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in case you missed it...

FDA serves notice on serving sizes

In an effort to combat the obesity epidemic in the U.S., the Food and Drug Administra-

tion (FDA) is encouraging manufacturers to print nutritional information, including calorie
counts, on the front of food packages, according to William Neuman’s February 5, 2010,
article “One Bowl = 2 Servings. F.D.A. May Fix That,”” in The New York Times. And the
information found on the front won’t necessarily look like today’s nutrition label: The calorie
and nutritional information on many foods may be revised if portion sizes are increased to
reflect a heavier population. Seeing how many calories are actually consumed - compared to
what nutrition labels consider a serving - might give con-
sumers a jolt when they reach for another handful of chips.

For cookies the serving size is generally one ounce,
equal to two Double Stuf Oreos. For some chip brands,
like Tostitos Hint of Lime, a serving size can be just six
chips. For most children’s breakfast cereals, a serving is
three-quarters of a cup. Parents who glance at a box of
Lucky Charms and see that it contains 110 calories per
serving may not realize that their children are eating sev-
eral times that amount each morning at breakfast. And
if a “'single-serving” bowl of Healthy Choice soup has two
servings according to the nutrition label, can it really be called single-serving?

Standard serving sizes were created by the FDA in the early 1990s to help consumers
compare the nutritional values of different products. Congress required that the serving sizes
match what people actually ate, so the FDA evaluated data from surveys of Americans’ eat-
ing habits taken in the 1970s and 1980s. Some nutritionists say those surveys may be suspect
since people typically underestimate how much they eat, and there is general agreement that
they are out of date.

Still, the solution is not as simple as merely bumping up the standard portions for some
foods. Officials worry that doing so could send the wrong message. If the serving size for
cookies rose to two ounces from one ounce, for instance, some consumers might think the
government was telling them it was fine to eat more.

-

Word choice matters: Americans support ‘gays and leshians’
more than they do *homosexuals’

Garbage man is to sanitation worker as gentleman’s club is to strip joint as homosexual is to gay/
lesbian? The American population might be more accepting of people who identify as gay or
lesbian than they are of those who identify as homosexual, even though the difference between
the two is in name only. A CBS News/New York Times poll found that the wording of the ques-
tion is crucial when it comes to determining whether Americans support allowing gays to serve in
the military, according to Kevin Hechtkopf’s February 11, 2010, article “Support for Gays in the
Military Depends on the Question,” for CBS News.

In the poll, 59 percent say they support allowing “homosexuals” to serve in the U.S. military,
including 34 percent who say they strongly favor that. Ten percent say they somewhat oppose
it, and 19 percent say they strongly oppose it. That number changes drastically when the ques-
tion is changed to ask whether Americans support “‘'gay men and lesbhians” serving in the military.
When the question is phrased that way, 70 percent of Americans say they support gay men and
lesbians serving in the military, including 19 percent who say they somewhat favor it. Seven per-
cent somewhat oppose it, and 12 percent strongly oppose it. When it comes to whether Americans
support allowing gays to serve openly, there is also a difference based on the term used. When
referred to as homosexuals, 44 percent favor allowing them to serve openly. When referred to as
“gay men and leshians,” the percentage rises to 58 percent.

No matter the term used, support for gays to serve in the military has risen since 1993, when
the debate arose early in Bill Clinton’s presidency. In 1993, 42 percent said they favored allowing
homosexuals to serve, with 21 percent saying they strongly favored it, compared to 42 percent
who opposed allowing them to serve (29 percent strongly). In 1993, 37 percent said they sup-
ported allowing homosexuals to serve openly and 56 percent opposed.
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Battle of the bags:
Walmart goes Ziploc-only

In the latest of a growing wave of brand
consolidations, Walmart has eliminated
Glad and Hefty bags from its food-storage
shelves - leaving customers with only two
options: Ziploc or Walmart’s own private-
label brand Great Value, according to
Jack Neff’s February 4, 2010, article
“Walmart Food-Bag Consolidation Wipes
Glad, Hefty From Shelves,” for
AdAge.com.

Walmart’s effort to streamline brand
assortments is prompting retailers and
customers alike to question whether one
name-brand and one private-label option
is enough - especially at a time when
brand loyalty is suffering in favor of the
almighty dollar.

The decision to oust Glad and Hefty
from Walmart’s selection followed a
shootout in a series of store tests that
began in late 2009. The competition
had high stakes, as Walmart makes up a
third or more of the brands’ annual sales.
The clearest winner in the Walmart bag
war - besides Great Value - was Ziploc,
with mixed results for Glad and Hefty. In
trash bags, Glad and Hefty retained their
places on the shelves along with Ziploc,
but Hefty’s assortment was limited to
its CinchSak line. Hefty’s manufacturer,
Pactiv Corp, has also agreed to take
over all private-label manufacturing for
Walmart’s Great Value trash and food
bags.

“If you look at the trash-bag category,
you have to ask yourself, ‘Is there really
a need to have more than one brand and
private label?’” said Bill Pecoriello, CEQ
of Consumer Edge Research, Stamford,
Conn. “'I think Walmart is going to make
similar moves in some of the cleaning ar-
eas and then across the portfolio.”

On a brighter note for Glad and Hefty,
Walmart’s assortment decisions aren’t
always permanent and are reviewed
sometimes more than annually. In some
lower-priority categories, Walmart is
moving closer to practices of club and
dollar stores, which often carry only one
national brand - sometimes on a rotat-
ing basis - plus private label. That gives
ousted brands a chance to win their space
back while ratcheting up pressure for
price and sales performance on all brands
year-round.
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survey monitor

African-Americans powerful, tech-savvy

and diverse

The U.S. African-American popu-
lation is expanding both in pure
numbers and in buying power

and has a sizeable influence on
technological and media trends.
However, African-Americans are
not a monolithic group; instead,
the black population can be better
understood when broken down

into seven distinct groups defined
by similar characteristics, includ-
ing buying power and habits,
media consumption, and influences,
according to African-Americans
Revealed, a study conducted by
BET, Washington, D.C.
African-Americans in 2008
accounted for a 10 percent increase
in population from 2008 vs. 2000,
while African-American buying
power increased more than 55
percent during the same period
to $913 billion. By the year 2013,
black buying power is expected to
reach $1.2 trillion dollars, a 35 per-
cent increase over 2008.
African-Americans Revealed
indicates African-Americans are
very tech-savvy, with roughly 31
percent of African-American dis-
cretionary spending dollars ($39
billion) going toward the purchase
of computers, cell phones and elec-
tronics - a proportionally-higher
percentage when compared to
non-African-Americans. African-
Americans also spend more weekly

time online (18 hours) than watch-
ing television (15 hours). Further,
93 percent of African-Americans
go online traditionally via their
PCs, while 76 percent access

the Web via their cell phones.
Approximately 60 percent of
African-Americans have down-
loaded music, a TV show, movie
or ringtone in the previous
month, while 50 per-

cent regularly update and
access a social networking
account.

The segments of
African-American respon-
dents defined by the study
include the following:

Strivers are mostly in
their late-20s to early-40s
and are adventurous, fash-
ionable, social mavens and
opinion leaders who have
their eyes on climbing the execu-
tive ladder. Conscious Sisters are
selfless women that are spiritually
connected and highly conscious of
their culture.

Tech-Fluentials are digitally
savvy and travel in globally-con-
scious circles. Bright Horizons are
young adults in high school and
college that are aware of all avail-
able technology and electronic
gadgets. Inner-Circle Elites are
working women rich in their cul-
tural, ancestral and spiritual roots.

Urban Dreamers are young,
urban adults who are social mag-
nets and trendsetters focused on
living life to the fullest. Survivors
are a group of risk-taking teen and
young adult males who are hustling
to keep their existence in check.
For more information visit www.
bet.com.

Digital couponing growing at
a nice clip

Coupon clipping in the U.S. is
taking on a new image, as the aver-
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age coupon user is becoming richer
and smarter - and no longer clip-
ping at all. In fact, despite common
perceptions of avid coupon users,
consumers who printed digital
coupons in 2009 had an average
household income of $97,000,

23 percent higher than the aver-
age household income of about
$79,000. In addition, 34 percent
of digital-coupon users in 2009
held a college degree, compared to
30 percent of newspaper-coupon
users and 27 percent of the general
population, according to Coupons.
com, a Mountain View, Calif.,
couponing Web site.

