200+ sessions since 1985

FRIEDEN QUALITATIVE
SERVICES
Gary Frieden, Ph.D.

Frieden Qualitative Services
14802 Addison St.
Sherman Oaks, CA 91403
Ph. 818-789-6894
garytheg@aol.com
www.garyfrieden.com
Gary Frieden, Ph.D.

15000+ sessions since 1984

Experience insightful focus groups from a
style I’ve developed over 20 years! With a
Ph.D. in psychology, I uncover underlying
motivational reactions and “‘get the ‘real’
stuff.” Respondents and clients enjoy my high-
energy sessions, creating involvement.
Specialties: packaged goods, advertising, new
concept development, positioning. Seniors are
a strong specialty! Medical, general con-
sumers, Web sites, banking, wireless, automo-
tive, beverages, fast-food, customer service,
and more. I've been the invited speaker at
many qualitative conferences. QRCA and
MRA member, and Certified (PRC), present-
ing my unique approach to focus group mod-
erating. Benefit from our collaboration!
Contact Gary Frieden.

Mara Friedman Strategic Rsch. & Planning
2127 Parnell Ave.
Los Angeles, CA 90025-6317
Ph. 310-470-8815
mara@mararesearch.com
www.mararesearch.com
Mara Friedman
1000 sessions since 1994

Full Measure Research, Inc.
413 Cottage Ave.
Glen Ellyn, IL 60137
Ph. 630-858-2309
admin@fullmeasureresearch.com
www.fullmeasureresearch.com
William Dawe

N/A sessions since 2003

Fundamental Research Group, Inc.
720 Second St. Pike, Suite 201
Southampton, PA 18966
Ph. 866-953-7655
donna.siegfried@funresearch.com
www.funresearch.com
Donna Siegfried

2500+ sessions since 1977

Furmansky Associates
3200 Madison Ave., Suite B36
Bridgeport, CT 06606
Ph.203-374-3720
hfurmansky@sbcglobal.net
Howard Furmansky

300 sessions since 1993

Furst Analytic Center, Inc.
3 Washington Square Village
New York, NY 10012
Ph. 212-228-1388 or 212-674-1072
ryphor@aol.com
Sidney C. Furst
14000+ sessions since 1962

Fyffe and Co.
P.0. Box 6380
Napa, CA 94581
Ph. 707-864-9550 or 415-378-7980
pfyffe@concentric.net
Pamela Fyffe
200 sessions since 1985

G2 Marketing
3270 Cold Spring Rd.
Charlottesville, VA 22903
Ph. 434-293-5544
gg@g2marketing.net
www.g2marketing.net
Gretchen Gehrett

350+ sessions since 1995

Harris Gabel Associates, Inc.
578 Washington Blvd., #412
Marina del Rey, CA 90292
Ph. 310-477-7330
www.harrisgabel.com
Martha Baker

300+ sessions since 1991

Gadhois Research
1013 Floral Ave. S.E.
Grand Rapids, M1 49506-3432
Ph. 616-243-2737
mary@gadboisresearch.com
www.gadboisresearch.com
Mary Gadhois

1000 sessions since 1998
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Galli Research Services
3742 Bernard St.
Chicago, IL 60618
Ph.773-4-SURVEY
galliinc@aol.com
Joan Marks

2000+ sessions since 1980

Galloway Research Services
4751 Hamilton Wolfe Rd., Suite 100
San Antonio, TX 78229
Ph.210-734-4346
info@gallowayresearch.com
www.gallowayresearch.com
J. Patrick Galloway

200+ sessions since 1998

Garcia Fontana Research

36 Ventura St.

Half Moon Bay, CA 94019

Ph. 415-516-4528

rmgfontana@yahoo.com

www.garciafontanaresearch.com

Rose Marie Garcia Fontana, Ph.D.
700 sessions since 1992

Garner Insight
1410 St. Paul St.
Denver, CO 80206
Ph. 303-321-7636
jen@garnerinsight.com
Jennifer Garner

300+ sessions since 1998

The Gediman Research Group, Inc.
1 Valley View Dr.
Stamford, CT 06903
Ph.203-321-1913
gedimanresearch@att.net
Lewis M. Gediman

3000+ sessions since 1975

Gendel Marketing Research Co.
14 Clinton Lane
Jericho, NY 11753
Ph. 516-938-2695
hmgendel@att.net
Dr. Howard Gendel

5000 sessions since 1970

Genesis Marketing and Research, Inc.
2538 73rd St.
Urbandale, IA 50322
Ph.515-457-7484 x2001
dale.engelken@genesismr.com
www.genesismr.com
Dale W. Engelken

250 sessions since 1990

Genesis Research Associates
10190 Oak Grove Dr.
Descanso, CA 91916
Ph. 619-659-1177
jeni@genesisresearch.net
www.genesisresearch.net
Jeni Sall

2000+ sessions since 1978
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Gentleman Associates
8141 Sycamore Rd.
Indianapolis, IN 46240
Ph. 317-251-3453
karen@gentlemanassociates.com
Karen Gentleman

800 sessions since 1978

Geo Strategy Partners
1010 Huntcliff, Suite 1350
Atlanta, GA 30350
Ph. 770-642-4959
inquiries@geostrategypartners.com
www.geostrategypartners.com
Mark Towery

50 sessions since 1992

GfK Custom Research Inc.
8401 Golden Valley Rd.
P.0. Box 27900
Minneapolis, MN 55427-0900
Ph. 763-542-0800
info@gfkcustomresearch.com
www.gfkcustomresearch.com
Jaonne Kaplan

500+ sessions since 1990

GfK Turkey
IBS Marketing Research Services
Siracevizler Cad. Esen Sok., Saruhan Plaza
No:6 Kat:5 34381
Sisli, Istanbul
Turkey
Ph. 90-212-368-0700 or 90-212-368-0790
denizozerdil@gfkturkiye.com
www.gfkturkiye.com
Burcak Gokbayrak

650+ sessions since 1999

D.L. Gigler Marketing Research
955 Heberton St.
Pittsburgh, PA 15206
Ph. 412-361-3694
dig@andrew.cmu.edu
Dianne L. Gigler

25 sessions since 1990

Gingold Research
253 Willoughby Way West
Minnetonka, MN 55305
Ph. 952-544-6693
elgingold@aol.com
Elaine Gingold

1000+ sessions since 1990

Allison Glackin Market Research
320 Pleasant Hill Dr.
Cincinnati, OH 45215
Ph.513-761-1875
glackin@alumni.duke.edu
Allison Glackin

1800 sessions since 1989

www.quirks.com

Global Research Initiatives
4370 La Jolla Village Dr.
San Diego, CA 92122
Ph. 785-554-4498
gri@griresearch.com
www.griresearch.com
Terry Kaufman

250 sessions since 1985

Global Research Initiatives, your connection
to the worldwide marketplace, offers consult-
ing/full-service research including quantitative
(online, mobile phone, phone, etc.), qualitative
(in-person, phone, online groups, depth, 1-on-
1’s) on all continents: Europe; North, South,
and Central America; Mid-East; Africa;
China/Asia; Japan. Sectors include consumer
packaged goods, auto, bio-medical, high-tech,
financial, retail, for B2C, B2B and profession-
al services. Research expertise: segmentation,
new product development, customer satisfac-
tion, brand/image positioning/equity, advertis-
ing, pricing, packaging, retail and market
tests. Let GRI apply the right research solu-
tions for your global research challenges.

Global Research Initiatives
P.0. Box 4445
Topeka, KS 66604-0445
Ph. 785-554-4498
gri@griresearch.com
www.griresearch.com
Terry Kaufman

250 sessions since 1985

Global Research Initiatives, your connection
to the worldwide marketplace, offers consult-
ing/full-service research including quantitative
(online, mobile phone, phone, etc.), qualitative
(in-person, phone, online groups, depth, 1-on-
1’s) on all continents: Europe; North, South,
and Central America; Mid-East; Africa;
China/Asia; Japan. Sectors include consumer
packaged goods, auto, bio-medical, high-tech,
financial, retail, for B2C, B2B and profession-
al services. Research expertise: segmentation,
new product development, customer satisfac-
tion, brand/image positioning/equity, advertis-
ing, pricing, packaging, retail and market
tests. Let GRI apply the right research solu-
tions for your global research challenges.

GMA Research Corp.
11808 Northrup Way, Suite 270
Bellevue, WA 98005
Ph. 425-827-1251
donmgma®@aol.com
www.gmaresearch.com
Don Morgan

2000+ sessions since 1975

Mindy Goldberg Associates, Inc.
13 Hidden Acres Dr.
Voorhees, NJ 08043
Ph. 856-772-9005
mgamindy@aol.com
Mindy Goldberg, Ph.D.

6000 sessions since 1980

Michael Goldberg Research Consultant
172 Mills Street
Morristown, NJ 07960
Ph. 973-656-9541
mikegoldberg@optonline.net
Michael Goldberg

350 sessions since 1983

The Golden Door
200 W. 20th St., #1208
New York, NY 10011
Ph.212-647-9181
eleanorew@goldendoor.net
www.goldendoor.net
Eleanore Wells

100+ sessions since 1990

Goldfarb Consultants Mexico
Bosque de Duraznos 75-205
Bosques de las Lomas
Mexico City, DF 11700
Mexico
Ph. 52-555-596-1818
rony.jerusalmi@mx.mbgoldbarb.com
www.goldfarbmexico.com
Mario Martinez Azuara

1100 sessions since 1995

Warren Goldman Associates, Inc.
804 Arcadia Place
River Vale, NJ 07675-6103
Ph. 201-391-0988
WG4081@aol.com
Warren Goldman

1000+ sessions since 1972

Goldstein/Krall Marketing Resources, Inc.
P.0. Box 3321, Ridgeway Station
25 Third St.
Stamford, CT 06905
Ph. 203-359-2820
info@goldkrall.com
www.goldkrall.com
Fred Goldstein
5500 sessions since 1975

Good Karma Consulting, Inc.
116 Forest Knoll Dr.
Elkton, MD 21921
Ph. 410-392-4429
carey@goodkarmaconsulting.com
www.goodkarmaconsulting.com
Carey Rellis

1000 sessions since 1998

Gorelick & Associates, Inc.
113 E. Evans St.
West Chester, PA 19380-2600
Ph. 610-436-9778
info@gorelickandassociates.com
Dick Gorelick

150 sessions since 1980
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Graff Group
10178 Phaeton Dr.
Eden Prairie, MN 55347
Ph. 952-829-4640
carol@graffgroup.com
www.graffgroup.com
Carol Graff

200+ sessions since 1992

Moderating a discussion among strangers
using cameras, lights and mirrors is challeng-
ing. Look to the Graff Group as a resource
that knows the territory, understands your
objectives and demonstrates the ability to
deliver insightful analyses. We offer imagina-
tive, professional moderating to you, your
prospects and your highly-valued customers.

Graham & Associates, Inc.
3000 Riverchase Galleria, Suite 310
Birmingham, AL 35244
Ph. 205-443-5399
ceanes@grahammktres.com
www.grahammktres.com
Jim Jager

1000 sessions since 1997

Grant & Associates, Inc.
4100 Todd Blvd.
Mobile, AL 36619
Ph. 251-443-5879 or 877-879-5879
GrantJury@aol.com
Bernadette Grant, Ph.D.
400 sessions since 1983

Harriet Grayson & Associates
1304 Midland Ave., B34
Yonkers, NY 10704
Ph.914-325-5404
fundraising@care2.com
Harriet Grayson

100+ sessions since 1984

Great Lakes Marketing Associates
3103 Executive Pkwy., Suite 106
Toledo, OH 43606
Ph. 419-534-4700
info@greatlakesmarketing.com
www.greatlakesmarketing.com
Lori M. Dixon, Ph.D.

600 sessions since 1990

Lynn Greenherg Associates
32 Berrybush Lane
Hastings-on-Hudson, NY 10706
Ph.914-478-1296
|lgaresearch@cs.com
www.lynngreenberg.com
Lynn Greenherg

5000+ sessions since 1979

Greenfield Consulting Group
A Millward Brown Company
274 Riverside Ave.
Westport, CT 06880-4807
Ph.203-221-0411
information@greenfieldgroup.com
www.greenfieldgroup.com
Andrew Greenfield

1000+ sessions since 1983

Greenleaf Associates, Inc.

P.0. Box 628

Weston, MA 02493

Ph. 781-899-0003

GreenleafR@aol.com

www.greenleafr.com

Dr. Marcia Nichols Trook
2000+ sessions since 1986

GRF Marketing, Ltd.
680 N. Lake Shore Dr.
Chicago, IL 60611-4402
Ph. 312-915-0095
grfmarketing@ameritech.net
www.seniorsessions.com
Gail Fudemberg

1000 sessions since 1985

GRFI, Ltd.
400 E. Randolph Dr., Suite 700
Chicago, IL 60601
Ph. 312-856-1444
hgordon@grfiltd.com
www.grfiltd.com
Howard L. Gordon

875+ sessions since 1980

Grieco Research Group, Inc.
7462 N. Figueroa St., #200
Los Angeles, CA 90041
Ph. 323-254-1991
GRGINC@aol.com
www.griecoresearch.com
Joe Grieco

7000+ sessions since 1970

Group EFO Limited
8324 Midnight Pass
Sarasota, FL 34242
Ph.941-349-7774
ed@groupefo.com
www.groupefo.com
Edward F. Ogiba
800 sessions since 1990

Group Works
861 San Ramon Way
Sacramento, CA 95864
Ph. 916-974-0555
ellen@groupworksonline.com
www.groupworksonline.com
Ellen V. Schaefer

N/A sessions since 1988

GSO Research
The Gary Siegel Organization, Inc.
6232 W. Pulaski Rd., Suite 301
Chicago, IL 60646
Ph. 773-286-6500
info@gsoresearch.com
www.gsoresearch.com
Gary Siegel

120 sessions since 1981

GTR Consulting
30 Liberty Ship Way, Suite 3320
Sausalito, CA 94965
Ph. 415-713-7852
gary@gtrconsulting.com
www.gtrconsulting.com
Gary Rudman

1000+ sessions since 1991
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Guangzhou Consumer Search Ltd.
22/F, Sunshine Plaza
353 Lockhart Rd.
Wanchai, Hong Kong
China
Ph. 852-2891-6687
lw@cshk.com
www.cshk.com
Larry Wong
200+ sessions since 1988

Guideline Boston

109 State St., 3rd Fl.
Boston, MA 02109
Ph.617-720-0174
info@guideline.com
www.guideline.com

Peter Hooper

200 sessions since 1978

Guidepath Research
2896 Highland Blvd.
Minneapolis, MN 55364
Ph.952-472-8116
jimchampley@frontiernet.net
www.guidepathresearch.com
Jim Champley

1294 sessions since 1978

The Guild Group, Inc.
8015 Shoal Blvd., Suite 122
Austin, TX 78757
Ph.512-328-6492 or 888-225-2399
wguild@gldgrp.com
www.gldgrp.com
William Guild
1000+ sessions since 1982

Gulf View Research, LLC
4426 Veterans Blvd.
New Orleans, LA 70006
Ph. 800-357-8842 or 504-454-1737
qulfviewresearch@aol.com
Timothy Villar
581 sessions since 1996

Gulf View Research, LLC
7090 Cypress Gardens Blvd.
Winter Haven, FL 33884
Ph. 800-357-8842 or 863-326-6510
gulfviewresearch@aol.com
Timothy Villar
581 sessions since 1996

Gundabluey Research
21 Boyd St.
North Warrandyte, VIC 3113
Australia
Ph. 61-3-9844-2678
sarahw@gundabluey.com
www.gundabluey.com
Sarah Wrigley

500+ sessions since 1989

Dr. Audrey Guskey, Research Consultant
Duquesne University, 666 Forbes Ave.
School of Business Administration
Pittsburgh, PA 15282
Ph. 412-396-5842
guskey@dug.edu
www.bus.dug.edu/faculty/guskey
Dr. Audrey Guskey

30 sessions since 1982

www.quirks.com
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Robert Hale & Associates
5405 Morehouse Dr., Suite 327
San Diego, CA 92121
Ph. 858-404-0200
info@roberthaleassociates.com
www.roberthaleassociates.com
Robert Hale

50 sessions since 1995

Hannah & Associates, Inc.
P.0. Box 615
Blue Hill, ME 04614
Ph. 860-779-8925
Maggie Hannah
6200 sessions since 1975

Hardwick Research
8720 S.E. 45th St.
Mercer Island, WA 98040
Ph. 206-232-9400
nancy@hardwickresearch.com
www.hardwickresearch.com
Nancy Hardwick

400+ sessions since 1990

Harker Research
1616 E. Millbrook Rd., Suite 230
Raleigh, NC 27609
Ph. 919-954-8300
info@harkerresearch.com
www.harkerresearch.com
Glenda Shrader Bos

500+ sessions since 1992

HARPER
9880 Westpoint Dr., Suite 100
Indianapolis, IN 46256-3360
Ph. 317-594-1500
jay@morefromus.com
www.morefromus.com
Allan Julian

N/A sessions since 2001

Harris Gabel Associates, Inc. (Br.)
1760 Nelson Ave.
Manhattan Beach, CA 90266
Ph. 310-937-4553
mlichteinstein@verizon.net
www.harrisgabel.com
Meryl Lichtenstein, Ph.D.

500+ sessions since 1995

Harris Marketing & Opinion Research
32 Cushing St.
Providence, RI 02906
Ph. 401-421-8008
riharris@earthlink.net
Robert Harris

1000+ sessions since 1980

M.L. Harrison & Co.
2928 Vista Court
Villa Hills, KY 41017
Ph. 859-341-0217 or 859-802-6289
Margaret Harrison-Wolfe
900+ sessions since 1985

Harwood-Qualitative, LLC
869 Seafarer Way
Charleston, SC 29412
Ph. 843-795-8423
harwoodqual@gmail.com
Kay Harwood

500+ sessions since 1996

www.quirks.com

Hase/Schannen Research Associates, Inc. (HSR)
231 Clarksville Rd.
P.0. Box 2061
Princeton, NJ 08543
Ph. 609-799-3939
hsr@hsra.com
www.hsra.com
Elliot Schwartz
450 sessions since 1988

Hawkins & Associates
1234 Hudson Ave.
St. Helena, CA 94574
Ph. 707-968-9712
hawkman2213@comcast.net
John C. Hawkins

120+ sessions since 1999

Haysmar, Inc.

157 Apollo Cir.

Jupiter, FL 33477

Ph. 561-747-9915

bobhays@haysmar.com

Robert D. Hays, Ph.D.
160 sessions since 1990

HDR Group
635 Mallard Rd.
Wayne, PA 19087-2346
Ph. 610-964-8555
hdrassbach@hdrgroup.com
Herb Rasshach

400 sessions since 1988

Head Research, Inc.
1610 Sainte-Catherine W., Suite410
Montreal, PQ H3H 2S2
Canada
Ph. 514-938-4323
mvendramin@head.ca
www.head.ca
Melinda Head
1000+ sessions since 1996

Health Care Testing, Inc.
15301 Ventura Blvd.
Garden Office Bldg. Suite 500
Sherman Oaks, CA 91403
Ph. 818-986-9640
bonnieponaman@factsnfiguresinc.com
www.factsnfiguresinc.com
Bonnie Ponaman

500+ sessions since 1998

Health Centric Marketing Services
3622 Lyckan Pkwy., Suite 6007
Durham, NC 27707
Ph.919-403-1996
rstevens@healthcentricmarketing.com
Boh Stevens

50 sessions since 1996

Healthcare Performance Consulting, Inc.
2321 Stockton Dr.
Green Cove Springs, FL 32043
Ph. 904-529-6571
consulting@changingperformance.com
www.changingperformance.com
Tom Mckeithen

300+ sessions since 1995

HealthStream Research
7710 Montpelier Rd.
Laurel, MD 20723
Ph. 301-575-9300
martha.thompson@healthstream.com
www.healthstream.com
Nicole Caruso
N/A sessions since 1997

Hebert Research, Inc.
13629 N.E. Bellevue-Redmond Rd.
Bellevue, WA 98005
Ph. 425-643-1337
tfisher@hebertresearch.com
www.hebertresearch.com
Jim Hebert

2240 sessions since 1978

Herrera Communications
28751 Rancho California Rd., Suite 201
Temecula, CA 92590
Ph. 951-676-2088 or 877-676-2088
eherrera@herrera-communications.com
www.herrera-communications.com
Enrique Herrera

250+ sessions since 1984

Proven achievement in educational and mar-
keting research based on quantitative and
qualitative assessment methodologies. Major
focus on cross-cultural communication with
emphasis on - but not limited to - the
Hispanic population in the United States,
Latin America and the Caribbean. The
methodologies we apply include focus groups,
opinion surveys and in-depth interviews.

Heskes & Partners Qualitative Research
Wittgensteinlaan 109
1062 KC Amsterdam
Netherlands
Ph. 31-20-617-90-97
info@heskesresearch.com
www.heskesresearch.com
Sjoerd Heskes

N/A sessions since 1985

The Hiehing Group
315 Wisconsin Ave.
Madison, WI 53703
Ph. 608-256-6357
mpratzel@hiebing.com
www.hiebing.com
Mike Pratzel

300 sessions since 1994

Hilker Research & Consulting, Inc.
395 Providence Oaks Circle
Alpharetta, GA 30004
Ph. 678-339-0440
whilker@bellsouth.net
www.hilkerresearch.com
Walt Hilker

3500 sessions since 1987

Hispanic Focus Unlimited
303 W. Park Ave.
Pharr, TX 78577
Ph. 956-797-4211
hispanicfocusunltd@aol.com
www.hispanicfocusunltd.com
Ruben Cuellar

1000+ sessions since 1998
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Hispanic Perspectives
64 Digital Dr.

Novato, CA 94949

Ph. 415-883-1188
info@qar.com
www.gar.com

Warren Pino

200 sessions since 1990

Hispanic Research Inc.
1 Springfield Rd.
East Brunswick, NJ 08816
Ph. 732-613-0060
info@hispanic-research.com
www.hispanic-research.com
Ricardo A. Lopez

2000+ sessions since 1986
Otto J. Rodriguez

500 sessions since 1999

Hispanic Research Inc. is a marketing con-
sulting firm that specializes in the U.S.
Hispanic market. It provides consulting serv-
ices to businesses that intend to market their
products and/or services to the U.S. Latino
community. The company specializes in provid-
ing actionable research information and mar-
keting guidance.

Hollander Cohen & McBride
22 West Rd., Suite 301
Baltimore, MD 21204
Ph.410-337-2121
smcbride@hcmresearch.com
www.hcmresearch.com
Scott McBride

500+ sessions since 1985
Betty Sherbs

300+ sessions since 1990

Multiple highly experienced moderators on
staff with expertise in many diverse industries
including telecommunications, financial serv-
ices, health care, real estate development,
malls and shopping centers and on many
diverse topics including branding, product
development, logo development, product
potential and advertising effectiveness using
in-person focus groups, telephone/Internet
focus goups and IDI’s.

Holleran Consulting
313 D Primrose Lane
Mountville, PA 17554
Ph. 800-941-2168
holleran@holleranconsult.com
www.holleranconsult.com
Lisa Lehman

300+ sessions since 1998

Leonard M. Homer, Ph.D.

7151 Hillside Dr.

West Bloomfield, M1 48322

Ph. 336-253-4668

lenhomer@sbcglobal.net

Leonard M. Homer, Ph.D.
2000+ sessions since 1980

Horizon Research International
Lakeview Suite 200
100 Mallard Creek Rd.
Louisville, KY 40207
Ph. 502-454-0008
wilhelmj@horizonresearchint.com
Jim Wilhelm

1000+ sessions since 1985

m Horowitz Associates, Inc.

Market Research & Consulting

Horowitz Associates, Inc.
1971 Palmer Ave.
Larchmont, NY 10538-2439
Ph. 914-834-5999
info@horowitzassociates.com
www.horowitzassociates.com
Howard Horowitz

1000 sessions since 1983
Adriana Waterston

200 sessions since 2001
Nuria Riera

75 sessions since 1999

HATI delivers turn-key qualitative projects
with 20+ years of experience. Qur sophisticat-
ed approach ensures you get not only answers
to questions, but analysis that contextualizes
findings to inform strategic decisions. Our
moderators develop great rapport with con-
sumers on a range of topics, with expertise in
television, Internet and new technology and
among Hispanic (Spanish/English; bilingual-
bicultural moderators), multicultural and
international consumers. Other services
include ethnography, one-on-ones, telephone
surveys, online surveys and panels and B2B.

Housecalls, Inc.
200 E. 84th St., Suite 12-F
New York, NY 10028-2906
Ph. 212-517-9039
info@housecallsobserve.com
www.housecallsobserve.com
Patricia Kirmayer

2000+ sessions since 1975
Kathryn Barash

80+ sessions since 1996
Bill Abrams

Housecalls moderators are skilled, highly-
experienced ethnographers who perform
videotaped, on-site observation and depth
interviews to develop actionable marketing,
advertising and strategic insights. Findings,
recommendations presented in documentary
format. Clients include many Fortune 500
companies. Housecalls has been dedicated to
ethnography/observational research since
1983. President, Bill Abrams, is the author of
The Observational Research Handbook.
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Wanmne Howand

AND,ASSOCIATES

Wayne Howard & Associates
415 W. Foothill Blvd., Suite 115
Claremont, CA 91711
Ph. 909-624-5713 or 800-803-7296
info@waynehoward.com
www.waynehoward.com
Wayne Howard

300 sessions since 1984

More than 20 years of experience in qualita-
tive research and specialization in the health
care industry enables Wayne Howard and
Associates to provide the highest quality focus
group moderating and IDI research for hospi-
tals, health plans, pharmaceutical firms, med-
ical device suppliers and ad agencies/public
relations firms serving the health care indus-
try. Respondent categories include physicians,
medical directors, pharmacists, nurses, other
health care professionals and various cate-
gories of consumers and employer decision-
makers.

The Howell Research Group
1758 Blake St.
Denver, CO 80202
Ph. 303-296-8000
howellresearch@aol.com
David Howell

1000 sessions since 1982

The HSM Group, Ltd.
8777 E. Via de Ventura, Suite 188
Scottsdale, AZ 85258
Ph. 480-947-8078
bronkesh@hsmgroup.com
www.hsmgroup.com
Sheryl Bronkesh

2000+ sessions since 1984
Dawn Hunter

100+ sessions since 2000

Known for thoughtful design, insightful analy-
sis, and outstanding reports. HSM is focused
on the health care industry; extensive experi-
ence with focus groups and IDIs of physi-
cians, MCO executives, audiologists, dentists,
hospital execs, brokers, employers, and con-
sumers. We use innovative tools and proven
qualitative and quantitative techniques to pro-
duce actionable results.

Huberty Marketing Research
1924 Jefferson Ave.
St. Paul, MN 55105
Ph. 651-698-9395 or 612-590-0756
tim@hubertyresearch.com
Tim Huberty
1000+ sessions since 1985

Hunterdon Research & Consulting
511 Standish PI.
Stewartsville, NJ 08886
Ph. 908-763-3339
hunterdonres@earthlink.net
Dehorah Pasquarelli

500+ sessions since 1981

www.quirks.com
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The Hunter-Miller Group
1525 E. 53rd St., Suite 605
Chicago, IL 60615
Ph. 773-363-7420
pepmhmgl@aol.com
www.huntermillergroup.com
Pepper Miller

2000+ sessions since 1985

Hygeia Marketing Associates, Inc.
147 Columbia Turnpike, Suite 304
Florham Park, NJ 07932
Ph.973-410-1076
mbange@hygeiamarketing.com
www.hygeiamarketing.com
Marianne Bange

500+ sessions since 1987

TN A

RESEARCH

I N A Research
13 Wilderness Way
Chadds Ford, PA 19317
Ph. 610-459-5681 or 201-452-1613
ina@inaresearch.com
Ina Mier y Teran Sheppard
1500+ sessions since 1992

Qualitative analyst/moderator from Mexico.
Over 13 years of experience and more than
1,500 groups conducted, covering a wide
array of industries with the U.S. Hispanic and
general market segments. Well-versed in a
variety of projective techniques and research
methodologies: focus groups, in-depth inter-
views, ethnography, kids and teens, consumers,
and business-to-business.

ICM Inc. - Intercontinental Mktg.
Investigations
P.0. Box 2147
Rancho Santa Fe, CA 92067
Ph. 858-756-1765
buncher@imiresearch.com
www.imiresearch.com
Dr. Martin Buncher

6000 sessions since 1964

IFOP-North America
2 Bloor St. W., Suite 401
Toronto, ON M4W 3E2
Canada
Ph. 416-964-9222
solutions@ifopna.com
www.ifop.com
Karen Manzerolle

1000 sessions since 1997

IKM
Ludwig - Ganghofer Str. 33
85551 Kirchheim
Germany
Ph. 49-89-9046-8300
ilka.kuhagen@ikmarketing.de
www.ikmarketing.de
Ilka Kuhagen

1000+ sessions since 1986

www.quirks.com

Improdir Marketing Research & Consulting
100 Congress Ave., Suite 2000
Austin, TX 78701
Ph.512-261-0234
cristian@improdire.com
www.improdire.com
Cristian Mendez-Sabre
500+ sessions since 1998

IMR Research Group, Inc.
2108 South Blvd., Suite 201
Charlotte, NC 28203
Ph.704-374-1333
info@imrgroupinc.com
www.imrgroupinc.com
Riley Kirby

200+ sessions since 1980
Sarah Monks

75+ sessions since 2002
Erin Gallagher

100+ sessions since 1991

IMR’s team of focus group moderators and
ideation facilitators use traditional and cut-
ting-edge techniques to unearth innovative
solutions to business challenges. Areas of
expertise include branding and advertising
and product concepting. We utilize methods
proven to encourage participation and achieve
breakthrough thinking. Whether you want tra-
ditional focus groups or innovative ideas, IMR
will design a compelling session for you.

In-Depth Research
2090 Vistazo East
Tiburon, CA 94920
Ph. 415-789-1042
jacob@in-depthresearch.com
www.in-depthresearch.com
Jacoh Brown

1000+ sessions since 1990

Indiana Research Service, Inc.
5130 Potomac Dr.
Fort Wayne, IN 46835
Ph. 260-485-2442
ccage@indianaresearch.com
www.indianaresearch.com
Chris Cage

72 sessions since 1998

Industrial Research Center
628 Brooke Lane, Suite 201
Glen Mills, PA 19342
Ph. 610-459-4707
donheilala@aol.com
www.industrialresearchcenter.com
Don Heilala

900 sessions since 1984

InFocus Strategic Research Qualitative
438 The North Chace
Sandy Springs, GA 30328
Ph. 404-943-0262
dreyerg@bellsouth.net
Gary A. Dreyer

4000 sessions since 1985

InfoManiacs
2227 South 12th Ave.
North Riverside, IL 60546
Ph. 708-447-6771
Ikippen@imaniacs.com
www.imaniacs.com
Laura Kippen

175 sessions since 190

Informa Research Services, Inc.
375 Corporate Dr. S., Suite 100
Seattle, WA 98188
Ph. 800-637-6878
inquiries@informars.com
www.informars.com
Jack Geiger

300 sessions since 2000
Mitch Thornburgh

150 sessions since 2002

Informa Research Services, Inc., has conduct-
ed customized qualitative marketing research
solutions for more than 20 years for both
direct-to-consumer and business-to-business
clients across a broad and varied range of
industries. Services include design and devel-
opment of qualitative and quantitative
research, recruitment, moderation, and strate-
gic analysis. Experienced with children and
teens.

(See advertisement on p. 51)

Information & Strategy
125 Second St., Suite 711
Oakland, CA 94607
Ph. 510-238-8244
infstrat@ix.netcom.com
Judith Herman

2500 sessions since 1987

Information Matters, LLC
17 Chalstrom Dr.
New Orleans, LA 70123
Ph. 504-738-0070
pam@info-matters.com
www.info-matters.com
Pamela A. Wegman

33 sessions since 1997

InforMedix Marketing Research, Inc.
477 E. Butterfield Rd., Suite 307
Lombard, IL 60148
Ph. 630-241-2200
informedixmr@cs.com
www.InforMedixMR.com
Steven J. Fuller

500+ sessions since 1990

InfoTek Research Group, Inc.
4915 S.W. Griffith Dr., Suite 210
Beaverton, OR 97005
Ph. 503-350-4823
steve@infotekresearch.com
www.infotekresearch.com
Steve Boespflug

200+ sessions since 1993
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Innovation Focus

111 E. Chestnut St.

Lancaster, PA 17602

Ph. 717-394-2500
Innovation@innovationfocus.com
www.innovationfocus.com
Bonnie Bergey

innovation Management
125 Timberhill Place
Chapel Hill, NC 27514
Ph.919-933-4676
info@innovationmanagement.com
www.innovationmanagement.com
Kevin Leibel

1000+ sessions since 1992

Inquire Market Research, Inc.
1801 E. Edinger Ave., Suite 205
Santa Ana, CA 92705-4734
Ph. 800-995-8020
don.minchow@inquireresearch.com
www.inquireresearch.com
Don Minchow

350 sessions since 1985

Insight Casino Research, LLC
(formerly Fine Insight)
60 Wilder’s Pass
Canton, CT 06019
Ph. 860-693-0578
finej@insightcasinoresearch.com
www.insightcasinoresearch.com
Jeff Fine

486 sessions since 1986

The Insight Group Inc.

2105 E. Vaughn St.

Tempe, AZ 85283-3343

Ph. 480-491-9900

cjherbert.qrca@earthlink.net

www.focusedthinking.com

Christopher J. Herbert
2000+ sessions since 1985

Insight Research & Training
87 Francis St., #6
Brookline, MA 02446
Ph. 617-566-6725
wendydodek@insightrt.com
www.insightrt.com
Wendy Dodek

400 sessions since 1991

InSighting Ideas
966 San Simeon Dr., Suite 100
Concord, CA 94518
Ph. 925-270-9400 or 925-288-9293
wayne@insighting-ideas.com
www.insighting-ideas.com
Wayne Cerullo

200+ sessions since 1979

Insights & Innovations, LLC
P.0. Box 232
West Chester, OH 45071-0232
Ph.513-315-0339
cdgardner@cinci.rr.com
Claire Gardner

75 sessions since 1995

Insights Marketing Group, Inc.
2512 Swanson Ave., Suite 1A
Miami, FL 33133
Ph. 305-854-2121
belkist@insights-marketing.com
www.insights-marketing.com
Belkist E. Padilla

1500 sessions since 1990

Insights Worldwide Research
25341 Commercentre Dr., Suite 150
Lake Forest, CA 92630
Ph. 949-833-9337 or 877-544-4672
info@insightsworldwide.com
www.insightsworldwide.com
Barbara Foster

1250 sessions since 1993

Insights, Inc.
546 Adelaide St. N.
London, ON N6B 3J5
Canada
Ph. 519-679-0110
kathy@insights.on.ca
Terry Green
1500+ sessions since 1982

Insite Media Research
31510 Anacapa View Dr.
Malibu, CA 90265
Ph. 310-589-0223
scott@tvsurveys.com
Www.tvsurveys.com
Scott Tallal

500+ sessions since 1980

Intelligent Horizons, Inc.
1523 Horseshoe Trail
Chester Springs, PA 19425
Ph. 610-827-1233
tomlutz@intelligenthorizons.com
www.intelligenthorizons.com
Thomas Lutz

1000+ sessions since 1988

InterActive Solutions
2153 Wealthy St. S.E., #340
Grand Rapids, MI 49506
Ph. 616-241-2056
rvanderlaan@observationalresearch.com
www.observationalresearch.com
Rod Vanderlaan
200+ sessions since 1994

Inter-National Consulting Group, LLC
31 Berkeley Square
Berkeley Heights, NJ 07922-2473
Ph. 908-322-9726
haldaume@incg.org
Hal Daume, Ph.D.
6000 sessions since 1980
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Internet Business Solutions
120 W. LaSalle, Suite 605
South Bend, IN 46601
Ph.574-233-1272
sales@ibsinternet.com
www.benchmarketing.com
Wayne A. Kramer

250+ sessions since 1990

InTouch Resource Group, Inc.
Six Blossom Rd.
Airmont, NY 10901
Ph. 845-357-5205
ELZ@Intouchrg.com
www.InTouchresourcegroup.com
Eve Zukergood

1800+ sessions since 1986

Inward Strategic Consulting
120 Wells Ave.
Newton, MA 02459
Ph. 617-558-9770
asteinmetz@inwardconsulting.com
www.inwardconsulting.com
Allan Steinmetz

1500+ sessions since 1978

Irwin Broh & Associates
1011 E.Touhy Ave., Suite 450
Des Plaines, IL 60018
Ph. 847-297-7515
info@irwinbroh.com
www.irwinbroh.com
Melissa DeLuca

190 sessions since 1996

Diane Iseman
& Associates

The ngc Wand Approach

Diane Iseman & Associates
1118 Pendleton St., Suite 400
Cincinnati, OH 45202
Ph.513-421-2333
dianeiseman@sprintmail.com
www.dianeiseman.com
Diane Iseman

5000+ sessions since 1991

Diane Iseman & Associates has been provid-
ing qualitative research insights and new
product ideation for over 15 years, partnering
with major corporations, advertising agencies
and the premier consulting firms in the coun-
try. Our unique Magic Wand Approach™ sets
consumers at ease, gets their creative juices
flowing and gets them talking! Our toolbox of
proprietary techniques delivers insights that
are guaranteed to be rich and deep like you've
never heard before. Focus groups, ethnograph-
ic studies, in-depth interviews, new product
ideation, concept writing...every project is
customized to client needs and research
objectives. Diane Iseman & Associates...
actionable consumer insights, innovative solu-
tions and business-building new ideas.

www.quirks.com
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ISM Global Dynamics
Frankfurter Strasse 21/23
61476 Kronberg/im Taunus
Germany
Ph. 49-6173-92480
info@globdyn.com
www.globdyn.com
Peter Riedl

1200 sessions since 1995

ISSUESCNSIIeRs

Issues and Answers Network, Inc.
Global Marketing Research
5151 Bonney Rd., Suite 100
Virginia Beach, VA 23462
Ph. 757-456-1100 or 800-23-ISSUE
peterm@issans.com
WWw.issans.com
Peter McGwiness

500 sessions since 1990
Carla Lindemann

300 sessions since 2000
Tom Rein

100 sessions since 2004

Issues and Answers Network, Inc., is a global
marketing research firm providing cutting-
edge quantitative, qualitative, and hybrid
methodologies - everything from survey and
sampling design, in-house data collection,
project management, to data analysis if need-
ed. Three professionally certified moderators
will manage all aspects of qualitative projects
- a sampling of experience includes focus
groups, one-on-one interviews, dyads, triads,
and mini-groups - all conducted in multiple
industries including alcoholic beverages,
apparel, consumer durables, food, pharmaceu-
ticals, and telecommunications just to name a
few.

(See advertisement on p. 87)

Isurus Market Research
38 Cameron Ave., Suite 250
Cambridge, MA 02140
Ph. 617-547-2400
jmcneil@isurusmrc.com
www.isurusmrc.com
John M. Cole

800 sessions since 1993

J Jones Marketing Research
222 Ridgewood Dr.
San Rafael, CA 94901
Ph. 415-453-9123
info@jjonesresearch.com
www.jjonesresearch.com
Judi Jones

1900 sessions since 1990

www.quirks.com
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J.L. Roth & Associates, Inc.
3395 Pinnacle Court South
Palm Harbor, FL 34684
Ph.727-772-0100
jay@jlrothassoc.com
www.jlrothassoc.com
Jay Roth

500+ sessions since 1996

Our expertise helps you succeed in the com-
petitive marketplace. 25+ years of marketing
and research experience helping leading con-
sumer and b-to-b companies make strategic
and tactical decisions. A moderating “‘natu-
ral,”” Jay helps people feel comfortable openly
discussing opinions, behaviors and feelings.
You will receive superb group facilitation and
in-depth interviewing plus expert guidance
through insightful, actionable reports and
consultations. We deliver what we promise.
You will enjoy peace of mind knowing your
project will be completed on schedule, while
getting the information you need to succeed.
Visit our Web site or call us, so you make bet-
ter decisions through top-quality research.

Jacobs Jenner & Kent
Harborplace Tower
111 S. Calvert, 23rd Floor
Baltimore, MD 21202
Ph. 410-256-2206 or 410-256-5297
waynejacobs@jjkresearch.com
www.jjkresearch.com
Wayne Jacohs

4000 sessions since 1980

Wayne Jacobs is the CEQ and director of
research for Jacobs, Jenner & Kent, an inter-
national marketing research company. Jacobs
has industry expertise in high technology,
trade shows, hospitality, advertising/public
relations, association management, real
estate, health care and new product develop-
ment. Jacobs moderates approximately 200
focus groups per year.

JCA Research
10914 N.W. 33rd St., Suite 115
Miami, FL 33172
Ph. 305-420-5154
jca@jcaresearch.com
www.jcaresearch.com
Juan Carlos Arriola G.

1200 sessions since 1991
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Jefferson & Associates, Inc.
2000 Sycamore Street, 4th Floor

Cleveland, OH 44113
Ph. 216-589-0991
adman@jjefferson.com
www.jjefferson.com
John Jefferson

100 sessions since 1971

Jerry Hardwich & Associates, Inc.

15827 Acorn Circle
Tavares, FL 32778-9448
Ph. 352-343-9200
jerryhardwich@aol.com
www.jerryhardwich.com
Jerry Hardwich

800 sessions since 1979

JFK Market Research
6705 Halstead Ave.
Mound, MN 55364
Ph. 952-472-3036
jean@jfkmarketresearch.com
www.jfkmarketresearch.com
Jean Fasching

200 sessions since 1990

jgmrc Ltd.
79 Coldharbour Road

Westbury Park, Bristol BS6 7LU

United Kingdom
Ph. 44-117-914-4921
jguyjgmrc@blueyonder.co.uk
Janice Guy

100+ sessions since 1988

JL Market Research
P.0. Box 80845
Billings, MT 59108
Ph. 406-670-5090
jlmarketresearch@msn.com
Jo Lamey

300 sessions since 1992

Johanek & Associates
62 Morwood Lane

St. Louis, MO 63141
Ph. 314-567-7968
johassoc@aol.com
Carol Johanek

B.W. Johnson Marketing Research, Inc.

471 S.1840 W.
Cedar City, UT 84720
Ph. 435-586-8177
bwjohnson@bresnan.net
Bruce W. Johnson

1000 sessions since 1986
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Dan Jvhes
& ASSOCIATES

Dan Jones & Associates, Inc.
515 S.700 E., Suite 3H
Salt Lake City, UT 84102
Ph. 801-322-5722
info@djasurvey.com
www.djasurvey.com
Patricia Jones

2500 sessions since 1980

25 years as a full-service research leader in
Utah and the Intermountain West.
Specializing in telephone interviews, focus
groups, face-to-face interviewing, intercepts,
product feasibility testing, mock juries, longi-
tudinal studies, accurate reporting, statistical
analysis, and more. Close to the airport,
downtown, hotels, and freeways. Professional
office building with free covered parking. On-
site CATI data collection center. Full-service
focus group facility including: separate client
and respondent entrances, skilled recruiting,
and an experienced moderator. Facility rental
available.