During 2009 the growth rate of
digital coupons outpaced the typical
annual growth rate of freestand-
ing insert (FSI) coupons by a factor
of more than 10:1. Coupons.com
annual data indicates that savings
U.S. consumers obtained from digi-
tal coupons grew 170 percent in
2009, compared to a typical annual
growth rate of 8-16 percent for
ESI coupons. Printed savings from
Coupons.com and the Coupons.
com digital coupon network in
2009 exceeded $858 million, a 170
percent increase from more than
$300 million in 2008. Key factors
influencing the growth included
increased consumer adoption of
online printable, save-to-store loy-
alty card and mobile coupons and
increased use of digital coupons by
brand marketers.

A significant increase in the
number of Americans using digital
coupons drove their growth in sav-
ings. More than 45 million U.S.
consumers used digital coupons in
2009, an 18.4 percent increase from
38 million in 2008. Roughly 20
percent of the U.S. population used
digital coupons in 2009.

The top 10 digital-coupon
categories for 2009 are ready-to-
eat cereal, yogurt, sweet snacks,
refrigerated dough, salty snacks,

continued on p. 54
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names of note

Frank N. Magid, founder of
Marion, Iowa, research com-
pany Frank N. Magid Associates
Inc., died on February 5, 2010,
at age 78.

CRG Global Inc., an Ormond
Beach, Fla., research company,
has hired Michael P. Cook as
president, consumer and sensory
services (CSS/datatelligence).

Gongos Research, Auburn Hills,
Mich., has named Bob Yazbeck
vice president, community meth-
odologies; Sarah Corp director,
transportation and technology; and
Greg Heist vice president, research
innovation and technology.

Yazbeck

Berger

Vancouver, B.C., research com-
pany Vision Critical has appointed
Rob Berger as senior vice
president, U.S. sales, Springboard
America. Berger will be based in
Toronto.

Survey Writer, a Chicago research
technology company, has named
David Nager vice president,
client relations.

The Marketing Research Association,
Glastonbury, Conn., has named
COO Kristen Darby interim CEO.

Boulder, Colo., research com-
pany Leisure Trends Group has
reorganized its management team,
naming Charlie Cooper vice
president and general manager;
Julia Day vice president, sales
and marketing; and Bill Thomas,
vice president, information tech-

nology. President Jim Spring
will assume the additional role of
chief creative officer.

Jack Geiger has joined Gilmore
Research Group, Seattle, as vice pres-
ident, senior research consultant.

™
Quilty

Chicago research company Synovate

Geiger

has named Jim Quilty vice presi-
dent, travel and leisure, U.S.

Simon Wyld has been named
vice president of London research
company BrainJuicer Group

PLC. Wyld will be based in

Los Angeles. Additionally, Alex
Batchelor has been named COO.

Cincinnati research company
MarketVision has hired Renu
Dalal as research director, health
care and pharmaceutical.

Marc Ryan, senior vice presi-
dent, chief research officer at
Stamford, Conn., research com-
pany InsightExpress, has been
appointed to the firm’s executive
committee.

Ipsos Loyalty, a New York
research company, has appointed
Bruce Corner as senior vice
president. Corner will be based in
Seattle.

Frank Lagana and Salvatore

D. Brucculeri have joined Quick
Test/Heakin Research Inc., Jupiter,
Fla., as manager.

Reston, Va., research company
comScore Inc. has hired Chris
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Nicotra as chief technology offi-
cer and Daizo Nishitani as vice
president, sales, Japan. Nishitani
will be based in Tokyo.

Universal Survey Center, a New
York research company, has hired
Larry Schneider as chief strat-
egy officer; Jeane Watley as
manager, client service; Daniel
Schiff as project manager; and
Tansa Langley as senior pro-
grammer.

Roger Green and Associates Inc.,

a New Hope, Pa., research
company, has appointed Colin
DiBenedetto as associate direc-
tor, research.

Adam Jolley has been promoted
to director, client services, of
EMI - Online Research Solutions,
Cincinnati.

J..c.).llley

Foster

The Melior Group, a Philadelphia
research company, has hired Elisa
Foster as marketing coordinator.

San Francisco research company

MarketTools Inc. has named Lynn
Christensen chief development

officer.

Lauren Lanzi has joined New
York research company LogicLab
as director, account management.

Travis Research Associates,
Westlake Village, Calif., has hired
Gary Martin as vice president.

Rochester, N.Y., research company

continued on p. 59
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product and service update

Online feedback solution aims to
glean Visitor Insights
Keynote Systems, a San Mateo, Calif.,
online measurement company, has
launched Keynote Visitor Insights, an
on-demand service for real-time moni-
toring of Web site visitor feedback
and interactions. Visitor Insights uses
a combination of features designed
to analyze the voice of the customer
and feedback management market,
with an integrated application for col-
lecting visitor attitudes and behaviors.
The solution aims to have Web site
visitors voluntarily participate, provide
feedback, answer questions and offer
opinions while their navigation choices
are associated to these responses.
Keynote Visitor Insights requires
no site instrumentation, and visitors
are presented with an invitation to
participate. Data is securely hosted
and available through a reporting
portal. The online portal and monthly
deliverables provide point-in-time
and trending details and incorporate
navigational analytics and commen-
tary. Additionally, research analyst
support is included to aid in setup and
to compile monthly insight reports.
Annual subscriptions are available for
$35,000. For more information visit
www .keynote.com/ceux.

New application tracks video ad
campaign Trends

Boston research company Visible
Measures has introduced Trends, a
Web-based application for bench-
marking online video ad campaign
and content performance. The
Trends application aims to provide
brand advertisers, agencies and movie
studios with campaign performance
metrics for industry-level and cross-
campaign comparisons.

Trends is designed to perform
industry-wide comparisons across hun-
dreds of campaigns and a diverse range
of effectiveness metrics, including total
online viewership, comments, place-
ments and demographic summaries.

Three online video performance
data sets are available for Trends:

The Social Video Campaigns col-
lection covers brand-driven online
video ad campaigns and is designed to
help media planners, researchers, cre-
atives and other advertising professionals
benchmark campaign effectiveness.

The Online Film Trailers col-
lection covers online film trailer
performance for both in-market and
previously-released movies and has
been developed to help movie studios
and their agencies benchmark online
film trailer performance.

The 2010 Super Bowl Ads col-
lection covers online performance for
Super Bowl ads. This collection is avail-
able for a limited time and is sourced
from the company’s 2010 Super Bowl
Ads online video research study.

In addition to a paid version of the
application, a free trial version is also
available. For more information visit
www.visiblemeasures.com/trends.

Pike Research offers Smart
Grid service

Pike Research, Boulder, Colo., has
debuted its Smart Grid advisory
service, a subscription-based informa-
tion tool intended to provide market
intelligence and strategy insights for
companies in the energy technology
sector. The service covers grid auto-
mation, smart metering and energy
management applications.

As part of its Smart Grid service,
Pike Research’s industry analysts
offer market insights covering specific
technology and business sectors as
well as overall market conditions and
trends. Research reports include an
examination of business models, tech-
nology issues, policy and regulatory
factors, the competitive landscape and
market sizing, segmentation and fore-
casting. For more information visit
www.pikeresearch.com.

SurveyGizmo debuts version 3.0
SurveyGizmo, a Boulder, Colo.,
research software company, has intro-
duced SurveyGizmo 3.0, the latest
version of its online survey and data
collection and analysis tool intended to
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help users create online surveys, polls,
questionnaires, Web forms, quizzes and
landing pages for marketing and cus-
tomer service research. SurveyGizmo
3.0 features a drag-and-drop interface
designed for faster survey-building; a
dashboard and survey management
interface; and a reporting module
that includes deeper analysis, filtering
and segmentation and customizable
reports. Current SurveyGizmo cus-
tomers will notice a new look and
feel; a point-and-click interface for
brand matching; and additional means
for publishing and tracking surveys.
SurveyGizmo 3.0 has also increased
support for multilingual surveys
with enhanced UTF-8 support and
a new Translations Management
Console. SurveyGizmo 3.0 is designed
to automatically detect the native lan-
guage of a user’s browser and serve the
appropriate language version if provided
by the designer. For more information
VISit WWW.surveygizmo.com.

Globalpark panel goes mobile
Cologne, Germany, research company
Globalpark has debuted EFS Mobile
Access, the company’s first version

of its mobile panel solution, built on
Globalpark’s enterprise feedback suite.
The tool is designed to allow compa-
nies to give research participants and
brand advocates access to their panel
community account, incentives and
questionnaires from their mobile phones
with the goal of capturing respondents’
opinions closer to the “moment of
truth.” Though commonly integrated
with an online panel community
(accessed from desktops with an Internet
connection), the solution also makes

it possible to run pure mobile panels
without needing Web access. For more
information visit www.globalpark.com.