Doug Jones Research
2363 Wilderness Way, Suite 100
Marietta, GA 30066-5753
Ph.770-977-7531
Doug@DJResearch.org
www.djresearch.org
Doug Jones

1500 sessions since 1977

JPK Research, Inc.
1761 22nd St. N.
Arlington, VA 22209
Ph. 703-516-4447
jpkatosh@jpkresearch.com
www.jpkresearch.com
John P. Katosh

1500 sessions since 1990

JRH Marketing Services, Inc.
29-27 41st Ave., Penthouse
New York, NY 11101
Ph. 718-786-9640
jrobharris@cs.com
J. Robert Harris

3500+ sessions since 1975
Lloyd J. Harris

2500+ sessions since 1980

Our firm has been providing high-quality qual-
itative and quantitative research and consult-
ing services since 1975. We are reliable, expe-
rienced, active in industry associations, and
nice people to work with. Qur experience is
both of domestic and international. Whether
it’s focus groups, IDI’s, or any other qualita-
tive service, you can rely on us. Check out the
rest but use the best!

JRS Consulting, Inc.
1316 Gregory Ave.
Wilmette, IL 60091-3234
Ph. 847-920-1701
jenny.schade@jrsconsulting.net
www.jrsconsulting.net
Jenny Schade
3000 sessions since 1990

JUST THE FACTS..

ENOWLEDGE IS YOUR COMPETITIVE EIMGE

Just The Facts, Inc.
P.0. Box 365
VIt. Prospect, IL 60056
Ph. 847-506-0033
slb@jtfacts.com
www.justthefacts.com
Bruce Tincknell

N/A sessions since 1984

Just The Facts Research, Inc. is a marketing-
focused, qualitative specialist in a broad
range of industries, topics and subject mat-
ters. Our unique “Qual-Quant™” methodology
yields insightful results. Our senior moderator
has 20+ years of strategic experience leading
energetic, well organized sessions, in-depth
interviews, and Web site testing. From con-
sumer products, services to industrial, our
cross exposure means unparalleled levels of
richness to respondents’ attitudes, behavior
and perceptions. Exceptional consumer work
with kids, tweens, teens, adults, seniors; all
levels/types of management/executives; health
care; doctors-dentists-nurses; hospitals and
many others. Significant product experience
includes: consumer (foods, confections,
snacks, beverages, childrens, electronics,
power tools, insurance, financial, travel, retail-
big box). Industrial spans high-tech, manufac-
turing, skilled-building trades and many oth-
ers. Skilled techniques in concept/idea explo-
ration, new products, branding, advertising,
packaging, naming, product testing/evaluation,
existing brands, customer satisfaction and
competitive issues of all types.

(See advertisement on opposite page)

Kaagan Research Associates, Inc.
200 W. 57th St.
New York, NY 10019
Ph.212-246-3551
kaaganinc@aol.com
http:://www.kaagan.com
Lawrence Kaagan

400+ sessions since 1985

Kahle Research Solutions Inc.
15025 First Rd.
P.0. Box 129
Lakeside, MI 49116
Ph. 269-469-0110
rwkahle@kahleresearch.com
www.kahleresearch.com
Bob Kahle, Ph.D.

2000+ sessions since 1983
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Kangs & Associates (Asia Pacific)Ltd.
Unit 2301, 23rd Floor, Asia Pacific Centre
No. 8 Wyndham Street
Hong Kong
Ph. 852-2174-0790
info@kangs.com
www.kangs.com
Andrew Hung
80+ sessions since 2002

Kangs & Associates (Singapore) Pte. Ltd.
16 Collyer Quay, #06-02 Hitachi Tower
Singapore 49318
Singapore
Ph. 65-6533-0790
info@kangs.com
www.kangs.com
Hazel Park
800+ sessions since 1990

Ivar Kangur
283 Earlscourt Ave.
Toronto, ON M6E 4B9
Canada
Ph. 416-652-2323
ivar@mnsi.net
Ivar Kangur

N/A sessions since 1992

KMR

KarcHNER MARKETING RESEARCH, LLC

Karchner Marketing Research, LLC
202 Paperbirch Drive
Collegeville, PA 19426
Ph. 610-489-0509
mike@kmrinsights.com
www.kmrinsights.com
Mike Karchner

1700 sessions since 1998
Helen Karchner

300 sessions since 2000

KMR delivers qualitative marketing research
that is on target, on budget, and on time with
an anticipative, contributory, thinking partner
who understands the challenges facing mar-
keters today. We guarantee your satisfaction
by optimizing study design and execution to
ensure the greatest possible contribution to
learning, and the highest and best use of your
marketing research dollar. KMR strives for a
seamless experience by maintaining flexibility
and adapting to the pace of your world.

Karlamar Associates, LLC
P.0. Box 458
Mendon, NY 14506
Ph. 585-582-1929
info@karlamar.com
www.karlamar.com
Karla Kuzawinski

100+ sessions since 1988

R.H. Katz Consulting
94 Tara Dr.
East Hills, NY 11576-2724
Ph. 516-626-3790
RHKCONS@aol.com
Rita Katz

N/A sessions since 1987

www.quirks.com
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JUST THE FACTS"..,

KNOWLEDGE IS YOUR COMPETITIVE EDGE -
Your Key to Knowledge... “®sse

( 1 1}
Just the Facts, Inc. provides strong strategic partnerships to all clients seeking quality
research support. Our 25 years of global experience saves clients valuable time, provides
support for critical decisions and helps protect theinvestments madein key financial
expenditures.

Because JTF Research has depth of experiencein awide range of research and consulting
methodologies, clients view us as their onestop solution for secondary-information
gathering, custom-primary research, business-competitive intelligence, Internet research
and strategic consulting.

Clientstell usthey like the fact they can work with adependable, quality research
partner on a broad spectrum of services represented in these categories:

@% Comprehensive Secondary/Information Gathering

In recent surveys, over 40% of executivees stated their staff's time was ineffective at searching for information on the Web or
elsewhere; that's where experts likeJTFcome in. Less than 1/10th of 1% of the universe of information is even available on the
"Net", so time is often wasted searching there for unavailable information. With access to over 7,500 private business databases
(Non-Internet), our sources are second to none!!

Whether its Quik™ research needs for simple facts, figures or statistics or in-depth comprehensive overviews or profiles on
industries, markets, companies, competitors or acquisition targets our resources are unparalleled.

@% Custom-Primary Research

Our experienced staff is well versed in all aspects of primary research methodologies for both consumer and business markets.
In the consumer arena we work on a wide range of categories with adults, teens and kids. For the B2B area, we have equal
abilities in manufacturing, distribution and service industries. We also have experience in not-for-profits and education.

JTFis highly skilled in the execution of many primary techniques: focus groups, in-home interviews, one-on-ones, product
sample pick-up, broad-scale quantitative surveys, customer-employee satisfaction, mall intercepts, and brand-advertising-
packaging-image studies.

== Business-Competitive Intelligence & Acquisitions Analysis

JTF Researclyoes well beyond most traditional research suppliers, in that we have substantial capabilities in BI/CI
methodologies. Whether it’s for competitive purposes or pre-acquisition analysis, our abilities are unequaled in terms
of service, quality and results.

Whether it’s investigating industries, country expansion, markets, companies or ongoing tracking studies, we have
the knowledge to uncover key pieces to your information puzzle using effective and ethical research tactics. Using

a combination of secondary and in-depth phone research skills, we have an uncanny ability to develop unique insights
and perspectives regarding our clients’ topic interests.

(o == Intemet Research

In the fast-paced arena of the Internet,JTF Researchhas solid capabilities in researching competitors’ web sites, conducting
competitive audits, as well as conducting Internet-based response research with customers and employees through surveys
on our web site.

i

~=> Strategic Consulting

Because our staff has a wealth of experience on the "corporate-side" of the desk, we understand managemets key concerns,
needs and perspectives regarding research and consulting... "wéve been there", making the same business decisions as your
team experiences daily. We have assisted clients in many areas including: marketing, new products, sales and strategy issues.

Fortune 100 as well as many mid-to-small sized companies valueJust The Factsdedication to highly personalized service,
quality deliverables and strong strategic perspective in all the U.S. and International assignments we execute.

= Trial-Jury Consulting & Research

Our extensive abilities in all aspects of trial-jury consulting and research include: concentrated focus groups, mock juries, post-
trial interviewing, witness-attorney image research, court room communications materials and theme-strategy analysis.

Your Key to Knowledge
Phone: (847) 506-0033 Fax: (847) 506-0018

Web: www.JustTheFacts.com E-Mail: Info@JTFacts.com 8
Headquartered In Suburban Chicago, Illinois USA o
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Kaufman Associates
6 Fennwood Dr.
Atherton, CA 94027-3111
Ph. 650-323-3970
kaufmanassoc@yahoo.com
Julie Kaufman

1000+ sessions since 1984

KCI Partners
2662 Oakmont
Weston, FL 33332
Ph. 954-659-8353
rklass@klassconsultants.com
www.kcipartners.com
Richard Klass

20 sessions since 2001

Viion.insight. Droction

Kendall Gay Consulting
307 W. Venice Ave., Suite E
Venice, FL 34285
Ph. 800-861-7261 or 941-480-0918
info@kgc-qualitative.com
www.kgc-qualitative.com
Kendall Gay

1439 sessions since 1992
Eric Swatek

468 sessions since 1999
Michele Swatek

241 sessions since 2000

Kendall Gay Consulting is a U.S.-based glob-
al qualitative marketing research firm special-
izing in health care. Our mission is to provide
insights to help clients make more informed
marketing decisions. We conduct qualitative
research with exceptional skill based upon
years of experience. We blend creativity, prac-
ticality and market knowledge for vision into
the minds, habits and values of your cus-
tomers. We are involved from the project’s
start to provide your team an effective, appro-
priate methodological design and actionable
results.

The Kensington Group, Inc.
911 E. 86th St., Suite 55
Indianapolis, IN 46240
Ph. 317-252-5744
Chris Everett

2500 sessions since 1975

Kerr & Downs Research
2992 Habersham Dr.
Tallahassee, FL 32309
Ph. 800-564-3182 or 850-906-3111
pd@kerr-downs.com
www.kerr-downs.com
Phillip Downs, Ph.D
1000+ sessions since 1983

The most critical element of a focus group is
the moderator. Downs knows how to: 1) dig
for strategic value, 2) get below the surface,
3) focus on issues with strategic value, and 4)
summarize it all in a brief, actionable topline
report. He’s one of the best.

Kerr Marketing Consulting
1032 Arden Dr.
Villa Hills, KY 41017
Ph. 859-341-3984
ckerr@fuse.net
Carol D. Kerr

2100 sessions since 1990

Kids Brands Europe
Hitcham Vale, Parliament Lane
Burnham, Buckinghamshire SL1 8NT
United Kingdom
Ph. 44-1628-604-705
judy@kids-brands.com
www.kids-brands.com
Judy Bartkowiak

500+ sessions since 1982

The Kiemle Company
P.0. Box 25814
Greenville, SC 29616
Ph. 864-877-5119
Fred W. Kiemle
150+ sessions since 1980

Broad marketing research experience helps us
choose the best approach for all qualitative
and quantitative assignments. Our clients tell
us we are skilled at asking the right questions
and guiding them in “what to do with the
information.” Ask us for a proposal. Clients
choose us 85 percent of the time after review-
ing our proposals.

&

Kinzey & Day Qual. Market Research
1913 Huguenot Rd., Suite 301
Richmond, VA 23235
Ph. 804-378-2060
Reynkinzey@aol.com
www.kinzeyandday.com
Reyn Kinzey

1500 sessions since 1990
Rebecca Day

3000 sessions since 1980

Kinzey & Day is a proven qualitative research
firm. The two principals have over 40 years of
combined experience in all aspects of qualita-
tive market research. They have conducted
thousands of focus groups, triads, dyads, one-
on-one interviews and ethnographic studies
throughout the country. The principals person-
ally design, manage and conduct all phases of
each project, from research design through
the final presentation of findings, conclusions,
and recommendations.

Kirk Research Services, Inc.
9550 Regency Square Blvd., Suite 906
Jacksonville, FL 32225
Ph. 904-858-3200
kirkresh@bellsouth.net
www.kirkresearch.com
Paul A. Warner

2625 sessions since 1970
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Kiyomura-Ishimoto Associates
1906 18th Ave.
San Francisco, CA 94116-1246
Ph. 415-566-3603
norm@kiassociates.com
www.kiassociates.com
Norman P.Ishimoto

200 sessions since 1986

KL Communications, Inc.
46 English Plaza, Suite 6
Red Bank, NJ 07701
Ph.732-224-9991
rlussier@klcom.com
www.klcom.com
Sean Holbert

75 sessions since 1999
Kevin Lonnie

300+ sessions since 1986

KL Communications provides professional
moderating for both online and in-person
focus groups. We are a full-service firm that
can coordinate and moderate groups, as well
as provide complete written transcripts with a
full report and analysis. In addition, we can
enhance the findings with a DVD or CD
report, adding the voice of the customer to
your presentation.

Kohlman Atlee
6020 Dellwood PI.
Bethesda, MID 20817
Ph. 301-229-5206
kkohIman@kohlmanatlee.com
www.kohImanatlee.com
Kristine Kohlman

100+ sessions since 1995

Kollman Research Services

1116 Ferdon

Ann Arbor, MI 48104

Ph. 734-994-0898

Colleenkoliman@aol.com

Colleen Dowd Kollman
100 sessions since 1994

Kramer Research, LLC
68 Southgate Rd.
Mount Laurel, NJ 08054
Ph. 856-722-1942
dale@dalekramer.com
www.dalekramer.com
Dale A. Kramer

400+ sessions since 1980

Kress & Associates
129 Randlett Park
West Newton, MA 02465
Ph. 617-558-1959
ckress@ckressearch.com
Charleen E. Kress

300 sessions since 1991

Louise Kroot Associates
4219 Matilija Ave.
Sherman Oaks, CA 91423
Ph. 818-788-8383
louisek@shcglobal.net
Louise Kroot

3000+ sessions since 1975

www.quirks.com
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Gene Kroupa & Associates, Inc.
P.0. Box 5258
502 N. Eau Claire Ave.
Madison, WI 53705
Ph. 608-231-2250
gene@genekroupa.com
vaw.genekroupa.com
Gene Kroupa

800 sessions since 1979
Ellyn Sistrunk

200 sessions since 1990

Clients frequently tell us that we “bring a lot
to the table.” They value our comfortable,
intelligent moderating style that reveals true
feelings and behaviors. Many of our referrals
come from other moderators who have used
our recruiting and hosting services for their
groups. We do B2B and B2C projects.

Kubba Consultants, Inc.
801 Glendale Rd.
Glenview, IL 60025
Ph. 847-729-0051
EdKubba@aol.com
www.kubbainc.com
Ed Kubba

200+ sessions since 1990

Richard Kurtz & Associates
116 W. 23rd St., Suite 500
New York, NY 10011
Ph. 212-386-7615 or 917-301-8387
kurtz@ziplink.net
www.ifm-network.com
Richard Kurtz
1000+ sessions since 1985

Research and consulting services with empha-
sis on qualitative research and international
research assignments. Skilled in creative and
strategy development. Also offer telephone in-
depth interviewing, ethnographic studies and
project coordination for all types of research.
Now offering video streaming of all research
activities from any location through
Focustream.

L & J Research
6656 Dume Dr.
Malibu, CA 91741
Ph. 310-968-4806
ljresearchinc@aol.com
Lou Jacohs

225 sessions since 1982

Ladd Research Group
6950 Turpin View Dr.
Cincinnati, OH 45244
Ph.513-233-9780
cheryl@laddresearchgroup.com
www.laddresearchgroup.com
Cheryl Ladd

3000 sessions since 1998

www.quirks.com

Lamberts Consulting GmbH
Trautenwolfstrasse 1
80802 Munich
Germany
Ph. 49-89-3886-9337
elizabeth@lamberts-consulting.com
www.lamberts-consulting.com
Elizabeth Lamberts

500 sessions since 2001

Lana Porter Group
#500 - 1080 Mainland St.
Vancouver, BC V6B 2T4
Canada
Ph. 604-673-9000 or 888-637-5262
lana@lanaportergroup.com
www.lanaportergroup.com
Dr. Lana E. Porter

2000+ sessions since 1995

Lancaster Consulting Group
3521 Central Park Blvd., 2nd Floor
Louisville, TN 37777
Ph. 865-379-7650 or 800-758-8071
lancon@ix.netcom.com
Christopher Wise

1000+ sessions since 1991

Carol Landers, LLC
11602 Manor House Lane
Houston, TX 77082
Ph. 281-759-4104
clanders2@houston.rr.com
Carol Landers

N/A sessions since 1989

Langer Qualitative LLC
525 E. 86th St., 18H
New York, NY 10028
Ph. 347-684-9073
judy@langerqual.com
Judy Langer

Langhorne Group, Inc.
4241 Saratoga Rd.
Richmond, VA 23235-1251
Ph. 804-677-9556
greatgroups@aol.com
Deirdre Langhorne

3000 sessions since 1995

Las Vegas Field and Focus, LLC
3909 S. Maryland Parkway, 4th Floor
Las Vegas, NV 89119
Ph. 800-797-9877 or 702-650-5500
info@lasvegasfieldandfocus.com
www.lasvegasfieldandfocus.com
Lisabeth Clawson

500 sessions since 1999

Lauer Research, Inc.
1604 17th St., N.W., 2nd Floor
Washington, DC 20009
Ph. 202-387-3494
jim@lauerjohnson.com
www.lauerjohnson.com
Jennifer Johnson

45 sessions since 1998

LaVERDAD Marketing & Media
7817 Cooper Rd., 2nd Floor
Cincinnati, OH 45242
Ph. 513-891-1430
rob.hanson@laverdadmarketing.com
www.laverdadmarketing.com
Tandi De Poz

100+ sessions since 1998
Rob Hanson

LaVERDAD is an integrated marketing,
media and research firm that helps clients
understand the Hispanic market.
LaVERDAD’s specialized research helps
develop products, brands, services and com-
munications that are effective and culturally
competent. Full-service - consulting, modera-
tion, quantitative, recruiting. Learning “the
Truth” with insights that let you win with
Hispanics!

Lawrence Research Associates
P.0. Box 3681
South Pasadena, CA 91031-6681
Ph. 626-441-2777
larry@lawrencera.com
Larry Riesenbach

400 sessions since 1996

Lawrence Ruhin Associates, Inc.
9800D Topanga Canyon Blvd. #337
Chatsworth, CA 91311
Ph. 818-592-6256
larryrubin@earthlilnk.com
Larry Rubin

1000+ sessions since 1988

The Lazar Group
660 La Salle Place, Suite 203
Highland Park, IL 60035-3505
Ph. 847-926-9000
slazar@lazargroup.com
www.lazargroup.com
Susan Lazar

1700 sessions since 1985

Leduc Marketing, Strategy & Research Inc.
26 Avenue Dobie
Mont-Royal, PQ H3P 1R8
Canada
Ph.514-342-1113
louise.leduc@leduc-marketing.com
www.leduc-marketing.com
Louise Leduc

2000+ sessions since 1980

Leferman Associates, Inc.
143 Hoyt St., #7N
Stamford, CT 06905
Ph.203-327-1128 or 203-253-1584
norm@Ilefermanassociates.com
www. lefermanassociates.com
Norm Leferman
2000+ sessions since 1970

Hal Lefkowitz & Company
606 Solana Glen Court
Solana Beach, CA 92075-1420
Ph. 858-259-2800
hlefkowitz@ucsd.edu
Hal Lefowitz

125+ sessions since 1980
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Leflein Associates, Inc.
1093 Greenwood Lake Turnpike
Ringwood, NJ 07456
Ph.973-728-8877
HBalkema@Ieflein.com
www.leflein.com
Heidi Balkema

1000+ sessions since 1988
Adele Schwartz

150 sessions since 1994

Leflein Associates is a full-service research
company that delivers premier qualitative and
quantitative projects using online and offline
solutions. Choose from top multilingual and
multicultural moderators who specialize in
delivering global results in the consumer,
health care, media and kids markets.

Legendre Lubawin Marketing, Inc.
1172 St. Mathieu
Montreal, PQ H3H 2H5
Canada
Ph. 514-937-2079
victoria@legendrelubawin.com
Pierre Legendre

3600 sessions since 1974

Leger Marketing
507 Place D’Armes, Suite 700
Montreal, PQ H2Y 2W8
Canada
Ph. 514-982-2464
info@legermarketing.com
www.legermarketing.com
Daniel Meloche

250 sessions since 2002

Leichliter Associates, LLC
Market Research/Idea Development
P.0. Box 788 FDR Station
New York, NY 10150-0788
Ph.212-753-2099
research@leichliter.com
www.leichliter.com
Betsy Leichliter

5000+ sessions since 1990

Judith Lerner, Ph.D.,
Consumer Insights for Mktg.
365 W. 25th St., Suite 5F
New York, NY 10601
Ph. 212-989-8912
judith.lerner@post.harvard.edu
Judith Lerner, Ph.D.

2000+ sessions since 1981

Levin and Associates
1802 Timbermead Rd.
Richmond, VA 23238
Ph. 804-754-3426
levac@comcast.net
Boh Levin

200+ sessions since 1996

Maya Levinson, Ph.D.
3219 Coolidge Ave.
Los Angeles, CA 90066
Ph. 310-398-6344 or 310-890-2356
mayas|@aol.com
Maya Levinson
150 sessions since 2000

Independent moderator, specializing in kid
research. I conduct focus groups and in-home
and in-store observations and interviews.
Clients include Mattel, MGA, Tomy,
ComChoice, DIC, Konami, Upper Deck, Taco
Bell and others. I have worked in-house at a
toy company and ad agency, and am familiar
with their needs.

Lewis Consulting Inc.
P.0. Box 91211
Raleigh, NC 27675
Ph.919-518-0549
jamesdlewis@mindspring.com
James Lewis

1500 sessions since 1979

LG Research,LLC
6 Rickland Dr.
Randolph, NJ 07869
Ph.973-361-4382
Igresearch@optonline.net
Lila Goldstein

50 sessions since 2000

Liebling Associates Corp.
225 E.57th St.
New York, NY 10022
Ph. 212-688-1981
BALiebling@aol.com
www.lieblingassociates.com
Barry A. Liehling

1000+ sessions since 1974

Lighthouse Research and Development
1292 W. 12700 South
Salt Lake City, UT 84065
Ph. 801-446-4000 or 801-244-8987
janderson@go-lighthouse.com
www.go-lighthouse.com
Shannon Fletcher

665 sessions since 2002

Lightshed Group
4037 24th St., Suite A
San Francisco, CA 94114
Ph. 415-640-7795
info@lightshedgroup.com
www.lightshedgroup.com
Robherto Lartigue

400 sessions since 1996
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LIMRA International
300 Day Hill Rd.
Windsor, CT 06095
Ph. 860-285-7861
LFerris@limra.com
Pete Jacques, Ph.D.
N/A sessions since 1994

LIMRA International is a leading marketing
research association for the financial services
industry serving companies that provide pro-
tection, asset accumulation, and wealth man-
agement products to consumers and business-
es. Founded in 1916, LIMRA conducts quali-
tative and quantitative research studies tar-
geting producers, employers, policyholders
and general consumers. LIMRA has experi-
enced moderators on staff who combine their
research expertise and industry knowledge to
provide the added insight and interpretation
you need to take action.

Gerald Linda & Associates
2100 Fir St., Suite 3000
Glenview, IL 60025
Ph. 847-729-3403
glinda@gla-mktg.com
www.gla-mktg.com
Gerry Linda

500+ sessions since 1978

LinguiSearch, Inc.
315 New Street, Suite 301
Philadelphia, PA 19106
Ph. 215-923-5287
info@linguisearch.com
www.linguisearch.com
David Schellenberg

1000+ sessions since 1984
Susan Denton

1000 sessions since 1990
Amy Nelson

750 sessions since 1995

Qualitative experts specializing in pharmaceu-
tical, health care, financial, and consumer
industries. Skilled in semiotic and linguistic
analysis of language. Superior moderating
and listening techniques. Extensive experience
in traditional and innovative project design
and qualitative research methodologies.
Actionable recommendations. Expertise
includes decision-making, positioning, messag-
ing, wargaming, sales-force research, as well
as concept, journal ad testing, and sales aid
testing and refinement.

Joel W. Lipson, Ph.D.
3264 11th Ave. W.
Seattle, WA 98119
Ph. 206-283-8561
joel@jlipson.com
Joel Lipson, Ph.D.
1000+ sessions since 1977

www.quirks.com
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« Listen Research

Hear What Consumers Think

Listen Research, Inc.
10 Santa Gustavo
Rancho Santa Margarita, CA 92688
Ph.949-216-9161
kim@listenresearch.com
www.listenresearch.com
Kimberlie Harmon

1000+ sessions since 1997
Anne Knight

600+ sessions since 1999

Listen Research is a boutique, full-service
market research supplier with a mission of
creating exceptional value for our clients. Qur
moderators have experience leading discus-
sions with consumers from all walks of life
concerning a vast array of topics and indus-
tries. We’ve developed a particular niche
working with kids, teens/tweens, and young
adults. We pride ourselves on providing truly
exceptional analysis with results-oriented
implications - enabling our clients to make
smarter marketing, advertising, and product
development decisions.

LitBrains - Igniting Ideas
4721 Bryant Ave S.
Minneapolis, MN 55419
Ph. 612-824-1053
pam@litbrains.com
www.litbrains.com
Pam Goldfarb

300+ sessions since 2001

The Livingston Group

22 Grandview Rd.

Windham, NH 03087

Ph. 603-537-0775

info@executive-solutions.com

www.executive-solutions.com

Dr. Sharon Livingston
6000+ sessions since 1984

LK Research, Inc.
4920 Lincoln Ave.
Evansville, IN 47715
Ph. 812-485-2160
jknauff@lkresearch.net
www.|kresearch.net
James Knuff

100+ sessions since 1981

Lohs Research Group
2170 W. Freeman Rd.
Palatine, IL 60067-4518
Ph. 847-359-0606
jan@lohsresearch.com
www.lohsresearch.com
Jan Lohs

N/A sessions since 1987

Highly resourceful, flexible, likeable, exacting,
and ethical. Solid experience in providing guid-
ance for profitable business decisions. Well
grounded in traditional qualitative research
methods, and current with new approaches.
Committed to 1) thoroughly understanding the
business situation that prompts the research,
2) eliciting deeper levels of understanding, and
3) generating critical insights.

www.quirks.com

Lollipop Research
P.0. Box 28
Schooley’s Mountain, NJ 07870
Ph. 908-850-9057 or 908-510-1540
murphy@eclipse.net
www.lollipopresearch.com
Keith Murphy
500+ sessions since 1983

The Looking Glass Group
1111 N. Northshore Dr., Suite N-400
Knoxville, TN 37919
Ph. 865-558-9400
dick@lookingglassgroup.net
www.lookingglassgroup.net
Dick Nye

1000+ sessions since 1990

Loran Marketing Group
505 N. LaSalle, Suite 575
Chicago, IL 60610
Ph. 312-464-6996
rvanek@loran.net
www.loran.net
Robyn Vanek

1000 sessions since 1997

Loretta Marketing Group
13935 S.W. 102 Court
Miami, FL 33176
Ph. 305-232-5002
jimloretta@bellsouth.net
www.lorettagroup.com
Jim Loretta

3000 sessions since 1985

Mark R.C. Lovell Research Consultant
1303 Greene Ave., Suite 100
Westmount, Montreal, PQ H3Z 2A7
Canada
Ph. 514-937-8786
lovellgroup@aei.ca
Mark Lovell

9000 sessions since 1976

LRW (Lieberman Research Worldwide)
1900 Avenue of the Stars
Los Angeles, CA 90067
Ph. 310-553-0550
info@lrwonline.com
www.lrwonline.com
Jackie Antonian
500+ sessions since 2003

LT Inc.
610 Garland Place
St. Louis, MO 63122
Ph. 314-994-0777
sharonltinc@aol.com
www.ltconsultants.com
Sharon Tettenhorst

1000 sessions since 1983

Lugojuan Integrated Communications
100 Grand Blvd. Paseos, Suite 112-362
San Juan, PR 00926
Puerto Rico
Ph. 787-603-6800
marisol@lugojuan.com
www.lugojuan.com
Marisol Lugo-Juan

250+ sessions since 2001
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Lund & Associates, Inc.
2124 St. James Ave.
Cincinnati, OH 45206
Ph.513-961-2124
sallyl1@ix.netcom.com
Sally Lund

3500 sessions since 1986

Edna Luther & Associates, Inc.

P.0. Box 285
Lexington, MA 02420-0003
Ph.781-861-2011
ednaluther@worldnet.att.net
Edna Luther

50+ sessions since 1979

Frank Lynn & Associates, Inc.
150 S. Wacker Dr., Suite 1700
Chicago, IL 60606
Ph. 312-263-7888
info@franklynn.com
www.franklynn.com
Roxanne Lenny

100+ sessions since 1990

Joy Lynn Inc.
1685 Misty River Run
Roswell, GA 30076-4475
Ph. 770-998-9771
jlfields@joylynn.com
www.joylynn.com
Joy Lynn Fields

3500+ sessions since 1989

M G Z Research

5715 Silent Brook Lane

Rolling Meadows, IL 60008

Ph. 847-397-1513

MGZipper@aol.com

Martha Garma Zipper
2300+ sessions since 1983

MacLeod Research Ltd.
la Station Road
Dunure KA7 4LL
United Kingdom
Ph. 44-1292-550-311
julie@macleodresearch.com
www.macleodresearch.com
Julie MacLeod

50+ sessions since 1986

Grace E. Maddox Associates Inc.

62 Douglas Ave.
Toronto, ON M5M 1G5
Canada
Ph. 416-482-8645
gmaddoxinc@sympatico.ca
Grace Maddox

2000+ sessions since 1992
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Maestra Executive Research Services
5828 Forestway Lane
Cincinnati, OH 45230
Ph. 877-624-6242 or 513-624-6242
shari@maestraservices.com
www.maestraservices.com
Shari Lauter, M.Ed.

350+ sessions since 2000

Masterful moderating among medical profes-
sionals. Extensive knowledge of medical ter-
minology, technical jargon and anatomy.
Excellent rapport with doctors, nurses, acade-
micians and executives. Skillful probing and
thorough exploration of topics. Full-service
fielding at select U.S. and international facili-
ties. Research design, reporting. Twenty-year
quantitative experience prior to moderating.
Full-service or moderate-only assignments
accepted.

MAFO0S GmbH
Institut fuer Systemische Marktforschung
Waehringer Strasse 18/Berggasse 1
1090 Vienna
Austria
Ph. 43-1-4790-2110
office@mafos.net
www.mafos.at
Werner Weissmann, MBA Dr.
400 sessions since 1995

Frank N. Magid Associates, Inc.
One Research Center
Marion, IA 52302
Ph. 319-377-7345
jcook@magid.com
www.magid.com
Bo Brock

100 sessions since 2000

Maitland Goodman Consultancy Ltd.
43-45 High St.
Weybridge KT13 8BB
United Kingdom
Ph. 44-33-5-34-52-0394
jenniemaitland@aol.com
Jennie Maitland
3500+ sessions since 1984

Majestic MRSS Ltd.
Raghuvanshi Mills Compound, 11-13
Senapati Bapat Marg
Lower Parel,
Bombay, Maharashtra 400 013
India
Ph.91-9322-105-830 or 91-22-2490-3101
raj@mslindia.com
WWW.MFss.com
Mr. Raj Sharma
500+ sessions since 2000

Management Insight Technologies, Inc.
118 Turnpike Rd., Suite 325
Southborough, MA 01772
Ph. 508-485-2100 or 877-875-0500
jack@magtinsight.com
www.mgtinsight.com
Jack Mandelbaum

1000+ sessions since 1979

MAP Associates, Inc.
145 Witherspoon St.
Princeton, NJ 08542
Ph. 609-924-5454
kate.holly@marketasap.com
Kate Holly

500+ sessions since 1992

Marcy & Partners
695 11th St.
Boulder, CO 80302-7511
Ph. 303-443-1489 or 303-859-7133
cindym@marcyandpartners.com
www.marcyandpartners.com
Cindy Marcy
3000+ sessions since 1990

MARDEC, Inc. Medical Marketing Research
2430 Rim Dr.

Broomfield, CO 80020

Ph. 303-444-1525

vickeys@mardec.com

www.mardec.com

Vickey Swenson

Margaret Ann’s Research
4521 Reva Crt.
Marietta, GA 30066
Ph. 770-516-9960
MASRESCH®@bellsouth.net
J. Scott Rogers

417 sessions since 2004

Mari Hispanic Research & Field Services
2030 E. Fourth St., Suite 254
Santa Ana, CA 92705
Ph. 714-667-8282
mari.h@ix.netcom.com
www.marihispanic.com
Mari Lindeman
300 sessions since 1989

Market Analysis Brasil
R. Mateus Grou, 100
05415-040, Sao Paulo, SP
Brazil
Ph. 55-48-3234-5853
info@marketanalysis.com.br
www.marketanalysis.com.br
Juliana Scorza

400+ sessions since 1998

Market Connections, Inc.
13135 Lee Jackson Memorial Hwy., Suite
380
Fairfax, VA 22033
Ph.703-378-2025
info@marketconnectionsinc.com
www.marketconnectionsinc.com
Lisa Dezzutti

500+ sessions since 1990
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Market Decisions Corporation
8959 S.W. Barbur Blvd., Suite 204
Portland, OR 97219
Ph. 503-245-4479
bob@mdcresearch.com
www.mdcresearch.com
Mike Oilar

1000+ sessions since 1990
Bob Beaulaurier

300+ sessions since 1994
Doug Verigin

200+ sessions since 1992
Bert Lybrand

250+ sessions since 2002

Founded in 1978, Market Decisions’ clients
include: Starbucks, HP, Microsoft, Cisco,
Nautilus, HSBC, and Scottish Power. With
150+ employees, we conduct full-service
qualitative and quantitative research, both
nationally and internationally. Our focus is on
project integrity, meeting tight deadlines, and
creative approaches that deliver value.
Experience? We’ve completed over 10,000
custom projects. Learn more about MDC’s
High Touch Solutions: www.mdcresearch.com.

Market Decisions, LLC
75 Washington Ave., Suite 206
Portland, ME 04101
Ph. 207-767-6440 or 800-293-1538
research@marketdecisions.com
www.marketdecisions.com
Curtis Mildner

200+ sessions since 1998

Market Dynamics Research Group, Inc.
3112 Canal St.
New Orleans, LA 70119
Ph. 504-821-1910
info@mdrginc.com
www.mdrginc.com
Sondray Brown
1100 sessions since 1989

Market Force, Inc.
109 N. Boylan Ave.
Raleigh, NC 27603
Ph.919-828-7887
www.theforce.com
Laverne Clayton

150 sessions since 1980

Market Inquiry LLC
5825 Creek Rd.
Cincinnati, OH 45242
Ph.513-794-1088
cathy@marketinquiry.com
www.marketinquiry.com
Amy Burbrink

2100+ sessions since 1991

Market Insight
4370 S. Tamiami Trail, Suite 301
Sarasota, FL 34231
Ph.941-924-5414
kathyjh@marketinsightresearch.com
www.marketinsightresearch.com
Kathy Jacohs-Houk

1500+ sessions since 1980
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Market Insight, Inc.
Eastside Professional Court
4501 0ld Spartanburg Rd.
Taylors, SC 29687
Ph. 864-292-5187 or 800-493-8037
mktinsght@aol.com
www.marketinsightinc.com
Lynn M. Mayberry
134 sessions since 1988

Market Insights
218 0ld Sudbury Rd.
Sudbury, MA 01776-1843
Ph. 978-443-5255
cmandel@mkt-insights.com
www.mkt-insights.com
Candace Mandel

2000+ sessions since 1991

Market Perceptions, Inc.
Health Care Research, Inc.
733 E. 8th Ave.
Denver, CO 80203
Ph. 303-323-1900
kweiss@marketperceptions.com
www.marketperceptions.com
Karl W. Weiss

500 sessions since 1990

Market Probe International, Inc.
122 East 42nd St., 41st Floor
New York, NY 10168
Ph.212-725-7676
alan@marketprobeint.com
www.marketprobeint.com
Alan Appelbaum

100+ sessions since 1990

Market Quest Research Group Inc.
3 Job Street
P.0. Box 13305
St. John’s, NF A1B 4B7
Canada
Ph. 709-753-5172 or 709-753-1251
carolyn@marketquest.ca
www.marketquest.ca
Carolyn 0’Keefe

300 sessions since 2002

Market Research Bureau, LLC
1831 Monroe St. N.W.
Washington, DC 20010
Ph. 202-789-2110
mivancin@sprintmail.com
Maria Ivancin

1000+ sessions since 1984

Market Research Dallas
2723 Valley View Lane, Suite 100
Dallas, TX 75234
Ph.972-239-5382
mail@marketresearchdallas.com
www.marketresearchdallas.com
Bill Sharp

100+ sessions since 1982

www.quirks.com

Market Research Unlimited, Inc.
40 Atlantic Place
South Portland, ME 04106
Ph. 207-775-3684
rmarketl@maine.rr.com
Ron Bognore

1000+ sessions since 1985

@ °°®

Market Resource Associates, Inc.

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

900 sessions since 1994

Recognized building materials, lawn and gar-
den expert with consumers and professionals.
All qualitative methods including ethnogra-
phies, one-on-ones, focus groups. Assists
clients with new product development and
feasibility, brand and/or product positioning,
competitive assessment, packaging and more.
From project design and management, moder-
ating/observing/interviewing through conclu-
sions and recommendations, MRA is full-serv-
ice, including next-stage quantitative projects.
Call 800-795-3056 for your next qualitative,
quantitative or secondary research project.
Member QRCA, MRA.

Market Segment Research
Colonnade Corporate Center
2332 Galiano St.

Coral Gables, FL 33134

Ph. 305-669-3900
vberman@marketsegment.com
www.marketsegment.com
Valerie S. Berman

Market Segment Research (MSR), a multi-
cultural market research pioneer, offers full-
service qualitative capabilities. Qur moderator
team is comprised of bilingual professionals
with advanced degrees in research, marketing
and social sciences. We offer depth of
Hispanic research experience in categories
such as health care and pharmaceutical,
apparel, retail, food and beverage, automotive,
and advertising. Let MSR help you identify
the cultural sources that drive behavior and
the consumer stories behind your brands.

Market Trends Pacific, Inc.
1136 Union Mall, Suite 405
Honolulu, HI 96813
Ph. 808-532-0733
wanda@markettrendspacific.com
www.markettrendspacific.com
Wanda Kakugawa

N/A sessions since 1992

Market Trends Research, Inc.
3475 Tarpon Woods Blvd.
Palm Harbor, FL 34685-2127
Ph.727-421-6214
info@MarketTrendsResearch.com
www.markettrendsresearch.com
Peter Dominowski

500+ sessions since 1985

Market Voice Consulting
445 N. Pennsylvania St., Suite 900
Indianapolis, IN 46204
Ph. 317-635-9640 or 877-635-9640
adavidoff@market-voice.com
www.market-voice.com
Amy Curtiss-Davidoff

250 sessions since 1991

MARKET[SOURCE] Research &
Consulting
743 W. Battlefield Rd.
Springfield, MO 65807
Ph. 417-877-7808 ext. 211
mbemarkt@msresearchinc.com
www.msresearchinc.com
Jan Bemarkt

100+ sessions since 1990

MarkeTec
P.0. Box 9058
Reno, NV 89507
Ph.775-333-1221
marketecreno@shcglobal.net
www.marketecreno.com
Katherine Cole

100+ sessions since 1972

Marketecture
PMB 359
12460 Crabapple Rd., Suite 202
Alpharetta, GA 30004
Ph. 770-740-0807
marketure2@comcast.net
Greg Rathjen
3500 sessions since 1982

Marketing & Research Counsel
1960 N. Parkway, Suite 1206
Memphis, TN 38112
Ph.901-725-1728
nerrenj@bellsouth.net
Jackie Nerren

1200 sessions since 1980

Marketing Endeavors
620 S.Third St., Suite 204
Louisville, KY 40202
Ph. 866-445-9117
info@marketingendeavors.biz
www.marketingendeavors.biz
Jessica Zubric

75+ sessions since 2000
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MARKETING]EVERAGE, INC®

Marketing Leverage, Inc.
180 Glastonbury Blvd.
Glastonbury, CT 06033
Ph. 800-633-1422
office@marketingleverage.com
www.marketingleverage.com
Lynn C. Kelly

1000+ sessions since 1988
Jack Ward

1000+ sessions since 1996
Dan Avery

1000+ sessions since 1994

Qualitative market insight by business-savvy
research professionals. Focus groups, in-depth
interviews - in person, by telephone, and on
the Web. Large group facilitation for strategic
planning and problem solving. B2B top execu-
tive interviews a speciality. Our qualitative
and quantitative research aids clients in prob-
lem solving, and development of strategies for
customer acquisition and retention. Known for
thoughtful design, insightful analysis, and
good communication throughout a project.
QRCA and CASRO member.

Marketing Matrix International, Inc.
2612 S. Sepulveda Blvd.
Los Angeles, CA 90064
Ph.310-312-1717
research@markmatrix.com
www.markmatrix.com
Marcia Selz, Ph.D.

6200 sessions since 1975

Marcia Selz is an expert in financial services:
banking, investments (mutual funds, 529,
annuities, retirement, 401K, institutional and
more). Marketing Matrix has worked with
over 60 financial firms, domestic and interna-
tional; regarding sales literature, product,
service, advertising, branding, positioning, Web
sites and more.

Marketing Mechanics
5 Cobblers Lane
Armonk, NY 10504
Ph.914-273-5007
rtobias@marketingmechanics.com
Ron Tobias

2300+ sessions since 1976

Marketing Professionals, Inc.
2842 N.W. 28th PI.
Gainesville, FL 32605
Ph. 352-372-6249
rldegner@ufl.edu
Robert L. Degner

20+ sessions since 1985

Marketing Solutions Corporation
175 W. Butternut Rd.
Hellertown, PA 18055
Ph. 800-326-3565
MarketingSolutions@attglobal.net
www.marketingsolutionscorp.com
Diane Surovcik

1000+ sessions since 1990

Marketing Solutions Corporation
2 Ridgedale Ave., Suite 216
Cedar Knolls, NJ 07927
Ph. 973-540-9133 or 800-326-3565
marketingsolutions@attglobal.net
www.marketingsolutionscorp.com
Jean Kelly

2000+ sessions since 1985

THE MARKETING WORKS
55 Murray St., Suite 108
Ottawa, ON K1N 5M3
Canada
Ph. 613-241-4167
robw@the-marketing-works.com
www.the-marketing-works.com
Robert Woyzhun

40 sessions since 1995

The Marketing Workshop, Inc.
3725 Da Vinci Court
Norcross, GA 30092
Ph. 770-449-6767 or 770-449-6197
jnelems@mwshop.com
www.mwshop.com
Janelle Polito

1150+ sessions since 1995

The Marketing Workshop has full-time mod-
erators, all of whom are experienced in both
business-to-consumer as well as business-to-
business qualitative research. They design and
conduct studies on numerous products and
services within many industries. They also
employ a variety of qualitative research
methodologies — in-person, telephone and
online focus group and one-on-one in-depth
interviews; ideation sessions; ethnographic
studies; and usability labs — as well as a
wide range of qualitative techniques.

MarketLink, Inc.
P.0. Box 2534
Thomasville, GA 31799
Ph.229-228-1224
mbixler@rose.net
www.marketlinkresearch.com
Michael Bixler

1000+ sessions since 1989
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Marketrends, Inc.
103 Charles River Landing Rd.
Williamsburg, VA 23185-5001
Ph. 757-229-3065 or 800-296-4447
nfuller@marketrends.com
www.marketrends.com
Nancy Fuller

50 sessions since 1989

Marketry, Inc.
1630 29th Court South
Birmingham, AL 35209
Ph. 205-802-7252
info@marketryinc.com
www.marketryinc.com
Mary Ann Smith

480+ sessions since 1992

Markets in Motion
215 Eagles Circle
Alpharetta, GA 30004
Ph. 678-908-1913
marketsinmotion@comcast.net
www.marketsinmotion.net
Sally Markham

150+ sessions since 1989

Marketscape Research & Consulting
3752 James St.
San Diego, CA 92106
Ph. 619-299-4028
bnagle@mrktscp.com
Barb Nagle

2000+ sessions since 1987

R ..:" marketv

MarketVibes, Inc.
3000 West Blvd.
Kokomo, IN 46902
Ph. 765-459-9440
lisa@market-vibes.com
www.market-vibes.com
Lisa Pflueger

200+ sessions since 1994

We connect internal strategy to market inter-
ests and needs. Our qualitative research has
uncovered and refined new concepts, products
and markets for clients. We are passionate in
discovering what lies beyond surface-level
thinking via focus groups, in-depth interviews,
and online qualitative techniques. Industry
experiences - automotive, consumer durables,
electronics, financial services, home furniture,
home health care, office equipment/furniture,
telecommunications, etc. We’ve conducted
B2C (parents, teachers, students, employees,
etc.) and B2B research, domestically and
internationally.

Marketwise, Inc.
11422 S. Kingston Ave.
Tulsa, OK 74137
Ph.918-855-1178
janice@marketwiseinfo.com
www.marketwiseinfo.com
Janice Ruh

100+ sessions since 2001
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MarketWise, Inc.
831 E. Morehead St., Suite 150
Charlotte, NC 28202
Ph. 704-332-8433 or 800-849-5924
bkothe@marketwise-usa.com
www.marketwise-usa.com
Beverly B. Kothe

1500+ sessions since 1980

Markinetics Inc
A Great Reward Company
P.0. Box 132
Swanton, OH 43558
Ph. 419-344-5844
david.kaiser@markinetics.com
www.markinetics.com
Dr. Mike Weissbuch

5000+ sessions since 1982

Marquest Research
314 Orange St.
Beaufort, NC 28516
Ph. 252-728-4047
paul.rule@marquest.net
www.marquest.net
Paul Rule

60 sessions since 1984

Mar-Quest Research, Inc.
1315 Evamar Dr.
Midland, M1 48640
Ph. 989-631-3900
rhjennings@aol.com
Roger Jennings

2000 sessions since 1983

Mars Research
6365 N.W. 6th Way, Suite 150
Ft. Lauderdale, FL 33309
Ph.954-771-7725
joyceg@marsresearch.com
www.marsresearch.com
Ilana Drucker

350+ sessions since 2000

The Martec Group - Green Bay
1445 North Rd., Suite 1
Green Bay, WI 54313
Ph. 920-494-1812 or 888-811-5755
linda.segersin@martecgroup.com
www.martecgreenbay.com
Linda Segersin

60 sessions since 1999

Martin + Stowe, Inc.
P.0. Box 25391
San Mateo, CA 94402-5391
Ph. 650-342-8875
info@martin-stowe.com
www.martin-stowe.com
Marshall Stowe

1000+ sessions since 1991

www.quirks.com

Maryland Marketing Source, Inc.
9936 Liberty Road
Randallstown, MD 21133
Ph. 410-922-6600
bbridge@mdmarketingsource.com
www.mdmarketingsource.com
Michelle Finzel

50 sessions since 2004

Michelle is an enthusiastic moderator, eager
to expand and excited to travel to different
markets. She has experience conducting both
consumer and business-to-business focus
groups. Having received specialized moderat-
ing training from RIVA Training Institute,
Michelle has also earned both her MA and
BS in communication studies.

Michelle Massie Marketing, Inc.
1830 Chemin des Eaux Paisibles
L’Orignal, ON KOB 1KO
Canada
Ph. 416-482-0120
michelle@mmassie.com
www.mmassie.com
Michelle Massie

1658 sessions since 1983

Matousek & Associates, Inc.
(formerly Wisconsin Research, Inc.)
1270 Main St.
Green Bay, WI 54302
Ph. 920-436-4646
mvaden@matousekandassociates.com
www.matousekandassociates.com
Terri Matousek

2500 sessions since 1980

The Matrix Group, Inc.
501 Darby Creek Rd., #25
Lexington, KY 40509
Ph. 859-263-8177 or 800-558-6941
matre@tmgresearch.com
www.tmgresearch.com
Martha L. DeReamer

600 sessions since 1987

Matrix Research, Inc.
5639 N. Kolmar Ave.
Chicago, IL 60646
Ph.312-224-8492
info@matrixresearchrecruiting.com
www.matrixresearchrecruiting.com
Rohert Brown

2500+ sessions since 1995

Mature Marketing & Research
232 Cedarhurst Ave., Suite 27B
Cedarhurst, NY 11516
Ph. 516-569-5904
howard@mnrny.com
www.mnrny.com
Howard Willens

800 sessions since 1978

Marcia Mazanec Consulting
14385 N. Oldfield Rd.
Stillwater, MN 55082
Ph. 651-439-9439
mmazanec@aol.com
Marcia Mazanec

500+ sessions since 1990

MBC Research Center
270 Madison Ave., 18th Floor
New York, NY 10016
Ph.212-679-4100
info@mbcresearch.com
www.mbcresearch.com
Mary Baroutakis

1000+ sessions since 1990
Nancy Wong
Mila Plesser
Emma Cai

Mary Baroutakis is MBC’s lead moderator
for the general and Hispanic markets. Clients
have described Mary as “the best in the busi-
ness.”” In addition, MBC has over 20 other
moderators specializing in specific targets,
ethnic markets and industries. MBC works
throughout the U.S. and abroad. In New
York, we have our own brand new, state-of-
the-art facility with an interpreter’s booth for
in-language projects.

Search, select and sit back

The moderator directory on
quirks.com allows you to conduct
advanced searches to locate just the
right moderator for your project. Once
you’ve identified them, take a moment
to send them a quote request and then
watch the bids come rolling in.
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MEADOWLANDS CONSUMER CENTER INC.
The Plaza at the Meadows
100 Plaza Dr., 1st Floor
Secaucus, NJ 07094
Ph. 201-865-4900 or 800-998-4777
info@meadowcc.com
www.meadowcc.com
Andrea Schrager

2500+ sessions since 1984
Manny Schrager

2500+ sessions since 1985

Unlocking the inner voice of the

consumer ...takes innovative techniques, skill,
experience and keen attention to detail ... but
produces truly actionable results. MCC is a
dynamic qualitative research company that
customizes each study to unlock that inner
voice, using the right combination of focus
groups, IDI’s and ethnographic observations.
(See advertisement on opposite page)

Media-Screen
322 Cortland Ave.
San Francisco, CA 94110
Ph. 415-647-1007
info@media-screen.com
www.media-screen.com
Cate Riegner

100+ sessions since 1991

MedProbe Inc.
13911 Ridgedale Dr., Suite 400
Minneapolis, MN 55305
Ph. 952-540-0718
info@medproberesearch.com
www.medproberesearch.com
Asta Gersovitz, Pharm. D.

N/A sessions since 1986

MedQuest Facilities and Recruiting
850 W. Jackson Blvd., Suite 430
Chicago, IL 60607
Ph. 312-666-8863
info@medquest-chicago.com
www.medquest-chicago.com
Chris Lee

345 sessions since 1999

MEH Market Research
2340 N. 81st St.
Scottsdale, AZ 85257-2312
Ph. 480-946-0870
MarHamRes@cox.net
Marcia Hamilton

200+ sessions since 1990

The Mellman Group
1023 31st N.W., 5th Floor
Washington, DC 20007-3835
Ph. 202-625-0370
info@mellmangroup.com
www.mellmangroup.com
Michael Bloomfield

100+ sessions since 1999

MENESES
RESEARCH &

&3 Multicutural Marketing Research

ASSOCIATES

Meneses Research & Associates
1996 Frankfort St.
San Diego, CA 92110
Ph. 619-276-5335
info@menesesresearch.com
www.menesesresearch.com
Walter E. Meneses

500+ sessions since 1988

Walter Eduardo Meneses is a bilingual mod-
erator born in Lima, Peru. Moderating
groups, one-on-ones since 1975. Translation
and interpreting services available across the
United States and Latin America.

Message Science Inc.
336 Meadowlark Dr.
Ballston Spa, NY 12020
Ph. 518-258-7848
estark@messagescience.com
Wwww.messagescience.com
Dr. Evan Stark, Ph.D.

50+ sessions since 1997

Metro Research Ltd.
50 Westminister Br. Rd.
London SE1 7QY
United Kingdom
Ph. 44-870-241-2401 or 44-870-241-2431
jrix@metroresearch.com
www.metroresearch.com
Jeremy Rix
N/A sessions since 1995

Metroline Research Group, Inc.
7 Duke St. W., Suite 301
Kitchener, ON N2H 6N7
Canada
Ph. 800-827-0676 or 519-584-7700
info@metroline.ca
www.metroline.ca
Dave Kains
475 sessions since 1990

MG Business Research Solutions
Corcega 366 Principal 1
08037 Barcelona
Spain
Ph. 34-93-459-24-69
info@mgsolutions.es
www.mgsolutions.es
Anibal Marron Menendez

600+ sessions since 1995

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

2000+ sessions since 1984
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Mid-America Research
Administrative Offices
999 N. Elmhurst Rd., Suite 17
Mt. Prospect, IL 60056
Ph. 847-392-0800 or 847-870-6262
randhurst@midamr.com
www.midamr.com
Marshall Ottenfeld

4000+ sessions since 1962

Mid-America Research (Br.)
Randhurst Center
999 N. Elmhurst Rd., Suite 210
Mt. Prospect, IL 60056
Ph. 847-392-9770 or 847-392-0800
david@midamr.com
www.midamr.com
Dr. Donald Bernstein, Ph.D.

3700+ sessions since 1970

Midwest Marketing Research
108 N. Main St., Suite 720
South Bend, IN 46601-1617
Ph. 574-287-2700
acanola@skyenet.net
Alan L. Kniola

150 sessions since 2000

Millennium Research, Inc.
7493 W. 147th St., Suite 201
Apple Valley, MN 55124
Ph.952-431-6320 or 952-431-6764
jjohnson@millenniumresearchinc.com
www.millenniumresearchinc.com
Jan Johnson

500 sessions since 1994

Respondents tell us more than they knew they
had to say. Experts in new product concept
development, communications testing, product
positioning and segmentation research.
Specialists in hard-to-reach audiences, with
tele-group capabilities, executive in-depth
interviews, mini and full focus groups. Fast
turnaround, excellent insight, complete analy-
sis and reporting. Complete project capabili-
ties, international network.

MindSearch
272 Whipple Rd.
Tewksbury, MA 01876-3540
Ph. 978-640-9607
julie@mind-search.com
www.mind-search.com
Julie Shaylor

100+ sessions since 1990

Mindset Creative Planning, Inc.
39 Addington Ave.
Toronto, ON M2N 2L1
Canada
Ph. 416-590-0471
dbruce@mindsetcreative.com
www.mindsetcreative.com
Dennis Bruce

1800+ sessions since 1985

www.quirks.com
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Mindseye Consultative Services, LLC
19130 N.91st. St.
Scottsdale, AZ 85255
Ph. 480-563-8169
mindy@intothemindseye.com
www.intothemindseye.com
Mindy Miraglia

400 sessions since 1998

MindWave Research, Inc.
511 W. 7th St.
Austin, TX 78701
Ph. 512-469-7998
jhilland@mindwaveresearch.com
www.mindwaveresearch.com
Jonathan Hilland

800+ sessions since 1998

Minkus & Associates
100 Chetwynd Dr., Suite 200
Rosemont, PA 19010
Ph. 610-525-6769
kakmtwo@aol.com
www.brandcatalysts.com
Karen King

2000+ sessions since 1991

Minnesota Opinion Research
Three Paramount Plaza
7831 Glenroy Rd., Suite 450
Minneapolis, MN 55439
Ph. 952-835-3050
ron_mulder@moriresearch.com
www.moriresearch.com
Ronald Mulder

100+ sessions since 1982

Minter & Reid

550 S. Wadsworth Blvd., Suite 401
Denver, CO 80226

Ph. 303-904-0120
michael@minterandreid.com
www.minterandreid.com

Michael Reid

Mirador Research, LLC
10803 Wadsworth Rd., #110
Woodstock, MD 21163-1412
Ph. 410-313-8848
Miradore.research@comcast.net
Jenna Wexler

N/A sessions since 1994

Miriam Alexander Marketing Research
11129 Ophir Drive
Los Angeles, CA 90024
Ph. 310-472-9364
ma@miriamalexander.com
www.miriamalexander.com
Miriam Alexander

1000+ sessions since 1983

Miskovic Research & Consulting
522 Bonnie Brae
River Forest, IL 60305
Ph. 708-771-8969
dkmrescon@aol.com
Darlene K. Miskovic

5000+ sessions since 1978

MJD Qualitative Research
19 Taunton Court
Princeton Jct., NJ 08550
Ph. 609-799-3210
mjdiscui9@aol.com
Mary Jo DiSciullo

1500+ sessions since 1995

MLN Research Ltd.
10632 Tredwood Dr.
Raleigh, NC 27614
Ph. 919-870-8500
dnerz@mlnresearch.com
David Nerz

2000 sessions since 1988

Moder Research & Communications, Inc.
3105 Freeman St.
San Diego, CA 92106-1408
Ph. 619-523-2006
michael@moderresearch.com
www.moderresearch.com
Michael J. Moder

1000+ sessions since 1987

Moderator Solutions, LLC
13570 Grove Dr, #244
Maple Grove, MN 55311
Ph. 763-300-0104
projects@moderatorsolutions.com
www. Vloderatorsolutions.com
Gary Curtis

100+ sessions since 1990

Moderators Etc.
11 Rosearden Dr.
Orlando, FL 32803
Ph. 407-922-1164
arivera@moderatorsetc.com
Ana Riveria

2000 sessions since 1987

Moderators Etc. (Br.)
1915 Drexel Rd.
Greensboro, NC 27405
Ph. 336-691-8100
gwright@moderatorsetc.com
www.moderatorsetc.com
Gratia Grant Wright

3000 sessions since 1987

Molloy Marketing Services
8601 Castlebar Way
Montgomery Village, MD 20886
Ph. 301-926-4103
peggymolloy@comcast.net
Peggy Molloy

50 sessions since 1996

Momentum Market Intelligence
220 N.W. 2nd Ave., #600
Portland, OR 97209
Ph.503-241-9199 or 503-445-4839
david_lineweber@mointel.com
www.mointel.com
John Jessen

500+ sessions since 1982
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Monalco, Inc.
P.0. Box 427
Port Washington, WI 53074
Ph. 414-273-0180 or 877-666-2526
monalco@wi.rr.com
www.monalcoinc.com
Alan Balkema
25 sessions since 2001

Moore & Symons, Inc.

114 Sloan St.

Roswell, GA 30075

Ph. 404-266-8396

survey@mooresymons.com

WWW.mooresymons.com

Ginger Strong-Tidman
100+ sessions since 1977

Moore Research Services, Inc.
2675 West 12th St.
Erie, PA 16505
Ph. 814-835-4100
colleen@moore-research.com
www.moore-research.com
Colleen Mezler

150 sessions since 1990

Moosbrugger Marketing Research
Corporate Headquarters
632 N. Flagship Dr.
Salem, SC 29676
Ph. 888-354-5090 or 864-944-7700
mcmoos@charter.net
Mary C. Mooshrugger
2500 sessions since 1973

Alice Morgan Research
558 Glenmoore Dr.
Ann Arbor, MT 48103
Ph. 734-996-2744
amorganresearch@yahoo.com
Alice Morgan

150 sessions since 1996

(MP) MORPACE International, Inc.

Market Research and Consulting

MORPACE International, Inc.
Market Research and Consulting
31700 Middlebelt Rd.
Farmington Hills, MI 48334
Ph. 248-737-5300 or 800-878-7223
information@morpace.com
www.morpace.com
Jim Leiman

500+ sessions since 1986
Michael Dawkins

3000+ sessions since 1987
Donna Taglione

800+ sessions since 1989
Duncan Lawrence

600+ sessions since 1990
Tim Taylor

750+ sessions since 1990

Newly remodeled qualitative research facility
offers three focus group studios, large CLT
studio, one-on-one interviewing room, and
full-service kitchen with 220V outlets. A sep-
arate suite is fully-secured for total confiden-
tiality. Viewing rooms combine tiered seating
and writing tables with living-room comfort;

www.quirks.com
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floor-to-ceiling observation mirrors, wet bar,
refrigerator, and private office. Other features
include cable TV access, T-1 Internet connec-
tion, LCD data projectors, Perception
Analyzers, timecoding, remote audio/video
recording on VHS, DVD, or CD. Member
FocusVision, Active Group and GroupNet,
providing videoconferencing, videostreaming,
VideoMarker, and VIC CD. Recruiting through
our 150 CATI-equipped interviewing stations.
Respondent participation verified using
SIGMA VALIdATION.

Daniel Jay Morrison & Associates, Inc.
11 Maple Ave.
Demarest, NJ 07627
Ph. 201-784-8486
dan@djmconsult.com
www.djmconsult.com
Dan Morrison
2000+ sessions since 1980

Morrison & Morrison, Ltd.
116 Tanglewood Trail
Louisville, KY 40223
Ph. 502-426-9600
morrisonresearch@att.net
Richena Morrison

5000+ sessions since 1980

MOTIVACTION INTERNATIONAL
Research and Strategy
Postbus 15262
1001 MG Amsterdam
Netherlands
Ph. 31-20-589-83-83
moti@motivaction.nl
www.motivaction.nl
Pieter Paul Verheggen

500+ sessions since 1990

MotorBrains, Inc.
920 W. Sheridan Rd.
Chicago, IL 60613
Ph. 773-883-0884 or 773-467-1804
jmotorbrains@aol.com
www.motorbrains.com
Jim Fischer
1500 sessions since 1990

Mountain Insight, Inc.
8185A Summerset Dr.
Colorado Springs, CO 80920
Ph. 719-522-0323
info@mountaininsight.com
www.mountaininsight.com
Eulee Motz

1000+ sessions since 1984

MRCGroup Research Institute
dba MRCFocus
101 Convention Center Dr., Plaza 125
Las Vegas, NV 89109
Ph. 702-360-7700
research@mrcgroup.com
WWW.mrcgroup.com
Jim Medick

1500 sessions since 1990

MRK, Inc.
Mid City Mall
1250 Bardstown Rd.
Louisville, KY 40204
Ph. 502-458-4159
marylea@mrkresearch.com
www.mrkresearch.com
Mary Lea Quick

100+ sessions since 1995

Searching

for a

research
company?

Use our online directories at www.quirks.com
for instant access to information on thousands

of research firms.

QUIRK'S

Marketing Research Review

www.quirks.com
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MRSI (Marketing Research Services, Inc.)
720 East Pete Rose Way, Suite 200
Cincinnati, OH 45202
Ph. 513-579-1555 or 800-SAY-MRSI
info@mrsi.com
htt://www.mrsi.com
Miguel Martinez-Baco

1500 sessions since 1994

MRSI’s skilled Hispanic and general-market
moderators conduct research across the
United States through arrangements with
focus group facilities nationwide. We utilize a
variety of methodologies and specialized tech-
niques to gain insightful results. Experienced
in categories such as apparel, automotive,
B2B, beverage, consumer packaged goods,
electronics, financial services, food, insurance,
and telecommunications.

Mueller Market Insight
Grosse Elbstrasse 135
22767 Hamburg
Germany
Ph. 49-40-306888-0
mail@marketinsight.de
www.marketinsight.de
Frank Mueller

1000 sessions since 1985

Multi Reso
630 Sherbrooke W. Bur., #220
Montreal, PQ H3A 1E4
Canada
Ph. 514-285-6446
lemieux@multireso.com
www.multireso.com
Francois Gohier

1500 sessions since 1988

Multicultural Insights, Inc.

4130 Aurora St., Suite F

Coral Gables, FL 33146

Ph. 305-445-2211

svidal@multicultural-insights.com

www.multicultural-insights.com

Jacqueline Sanchez-Volny
100+ sessions since 1986

Multicultural Solutions, Inc.
22902 Adolph Ave.
Torrance, CA 90505
Ph. 310-378-2388
huafu@multicultural-solutions.com
www.multicultural-solutions.com
Huafu Jiang

500 sessions since 1993

Huafu Jiang is one of the most experienced
Asian moderators in the United States. He
started to moderate in 1993. He received for-
mal fundamental and advanced moderator
training at RIVA Moderator Training School
and took the marketing research course at
UCLA. He is a member of QRCA.

J.P. Murphy & Company

P.0. Box 150

Princeton, NJ 08542

Ph. 610-408-8800

jpmurphy@jpmurphy.com

www.jpmurphy.com

James P. Murphy, Ph.D.
1000+ sessions since 1980

Murphy Moderating, LLC
321 Stanaford Rd.
Winston-Salem, NC 27104
Ph. 336-765-8884
murphy3039@bellsouth.net
www.murphymoderating.com
Bernadette Murphy

12+ sessions since 2003

Murphy Research Services
4018 Zenith Ave. S.
Minneapolis, MN 55410
Ph. 612-871-2597
tgmurphy@qwest.com
Tom Murphy

500+ sessions since 1984

Muse Consulting, Inc.
3911 Merrill Ave.
Riverside, CA 92506
Ph. 951-784-6873 or 800-266-6873
musecnslt@aol.com
WWW.musesurveys.com
Laurie Maguire
200+ sessions since 1983

Music Test America
8119 W. Eastman Place, Suite 6-205
Denver, CO 80227
Ph. 303-763-4949
info@musictestamerica.com
www.musictestamerica.com
Matt Hudson

400+ sessions since 1993

MWM Marketing Research and Consulting
711 Nichols Road
Arlington Heights, IL 60004
Ph. 847-259-6096
maxine@mwmeresearch.com
www.mwmresearch.com
Maxine Marder

1000+ sessions since 1977

N2 Qualitative Marketing Research
119 Maclntyre Lane
Allendale, NJ 07401
Ph.201-934-0074
info@n2qualitative.com
www.n2qualitative.com
Nancy Norton

10000 sessions since 1980

NAHB Research Center
400 Prince George’s Blvd.
Upper Marlboro, MD 20774
Ph. 800-638-8556 or 301-430-6297
kflament@nahbrc.org
www.nahbrc.org
Kathy Flament
1000 sessions since 1989
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National Jury Project Midwest
126 N. 3rd. St., Suite 515
Minneapolis, MN 55401
Ph. 612-338-2244
smacpherson@njp.com
www.njp.com
Susan Macpherson

300+ sessions since 1976
Diane Wiley

300+ sessions since 1976

National Jury Project has conducted and
analyzed focus groups on all types of litiga-
tion for the past 30 years. Experience in all
50 states and we maintain national database
with three regional offices. Visit our Web site:
NJP.com for vitae and complete description
of services.

National Market Measures
Division of MarketVision Research
30405 Solon Rd.
Cleveland, OH 44139
Ph. 440-542-2453
jknaus@nmminc.com
www.nmminc.com
Kurt Steigerwald

300+ sessions since 1998

National Service Research
2601 Ridgmar Plaza, Suite 9
Fort Worth, TX 76116-2685
Ph. 817-731-3493
nsr@airmail.net
WWW.NSF.cC
Andrea Thomas

200+ sessions since 1987

Nelson Research, Inc.
427 Bedford Rd., Suite 210
Pleasantville, NY 10570
Ph.914-741-0301
ron@nelsonresearch.com
www.helsonresearch.com
Ronald G. Nelson

100+ sessions since 1970

New Directions Consulting, Inc.
27 Twin Pond Lane
White Plains, NY 10607
Ph.914-347-6672
jane@new-directions-inc.com
www.new-directions-inc.com
Jane Goldwasser

N/A sessions since 1969

New England Trial Consulting
86 Locust Street
Dover, NH 03820
Ph. 603-781-5839
juryhelp@metrocast.net
www.juryhelp.com
Diane Y. Levesque

100+ sessions since 1986

www.quirks.com
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New South Research
3000 Riverchase Galleria, Suite 630
Birmingham, AL 35244
Ph. 205-443-5350 or 800-289-7335
jjager@newsouthresearch.com
www.newsouthresearch.com
Jim Jager

1000+ sessions since 1997

Mr. Jager has a depth of experience in a wide
range of industries. His strength is the ability
to build a rapport with almost any audience
and then delve into the topic to provide
insight, depth and build to a level of under-
standing that aids in strategic decision mak-
ing.

New World Hispanic Research
2000 S. Dixie Highway, Suite 110
Miami, FL 33133
Ph. 305-860-0122
contact@nwhr.net
www.nwhr.net
Adrian Lechter Rey

900 sessions since 1992
Alida Lechter Botero

750 sessions since 1995

Qualitative and ethnographic studies using
innovative techniques. Specialized in the U.S.
Hispanic market. Connect naturally with
Hispanics from different origins and back-
grounds. Frequently moderate in Latin
America where we are continuously updated
in mindframes and trends. Some clients:
Chevrolet, Honda, Georgia-Pacific, JCPenney,
7Up, Hallmark, Subway, Citibank, Pillsbury,
Kraft, Discovery Channel, Sprint.

The Newlin-Taraschi Partnership
P.0. Box 630
Dedham, MA 02027
Ph. 781-467-1200 or 212-227-0220
bob@milestoneideas.com
www.milestoneideas.com
Bobh Taraschi

N/A sessions since 1980

The Newman Group, Ltd.
916 Jackling Dr.
Burlingame, CA 94010
Ph. 650-579-5590
newgrp@aol.com
www.newmangroupltd.com
Jan Newman

3000 sessions since 1977

Newman Marketing Research
135 Overlook Dr.
Media, PA 19063
Ph. 610-325-4337
info@newmanmarketingresearch.com
www.newmanmarketingresearch.com
Felicia Newman

1000+ sessions since 1992

www.quirks.com

Next Level Research
P.0. Box 888625
Atlanta, GA 30356
Ph. 770-609-5500
joel@NextLevelResearch.com
www. NextLevel Research.com
Joel Reish

2500+ sessions since 1984

Next Step Consulting
9307 21st Ave. N.W., Suite 444
Seattle, WA 98117-2708
Ph. 206-782-6002
2dave@nextstepconsult.com
www.nextstepconsult.com
Dave Kreimer

3000 sessions since 1996

Nichols Research / GroupNet Central
California
600 W. Shaw Ave., Suite 350
Fresno, CA 93704
Ph. 559-226-3100
info@nicholsresearch.com
www.hicholsresearch.com
Mimi Nichols

200+ sessions since 1998

Nichols Research / GroupNet Northern
California
2300 Clayton Rd., Suite 1370
Concord, CA 94520
Ph. 925-687-9755
info@nicholsresearch.com
www.hicholsresearch.com
Mimi Nichols

200+ sessions since 1998

Nichols Research / GroupNet Northern
California
333 W. EI Camino Real, Suite 270
Sunnyvale, CA 94087
Ph. 408-773-8200
info@nicholsresearch.com
www.hicholsresearch.com
Mimi Nichols

200+ sessions since 1998

Nichols Research / GroupNet Northern
California
39141 Civic Center Dr., Suite 425
Fremont, CA 94538
Ph. 510-794-2990
info@nicholsresearch.com
www.hicholsresearch.com
Mimi Nichols

200+ sessions since 1998

Nichols Research / GroupNet Northern
California
44 Montgomery St., Suite 1550
San Francisco, CA 94104
Ph. 415-986-0500
info@nicholsresearch.com
www.hicholsresearch.com
Mimi Nichols

200+ sessions since 1998
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Nick Marketing Research
3326 Glenhurst Ave. S.,
Minneapolis, MN 55416
Ph. 952-920-8812
maryheinznick@msn.com
Mary Nick

N/A sessions since 1990

Noble Insight, Inc.
525 Medlock Rd.
Decatur, GA 30030
Ph. 770-309-2395 or 770-239-1655
ladetra@nobleinsight.com
www.nobleinsight.com
La Detra White
200+ sessions since 2000

Noedel Marketing Research
8452 Hansen Rd. N.E.
Bainbridge Island, WA 98110
Ph. 206-842-0965
larrynoedel@msn.com
Larry Noedel

500+ sessions since 1965

Noetix Group
1625 Glen Valley
Irving, TX 75061-2311
Ph. 972-554-8898 or 817-395-3245
francesca@noetixgroup.com
www.hoetixgroup.com
Francesca Funk
1000+ sessions since 1994

Norris Consulting
17111 1e61st Ave. N.E.
Woodinville, WA 98072
Ph. 425-486-1924
peter@norrisconsulting.net
Peter Norris

1500+ sessions since 1985

North Coast Behavioral Research Group
(Wyse Research)
25 Prospect Ave. W., Suite 1700
Cleveland, OH 44115
Ph. 216-696-2424
cwargo@wyseadv.com
www.nchrg.com
Cindy Wargo
100+ sessions since 2000

The NorthMark Group
214 S. Main St.
Concord, NH 03301
Ph. 603-226-2260 or 800-639-7803
sthurston@northmarkgroup.com
www.northmarkgroup.com
Stephen Thurston
100+ sessions since 1986

The NorthStar Group
P.0. Box 720202
Oklahoma City, OK 73172
Ph. 405-590-8118
dan@nsgresearch.com
www.nsgresearch.com
Dan Lee

1400 sessions since 1992
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Northstar Medical Consultants, Inc.
12003 S. 89th Ct.
Palos Park, IL 60464
Ph. 708-704-4136
northstar-med@sbcglobal.net
Donna Higginbotham
1000+ sessions since 2002
Emily Basca
3000+ sessions since 1999
Kristin Webh
600 sessions since 2003

Northstar Medical consultants are profession-
als trained in over 30 therapeutic areas, and
have interacted with more than 25 physician
and health care specialties. Our moderators
are located throughout the USA, many have
international experience. We have an average
of 15 years of experience in the industry, and
will provide your with the detailed feedback
you need to develop strategic, competitive
marketing decisions.

Northstar Research Partners
One Penn Plaza, Suite 1932
New York, NY 10119
Ph. 212-986-4077 x225
jneuwirth@nsresearch-usa.com
www.nsresearch.com
Jim Neuwirth

350+ sessions since 1994

Northwest Research Associates
1208 W. 4th Street
New Richmond, WI 54017
Ph. 715-246-4668
nwresearch@aol.com
William Hannaford

50 sessions since 1980

Northwest Research Group, Inc.
225 N. 9th St., Suite 200
Boise, ID 83702
Ph.208-364-0171
byalch@nwrg.com
wWww.nwrg.com
Rebecca Elmore-Yalch

250 sessions since 1985

Novak Marketing Inc.
29 Brandon Dr.
Mt. Kisco, NY 10549
Ph.914-241-1900
greg@novakmarketing.com
www.novakmarketing.com
Greg Novak

150+ sessions since 1979

NRG Research Group
1380 - 1100 Melville St.
Vancouver, BC V6E 4A6
Canada
Ph. 604-681-0381 or 877-530-6184
nrg_van@nrgresearchgroup.com
www.nrgresearchgroup.com
Adam Di Paula
70 sessions since 2004

NRG Research Group
502 - 1300 8th St., S.W.
Calgary, ABT2R 1B2
Canada
Ph.403-209-4111
info@nrgresearchgroup.com
www.nrgresearchgroup.com
Brian E. Owen

300+ sessions since 1984

NRG Research Group
Suite 1910-360 Main St.
Winnipeg, MB R3C 3Z3
Canada
Ph. 204-989-8999 or 800-301-7655
nrg_wpg@nrgresearchgroup.com
www.nrgresearchgroup.com
Andrew Enns
N/A sessions since 2000

NSON Opinion Research
1009 Garrison Ave.
Teaneck, NJ 07666
Ph. 201-836-7486
mmrharris@aol.com
www.maturemarketing.com
Dr. Leslie M. Harris

100 sessions since 2001
Ronald T. Nielson

N/A sessions since 1992

Dr. Harris is the marketing specialist for the
40-plus market at NSON Opinion Research.
His prior experience includes managing part-
ner at Mature Marketing & Research. His
academic background was as a university pro-
fessor at Pace University, Fairleigh Dickinson
University and Adelphi College (Graduate
School).

NuStats
3006 Bee Caves Rd., Suite A300
Austin, TX 78746
Ph. 512-306-9065
jzmud@nustats.com
www.nustats.com
Carlos Arce, Ph.D.

1000+ sessions since 1975

Observant, LLC
800 South St., Suite 170
Waltham, MIA 02453
Ph. 781-642-0644
mfeehan@observant.biz
www.observant.biz
Mike Feehan, Ph.D.

100+ sessions since 1987

0’Connor Research

2A Kingsbury Dr.

Medfield, MA 02052

Ph. 508-359-4452

mediapa@aol.com

Barbara Duperreault 0’Connor
1350 sessions since 1996

Stanford H. Odesky and Associates
6833 Ridgewood Trail
Toledo, OH 43617
Ph. 419-841-5923
SHOA37@aol.com
Stan Odesky

50+ sessions since 1990
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Oklahoma Market Research
4900 N. Portland Ave., Suite 150
Oklahoma City, OK 73112
Ph. 405-525-3412
mail@datanet-research.com
Clyde Nitta

1000 sessions since 1990

M.Q. Olsen Marketing Research
180 Grandview Ave.
Glen Ellyn, IL 60137-5812
Ph. 630-469-4420
maqolsen@aol.com
Maureen Quinn Olsen

3000 sessions since 1979

0’Neil Associates, Inc.
412 E. Southern Ave.
Tempe, AZ 85282
Ph. 888-967-4441 or 480-967-4441
oneil@oneilresearch.com
www.oneilresearch.com
Michael J. 0’Neil, Ph.D.
1000+ sessions since 1980

0’Neil Marketing Insights
8 Bridge Lane
Edina, MN 55424
Ph. 952-239-6817
pattymoneil@aol.com
Patty 0’Neil

100 sessions since 1987

Opinion Research Associates
1501 N. University, Suite 769
Little Rock, AR 72207
Ph.501-663-2414
oakleafs@aol.com
Ernest Oakleaf, Ph.D.

100+ sessions since 1997

Opinion Research of California
PO Box 7149
Big Bear Lake, CA 92315
Ph. 909-730-4625
wtreadwell@openpoll.com
www.openpoll.com
Bill Treadwell, Ph.D.

30+ sessions since 1985

Opinion Research Taiwan
Minsheng East Road, Section 2, #149, 11F
Taipei
Taiwan
Ph. 886-2-2509-6438
kevinmeyer@ort.com.tw
www.opinionresearchtaiwan.com
Daphne Hsieh

150 sessions since 2003

Opinion Studies
784 Greystone Place
San Luis Obispo, CA 93401
Ph. 805-549-0367
rletters@opinionstudies.com
www.opinionstudies.com
Rohyn Letters

1500 sessions since 1970

www.quirks.com
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The Opinion Suites
7202 Glen Forest Dr., Suite 204
Richmond, VA 23226
Ph. 804-484-4800
ddisher@opinionsuites.com
www.opinionsuites.com
Dave Disher

350 sessions since 1999

OPINIONation

4301 Ridge Rd.
Cleveland, OH 44144

Ph. 216-351-4644
ron@opinionation.com
www.opinionation.com
Ron Kornokovich

600 sessions since 1975

Oppenheim Research
1640 Metropolitan Circle
Tallahassee, FL 32308
Ph. 850-201-0480
aro@oppenheimresearch.com
www.oppenheimresearch.com
Anneliese Oppenheim

75+ sessions since 1990

Opus Moderandi
Viktor Maier-Str. 8
63768 Hosbach
Germany
Ph. 49-0-6021-581-2741
clientservice@opus-moderandi.com
www.opus-moderandi.com
Dr. Christian Rossnagel
520 sessions since 2000

Orman Guidance Research®, Inc.
5001 W. American Blvd, Suite 715
Bloomington, MN 55437-1106
Ph. 800-605-7313 or 952-831-4911
rsundin@ormanguidance.com
www.ormanguidance.com
Rosemary Sundin

460 sessions since 1990

Orsino Marketing Research
2902 Calle Grande Vista
San Clemente, CA 92672
Ph. 949-201-5320
donorsino@orsino.net
www.orsino.net
Don Orsino

6000 sessions since 1970

Otivo, Inc.
1168 Folsom St., #102
San Francisco, CA 94103
Ph. 415-626-2604 or 415-626-9939
Iwaldal@otivo.com
www.otivo.com
Leanne Waldal
1800 sessions since 1996
Elizabeth McLachlan
1500 sessions since 1998

Founded in 1997, OTIVO is a business-to-
business services company that provides QA
testing, accessibility audits, usability testing
and usability research for Web sites, software,
prototypes, Web-based applications, handheld
devices, gaming devices, and other high-tech
gadgets and applications.

www.quirks.com

0TX (Online Testing Exchange)
10567 Jefferson Blvd.
Culver City, CA 90232
Ph.310-736-3412
kgoetz@otxresearch.com
www.otxresearch.com
Kevin Goetz

2500+ sessions since 1988

Outside In Strategies, Inc.
1641 3rd Ave., Suite 15A
New York, NY 10128
Ph. 212-828-8899
katie@outsideinstrategies.com
www.outsideinstrategies.com
Katie Sweeney

1000+ sessions since 2000

Outsmart Marketing
2840 Xenwood Ave.
Minneapolis, MN 55416
Ph. 952-924-0053
ptuch@aol.com
Paul Tuchman

2000+ sessions since 1990

Since 1990, full-service qualitative consulting
and moderating. Broad experience across cat-
egories, segments, demographics. Concepts,
positioning, product, packaging, advertising,
clear, concise, readable reports, seamless, sin-
gle point of contact.

P & L Research, Inc.
8622 E. Grand Ave.
Denver, CO 80237-2921
Ph. 303-770-1589 or 303-941-9605
philip.plres@att.net
www.plresearch.net
Philip Jolas
N/A sessions since 1984

MBA with 25 years of client and supplier side
experience doing B2B research (both focus
groups and executive interviews) with auto-
motive, financial, construction, small business,
distributors, etc. Gain subtle findings using my
in-depth business knowledge and appropriate
projective techniques for new products, com-
petition, usability testing, voice of the cus-
tomer, etc.

Palma Companies
2310 Ponderosa Dr., Suite 2
Camarillo, CA 93010
Ph. 805-484-9090
tpalma@palmaco.com
www.palmaco.com
Terri Palma

1000+ sessions since 1978

Pan Atlantic SMS Group
5 Milk St.
Portland, ME 04101
Ph. 207-774-6738 or 207-871-8622
pmurphy@panatlanticsmsgroup.com
www.panatlanticsmsgroup.com
Patrick 0. Murphy

1000+ sessions since 1985

Panel Opinions
27 Demar Rd.
Lexington, MIA 02420-1315
Ph.781-229-6226
doyle@panelopinions.com
www.panelopinions.com
Eileen Doyle

100+ sessions since 1992

Paragon Research LLC
1950 Composite Dr.
Mail Stop We
Dayton, OH 45420-1475
Ph. 937-294-9004
wlewis@paragonresearchlic.com
William F. Lewis, Ph.D.
52 sessions since 1980

Parker Marketing Research, LLC
5405 DuPont Circle
Cincinnati, OH 45150
Ph.513-707-5708
tnapier@parkerresearch.com
www.parkerresearch.com
Todd Napier

1000+ sessions since 1995

Passenger & Shipping Institute
7734 S.W. 146th Court
Miami, FL 33183
Ph. 305-385-1542
mktscope@bellsouth.net
J.J. Lewis

330 sessions since 1976

Patricia M. Kirmayer Qualitative Market

Research
116 Fairfield Beach Rd.
Fairfield, CT 06824
Ph. 203-259-6403 or 203-209-8806
patkrm@aol.com
Patricia M. Kirmayer
2500+ sessions since 1975

PeopleTalk
20 Parson’s Hill Road
Wenham, MA 01984
Ph.978-927-2610
allison@peopletalkresearch.com
www.peopletalkresearch.com
Allison Cohen

2000+ sessions since 1992

Perception Research Services, Inc.
One Executive Drive
Fort Lee, NJ 07024
Ph. 201-346-1600
info@prsresearch.com
www.prsresearch.com
Joseph Schurtz

1000+ sessions since 1990

Perceptions...and Realities®, Inc.
70 W. Red Oak Lane
White Plains, NY 10604
Ph. 914-697-4949
inquire@perceptionsrealities.com
Mike Bass

200 sessions since 1993
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RCE:
MARKET RESEARCH
Perceptive Market Research, Inc.
3615 S.W. 13th St., Suite 6
Gainesville, FL 32608-3540
Ph. 800-749-6760 ext. 4012 or 352-336-
6760
surveys@pmrresearch.com
Www.pmrresearch.com
Elaine M. Lyons, Ph.D.
300+ sessions since 1980

Perceptive Market Research (PMR) has a
new professional focus group facility covering
Gainesville/Ocala/North Central Florida and
has a staff of female and male moderators
(bilingual and multicultural) that can travel.
Focus groups can also be arranged, set-up,
recruited, coordinated, monitored and moder-
ated anywhere in the U.S. in areas (set-up
professionally with closed-circuit TV for on-
site observation, and beaming of groups to
off-site computers). Additional services
include note taking, transcriptions, audio tap-
ing, video (VCR tape or DVD) and transla-
tions into English from any language. Check
Web site (www.pmrresearch.com) for online
quote request form and immediate response.