Briefly

Shelton, Conn., research software com-
pany Survey Sampling International
(SSI) has enhanced its SSI-SNAP appli-
cation. Improvements include updated

continued on p. 56
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research industry news

News notes

The Marketing Research
Association, Glastonbury,

Conn., has endorsed legislation

in Minnesota that would make it
legal for researchers to do exit poll-
ing near a voting place. Current
Minnesota statute doesn’t allow
anyone “except an election official
or an individual who is waiting

to register or to vote.” This bill
would add to that exception, “or
an individual who is conducting
exit polling” and define exit polling
as “approaching voters in a prede-
termined pattern as they leave the
polling place after they have voted
and asking voters to fill out an
anonymous, written questionnaire.”

The Minnesota Board of
Pharmacy, Minneapolis, has
revised the language of a fre-
quently asked question (FAQ) to
ensure that payments to Minnesota
health care practitioners for par-
ticipation in bona fide market and
opinion research are not prohib-
ited or restricted. The Council
of American Survey Research
Organizations, Port Jefferson,
N.Y.; the Marketing Research
Association, Glastonbury,

Conn.; and the Pharmaceutical
Marketing Research Group,
Minneola, Fla., worked with the
Board of Pharmacy and the Office of
the Minnesota Attorney General to
clarity language in a FAQ that had
effectively shut down pharmaceutical
market research in Minnesota. The
Board of Pharmacy confirmed that
the original FAQ, which addressed
the Minnesota statute that prohib-

T “gifts to
practitioners,” was never intended

ited pharma manufacturers

to prevent research companies from
conducting research with health care
practitioners on behalf of pharmaceu-
tical clients.

New York firms The
Association of National
Advertisers Television

Calendar of Events has moved to page 94

Advertising Committee and The
Nielsen Company have deter-
mined a potential path for providing
individual commercial ratings, also
referred to as brand-specific commer-
cial ratings. Viewing of commercials
is currently reported as the average
of all commercial minutes viewed
live or in playback during a particular
television program.

Stormy Dean, former CFO and
senior executive of Infogroup, an
Omaha, Neb., research company, is
suing Infogroup for approximately
$1.15 million for severance and
bonuses he claims the company has
refused to pay following his termina-
tion in October 2009, according to
a lawsuit filed in Douglas County
District Court.

Separately, Infogroup has
eliminated 40 jobs as part of a compa-
nywide restructuring plan.

Mountain West Research
Center, a Pocatello, Idaho, division
of Orem, Utah, research company
Western Wats, reported in February
that it had begun temporary layoffs
at its call center, citing the economic
downturn as the cause.

Framingham, Mass., research
company Kadence International
has rebranded with a new logo, Web
site, enhanced employee learning and
development programs and updated
promotional campaigns.

London research company TINS
Worldpanel has rebranded as Kantar
Worldpanel. Additionally, research
companies TNS Media and KMR
Group have been rebranded as
Kantar Media. Kantar Media will be
headquartered in Princeton, N.J.

2010 marks the 10th anni-
versary for The University of
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Massachusetts Dartmouth Center
for Marketing Research.

D3 Systems Inc., a Vienna, Va.,
research company, celebrated its 25th
anniversary in February 2010.

Acquisitions/transactions
Cegedim Dendrite, the business
unit of the London research company
Cegedim Group, has acquired Irvine,
Calif., research company SK&A
Information Services Inc. SK&A
will be branded as SK&A, A Cegedim
Company, and will be integrated into
Cegedim Dendrite’s OneKey business
unit. SK&A will maintain its current
operations in Irvine.

Nuremberg, Germany, research
company The GfK Group has pur-
chased Newbury, England, research
company dmrkynetec for an undis-
closed amount. Dmrkynetec had
already been partially owned by GfK
since July 2008, when GfK bought
25 percent of dmrkynetec in a stock
swap. The company will operate
under the name GfK Kynetec and
is online at www.gfk-kynetec.com.
GtK Kynetec will maintain its staff
and headquarters.

New York professional services
company Deloitte has acquired
Pathfinder Solutions, a Wrentham,
Mass., research company, for an
undisclosed amount.

The Brazilian Institute of
Public Opinion and Statistics, Sao
Paolo, Brazil, has acquired major-
ity stake in Zogby International, a
Utica, N.Y., research firm.

Reston, Va., research com-
pany comScore Inc. has acquired
ARSgroup, an Evansville, Ind.,

continued on p. 57
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p B qualitatively speaking

How big pharma

IS misusing qualitative
marketing research

Over the past five years I have
seen a disturbing trend in the phar-
maceutical qualitative marketing
research area. Because of increasing
cost pressures, many larger pharma
companies are not commissioning
qualitative research appropriately.
(They are still conducting qualita-
tive research, albeit less often and
on a smaller scale - but that is
another issue entirely.)

The problem is that some
companies are pushing qualita-
tive research into one of two
inappropriate and ineffective
directions: using qualitative
research as a substitute for quan-
titative or skipping qualitative in
favor of quantitative research.

Most experienced research-
ers would agree that qualitative

research is not a substitute for
quantitative research. Qualitative
is limited in sample size and
geographic distribution, so the
findings are not quantifiable or
projectable. However, qualitative
uncovers and clarifies concepts,
ideas and perceptions and pro-
vides direction. As stand-alone
research, it can be used to explore,
experiment and challenge new or
existing ways of thinking.

Most experienced researchers
would also agree that qualitative
research should not be skipped or
conducted in lieu of quantitative
research. Designing a quantitative
study requires a clear understand-
ing of issues and nuances of a
marketplace. Qualitative research
determines the setting and direc-

Qualitative shouldn’t be substituted for quantitative,
nor should it be overlooked in favor of quantitative.
Yet, the author argues, that’s just what some
pharmaceutical firms are doing.
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Editor’s note: Laura Cusumano is
director of client services at Integrated
Marketing Associates, a Bryn Mawr,
Pa., research firm. She can be reached at
610-527-5500 or at lcusumano@msn.
com. To view this article online, enter
article ID 20100401 at quirks.com/
articles.

tion for follow-up quantitative
research. If that background is not
clearly established, a quantitative
study may not produce meaningful
or actionable findings.

Using qualitative research as a
substitute for quantitative research
has resulted in some companies
making marketing decisions with
inadequate data and a lack of geo-
graphic representation. Skipping
qualitative altogether in favor of
quantitative not only can leave
gaps in understanding the land-
scape but may result in a study
design based on a company’s per-
ceptions (or biases) instead of the
customer’s opinion.

The most painful outcome of
this misuse is that these companies

www.quirks.com
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will not realize what they have
missed or lost until it is too late:
the positioning does not make
clinical sense to the physician
audience; the messaging is more
closely associated with another
brand; or the DTC ad fails to
address one of the target audi-
ence’s key concerns.

More common misuse
Forgoing qualitative in favor of
quantitative research seems to

be the more common misuse.
However, using qualitative
research as a substitute for quan-
titative is likely to cause more
damage and misunderstand-

ing of the brand and market. If
qualitative research is skipped
and information gaps identified,
then qualitative research can still
be conducted to fill in the full
market picture. This “after the
fact” qualitative research is gener-
ally very focused as it addresses
specific issues. However, by
conducting quantitative before
qualitative the broader landscape

of the issues can be lost. In other
words, “You don’t know what
you don’t know.”

For example, conducting an
online quantitative study can
determine which concept to use
for a promotional campaign. The
results may clearly point to a con-
cept to further develop but the
whys and explanations are often
missing. Understanding why a
concept is preferred can be as
useful as identitying which con-
cept is preferred. If a company
knows the whys, then the tacti-
cal details of the marketing plan
are richer and consistent with the
marketplace.

The far more dangerous misuse
is conducting qualitative research
as a substitute for quantitative.
Sometimes a company does this
by overanalyzing qualitative
research findings or having too
few respondents in total or by
sample segment.

Qualitative research can be
designed to secure detail but its
findings are not projectable to the

universe. Generally, findings from
qualitative research are directional
and are reported as “all,” “essen-
tially all,” “most,” or “a few.”
They are not intended to secure
specific quantitative or count data.

Providing direction

Qualitative research serves a dis-
tinct and vital role in marketing
that can’t be replaced. Think of it
as providing guidance like a com-
pass, north/south/east/west. It
tells us which direction to move
and, hopefully, why. Quantitative
research provides the specific street
directions to the road to success.
Without the initial direction from
qualitative research, the brand may
end up on the right road in the
wrong city.

p-] Rx: shorter pharma
discussion guides

Enter article ID 20030612 at www.
quirks.com/articles to read Murray

Simon’s guide to paring back discussion
guides for pharma-focused qualitative.
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by the numbers

Survey of researchers

reveals concerns about
benchmarking

Benchmarking results against the
competition has clear benefits, from
simply understanding where you
rank to understanding how the
competition achieves the success
they do. Yet a survey of researchers
indicates that many view benchmarks
with skepticism. Understanding
how to evaluate benchmarks, and
when to question your results, is
critical to making informed strate-
gic and tactical decisions.