Percy & Company Research
7384 Highland Rd., Suite A
Baton Rouge, LA 70808
Ph. 225-346-0115
info@percyandcompany.com
www.percyandcompany.com
Adrian E. Percy

275 sessions since 1982

PereaSearch
450 Edge Hill Dr.
Canyon Lake, TX 78133
Ph. 830-899-4108
Patricia Perea
1000+ sessions since 1992

Performance Focus
P.0. Box 2613
Boca Raton, FL 33427-2613
Ph. 561-638-4565 or 561-573-8317
bocafocus@aol.com
www.performancefocus.com
Judith Levy
100+ sessions since 1989

Personal Opinion, Inc.
999 Breckenridge Lane
Louisville, KY 40207
Ph. 502-899-2400
rdavis@personalopinion.org
www.personalopinion.org
Rehecca Davis

100 sessions since 1994

The Petrullo Consultants
9817 Countryshire Pl.
St. Louis, MO 63141-7913
Ph. 314-991-2264
jpconsultants@aol.com
JoAnn Petrullo

2500+ sessions since 1986

PharmaNexus, Inc.
5 Ridge Dr.
Montville, NJ 07045-9469
Ph. 862-812-0698 or 973-334-3223
tobias|@optonline.net
www.pharmanexus.net
Lawrence D.Tobias
500 sessions since 1997

Phoenix Marketing International
Travel, Leisure and Entertainment Research
Group
100 Davidson Ave., Suite 108
Somerset, NJ 08873
Ph. 732-563-8503
scott.ludwigsen@phoenixmi.com
www.phoenixmi.com/travel
Scott Ludwigsen

1500+ sessions since 1988

Phoenix Opinion Center
8024 N. 24th Ave., Suite 304
Phoenix, AZ 85021
Ph. 602-242-4242
michael@responseresearch.com
Michael Engelhart

1000+ sessions since 1985

Pioneer Marketing Research
3323 Chamblee - Dunwoody Rd.
Atlanta, GA 30341
Ph.770-455-0114
btyner@pioneer.bz
www.pioneer.bz
Charles L. Montgomery, Ph.D.
500+ sessions since 1980

A&

PLANET LATINGO

Planet Latino Market Intelligence, Inc.
2020 N.E. 135th St., Suite 806
North Miami, FL 33181
Ph. 305-940-0930
latinoplanet@aol.com
www.marketplanetlatino.com
Horacio Segal
2400 sessions since 1994

At Planet Latino Market Intelligence, all we
do is qualitative research; listening and learn-
ing from consumers face to face, while sur-
passing cultural barriers. We have years of
experience conducting focus groups, one-on-
one interviews, and ethnographic studies with
consumers of all ages and various ethnic
backgrounds. We are bilingual and bicultural
moderators with experience in all categories,
industries and markets, specializing in the
Hispanic experience in the U.S. and Latin
America, as well as the general market. At
Planet Latino Market Intelligence, Inc., we
offer strategic consulting, delivering action-
able results from multicultural insights.
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Plunkett Communications, Inc.
525 Brunswick Ave., Suite 101
Toronto, ON M5R 2Z6
Canada
Ph.416-971-7455
pci@plunkettinc.com
www.plunkettinc.com
Marion Plunkett

3000+ sessions since 1989
Natasha Schleich

50 sessions since 2004

PCI is a full-service marketing research bou-
tique offering qualitative/ethnographic and
quantitative research solutions for its clients
in Canada, the U.S., and Europe. PCI is also
part of The Network (www.thenetworkthink-
ing.com), an alliance of senior international
research professionals who provide a global
perspective through well-crafted qualitative
research and commentary on topics of inter-
est.

PM Market Research LLC
202 Brookwood Dr.
Hortonville, WI 54944
Ph. 920-779-0083
pam.mullock@pmmarketresearch.com
www.pmmarketresearch.com
Pam Mullock
60 sessions since 2001

Pope Qualitative Research, Inc.
2407 W. 21st St.
Minneapolis, MN 55405
Ph. 612-623-7972
louise@poperesearch.com
www.poperesearch.com
Louise 0. Pope

3000+ sessions since 1980

The Portnoy Group
P.0. Box 1005
Windermere, FL 34786
Ph. 407-876-7900
info@theportnoygroup.com
www.theportnoygroup.com
Eli Portnoy

300+ sessions since 1993

We’re brand strategists first, researchers sec-
ond. We conduct focus groups, one-on-ones
and executive interviews with an eye towards
understanding the impact on a brand beyond
the research assignment itself. Our expertise
generates a richer, more holistic understand-
ing of consumer and employee perceptions
and attitudes than traditional methods.

Power Marketing
1935 Pauline Blvd., Suite 200
Ann Arbor, MT 48103
Ph.734-741-1134
contact@getmarketingpower.com
www.getmarketingpower.com
Debra Power

75+ sessions since 1999

www.quirks.com
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practica

Practica Group, LLC
207 E. Ohio, #370
Chicago, IL 60611
Ph. 219-922-9560
rdenny@practicagroup.com
www.practicagroup.com
Rita Denny, Ph.D.

2500 sessions since 1990
Ed Bovich, Ph.D.

3000 sessions since 1990
Patti Sunderland, Ph.D.

1200 sessions since 1990
George Hunt, Ph.D.

2000 sessions since 1997
Mike Donovan, Ph.D.

1000 sessions since 1997

Every project is custom designed to meet
your business/research needs. Our specialties
include branding and communications, anthro-
pology, cultural analysis and ethnography,
technology markets, business-to-business/exec-
utive interviewing, worldwide research, corpo-
rate culture, semiotic analysis. Our methods
include: small to full-sized groups, ethnogra-
phies, in-person and phone interviews. Direct
interviewing and projective techniques, home-
work assignments, tape diaries, observation
and Web-assisted interviews. Quick, high qual-
ity reports, including custom edited video

reports, as needed.

Practical Imagination-Enterprises”
- =

Practical Imagination Enterprises
18 Losey Road
Ringoes, NJ 08551
Ph.908-237-2246
laurie@practical-imagination.com
www.practical-imagination.com
Laurie Tema-Lyn

1700+ sessions since 1986

Laurie Tema-Lyn, founder of Practical
Imagination Enterprises, helps clients create
consumer-compelling “ideas with muscle, wing
and heart.”® She has twenty-five years’ expe-
rience designing and applying innovative tools
to grapple with tough business challenges and
uncover breakthrough opportunities. Laurie
and her colleagues guide client/consumer
teams on qualitative explorations to develop
robust consumer insights, product ideas and
strategies in diverse industries including:
foods, financial services, consumer products,
pharmaceuticals, and others.

Pragmatic Research, Inc.
200 S. Hanley, Suite 420
St. Louis, MO 63105
Ph. 314-863-2800
ph@pragmatic-research.com
www.pragmatic-research.com
Chris Sinnard

10 sessions since 2004
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Pranses Research Services
730 Park Ave.
Hoboken, NJ 07030-4006
Ph.201-659-2475
terry@pransesresearch.com
www.pranseresearch.com
Terrence J. Pranses

400 sessions since 1992

Bringing over 25 years of marketing and com-
munications insights. Our custom programs
include focus groups, in-depth interviews and
quantitative surveys. Primary areas of
involvement: B2B (manufacturing and servic-
es), food and beverage, health care institu-
tions, non-profits (fundraising and member-
ship). We apply research within the larger
cycle of product development, positioning and
communications.

Primary | Insights®
Incorporale

Primary Insights, Inc.
650 Warrenville Rd., Suite 301
Lisle, IL 60532
Ph. 630-963-8700
info@primaryinsights.com
www.primaryinsights.com
Elaine Parkerson

4000 sessions since 1985
Linda Binder

3400 sessions since 1989
Patt Karubus

2000 sessions since 1996
Trish Lenahan

40 sessions since 2004

Primary Insights®, Inc. specializes in qualita-
tive marketing research connecting clients
and consumers face-to-face, eye-to-eye, heart-
to-heart. Our directConnect Focus Groups™
dissolve the mirror so you interact with con-
sumers in person. Your experiences in these
facilitated sessions yield true understanding of
consumers’ needs that builds clarity and con-
fidence - giving you a competitive edge within
your organization and in the marketplace.
Accelerate decision-making and eliminate
unnecessary research. You’ll know what your
consumers want because you truly know your
consumers.

Prince Market Research
200 31st Ave. N., Suite 200
Nashville, TN 37203
Ph. 615-292-4860 or 800-788-7728
kstone@P M Research.com
www. P MResearch.com
Dan Prince
500 sessions since 1989

Probe Market Research, Inc.
122 East 42nd St., Suite 1004
New York, NY 10168
Ph. 212-922-9777
lynette@probemarketresearch.com
www.probemarketresearch.com
Lynette Eberhart

200 sessions since 2001
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Product Acceptance & Research (PAR)
9845 Hedden Rd.
Evansville, IN 47725-8905
Ph. 812-867-8600
michael.lloyd@par-research.com
www.par-research.com
Forrest A. (Woody) Youngs

375 sessions since 1980

Product Evaluations, Inc.
19 S. La Grange Rd., Suite 200
La Grange, IL 60525
Ph. 708-482-7750
customercare@productevaluations.com
www.productevaluations.com
Sara Tucker
125 sessions since 1998

Profile Marketing Research, Inc.
4020 S. 57th Ave., Suite 101
Lake Worth, FL 33463
Ph. 561-965-8300
profile@profile-mktg-res.com
www.profile-mktg-res.com
Judy Hoffman

1000+ sessions since 1983
Bari Weinhausen

100+ sessions since 1995

Full-service. Qualitative focus groups, ethno-
graphic studies and quantitative survey
research (phone, personal interviews, mail,
online surveys, panels). Consumer and busi-
ness-to-business segments. Local, regional,
national, international. Hands-on approach,
emphasis on quality.

Project Essentials, Inc.
P.0. Box 25938
Colorado Springs, CO 80936
Ph.719-651-7731 or 719-684-9257
lizahaight@aol.com
Patty Vaughan

1000+ sessions since 1982

Project X New York
36 Hamilton Ave, Suite 6J
Staten Island, NY 10301
Ph. 212-217-0596
lizdipilli@earthlink.net
Elizabeth DiPilli

1500 sessions since 1991

PRYBYL Group, Inc.
2349 N. Lafayette St., Suite 1200
Arlington Heights, IL 60004-2905
Ph. 708-751-0576
mjrichards@aol.com
Marilyn Richards

3000+ sessions since 1982

PS:Research!
100 S. Sunrise Way, Suite 448
Palm Springs, CA 92262
Ph. 888-400-7344
info@ps-research.com
www.ps-research.com
Kirk Bridgman

500+ sessions since 1991
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PSD Marketing Services
10226 Democracy Lane
Potomac, MD 20854
Ph. 301-365-2308
psdmarketingservices@comcast.net
Phyllis Dreyfuss

200 sessions since 1996

PSY:COM
Gebeschusstt, 41
Frankfurt, Hessen
Germany
Ph. 49-69-133-78-170
pw@psycom.biz
www.psycom.biz
Peter W. Wrobel
2000 sessions since 1990

@ & A Research, Inc.
64 Digital Dr.
Novato, CA 94949
Ph. 415-883-1188
focusinfo@qgar.com
www.gar.com
Warren Pino

220 sessions since 1990
Charlotte Jensen

40 sessions since 1999
Diana Layseca

40 sessions since 1999
Emily Tobler

20 sessions since 2005

Q & A Research has several moderators avail-
able to assist you: male and female, and of
different ages and ethnicities. Our collective
experience is across a broad array of indus-
tries including, but not limited to: health care,
insurance, financial services, foods, and video
gaming. Our Hispanic Perspectives division is
proud to have one of the top bilingual moder-
ators in the country.

@ Research Solutions, Inc.
3548 Route 9 S., 2nd FI.
Old Bridge, NJ 08857
Ph. 908-735-4850 or 732-952-0001
lisab@whoisg.com
www.gresearchsolutions.com
Lisa Christina Beck
100+ sessions since 2002

Q Solutions
Soluciones Cualitativas, S.C.
Homero 1425 - Desp. 901Y 902
Mexico City, DF 11510
Vlexico
Ph. 52-55-5395-6050
elerek@solucionesg.com.mx
www.gsolutions.com.mx
Ellen Lerek

3600 sessions since 1993

@2 Market Research
484 Franklin Circle
Yardley, PA 19067
Ph. 215-750-0802
Q2CC@verizon.net
Carole Couzens

800 sessions since 1985

Q@2 Marketing Research, LLC
621 Wooster Pike
Terrace Park, OH 45174
Ph. 513-576-1892
q2@g2mr.com
WWW.g2mr.com
Bruce Ferguson
1000+ sessions since 1992

Qessential Medical Market Research, LLC
24 Front Street
Exeter, NH 03833
Ph. 800-932-4249 or 603-775-9200
phil@gmmr.net
www.gmmr.net
Philip Dean
250 sessions since 1997

Q@Mark Research & Polling
American Savings Bank Tower, 19th
1001 Bishop St.
Honolulu, HI 96813
Ph. 808-524-5194 or 808-544-3020
bankersmit@starrtech.com
www.starrseigle.com
Barbara Ankersmit

1000+ sessions since 1972

Q@Mark Research & Polling (Br.)
626 Pale San Vitores Road
Royal Orchid Hotel-Suite 4A
Tamuning 96913
Guam
Ph. 671-649-7629 or 671-649-7231
blee@starrtech.com
www.starrseigle.com/guam
Bonnie Lee

50 sessions since 1999

QRC Inc.
10940 Wishire Blvd., #1600
Los Angeles, CA 90024
Ph. 310-443-4187
lisa@qrconline.com
www.qgrconline.com
Lisa Gray

100+ sessions since 1985

QSA Research & Strategy
4920 John Ticer Dr.
Alexandria, VA 22304
Ph.703-567-7655
bquarles@qsaresearch.com
www.qgsaresearch.com
Rebecca Quarles, Ph.D.
1000+ sessions since 1982
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QUALCORE O

ONLINE & OFFLINE
QUALITATIVE RESEARCH EXPERTS

QualCore.com Inc.
17 Washburn Ave. S.
Minneapolis, MN 55405
Ph. 612-377-3439
jeff.walkowski@qualcore.com
www.qualcore.com
Jeff Walkowski

1500+ sessions since 1989

Seasoned research consultant. Enjoys all
qualitative research methods: in-person,
phone, and online ... IDIs and groups. Offers
creative yet practical research designs and
flexible reporting options. Pioneer and recog-
nized expert in the use of online qualitative
methods. Trains traditional moderators to
adapt their skills to the online environment.
Member QRCA, MRA, and AMA.

QualiData Research Inc.
170 Garfield PI., Suite 250
Brooklyn, NY 11215-2106
Ph.917-705-5252 or 718-499-4690
sharon@qualidataresearch.com
www.qualidataresearch.com
Sharon Wolf

1000+ sessions since 1990

The Qualis Company
4540 McPherson
St. Louis, MO 63108-2103
Ph. 314-367-0696
qualis@swbell.net
www.kqualis.com
Joseph A Koerner

800+ sessions since 1980

Qualitative & Quantitative Research
3056-D Via Serena South
Laguna Woods, CA 92637
Ph. 800-646-4041 or 949-770-2900
hggandgres@aol.com
www.hypnosisfocusgroups.com
Hal Goldberg

1000+ sessions since 1963

The Qualitative Difference Inc
757 Owl Court
Louisville, CO 80027-2732
Ph. 303-448-9100
info@qualitativedifference.com
www.qualitativedifference.com
Daniel Oromaner

1000 sessions since 1982

Qualitative Insights
15060 Ventura Blvd., Suite 125
Sherman Oaks, CA 91403
Ph. 818-988-5411
lginiewicz@q-insights.com
www.g-insights.com
Linda Giniewicz

100 sessions since 1998
(See advertisement on opposite page)
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Qualitative Intelligence
16011 4th St. E.
Redington Beach, FL 33708
Ph.727-393-7991
gitina@verizon.net
www.qualitativeintelligence.com
Tina Brogdon

500+ sessions since 1992

Qualitative Research Services
12531 Cottage Hill Dr. N.
Jacksonville, FL 32225
Ph.904-220-0746
elaine@qualitativeresearchservices.com
www.qualitativeresearchservices.com
Elaine K. Anwander

300+ sessions since 1990

Qualitative Solutions, Inc.
Soluciones Cualitativas, S.C.
Homero 1425 Desp. 901Y 902
Mexico City, DF 11510
Vlexico
Ph. 52-55-5395-6050 or 52-55-5395-8838
elerek@solucionesg.com.mx
www.solucionesg.com.mx
Ellen Lerek
3600 sessions since 1993

QualiVision, Inc.
1415 W. Roscoe, Suite 2
Chicago, IL 60657
Ph. 773-330-8675
nicole@qualivisioninc.com
Nicole Ferrin Cox

150+ sessions since 2002

Qual-Train
Moderator Training
106 Alameda Ave.
Toronto, ON M6C 3W7
Canada
Ph. 416-654-6453
qual-train@sympatico.ca
www.qual-train.com
Sally Preiner

4000+ sessions since 1969

Quesst Qualitative Research
425 Washington Blvd., PH2-02
Jersey City, NJ 07310
Ph. 201-222-6760
casey@caseysweet.com
www.focusgroupsonline.net
Casey Sweet

1500+ sessions since 1993

RT S Marketing & Research Services
1 Union Square W., Suite 511
New York, NY 10003
Ph.917-606-0740
srhodes@rts-research.com
Stephen Rhodes

1000+ sessions since 1985

Rabid Research & Strategic Planning
160 Oak St., Suite G-1
Glastonbury, CT 06033
Ph. 860-657-9827
fetch@rabidresearch.com
www.rabidresearch.com
Lili Rodriguez

2000 sessions since 1985

Radley Resources, Inc.
1600 Parker Ave., Suite 22B
Fort Lee, NJ 07024
Ph. 212-750-3366
azimmerman@nj.rr.com
www.radleyresources.com
Alan Zimmerman

1000+ sessions since 1982

Rand Research Corporation
77 Elm Ridge Dr.

Toronto, ON M6B 1A2
Canada

Ph. 416-250-9616 ext.1
lee@randresesearch.ca
www.randresearch.ca

Lee Rand

Emanuel Rappaport & Associates
12529 Avenida Tineo
San Diego, CA 92128-3139
Ph. 858-673-7558
papamanny@san.rr.com
Emanuel Rappaport

1060 sessions since 1956

gy
o
(®)
=
wn
)
=
o
=

=)
=
(®)
Q
D
-
jab)
ﬁ
(®)
-

Rapsessions, Inc.
1558 Country Lane
Deerfield, IL 60015
Ph. 847-914-0250 or 847-714-0260
info@rapsessionsinc.com
WWW.rapsessionsinc.com
Gail Rapoport
3000 sessions since 1984

Rated One of the World’s BEST
Facilities in the 2004 Edition of the
Impulse Survey of Focus Facilities.

‘Redefining “Quality.”

« 25 Station On-Site Phone Room to Ensure HIGH
Quality Recruiting

* Energetic, Dedicated and Experienced Staff

« (omfortable, State-of-the-Art Focus

Group Suites * Unsurpassed Commitment to Quality

* Custom National Data Base with Full Time * Convenient Los Angeles Location

Data Base Engineer

Qualitative Insights
f__ __-“
To discover how our experience and technology will work best for you,
please call Linda Giniewicz ot 818.988.5411
LGiniewicz@g-insights.com

Qualitative Insights is conveniently located 18 miles from Los Angeles
and only 10 miles from Burbank Airport.

15060 Ventura Boulevard, Suite 125  Sherman Oaks, CA 91403  www.g-insights.com
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RDA Group
450 Enterprise Court
Bloomfield Hills, MT 48302
Ph. 248-332-5000
nthakkar@rdagroup.com
www.rdagroup.com
Sanford Stallard

3000 sessions since 1982

REALeResearch
1639 16th St.
Oakland, CA 94607
Ph. 510-832-6484
susan@realeresearch.com
www.realeresearch.com
Susan Reale

1000+ sessions since 1985

Redmond Browne Research
225 Crossroads Blvd., Suite 225
Carmel, CA 93923
Ph. 831-659-5515
sbrowne@redmondbrowne.com
www.redmondbrowne.com
Sarah Browne

1000+ sessions since 1984

Reilly Group
15 Old Beach Rd.
Newport, RI 02840
Ph. 401-841-8889
sreilly@reillygroup.com
www.reillygroup.com
Sheila Reilly
1000+ sessions since 1995

Reiman 0’Donnell Limited
William Blake House
8 Marshall St.
London W1F 7EJ
United Kingdom
Ph. 44-20-7434-3442
reimanodonnell@yahoo.com
Tom 0’Donnell

1200 sessions since 1986

The Research & Planning Group
1750 S. Brentwood Blvd., Suite 306
St. Louis, MO 63144
Ph. 314-962-0083
David Rich

2000 sessions since 1981

Research & Polling, Inc.
5140 San Francisco Rd. N.E.
Albuquerque, NVl 87109
Ph. 505-821-5454
rpmail@rpinc.com
www.rpinc.com
Marie Mound

1000 sessions since 1991

Research Boston Corp.
24 Smith St.
Newburyport, MA 01950
Ph. 978-225-8030
info@researchboston.com
www.researchboston.com
Paul Teplitz

30 sessions since 1988

Research by Design
4121 Wolf Berry Court
Lake Oswego, OR 97035
Ph. 503-675-8113
jjohnson@research-by-design.com
www.research-by-design.com
Julie M. Johnson

100+ sessions since 1985

Research Consulting Group, LLC
416 Landon Drive
Nashville, TN 37220
Ph. 615-469-7429
greg.fuson@comcast.net
www.researchconsultinggroup.com
Greg Fuson

200 sessions since 2001

Research Data Services, Inc.
405 N. Reo St., Suite 100
Tampa, FL 33609
Ph. 813-254-2975
wijklages@klagesgroup.com
www.klagesgroup.com
Claire Klages

500 sessions since 1987

The Research Department
220 E. 73rd St., Suite 7D
New York, NY 10021
Ph. 212-717-6087
alexabsmith@earthlink.net
Alexa Smith

3000 sessions since 1978

The Research Edge, LLC
1821 University Ave. W., Suite N177
St. Paul, MN 55104
Ph. 651-644-6006
info@theresearchedge.com
www.theresearchedge.com
Cheryl Powers

N/A sessions since 1993

Research Explorers, Inc.
1111 New Trier Court
Wilmette, IL 60091
Ph. 847-853-0237
lisa@researchexplorers.com
www.researchexplorers.com
Lisa Gaines McDonald
1000+ sessions since 1994
Ryan Gaines McDonald
10 sessions since 2006

Research Explorers™ conducts qualitative
research (focus groups, in-depth interviews,
ethnographies) that revives, redefines or repo-
sitions products, services or communication.
Lisa McDonald has over 25 years of research,
marketing and strategic planning experience
working on the African-American, women and
teen markets: consumer goods, durables,
health care, automotive and social issues.

Research For Management, Inc.
1138 Collegeville Rd
P.0. Box 375
Skippack Village, PA 19474
Ph. 610-213-9569
resdmgmt@aol.com
Www.jamespartner.us
James Partner

1000+ sessions since 1990
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The Research Group
300 W. Pratt St., Suite 250
Baltimore, MD 21201
Ph. 410-332-0400
bg@obaltimore.com
www.the-research-group.com
Barbara Gassaway

1000+ sessions since 1986

RIVA Certified Master Moderator.
Consulting, study design, moderating, report ,
presentation and strategy implementation.

P
Iel the research house
N\

the research house
7430 Old Mill Road
Bloomfield, MI 48301
Ph. 248-341-3805
frances@theresearchhouse.com
www.theresearchhouse.com
frances hammond

500+ sessions since 2003

With a background in economics and sociolo-
gy and 20 years of industry experience,
frances is well qualified to provide thought
leadership for businesses: creative framing;
strong presentations; focused discussions;
research that generates new and relevant
insight; reports that bring findings to life.
Trained as a moderator by The Burke
Institute, frances holds a Ph.D. from UCLA.
She has extensive experience with brands and
on social and public policy issues, lifestyle
choices and decision tools.

Research In Marketing, Inc.
124 Glenwood
Winnetka, IL 60093
Ph. 847-433-8383
ruthcampbell@riminc.com
Ruth Campbell

700+ sessions since 1970

Research Inc.
211 Century Dr., Suite 102-D
Greenville, SC 29607
Ph. 864-232-2314 or 770-619-9837 (Hq.)
info@researchincorporated.com
www.researchincorporated.com
Debbie McNamara
100 sessions since 1995

Research Inc.
3050 Royal Blvd., S., Suite 120
Alpharetta, GA 30022
Ph. 770-619-9837
info@researchincorporated.com
www.researchincorporated.com
Debhie McNamara

100 sessions since 1995
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Research International
222 Merchandise Mart Plaza, Suite 275
Chicago, IL 60654-1003
Ph. 312-787-4060
marketingusa@research-int.com
www.research-int.com
Marla Commons

1000+ sessions since 1999

Research International is the world leader in
custom market research services. We work as
partners to help clients gain a better under-
standing of consumers and customers, solve
problems, and develop knowledge to create
successful brands and businesses. Experts in
research into all aspects of market strategy,
innovation and branding, from consumer and
market analysis to idea generation, concept
development and concept testing, brand equi-
ty, brand positioning, and customer satisfac-
tion. We listen to more people in more places
than any other agency and we are also the
only agency to offer a complete innovation
journey from insight and ideation to testing
and monitoring.

(See advertisement on p. 95)

Research International Canada
789 Don Mills Rd., Suite 614
Toronto, ON M3C 1T5
Canada
Ph. 416-467-7101
solutions@research-int.com
www.research-int.com
Jim King

100+ sessions since 1975
(See advertisement on p. 95)

Research Plus, Inc.
18-2 E. Dundee Rd., Suite 101
Barrington, IL 60010
Ph. 847-381-5655
cahplus@aol.com
www.researchplusinc.com
Carolyn Heimbach

400+ sessions since 1989

Research Solutions Ltd.
P.0. Box 82081
Highland Park
Auckland
New Zealand
Ph. 64-9-538-0500
jon@resolutions.co.nz
www.researchsolutions.co.nz
Jonathan Dodd

1000+ sessions since

Research Solutions, Inc.
13720 Acreview Dr.
Brookfield, WI 53005
Ph. 262-790-6737
karen@research-solutions.net
www.research-solutions.net
Karen Munson

300+ sessions since 1997

www.quirks.com

Research Strategies, Inc.
P.0. Box 190666
Mobile, AL 36619-0666
Ph. 251-660-2910 or 504-522-2115
rsincorp@bellsouth.net
Gene Talbott
200+ sessions since 1986

Research Strategy Group Inc.
250 Bloor St. E., Suite 1530
Toronto, ON M4W 1E6
Canada
Ph. 416-928-0678
lizjaye@rsginc.net
Www.rsginc.ca
Liz Jaye

1000+ sessions since 1995

Research Technika, LLC
1350 Beverly Rd., Suite 115-143
McLean, VA 22101
Ph. 703-485-9480
rchander@researchtechnika.com
www.researchtechnika.com
Renuka Chander

1000+ sessions since 1965

Research Technologies, LLC
813 Whittier Rd.
Derby Line, VT 05830-9009
Ph. 802-895-4803 or 866-784-4803
lesterg@research-tech.com
www.research-tech.com
Lester Greenberg
200 sessions since 2000

The Results Network, Inc.
(Susquehanna Surveys Field & Focus Div.)
5321D Jaycee Ave.
Harrisburg, PA 17112
Ph. 717-526-4601 or 800-465-3128
lori@theresultsnetwork.com
www.theresultsnetwork.com
Lori T. Aulenbach

475 sessions since 1993

Reyes Research
1013 Colina Vista
Ventura, CA 93003
Ph. 805-278-1444
arvind@reyesresearch.com
www.reyesresearch.com
Richard Barth

30 sessions since 1995

Rickman Research & Communications
2403 Hayden Dr.
Silver Spring, MD 20902
Ph. 301-649-7073
Irickman@Icomcast.net
Leonard Rickman

1000 sessions since 1991
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Rieger Research Inc.
885 Rosecrans St.
San Diego, CA 92106-3014
Ph. 619-225-0030
Icrieger@riegerresearch.com
Liliana C. Rieger

3500 sessions since 1992

Rife Market Research, Inc.
1111 Parkcentre Blvd., Suite 111
Miami, FL 33169
Ph. 305-620-4244
lesley@rifemarketresearch.com
www.rifemarketresearch.com
Mary Rife

220 sessions since 1957

Right Hand Research
13 Autumn Rd.
Medway, MA 02053
Ph. 508-533-9186
suanne@speakeasy.net
Suanne Zakarin

100 sessions since 1998

Rigney & Associates
2795 Clay St.
San Francisco, CA 94115-1711
Ph. 415-771-9357
jrigney@rigneyassoc.com
www.rigneyassoc.com
John Rigney

1000+ sessions since 1974

Riley Research Associates
9900 S.W. Wilshire, Suite 250
Portland, OR 97225
Ph.503-222-4179 or 877-527-4179
quirks@rileyresearch.com
www.rileyresearch.com
Mike Riley

500+ sessions since 1980

Rincon & Associates
6500 Greenville Ave., Suite 510
Dallas, TX 75206
Ph.214-750-0102
info@rinconassoc.com
WWW.Finconassoc.com
Dr. Edward T. Rincon

800 sessions since 1984

Sally Ringo Research
75 14th St., Unit 4820
Atlanta, GA 30309
Ph. 706-865-0705 or 404-660-4049
saringo@mindspring.com
Sally Ringo
1500 sessions since 1982
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From yout Consumes. Bulll for your Brand's Suctess
The Rite Concept
36 Coventry Lane
Avon, CT 06001
Ph. 860-675-5522
martha@theriteconcept.com
www.theriteconcept.com
Martha Guidry

2500 sessions since 1997

Stop wasting money on “‘bad” concepts! Get
your concept development right the first time.
Strategic business thinking, purposeful
ideation, and insight mining from you target
audience will reflect the voice of your con-
sumer. We train your team to write winning
concepts with a proven framework. Martha, a
Harvard MBA, serves on the QRCA board of
directors, has been a featured speaker at con-
ferences/chapter meetings, and has published
on various qualitative research and concept
development topics.

RIVA Market Research
Qualitative Research Services
1700 Rockville Pike, Suite 260
Rockville, MD 20852
Ph. 301-770-6456
Research@RIVAinc.com
www.RIVAinc.com
Naomi R. Henderson

5000 sessions since 1978
(See advertisement on p. 67)

RIVA Training Institute
1700 Rockville Pike, Suite 260
Rockville, MD 20852
Ph. 301-770-6456 ext. 106
Training@RIVAinc.com
www.RIVAinc.com
Naomi Henderson

5000 sessions since 1978
(See advertisement on p. 67)

RJ Research
6948 Eagle Ridge Rd.
Penngrove, CA 94951
Ph. 707-795-3780
rjir@sonic.net
www.sonic.net/rjresearch
Boh Pellegrini

2000+ sessions since 1981

RKM Research and Communications, Inc.
1039 Islington Sr.
Portsmouth, NH 03801
Ph. 603-433-3982
kmyers@rkm-research.com
www.rkm-research.com
R. Kelly Myers

100 sessions since 1994

RMS Communications and Research Inc.
12229 Crewe St.
North Hollywood, CA 91605
Ph. 818-503-7721
rmsqual@earthlink.net
Rhonda Scott
650 sessions since 1992

Specializing in qualitative research, Rhonda
Scott has moderated, coordinated and man-
aged general, multi-ethnic, and African-
American marketing research projects from
inception to final presentation. A highly
respected focus group moderator, Rhonda has
worked with topics ranging from communica-
tions and product concept testing to health
care to public policy issues.

Roadmap Market Research
3200 Greenfield Rd., Suite 280
Dearborn, M1 48120
Ph.313-203-7179
info@roadmapresearch.com
www.roadmapresearch.com
Pam Cooper

N/A sessions since 1998
Jill Cicero

N/A sessions since 2005
Jeannee Kirkaldy

N/A sessions since 2005
Greg Pawlowski

N/A sessions since 2006

Full-service research. RIVA-trained modera-
tors. We specialize in hard-to-recruit respon-
dents. Excellent report-writing capabilities.

Roberts & Kay, Inc.
250 Campsie Place
Lexington, KY 40508
Ph. 859-231-8308
rona@robertsandkay.com
www.robertsandkay.com
Rona Roberts

189 sessions since 1985

Roberts Communications
111 Barbie Court
Austin, TX 78734
Ph.512-261-9520
dave@robertsresearch.com
www.robertsresearch.com
Dave Roberts, Ph.D.

3000+ sessions since 1979

Rohinson Research
P.0. Box 6425
Spokane, WA 99217
Ph. 509-489-4361
mail@robinson-research.com
www.robinson-research.com
Bill Robinson

N/A sessions since 1979
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Roller Marketing Research
P.0. Drawer 2436
Gloucester, VA 23061
Ph. 804-693-3208
rmr@rollerresearch.com
www.rollerresearch.com
Margaret R. Roller

1800 sessions since 1976

Ms. Roller’s 30 years of professional inter-
viewing, focused attention to each study, and
graduate training in psychological methods
are at the core of RMR. The emphasis is on
client-researcher interaction leading to mean-
ingful design, skilled execution, in-depth
analysis, and actionable results. No junior
researchers, no ghost writers. U.S. and inter-
national.

Rosenthal Qualitative Research
2945 38th St. N.W.
Washington, DC 20016
Ph. 202-333-0855
RosenQual@earthlink.net
Barbara Rosenthal

5000+ sessions since 1978

Elissa Rosenthal
Marketing Research and Strategy Consultant
19 Winchester St., Suite 901
Brookline, MA 02446
Ph. 617-734-1129
erosent900@aol.com
Elissa Rosenthal
200 sessions since 1985

Jay L. Roth & Associates, Inc. (Br.)
57 Ira Rd., #382
Syosset, NY 11791-2504
Ph.516-921-3311
jay@jlrothassoc.com
www.jlrothassoc.com
Jay Roth

500+ sessions since 1996

Round Table Research BV
Herengracht 122
1015 BT Amsterdam
Netherlands
Ph. 31-20-626-2813
hugo@roundtable-research.nl
www.roundtable-research.nl
Hugo van Veen

500+ sessions since 1997

RPM Consulting
(Retail Profit Management)
17130 Devonshire St., Suite 205
Northridge, CA 91325
Ph. 818-831-7607
slackow@rpmconsulting.com
www.rpmconsulting.com
Steve Lackow

1000+ sessions since 1980

www.quirks.com
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research(@sisinternational.com ® www.sisinternational.com

& I REsEARCH

INTERNATIONAL

Tel: 212.505.6805 e Fax: 212.505.2742

Save travel expenses with a video conference for your next important meeting!

Experience
in:

* Medical

 Pharmaceutical/
Biotech

* B2B

* Consumer

* Financial

e Industrial/
Automottve

e Telecom/IT

* C-Level
Interviews

* Reporting &
Analysis

FocusVision available at both facilities!!

7 East 20th Street,
New York, NY 10003

11 East 22nd Street,
New York, NY 10010

Simultaneous
Translation in:

* French

* German

* Jtalian

* Spanish

* Chinese

* Japanese & more

Moderation
in:
* English
* Spanish

=

. 2
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RQ - Ricerche Qualitative

Piazza Cola Di Rienzo, 80

00192 Rome

Italy

Ph. 39-6-360-94-61

rq@rqresearchgroup.it

www.rgresearchgroup.it

Ms. Federica Santucci
1000 sessions since 1996

RS Richmark Research Services
39 S. LaSalle, 5th Floor
Chicago, IL 60603
Ph. 312-368-0800
dkerndt@richmark.com
www.richmark.com
Dick Kerndt

150 sessions since 1999

RULLI RESEARCH, LLC
6815 Beechlands Dr.
Cincinnati, OH 45237
Ph.513-396-6139
jrulli@cinci.rr.com
James P. Rulli

1000+ sessions since 1990

Russell Marketing Research, Inc.
1775 Broadway, Suite 630
New York, NY 10019
Ph.212-246-4343
alan.russell@russellresearch.com
www.russellresearch.com
Eric Hunter

600 sessions since 1991

SFI,Ltd.
80 Sequoia
Deerfield, IL 60015
Ph. 847-374-0108
ECHARDELL@sfi-research.com
Emily Chardell

1000 sessions since 1990

S I S International Research, Inc.
Worldwide Headquarters
7 East 20th St., 4th Floor
New York, NY 10003
Ph. 212-505-6805
research@sisinternational.com
www.sisinternational.com
Ruth Stanat

3500 sessions since 1984
Leigh Benatar

2000 sessions since 1990
Sam Perkins

1800 sessions since 1998

Ruth Stanat, president and CEOQ, SIS
International Research, is one of the most
experienced moderators in the world. She
moderates medical and pharmaceutical, B2B,
consumer and industrial and technical groups.
SIS International is building a staff of five
experienced moderators who have trained
under Ruth Stanat.

(See advertisement on p. 153)

Sabena
QUALITATIVE RESEARCH SERVICES

Sahena Qualitative Research Services
11 Bradley St.
Westport, CT 06880
Ph. 203-454-1225
psabena@qual.com
www.qual.com
Patricia Sabena
7500 sessions since 1965
Nicole Sahena Feagin
600 sessions since 2000

We gather and interpret strategic insights
from physicians, executives, patients and con-
sumers. Our methods include focus groups,
IDI’s, teledepths, and online bulletin boards.
We have pioneered qualitative research tech-
niques involving insight mining, psychograph-
ics, joint-decision making, contemporizing
brand equity, archetype storytelling, psy-
chodrawings, perceptual mapping, team col-
lage and category management. Pat teaches
qualitative research workshops worldwide.
Nicole and Pat are leading speakers at ESO-
MAR, PMRG and QRCA conferences. Pat is
past president of QRCA (1995-1998).

¥ Sachsinsights

Sachs Insights
200 Varick St., Suite 500
New York, NY 10014
Ph. 212-924-1600 ext. 105
rminer@sachsinsights.com
www.sachsinsights.com
Tammy Sachs

100+ sessions since 1987
Paris Patton

100+ sessions since 1999
Todd Toler

100+ sessions since 2003
Jeff Freedman

100+ sessions since 2003
Jessica Jaffe
Vincent Goldberg

An industry leader in ethnography, usability
and creative engagement groups, Sachs
Insights custom designs studies to engage
your target audience in the process of discov-
ery. We present clear findings and actionable
recommendations in compelling video presen-
tations to energize key stakeholders. We serve
a client base that spans an eclectic mix of
verticals (automotive, food, fashion, finance,

health, media, entertainment and technology).
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Sandia Market Research
2201 San Pedro N.E., Bldg. 1, Suite 230
Albuguerque, NM 87110
Ph. 800-950-4148 or 505-883-5512
laurie@nmia.com
www.sandiamarketresearch.com
Ed Bergo

110 sessions since 1980

Sando and Associates
2122 California St. N.W., Suite 353
Washington, DC 20008
Ph. 202-232-7801
rsando@sando-associates.com
www.sando-associates.com
Ruth Sando

100+ sessions since 2003

Ruth Sando, Ph.D., of Sando and Associates,
specializes in ethnography (in-home and in-
depth interviews) and focus groups for a wide
variety of clients across many industries, par-
ticularly financial services. Dr. Sando has a
Ph.D. in anthropology, and is a member of the
AMA, QRCA and the Society for Applied
Anthropology.

Saperstein Associates, Inc.

4555 N. High St.

Columbus, OH 43214

Ph. 614-261-0065

dwolfe@sapersteinassociates.com

www.sapersteinassociates.com

Martin D. Saperstein, Ph.D.
2000+ sessions since 1980

Saurage Research, Inc.
5090 Richmond Ave., #144
Houston, TX 77056
Ph. 800-828-2943
info@SaurageResearch.com
www.Saurage Research.com
Susan Saurage-Altenloh
1272 sessions since 1987

Susan Saurage-Altenloh’s 20+ years of
research experience includes facilitating more
than 1,100 focus groups and conducting hun-
dreds of in-depth interviews. Her firm,
Saurage Research Inc., has won several
national and regional awards for its creative
research approaches. Her diverse experience
includes advertising, health care,
industrial/manufacturing, B2B, C-level execu-
tives and sensitive issues.

www.quirks.com
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SCHNELLER
= UALITATIVE

Paul Schneller Qualitative LLC
300 Bleecker St.
New York, NY 10014
Ph. 212-675-1631
Paul Schneller
1000+ sessions since 1992

Full range of qualitative techniques to deliver
actionable insights. Formats: focus groups,
IDI’s, real people testimonials. Segments: B-
to-B, consumers, medical professionals.
Strategic objectives: new product develop-
ment and exploratories, need GAP analysis,
idea generation, concept screening, position-
ing, packaging, naming, storyboard develop-
ment, ad communications (print and broad-
cast), branding, equity. Topics: medications
(Rx and OTC), HBA products, image-driven
fragrances/cosmetics, household products, vet-
erinary, pet care, travel, communications
(phone, Web sites, multimedia,) foods/bever-
ages/confection, restaurants, industrial sup-
plies, flooring, corporate image, and more.

Scholl Market Research, Inc.
816 Pulaski Dr.
Lansdale, PA 19446
Ph. 610-584-0521
richard@universalpartners.com
www.universalpartners.com
Richard Scholl

N/A sessions since 1989

Schorr Creative Solutions, Inc.
4738 Noble Ave.
Sherman Oaks, CA 91403
Ph. 818-981-6972 or 818-515-5087
doug@schorrsolutions.com
www.schorrsolutions.com
Doug Schorr

1000 sessions since 1998

Schroeter Research Services
158 Lyons Plains Rd.
Weston, CT 06883
Ph. 203-226-3750
Meta L. Schroeter
1000+ sessions since 1984

Schulman, Ronca & Bucuvalas, Inc.
7431 College Pkwy.
Fort Myers, FL 33907
Ph. 239-278-4044
c.jackson@srbi.com
www.srbi.com
Carla Jackson
300+ sessions since 1995

Founded in 1981 and noted for its research
quality, SRBI conducts custom qualitative
research projects for clients in a variety of
industries. We also have 370 CATI stations
for quantitative research. Offices in New York,
New Jersey, Maryland, Florida, West Virginia,
Georgia, Kentucky, Tennessee, and Arizona.

www.quirks.com
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SCHWARTZ
CONSULTING PARTNERS, INC
Schwartz Consulting Partners, Inc.
Laurel Oaks
5027 W. Laurel St.
Tampa, FL 33607
Ph. 813-207-0332
rod@schwartzresearch.com
www.scpmarketresearch.com
Rodney Kayton
560 sessions since 1998
Rob Iles
2000 sessions since 1991
Shirley Marte
400 sessions since 1995

Schwartz Consulting Partners, Inc., is target-
ing change and setting a higher standard for
what you expect from your research partner.
We understand your changing needs require
higher levels of insight, accountability and
innovation. Schwartz Consulting Partners,
Inc., possesses a unique combination of mar-
ket research expertise and technical prowess
to meet your changing needs. Over 30 years of
experience and the ability to recognize and
implement change has positioned Schwartz
Consulting Partners Inc., as a trusted
research firm. Our objective is to provide real
value, justifying your research investment.
With this, we deliver insights, solutions and
tools to turn your business challenges into
opportunities. Building upon our foundation of
superior service, innovative techniques, quality
execution, and unparalleled honesty and
integrity, Schwartz Consulting Partners, Inc.,
continuously evolves our research capabilities
and the value provided to meet our clients’
needs.