Why benchmark? As marketing
researchers designing and undertak-
ing custom quantitative projects,
clients increasingly need to provide
external context for their research
results, particularly against bench-
marking or normative data. For
some industries, these comparisons
are made easy by industry sur-

veys such as CAHPS (Consumer
Assessment of Healthcare Providers
and Systems), syndicated data
sources or published survey results.
Yet not all industries have such
surveys, and in many cases existing
benchmark data are not easily com-
pared to a custom survey.

Our firm, TRC, sought to
understand how researchers view
benchmarking in an effort to pro-
vide some guidance on how to use
it. We reached out via an online
survey to 97 research buyers and
users in the spring of 2009.

First, some background: all 97
are involved in market research at
their organization; 83 have a des-
ignated market research function.
They represent various industries
but have the highest concentrations

While most researchers use benchmarking, many have
questions about the best ways to do so, a survey found.
The authors explore the survey findings and offer tips for

more effective benchmarking.
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Editor’s note: Jennifer Van de
Meulebroecke is vice president at TRC
Market Research, Fort Washington, Pa.
She can be reached at 703-204-1640 or
at jvan@trchome.com. Michele Sims is
vice president/research management at
TRC. She can be reached at 215-641-
2256 or at msims@trchome.com. To
view this article online, enter article ID
20100402 at quirks.com/articles.

in insurance, utilities, high-tech,
health care and financial services.

Nearly all have used benchmark-
ing data in their current job. Most
collected this data as part of a study
they were conducting, for example,
gathering competitive ratings along-
side customer ratings in a satisfaction
survey. Syndicated data or collect-
ing data at a different point in time/
through another vendor were also
used by a majority (Figure 1).

How are researchers using this
data? Over half (51) mentioned
using it to provide context or
comparative data against which to
measure their own results. As one
researcher put it, “Is 60 percent sat
good? If other companies are at a

www.quirks.com


http://www.quirks.com
mailto:jvan@trchome.com
mailto:msims@trchome.com

We’re on a mission.

Our goal at Western Wats is simple—
to be the world’s most trusted source
of survey research services. Over our
23 year history, the methods have
changed, but one thing remains the
same: our commitment to consistently
provide objective insights to researchers
through reliable data collection. To all
our client partners who have traveled
the trail with us, thank you for your
continued trust and support. We can’t
wait to show you what we have in store

for the journey ahead.

(801)373-7735 |$| Western Wats

www.westernwats.com DATA COLLECTION YOU CAN TRUST

PARTNERS YOU CAN RELY ON

©2010 all rights reserved


www.westernwats.com

study

Figure 1: Sources of Benchmarking Data Used

75%

Collected as part of Separate-diff. time/
vendor

Syndicated source

75%

<11 years in MR

Figure 2: Confidence in Making Comparisons to External
Benchmarking Data (top-3 box)

11+ years in MR

40 percent level, then absolutely.
However, if the others are at 90
percent, not so much.”

Twenty said they use the data
to help set strategic goals, allocate

10 Years

of Excellence Award

Qualitative Recruiting, Facilities & Services

2 Ky
O
o

. 3
v by
AN

A

/’ - ™
oinions,

H o u=sTaomN DAL L A S

www.opinions-unlimited.com
Bids: ask@opinions-unlimited.com
713.888.0202 : 214.265.1700

Brought to you by Anndel & Andy Martin, PhD
[from deep in the heart of Texas!

resources or establish performance
targets. Sixteen mention tracking
changes or trends over time. There
were several mentions of monitor-
ing awareness (advertising, brand)
and market forecasting as well.
Three researchers admitted they
are benchmarking primarily because
management or internal stakeholders
demand it. With the stakes so high,
are researchers sure they’re getting
what they need?

We then asked researchers to
focus specifically on benchmarking
data collected outside the primary
study (what we’ll call external
benchmarking data). We asked
them to rate both their understand-
ing of how external benchmarking
data are collected, managed and
reported and their confidence in
making comparisons to this type of
data. We found something unex-
pected: The longer they’ve been in
research, the less trust researchers
have making comparisons to exter-
nal benchmarking data (Figure 2).

Yet understanding of benchmark-
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ing data does increase with tenure
in the business. We would expect
confidence to increase with under-
standing, but instead we become
more critical - or more cynical.

So does that mean you shouldn’t
trust external data sources? Of course
not. But it does mean you should
approach their use with caution.

What should you be mindful of in
making benchmarking comparisons?
According to our surveyed researchers,
the foremost of these is questionnaire
consistency (see Figure 3).

Having consistent scales or
answer categories is the most impor-
tant consideration regardless of
tenure. Question wording is also
critical to maintain comparability.

Data collection methodology is
also highly relevant. Ensuring the
same methodology is used (Web vs.
phone, for example) was important
to two-thirds of researchers. Field
period - or making sure the timing
overlaps - was less critical.

Great value

To the extent that these items are
consistent between your data and the
external data, there is no question
that making these comparisons is of
great value. But what are the ramifi-
cations if these items don’t align?

Question text, scale and
response category differences can
be difficult to overcome. We’'ve
had a lot of experience convert-
ing data collected with one scale to
match a new scale. Making those
comparisons becomes even trickier
in combination with other differ-
ences such as question wording or
data collection timing.

Also bear in mind how missing
data (don’t know, not applicable,
refused) are handled in both studies
- scale conversion won’t overcome
a fundamental difference in the way
the data are reported.

Whenever possible, learn how
your normative data are collected
before you do your own data col-
lection. This way you can match
the question wording and scales to
the normative data. Barring that,
designate a subgroup of sample to
administer the key questions to
match the syndicated data.

If the screening or sampling

www.quirks.com
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Figure 3: Highly Important Factors in Benchmarking
Comparisons (top-2 box)

Consistent scales/responses ._ 91%

Consistent question wording “_ 83%
Consistent screening ._ 77 %
Method (Web, phone) "_ 67 %

Type of sample (RDD, list) e —— 58%

Fielding time period _ 51%

criteria are different, there isn’t a
lot you can do to overcome those
differences. But there are a few
options to bring value:

The most important thing to
do is to recognize whether differ-
ences exist. If you are comparing
your product’s buyers to buyers of
the category in general, ask ques-
tions about how those buyers were
screened: Recent buyers - how
recent? First purchase or repeat
only? Adult-only or adult and
teen? U.S.-only or international?

Understand the universe to make
informed decisions.

Next, consider filtering your
own data to match that of the
benchmarking data. Suppose you
want to compare consumers in your
footprint to normative data but the
normative data was only collected
in a sub-region of your footprint.
Filter your own data to match. You
won’t get a total market view, but
you will have comparative data for
specific regions.

Similarly, if the provider of the

benchmarking data can cut their
data in different ways, you may be
able to filter their data to match
your own.

Finally, other methodologi-
cal disparities, such as field period
timing, data collection methodol-
ogy or sponsorship identification,
also impact comparability of data
sets. Our experience tells us that
changing from non-identified to
identified sponsor not only can
increase survey response rate but
also have a positive impact on the
ratings. Competitive ratings col-
lected with a blind or neutral
sponsor can suffer in comparison.
And asking competitor ratings only
among your own customers can
lead to a skewed view of the com-
petitive landscape.

Analytic eye

So what’s the bottom line? Dig
into the methodology of the
benchmarking data, and as much
as you can, keep an analytic eye
for discrepancies that can mar your
comparisons.
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By Mike Katz and Peter Mackey

usability research v

Editor’s note: Mike Katz is a principal
user experience researcher with eBay

Inc., San Jose, Calif. He can be reached
at mkatz@ebay.com. Peter Mackey

is executive vice president, research for
Invoke Solutions, Stamford, Conn. He
can be reached at 203-323-7400 x3530
or at peter.mackey@invoke.com. To
view this article online, enter article ID
20100403 at quirks.com/articles.

Positive, Neutral
or Negative?

How hybrid research allowed eBay users
to give feedback on the feedback system

ince eBay’s inception in the 1990s, its feedback system
has been the primary means for the eBay commu-
nity to police itself and ensure honest participation in

the marketplace. The goal of the system was simple:

encourage eBay users to evaluate transactions on the
site for the benefit of the larger community.