Seal Rock Research
3755 Balboa St., Suite 201
San Francisco, CA 94121-2628
Ph. 415-666-3060
info@sealrock.com
www.sealrock.com
Julie Burns

1500+ sessions since 1994

James M. Sears Associates
207-07 Conner
Chapel Hill, NC 27574
Ph. 201-921-2996
jsears01@airimbamail.com
James M. Sears

25 sessions since 1986

SEEK, Inc.
503 W. 6th St.
Covington, KY 41011
Ph.513-521-111 or 513-290-5197
info@seekresearch.com
www.seekresearch.com
Jackie Lake

300 sessions since 1988
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Seiler Associates

225 E.57th St.

New York, NY 10022

Ph. 212-753-0018

mnseiler@aol.com

Marilyn Seiler, Ph.D.
1000 sessions since 1985

Selya Associates
306 Spruce Rd.
Flourtown, PA 19031
Ph.215-836-2312 or 215-233-3055
Paul S. Selya

350+ sessions since 1985

Sensus Research, Inc.
Suite 400 - 220 Cambie St.
Vancouver, BC V6B 2M0
Canada
Ph. 866-878-7839
info@sensusresearch.com
www.sensusresearch.com
Peter Reek

15+ sessions since 2003

Seratti Group
172 Dorchester Way
San Francisco, CA 94127
Ph. 415-681-5802
karen@serattigroup.com
www.serattigroup.com
Karen Seratti, Ph.D.

100+ sessions since 1995

Irwin P Sharpe & Associates
50 Greenwood Ave.
West Orange, NJ 07052
Ph.973-731-7800
info@sharpeassociates.com
www.sharpeassociates.com
Irwin P Sharpe

100 sessions since 1985
Peter A. Sharpe

120 sessions since 1985

Moderating for industrial, business-to-busi-
ness (B2B) and high-tech products and serv-
ices - including new product, services and ad
evaluations, customer satisfaction and corpo-
rate image studies. Clients include manufac-
turing, commercial, financial, R & D and serv-
ice organizations, professional and industry
associations, universities, advertising and PR
agencies.

Shaw Marketing Partners
1033 Third Ave. S.W., Suite 103
Carmel, IN 46032
Ph. 317-818-0400
ron@shawmarketing.com
www.shawmarketing.com
Ron Shaw

1700 sessions since 1991

Shen Research Organization
3 Melrose St.
Boston, MA 02116
Ph. 617-426-8382
BowTy@aol.com
Ty Shen

500 sessions since 1975
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ShowlIntell Trade Show & Conference
Research
5232 Forest Brook Parkway
Marietta, GA 30068
Ph. 770-642-2223
markm@showintell.com
www.showintell.com
Mark Michelson

2000+ sessions since 1984

Shugoll

RESEARCH

Shugoll Research - GroupNet DC
7475 Wisconsin Ave., Suite 200
Bethesda, MD 20814
Ph. 301-656-0310
mshugoll@ShugollResearch.com
www.ShugollResearch.com
Merrill Shugoll

2000 sessions since 1977
Mark Shugoll

1000 sessions since 1990
Nanci Banks

2000 sessions since 1980
Amy 0’Connell

2000 sessions since 1985
Stephanie Rafail

500 sessions since 2000

Shugoll Research is a national full-service
market research firm founded in 1957. It is
ranked as one of the top 100 U.S. market
research firms (by Advertising Age). The com-
pany provides study design services, qualita-
tive research recruiting, moderating, analysis
and report writing services. Our qualitative
research division includes five on-staff, profes-
sional moderators who are nationally-known
focus group moderators. We operate state-of-
the-art focus group facilities at our Bethesda,
Maryland headquarters.

(See advertisement on p. 17)

Sierra Market Research
(A Square.One Company)
800 E. 18th Ave., Suite 103
Denver, CO 80218
Ph. 702-333-2910
hashercs@yahoo.com
www.squarel-inc.com
Carl Bergemann

770 sessions since 1988

SIGMA: Research Management Group
2651 Observatory Ave.
Cincinnati, OH 45208
Ph. 513-979-2160
info@sigmaresearch.com
www.sigmaresearch.com
Foster Winter

2000+ sessions since 1981
Thom Mariner

600 sessions since 1991

Celebrating our 25th anniversary, Sigma
brings a breadth of cross-industry experience
to each qualitative project. Based in
Cincinnati we serve clients locally as well as
internationally. In addition to innovative “‘face
to face” techniques, Sigma has unique expert-
ise in the use of online qualitative methodolo-

gies, having entered the field in 1998. We
maintain affiliations with QRCA, MRA and
AMA.

SIL Group
413 N.E.Third St.
Delray Beach, FL 33483
Ph. 561-526-3200
sil@silgroup.net
www.silgroup.net
Timm Sweeney

1000 sessions since 1983

Silver Strategies
853 Coalport
St. Louis, MO 63141-6040
Ph. 314-469-2117
bobs@silver-strategies.net
www.silver-strategies.net
Robert M. Silver

1000 sessions since 1978

Diane Sims Page
1732 Knox Ave. S.
Minneapolis, MN 55403
Ph. 612-377-4048
www.leapfrogassociates.com
Diane Sims Page

N/A sessions since 1975

Sion Research Assoc. Inc.
7019 Trask Ave
Playa Del Rey, CA 90293
Ph. 310-827-8656
cherie@sionresearch.com
www.sionresearch.com
Cherie Sion

1000+ sessions since 1978

Small Insights, Inc.
35 S. Salem Ave.
Arlington Heights, IL 60005
Ph. 847-253-8195
small_insights@msn.com
Liz Small

1000+ sessions since 1992

Small Planet Research
P.0. Box 638
Goldens Bridge, NY 10526
Ph.914-232-8732
spresearch@optonline.net
Lowell Drutman

1000 sessions since 1983

Smarty Pants®

14 Dove Tree Lane
Jonesborough, TN 37659
Ph. 203-847-5766
info@asksmartypants.com
www.asksmartypants.com
Natalie Pauls

Smith Market Research
200 S. Hanover
Lexington, KY 40502
Ph. 859-269-9224
[tsmith77@insightbb.com
Larry Smith

150+ sessions since 1987

156 | Quirk’s Marketing Research Review | May 2007

Smith-Dahmer Associates
116 N. State St.
St. Joseph, M1 49085
Ph. 369-982-3753
sda@smithdahmer.com
Joan Smith

500 sessions since 1991

Snell Associates, Inc.
5601 Inverness Ave.
Santa Rosa, CA 95404
Ph. 707-585-6333
snell@pacbell.net
Joyce Snell
1000+ sessions since 1982

SNG Research Corporation
6301 Bandel Rd. N.W., Suite 101
Rochester, MN 55901
Ph. 507-285-1026
hhess@sngresearch.com
www.sngresearch.com
Holly Hess

50 sessions since 1998

Solomon Solutions
100 Warren St., #1201
Jersey City, NJ 07302
Ph. 201-434-0404
marybeth@solomon-solutions.com
www.solomon-solutions.com
Mary Beth Solomon

1600+ sessions since 1994

Experienced qualitative research consultant.
Solomon Solutions is a market research busi-
ness offering online and in-person services.
Full-service provider of over 1,600 focus
groups and one-on-one interviews since 1994,
helping companies understand customer
behavior, brand preferences, and technology
adoption. Methods include focus groups, in-
depth interviews, online and ethnography
research, and usability. Specialize in business
professionals and consumers of all ages.

SOM, inc.
2136, Sainte-Foy Rd., #200
Ste.-Foy, PQ G1V 1R8
Canada
Ph. 418-687-8025
jgauvin@som.ca
www.som.ca
Vincent Bouchard

250 sessions since 1995

Sophisticated Market Research
10 Hilltop Dr.
North Salem, NY 10560
Ph. 914-669-6705
alan@sophisticatedmarketresearch.com
www.sophisticatedmarketresearch.com
Alan Kornheiser

100+ sessions since 1990

Southeast Research, Inc.
P.0. Box 241271
Montgomery, AL 36124
Ph. 334-260-9124 or 800-546-2969
info@southeastresearch.com
www.southeastresearch.com
Jerry Ingram
155 sessions since 1975

www.quirks.com
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Southern Solutions
10608 Flickenger Lane, Suite 102
Knoxville, TN 37922
Ph. 865-392-5047 or 866-764-7342
jhill@southernsolutionstn.com
www.southernsolutionstn.com
Jenny Hill

100+ sessions since 1979

Make those important decisions based on
clear, concise customer input. 25+ years of
experience in all phases of research.

Southwest Planning & Marketing
3600 Cerrillos Rd., Suite 107
Santa Fe, NM 87507
Ph. 505-989-8500 or 800-989-9275
info@swpm.biz
www.swpm.biz
Bruce Poster
400 sessions since 1989

Sovereign Marketing Research
205 Fresh Ponds Rd.
East Brunswick, NY 08816
Ph. 732-951-0229
db@sovereignmarketing.com
www.sovereignmarketing.com
Douglas Brautigam

100+ sessions since 1986

James Spanier Research
120 E. 75th St.
New York, NY 10021
Ph.212-472-3766
paninfo@ix.netcom.com
Jim Spanier

1000+ sessions since 1981

Spaulding & Associates
30724 Mainmast Dr.
Agoura Hills, CA 91304
Ph. 818-540-2950
greg@marketing-methodology.com
www.marketing-
methodology.com/biography.html
Greg Spaulding

975 sessions since 1995

Spectrum Research
5000 Boardwalk, #602
Ventor City, NJ 08406-2918
Ph. 609-822-0056
Peter@SpectrumResearch.com
Peter Mokover

1500 sessions since 1982

We specialize in custom qualitative research
for telecommunications, high-tech, computers,
Internet/online, cable and media. We pride
ourselves in well-designed and -executed
research studies that help our clients maxi-
mize the value to their investment.

Spectrum Solutions Inc.
d/b/a DataProbe International, Inc.
4848 Lemmon Ave, Suite 100-519
Dallas, TX 75219
Ph. 972-929-0494
info@dprobe.com
www.dprobe.com
Lynn Dagar

600 sessions since 1989

www.quirks.com

Spier Research Group
1 Lookout Circle
Larchmont, NY 10538
Ph. 914-834-3972
spierres@aol.com
Daisy Spier

1800 sessions since 1988

Spradley & Associates, Inc.

11267 Lodgeview Court

Cincinnati, OH 45240-2207

Ph. 513-851-8806

Dehorah R. Spradley
2000+ sessions since 1990

.‘ipringbnnrd Marketing

Springhoard Marketing Research &
Consulting

848 Radcliffe Ave.

Pacific Palisades, CA 90272

Ph. 310-454-6842
joyceng.springboard@verizon.net
www.springboardmr.com

Joyce Ng

1000 sessions since 1990

Springboard was established in 1990 by
Joyce Ng (pronounced “Ing”), a qualitative
research specialist. Joyce previously worked in
marketing and product development for
Quaker Oats, Mattel, and Reebok
International. In addition to conducting gen-
eral market studies spanning many industries
(see Web site), Joyce has a special interest in
education, health and fitness, public policy,
and other not-for-profit endeavors. Joyce has
a special expertise in working with children,
teens and young adults; Asian-Americans; and
professionals/business executives. Joyce is
noted for her creativity in research design and
presentation; collaborative skills, and keen
insights that help transform research into pos-
itive results.

Square One Research
800 Village Square Crossing, Suite 214
Palm Beach, FL 33410
Ph. 404-660-9400
info@squareoneresearch.com
www.squareoneresearch.com
Jonathan Schneider

500+ sessions since 2000

SRH Group
3650 Los Feliz Blvd. #51
Los Angeles, CA 90027
Ph. 213-804-7992
susan@srhgroup.net
www.srhgroup.net
Susan Hill

200+ sessions since 1999
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Stackpole & Associates Inc.
One Harvard St.
Brookline, MA 02445
Ph. 617-739-5900
istackpole@stackpoleassociates.com
www.stackpoleassociates.com
Irving Stackpole

100+ sessions since 1985

Stancombe Research & Planning
18 Glenmore Road
Paddington, NSW 2021
Australia
Ph. 61-2-9331-1044
office@stancombe.com.au
www.stancombe.com.au
Michael Combley

100+ sessions since 1995

Stander Research Associates, Inc.
26701 Harper Ave.
St. Clair Shores, MI 48081
Ph. 586-778-8910
STANDERCO®@aol.com
www.standerresearch.com
David Stander

6000+ sessions since 1970

StarWorks, Inc.
3980 E. Loch Alpine
Ann Arbor, MI 48103
Ph. 734-426-9270
stars@netrek.net
Marty Mayo
125+ sessions since 1999

Stat One Research
2285 Peachtree Rd. NE, #222
Atlanta, GA 30309-1142
Ph. 404-350-7200
tom@svys.com
WWW.SVYS.Com
Tom Beggs
200+ sessions since 1995

Stellar Strategic Services, Inc.
522 Pottawatomie Trail
Batavia, IL 60510
Ph. 630-482-3944 or 630-452-4034
cdstellar@comcast.net
Cheryl A. Dalisay
1000+ sessions since 1989

Sterling Communications
1427 Margaret Close
Murfreesboro, TN 37130
Ph. 615-848-6852
terristerling@comcast.net
Terri H. Sterling, APR
2500 sessions since 1996

Sterling Research Group, Inc.
600 First Ave. N., Suite 200
St. Petersburg, FL 33701
Ph. 727-866-2400 or 888-774-8267
Irohrer@sterlingresearchgroup.com
www.sterlingresearchgroup.com
Leslie Martin

20+ sessions since 1995
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Stonybrook Research Support
1746 E. McMillan St.
Cincinnati, OH 45206-2131
Ph. 513-961-3404
stonybrook@fuse.net
www.stonybrookresearch.com
Lauren Woodiwiss

1000+ sessions since 1991

Storybrand Consulting
P.0. Box 1917
Santa Monica, CA 90406-1917
Ph. 310-395-2324
tom@storybrandconsulting.com
www.storybrandconsulting.com
Tom Neveril

500 sessions since 1995

Strata Research
7676 Hazard Ctr. Dr., Suite 1300
San Diego, CA 92108
Ph. 800-797-5507 or 858-707-6060
info@strataresearch.com
www.strataresearch.com
Gretchen Ponts

350 sessions since 2001

Strategic Action, Inc.
11 Redway Rd.
Ossining, NY 10562
Ph.914-762-8763 or 914-584-7230
Karen Gershowitz

2000 sessions since 1985

Strategic Advantage
1418 Gray Bluff Trl.
Chapel Hill, NC 27517
Ph.919-969-1112 or 919-969-1101
stratadvan@aol.com
Frank McBride

100+ sessions since 1997

Strategic Business Research, Inc.
420 Dresher Road
Horsham, PA 19044
Ph.267-781-7444
greg.johnson@sbr-inc.com
www.sbr-inc.com
Greg Johnson

1000+ sessions since 1992

Strategic Business Solutions, Inc.
804 Lochtyn Ridge
Wales, WI 53183
Ph. 262-968-2070
stratl@execpc.com
www.myresearchpartner.com
Brian Klink

100 sessions since 1985

Strategic Directions Group, Inc.
Strategic Directions Group, Inc.
66 E. Ninth St., Suite 1407
St. Paul, MN 55101
Ph. 651-228-7250
dlevy@strategicdirectionsgroup.com
www.strategicdirectionsgroup.com
Doran J. Levy, Ph.D.

450 sessions since 1979

Doran J. Levy, Ph.D., combines considerable
experience in consumer and business-to-busi-
ness focus groups with a strategic marketing
mindset. With an intensive background in seg-
mentation and motivational research he can
use proprietary techniques to prioritize
responses, making it easy to see what is of
critical importance. He has particular expert-
ise in new products and the Boomers and
their elders market. He is the co-author of
Marketing to the Mindset of Boomers and
Their Elders (Attitudebase).

Strategic Eye, Inc.
1709 Tenby Dr.
Hershey, PA 17033
Ph.717-520-9013 or 610-491-9663
christy@strategiceye.com
Christy M. Stover

N/A sessions since 1991

Strategic Focus Consulting, Inc.
103 Drayton Dr.
Summerville, SC 29483
Ph. 843-875-0779
strategicfocus@sc.rr.com
Elizabeth M. Berry

1000+ sessions since 1990

Strategic Focus, Inc.
6456 N. Magnolia Ave.
Chicago, IL 60626
Ph.773-973-7573
sfchicago@rcn.com
Dona Vitale

2000 sessions since 1987

Specializing in consumer insights techniques
to aid creative development and strategy
planning. Offering traditional focus
groups/IDI’s, on-site/in-home interviews and
Strategic Innovation Workshops™ for con-
sumer-based ideation/new product develop-
ment. Expert in dealing with overseas clients
doing U.S. research. Experience in most con-
sumer categories, special expertise in arts and
culture, public policy and transportation.

Strategic Intelligence, Inc.
3956 E. Aspen Hill Court
Boise, ID 83706-5780
Ph. 208-343-0629
vsteffen@strategic-iq.com
www.strategic-ig.com
Valerie J. Steffen, Ph.D.
800 sessions since 1993
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Strategic Learning & Knowledge, Inc.
637 Wyckoff Ave., Suite 207
Wyckoff, NJ 07481
Ph. 201-493-8851
sandra@slkfocus.com
www.slkfocus.com
Sandra L. Kluttz
1000+ sessions since 1988

Strategic Marketing Group, Inc.
P.0. Box 3340
Littleton, CO 80161
Ph. 800-733-1530
info@advisors-smg.com
David Franzblau

58 sessions since 1990

Strategic Performance Group, LLC
11120 Eagle Ridge Court
Chisago City, MN 55013-7342
Ph. 866-599-0663 or 651-257-2130
info@spg-consulting.com
Www.spg-consulting.com
Jim Sauer

1250 sessions since 1979

Strategic Research Associates
101 W. Cataldo, #200
Spokane, WA 99201
Ph. 509-324-6960 or 888-554-6960
deanm@strategicresearch.net
www.strategicresearch.net
Dean Moorehouse
93 sessions since 1997

Strategic Solutions
425 Mechem Dr.
Ruidoso, NVl 88345
Ph. 505-336-7084
stratsoltn@aol.com
Kati Hanna
325 sessions since 1993

Roger A. Straus
3446 S.W. Marigold St.
Portland, OR 97219
Ph. 503-206-4845
drstraus@rogerstraus.com
www.rogerstraus.com
Roger A. Straus

1000+ sessions since 1986

Suburban Associates
140 Route 17 North, Suite 202
Paramus, NJ 07652
Ph.201-261-0101
billb@suburbanmr.com
www.subassoc.com
Bill Bartlett

500 sessions since 1985

Sundberg-Ferar, Inc.
4359 Pineview Dr.
Walled Lake, MI 48390-4129
Ph. 248-360-3800
sdickerson@shapetomorrow.com
www.shapetomorrow.com
Sara Dickerson

300 sessions since 1988

www.quirks.com
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SunResearch
34 Cranbury Rd.
Westport, CT 06880
Ph. 203-454-9939
sunresearchcorp@earthlink.net
www.suninsights.com
Ava Lindberg
6000+ sessions since 1978

Survey Center Focus, LLC
153 W. Ohio St., Suite 400
Chicago, IL 60610
Ph. 312-321-8100
surveycenter@ljs.com
www.scfllc.com
Daryl Gilbert

3000 sessions since 1977
Theresa Schreiber

2000 sessions since 1985
Matthew Smith

1000 sessions since 1977
Jodi Grosky

100 sessions since 1986

Survey Center Focus includes a staff of expe-
rienced qualitative research professionals pre-
pared to meet clients’ needs on national and
international projects. Extensive work has
been conducted with consumers and profes-
sionals utilizing a broad spectrum of methods
including focus groups, shopping audits team
shops, home or office observations, one-on-
ones, -two or -three people, new product and
concept development, usability testing, adver-
tising effectiveness and mock juries and tri-
als.

Survey Communications, Inc./S.C.I.
Research
4511 Jamestown Ave.
Baton Rouge, LA 70808
Ph. 800-695-0221
jsb@sciresearch.com
www.sciresearch.com
John S. Boston

1004 sessions since 1987

Survey Service, Inc.
1911 Sheridan Dr.
Buffalo, NY 14223
Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
WWW.surveyservice.com
Susan R. Adelman
500+ sessions since 1980

Full-service qualitative research company
with over 25 years of experience working with
our clients as a partner to accomplish their
research objectives. Design, implementation
and analysis of concept and copy testing,
brand image and new product development in
business-to-business, industrial, and consumer
research with unique experience in automotive
aftermarket, color and architectural finishes.
Members of QRCA, MRA and AMA.

www.quirks.com

Surveys & Forecasts, LLC
2323 North St.
Fairfield, CT 06824-1732
Ph. 203-255-0505
info@safllc.com
www.safllc.com
Robert Walker

100+ sessions since 1994

Synergy International Limited, Inc.
1761 E. 30th St., Suite 115
Cleveland, OH 44114
Ph. 216-774-2290
rdaniel@synergylimited.net
www.synergylimited.net
Rachel Daniel

20+ sessions since 1998

Synovate

1090 W. Georgia St., Suite 1550
Vancouver, BC V6E 3V7

Canada

Ph. 604-664-2400
manpreet.guttman@synovate.com
www.synovate.com

Manpreet Guttman

Synovate

1200 McGill College, Suite 1660
Montreal, PQ H3B 4G7

Canada

Ph. 514-875-7570
may.tse@synovate.com
www.synovate.com

May Tse

Synovate Qualitative

360 Park Ave. S., 5th Floor
New York, NY 10010

Ph. 212-293-6100
steve.wolf@synovate.com
www.synovate.com

Steve Wolf

Systems Research Corp.
151 W. Passaic St.
Rochelle Park, NJ 07662
Ph. 201-909-3755
dan@systemsresearch.com
www.systemsresearch.com
Dan Sklaire
1900 sessions since 1991

T.I.P Research, Inc.
P.0. Box 14127
Kansas City, MO 64152
Ph. 816-891-8240
letstalk@tipresearch.com
www.tipresearch.com
Gerry Cain

360 sessions since 1994

& Talking
Business

YOUR BRAND. LOUD AND CLEAR.

Talking Business
620 Newport Center Dr., Suite 1100
Newport Beach, CA 92660
Ph. 949-721-4160
holly@talkingbusiness.net
www.talkingbusiness.net
Holly M. 0’Neill

500+ sessions since 1997

Talking Business delivers the truth behind
brands and what motivates purchase behavior
- the vital insights decision makers need to
drive competitive marketing solutions.
Offering much more than just focus group
moderating, we specialize in innovative mar-
keting research and strategic brand develop-
ment. Our category expertise includes: con-
sumer packaged goods, financial services,
Internet/technology, pharmaceuticals, restau-
rant/ hospitality. Exceeding client expecta-
tions for over 10 years, Talking Business con-
nects with target audiences to better under-
stand brands, loud and clear.

Talley Research Group
277 Cascade Dr.
Mill Valley, CA 94941
Ph. 415-383-2209
Rick@TalleyResearch.com
www. TalleyResearch.com
Rick Talley

3000 sessions since 1975

The TCI Group
4301 Lyndale Ave. S.
Minneapolis, MN 55409
Ph. 612-823-6214
beth@theTCIGroup.com
www.theTCIGroup.com
Beth Fischer

100+ sessions since 1982

ﬁsﬁ 35.0;@ T. Afki‘Na

Ten People Talking

P.0. Box 99388

Seattle, WA 98139-0388

Ph. 800-916-0775

regina@tenpeopletalking.com

www.tenpeopletalking.com

Regina Szyszkiewicz
1000+ sessions since 1992

It begins with “‘ten people talking.” Through
focus groups and other qualitative research
methods, Ten People Talking delivers insights
for better decision-making. Ten People Talking
customizes project design for each client’s
unique needs, and uses proven and creative
qualitative research approaches to maximize
insights. Plus, Ten People Talking offers a full
range of qualitative methods and services to
address your research objectives. Contact Ten
People Talking today to get the insights your
business needs.
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TerraNova Market Strategies, Inc.
2323 Yonge St., Suite 805
Toronto, ON M4P 2C9
Canada
Ph. 416-489-6282 ext. 230
Idoucet@terranova-msi.com
Louise Doucet
1000+ sessions since 1988

Thistle Research Consulting
307 Worth Boulevard
Thornhill, ON L4J 7V9
Canada
Ph.905-709-1176
floree@thistleresearch.com
Floree Thistle

500+ sessions since 2000

H.I.Thomas Consulting Group
2831 Stonefence Drive
Perrysburg, OH 43551
Ph. 419-931-4406
hithomas@aol.com
www.hithomas.com
Helen I. Thomas

1000+ sessions since 1983

Thompson Information Services
12408 Braxted Dr.
Orlando, FL 32837
Ph. 407-438-0103
terry@thompsoninfo.com
www.thompsoninfo.com
Terrence N.Thompson

2000+ sessions since 1972

Thornhill Associates
824 First St.
Hermosa Beach, CA 90254
Ph. 310-318-2600
susan@thornhill-associates.com
www.thornhill-associates.com
Susan J. Thornhill

300+ sessions since 1999

361 Degrees Consulting, Inc.
8902 Greenwood Ave.
San Gabriel, CA 91775
Ph. 626-309-0532 or 626-274-6002
ly@361degrees.net
www.361degrees.net
Lawrence Yeung
350 sessions since 2002

Full-service marketing research and strategic
consulting company that specializes in under-
standing and reaching multicultural segments,
especially the Asian-Indian, African-
American, Caucasian, Filipino, Hispanic,
Japanese, Korean and Vietnamese segments.
Services include design and development of
qualitative and quantitative research, recruit-
ment, moderation, interpretation, and strate-
gic analysis.

TKG Consulting
One Maritime Plaza, Suite 1600
San Francisco, CA 94111
Ph. 415-362-0450
kevin@tkgconsulting.com
www.tkgconsulting.com
Kevin Kimbell

400+ sessions since 1997

TNS
Ashford Green, Suite 250
4170 Ashford-Dunwoody Rd.
Atlanta, GA 30319
Ph. 404-236-7509
info-us@tns-global.com
www.tns-global.com
Anita Watkins

800 sessions since 1996

TNS New Zealand
TNS House
602 Great South Rd., Ellerslie
Auckland 01030
New Zealand
Ph. 64-9-525-0934
info@tns-global.co.nz
www.tns-global.co.nz
Grant Storry

400+ sessions since 1996

Towers Research Services
1806 Belles St., Suite 8B
San Francisco, CA 94129
Ph.415-812-2544
info@towersresearch.com
www.towersresearch.com
Matthew Towers

300 sessions since 1996

Tracy & Co Market Research & Idea

Generation
931 N. Marion St.
Oak Park, IL 60302
Ph. 708-386-8447
tracy@tracy-and-co.com
www.tracy-and-co.com
Tracy Teweles

500+ sessions since 1988

Travel and Tourism Research
Peter Hodgson & Associates
5 Park Vista
London SE10 9LZ
United Kingdom
Ph. 44-20-8853-1903
pb.hodgson@virgin.net
Peter Hodgson
1000 sessions since 1978

Trenholm Research
6400 Williams Ridge
Austin, TX 78731
Ph. 512-346-1981
trenholm@austin.rr.com
Linda Trenholm

N/A sessions since 1982
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Trial Behavior Consulting
Two Transamerica Center
505 Sansome St., Suite 1700
San Francisco, CA 94111

Ph. 415-781-5879
dgraeven@trialbehavior.com
www.trialbehavior.com

David Graeven

Trilogy Associates

P.0. Box 471

Medfield, MA 02052

Ph. 508-359-7806
jk@trilogyassociates.com
www.trilogyassociates.com
Joseph J. Kalinowski

Trotta Associates
A First Choice Facility
13160 Mindanao Way, Suite 100
Marina del Rey, CA 90292
Ph. 310-306-6866
marina@trotta.net
www.trotta.net
Diane Trotta

7500 sessions since 1970

Turner Research Network
4060 Peachtree Rd. NE, Suite D430
Atlanta, GA 30319-3020
Ph. 770-604-9980 or 866-216-4TRN
jturner@turnerresearch.com
www.turnerresearch.com
John W. Turner

600 sessions since 1988

TWENTYSOMETHING INC.
630 Freedom Business Center Dr., Suite 300
Philadelphia, PA 19406-1331
Ph. 610-940-5860
info@twentysomething.com
www.twentysomething.com
David A. Morrison

3000 sessions since 1987

TWENTYSOMETHING Inc. is a global pio-
neer in young-adult research and consulting
(15-34-year-olds). Surveys, focus groups,
ethnographic, panels, diaries, online. Blending
innovative and traditional techniques for max-
imum ROIL. Gain a competitive advantage by
leveraging our firm’s unparalleled experience,
credentials, innovation, and market insights.
Celebrating our 17th year!

Ulrich Research
1329 Kingsley Ave., Suite A
Orange County, FL 32073
Ph. 904-264-3282
nancy@ulrichresearch.com
www.ulrichresearch.com
Nancy Ulrich

1800+ sessions since 1982

www.quirks.com
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Uncommon Insights, LLC
4201 Wilson Blvd. #110-101
Arlington, VA 22203
Ph. 703-254-6515
info@uncommoninsights.com
www.uncommoninsights.com
Christine Brittle

30 sessions since 2003

Unisearch Partners
37193 Turnburry Dr.
Livonia, MI 48152
Ph. 734-464-9800
scottrozek@aol.com
Greg Snyder

2000 sessions since 1993

Utilis Hispanic Research
1001 Avenue of the Americas, 12th Floor
New York, NY 10018
Ph. 212-939-0077
info@utilies-research.com
www.utilies-research.com
Raul Perez, Ph.D.

600 sessions since 2000

Dr. Perez adapts his psychology background
to copy tests, concept evaluations, and prod-
uct trials. He has completed projects for beer
brewers, food marketers, pharmaceutical
companies, and telecommunication providers,
among others. With a specialty in Spanish-
language research, he conducts focus groups,
individual interviews, and online bulletin
boards.

V & L Research & Consulting, Inc.
5295 Highway 78, Suite D324
Stone Mountain, GA 30087
Ph. 770-908-0003
vlresearch@mindspring.com
www.vlresearch.com
Delphyne Lomax

1000+ sessions since 1991

Dr. Carlos Vargas Ramos

130 Lenox Ave., Suite 318

New York, NY 10026

Ph.917-991-6431

carlos@zstrategies.net

Dr. Carlos Vargas Ramos
375 sessions since 1994

Dr. Vargas Ramos brings a strong Hispanic
academic background to his moderating prac-
tice. A leading expert on Hispanic culture
trends and political issues. Dr. Vargas Ramos
is also adept at quantitative research method-
ology if needed. Skilled moderator, seasoned
researcher.

www.quirks.com

Vedanta Research
23 Tanyard Court
Chapel Hill, NC 27517
Ph.919-933-9217
mlreed@vedantaresearch.com
www.vedantaresearch.com
Michael L. Reed, Ph.D.

300 sessions since 1998
Timothy Pluta, MD.

650 sessions since 1995

Dr. Michael Reed founded Vedanta Research
in 2000 following 20+years of research and
health care consulting work. Experience
includes graduate studies in psychology and
statistics, teaching, research, 12 years at
major pharmaceutical companies. He has sev-
eral publications and moderating experience
in many therapeutic areas addressing a vari-
ety of business/marketing issues.

Venture Research Corporation
681 Baeten Rd.
Green Bay, WI 54304
Ph. 920-496-1960 or 800-842-8956
info@venturegb.com
www.venturegh.com
Larry Kostroski
100 sessions since 1990

View-Finders Market Research, Inc.
11 Sandra Lane
Pearl River, NY 10965
Ph. 845-735-7022 ext. 10
jgaines@view-finders.com
www.view-finders.com
Janet Gaines

100+ sessions since 1995

Viewpowet, Inc.
P.0. Box 20941
Columbus Circle
New York, NY 10023
Ph.212-581-8113
jraphael@att.net
www.viewpower.net
Joel Raphael

500+ sessions since 1993

Vincent McCabe, Inc.
P.0. Box 150
7 Fennell St.
Skaneateles, NY 13152
Ph. 315-685-7227
vincentjg@vincentmccabe.com
www.vincentmccabe.com
Jean G. Vincent

300 sessions since 1985
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Walker Information
3939 Priority Way South Dr.
Indianapolis, IN 46240
Ph. 800-334-3939 or 317-843-8524
bmiller@walkerinfo.com
www.walkerinfo.com
Barb Miller

200 sessions since 1998

A privately-owned, Indianapolis-based compa-
ny with offices in the U.S. and Canada,
Walker Information is the worldwide leader in
customer loyalty management (CLM). Walker
also offers a wide variety of traditional mar-
ket research services including call center
facilities, field and tab services, and measure-
ment capabilities.

Ward Research, Inc.
828 Fort Street Mall, Suite 210
Honolulu, HI 96813
Ph. 808-522-5123
wrstaff@wardresearch.com
www.wardresearch.com
Rebecca S.Ward

3500 sessions since 1978

Way To Goal!,LLC
P.0. Box 1

Summit, NJ 07902

Ph. 908-782-0262
doreen@waytogoal.com
www.waytogoal.com
Doreen Amatelli

WB&A Market Research
2191 Defense Hwy., Suite 401
Crofton, MD 21114
Ph.410-721-0500
info@WBandA.com
www. W BandA.com
Steve Markenson

1000+ sessions since 1992

Katrina Weagant
506 Throckmorton Ave
Mill Valley, CA 94941
Ph. 818-419-1354
katrinaweagant@hotmail.com
Katrina Weagant

100+ sessions since 2003

Weaver Marketing Research
Suite 268, 100-1039 17th Ave. SW
Calgary, ABT2T 0B2
Canada
Ph. 403-244-2410
sweaver.wmr@shaw.ca
www.weavermarketingresearch.com
Sheila Weaver

200+ sessions since 1995
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The Wedewer Group
P.0. Box 1651
Prince Frederick, MD 20678
Ph.410-414-5718
robinw@wedewergroup.com
www.wedewergroup.com
Robin Wedewer

200 sessions since 1998

Weinman/Schnee, Inc.
1775 Broadway, Suite 419
New York, NY 10019
Ph. 212-906-1900
rschnee@weinmanschnee.com
www.weinmanschnee.com
Abbe Fabian

500+ sessions since 1995

Wendell Qualitative Research
931 Windwhisper Lane
Annapolis, MD 21403
Ph. 410-268-5567
Barbara Wendell

1000+ sessions since 1989

Werhoff & Company
1210 Pitman Ave
Palo Alto, CA 94301
Ph. 650-325-9050
awerboff@earthlink.net
Andrea Werhoff

N/A sessions since 1990

West Consulting Services, Inc.
12450 Woodhall Way
Tustin, CA 92782
Ph.714-731-0766
dawn@westconsultingservices.com
www.westconsultingservices.com
Dawn West

500+ sessions since 1982

Whyze Group, Inc.
2250 Par Lane, Suite PH6
Willoughby, OH 44094
Ph. 440-785-0547 or 516-987-0252
jason@whyzegroup.com
www.whyzegroup.com
Jason Sherman

900 sessions since 1991

Dan Wiese Marketing Research
2108 Greenwood Dr. S.E.
Cedar Rapids, IA 52403
Ph. 319-364-2866 or 319-389-5436
danwiese@mchsi.com
http://home.mchsi.com/~danwiese
Dan Wiese

110 sessions since 1986

Wiese Research Associates, Inc.
9375 Burt St., Suite 100
Omaha, NE 68114
Ph. 402-391-7734
mary_arkfeld@wraresearch.com
www.wraresearch.com
Tom Wiese

200+ sessions since 1975

Wiggins Consulting, Inc.
449 Briar Hill Ave.
Toronto, ON M5N 1M8
Canada
Ph. 416-485-9875
ian@wigginsconsulting.com
www.wigginsconsulting.com
Ian Wiggins

1000+ sessions since 1989

L.C. Williams & Associates, Inc.
150 N. Michigan Ave., Suite 3800
Chicago, IL 60601

Ph. 800-837-7123
info@lcwa.com

www.lcwa.com

Gregory L. Gordon

200+ sessions since 1994

Williams Research
P.0. Box 50444
Eugene, OR 97405
Ph. 541-343-6027
jwilliams@continet.com
Jane E.Williams

300 sessions since 1985

Wilson & Associates
6490 Ellenview Ave.
West Hills, CA 91307
Ph. 818-340-6201
ewilsonresearch@yahoo.com
Earl Wilson

3000 sessions since 1960

Wimmer & Associates
30 Main St., Suite 12E
Brooklyn, NY 11201
Ph. 212-989-6535
krwimmer@aol.com
Karen R.Wimmer

1000+ sessions since 1996

Windy City
Rua Sabara, 402/Cj. 92
Sao Paulo, SP 01239-010
Brazil
Ph. 55-11-3255-7702
windy@amcham.com.br
Jack Steven Kravitz

3000 sessions since 1987

Frank Winter Associates
Ravensway, White Rose Lane
Woking, Surrey GU22 7JY
United Kingdom
Ph. 44-1483-831331
frankwinter@iname.com
Frank Winter

500 sessions since 1970
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The Winters Group, Inc.
10214 Marlboro Woods Dr.
Cheltenham, MD 20623
Ph. 301-336-0400
pcox@wintersgroup.com
www.wintersgroup.com
Mary-Frances Winters
N/A sessions since 1984

WIT Consulting, LLC
4750 41st St., N.W., Suite 401
Washington, DC 20016
Ph. 202-244-0453
ccroman@witconsulting.net
www.witconsulting.net
Cindy Cox Roman

1000+ sessions since

WJ Schroer Company
Two W. Michigan Ave.
Battle Creek, M1 49017
Ph. 269-963-4874 or 269-963-4844
bschroer@socialmarketing.org
www.socialmarketing.org
Williams J. Schroer
200+ sessions since 1987

WMSH Marketing Communications, Inc.
19 Chestnut St.
Haddonfield, NJ 08033
Ph. 856-616-2886
michaelwillmann@wmsh.com
www.wmsh.com
Michael Willmann

200+ sessions since 1985

Wolfson Strategic Consulting
67 Newcomb St.
Arlington, MA 02474
Ph. 781-641-0754
info@wolfsonstrategic.com
www.wolfsonstrategic.com
Pam Wolfson

300 sessions since 1990

WSC helps you make smart marketing deci-
sions. We analyze customers’ needs and iden-
tify promising business opportunities for
national clients. Since 1990, our services
have included: focus groups, interviews, and
strategy development. We collaborate with
you to create innovative product/services and
successful partnerships. Our specialties are:
health care, technology, consumer goods.

Wooldridge Associates, Inc.
1717 W. Rascher Ave.
Chicago, IL 60640
Ph. 773-769-0993
patrice@wastrategy.com
www.wastrategy.com
Patrice Wooldridge

100+ sessions since 1978

www.quirks.com
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Wortham Research
P.0. Box 840
Franklin, KY 42135-0840
Ph. 270-598-0237
chazwworth@yahoo.com
Charles Wortham

1150 sessions since 1972

YanHaas
Avenida 39 #14-92
Bogota
Colombia
Ph. 57-1-232-8666 or 57-1-288-7027
contacto@yanhaas.com
www.yanhaas.com
Andrea Jimenez
1000+ sessions since 2004

Youthography Inc.
590 King St. W., Suite 201
Toronto, ON M5V 1M3
Canada
Ph. 416-204-1256
lori@youthography.com
www.youthography.com
Mike Farrell

100+ sessions since 1994

Z. Research Services
P.0. Box 83162
San Diego, CA 92138
Ph. 619-223-4107
monica@zresearchservices.com
www.zresearchservices.com
Monica Zinchiak

400+ sessions since 1995

11 years successfully conducting qualitative
market research studies for Fortune 1000
companies, notable market research firms and
remarkable start-ups. Assisting clients in
understanding their target customers by con-
ducting focus group research, individual depth
interviewing, telephone interviews, online
qualitative, and ethno-observational research.
Delivering objective analysis with insightful
implications and recommendations.

Zebra Strategies
2565 Broadway, #393
New York, NY 10025
Ph. 212-244-3960
denene@zstrategies.net
www.zstrategies.net
Denene Jonielle

822 sessions since 1992
Carlos Vargas-Ramos, Ph.D.

Zebra Strategies; full-service marketing
research firm. Featuring multicultural moder-
ators and staff. Hispanic research consulting
available. Detailed research development and
reporting. Cutting-edge moderating tech-
niques and special focus on customer service
to our clients. Full-service or a la carte, we
work with our clients’ needs and budget.
Nationwide recruiting and field management
available.

www.quirks.com

D.A. Zeskind & Associates
160 Hanscom Dr., Suite 1
P.0. Box 890
Bedford, MA 01730-0890
Ph. 781-274-9940
dazeskind@zeskind.com
www.zeskind.com
Dale Zeskind

900 sessions since 1980

Ziment Associates, Inc.

825 Third Ave., 28th Floor

New York, NY 10022

Ph. 212-647-7200

ziment@ziment.com

www.ziment.com

Mark Nissenfeld, Ph.D.
4186 sessions since 1989

Zimmerman Associates
903 Hagysford Rd.
Penn Valley, PA 19072-1419
Ph. 610-668-8160
kzresearch@aol.com
Karen Zimmerman

N/A sessions since 1976

ZINC Research
Suite 100, 1443 19th Ave. SW
Calgary, ABT2T 0J1
Canada
Ph. 403-269-7526
brian@zincresearch.com
www.zincresearch.com
Brian F. Singth

100+ sessions since 2000

ZINC Research specializes in onsite and tra-
ditional research services. For onsite
research, ZINC offers full turnkey services
that give clients the opportunity to capture
insights at the point-of-experience via our
handheld platform, with integrity and speed.
Our traditional services include the breadth of
quantitative and qualitative research meth-
ods.

Paul Zuckerman & Associates
46 W. 96th St., #4W
New York, NY 10025-6524
Ph. 212-749-8855
paulzuck@gmail.com
www.paulzuckerman.com
Paul Zuckerman

5000+ sessions since 1980

Highly experienced moderator can provide any
or all phases of qualitative research, from
project design to implementation and analy-
sis. Focus groups, mini groups, IDIs, etc. con-
ducted across the nation and globally at top-
quality facilities. Expertise in creative devel-
opment, idea generation, and communications.
Consumers, children, Boomers, professional,
medical and experts groups.

Zwillinger Research
4414 Petit Ave.
Encino, CA 91436-3212
Ph. 818-906-7562
mz@zrglobal.com
www.zrglobal.com
Michele Zwillinger

1000+ sessions since 1982
Stephanie Burke

We provide marketing research management
and consulting to enhance business profitabili-
ty, based on our expertise, versatility, and over
20 years of experience. Known for cost-effec-
tive quantitative and qualitative research
designed to aid in the development and mar-
keting of new products and services, our
strengths extend beyond that, as we identify
successful solutions to a variety of business
challenges.

moderator easy

no charge.

We make finding the right

The quirks.com Web site has a
fully searchable version of the
moderator directory available at
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Just The Facts, Inc. (IL) p. 128
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the research house (MI) p. 150

Roadmap Market Research (MI) p. 152

SIGMA: Research Management Group (OH) p. 156
361 Degrees Consulting, Inc. (CA) p. 160

Tracy & Co Market Research & Idea Generation (IL) p. 160
Zwillinger Research (CA) p. 163

Automotive Aftermarket

Daniel Research Group (MA) p. 112

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121
Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Leflein Associates, Inc. (NJ) p. 132

Millennium Research, Inc. (MN) p. 138

Shugoll Research - GroupNet DC (MD) p. 156
Wolfson Strategic Consulting (MA) p. 162

Building Materials/Products

Alternate Routes, Inc. (CA) p. 101

First Insights (NY) p. 118

Focus Latino (TX) p. 119

Karchner Marketing Research, LLC (PA) p. 128
Market Resource Associates, Inc. (MN) p. 135
MORPACE International, Inc. (MI) p. 140
Roadmap Market Research (MI) p. 152

Survey Service, Inc. (NY) p. 159

Beverage

ACCE Inc. (ON) p. 100

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Cambridge Associates, Ltd. (TX) p. 106
Consumer Connection, Inc. (FL) p. 109
Decision Analyst, Inc. (TX) p. 114

Fieldwork (CA) p. 118

Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120
Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121
Hispanic Research Inc. (NJ) p. 124
Housecalls, Inc. (NY) p. 124

Diane Iseman & Associates (OH) p. 126
Issues and Answers Network, Inc. (VA) p. 127
J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

Mleneses Research & Associates (CA) p. 138
Planet Latino Market Intelligence, Inc. (FL) p. 146
Practical Imagination Enterprises (NJ) p. 147
Pranses Research Services (NJ) p. 147
Schwartz Consulting Partners, Inc. (FL) p. 155
Talking Business (CA) p. 159
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The Kiemle Company (SC) p. 130
Market Resource Associates, Inc. (MN) p. 135
MORPACE International, Inc. (MI) p. 140

Business-To-Business

Abbott Research & Consulting (ON) p. 100
ActionableCustomerInsights (TX) p. 100
Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Cambridge Associates, Ltd. (TX) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Creative Consumer Research (TX) p. 111
Daniel Research Group (MA) p. 112

Elyse Dumach Consulting (IL) p. 116

First Insights (NY) p. 118

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Graff Group (MN) p. 122

Horowitz Associates, Inc. (NY) p. 124

IMR Research Group, Inc. (NC) p. 125

J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
KL Communications, Inc. (NJ) p. 130

Richard Kurtz & Associates (NY) p. 131

Listen Research, Inc. (CA) p. 133

Market Resource Associates, Inc. (MN) p. 135
Marketing Leverage, Inc. (CT) p. 136

Maryland Marketing Source, Inc. (MD) p. 137
MEADOWLANDS CONSUMER CENTER INC. (NJ) p. 138
Millennium Research, Inc. (MN) p. 138

P & L Research, Inc. (CO) p. 145

Perceptive Market Research, Inc. (FL) p. 146
Plunkett Communications, Inc. (ON) p. 146
Practica Group, LLC (IL) p. 147

Pranses Research Services (NJ) p. 147

Primary Insights, Inc. (IL) p. 147

Profile Marketing Research, Inc. (FL) p. 147
QualCore.com Inc. (MN) p. 148

the research house (MI) p. 150

The Rite Concept (CT) p. 152

Roller Marketing Research (VA) p. 152

S I S International Research, Inc. (NY) p. 154
Saurage Research, Inc. (TX) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Schwartz Consulting Partners, Inc. (FL) p. 155
Irwin P. Sharpe & Associates (NJ) p. 155
SIGMA: Research Management Group (OH) p. 156
Ten People Talking (WA) p. 159

Tracy & Co Market Research & Idea Generation (IL) p. 160

Cable Television

C&R Research Services, Inc. (IL) p. 106
Creative Consumer Research (TX) p.111
Focus Latino (TX) p. 119

Frieden Qualitative Services (CA) p. 120
Horowitz Associates, Inc. (NY) p. 124

J.L. Roth & Associates, Inc. (FL) p. 127
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The Marketing Workshop, Inc. (GA) p. 136
Meneses Research & Associates (CA) p. 138
Planet Latino Market Intelligence, Inc. (FL) p. 146
Sachs Insights (NY) p. 154

Schwartz Consulting Partners, Inc. (FL) p. 155
SIGMA: Research Management Group (OH) p. 156
Spectrum Research (NJ) p. 157

Candy/Confectionery

ACCE Inc. (ON) p. 100

C&R Research Services, Inc. (IL) p. 106
Decision Analyst, Inc. (TX) p. 114

Doyle Research Associates, Inc. (IL) p. 116
Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Just The Facts, Inc. (IL) p. 128

Planet Latino Market Intelligence, Inc. (FL) p. 146
Practica Group, LLC (IL) p. 147

Practical Imagination Enterprises (NJ) p. 147
The Rite Concept (CT) p. 152

Cereals

ACCE Inc. (ON) p. 100

C&R Research Services, Inc. (IL) p. 106
Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120
Housecalls, Inc. (NY) p. 124

I N A Research (PA) p. 125

Just The Facts, Inc. (IL) p. 128

MORPACE International, Inc. (MI) p. 140
Practical Imagination Enterprises (NJ) p. 147

Chemical Industry

Karchner Marketing Research, LLC (PA) p. 128

Children

Bridgeport Research (PA) p. 105

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Digital Research, Inc. (ME) p. 114

Doyle Research Associates, Inc. (IL) p. 116

Focus Latino (TX) p. 119

Just The Facts, Inc. (IL) p. 128

Leflein Associates, Inc. (NJ) p. 132

Maya Levinson, Ph.D. (CA) p. 132

Listen Research, Inc. (CA) p. 133

MORPACE International, Inc. (MI) p. 140
Perceptive Market Research, Inc. (FL) p. 146
Primary Insights, Inc. (IL) p. 147

Schwartz Consulting Partners, Inc. (FL) p. 155
Southern Solutions (TN) p. 157

Springboard Marketing Research & Consulting (CA) p. 157

College Students

Alternate Routes, Inc. (CA) p. 101

Fieldwork (CA) p. 118

Focus Latino (TX) p. 119

Diane Iseman & Associates (OH) p. 126

Just The Facts, Inc. (IL) p. 128

Kinzey & Day Qual. Market Research (VA) p. 130
Leflein Associates, Inc. (NJ) p. 132

MarketVibes, Inc. (IN) p. 136

Perceptive Market Research, Inc. (FL) p. 146
Schwartz Consulting Partners, Inc. (FL) p. 155
Springboard Marketing Research & Consulting (CA) p. 157
TWENTYSOMETHING INC. (PA) p. 160
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Communications

Alternate Routes, Inc. (CA) p. 101

B. Champion Associates, Ltd. (IL) p. 102

David Binder Research (CA) p. 103

C&R Research Services, Inc. (IL) p. 106
Cambridge Associates, Ltd. (TX) p. 106

CMI (GA) p. 109

Consumer Focus LLC (TX) p. 109

Daniel Research Group (MA) p. 112

Fieldwork (CA) p. 118

Focus Latino (TX) p. 119

Frieden Qualitative Services (CA) p. 120

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Kinzey & Day Qual. Market Research (VA) p. 130
The Marketing Workshop, Inc. (GA) p. 136
Meneses Research & Associates (CA) p. 138
Planet Latino Market Intelligence, Inc. (FL) p. 146
the research house (MI) p. 150

Research International (IL) p. 151

RMS Communications and Research Inc. (CA) p. 152
Schwartz Consulting Partners, Inc. (FL) p. 155
Springboard Marketing Research & Consulting (CA) p. 157
Survey Center Focus, LLC (IL) p. 159

Paul Zuckerman & Associates (NY) p. 163

Computer-Hardware

Daniel Research Group (MA) p. 112
Decision Analyst, Inc. (TX) p. 114
Frieden Qualitative Services (CA) p. 120
Global Research Initiatives (CA) p. 121
Global Research Initiatives (KS) p. 121
QualCore.com Inc. (MN) p. 148

Computers

Alternate Routes, Inc. (CA) p. 101

Daniel Research Group (MA) p. 112

Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Market Decisions Corporation (OR) p. 134
MarketVibes, Inc. (IN) p. 136

Planet Latino Market Intelligence, Inc. (FL) p. 146
QualCore.com Inc. (MN) p. 148

SIGMA: Research Management Group (OH) p. 156
Spectrum Research (NJ) p. 157

Computer-Software

Daniel Research Group (MA) p. 112
Decision Analyst, Inc. (TX) p. 114

Doyle Research Associates, Inc. (IL) p. 116
Global Research Initiatives (KS) p. 121
Global Research Initiatives (CA) p. 121

J.L. Roth & Associates, Inc. (FL) p. 127
Listen Research, Inc. (CA) p. 133

Market Decisions Corporation (OR) p. 134
Otivo, Inc. (CA) p. 145

QualCore.com Inc. (MN) p. 148

Schwartz Consulting Partners, Inc. (FL) p. 155

Construction Industry

Creative Consumer Research (TX) p. 111
Focus Latino (TX) p. 119

J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

Market Resource Associates, Inc. (MN) p. 135
Millennium Research, Inc. (MN) p. 138
MORPACE International, Inc. (MI) p. 140
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P & L Research, Inc. (CO) p. 145
Schwartz Consulting Partners, Inc. (FL) p. 155

Construction-Residential

Creative Consumer Research (TX) p.111
Just The Facts, Inc. (IL) p. 128

The Kiemle Company (SC) p. 130

Market Resource Associates, Inc. (MN) p. 135

Consumer Durables

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Consumer Connection, Inc. (FL) p. 109

Doyle Research Associates, Inc. (IL) p. 116
Frieden Qualitative Services (CA) p. 120

IMR Research Group, Inc. (NC) p. 125

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
Just The Facts, Inc. (IL) p. 128

Market Resource Associates, Inc. (MN) p. 135
MarketVibes, Inc. (IN) p. 136

Primary Insights, Inc. (IL) p. 147

Zwillinger Research (CA) p. 163

Consumer Services

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Rebeca Cantu Helmstetler (CO) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Focus LLC (TX) p. 109

Creative Consumer Research (TX) p. 111
Daniel Research Group (MA) p. 112

Frieden Qualitative Services (CA) p. 120

IMR Research Group, Inc. (NC) p. 125

Diane Iseman & Associates (OH) p. 126

Dan Jones & Associates, Inc. (UT) p. 128
Karchner Marketing Research, LLC (PA) p. 128
Gene Kroupa & Associates, Inc. (WI) p. 131
Market Resource Associates, Inc. (MN) p. 135
Marketing Leverage, Inc. (CT) p. 136
Perceptive Market Research, Inc. (FL) p. 146
Practical Imagination Enterprises (NJ) p. 147
Profile Marketing Research, Inc. (FL) p. 147

Q & A Research, Inc. (CA) p. 148

Research International (IL) p. 151

Schwartz Consulting Partners, Inc. (FL) p. 155

Springboard Marketing Research & Consulting (CA) p. 157

Ten People Talking (WA) p. 159
Walker Information (IN) p. 161

Consumers

Alternate Routes, Inc. (CA) p. 101

Bethart Bilingual Research (FL) p. 103

C&R Research Services, Inc. (IL) p. 106

C.L. Gailey Research (CA) p. 106

Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Focus LLC (TX) p. 109

Daniel Research Group (MA) p. 112

Digital Research, Inc. (ME) p. 114

DLG Research & Marketing Solutions (TX) p. 115
Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Horowitz Associates, Inc. (NY) p. 124

Housecalls, Inc. (NY) p. 124

Wayne Howard & Associates (CA) p. 124
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Informa Research Services, Inc. (WA) p. 125
Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
J.L. Roth & Associates, Inc. (FL) p. 127

JRH Marketing Services, Inc. (NY) p. 128

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
LinguiSearch, Inc. (PA) p. 132

Market Resource Associates, Inc. (MN) p. 135
Maryland Marketing Source, Inc. (MD) p. 137
Meneses Research & Associates (CA) p. 138
MORPACE International, Inc. (MI) p. 140

MRSI (Marketing Research Services, Inc.) (OH) p. 142
Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Plunkett Communications, Inc. (ON) p. 146
Primary Insights, Inc. (IL) p. 147

Profile Marketing Research, Inc. (FL) p. 147
QualCore.com Inc. (MN) p. 148

Research Explorers, Inc. (IL) p. 150

The Research Group (MD) p. 150

the research house (MI) p. 150

Research International (IL) p. 151

S I S International Research, Inc. (NY) p. 154
Sabena Qualitative Research Services (CT) p. 154
Sachs Insights (NY) p. 154

Sando and Associates (DC) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Springboard Marketing Research & Consulting (CA) p. 157
Strategic Directions Group, Inc. (MN) p. 158
Survey Center Focus, LLC (IL) p. 159

Talking Business (CA) p. 159

Ten People Talking (WA) p. 159

Walker Information (IN) p. 161

Zebra Strategies (NY) p. 163

Cosmetics

Decision Analyst, Inc. (TX) p. 114

Fieldwork (CA) p. 118

Focus Latino (TX) p. 119

Sabena Qualitative Research Services (CT) p. 154
Solomon Solutions (NJ) p. 156

CPA’s/Financial Advisors

J.L. Roth & Associates, Inc. (FL) p. 127
Marketing Matrix International, Inc. (CA) p. 136

Defense Industry
LinguiSearch, Inc. (PA) p. 132

Dentists

Camille Carlin Qualitative Research, Inc. (NY) p. 108
Just The Facts, Inc. (IL) p. 128

Kendall Gay Consulting (FL) p. 130

MORPACE International, Inc. (MI) p. 140

Sabena Qualitative Research Services (CT) p. 154

Direct Marketing/Direct Response

B. Champion Associates, Ltd. (IL) p. 102
Consumer Focus LLC (TX) p. 109

Frieden Qualitative Services (CA) p. 120

J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128
Karchner Marketing Research, LLC (PA) p. 128
Strategic Focus, Inc. (IL) p. 158
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Education

Entrepreneurs/Small Business

BRC Field & Focus Services (AZ) p. 104
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Focus Latino (TX) p. 119

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Kinzey & Day Qual. Market Research (VA) p. 130
KL Communications, Inc. (NJ) p. 130

Listen Research, Inc. (CA) p. 133

MarketVibes, Inc. (IN) p. 136

MORPACE International, Inc. (MI) p. 140
Perceptive Market Research, Inc. (FL) p. 146
QualCore.com Inc. (MN) p. 148

The Rite Concept (CT) p. 152

Springboard Marketing Research & Consulting (CA) p. 157

Educators (Schools/Teachers)

Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Just The Facts, Inc. (IL) p. 128

MORPACE International, Inc. (MI) p. 140

NSON Opinion Research (NJ) p. 144

Perceptive Market Research, Inc. (FL) p. 146

Sabena Qualitative Research Services (CT) p. 154
Springboard Marketing Research & Consulting (CA) p. 157

Electronics

Alternate Routes, Inc. (CA) p. 101

Daniel Research Group (MA) p. 112

Fieldwork (CA) p. 118

Horowitz Associates, Inc. (NY) p. 124

Karchner Marketing Research, LLC (PA) p. 128
KL Communications, Inc. (NJ) p. 130
MarketVibes, Inc. (IN) p. 136

Q & A Research, Inc. (CA) p. 148
QualCore.com Inc. (MN) p. 148

Research International (IL) p. 151

Employees

Abbott Research & Consulting (ON) p. 100

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Focus LLC (TX) p. 109

Creative Consumer Research (TX) p. 111

Frieden Qualitative Services (CA) p. 120

Wayne Howard & Associates (CA) p. 124

J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

LIMRA International (CT) p. 132

Lohs Research Group (IL) p. 133

Roller Marketing Research (VA) p. 152

Schwartz Consulting Partners, Inc. (FL) p. 155
Springboard Marketing Research & Consulting (CA) p. 157

Entertainment

C&R Research Services, Inc. (IL) p. 106
Frieden Qualitative Services (CA) p. 120
Global Research Initiatives (KS) p. 121
Global Research Initiatives (CA) p. 121
Horowitz Associates, Inc. (NY) p. 124
Just The Facts, Inc. (IL) p. 128

KL Communications, Inc. (NJ) p. 130
Listen Research, Inc. (CA) p. 133

Q & A Research, Inc. (CA) p. 148

Sachs Insights (NY) p. 154

Springboard Marketing Research & Consulting (CA) p. 157
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Alternate Routes, Inc. (CA) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p.111

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

J.L. Roth & Associates, Inc. (FL) p. 127

Karchner Marketing Research, LLC (PA) p. 128
Marketing Leverage, Inc. (CT) p. 136

Schwartz Consulting Partners, Inc. (FL) p. 155
Solomon Solutions (NJ) p. 156

Springboard Marketing Research & Consulting (CA) p. 157
Survey Center Focus, LLC (IL) p. 159

Environmental

Strategic Focus, Inc. (IL) p. 158

Executives/Management

ActionableCustomerInsights (TX) p. 100
Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Consumer Focus LLC (TX) p. 109

Creative Consumer Research (TX) p. 111
Daniel Research Group (MA) p. 112

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Graff Group (MN) p. 122

Horowitz Associates, Inc. (NY) p. 124

J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Market Resource Associates, Inc. (MN) p. 135
Marketing Leverage, Inc. (CT) p. 136

The Marketing Workshop, Inc. (GA) p. 136
MBC Research Center (NY) p. 137

Perceptive Market Research, Inc. (FL) p. 146
Practica Group, LLC (IL) p. 147

Practical Imagination Enterprises (NJ) p. 147
Primary Insights, Inc. (IL) p. 147
QualCore.com Inc. (MN) p. 148

the research house (MI) p. 150

Paul Schneller Qualitative LLC (NY) p. 155
Schwartz Consulting Partners, Inc. (FL) p. 155
Springboard Marketing Research & Consulting (CA) p. 157
Strategic Directions Group, Inc. (MN) p. 158
Survey Center Focus, LLC (IL) p. 159

Talking Business (CA) p. 159

ZINC Research (AB) p. 163

Fast-Food Industry

ACCE Inc. (ON) p. 100

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Creative Consumer Research (TX) p. 111
Decision Analyst, Inc. (TX) p. 114

Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120

I N A Research (PA) p. 125

Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128
Just The Facts, Inc. (IL) p. 128

Listen Research, Inc. (CA) p. 133

MORPACE International, Inc. (MI) p. 140
Planet Latino Market Intelligence, Inc. (FL) p. 146
Practica Group, LLC (IL) p. 147

Practical Imagination Enterprises (NJ) p. 147
The Rite Concept (CT) p. 152

Schwartz Consulting Partners, Inc. (FL) p. 155
Southern Solutions (TN) p. 157
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Financial/Investment/Banks

Abbott Research & Consulting (ON) p. 100
Alternate Routes, Inc. (CA) p. 101

B. Champion Associates, Ltd. (IL) p. 102

C&R Research Services, Inc. (IL) p. 106
Cambridge Associates, Ltd. (TX) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Focus LLC (TX) p. 109

Contemporary Research Centre - Montreal (PQ) p. 111
Creative Consumer Research (TX) p. 111

First Insights (NY) p. 118

Focus Latino (TX) p. 119

Focus Research Now, LLC (CT) p. 119

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Hollander Cohen & McBride (MD) p. 124
Housecalls, Inc. (NY) p. 124

I N A Research (PA) p. 125

IMR Research Group, Inc. (NC) p. 125

Informa Research Services, Inc. (WA) p. 125
Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
LIMRA International (CT) p. 132

LinguiSearch, Inc. (PA) p. 132

Marketing Leverage, Inc. (CT) p. 136

Marketing Matrix International, Inc. (CA) p. 136
The Marketing Workshop, Inc. (GA) p. 136
MarketVibes, Inc. (IN) p. 136

MEADOWLANDS CONSUMER CENTER INC. (NJ) p.138
Vleneses Research & Associates (CA) p. 138
MORPACE International, Inc. (MI) p. 140

NSON Opinion Research (NJ) p. 144

The Portnoy Group (FL) p. 146

Practica Group, LLC (IL) p. 147

The Rite Concept (CT) p. 152

Sachs Insights (NY) p. 154

Sando and Associates (DC) p. 154

Schwartz Consulting Partners, Inc. (FL) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
SIGMA: Research Management Group (OH) p. 156
Strategic Directions Group, Inc. (MN) p. 158
Survey Center Focus, LLC (IL) p. 159

Talking Business (CA) p. 159

361 Degrees Consulting, Inc. (CA) p. 160

Tracy & Co Market Research & Idea Generation (IL) p. 160

Food Chains/Supermarkets

C&R Research Services, Inc. (IL) p. 106

Digital Research, Inc. (ME) p. 114

Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

I N A Research (PA) p. 125

Diane Iseman & Associates (OH) p. 126

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
New South Research (AL) p. 143

Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
The Rite Concept (CT) p. 152

Schwartz Consulting Partners, Inc. (FL) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
Springboard Marketing Research & Consulting (CA) p. 157

Foods/Nutrition

ACCE Inc. (ON) p. 100

B. Champion Associates, Ltd. (IL) p. 102
Bridgeport Research (PA) p. 105

C&R Research Services, Inc. (IL) p. 106
Cambridge Associates, Ltd. (TX) p. 106
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Contemporary Research Centre - Montreal (PQ) p. 111
Creative Consumer Research (TX) p. 111
Decision Analyst, Inc. (TX) p. 114

Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Listen Research, Inc. (CA) p. 133

Market Segment Research (FL) p. 135
QOutsmart Marketing (MN) p. 145

Practica Group, LLC (IL) p. 147

Practical Imagination Enterprises (NJ) p. 147
Pranses Research Services (NJ) p. 147

Sachs Insights (NY) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Schwartz Consulting Partners, Inc. (FL) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
Springboard Marketing Research & Consulting (CA) p. 157
Strategic Directions Group, Inc. (MN) p. 158
Survey Center Focus, LLC (IL) p. 159

Talking Business (CA) p. 159

Utilis Hispanic Research (NY) p. 161

Forest Industries
Market Resource Associates, Inc. (MN) p. 135

Gaming/Casinos

Alternate Routes, Inc. (CA) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 108
Daniel Research Group (MA) p. 112

DRW Research (MI) p. 116

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Dan Jones & Associates, Inc. (UT) p. 128

Listen Research, Inc. (CA) p. 133

MORPACE International, Inc. (MI) p. 140

Gay & Leshian

Creative Consumer Research (TX) p. 111
JRH Marketing Services, Inc. (NY) p. 128
QOutsmart Marketing (MN) p. 145
QualCore.com Inc. (MN) p. 148

the research house (MI) p. 150

Generation X

Fieldwork (CA) p. 118

Focus Latino (TX) p. 119

Diane Iseman & Associates (OH) p. 126
Practical Imagination Enterprises (NJ) p. 147
Sachs Insights (NY) p. 154

Talking Business (CA) p. 159
TWENTYSOMETHING INC. (PA) p. 160

Government

Appel Research, LLC (NY) p. 101

Creative Consumer Research (TX) p.111

Dan Jones & Associates, Inc. (UT) p. 128

JRH Marketing Services, Inc. (NY) p. 128

Kerr & Downs Research (FL) p. 130

Marketing Matrix International, Inc. (CA) p. 136
MORPACE International, Inc. (MI) p. 140

Perceptive Market Research, Inc. (FL) p. 146
Schulman, Ronca & Bucuvalas, Inc. (Br.) (FL) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
Springboard Marketing Research & Consulting (CA) p. 157
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Health & Beauty Aids

Bridgeport Research (PA) p. 105

C&R Research Services, Inc. (IL) p. 106
Camille Carlin Qualitative Research, Inc. (NY) p. 108
Decision Analyst, Inc. (TX) p. 114

Doyle Research Associates, Inc. (IL) p.116
Focus Latino (TX) p. 119

Housecalls, Inc. (NY) p. 124

Diane Iseman & Associates (OH) p. 126

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Practical Imagination Enterprises (NJ) p. 147
Primary Insights, Inc. (IL) p. 147

The Rite Concept (CT) p. 152

Sabena Qualitative Research Services (CT) p. 154
Paul Schneller Qualitative LLC (NY) p. 155
Schwartz Consulting Partners, Inc. (FL) p. 155
Solomon Solutions (NJ) p. 156

Springboard Marketing Research & Consulting (CA) p. 157
Talking Business (CA) p. 159

Ten People Talking (WA) p. 159

Walker Information (IN) p. 161

Health Care

A Z G Research (OH) p. 100

Alternate Routes, Inc. (CA) p. 101

Any Small Town Market Research (KS) p. 101
Appel Research, LLC (NY) p.101

BRC Field & Focus Services (AZ) p. 104
Bridgeport Research (PA) p. 105

C.L. Gailey Research (CA) p. 106

Cambridge Associates, Ltd. (TX) p. 106

Rebeca Cantu Helmstetler (CO) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Research Centre Ltd. (BC) p. 110
Contemporary Research Centre - Montreal (PQ) p. 111
Creative Consumer Research (TX) p. 111
D/R/S HealthCare Consultants (NC) p. 112

DRW Research (MI) p. 116

Focus Latino (TX) p. 119

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Herrera Communications (CA) p. 123

Hispanic Research Inc. (NJ) p. 124

Wayne Howard & Associates (CA) p. 124

The HSM Group, Ltd. (AZ) p. 124

IMR Research Group, Inc. (NC) p. 125

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
JRH Marketing Services, Inc. (NY) p. 128

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Kinzey & Day Qual. Market Research (VA) p. 130
Gene Kroupa & Associates, Inc. (WI) p. 131
Vaestra Executive Research Services (OH) p. 134
Market Segment Research (FL) p. 135

Marketing Leverage, Inc. (CT) p. 136

The Marketing Workshop, Inc. (GA) p. 136
MORPACE International, Inc. (MI) p. 140

New South Research (AL) p. 143

Northstar Medical Consultants, Inc. (IL) p. 144
Outsmart Marketing (MN) p. 145

Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Practica Group, LLC (IL) p. 147

Practical Imagination Enterprises (NJ) p. 147
Pranses Research Services (NJ) p. 147

Research Explorers, Inc. (IL) p. 150

The Research Group (MD) p. 150
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the research house (MI) p. 150

Research International (IL) p. 151

RMS Communications and Research Inc. (CA) p. 152
Sabena Qualitative Research Services (CT) p. 154
Saurage Research, Inc. (TX) p. 154

Schwartz Consulting Partners, Inc. (FL) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
SIGMA: Research Management Group (OH) p. 156
Solomon Solutions (NJ) p. 156

Strategic Directions Group, Inc. (MN) p. 158
Survey Center Focus, LLC (IL) p. 159

Survey Service, Inc. (NY) p. 159

Ten People Talking (WA) p. 159

Vedanta Research (NC) p. 161

Wolfson Strategic Consulting (MA) p. 162

Health Care Products-Natural

Bridgeport Research (PA) p. 105

Global Research Initiatives (CA) p. 121
Global Research Initiatives (KS) p. 121
Wayne Howard & Associates (CA) p. 124
Kendall Gay Consulting (FL) p. 130

Springboard Marketing Research & Consulting (CA) p. 157

Talking Business (CA) p. 159
Ten People Talking (WA) p. 159

Higher Education

A Z G Research (OH) p. 100

Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Kinzey & Day Qual. Market Research (VA) p. 130
Perceptive Market Research, Inc. (FL) p. 146

Springboard Marketing Research & Consulting (CA) p. 157

High-Tech

Alternate Routes, Inc. (CA) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 108
Daniel Research Group (MA) p. 112

First Insights (NY) p. 118

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121
Informa Research Services, Inc. (WA) p. 125
J.L. Roth & Associates, Inc. (FL) p. 127

Listen Research, Inc. (CA) p. 133

Lohs Research Group (IL) p. 133

MarketVibes, Inc. (IN) p. 136

Otivo, Inc. (CA) p. 145

Practica Group, LLC (IL) p. 147

QualCore.com Inc. (MN) p. 148

Trwin P. Sharpe & Associates (NJ) p. 155
Shugoll Research - GroupNet DC (MD) p. 156

Hispanic

Bethart Bilingual Research (FL) p. 103

BRC Field & Focus Services (AZ) p. 104

C&R Research Services, Inc. (IL) p. 106
Rebeca Cantu Helmstetler (CO) p. 106
Consumer Connection, Inc. (FL) p. 109
Creative Consumer Research (TX) p. 111
DLG Research & Marketing Solutions (TX) p. 115
Doyle Research Associates, Inc. (IL) p. 116
Fieldwork (CA) p.118

Focus Latino (TX) p. 119

Herrera Communications (CA) p. 123

Hispanic Research Inc. (NJ) p. 124

Horowitz Associates, Inc. (NY) p. 124

I N A Research (PA) p.125

Karchner Marketing Research, LLC (PA) p. 128
LaVERDAD Marketing & Media (OH) p. 131
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Leflein Associates, Inc. (NJ) p. 132

Market Decisions Corporation (OR) p. 134

Market Segment Research (FL) p. 135
MarketVibes, Inc. (IN) p. 136

MBC Research Center (NY) p. 137

Vleneses Research & Associates (CA) p. 138
MRSI (Marketing Research Services, Inc.) (OH) p. 142
New World Hispanic Research (FL) p. 143
Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Q & A Research, Inc. (CA) p. 148

Schwartz Consulting Partners, Inc. (FL) p. 155
361 Degrees Consulting, Inc. (CA) p. 160

Utilis Hispanic Research (NY) p. 161

Dr. Carlos Vargas Ramos (NY) p. 161

Zebra Strategies (NY) p. 163

Home Improvement/DIY

Fieldwork (CA) p. 118

Just The Facts, Inc. (IL) p. 128

The Kiemle Company (SC) p. 130

Market Resource Associates, Inc. (MN) p. 135
MarketVibes, Inc. (IN) p. 136

MORPACE International, Inc. (MI) p. 140

Planet Latino Market Intelligence, Inc. (FL) p. 146
Practica Group, LLC (IL) p. 147

Sabena Qualitative Research Services (CT) p. 154

Hospitality Industry

Cambridge Associates, Ltd. (TX) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

J.L. Roth & Associates, Inc. (FL) p. 127

Jacobs Jenner & Kent (MD) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

Kerr & Downs Research (FL) p. 130

Kinzey & Day Qual. Market Research (VA) p. 130
The Marketing Workshop, Inc. (GA) p. 136
Roadmap Market Research (MI) p. 152
Schwartz Consulting Partners, Inc. (FL) p. 155

Hospitals

B. Champion Associates, Ltd. (IL) p. 102
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111
D/R/S HealthCare Consultants (NC) p. 112
Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Wayne Howard & Associates (CA) p. 124

The HSM Group, Ltd. (AZ) p. 124

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Kinzey & Day Qual. Market Research (VA) p. 130
Market Decisions Corporation (OR) p. 134
Marketing Leverage, Inc. (CT) p. 136

Perceptive Market Research, Inc. (FL) p. 146
Schwartz Consulting Partners, Inc. (FL) p. 155
Ten People Talking (WA) p. 159

Household Products/Services

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Doyle Research Associates, Inc. (IL) p. 116

Focus Latino (TX) p. 119

Housecalls, Inc. (NY) p. 124

Diane Iseman & Associates (OH) p. 126
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Issues and Answers Network, Inc. (VA) p. 127
J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

JRH Marketing Services, Inc. (NY) p. 128
Market Resource Associates, Inc. (MN) p. 135
Maryland Marketing Source, Inc. (MD) p. 137
MORPACE International, Inc. (MI) p. 140
Planet Latino Market Intelligence, Inc. (FL) p. 146
Primary Insights, Inc. (IL) p. 147

The Rite Concept (CT) p. 152

Sando and Associates (DC) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Strategic Directions Group, Inc. (MN) p. 158
Talking Business (CA) p. 159

Housing

Just The Facts, Inc. (IL) p. 128

Market Resource Associates, Inc. (MN) p. 135

Schwartz Consulting Partners, Inc. (FL) p. 155
Springboard Marketing Research & Consulting (CA) p. 157

Human Resources/Organizational Dev.

Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Frieden Qualitative Services (CA) p. 120

J.L. Roth & Associates, Inc. (FL) p. 127

KKarchner Marketing Research, LLC (PA) p. 128
LIMRA International (CT) p. 132

MarketVibes, Inc. (IN) p. 136

Primary Insights, Inc. (IL) p. 147

Schwartz Consulting Partners, Inc. (FL) p. 155

Information Technology (IT)

Alternate Routes, Inc. (CA) p. 101

CMI (GA) p. 109

Daniel Research Group (MA) p. 112

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

J.L. Roth & Associates, Inc. (FL) p. 127
KKarchner Marketing Research, LLC (PA) p. 128
Marketing Leverage, Inc. (CT) p. 136

The Marketing Workshop, Inc. (GA) p. 136
MORPACE International, Inc. (MI) p. 140
Practica Group, LLC (IL) p. 147

QualCore.com Inc. (MN) p. 148

Shugoll Research - GroupNet DC (MD) p. 156
SIGMA: Research Management Group (OH) p. 156

Insurance

Alternate Routes, Inc. (CA) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Focus LLC (TX) p. 109

Digital Research, Inc. (ME) p. 114

DRW Research (MI) p. 116

First Insights (NY) p. 118

Wayne Howard & Associates (CA) p. 124

Diane Iseman & Associates (OH) p. 126

Just The Facts, Inc. (IL) p. 128

KKarchner Marketing Research, LLC (PA) p. 128
LIMRA International (CT) p. 132

Marketing Leverage, Inc. (CT) p. 136

The Marketing Workshop, Inc. (GA) p. 136
MORPACE International, Inc. (MI) p. 140

Planet Latino Market Intelligence, Inc. (FL) p. 146
Q & A Research, Inc. (CA) p. 148

The Rite Concept (CT) p. 152

Sachs Insights (NY) p. 154

Ten People Talking (WA) p. 159
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International Firms

Manufacturing

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121
Horowitz Associates, Inc. (NY) p. 124

Just The Facts, Inc. (IL) p. 128

Richard Kurtz & Associates (NY) p. 131
Millennium Research, Inc. (MN) p. 138

the research house (MI) p. 150

Research International (IL) p. 151

S IS International Research, Inc. (NY) p. 154

Internet/Web Industry

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Daniel Research Group (MA) p.112
Digital Research, Inc. (ME) p. 114

First Insights (NY) p. 118

Frieden Qualitative Services (CA) p. 120
Global Research Initiatives (KS) p. 121
Global Research Initiatives (CA) p. 121
Horowitz Associates, Inc. (NY) p. 124
J.L. Roth & Associates, Inc. (FL) p. 127
Otivo, Inc. (CA) p. 145

QualCore.com Inc. (MN) p. 148

Sachs Insights (NY) p. 154

Schwartz Consulting Partners, Inc. (FL) p. 155
Solomon Solutions (NJ) p. 156

Talking Business (CA) p. 159

Lawn & Garden

Diane Iseman & Associates (OH) p. 126

Just The Facts, Inc. (IL) p. 128

Market Resource Associates, Inc. (MN) p. 135
Millennium Research, Inc. (MN) p. 138
Schwartz Consulting Partners, Inc. (FL) p. 155

Lawyers

Creative Consumer Research (TX) p. 111
National Jury Project Midwest (MN) p. 142
Strategic Directions Group, Inc. (MN) p. 158

Legal

Leflein Associates, Inc. (NJ) p. 132

Market Decisions Corporation (OR) p. 134
MORPACE International, Inc. (MI) p. 140
National Jury Project Midwest (MN) p. 142

Leisure

Chamberlain Research Consultants, Inc. (WI) p. 108
Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Springboard Marketing Research & Consulting (CA) p. 157

Managed Care

CMI (GA) p. 109

Frieden Qualitative Services (CA) p. 120

Wayne Howard & Associates (CA) p. 124
Issues and Answers Network, Inc. (VA) p.127
Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Marketing Leverage, Inc. (CT) p. 136

Northstar Medical Consultants, Inc. (IL) p. 144
Ten People Talking (WA) p. 159
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Chamberlain Research Consultants, Inc. (WI) p. 108
Focus on Food (GA) p. 119

IMR Research Group, Inc. (NC) p. 125

Just The Facts, Inc. (IL) p. 128

MORPACE International, Inc. (MI) p. 140
Schwartz Consulting Partners, Inc. (FL) p. 155

Mass Merchandisers

Focus Latino (TX) p. 119
Just The Facts, Inc. (IL) p. 128
The Rite Concept (CT) p. 152

Meat Industry

Focus on Food (GA) p. 119
Perceptive Market Research, Inc. (FL) p. 146
Talking Business (CA) p. 159

Media

Alternate Routes, Inc. (CA) p. 101

Herrera Communications (CA) p. 123

Horowitz Associates, Inc. (NY) p. 124

I N A Research (PA) p.125

Issues and Answers Network, Inc. (VA) p. 127
J.L. Roth & Associates, Inc. (FL) p. 127

Leflein Associates, Inc. (NJ) p. 132

Meneses Research & Associates (CA) p. 138
Roadmap Market Research (MI) p. 152

Sachs Insights (NY) p. 154

Medical

Cambridge Associates, Ltd. (TX) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111
D/R/S HealthCare Consultants (NC) p. 112
Elyse Dumach Consulting (IL) p. 116

Fieldwork (CA) p. 118

Franklin Communications (NJ) p. 120

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Graff Group (MN) p. 122

Wayne Howard & Associates (CA) p. 124

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Kinzey & Day Qual. Market Research (VA) p. 130
Leflein Associates, Inc. (NJ) p. 132
LinguiSearch, Inc. (PA) p. 132

Marketing Leverage, Inc. (CT) p. 136

The Marketing Workshop, Inc. (GA) p. 136
MORPACE International, Inc. (MI) p. 140
Northstar Medical Consultants, Inc. (IL) p. 144
Perceptive Market Research, Inc. (FL) p. 146

Q & A Research, Inc. (CA) p. 148

The Rite Concept (CT) p. 152

S I S International Research, Inc. (NY) p. 154
Sachs Insights (NY) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
Ten People Talking (WA) p. 159

Vedanta Research (NC) p. 161

ZINC Research (AB) p. 163

Paul Zuckerman & Associates (NY) p. 163
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Medical/Surgical Products

D/R/S HealthCare Consultants (NC) p. 112
Decision Analyst, Inc. (TX) p. 114

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Wayne Howard & Associates (CA) p. 124

The HSM Group, Ltd. (AZ) p. 124

Issues and Answers Network, Inc. (VA) p. 127
Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130
LinguiSearch, Inc. (PA) p. 132

Vlaestra Executive Research Services (OH) p. 134
Northstar Medical Consultants, Inc. (IL) p. 144
Schwartz Consulting Partners, Inc. (FL) p. 155

Middle-Eastern

Global Research Initiatives (KS) p. 121
Global Research Initiatives (CA) p. 121
MBC Research Center (NY) p. 137

Military

Focus Latino (TX) p. 119
Vleneses Research & Associates (CA) p. 138

Mothers

C&R Research Services, Inc. (IL) p. 106

Chamberlain Research Consultants, Inc. (WI) p. 108

Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Diane Iseman & Associates (OH) p. 126

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Primary Insights, Inc. (IL) p. 147

Springboard Marketing Research & Consulting (CA) p. 157

Mothers-Expectant

Primary Insights, Inc. (IL) p. 147
Springboard Marketing Research & Consulting (CA) p. 157

Native American

MBC Research Center (NY) p. 137

Newspapers/Magazines

Digital Research, Inc. (ME) p. 114

Doyle Research Associates, Inc. (IL) p. 116

Planet Latino Market Intelligence, Inc. (FL) p. 146

the research house (MI) p. 150

Sabena Qualitative Research Services (CT) p. 154
Springboard Marketing Research & Consulting (CA) p. 157

Non-Profit/Fund Raising

Alternate Routes, Inc. (CA) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 108

J.L. Roth & Associates, Inc. (FL) p. 127

Perceptive Market Research, Inc. (FL) p. 146

Pranses Research Services (NJ) p. 147

Roadmap Market Research (MI) p. 152

Roller Marketing Research (VA) p. 152

Springboard Marketing Research & Consulting (CA) p. 157
Strategic Focus, Inc. (IL) p. 158

Nurses

D/R/S HealthCare Consultants (NC) p. 112
Frieden Qualitative Services (CA) p. 120
Global Research Initiatives (CA) p. 121
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Global Research Initiatives (KS) p. 121

Just The Facts, Inc. (IL) p. 128

KKarchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

MORPACE International, Inc. (MI) p. 140
Northstar Medical Consultants, Inc. (IL) p. 144
Perceptive Market Research, Inc. (FL) p. 146

Nursing Homes

Frieden Qualitative Services (CA) p. 120
Marketing Leverage, Inc. (CT) p. 136
Pranses Research Services (NJ) p. 147

Office Products

First Insights (NY) p. 118

Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Just The Facts, Inc. (IL) p. 128

KKarchner Marketing Research, LLC (PA) p. 128
MarketVibes, Inc. (IN) p. 136

Planet Latino Market Intelligence, Inc. (FL) p. 146

Packaged Goods

ACCE Inc. (ON) p. 100

Alternate Routes, Inc. (CA) p. 101

Any Small Town Market Research (KS) p. 101
C&R Research Services, Inc. (IL) p. 106
Contemporary Research Centre - Montreal (PQ) p. 111
Creative Consumer Research (TX) p.111
Decision Analyst, Inc. (TX) p. 114

Digital Research, Inc. (ME) p. 114

Doyle Research Associates, Inc. (IL) p. 116
DRW Research (MI) p. 116

First Insights (NY) p. 118

Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121
Housecalls, Inc. (NY) p. 124

I N A Research (PA) p. 125

Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

JRH Marketing Services, Inc. (NY) p. 128

Just The Facts, Inc. (IL) p. 128

Karchner Marketing Research, LLC (PA) p. 128
Listen Research, Inc. (CA) p. 133

Market Decisions Corporation (OR) p. 134
Market Segment Research (FL) p. 135
Meneses Research & Associates (CA) p. 138
MORPACE International, Inc. (MI) p. 140
MRSI (Marketing Research Services, Inc.) (OH) p. 142
Planet Latino Market Intelligence, Inc. (FL) p. 146
Primary Insights, Inc. (IL) p. 147
QualCore.com Inc. (MN) p. 148