EBay continually evaluates ways to improve the buying and selling
experience and has made adjustments to the feedback system over the years
to meet the changing needs of the marketplace. For example, as Figure 1
shows, eBay introduced “Detailed Seller Ratings,” through which buyers
evaluate sellers on various specific performance dimensions such as whether
their item was described accurately. EBay also tests feedback elements before
they go live on the site to understand buyer and seller sentiment and larger
effects on the community. Despite recent tests and other changes, the fun-

damental nature of the feedback system

To help online buyers and sellers alike, eBay teamed - based on a positive, neutral or negative

up with Invoke Solutions to provide a qual-quant

approach to concept testing that

ratings and including feedback comments

would guide the

updating of eBay’s user feedback system. - has remained relatively untouched.
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In eBay’s continuing goal to encourage
buyers to effectively evaluate seller per-
formance and for sellers to understand
how to improve their selling practices,
in 2008 eBay decided to take a fresh
look at feedback methods and explore
changes that would potentially warrant
fundamental deviations from current
practices. The primary goals behind
the changes would remain the same: to
continue to allow buyers to effectively
evaluate seller performance and for sell-
ers to effectively understand how to
improve their selling practices.

Represent the journey

Based on foundational research con-
ducted earlier, a storyboard (Figure 2)
was created to represent the journey of
an eBay buyer and an eBay seller under
specific use cases for a newly-proposed
feedback system. The concept story-
board resembled a typical comic book
but with interactivity made possible

www.quirks.com

with Flash. With this storyboard, buyers
and sellers would be able to get a primer
on how the new system would address
the central use cases of the feedback
system:

* a buyer evaluating the trustworthiness
of a seller;

¢ a buyer leaving feedback for a seller
following a transaction;

* a case where the buyer feels that the
item was misrepresented by the seller;

* a case where the item arrived late or
damaged;

* aseller evaluating feedback from
buyers to understand and address
areas for improvement.

Having created storyboards to repre-
sent the current feedback system along
with the new proposed concept, eBay
sought to understand buyer and seller
reaction to the process, answering ques-
tions such as: Does it address perceived

weaknesses of the existing feedback
system? Does it introduce new prob-
lems? Would it have a negative impact
on seller efficiency?

Concept testing with vision story-
boards was important because it enabled
rapid changes to the solution at an early
concept stage, prior to design or engi-
neering investment in high-fidelity user
interface mock-ups or functional pro-
totypes. While the temptation existed
to skip the concept phase and proceed
directly to creation of design mock-
ups, project churn and the wasting of
resources could have resulted.

Many concept testing options were
considered but there were important
weaknesses associated with each:

* Focus groups can be susceptible to
group-think or bias associated with
dominant personalities in the room.

* One-on-one interviews are imprac-
tical when input is sought from a
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questioning by key stakeholders.
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as garner support for the solution
among stakeholders.

: Expose the concept
BILL FINDS A CAMERA AWD READS DETAR S ADOUT THE PRICE AND SHIPIIG EBay conducted research using the
—

—_— Invoke platform and exposed the con-
cept to 140 eBay buyers and 180 eBay
sellers in respective 90-minute live-
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moderated sessions. Participants logged
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into the Invoke platform remotely at a
specified day and time to experience the
concept storyboard and associated ques-

; :::a:’:.;;‘,é..w tioning. Participants could spend quality
7 _ _ ' = time (15 minutes) with the new con-
G »|  cept storyboard on an individual basis.
EBay employed a Flash-based, comic book-style storyboard to present specific use cases Unlike traditional focus groups, buyers
for buyers and sellers under the proposed feedback system. and sellers were not privy to each
other’s opinions (except where desired),
representative sample of the user among respondents to provide avoiding the possibility of bias.
population. feedback on all areas of interest and Specifically, participants were first
e Surveys would require a tremendous would not allow real-time consump- shown the storyboard that represented
time and attention commitment tion of user feedback or follow-up the current system to refresh their

memory of the details and to expose
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Figure 3

S TV

The hybrid research environment blended an online survey with a discussion group, allowing
for real-time data analysis and follow-up questioning.

some issues revealed in prior research.
They were then presented with the
new concept storyboard and asked var-
ious questions comparing the proposed
system to the current one. Following

initial broad evaluation questions
about the new concept, targeted ques-
tions were asked about specific aspects
or use cases associated with the con-
cept. Additional unplanned follow-up

probe questions were also asked to
dive deeper into participant responses
(both quantitative [Figure 4] and qual-
itative [Figure 5]).

The goals of the investigation
were twofold: gauge participant
reaction to the concept overall as
well as specific fundamental changes
to the existing system; and under-
stand areas for improvement for the
next concept iteration.

Revealed specific issues

Evaluation of the new concept sto-
ryboard suggested broad support for
the initiative but also revealed specific
issues of concern for each user popula-
tion. This research was then followed
by an additional round of concept test-
ing to ensure that the discovered issues
had been addressed prior to further
design and engineering investment.
Based on the first round of testing,
changes were made to the concept sto-
ryboard, including:

* elimination or simplification of sub-
optimal solutions;
* introduction of new targeted solu-
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implementing such changes to the mar-
Figure 4 ketplace. For example, it reinforced the
importance of adequately explaining the

rationale behind changes to certain

long-standing elements of the feed-
back system. (While the first round of
testing suggested a lack of feasibility

for certain changes, we found that
providing a more detailed rationale

.......

behind such changes in the second
round mitigated user concerns.)

We also realized that it was not
possible to address every user concern.
We discovered through more in-depth
investigation that users disagreed with

[_Jom 5ot ol ol acounieiy

despite what we considered to be com-

\ certain aspects of the proposed concept

pelling rationales and solutions. This
knowledge will allow eBay to focus
appropriately on such issues when roll-

ing out these changes to the community

EBay drew from follow-up questions in both quantitative... in terms of public relations, community
outreach efforts and site messaging.
tions to address unsolved problems; stringent stress-testing). Together, the two rounds of
* a more in-depth rationale behind concept testing provided the neces-
changes to the feedback system; and The second round of concept sary insights to move forward with
 greater detail regarding proposed testing provided valuable informa- investigation of specific user interface
solutions in the original concept tion pertinent not only to the concept design flows. As with the concept test-
storyboard (to allow for more but to the broader effort involved in ing, iterative design research will be
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...and qualitative form to understand changes and improvements to make in the next iteration.

tion to a newly-proposed feedback
system and how the concept might
be improved, the real-time hybrid
research approach also helped garner
support for the initiative among key
product managers. Product manage-

conducted to ensure the optimal user
interaction and experience.

Garner support
In addition to providing valuable
insight regarding buyer and seller reac-

ment executives attended a 90-minute
session and came away more fully
appreciating the value of the research
and the central ways in which the
concept could improve the eBay user
experience. Plus, they realized areas for
improvement that could drive future
iteration of the process.

Additional benefits of the research
approach included: deep customer
involvement early in the product devel-
opment process; cost- and time-savings
over traditional methods; rich verbatims
for better understanding of the data; no
group-think or participant bias; rapid
insight generation and follow-up; and
an easily replicated process.

Yield tremendous benefits

Testing concepts early and iteratively
in the product development life cycle
(prior to implementation) can yield
tremendous benefits that improve

the likelihood of product success.

The research methods described here
provided eBay with a real-time qualita-
tive-quantitative online platform that
is playing a key role as eBay evalu-
ates new methods of feedback.
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Taking the
long view

Is a longitudinal approach the secret
to measuring an ad’s ROI?

n these challenging economic times, CEOs are scrutinizing every
I expense, looking for ways to cut costs and improve the bottom

line. Not surprisingly, the advertising budget is often targeted. In
this environment, it is critical that the marketer be able to justify the
value of advertising - to provide solid information on the impact that
the advertising is having on the brand and what the result would be if
the advertising budget were eliminated.

While it seems like a straightforward question - What are we get-
ting for those millions of dollars of advertising spending? - advertising
researchers have struggled for decades with how to provide satisfactory
answers. Up until as late as the 1990s, many advertising agencies man-
aged to convince their clients that it simply could not be done. There

advertising research il

were too many other things going on in-market, advertising worked in
often subtle ways, and - well, just trust us, sales would be much worse if
you weren’t spending all that money on advertising.

Clearly, those arguments weren’t going to hold up forever; today’s
environment requires tangible justification for the advertising investment.
However, advertisers are still struggling with how to actually answer the
question: “What is our advertising actually doing for the brand?”

Why is it so difficult to quantify the ROI of advertising? There are
several reasons:

» Advertising is only one of a multitude of factors that aftect sales;
merely tracking in-market changes in brand measures during periods
of advertising often provides an inaccurate (or just plain wrong!) pic-
ture of the effectiveness of advertising.