The Rite Concept (CT) p. 152

Paul Schneller Qualitative LLC (NY) p. 155
Survey Service, Inc. (NY) p. 159

Talking Business (CA) p. 159

Tracy & Co Market Research & Idea Generation (IL) p. 160
Dr. Carlos Vargas Ramos (NY) p. 161

Z. Research Services (CA) p. 163

Zebra Strategies (NY) p. 163

Zwillinger Research (CA) p. 163

Paper & Related Products

Focus Latino (TX) p. 119
Diane Iseman & Associates (OH) p. 126
The Marketing Workshop, Inc. (GA) p. 136
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Parents

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p.111

Focus on Food (GA) p. 119

Diane Iseman & Associates (OH) p. 126

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Primary Insights, Inc. (IL) p. 147

Springboard Marketing Research & Consulting (CA) p. 157

Pet Foods/Supplies

Decision Analyst, Inc. (TX) p. 114

Housecalls, Inc. (NY) p. 124

Diane Iseman & Associates (OH) p. 126

MEADOWLANDS CONSUMER CENTER INC. (NJ) p. 138
Millennium Research, Inc. (MN) p. 138

MORPACE International, Inc. (MI) p. 140

Practica Group, LLC (IL) p. 147

Paul Schneller Qualitative LLC (NY) p. 155

Springboard Marketing Research & Consulting (CA) p. 157
Ten People Talking (WA) p. 159

Petroleum Products

Focus Latino (TX) p. 119
Karchner Marketing Research, LLC (PA) p. 128
Perceptive Market Research, Inc. (FL) p. 146

Pharmaceutical Products

ACCE Inc. (ON) p. 100

B. Champion Associates, Ltd. (IL) p. 102
Cambridge Associates, Ltd. (TX) p. 106

Camille Carlin Qualitative Research, Inc. (NY) p. 108
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Consumer Research Centre Ltd. (BC) p. 110
Contemporary Research Centre - Montreal (PQ) p. 111
D/R/S HealthCare Consultants (NC) p. 112
Decision Analyst, Inc. (TX) p. 114

Doyle Research Associates, Inc. (IL) p. 116
DRW Research (MI) p. 116

Elyse Dumach Consulting (IL) p. 116

Fieldwork (CA) p. 118

First Insights (NY) p. 118

Focus Latino (TX) p. 119

Franklin Communications (NJ) p. 120

Frieden Qualitative Services (CA) p. 120

Wayne Howard & Associates (CA) p. 124

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Kinzey & Day Qual. Market Research (VA) p. 130
LinguiSearch, Inc. (PA) p. 132

Lohs Research Group (IL) p. 133

Maestra Executive Research Services (OH) p. 134
Market Segment Research (FL) p. 135

Northstar Medical Consultants, Inc. (IL) p. 144
Practica Group, LLC (IL) p. 147

Practical Imagination Enterprises (NJ) p. 147
the research house (MI) p. 150

Research International (IL) p. 151

S I S International Research, Inc. (NY) p. 154
Sabena Qualitative Research Services (CT) p. 154
Sachs Insights (NY) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Schwartz Consulting Partners, Inc. (FL) p. 155
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Shugoll Research - GroupNet DC (MD) p. 156
Strategic Directions Group, Inc. (MN) p. 158
Talking Business (CA) p. 159

Ten People Talking (WA) p. 159

361 Degrees Consulting, Inc. (CA) p. 160

Tracy & Co Market Research & Idea Generation (IL) p. 160
Utilis Hispanic Research (NY) p. 161

Dr. Carlos Vargas Ramos (NY) p. 161

Vedanta Research (NC) p. 161

Z. Research Services (CA) p. 163

Zebra Strategies (NY) p. 163

Pharmacies/Drug Stores

Focus Latino (TX) p. 119

Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Paul Schneller Qualitative LLC (NY) p. 155

Pharmacists

D/R/S HealthCare Consultants (NC) p. 112
Wayne Howard & Associates (CA) p. 124
KKarchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130
LinguiSearch, Inc. (PA) p. 132

MORPACE International, Inc. (MI) p. 140
Northstar Medical Consultants, Inc. (IL) p. 144
Perceptive Market Research, Inc. (FL) p. 146
Sabena Qualitative Research Services (CT) p. 154
Paul Schneller Qualitative LLC (NY) p. 155

Physicians

Bridgeport Research (PA) p. 105

Cambridge Associates, Ltd. (TX) p. 106

Camille Carlin Qualitative Research, Inc. (NY) p. 108
Consumer Research Centre Ltd. (BC) p. 110
Contemporary Research Centre - Montreal (PQ) p. 111
D/R/S HealthCare Consultants (NC) p. 112
Decision Analyst, Inc. (TX) p. 114

Doyle Research Associates, Inc. (IL) p.116
First Insights (NY) p. 118

Franklin Communications (NJ) p. 120

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Wayne Howard & Associates (CA) p. 124

The HSM Group, Ltd. (AZ) p. 124

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
Just The Facts, Inc. (IL) p. 128

KKarchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Kinzey & Day Qual. Market Research (VA) p. 130
LinguiSearch, Inc. (PA) p. 132

MBC Research Center (NY) p. 137

MORPACE International, Inc. (MI) p. 140
Northstar Medical Consultants, Inc. (IL) p. 144
Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
the research house (MI) p. 150

Sabena Qualitative Research Services (CT) p. 154
Sachs Insights (NY) p. 154

Paul Schneller Qualitative LLC (NY) p. 155
Strategic Directions Group, Inc. (MN) p. 158

Ten People Talking (WA) p. 159

Wolfson Strategic Consulting (MA) p. 162

Printing

Paul Schneller Qualitative LLC (NY) p. 155
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Public Affairs

Appel Research, LLC (NY) p. 101

David Binder Research (CA) p. 103

NSON Opinion Research (NJ) p. 144

the research house (MI) p. 150

Roadmap Market Research (MI) p. 152

Springboard Marketing Research & Consulting (CA) p. 157
Strategic Focus, Inc. (IL) p. 158

Public Relations

Kinzey & Day Qual. Market Research (VA) p. 130
MarketVibes, Inc. (IN) p. 136

Perceptive Market Research, Inc. (FL) p. 146
Roadmap Market Research (MI) p. 152

Publishing

J.L. Roth & Associates, Inc. (FL) p. 127

KL Communications, Inc. (NJ) p. 130

The Rite Concept (CT) p. 152

Sabena Qualitative Research Services (CT) p. 154

Real Estate/Development

Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Frieden Qualitative Services (CA) p. 120

Kinzey & Day Qual. Market Research (VA) p. 130

Meneses Research & Associates (CA) p. 138

Perceptive Market Research, Inc. (FL) p. 146

Schwartz Consulting Partners, Inc. (FL) p. 155
Springboard Marketing Research & Consulting (CA) p. 157
Strategic Directions Group, Inc. (MN) p. 158

Religion/Churches

Just The Facts, Inc. (IL) p. 128

Restaurants/Food Service

ACCE Inc. (ON) p. 100

Alternate Routes, Inc. (CA) p. 101

Bridgeport Research (PA) p. 105

C&R Research Services, Inc. (IL) p. 106

C.L. Gailey Research (CA) p. 106

Cambridge Associates, Ltd. (TX) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111
Decision Analyst, Inc. (TX) p. 114

Doyle Research Associates, Inc. (IL) p. 116
Fieldwork (CA) p. 118

Focus on Food (GA) p. 119

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Diane Iseman & Associates (OH) p. 126

Issues and Answers Network, Inc. (VA) p. 127
J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

Kinzey & Day Qual. Market Research (VA) p. 130
The Marketing Workshop, Inc. (GA) p. 136
Perceptive Market Research, Inc. (FL) p. 146
The Portnoy Group (FL) p. 146

Pranses Research Services (NJ) p. 147

The Rite Concept (CT) p. 152

Schwartz Consulting Partners, Inc. (FL) p. 155
Talking Business (CA) p. 159

Retailing

Alternate Routes, Inc. (CA) p. 101

Chamberlain Research Consultants, Inc. (WI) p. 108
Fieldwork (CA) p. 118

Focus Latino (TX) p. 119
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Global Research Initiatives (KS) p. 121
Global Research Initiatives (CA) p. 121

IMR Research Group, Inc. (NC) p. 125

Diane Iseman & Associates (OH) p. 126

Dan Jones & Associates, Inc. (UT) p. 128
KKarchner Marketing Research, LLC (PA) p. 128
Meneses Research & Associates (CA) p. 138
MORPACE International, Inc. (MI) p. 140
Perceptive Market Research, Inc. (FL) p. 146
The Portnoy Group (FL) p. 146

Primary Insights, Inc. (IL) p. 147

Survey Center Focus, LLC (IL) p. 159

Seniors/Mature

B. Champion Associates, Ltd. (IL) p. 102

C&R Research Services, Inc. (IL) p. 106
Creative Consumer Research (TX) p. 111
Focus Latino (TX) p. 119

Focus Research Now, LLC (CT) p. 119

Frieden Qualitative Services (CA) p. 120
Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

JRH Marketing Services, Inc. (NY) p. 128
Just The Facts, Inc. (IL) p. 128

Marketing Leverage, Inc. (CT) p. 136

The Marketing Workshop, Inc. (GA) p. 136
NSON Opinion Research (NJ) p. 144
Perceptive Market Research, Inc. (FL) p. 146
Primary Insights, Inc. (IL) p. 147

Sabena Qualitative Research Services (CT) p. 154
Schwartz Consulting Partners, Inc. (FL) p. 155
SIGMA: Research Management Group (OH) p. 156
Strategic Directions Group, Inc. (MN) p. 158
Ten People Talking (WA) p. 159

Shopping Centers

Alternate Routes, Inc. (CA) p. 101
Hollander Cohen & NMcBride (MD) p. 124
Dan Jones & Associates, Inc. (UT) p. 128

Sporting Goods

Diane Iseman & Associates (OH) p. 126

Dan Jones & Associates, Inc. (UT) p. 128

MarketVibes, Inc. (IN) p. 136

MORPACE International, Inc. (MI) p. 140

Planet Latino Market Intelligence, Inc. (FL) p. 146
Springboard Marketing Research & Consulting (CA) p. 157

Sports

Horowitz Associates, Inc. (NY) p. 124

KL Communications, Inc. (NJ) p. 130

MarketVibes, Inc. (IN) p. 136

Planet Latino Market Intelligence, Inc. (FL) p. 146
Springboard Marketing Research & Consulting (CA) p. 157

Teens

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Creative Consumer Research (TX) p.111
Fieldwork (CA) p. 118

Focus Latino (TX) p. 119

Focus on Food (GA) p. 119

Diane Iseman & Associates (OH) p. 126
Just The Facts, Inc. (IL) p. 128

Listen Research, Inc. (CA) p. 133

Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Primary Insights, Inc. (IL) p. 147

Sachs Insights (NY) p. 154

May 2007 | Quirk’s Marketing Research Review | 175

103eJ9po|A dno.Jg snoo4

(=
=
o
=
wn
ﬁ
1l
D
(92}
jab)
=
o
=
Q
-
~
D
—=
wn
[
=
(@R
™D
paS



http://www.quirks.com

Focus Group Moderator

>
(<5}
e
=
]
wn
-+
(<}
4
A
(49
=
e
=
(49
wn
2
_—
-+
wn
=
e
=
]

Solomon Solutions (NJ) p. 156

Springboard Marketing Research & Consulting (CA) p. 157
Tracy & Co Market Research & Idea Generation (IL) p. 160
TWENTYSOMETHING INC. (PA) p. 160

Telecommunications

Alternate Routes, Inc. (CA) p. 101

C&R Research Services, Inc. (IL) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Contemporary Research Centre - Montreal (PQ) p. 111
Daniel Research Group (MA) p. 112

Doyle Research Associates, Inc. (IL) p. 116
First Insights (NY) p. 118

Focus Latino (TX) p. 119

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121
Hollander Cohen & McBride (MD) p. 124
Horowitz Associates, Inc. (NY) p. 124

J.L. Roth & Associates, Inc. (FL) p. 127
Karchner Marketing Research, LLC (PA) p. 128
KL Communications, Inc. (NJ) p. 130

Market Decisions Corporation (OR) p. 134

The Marketing Workshop, Inc. (GA) p. 136
Meneses Research & Associates (CA) p. 138
MORPACE International, Inc. (MI) p. 140
Perceptive Market Research, Inc. (FL) p. 146
Practical Imagination Enterprises (NJ) p. 147
S I S International Research, Inc. (NY) p. 154
Schwartz Consulting Partners, Inc. (FL) p. 155
Shugoll Research - GroupNet DC (MD) p. 156
Spectrum Research (NJ) p. 157

361 Degrees Consulting, Inc. (CA) p. 160

Television

C&R Research Services, Inc. (IL) p. 106

Frieden Qualitative Services (CA) p. 120

Horowitz Associates, Inc. (NY) p. 124

J.L. Roth & Associates, Inc. (FL) p. 127

Planet Latino Market Intelligence, Inc. (FL) p. 146

Theme Parks

C&R Research Services, Inc. (IL) p. 106
Just The Facts, Inc. (IL) p. 128

Tourism

Chamberlain Research Consultants, Inc. (WI) p. 108
Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (CA) p. 121

Global Research Initiatives (KS) p. 121

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

The Marketing Workshop, Inc. (GA) p. 136

Planet Latino Market Intelligence, Inc. (FL) p. 146
Schwartz Consulting Partners, Inc. (FL) p. 155
Southern Solutions (TN) p. 157

Strategic Directions Group, Inc. (MN) p. 158
Strategic Focus, Inc. (IL) p. 158

ZINC Research (AB) p. 163

Toys

C&R Research Services, Inc. (IL) p. 106

Digital Research, Inc. (ME) p. 114

Doyle Research Associates, Inc. (IL) p. 116

Just The Facts, Inc. (IL) p. 128

Maya Levinson, Ph.D. (CA) p. 132

Listen Research, Inc. (CA) p. 133

Q & A Research, Inc. (CA) p. 148

Springboard Marketing Research & Consulting (CA) p. 157
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Trade Show/Conventions

Chamberlain Research Consultants, Inc. (WI) p. 108
J.L. Roth & Associates, Inc. (FL) p. 127

Jacobs Jenner & Kent (MD) p. 127

Kendall Gay Consulting (FL) p. 130

KL Communications, Inc. (NJ) p. 130

Market Resource Associates, Inc. (MN) p. 135
Roadmap Market Research (MI) p. 152

Transportation

Alternate Routes, Inc. (CA) p. 101

Cambridge Associates, Ltd. (TX) p. 106
Chamberlain Research Consultants, Inc. (WI) p. 108
Creative Consumer Research (TX) p. 111

Focus Latino (TX) p. 119

Frieden Qualitative Services (CA) p. 120

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

MORPACE International, Inc. (MI) p. 140
Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Strategic Focus, Inc. (IL) p. 158

Travel

Alternate Routes, Inc. (CA) p. 101

First Insights (NY) p. 118

Frieden Qualitative Services (CA) p. 120

Global Research Initiatives (KS) p. 121

Global Research Initiatives (CA) p. 121

Horowitz Associates, Inc. (NY) p. 124

Issues and Answers Network, Inc. (VA) p. 127
Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

MORPACE International, Inc. (MI) p. 140
Perceptive Market Research, Inc. (FL) p. 146
Planet Latino Market Intelligence, Inc. (FL) p. 146
Pranses Research Services (NJ) p. 147

S I S International Research, Inc. (NY) p. 154
Sabena Qualitative Research Services (CT) p. 154
Schwartz Consulting Partners, Inc. (FL) p. 155
Solomon Solutions (NJ) p. 156

Strategic Directions Group, Inc. (MN) p. 158

Utilities/Energy

C&R Research Services, Inc. (IL) p. 106
Cambridge Associates, Ltd. (TX) p. 106

Chamberlain Research Consultants, Inc. (WI) p. 108
CMI (GA) p. 109

Creative Consumer Research (TX) p. 111

Focus Latino (TX) p. 119

Diane Iseman & Associates (OH) p. 126

J.L. Roth & Associates, Inc. (FL) p. 127

Dan Jones & Associates, Inc. (UT) p. 128

Just The Facts, Inc. (IL) p. 128

KKarchner Marketing Research, LLC (PA) p. 128
Market Decisions Corporation (OR) p. 134

Meneses Research & Associates (CA) p. 138
MORPACE International, Inc. (MI) p. 140

Perceptive Market Research, Inc. (FL) p. 146
Schulman, Ronca & Bucuvalas, Inc. (Br.) (FL) p. 155
Strategic Directions Group, Inc. (MN) p. 158

Tracy & Co Market Research & Idea Generation (IL) p. 160

Veterinary Medicine

Karchner Marketing Research, LLC (PA) p. 128
Kendall Gay Consulting (FL) p. 130

Millennium Research, Inc. (MN) p. 138

Sabena Qualitative Research Services (CT) p. 154
Paul Schneller Qualitative LLC (NY) p. 155

Yellow Pages

Planet Latino Market Intelligence, Inc. (FL) p. 146
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A

Abbott, Susan, Abbott Research & Consulting, (ON) p. 100

Abrams, Bill, Housecalls, Inc., (NY) p. 124

Adams, Robert T., Brooks Adams Research, (VA) p. 105

Adelman, Susan R., Survey Service, Inc., (NY) p. 159

Adler, Joseph S., The Angell Research Group, Inc., (IL) p. 101
Akerson, Steven D., Akerson Marketing Research, Inc., (MN) p. 100
Albanese, Isabelle, Consumer Truth® Ltd, (IL) p. 110

Alexander, Miriam, Miriam Alexander Marketing Research, (CA) p. 140
Alison, Mark, AnswersInc., (GA) p. 101

Allison, Kay, Energy Annex, (IL) p. 116

Amatelli, Doreen, Way To Goal!, LLC, (NJ) p. 161

Andersch, Melissa, Bridgeport Research, (PA) p. 105

Anderson, Al, Anderson Marketing Research, (MN) p. 101
Anderson, Jeff, Jeff Anderson Consulting, Inc., (CA) p. 101
Anderson, Katie, Anderson Qualitative Research, Inc., (CA) p. 101
Ankersmit, Barbara, QMark Research & Polling, (HI) p. 148
Antonian, Jackie, LRW (Lieberman Research Worldwide), (CA) p. 133
Antonioli, Guy C., Focus Latino, (TX) p. 119

Antonioli II, Guy C., Focus Latino, (TX) p. 119

Anwander, Elaine K., Qualitative Research Services, (FL) p. 149
Appel, PRC, Steve, Appel Research, LLC, (NY) p. 101

Appelbaum, Alan, Market Probe International, Inc., (NY) p. 135
Arce, Ph.D., Carlos, NuStats, (TX) p. 144

Argentieri, Mia, Argentieri Marketing Research, (PA) p. 101
Arriola G., Juan Carlos, JCA Research, (FL) p. 127

Artinano, Silvia, ARPO Research Consultants, (Spain) p. 101
Atkins, David, Atkins Research Group, Inc., (CA) p. 102

Augustine, Jonathan A., A Z G Research, (OH) p. 100

Aulenbach, Lori T., The Results Network, Inc., (PA) p. 151

Avery, Dan, Marketing Leverage, Inc., (CT) p. 136

Axelrod, Myril, Myril Axelrod Marketing Directions Ascts., Inc., (MA) p. 102
Azuara, Mario Martinez, Goldfarb Consultants, (Mexico) p. 121

B

Baen, Jack, Baen Marketing Associates, (FL) p. 102

Bailey, Vince, Vincent Bailey Consumer Research, (FL) p. 102
Bailey, William M., William M. Bailey, Ph.D., (FL) p. 102

Baker, Gemma C., Gemma C. Baker Research, (CT) p. 102

Baker, Martha, Harris Gabel Associates, Inc., (CA) p. 120
Baker-Hitzhusen, Hannah, CMI, (GA) p. 109

Balaban, Caryn, Balaban Market Research Consulting (BMRC), (AZ) p. 102
Balboa, Isabel C., Balboa Consulting, (CA) p. 102

Balch, Ph.D., George I., BALCH ASSOCIATES, (IL) p. 102
Balducci, Phil, Phil Balducci & Associates, Inc., (FL) p. 102
Balkema, Alan, Monalco, Inc., (WI) p. 140

Balkema, Heidi, Leflein Associates, Inc., (NJ) p. 132

Bange, Marianne, Hygeia Marketing Associates, Inc., (NJ) p. 125
Banks, Nancy, Shugoll Research - GroupNet DC, (MD) p. 156
Barash, Kathryn, Housecalls, Inc., (NY) p. 124

Barbosa, Liria, C&R Research Services, Inc., (IL) p. 106
Barbuto, Lorraine, Barbuto & Associates, (NJ) p. 102

Barnes, Rosalia A., Rosalia Barnes Associates, (CT) p. 103
Baroutakis, Mary, MBC Research Center, (NY) p. 137

Barritt, Sandra, FacFind, Inc., (NC) p. 117

Barth, Richard, Reyes Research, (CA) p. 151

Bartkowiak, Judy, Kids Brands Europe, (UK) p. 130

Bartlett, Bill, Suburban Associates, (NJ) p. 158

Bartlett, Jeff, The Bartlett Group, Inc., (PA) p. 103

Basca, Emily, Northstar Medical Consultants, Inc., (IL) p. 144
Bass, Mike, Perceptions...and Realities®, Inc., (NY) p. 145

Bate, Doug, Bate Facilitation Services, (MA) p. 103

Beaulaurier, Bob, Market Decisions Corporation, (OR) p. 134
Beck, Lisa Christina, Q Research Solutions, Inc. (Br.), (NJ) p. 148
Becker, Stephanie, Stephanie L. Becker Consulting, (NY) p. 103
Beggs, Tom, Stat One Research, (GA) p. 157

Bell, Darla, Bell Associates Marketing Rsch. & Consulting, (TX) p. 103
Bemarkt, Jan, MARKETLSOURCET Research & Consulting, (MO) p. 135
Benatar, Leigh, S I S International Research, Inc., (NY) p. 154
Benedict, Allan, A & K Research, Inc., (MI) p. 100

Berenhaus, Ira, Berenhaus Research Solutions, LLC, (NJ) p. 103
Bergemann, Carl, Sierra Market Research, (CO) p. 156

Berger, Joel Patrick, C. Berger Group, Inc., (IL) p. 103

Bergey, Bonnie, Innovation Focus, (PA) p. 126

Bergo, Ed, Sandia Market Research, (NM) p. 154

Berman, Valerie S., Market Segment Research, (FL) p. 135
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Bernaciak, Jill, Fox Management, (OH) p. 119

Berne, Michel, Ad Hoc Research, (PQ) p. 100

Bernstein, Betsy, Bernstein Research Group, Inc., (NY) p. 103
Bernstein, Ph.D., Dr. Donald, Mid-America Research (Br.), (IL) p. 138
Berry, Doris, Berry Marketing Research, (CA) p. 103

Berry, Elizabeth M., Strategic Focus Consulting, Inc., (SC) p. 158
Berwitz, Ken, Ken Berwitz Marketing Research, (NJ) p. 103
Bethart, Marta, Bethart Bilingual Research, (FL) p. 103
Bhagchandani, Bana, Dominion Focus Group, Inc., (VA) p. 115
Bierer, Jeffrey, Bierer Research Group, (NC) p. 103

Binder, David, David Binder Research, (CA) p. 103

Binder, Linda, Primary Insights, Inc., (IL) p. 147

Bingle, Fred, Bingle Research Group, Inc., (IN) p. 103

Bixler, Michael, MarketLink, Inc., (GA) p. 136

Blair, K.C., K.C. Blair Associates, Inc., (MI) p. 103

Blake, Pamela J., Blake Qualitative Research Services, (PA) p. 103
Blevaert, Jan, Capture Research, LLC, (MA) p. 106

Bloomfield, Michael, The Mellman Group, (DC) p. 138

Blumenthal, Michelle, Blumenthal Qualitative Research, (NC) p. 104
Boespflug, Steve, Focus Portland, (OR) p. 119

Boespflug, Steve, InfoTek Research Group, Inc., (OR) p. 125
Bognore, Ron, Market Research Unlimited, Inc., (ME) p. 135
Boston, John S., Survey Communications, Inc./S.C.I. Research, (LA) p. 159
Bouchard, Vincent, SOM, inc., (PQ) p. 156

Bovich, Ph.D., Ed, Practica Group, LLC, (IL) p. 147

Bowe, Mike, Bowe Marketing Research Consultants, (CA) p. 104
Bowen, Carol, Bowen Marketing Consultants, (MA) p. 104

Bowers, Carole, Able Associates Research Group, (CA) p. 100
Braniff, Graciela, Fine Research S.R.L., (Mexico) p. 118

Brautigam, Douglas, Sovereign Marketing Research, (NY) p. 157
Brennen, William E., Brennen Consultants, Inc., (IN) p. 104
Bressan, Louis P., Bressan Research Associates, Inc., (WI) p. 105
Bridgman, Kirk, PS:Research!, (CA) p. 147

Brittle, Christine, Uncommon Insights, LLC, (VA) p. 161

Brock, Bo, Frank N. Magid Associates, Inc., (IA) p. 134

Brogdon, Tina, Qualitative Intelligence, (FL) p. 149

Bronkesh, Sheryl, The HSM Group, Ltd., (AZ) p. 124

Brooks, Mitchell, Brooks Rose Marketing Research, Inc., (NY) p. 105
Brophy, David, Brophy Research, (NY) p. 105

Brown, Jacob, 50Plus Market Research, (CA) p. 118

Brown, Jacob, In-Depth Research, (CA) p. 125
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Roberts, Rona, Roberts & Kay, Inc., (KY) p. 152

Roberts, Ph.D., Dave, Roberts Communications, (TX) p. 152
Robeson, Kristen, Bridgeport Research, (PA) p. 105

Robinson, Bill, Robinson Research, (WA) p. 152

Robinson, Cherlyn, C R Market Surveys, (IL) p. 105

Rodriguez, Brendaly, BR Consulting & Associates, LLC, (FL) p. 104
Rodriguez, Lili, Rabid Research & Strategic Planning, (CT) p. 149
Rodriguez, Otto J., Hispanic Research Inc., (NJ) p. 124

Rogers, J. Scott, Margaret Ann’s Research, (GA) p. 134

Roller, Margaret R., Roller Marketing Research, (VA) p. 152
Rose, Kathi, Blackstone Group, (IL) p. 103

Rosenthal, Barbara, Rosenthal Qualitative Research, (DC) p. 152
Rosenthal, Elissa, Elissa Rosenthal, (MA) p. 152

Rossnagel, Dr. Christian, Opus Moderandi, (Germany) p. 145
Roth, Jay, J.L. Roth & Associates, Inc., (FL) p. 127

Roth, Jay, Jay L. Roth & Associates, Inc. (Br.), (NY) p. 152
Rubin, Larry, Lawrence Rubin Associates, Inc., (CA) p. 131
Rudman, Gary, GTR Consulting, (CA) p. 122

Rugen, Ph.D., Barbara, Audience Impact Research, (OH) p. 102
Ruh, Janice, Marketwise, Inc., (OK) p. 136

Rule, Paul, Marquest Research, (NC) p. 137

Rulli, James P., RULLI RESEARCH, LLC, (OH) p. 154

Rutter, Ph.D., Robert S., Customer Insights Research, Inc., (NC) p. 112
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Sabena, Patricia, Sabena Qualitative Research Services, (CT) p. 154
Sabena Feagin, Nicole, Sabena Qualitative Research Services, (CT) p. 154
Sachs, Tammy, Sachs Insights, (NY) p. 154

Sall, Jeni, Genesis Research Associates, (CA) p. 120

Sanchez-Volny, Jacqueline, Multicultural Insights, Inc., (FL) p. 142
Sando, Ruth, Sando and Associates, (DC) p. 154

Santucci, Ms. Federica, RQ - Ricerche Qualitative, (Italy) p. 154
Saperstein, Ph.D., Martin D., Saperstein Associates, Inc., (OH) p. 154
Saquet, Dr. Jeannette, Business Research Group, (MI) p. 105

Sartain, Bill, Focused Solutions, (UT) p. 119

Sauer, Jim, Strategic Performance Group, LLC, (MN) p. 158
Saurage-Altenloh, Susan, Saurage Research, Inc., (TX) p. 154
Schade, Jenny, JRS Consulting, Inc., (IL) p. 128

Schaefer, Ellen V., Group Works, (CA) p. 122

Schaeter, Marjorie, Beyond, Inc., (AZ) p. 103

Schellenberg, David, LinguiSearch, Inc., (PA) p. 132

Schleich, Natasha, Plunkett Communications, Inc., (ON) p. 146
Schmidt, Carole, Doyle Research Associates, Inc., (IL) p. 116
Schneider, Jonathan, Square One Research, (FL) p. 157

Schneller, Paul, Paul Schneller Qualitative LLC, (NY) p. 155

Scholl, Richard, Scholl Market Research, Inc., (PA) p. 155

Schort, Doug, Schorr Creative Solutions, Inc., (CA) p. 155

Schrager, Andrea, MEADOWLANDS CONSUMER CTR.INC., (NJ) p. 138
Schrager, Manny, MEADOWLANDS CONSUMER CTR.INC., (NJ) p.138
Schrans, Tracy, Focal Research Consultants Ltd., (NS) p. 118
Schreiber, Theresa, Survey Center Focus, LLC, (IL) p. 159

Schroer, Williams J., WJ Schroer Company, (MI) p. 162

Schroeter, Meta L., Schroeter Research Services, (CT) p. 155
Schurtz, Joseph, Perception Research Services, Inc., (NJ) p. 145
Schwartz, Adele, Focus Inn™, (NJ) p. 118

Schwartz, Adele, Leflein Associates, Inc., (NJ) p. 132

Schwartz, Elliot, Hase/Schannen Research Associates, Inc. (HSR), (NJ) p. 123
Schwarz, Larry, Creative Marketing Solutions, Inc., (PA) p. 112
Scorza, Juliana, Market Analysis Brasil, (Brazil) p. 134

Scott, Rhonda, RMS Communications and Research Inc., (CA) p. 152
Sears, James M., James M. Sears Associates, (NC) p. 155

Seqal, Horacio, Planet Latino Market Intelligence, Inc., (FL) p. 146
Segersin, Linda, The Martec Group - Green Bay, (WI) p. 137

Seidler, Sharon, C&R Research Services, Inc., (IL) p. 106

Seiler, Ph.D., Marilyn, Seiler Associates, (NY) p. 155

Sellers, Ron, Ellison Research, (AZ) p. 116

Selya, Paul S., Selya Associates, (PA) p. 155
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Selz, Ph.D., Marcia, Marketing Matrix International, Inc., (CA) p. 136
Seratti, Ph.D., Karen, Seratti Group, (CA) p. 155

Sharma, Mr. Raj, Majestic MRSS Ltd., (India) p. 134

Sharp, Bill, Market Research Dallas, (TX) p. 135

Sharpe, Irwin P., Irwin P. Sharpe & Associates, (NJ) p. 155
Sharpe, Peter A., Irwin P. Sharpe & Associates, (NJ) p. 155
Shaw, Ron, Shaw Marketing Partners, (IN) p. 155

Shaylor, Julie, MindSearch, (MA) p. 138

Shen, Ty, Shen Research Organization, (MA) p. 155

Sherbs, Betty, Hollander Cohen & McBride, (MD) p. 124
Sherman, Jason, Whyze Group, Inc., (OH) p. 162

Shields Kann, Christine, CSK Marketing Inc., (WI) p. 112
Shrader Bos, Glenda, Harker Research, (NC) p. 123

Shugoll, Mark, Shugoll Research - GroupNet DC, (MD) p. 156
Shugoll, Merrill, Shugoll Research - GroupNet DC, (MD) p. 156
Siegel, Gary, GSO Research, (IL) p. 122

Siegfried, Donna, Fundamental Research Group, Inc., (PA) p. 120
Silver, Robert M., Silver Strategies, (MO) p. 156

Simon, Dr. Murray, D/R/S HealthCare Consultants, (NC) p. 112
Sims Page, Diane, Diane Sims Page, (MN) p. 156

Singth, Brian F., ZINC Research, (AB) p. 163

Sinnard, Chris, Pragmatic Research, Inc., (MO) p. 147

Sion, Cherie, Sion Research Assoc. Inc., (CA) p. 156

Sistrunk, Ellyn, Gene Kroupa & Associates, Inc., (WI) p. 131
Sklaire, Dan, Systems Research Corp., (NJ) p. 159

Sloan, Casey, C&R Research Services, Inc., (IL) p. 106

Sloan, George, Customer Strategy Consulting, (CA) p. 112
Small, Liz, Small Insights, Inc., (IL) p. 156

Smith, Alexa, The Research Department, (NY) p. 150

Smith, Dr. Burt, Executive Marketing Information (EMI), (OK) p. 117
Smith, Joan, Smith-Dahmer Associates, (MI) p. 156

Smith, Larry, Smith Market Research, (KY) p. 156

Smith, Leigh, Focus Research Now, LLC, (CT) p. 119

Smith, Mary Ann, Marketry, Inc., (AL) p. 136

Smith, Matthew, Survey Center Focus, LLC, (IL) p. 159

Snell, Joyce, Snell Associates, Inc., (CA) p. 156

Snyder, Greg, Unisearch Partners, (MI) p. 161

Sokolow, Hal, Applied Behavioral Dynamics, (NJ) p. 101
Solomon, Mary Beth, Solomon Solutions, (NJ) p. 156

Song, Ph.D., Dr. Anna, Anderson Analytics, LLC, (CT) p. 101
Souweine, Candace H., C.H. Souweine Associates, (MN) p. 106
Spanier, Jim, James Spanier Research, (NY) p. 157

Spaulding, Greg, Spaulding & Associates, (CA) p. 157

Spencer, Diane, Distinctive Marketing, Inc., (NJ) p. 115
Spenset, David, Direct Dialogue, (UK) p. 114

Spier, Daisy, Spier Research Group, (NY) p. 157

Spradley, Deborah R., Spradley & Associates, Inc., (OH) p. 157
Stackpole, Irving, Stackpole & Associates Inc., (MA) p. 157
Stallard, Sanford, RDA Group, (MI) p. 150

Stanat, Ruth, S T S International Research, Inc., (NY) p. 154
Stander, David, Stander Research Associates, Inc., (MI) p. 157
Stark, Ph.D., Dr. Evan, Message Science Inc., (NY) p. 138
Steffen, Ph.D., Valerie J., Strategic Intelligence, Inc., (ID) p. 158
Steigerwald, Kurt, National Market Measures, (OH) p. 142
Steinmetz, Allan, Inward Strategic Consulting, (MA) p. 126
Sterling, APR, Terri H., Sterling Communications, (TN) p. 157
Stevens, Bob, Health Centric Marketing Services, (NC) p. 123
Stewart, Sue, Consumer Focus LLC, (TX) p. 109

Stock, Richard, Business Research Group, (OH) p. 105

Stone, Susan Ray, Focused Research, (OH) p. 119

Storry, Grant, TNS New Zealand, (New Zealand) p. 160
Stover, Christy M., Strategic Eye, Inc., (PA) p. 158

Stowe, Marshall, Martin + Stowe, Inc., (CA) p. 137

Straus, Roger A., Roger A. Straus, (OR) p. 158
Strong-Tidman, Ginger, Moore & Symons, Inc., (GA) p. 140
Sunderland, Ph.D., Patti, Practica Group, LLC, (IL) p. 147
Sundin, Rosemary, Orman Guidance Research®, Inc., (MN) p. 145
Surovcik, Diane, Marketing Solutions Corporation, (PA) p. 136
Swatek, Eric, Kendall Gay Consulting, (FL) p. 130

Swatek, Michele, Kendall Gay Consulting, (FL) p. 130
Sweeney, Katie, Outside In Strategies, Inc., (NY) p. 145
Sweeney, Timm, SIL Group, (FL) p. 156

Sweet, Casey, Quesst Qualitative Research, (NJ) p. 149

Sweet, Susan, Doyle Research Associates, Inc., (IL) p. 116
Swenson, Vickey, MARDEC, Inc. Medical Marketing Research, (CO) p. 134
Szyszkiewicz, Regina, Ten People Talking, (WA) p. 159
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Taglione, Donna, MORPACE International, Inc., (MI) p. 140
Talbott, Gene, Research Strategies, Inc., (AL) p. 151

Tallal, Scott, Insite Media Research, (CA) p. 126

Talley, Rick, Talley Research Group, (CA) p. 159

Taraschi, Bob, The Newlin-Taraschi Partnership, (MA) p. 143
Taylor, Lon, First Insights, (NY) p. 118

Taylor, Tim, MORPACE International, Inc., (MI) p. 140

Tema-Lyn, Laurie, Practical Imagination Enterprises, (NJ) p. 147
Teplitz, Paul, Research Boston Corp., (MA) p. 150

Tettenhorst, Sharon, LT Inc., (MO) p. 133

Teweles, Tracy, Tracy & Co Market Research & Idea Generation, (IL) p. 160
Thistle, Floree, Thistle Research Consulting, (ON) p. 160

Thomas, Andrea, National Service Research, (TX) p. 142

Thomas, Helen 1., H.I. Thomas Consulting Group, (OH) p. 160
Thomas, Jerry W., Decision Analyst, Inc., (TX) p. 114

Thompson, Terrence N., Thompson Information Services, (FL) p. 160
Thornburgh, Mitch, Informa Research Services, Inc., (WA) p. 125
Thornhill, Susan J., Thornhill Associates, (CA) p. 160

Thrane, Gary, Analytic Insight, Inc., (IL) p. 101

Thul, Tom, Directions Research Corp., (IA) p. 114

Thurston, Stephen, The NorthMark Group, (NH) p. 143

Tincknell, Bruce, Just The Facts, Inc., (IL) p. 128

Tobias, Lawrence D., PharmaNexus, Inc., (NJ) p. 146

Tobias, Ron, Marketing Mechanics, (NY) p. 136

Tobler, Emily, Q & A Research, Inc., (CA) p. 148

Toler, Todd, Sachs Insights, (NY) p. 154

Tomak, Sandy, B-more Informed, LLC, (MD) p. 104

Tooley, Chuck, Business Communication Consultants, Inc., (MT) p. 105
Torres, Laura, BRC Field & Focus Services, (AZ) p. 104

Towers, Matthew, Towers Research Services, (CA) p. 160

Towery, Mark, Geo Strategy Partners, (GA) p. 121

Treadwell, Ph.D., Bill, Opinion Research of California, (CA) p. 144
Trenholm, Linda, Trenholm Research, (TX) p. 160

Trook, Dr. Marcia Nichols, Greenleaf Associates, Inc., (MA) p. 122
Trotta, Diane, Trotta Associates, (CA) p. 160

Tse, May, Synovate, (PQ) p. 159

Tuchman, Paul, Outsmart Marketing, (MN) p. 145

Tucker, Sara, Product Evaluations, Inc., (IL) p. 147

Turner, John W., Turner Research Network, (GA) p. 160

U

Ulrich, Nancy, Concepts In Focus, (FL) p. 109
Ulrich, Nancy, Ulrich Research, (FL) p. 160
Usery, Raluca, C&R Research Services, Inc., (IL) p. 106

V

Valle, Elba, Consumer Connection, Inc., (FL) p. 109

van Veen, Hugo, Round Table Research BV, (Netherlands) p. 152
Vanderlaan, Rod, InterActive Solutions, (MI) p. 126

Vanek, Robyn, Loran Marketing Group, (IL) p. 133

Vardis, Harry, Creative Focus, Inc., (GA) p. 111

Vargas Ramos, Dr. Carlos, Dr. Carlos Vargas Ramos, (NY) p. 161
Vargas-Ramos, Ph.D., Carlos, Zebra Strategies, (NY) p. 163
Vaughan, Patty, Project Essentials, Inc., (CO) p. 147

Verigin, Doug, Market Decisions Corporation, (OR) p. 134
Villain, Eric, D/R Added Value, (CA) p. 112

Villar, Timothy, Gulf View Research, LLC, (FL) p. 122

Villar, Timothy, Gulf View Research, LLC, (LA) p. 122
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Vitale, Dona, Strategic Focus, Inc., (IL) p. 158
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Weaver, Sheila, Weaver Marketing Research, (AB) p. 161
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Wedewer, Robin, The Wedewer Group, (MD) p. 162
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Weiss, Karl W., Market Perceptions, Inc., (CO) p. 135
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Werboff, Andrea, Werboff & Company, (CA) p. 162

West, Dawn, West Consulting Services, Inc., (CA) p. 162
Wexler, Jenna, Mirador Research, LLC, (MD) p. 140
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Wiese, Tom, Wiese Research Associates, Inc., (NE) p. 162
Wiggins, Ian, Wiggins Consulting, Inc., (ON) p. 162
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Wilhelm, Jim, Horizon Research International, (KY) p. 124
Willens, Howard, Mature Marketing & Research, (NY) p. 137
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Williamson, Dr. Darlene, DRW Research, (MI) p. 116
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Wilson, Earl, Wilson & Associates, (CA) p. 162

Wimmer, Karen R., Wimmer & Associates, (NY) p. 162
Winspear, Donald, Crescent Research, Inc., (TX) p. 112

Winter, Foster, SIGMA: Research Management Group, (OH) p. 156
Winter, Frank, Frank Winter Associates, (UK) p. 162

Winters, Mary-Frances, The Winters Group, Inc., (MD) p. 162
Wirth, Joan, Clearview Market Strategies, (VA) p. 108

Wise, Christopher, Lancaster Consulting Group, (TN) p. 131
Wolf, Sharon, QualiData Research Inc., (NY) p. 148

Wolf, Steve, Synovate Qualitative, (NY) p. 159

Wolfson, Pam, Wolfson Strategic Consulting, (MA) p. 162
Wong, Larry, Guangzhou Consumer Search Ltd., (China) p. 122
Wong, Nancy, MBC Research Center, (NY) p. 137

Woodiwiss, Lauren, Stonybrook Research Support, (OH) p. 158
Wooldridge, Patrice, Wooldridge Associates, Inc., (IL) p. 162
Wortham, Charles, Wortham Research, (KY) p. 163

Woyzbun, Robert, THE MARKETING WORKS, (ON) p. 136
Wright, Gratia, First Research, (NC) p. 118

Wrigley, Sarah, Gundabluey Research, (Australia) p. 122
Wrobel, Peter W., PSY:COM, (Germany) p. 148

Y

Yeung, Lawrence, 361 Degrees Consulting, Inc., (CA) p. 160
Yim, Iris, Cultural Access Group, (CA) p. 112
Youngs, Forrest A. (Woody), (PAR), (IN) p. 147
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Wakeman, Olivia, Advance Insight, LLC, (TX) p. 100