» Consumers, when asked, are usually unable to tell us whether they
were impacted by advertising; this renders any straightforward survey

questions on the impact of advertis-

ing nearly useless.

e To further confuse the issue, con
The author argues that
interviewing the same
consumers before a new ad
campaign is launched and
again after the campaign has
been in-market for a period
of time is an effective way to
isolate the in-market impact
of advertising.

sumers are more likely to engage
with advertising for products that
they already buy - causing a ser
ous chicken-or-egg problem with
any analysis that attempts to deduce
advertising impact by comparing -
after the fact - the behavior of
those who’ve seen advertising with
those who have not.

The traditional tracking study - in
which brand measures such as aware-
ness and perceptions are tracked over
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firm. She can be reached at 520-
751-9000 or at jeri@communicus.
com. To view this article online,
enter article ID 20100404 at
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Figure 1

Brand Purchasing

Among those who

,,,,,,,,,,,,,f saw advertising [A]

Total sample [T]

Among those who
= did not see advertising [NA]

Pre

Post

time among matched samples of the
target audience - has proven to be a
relatively insensitive tool for isolating
the effect of advertising on a brand.
Often, these studies find little or no
movement in brand metrics on a pre/
post-advertising basis, leading the
advertiser to wonder if advertising
really is a total waste of money.

Continuous tracking studies,
which attempt to correlate periods of
high advertising pressure with changes
in brand awareness and perceptions,
appear on the face to provide more
sensitivity to advertising’s impact.
However, in practice, this type of
analysis can - at best - usually only
identify positive relationships between
advertising spending and brand aware-
ness. Rarely is this correlational
approach able to detect relationships
between advertising and measures that
are actually closer to sales - brand pur-
chasing, future purchase intentions or
even brand perceptions.

Longitudinal design

In our experience, the best way to
actually isolate the in-market impact
of advertising is through the use of
the longitudinal design. The lon-
gitudinal, or panel, design involves
interviewing the same people at two
points in time - typically before a
new campaign (or series of execu-
tions) is launched, and again later,
after the campaign has been in-market
for some period of time. Isolating the
impact of the advertising on a brand
entails comparing changes in brand
measures (e.g., awareness, perceptions,
purchasing/usage) among those who
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have seen brand advertising during the
period versus those who have not.

In Figure 1, reported brand pur-
chasing was relatively unchanged on
an overall basis before and after the
ad campaign had run for a six-month
period [T]. A tracking study, which
measures pre/post change, would
have concluded that the advertising
wasn’t working. The advertiser would
have been left to wonder what to do:

* Should the budget be cut, based on
apparent lack of return on invest-
ment?

* Should the campaign be replaced
with a different one that might be
more effective?

With the longitudinal design, the
advertiser would have learned that the
advertising was indeed quite effec-
tive among those who actually saw
and engaged with the campaign in-
market; among this group [A], brand
purchasing was up significantly versus
the downward trends in purchas-
ing that were occurring among those
without advertising awareness [NA].
This campaign was not a candidate for
elimination or replacement - it was
a candidate for a greater investment,
in order to expand on the positive
effects that it was having.

To effectively isolate the impact
of an advertising campaign using the
longitudinal design, it is first neces-
sary to determine who has seen the
advertising and who has not. Our
approach to this challenge has been
to adopt, adapt and refine techniques
first developed based on the PARM
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Figure 2

Last Brand Purchased

Both TV & Print
TV Only
Print Only

Did Not See Ads

Pre

Post

Campaign Impact: The advertising generated significant
purchasing that would not have otherwise occured. Impact
was strongest among those aware of ads in bothTV and print.

studies conducted by the Advertising
Research Foundation a number of
years ago. Today, we are able to
determine, with accuracy, which spe-
cific ad executions each respondent in
our research has seen/heard and stored
in their long term memories; these
measurement methods can be equally
accurate for TV, radio, online adver-
tising and the static visual media such
as magazine, newspaper, FSIs, point of
sale displays and outdoor ads.

Once we can categorize each
respondent in our panel according to
what advertising they have seen, the
longitudinal design analysis can pro-
vide definitive measures of the actual
in-market impact of advertising.

In contrast to traditional or con-
tinuous tracking, the longitudinal
design:

1. Provides information on the
impact of not advertising.

Because the longitudinal method
tracks changes among people who saw
advertising and people who didn’t,

it provides a means of answering the
question: What would have happened
it we hadn’t advertised?

While conventional wisdom holds
that the health of a brand will begin
to deteriorate without advertising,
the only way to test this theory using
traditional methods is to conduct
test/control market studies in which
advertising is reduced or withheld
from selected markets.

With the longitudinal design,

www.quirks.com

this is unnecessary. As in the above
example, analysis of changes in brand
metrics among those who have not
seen advertising over a period of time
provides a clear answer to this ques-
tion, and also serves as the baseline
against which advertising impact is
judged. Insights gained from this

method are valuable in justifying con-
tinued advertising investment, based
on calculating the ROI of advertising
versus what would have happened
without advertising.

In fact, there are many cases in
which brands that are experiencing
little to no sales growth actually have
effective advertising; in these cases,
to withhold advertising would be
severely detrimental.

2. Controls for other marketplace
dynamics.

The longitudinal analytic method also
provides an internal control for sea-
sonality, severe weather patterns and
economic conditions that aftect cat-
egory/brand sales, and so on, since the
baseline measures of change among
those who did not see advertising
reflect these marketplace dynamics.

3. Controls for selective
perception.

Most advertising is subject to selec-
tive perception - that is, those who
already prefer or otherwise are more
highly engaged with a brand will
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Ameritest Branded Attention

be more likely to engage with the
advertising for that brand. This fact
renders post-advertising comparisons
of brand metrics among those who
saw ads versus those who didn’t
useless. If 50 percent of those who
saw advertising prefer the brand
versus 25 percent who didn’t see
the advertising is this because the
advertising doubled preference or
because those who prefer the brand
were more likely to engage with the
advertising than those who don’t
prefer the brand?

The only way to control for
this is to measure brand attitudes
among a sample of the target audi-
ence before advertising exposure
occurs and then go back to the
same people to see how advertising
has changed them.

4. Isolates the impact of each
medium within a multimedia
campaign.

The longitudinal design, when
implemented in conjunction with

ad awareness/engagement measures,
enables analysis of the changes in
brand metrics that were produced by
each medium and media combina-
tion within a multimedia campaign.

Because we can determine which
sample members have seen each
medium - alone and in combination
with other media - we can compare
changes in perceptions and behavior
based on, for example, having seen TV
commercials versus magazine ads versus
online advertising (see Figure 2).

Not only is this level of analysis
useful in identifying the contribu-
tions of each medium to campaign
impact, but it can also play a critical
role in guiding media reallocation
strategies that result in an improve-
ment in the overall return on
investment of the campaign.

For example, an advertiser might
find that it costs three times as much
to achieve advertising awareness
within the context of a particular
campaign by using TV than by run-
ning magazine ads. However, if the
TV is four times as persuasive as the
print among those who have seen
it, TV generates better ROI than
print. Other factors that come into
play, and that are part of the longi-
tudinal multimedia analysis, include
the extent to which each medium
achieves impact among those not
reached by the other media, syner-
gies across media, etc.
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5. Isolates the impact of
non-traditional media.

Using the longitudinal design, mea-
sures can be developed that isolate
the impact of non-traditional media
within the context of integrated/360°
campaigns. Non-traditional elements
whose contributions can be quantified
with the longitudinal design include
online ads, Web sites, YouTube
videos, product placements, adver-
torials, point-of-sale displays/events,
sponsorships and more.

The performance of each cam-
paign element is evaluated in terms of:
engagement achieved; brand linkage;
communications of brand mes-
sages; persuasive impact; synergistic
interactions with other communica-
tions elements; and cost efficiency
in relation to other communications
elements.

Using this approach, advertis-
ers can understand how all elements
within a complex communications
program are working.

6. Diagnoses effectiveness of
message communications.

Thus far, the discussion has focused on
the ability of the longitudinal design

to isolate the impact of advertising
campaigns on consumer behaviors such
as brand purchasing. The longitudinal
analysis can also provide insights into
the extent to which the advertising is
producing an impact on consumer per-
ceptions of the brand.

For example, an advertiser may
find that a new breakfast cereal cam-
paign targeting moms is successfully
building perceptions on “provides
nutrition I can believe in.” However,
if consumer behavior is not also being
impacted, the advertiser may need to
take a closer look on the motivational
value of this message.

In another case, an advertiser
might find that the new TV cam-
paign is successtully building brand
affinity (“for people like me”), but
the accompanying radio commercials
are not. Then, the task is to identify
the reasons for this difference, and to
build more personal affinity into the
radio executions.

Predict strong performance
Advertisers frequently copy-test indi-
vidual commercials and ads prior to

www.quirks.com
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in-market launch in order to identify
those that will produce strong perfor-
mance. Of course, the assumption is
that the copy-test results will actually
predict in-market performance.

Since our in-market research
design starts by measuring the
awareness, brand linkage and com-
munications achieved by each ad
execution within a multimedia cam-
paign, it can generate insights on the
extent to which the outcomes pre-
dicted by copy tests actually come to
pass in-market.

For TV commercials, we have
reviewed approximately 85 individual
TV executions that were pretested
using one of the major copy testing
systems, then run (without revisions)
in-market and subjected to the in-
market longitudinal design advertising
evaluation system.

Based on these data, the copy testing
system that has produced the strongest
predictive accuracy is the clutter recall
method, as administered by Ameritest.
Among the Ameritest cases subjected
to this analysis, the predictive accuracy
was 95 percent, with the system provid-
ing correct diagnostics (e.g., identifying
strengths/weaknesses on specific perfor-
mance dimensions such as attention and
branding) in all of these cases (Figure 3).

The next-closest method in
predictive accuracy was the day-
after-recall method, which picked
the winners/losers with 80 percent
accuracy. However, in approximately
half of these cases, this method failed
to provide the specific diagnostic
information that would have been
helpful in identifying opportunities for
improvement.

The Ameritest print testing
method has also achieved predictive
accuracy based on correlations with
our actual in-market performance
measures. (We do not, however, have
sufficient print copy testing data from
other providers to report on the accu-
racy of other systems.)

Of course, other variables do
come into play in-market. For exam-
ple, a commercial that airs within the
context of a complete, multimedia
campaign may perform better in-
market than one that is introduced in
isolation, without other, synergistic
communications elements.

On this basis, we encourage

www.quirks.com

advertisers who desire the best ROI
for their advertising to:

* Copy test their new creative, using
a system that is both as predictive as
possible and that provides accurate
diagnostic feedback (to generate
insights into how to improve the
tested, and future, executions).

 Ultilize a longitudinal in-market
advertising evaluation system, to
identify how the entire campaign
and the individual campaign ele-
ments are contributing to brand
behavior and perceptions in-market.

* Take advantage of the learning
environment produced by this
combination of advertising research
systems to continually get smarter
about how advertising works for
your brand.

Number of factors

A properly designed and imple-
mented longitudinal design study must
take into consideration a number

of factors, including panel size and
selection, design factors to insure
against sensitizing respondents in the

pre-wave interview, timing between

phases and the special analytic meth-

ods required for proper interpretation
of longitudinal data.

However, with the right practices
in place, the longitudinal design can
provide advertisers with better answers
to the question: “What 1s my advertis-
ing campaign doing for my brand?”

The longitudinal design, by track-
ing the changes that occur among
those who have seen your adver-
tising versus those who have not,
insures that the research is sensitive
to the changes produced by adver-
tising, while not mis-attributing to
advertising changes that were actu-
ally caused by other factors.

The results of a longitudinal
design study identify the contri-
bution of each medium within a
multimedia or fully-integrated 360°
campaign, and help the advertiser
to optimize the ad budget across
media. On this basis, the longitudi-
nal design can provide both a means
of calculating the ROI of advertis-
ing and in-depth information to
optimize future campaigns.
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The fundamental
things apply here, too

What Casablanca can teach us about
conducting more effective ad research

sec CLAUDE RAINS

SIDNEY GREENSTREET
dvertising creatives are inherently skeptical about the claims Htise en Seéne de MICHAEL CURTIZ
Aof researchers that they can measure what’s important in good By Charles Young
creative work. To be sure, most creatives will admit it may be and Amy Shea

possible to measure the surface meaning of an ad - the message commu-
nication - because that’s the part that’s easy for an audience to play back
in words. But a good story well-told, a good performance well-acted, a
good film well-made - all of these do their real work below the sur-
face meaning of things. That’s where the magic really happens. But
50 years of traditional copy testing has taught an unfortunate lesson
to the creative community: research cannot quantify the deeper,
emotional content of great creative work.

For that reason, creatives have turned to peer review to validate the
quality of their work, so that award shows count for more than research
metrics in the eyes of the people who actually create ads. Their position
is that the aesthetic judgment of an experienced creative director cannot
be replicated with audience research data.

We put this assumption to the test by comparing in detail the
way a master storyteller analyzes a Hollywood masterpiece with the
emotional engagement metrics produced by the online Ameritest
pre-testing system. Using the same visual diagnostics that Ameritest
uses to test television commercials, we conducted research on the
famous bazaar scene from the classic film Casablanca. We wanted to
answer the question, “Does our quantitative research data support the
creative theory of screenwriting master Robert McKee?”

The author of the best-selling book Story: Substance, Structure,
Style and The Principles of Screenwriting, McKee is a respected lec-
turer whose former students” accomplishments are unmatched:
they have won 32 Academy Awards, 168 Emmy Awards, 21
Writers Guild of America Awards, 17 Directors Guild of America

Awards and even a Pulitzer Prize for writing. Editor’s note: Charles Young is

Casabflcmca is ginerally rank;? CEO of Ameritest/CY Research,
m as one o the top five greatest films Al UG 126 e i
of all time. From a research stand- reached at 505-856-0763 or at

. - oint it is a good subject because ) ,

By anaIyzmg the emotional Ie)ven thoughgthe moine s famous chuck@ameritest.net. Amy Shea is

beats of a pivotal scene 2s an older black-and-white film executive vice president, director of
from Casab/anca, the author it is relatively easy to find modern brand development at Brand Keys

Inc., an Albuquerque research firm.

explores how a similar :zj;etr;lceeinvzilfe have not actually She can be reached at 505-242-
approach to ad testing can ' 2126 or at amys@brandkeys.com.
heIp researchers improve Interesting experiment To view this article online, enter
their relationships with In Story, McKee provides a beat-by- article ID 20100405 at quirks.com/
advertising creatives. beat analysis of several key scenes articles.

from Casablanca, including one of the

38 | Quirk’s Marketing Research Review | April 2010 www.quirks.com


mailto:chuck@ameritest.net
mailto:amys@brandkeys.com
http://www.quirks.com

u nﬂ (] p pq b | e £ € What's most impressed me

about Decipher is their ability to

say ‘'yes” and then follow through

on the promise. They've executed
complex online study designs and
custom data delivery requests with
rapid turnaround times, and I've

yet to find a situation where they
were unable to accommodate. , ,
Oliver Raskin

Senior Analyst, Premium Services
Yahoo!® Incorporated

online survey programming

data collection

data processing and online reporting
custom panel development

custom technology development

decipher

survey programming + reporting

—— Can we talk about your next project?

www.decipherinc.com | 800-923-5523


http://www.decipherinc.com

Figure 1

Excerpt from the Flow of Attention
The Picture Sorts identified eleven visual beats in the Bazaar scene from Casablanca.
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major turning points of the movie,
the bazaar scene. Serendipitously,
McKee’s published theory of the
movie provides us with the makings
of an interesting experiment.

From a scientific standpoint, this
in-depth interpretation of the film
by a screenwriting expert gives us a
theoretical prediction of how, from
a creative perspective, the audience
is expected to respond moment-by-
moment to what is going on in the
bazaar scene. Empirically, we could
put McKee’s theory to the test by
measuring actual reactions to the
film among an audience of first-
time viewers.

Five steps

In his deconstruction of the bazaar
scene, McKee takes us through five
steps of critical analysis:

1. Define the conflict driving the
emotional content of the scene.

2. Note the opening emotional value
of the scene.

3. Break the scene into beats, which
McKee describes as the fundamen-
tal units of film structure.

4. Note the closing emotional value

and compare to the opening value.
5. Survey the beats and locate the
turning point of the scene.

Importantly, these same five steps
of critical thinking can be applied to
the analysis of television commercials,
Web videos or other types of ad film.

The first step, defining the conflict, is
key to understanding how film works as
a storytelling medium, for without con-
flict there can be no story. For the bazaar
scene, Rick (Humphrey Bogart) initi-
ates and drives the scene. Despite inner
conflict over the pain he has suffered
since Ilsa (Ingrid Bergman) abandoned
him in Paris, and the anger he suppresses
at seeing her with another man, Rick’s
desire is clear: to win Ilsa back!