Wald, Temra, C.A. Walker Research Solutions, Inc., (CA) p. 106
Waldal, Leanne, Otivo, Inc., (CA) p. 145

Walker, Robert, Surveys & Forecasts, LLC, (CT) p. 159

Walker, Trish, ACCE Inc., (ON) p. 100

Walkowski, Jeff, QualCore.com Inc., (MN) p. 148

Wallace, Roger, Decision Analyst, Inc., (TX) p. 114

Walter, Joyce, Creative Consumer Research, (TX) p. 111
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Zarneke, Mike, Alternate Routes, Inc., (CA) p. 101

Zeskind, Dale, D.A. Zeskind & Associates, (MA) p. 163
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Zimmerman, Alan, Radley Resources, Inc., (NJ) p. 149
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Zubric, Jessica, Marketing Endeavors, (KY) p. 135
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Alabama

Birmingham

Graham & Associates, Inc., p. 122
Marketry, Inc., p. 136

New South Research, p. 143

Mobile

Grant & Associates, Inc., p. 122
Research Strategies, Inc., p. 151

Montgomery
Southeast Research, Inc., p. 156

Arizona

Phoenix

Balaban Market Research Consulting (BMRC), p. 102
Beyond, Inc., p. 103

BRC Field & Focus Services, p. 104

Ellison Research, p. 116

The HSM Group, Ltd., p. 124

The Insight Group Inc., p. 126

MEH Market Research, p. 138

Mindseye Consultative Services, LLC, p. 140
0’Neil Associates, Inc., p. 144

Phoenix Opinion Center, p. 146

Arkansas

Little Rock

Compass Qualitative Research, Inc., p. 109
Flake-Wilkerson Market Insights, LLC, p. 118
Opinion Research Associates, p. 144

California

Fresno
Nichols Research /GroupNet Central California, p. 143

Los Angeles

Able Associates Research Group, p. 100
Alternate Routes, Inc., p. 101

American Language Services, p. 101

Atkins Research Group, Inc., p. 102
Balboa Consulting, p. 102

Behavioristics, Inc., p. 103

Berry Marketing Research, p. 103

C.A. Walker Research Solutions, Inc., p. 106
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Casey Qualitative Research, p. 108
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Cultural Access Group, p. 112

Customer Strategy Consulting, p. 112

D/R Added Value, p. 112

Decision Analysis, p. 114

DMS Research, p. 115

Facts ‘n Figures, p. 117

Fieldwork, p. 118

Frieden Qualitative Services, p. 120

Mara Friedman Strategic Rsch. & Planning, p. 120
Harris Gabel Associates, Inc., p. 120

Grieco Research Group, Inc., p. 122

Harris Gabel Associates, Inc. (Br.), p. 123
Health Care Testing, Inc., p. 123

Wayne Howard & Associates, p. 124

Insite Media Research, p. 126

Louise Kroot Associates, p. 130

L & J Research, p. 131

Lawrence Research Associates, p. 131
Lawrence Rubin Associates, Inc., p. 131
Maya Levinson, Ph.D., p. 132

LRW (Lieberman Research Worldwide), p. 133
Marketing Matrix International, Inc., p. 136
Miriam Alexander Marketing Research, p. 140
Multicultural Solutions, Inc., p. 142

Opinion Research of California, p. 144

OTX (Online Testing Exchange), p. 145
Palma Companies, p. 145

QRC Inc., p. 148

Qualitative Insights, p. 148

RMS Communications and Research Inc., p. 152
RPM Consulting, p. 152
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Schorr Creative Solutions, Inc., p. 155
Sion Research Assoc. Inc., p. 156
Spaulding & Associates, p. 157
Springboard Marketing Research & Consulting, p. 157
SRH Group, p. 157

Storybrand Consulting, p. 158
Thornhill Associates, p. 160

361 Degrees Consulting, Inc., p. 160
Trotta Associates, p. 160

Katrina Weagant, p. 161

Wilson & Associates, p. 162
Zwillinger Research, p. 163
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AutoPacific, Inc., p. 102
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Eliant, Inc., p. 116
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Listen Research, Inc., p. 133

Mari Hispanic Research & Field Services, p. 134
Orsino Marketing Research, p. 145
Qualitative & Quantitative Research, p. 148
Talking Business, p. 159

West Consulting Services, Inc., p. 162
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PS:Research!, p. 147

Sacramento
JD Franz Research, Inc., p. 120
Group Works, p. 122

San Bernardino/Riverside

Athena Research Group, p. 102

Bowe Marketing Research Consultants, p. 104
Herrera Communications, p. 123

Muse Consulting, Inc., p. 142
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Jeff Anderson Consulting, Inc., p. 101

C.L. Gailey Research, p. 106

Castillo & Associates, Inc., p. 108

EyeTracking, Inc., p. 117

Genesis Research Associates, p. 120
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Robert Hale & Associates, p. 123

ICM Inc. - Intercontinental Mktg. Investigations, p. 125
Hal Lefkowitz & Company, p. 131

Marketscape Research & Consulting, p. 136
Meneses Research & Associates, p. 138

Moder Research & Communications, Inc., p. 140
Emanuel Rappaport & Associates, p. 149

Rieger Research Inc., p. 151

Strata Research, p. 158

Z. Research Services, p. 163

San Francisco Bay/San Jose

Anderson Qualitative Research, Inc., p. 101

David Binder Research, p. 103

ConStat, Inc., p. 109

Corey, Canapary & Galanis, p. 111

Direct Marketing Research Associates, p. 114
Discovery Research, p. 115

EquiBrand Consulting, p. 116

Fearless Branding, p. 117

50Plus Market Research, p. 118

Focused Marketing, p. 119

Fyffe and Co., p. 120

Garcia Fontana Research, p. 120

GTR Consulting, p. 122

Hawkins & Associates, p. 123

Hispanic Perspectives, p. 124

In-Depth Research, p. 125

Information & Strategy, p. 125

InSighting Ideas, p. 126

J Jones Marketing Research, p. 127

Kaufman Associates, p. 130

Kiyomura-Ishimoto Associates, p. 130

Lightshed Group, p. 132

Martin + Stowe, Inc., p. 137

Media-Screen, p. 138

The Newman Group, Ltd., p. 143

Nichols Research / GroupNet Northern California, p. 143
Nichols Research / GroupNet Northern California, p. 143
Nichols Research / GroupNet Northern California, p. 143
Nichols Research / GroupNet Northern California, p. 143
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Q & A Research, Inc., p. 148
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Consumer Pulse of Colorado Spring/Denver (Br.), p. 110
Mountain Insight, Inc., p. 141
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A Total Resource Group, p. 100

Blue Sky Strategies, p. 104

Campos Research & Analysis, p. 106
Garner Insight, p. 120

The Howell Research Group, p. 124
MARDEC, Inc. Medical Marketing Research, p. 134
Market Perceptions, Inc., p. 135
Minter & Reid, p. 140

Music Test America, p. 142

P & L Research, Inc., p. 145

The Qualitative Difference Inc, p. 148
Strategic Marketing Group, Inc., p. 158

Connecticut

Bridgeport

The Caney Group LLC, p. 106

Furmansky Associates, p. 120

Patricia M. Kirmayer Qualitative Market Research, p. 145
Surveys & Forecasts, LLC, p. 159

Hartford

Gemma C. Baker Research, p. 102

Anderson Analytics, LLC, p. 101

Rosalia Barnes Associates, p. 103

Capture Research, LLC, p. 106

Susan Carter Focus Research, p. 108

Saul Cohen & Associates, Inc., p. 109
Connected Inc., p. 109

The Gediman Research Group, Inc., p. 120
Goldstein/Krall Marketing Resources, Inc., p. 121
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Edenton Group LLC, p.116 G-)
Focus Research Now, LLC, p. 119 D
Insight Casino Research, LLC, p. 126 (@]
LIMRA International, p. 132 te)
Marketing Leverage, Inc., p. 136 -_
Rabid Research & Strategic Planning, p. 149 (oY)
The Rite Concept, p. 152 o)
New Haven =.
The Clowes Partnership, p. 109 (@)
Stamford —
=)
Q.
D
x

Waterbury

Development 11, inc., p. 114
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Geographic Index

Delaware

Wilmington

Central Focus, p. 108

District Of Columbia

Buffalo Qualitative Research, p. 105
Clearview Market Strategies, p. 108
Communications Research, Inc., p. 109
Eureka Facts, LLC, p. 117
HealthStream Research, p. 123

JPK Research, Inc., p. 128

Kohlman Atlee, p. 130

Lauer Research, Inc., p. 131

Market Connections, Inc., p. 134
Market Research Bureau, LLC, p. 135
The Mellman Group, p. 138

Molloy Marketing Services, p. 140
NAHB Research Center, p. 142

PSD Marketing Services, p. 148

QSA Research & Strategy, p. 148
Research Technika, LLC, p. 151
Rickman Research & Communications, p. 151
RIVA Market Research, p. 152

RIVA Training Institute, p. 152
Rosenthal Qualitative Research, p. 152
Sando and Associates, p. 154

Shugoll Research - GroupNet DC, p. 156
Uncommon Insights, LLC, p. 161
WB&A Market Research, p. 161

The Winters Group, Inc., p. 162

WIT Consulting, LLC, p. 162

Florida

Fort Lauderdale
KCI Partners, p. 130
Mars Research, p. 137

Fort Myers

Schulman, Ronca & Bucuvalas, Inc. (Br.), p. 155

Gainesville
Marketing Professionals, Inc., p. 136
Perceptive Market Research, Inc., p. 146

Jacksonville

Concepts In Focus, p. 109

Healthcare Performance Consulting, Inc., p. 123
Kirk Research Services, Inc., p. 130

Qualitative Research Services, p. 149

Ulrich Research, p. 160

Melbourne
William M. Bailey, Ph.D., p. 102

Miami

Ask Miami Research, p. 102

Bethart Bilingual Research, p. 103

BR Consulting & Associates, LLC, p. 104
Consumer Connection, Inc., p. 109
Insights Marketing Group, Inc., p. 126
JCA Research, p. 127

Loretta Marketing Group, p. 133

Market Segment Research, p. 135
Multicultural Insights, Inc., p. 142

New World Hispanic Research, p. 143
Passenger & Shipping Institute, p. 145
Planet Latino Market Intelligence, Inc., p. 146
Rife Market Research, Inc., p. 151

Orlando

AnswerSearch, Inc., p. 101

Falk Research Associates, Inc., p. 117
Jerry Hardwich & Associates, Inc., p. 127
Moderators Etc., p. 140

The Portnoy Group, p. 146

Thompson Information Services, p. 160

Sarasota

Phil Balducci & Associates, Inc., p. 102
Group EFO Limited, p. 122

Kendall Gay Consulting, p. 130

Market Insight, p. 134

Tallahassee

Kerr & Downs Research, p. 130
Oppenheim Research, p. 145

Tampa/St. Petersburg

Baen Marketing Associates, p. 102
Vincent Bailey Consumer Research, p. 102
Gulf View Research, LLC, p. 122

J.L. Roth & Associates, Inc., p. 127
Market Trends Research, Inc., p. 135
Qualitative Intelligence, p. 149

Research Data Services, Inc., p. 150
Schwartz Consulting Partners, Inc., p. 155
Sterling Research Group, Inc., p. 157

West Palm Beach/Boca Raton
Discovery - National Qualitative Network, p. 115
eQualitativeResearch.com, p. 116

Haysmar, Inc., p. 123

Performance Focus, p. 146

Profile Marketing Research, Inc., p. 147

SIL Group, p. 156

Square One Research, p. 157

Georgia

Albany

MarketLink, Inc., p. 136

Atlanta

CIBA Research & Consulting, LLC, p. 108
CMI, p. 109

Concept Catalysts, Inc., p. 109

Creative Focus, Inc., p. 111

Focus on Food, p. 119

Geo Strategy Partners, p. 121

Hilker Research & Consulting, Inc., p. 123
InFocus Strategic Research Qualitative, p. 125
Doug Jones Research, p. 128

Joy Lynn Inc., p. 133

Margaret Ann’s Research, p. 134
Marketecture, p. 135

The Marketing Workshop, Inc., p. 136
Markets in Motion, p. 136

Michelson Marketing Solutions, p. 138
Moore & Symons, Inc., p. 140
Moosbrugger Marketing Research, p. 140
Next Level Research, p. 143

Noble Insight, Inc., p. 143

Pioneer Marketing Research, p. 146
Research Inc., p. 150

Sally Ringo Research, p. 151

ShowlIntell Trade Show & Conference Research, p. 156
Stat One Research, p. 157

TNS, p. 160

Turner Research Network, p. 160

V & L Research & Consulting, Inc., p. 161
Answerslnc., p. 101

Hawaii

Centanno Enterprises, p. 108

Clear View Brand Insight & Strategy, p. 108
Consumer and Professional Research, Inc. (CPR), p. 109
Consumer Pulse of Chicago (Br.), p. 110
Consumer Truth® Ltd, p. 110

Consumer Voice, p. 110

Doyle Research Associates, Inc., p. 116
Elyse Dumach Consulting, p. 116

Energy Annex, p. 116

Explorations, p. 117

Anne Flanz Custom Marketing Research, p. 118
D.S. Fraley Associates, p. 120

Full Measure Research, Inc., p. 120

Galli Research Services, p. 120

GRF Marketing, Ltd., p. 122

GRFI, Ltd., p. 122

GSO Research, p. 122

The Hunter-Miller Group, p. 125
InfoManiacs, p. 125

InforMedix Marketing Research, Inc., p. 125
Irwin Broh & Associates, p. 126

JRS Consulting, Inc., p. 128

Just The Facts, Inc., p. 128

Kubba Consultants, Inc., p. 131

The Lazar Group, p. 131

Gerald Linda & Associates, p. 132

Lohs Research Group, p. 133

Loran Marketing Group, p. 133

Frank Lynn & Associates, Inc., p. 133

M G Z Research, p. 133

Matrix Research, Inc., p. 137

MedQuest Facilities and Recruiting, p. 138
Mid-America Research, p. 138

Mid-America Research (Br.), p. 138
Miskovic Research & Consulting, p. 140
MotorBrains, Inc., p. 141

MWM Marketing Research and Consulting, p. 142
Northstar Medical Consultants, Inc., p. 144
M.Q. Olsen Marketing Research, p. 144
Practica Group, LLC, p. 147

Primary Insights, Inc., p. 147

Product Evaluations, Inc., p. 147

PRYBYL Group, Inc., p. 147

QualiVision, Inc., p. 149

Rapsessions, Inc., p. 149

Research Explorers, Inc., p. 150

Research In Marketing, Inc., p. 150
Research International, p. 151

Research Plus, Inc., p. 151

RS Richmark Research Services, p. 154

S F 1, Ltd., p. 154

Small Insights, Inc., p. 156

Stellar Strategic Services, Inc., p. 157
Strategic Focus, Inc., p. 158

Survey Center Focus, LLC, p. 159

Tracy & Co Market Research & Idea Generation, p. 160
L.C. Williams & Associates, Inc., p. 162
Wooldridge Associates, Inc., p. 162

Indiana

Honolulu

Market Trends Pacific, Inc., p. 135
QMark Research & Polling, p. 148
Ward Research, Inc., p. 161

Idaho

Boise
Northwest Research Group, Inc., p. 144
Strategic Intelligence, Inc., p. 158

Illinois

Chicago

Analytic Insight, Inc., p. 101

The Angell Research Group, Inc., p. 101
B. Champion Associates, Ltd., p. 102
BALCH ASSOCIATES, p. 102

C. Berger Group, Inc., p. 103
Blackstone Group, p. 103

Boomer Groups, p. 104

Brugaletta & Associates, p. 105

C R Market Surveys, p. 105

C&R Research Services, Inc., p. 106
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Evansville
LK Research, Inc., p. 133
Product Acceptance & Research (PAR), p. 147

Fort Wayne

Indiana Research Service, Inc., p. 125

Indianapolis

Bingle Research Group, Inc., p. 103
Gentleman Associates, p. 121
HARPER, p. 123

The Kensington Group, Inc., p. 130
Market Voice Consulting, p. 135
MarketVibes, Inc., p. 136

Shaw Marketing Partners, p. 155
Walker Information, p. 161

South Bend

Brennen Consultants, Inc., p. 104
Internet Business Solutions, p. 126
Midwest Marketing Research, p. 138

Towa

Cedar Rapids
Frank N. Magid Associates, Inc., p. 134
Dan Wiese Marketing Research, p. 162
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Des Moines
Essman/Research, p. 116
Genesis Marketing and Research, Inc., p. 120

Mason City

Directions Research Corp., p. 114

Kansas

Topeka
Global Research Initiatives, p. 121

Kentucky

Bowling Green
Wortham Research, p. 163

Lexington

The Matrix Group, Inc., p. 137
Roberts & Kay, Inc., p. 152
Smith Market Research, p. 156

Louisville

Carter Market Research Services, p. 108
Horizon Research International, p. 124
Marketing Endeavors, p. 135

Morrison & Morrison, Ltd., p. 141
MRK, Inc., p. 141

Personal Opinion, Inc., p. 146

Louisiana

Baton Rouge
Percy & Company Research, p. 146
Survey Communications, Inc./S.C.I. Research, p. 159

New Orleans

Focus Research, Inc., p. 119

Gulf View Research, LLC, p. 122

Information Matters, LLC, p. 125

Market Dynamics Research Group, Inc., p. 134

Maine

Bangor
Hannah & Associates, Inc., p. 123

Portland

Davidson-Peterson Associates, p. 112
Digital Research, Inc., p. 114

Market Decisions, LLC, p. 134

Market Research Unlimited, Inc., p. 135
Pan Atlantic SMS Group, p. 145

Maryland

Annapolis
The Wedewer Group, p. 162
Wendell Qualitative Research, p. 162

Baltimore

Baltimore Research - GroupNet, p. 102
Bay Area Research, p. 103

B-more Informed, LLC, p. 104

Consumer Pulse of Baltimore (Br.), p. 110
Good Karma Consulting, Inc., p. 121
Hollander Cohen & McBride, p. 124
Jacobs Jenner & Kent, p. 127

Maryland Marketing Source, Inc., p. 137
Mirador Research, LLC, p. 140

The Research Group, p. 150

Massachusetts

Boston

Applied Marketing Science, Inc., p. 101
Bate Facilitation Services, p. 103

Blue Hill Consulting, p. 104

Boston Innovation Group (B.1.G.), p. 104
Bowen Marketing Consultants, p. 104
Brand-Aid Consulting, p. 104

Chadwick Martin Bailey, Inc., p. 108
Copley Focus Centers, p. 111

Daniel Research Group, p. 112

DMCotter Research & Strategy, Inc., p. 115
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Dolobowsky Qualitative Services, Inc., p. 115
Greenleaf Associates, Inc., p. 122
Guideline Boston, p. 122

Insight Research & Training, p. 126
Inward Strategic Consulting, p. 126
Isurus Market Research, p. 127

Kress & Associates, p. 130

Edna Luther & Associates, Inc., p. 133
Management Insight Technologies, Inc., p. 134
Market Insights, p. 135

MindSearch, p. 138

The Newlin-Taraschi Partnership, p. 143
Observant, LLC, p. 144

Panel Opinions, p. 145

PeopleTalk, p. 145

Research Boston Corp., p. 150

Right Hand Research, p. 151

Elissa Rosenthal, p. 152

Shen Research Organization, p. 155
Stackpole & Associates Inc., p. 157
Wolfson Strategic Consulting, p. 162
D.A. Zeskind & Associates, p. 163

Michigan

Battle Creek

WJ Schroer Company, p. 162

Detroit

A & K Research, Inc., p. 100

K.C. Blair Associates, Inc., p. 103
Business Research Group, p. 105
Consumer Pulse of Detroit (Br.), p. 110
Consumer Pulse, Inc., p. 110

DRW Research, p. 116

Foresight Research, p. 119

Leonard M. Homer, Ph.D., p. 124
Kollman Research Services, p. 130
Alice Morgan Research, p. 140
MORPACE International, Inc., p. 140
Power Marketing, p. 146

RDA Group, p. 150

the research house, p. 150

Roadmap Market Research, p. 152
Stander Research Associates, Inc., p. 157
StarWorks, Inc., p. 157
Sundberg-Ferar, Inc., p. 158

Unisearch Partners, p. 161

Grand Rapids
Gadbois Research, p. 120
InterActive Solutions, p. 126

Lansing
Capitol Research Services, Inc., p. 106

Saginaw/Midland

Mar-Quest Research, Inc., p. 137

St. Joseph

KKahle Research Solutions Inc., p. 128
Smith-Dahmer Associates, p. 156

Minnesota

Minneapolis/St. Paul

ADVANTIS Research & Consulting, Inc., p. 100
Akerson Marketing Research, Inc., p. 100
Anderson Marketing Research, p. 101
Arundel Street Consulting, Inc., p. 101

The Axiom Group, Inc., p. 102

Nancy S. Brown Marketing Research, p. 105
C.H. Souweine Associates, p. 106
Cambridge Research, Inc., p. 106

Cook Research & Consulting, Inc., p. 111
Bette Dickinson Research, Inc., p. 114
Dodge Business Research Consulting, p. 115
GfK Custom Research Inc., p. 121

Gingold Research, p. 121

Graff Group, p. 122

Guidepath Research, p. 122

Huberty Marketing Research, p. 124

JFK Market Research, p. 127

LitBrains - Igniting Ideas, p. 133

Market Resource Associates, Inc., p. 135
Marcia Mazanec Consulting, p. 137
MedProbe Inc., p. 138

Millennium Research, Inc., p. 138
Minnesota Opinion Research, p. 140
Moderator Solutions, LLC, p. 140
Murphy Research Services, p. 142
National Jury Project Midwest, p. 142
Nick Marketing Research, p. 143
0’Neil Marketing Insights, p. 144
Orman Guidance Research®, Inc., p. 145
Outsmart Marketing, p. 145

Pope Qualitative Research, Inc., p. 146
QualCore.com Inc., p. 148

The Research Edge, LLC, p. 150

Diane Sims Page, p. 156

Strategic Directions Group, Inc., p. 158
Strategic Performance Group, LLC, p. 158
The TCI Group, p. 159

Rochester
SNG Research Corporation, p. 156

St. Cloud

Agency 128, p. 100

Missouri

Kansas City

Any Small Town Market Research, p. 101
Conundrum Qualitative Research, p. 111
Cultural Horizons Inc., p. 112
FieldHouse Marketing Research, p. 117
T.I.P Research, Inc., p. 159

Springfield

MARKETLSOURCET Research & Consulting, p. 135

St. Louis

Cluff, Inc. Market Research, p. 109
dmr Kynetec, p. 115

Fleming Communications, p. 118
Flynn Consulting, p. 118

Johanek & Associates, p. 127

LT Inc., p. 133

The Petrullo Consultants, p. 146
Pragmatic Research, Inc., p. 147
The Qualis Company, p. 148

The Research & Planning Group, p. 150
Silver Strategies, p. 156

Montana
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Billings
Business Communication Consultants, Inc., p. 105
JL Market Research, p. 127

Nebraska

Lincoln
Cross Financial Group, p. 112

Omaha
Focus Research & Marketing, p. 119
Wiese Research Associates, Inc., p. 162

Nevada

Las Vegas

Cobbey & Associates Marketing Research, p. 109
Consumer Opinion Services, Inc. (Br.), p. 110
Las Vegas Field and Focus, LLC, p. 131
MRCGroup Research Institute, p. 141

Reno

MarkeTec, p. 135
Sierra Market Research, p. 156

New Hampshire

Xapu] 21ydes609x)

Concord
The NorthMark Group, p. 143
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Geographic Index

Manchester/Nashua

4C Research & Consulting, p. 119
The Livingston Group, p. 133

New England Trial Consulting, p. 142

Portsmouth

Qessential Medical Market Research, LLC, p. 148
RKM Research and Communications, Inc., p. 152

New Jersey

Atlantic City

Spectrum Research, p. 157

Northern New Jersey

Applied Behavioral Dynamics, p. 101

ARC Research, p. 101

Barbuto & Associates, p. 102

Berenhaus Research Solutions, LLC, p. 103
Ken Berwitz Marketing Research, p. 103
Consumer Pulse of New York (Br.), p. 110
Distinctive Marketing, Inc., p. 115

Essential Resources, LLC, p.116

Feldman Research Lab, p. 117

Focus Inn™, p. 118

Franklin Communications, p. 120

Michael Goldberg Research Consultant, p. 121
Warren Goldman Associates, Inc., p. 121
Hispanic Research Inc., p. 124

Hunterdon Research & Consulting, p. 124
Hygeia Marketing Associates, Inc., p. 125
Inter-National Consulting Group, LLC, p. 126
KL Communications, Inc., p. 130

Leflein Associates, Inc., p. 132

LG Research, LLC, p. 132

Lollipop Research, p. 133

Marketing Solutions, p. 136
MEADOWLANDS CONSUMER CTR.INC.,p. 138
Daniel Jay Morrison & Associates, Inc., p. 141
N2 Qualitative Marketing Research, p. 142
NSON Opinion Research, p. 144

Perception Research Services, Inc., p. 145
PharmaNexus, Inc., p. 146

Phoenix Marketing International, p. 146
Practical Imagination Enterprises, p. 147
Pranses Research Services, p. 147

Irwin P. Sharpe & Associates, p. 155
Strategic Learning & Knowledge, Inc., p. 158
Suburban Associates, p. 158

Systems Research Corp., p. 159

Way To Goal!, LLC, p. 161

Princeton

BioVid, p. 103

Hase/Schannen Research Associates, Inc., p. 123
MAP Associates, Inc., p. 134

MJD Qualitative Research, p. 140

J.P. Murphy & Company, p. 142

Trenton
Kramer Research, LLC, p. 130

New Mexico

Albuquerque

Research & Polling, Inc., p. 150
Sandia Market Research, p. 154
Strategic Solutions, p. 158

Santa Fe
Southwest Planning & Marketing, p. 157

New York

Albany

Appel Research, LLC, p. 101

Buffalo

Buffalo Survey & Research, Inc., p. 105
Ruth Diamond Market Research, p. 114
Survey Service, Inc., p. 159

New York City

Asia Link Consulting Group, p. 101

Myril Axelrod Marketing Directions Ascts., Inc., p. 102
Baxter Strategies Incorporated, p. 103
Stephanie L. Becker Consulting, p. 103
Bernstein Research Group, Inc., p. 103
Blass Communications, p. 104

Brooks Rose Marketing Research, Inc., p. 105
Brophy Research, p. 105

Jerome Brown Communications, p. 105
Bunofsky Research Group, Inc., p. 105
Campbell-Communications, Inc., p. 106
Camille Carlin Qualitative Research, Inc., p. 108
Catalyst Group Design, p. 108

Clarion Research, p. 108

Consumer Studio, p. 110

Cornerstone Research & Marketing, Inc., p. 111
Creative Waves, p. 112

Lin Davis & Associates, p. 112

Delevie Group Research, p. 114

DO Research, p. 115

Blanka Eckstein Qualitative Research, p. 116
Abby Ellison Research, p. 116

Fader & Associates, p. 117

First Insights, p. 118

Linda Fitzpatrick Research Svcs. Corp., p. 118
Furst Analytic Center, Inc., p. 120

Gendel Marketing Research Co., p. 120
The Golden Door, p. 121

Harriet Grayson & Associates, p. 122

Lynn Greenberg Associates, p. 122
Horowitz Associates, Inc., p. 124
Housecalls, Inc., p. 124

InTouch Resource Group, Inc., p. 126

JRH Marketing Services, Inc., p. 128
Kaagan Research, p. 128

R.H. Katz Consulting, p. 128

Richard Kurtz & Associates, p. 131

Langer Qualitative LLC, p. 131

Leichliter Associates, LLC, p. 132

Judith Lerner, Ph.D., Consumer Insights for Mktg., p. 132
Liebling Associates Corp., p. 132

Market Probe International, Inc., p. 135
Marketing Mechanics, p. 136

Mature Marketing & Research, p. 137
MBC Research Center, p. 137

Message Science Inc., p. 138

Nelson Research, Inc., p. 142

New Directions Consulting, Inc., p. 142
Northstar Research Partners, p. 144

Novak Marketing Inc., p. 144

Outside In Strategies, Inc., p. 145
Perceptions...and Realities®, Inc., p. 145
Probe Market Research, Inc., p. 147
Project X New York, p. 147

QualiData Research Inc., p. 148

Quesst Qualitative Research, p. 149

RT S Marketing & Research Services, p. 149
Radley Resources, Inc., p. 149

The Research Department, p. 150

Jay L. Roth & Associates, Inc. (Br.), p. 152
Russell Marketing Research, Inc., p. 154

S IS International Research, Inc., p. 154
Sachs Insights, p. 154

Paul Schneller Qualitative LLC, p. 155
Seiler Associates, p. 155

Small Planet Research, p. 156

Solomon Solutions, p. 156

Sophisticated Market Research, p. 156
Sovereign Marketing Research, p. 157
James Spanier Research, p. 157

Spier Research Group, p. 157

Strategic Action, Inc., p. 158

Synovate Qualitative, p. 159

Utilis Hispanic Research, p. 161

Dr. Carlos Vargas Ramos, p. 161
View-Finders Market Research, Inc., p. 161
Viewpower, Inc., p. 161

Weinman/Schnee, Inc., p. 162

Wimmer & Associates, p. 162

Zebra Strategies, p. 163

Ziment Associates, Inc., p. 163

Paul Zuckerman & Associates, p. 163

Rochester

BRX Global Research Services, p. 105
Karlamar Associates, LLC, p. 128
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Syracuse
Vincent McCabe, Inc., p. 161

North Carolina

Asheville

Customer Insights Research, Inc., p. 112

Charlotte

Bierer Research Group, p. 103
Blumenthal Qualitative Research, p. 104
Bravo Bi-lingual Services, p. 104

D/R/S HealthCare Consultants, p. 112
Dialogue Resource, Inc., p. 114
FacFind, Inc., p. 117

IMR Research Group, Inc., p. 125
MarketWise, Inc., p. 137

Greenshoro/Winston-Salem
Accurus Research Systems, p. 100
Corporate Research Center, Inc., p. 111
First Research, p. 118

Moderators Etc. (Br.), p. 140

Murphy Moderating, LLC, p. 142

Raleigh/Durham

Colburn & Associates, Ltd., p. 109
ENERGISTICS, p. 116

Harker Research, p. 123

Health Centric Marketing Services, p. 123
innovation Management, p. 126
Lewis Consulting Inc., p. 132
Market Force, Inc., p. 134

MLN Research Ltd., p. 140
James M. Sears Associates, p. 155
Strategic Advantage, p. 158
Vedanta Research, p. 161

Rocky Mount/Greenville
Marquest Research, p. 137

Ohio

Cincinnati

Audience Impact Research, p. 102

B & B Research Services, Inc., p. 102
Burke, Incorporated, p. 105

C.A. Cappel Associates, p. 106

Discovery Works, Inc., p. 115

Disher Strategic Research, LLC, p. 115

John Fox Marketing Consulting, p. 119
Allison Glackin Market Research, p. 121
M.L. Harrison & Co., p. 123

Insights & Innovations, LLC, p. 126

Diane Iseman & Associates, p. 126

Kerr Marketing Consulting, p. 130

Ladd Research Group, p. 131

LaVERDAD Marketing & Media, p. 131
Lund & Associates, Inc., p. 133

Maestra Executive Research Services, p. 134
Market Inquiry LLC, p. 134

MRSI (Marketing Research Services, Inc.), p. 142
Parker Marketing Research, LLC, p. 145

Q2 Marketing Research, LLC, p. 148

RULLI RESEARCH, LLC, p. 154

SEEK, Inc., p. 155

SIGMA: Research Management Group, p. 156
Spradley & Associates, Inc., p. 157
Stonybrook Research Support, p. 158

Cleveland

Business Research Services, Inc., p. 105
Focused Research, p. 119

Fox Management, p. 119

Jefferson & Associates, Inc., p. 127

National Market Measures, p. 142

North Coast Behavioral Research Group, p. 143
OPINIONation, p. 145

Synergy International Limited, Inc., p. 159

Columbus

ConsumerSpeak, p. 110
Saperstein Associates, Inc., p. 154
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Dayton

Business Research Group, p. 105
Jack R. Doub Co., p. 115
Paragon Research LLC, p. 145

Marietta
Markinetics Inc, p. 137

Toledo

A Z G Research, p. 100

Great Lakes, p. 122

Stanford H. Odesky and Associates, p. 144
H.I. Thomas Consulting Group, p. 160

Oklahoma

Oklahoma City

Evolve Research, p. 117

Executive Marketing Information (EMI), p. 117
The NorthStar Group, p. 143

Oklahoma Market Research, p. 144

Tulsa
Marketwise, Inc., p. 136

Oregon

Industrial Research Center, p. 125
Intelligent Horizons, Inc., p. 126

Karchner Marketing Research, LLC, p. 128
LinguiSearch, Inc., p. 132

Minkus & Associates, p. 140

Newman Marketing Research, p. 143
0’Connor Research, p. 144

Q2 Market Research, p. 148

Research For Management, Inc., p. 150
Scholl Market Research, Inc., p. 155

Selya Associates, p. 155

Strategic Business Research, Inc., p. 158
Trilogy Associates, p. 160
TWENTYSOMETHING INC., p. 160
WMSH Marketing Communications, Inc., p. 162
Zimmerman Associates, p. 163

Pittsburgh

ActiveFOCUS, p. 100

Campos Market Research, Inc., p. 106

Dorene Ciletti, p. 108

Direct Feedback, Inc., p. 114

D.L. Gigler Marketing Research, p. 121

Dr. Audrey Guskey, Research Consultant, p. 122

Rhode Island

Eugene
Williams Research, p. 162

Portland

Ciliberti & Associates, p. 108

Consumer Opinion Services, Inc. (Br.), p. 110
Davis, Hibbitts & Midghall, Inc., p. 114

Focus Portland, p. 119

InfoTek Research Group, Inc., p. 125

Market Decisions Corporation, p. 134
Momentum Market Intelligence, p. 140
Research by Design, p. 150

Riley Research Associates, p. 151

Roger A. Straus, p. 158

Pennsylvania

Newport
Reilly Group, p. 150

Providence

COMPASS Consulting Group, Inc., p. 109
Harris Marketing & Opinion Research, p. 123

South Carolina

Charleston

Harwood-Qualitative, LLC, p. 123
Strategic Focus Consulting, Inc., p. 158

Greenville/Spartanburg
The Kiemle Company, p. 130
Market Insight, Inc., p. 135
Research Inc., p. 150

Tennessee

Allentown/Bethlehem
Marketing Solutions Corporation, p. 136

Erie
Moore Research Services, Inc., p. 140

Harrisburg

The Bartlett Group, Inc., p. 103
The Results Network, Inc., p. 151
Strategic Eye, Inc., p. 158

Lancaster

DecisionTrack, p. 114
Holleran Consulting, p. 124
Innovation Focus, p. 126

Philadelphia/Southern NJ

Argentieri Marketing Research, p. 101
Blake Qualitative Research Services, p. 103
Bridgeport Research, p. 105

The Consumer Network, Inc., p. 110
Creative Marketing Solutions, Inc., p. 112
Frances Darpino Consulting, p. 112

Data & Management Counsel, Inc., p. 112
M Davis & Co., Inc., p. 114

Bonnie W. Eisenfeld, p. 116

Eshelman & Townsend, Ltd., p. 116

Fischer Research Assoc. Inc., p. 118

Focus Suites of Philadelphia, p. 119
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Trade Talk

continued from page 194

practices and social causes become a part of the consumer
brand experience, as well as the growing popularity in
organic products, along with the willingness to pay the 20
percent premium.

4. Back to the future. In response to decades of over-
massification, consumers are embracing back-to-the-
future simplicity, authenticity and a belief that quality is
better than quantity. Consumers are gravitating to small-
er-footprint retail environments, including a resurgence
of “high street” shopping for one-of-a-kind offerings
including “artisanal” and handmade goods. Products with
legible labels, simplified ingredients and reassuring pack-
aging are also experiencing success. Nowhere is the
back-to-the-future movement more apparent than the
explosive growth of consumer brands perceived to be
“small and authentic.”

5. The new fear factor. Scandals across religious, govern-
ment and corporate institutions began the erosion of trust,
while the explosion of widespread technology in a post-
9/11 world is creating a highly fear-based society, driving
consumers to attempt to take ever-greater control of their
environment, property, time and safety. Consumers appear
to be shutting down as a result of these mounting external
factors, with growing concerns about food safety, climate
change and a reliance on fossil fuels. This is translating into
an increased desire for safer foods and beverages, organic
and environmentally-friendly products, and opportunities
for manufacturers and retailers to build market share
through trust and reassurance.

6. It’s reigning men. Men’s personal care is the fastest-
growing segment in the bath and body care category, driv-
en by “the massification of metrosexuals,” creating permis-
sion for a broad target of men to participate fully in the
category. Men’s personal care products are enjoying explo-
sive expansion across generations. Look for offerings in the
year ahead to target the needs of men, including teens and
tweens. In addition, more men are gaining exposure to the
category as a result of their participation as primary gro-
cery shoppers almost doubling in recent years. Look for
them to be increasingly accommodated in the traditionally
female environments of grocery, drug and specialty retail.

7. The new consumer-centric media. New media is
putting the consumer in greater control in a content-
driven world, changing the role of branding from one

of authority to that of a peer. Web sites are increasingly
enabling consumers to customize their online experi-
ence, creating tight-knit communities of like-minded
people driving word-of-mouth about products and
services as a result. The Internet is a growing platform
for the wellness industry in particular, as consumers
confirm the increased influence of the Internet on their
healthy and natural purchases. In fact, consumers are
currently shopping the Internet in varying frequency
for healthy and natural products.

8. Memory fast lane. Consumers have an insatiable
demand for knowledge and learning as keys to self-actual-
ization, creating an ever-increasing desire to maintain and
optimize brain power. With distractions and 24/7 connec-
tivity intensifying, consumers find their ability to concen-
trate and retain memory drastically reduced. Consumers
across all age groups indicate significant concern about
preventing concentration and memory problems. Nearly
three-quarters of consumers are currently using supple-
ments, foods or beverages to prevent memory problems.
Additional opportunities exist to target the needs of seg-
ments from students to gamers to moms to seniors.

9. Working women revisited. After years in the work-
force, women - and especially mothers - are revisiting
everything from flex time to dinner time as the pendu-
lum swings back to find center. A watershed study linked
women’s entrance into the workforce in the 1970s with
a significant decline in children’s diets, including the
onset of juvenile diabetes, childhood obesity and other
health implications. This is resulting in more Americans
committing to eating dinner at home together at least
three times a week, to working women looking for
healthy convenience in snacking and meals solutions,
both at home and away from home.

10. The centenarian century. Seniors living past 100, the

fastest-growing demographic group, raise critical concerns
regarding society’s preparedness and ability to deliver the
health care, insurance, social services and fiscal resources
required to support the aging. Baby Boomers will be the
first wave of older adults to lead a fundamental shift in the
demographic structure of the nation, altering the products
and services catering to these aging Boomers. Significant
changes are ahead in retailing, product offerings and pack-
aging solutions as well as the financial services, long-term
health care and retirement options necessary to manage
the longevity factor.
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trade talk

By Joseph Rydholm
Quirk’s editor

In a faster-paced
world, consumers
seek simplicity, control

o wonder marketers are

driven crazy by those of us

in the consuming public.
Consider this quote from Maryellen
Molyneaux, president of the Natural
Marketing Institute, in press materials
for NMI's list of top 10 trends for
2007:“Consumer desire for control is
the overriding theme across all of our
2007 trends. Consumers express their
desire for control across their health,
lifestyle, finance and other critical
issues, while at the same time they
want new innovative products, more
information and show increasingly
fragmented behavior.”

We want control, we want interest-
ing new things and a lot of informa-
tion, but we can’t be bothered to
behave in any predictable, rational way.

Sounds like we’re a nation of two-
year-olds!

NMI, a Harleysville, Pa.-based
consulting and research firm, based
its annual list on various NMI
research sources as well as analysis of
current activities in the marketplace.
NMI databases, now including
400,000+ U.S. consumers, provide
information across more than 150
product categories.

As taken from company press mate-
rials, the trends of 2007 are:

1. The age of the individual. The
age of the individual is exploding in
reaction to mass marketing and a
declining trust in the traditional
authorities of church, government
and the corporation, driving a culture
of consumer-generated content, prod-
ucts and services that are “made just
for me.” Consumer customization
spans everything from personalized
beverages with programmable bottles,
Puma’s custom-designed sneakers, to
Toyota’s successfully customizable
Scion. This trend for greater authority
and self-discovery is also witnessed in
the health decision-making process,
with an emergence of “independent
attitudes” driving greater polarization
of health and wellness at both ends
of the spectrum, while increases in
condition-specific supplements
reflect further expansion in the
made-for-me culture.

2. Seize the moment. From the
rental of couture handbags and luxury
car timeshares to “pop up” retail
events, consumers increasingly
respond to the temporary in a culture
that is less permanent and forever on
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the move. For the health and wellness
category, this means faster product
lifecycles as consumers demand
greater innovation and exhibit a
greater willingness to try new prod-
ucts regardless of brand. This decline
in brand loyalty is witnessed across
categories, including the beverage cat-
egory, as consumers seek the thrill of
discovery of new products, new fla-
vors and innovative packaging con-
cepts. In addition, these “forever on
the move” consumers will drive new
innovation in healthy convenience.

3. A deeper values experience. The
retail and brand “new luxury” explo-
sion that made consumers expect an
extremely high level of experience at
every touchpoint is now evolving
beyond the physical and emotional
dimensions to the experience of fun-
damental core values. From luxury
hybrid cars to couture dresses made
from organic and sustainable fabrics, it
is not enough to have it all - we also
want to feel better about what we
have. This is reflected in the growth of
ecotourism (which is outpacing the
rest of the travel industry) and cause-
marketing programs, which are
exploding as sourcing, materials, trade
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Opinion Search is IS0 9001:2000 cartilied

At Opinion Search we pride ourselves on
functioning as an extension of your firm.

We provide you with a dedicated Project Manager who understands your
standards, needs & requirements — and through our dataCAF, the conve-
nience of secure online 24/7 access to all project status metrics, current data
sets and tools to run simple crosstabs on your partial data.

With Opinion Search as your partner, you can be as responsive to your
clients' questions as you would be with your in-house phone room.

Call us or visit our new website today:
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Successful research projects require near perfect coordination. Fieldwork now
has 16 facilities. That's a lot of tentacles. To keep all of our arms working

together, our facility presidents meet several times a year to share insights

and operating tips. Our project managers meet once a year to r

[}
discuss best service practices. In that way, we can promise mlb,
the kind of service in which the right tentacle

always knows what the other 15 are doing. ﬁeldWORK
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