The source of conflict is equally
clear: Ilsa. Her feelings are very com-
plex and clouded by mixed emotions
of guilt, regret and duty. She loves
Rick passionately and would take
him back if she could, but for reasons
only she knows, she can’t. Caught
between irreconcilable needs, Ilsa’s
desire can be phrased as “To keep
her affair with Rick in the past and
move on with her life.” Although
entangled with inner conflicts, their
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desires are thus in direct opposition.

As a second step in analysis, we
identify the underlying emotional value
at stake in the opening of the scene, the
emotional keynote upon which this part
of the story plays. For this scene, love is
the governing value. In the preceding
scene, Rick’s insulting behavior toward
Ilsa turned the value toward the nega-
tive, yet the bazaar scene opens on a
positive note because the audience
and Rick see a ray of hope. In the
previous scenes Ilsa has been addressed
as “Miss Ilsa Lund,” a single woman.
Rick hopes to change that.

The third step in analysis involves
breaking the scene down into beats.
McKee deconstructs the bazaar scene
into 11 beats. Just as in music, the
rthythmic structure of film is essential for
the audience to make sense of informa-
tion that is presented. The beats drive
our expectations, create anticipation and
cue the moments when we should pay
close attention to what is going on. The
back-and-forth of the dialogue and the
body language between the two char-
acters in the scene carries the audience
forward emotionally as new information
is revealed that gives us new insights
into what is really going on in the story.

www.quirks.com
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Figure 2

Ameritest Flow of Emotion from the Bazaar scene in Casablanca.
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—— Negative Emotion
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Ameritest data are a strong fit with Robert McKee’'s theory with how emotions turn
from positive to negative in the Bazaar scene.

All Hope is Lost }

This brings us to the fourth step in
our analysis, in which we note the clos-
ing emotional value of the scene and
compare it to the opening value. While
the scene opens on a hopeful, positive
note, it closes on a darkly negative note.
Rick’s hopes have been crushed as Ilsa
makes clear that she doesn’t love him
now and implies that she never did.
She has revealed that she was secretly
married to Victor Laslo so that her
affair with Rick in Paris was a sham.
These are darker depths than Rick
could have imagined.

The purpose of this fourth step of
analysis is to determine the emotional
movement that has taken place from the
beginning to the end of a scene - that’s
the “motion” in emotion. In theory,
the movement can be from positive to
negative, from negative to positive, or
even from a negative to a double nega-
tive. What 1s important is understanding
what has changed emotionally from the
beginning to the end of the scene, since
that is the net emotional content com-
municated by the film.

This change in emotion is the
essence of storytelling. As McKee
points out, if there is a scene in a
movie where the emotions are the

www.quirks.com

same at the end of a scene as at the
beginning, the scene doesn’t belong
in the movie, since nothing has hap-
pened from an emotional standpoint.
It should be edited out. This focus
on emotional movement is what
distinguishes the storytelling form

of advertising from other forms of
advertising presentations, in which
the sequence of emotions may simply
be one positive after another, though
certainly the negative-to-positive is a
time-tested approach for advertising
and one we have analyzed repeatedly
in our years of research.

The last or fifth step in the analy-
sis is to survey the beats and locate
the turning point of the story. As we
see in McKee’s analysis, the action
and reaction pattern between the
characters builds a rapid progression
of beats in this scene. In emotional
intensity, each exchange tops the
previous beat, placing their love in
greater and greater risk, demanding
more and more willpower of each
person and demanding the capacity to
take painful, even cruel actions while
at the same time remaining in cool
control. At the end of the eighth beat,
a gap opens between what the audi-

ence expects to happen and what does
happen. Audience emotions begin to
turn decidedly negative as Ilsa goes on
to crush Rick by revealing her secret.
Until this moment, Rick has hopes of
winning her over, but with this turn-
ing point, his hope is shattered.

Online interviews
To test McKee’s analysis and his
moment-by-moment predictions
of how the audience is expected to
respond emotionally, we conducted
online interviews with a sample of
100 general-population adult respon-
dents who had not previously seen the
movie. (The respondents were shown
the movie in a theater setting and
re-interviewed online.) To measure
the audience’s emotional responses,
we used two of our standard pre-
testing diagnostic tools, the Flow of
Attention and the Flow of Emotion.
The Flow of Attention graph,
part of which is shown in Figure 1,
is constructed by having respondents
sort pictures from the film based on
whether they remember seeing that
image in the film. It is a researcher’s
tool for measuring and visualizing the
beat of a scene or sequence from the
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Figure 3

Beat-by-beat analysis of Bazaar scene from Casablanca

The Flow of Emotion graph shows that the moment-by-moment emotional response of
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point of view of what stands out in
the attention of the audience. What
we found in our research is that the
11 beats identified by McKee cor-
respond quite well with the 11 peak
moments identified by our method.

The Flow of Attention is a mea-
sure of pre-conscious filtering or
selective perception, which is a pro-
cess driven by unconscious emotions.
In taking the sample of visuals from
Casablanca for our research, you might
note that, at first glance, many of the
pictures look similar. But on closer
inspection you will see that the dif-
ferences can be quite subtle, reflecting
the difference of a raised eyebrow, a
sideways glance, a curled lip. It turns
out that the unconscious mind is
quite fast and accurate in reading the
non-verbal emotions expressed by our
faces. And this simple picture-sorting
tool can measure them and reveal the
rhythmic structure of how the brain
takes in visual information.

The beats of film structure
described by McKee, therefore, should
be thought of not just in terms of the
snappy dialogue but also the visual
exchanges signaling the emotions in
the movie. In the case of the bazaar
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scene, the visual beat of the film is
well-synchronized with the beat of the
dialogue so that we can identify 11
beats in the scene either way.

Our second picture sort, the Flow
of Emotion graph, is a tool for visual-
izing the positive and negative feelings
that the audience becomes conscious
of as they watch the movie. It is con-
structed by having respondents sort
the set of images they remember from
the movie a second time, on a posi-
tive-to-negative scale of the feelings
that they had while they were watch-
ing each moment in the movie.

Dramatic energy

It is from the creative tension between
positive and negative emotions that
dramatic energy or conflict arises.

In Figure 2 we see the overall
emotional structure of the bazaar
scene, which reflects the dramatic
design of the scene. Both positive
and negative emotions are present
throughout, as shown by the two col-
ored lines in the graph, illustrating the
emotional tension from the beginning
to the end of the scene.

In the first four beats of the
scene, positive emotions are domi-

10

nant, reflecting the hopeful, positive
expectations the audience has about
what is going to happen. Then in the
middle four beats, tension increases
so that positive and negative emo-
tions are nearly equal as tension
builds toward a climactic moment.
At this stage audience feelings are
undergoing what scientists would

call a phase transition from one emo-
tion state to another. Then, on the
eighth beat of the scene, when the
definitive statement is made by Ilsa to
Rick (that they’ll never get together),
audience feelings shift decidedly to
the negative as this mid-act climax
ends the movie on the dark note that
all hope for Rick’s love is lost.

If we zoom in on the Flow of
Emotion in Figure 3, we can see even
more detail by looking at McKee’s
analysis juxtaposed with the research
data. In this chart we can look at the
text of the dialogue and, parentheti-
cally, the interpretation of the subtext
of what is really going on.

At the beginning of the encounter
between Ilsa and Rick at the ven-
dor’s stall we the audience are siding
with Ilsa: last night and Rick’s awful
behavior are fresh in our minds and
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fthe movie audience fits the predictions of the writer Robert McKee.
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we are looking forward to seeing
him grovel and apologize. However,
during the initial phase of the inter-
action, with the help of the vendor
(who acts as a mirror of Rick’s inten-
tions) we come to realize that Ilsa
and Rick are truly, genuinely in love.
We realize there is much more going
on than what we see on the surface.
We begin to care about them as a
couple and are hopeful for a positive
outcome of this encounter: he’ll apol-
ogize, she’ll accept his apology and
they will live happily ever after.

Thus, we begin to be very emo-
tionally engaged with the scene,
reacting strongly to their every
glance, word and movement. This is
a moment of emotional transference,
where our initial feelings are changed
by the characters’ words and actions.
Then there comes a moment of truth
- an emotional pivot in beat eight -
where Ilsa states that they will never
see each other again.

This is when our overall emo-
tional response to the story changes
from being mostly positive, with
occasional bursts of negativity, to
being overwhelmingly negative. We
teel strongly for both the characters
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Hiding Her Reaction

and for their relationship and are very
sad that there will be no happily-ever-
after for Rick and Ilsa as a couple.

Correspond nicely

With this analysis, we can now see
how well theory and experiment fit
together. All five stages of McKee’s
method of analysis can be verified
with research data. The structural
beat of the film, the intensity and
emotional touchpoints and the turn-
ing point of the scene that McKee
described all correspond nicely with
what the research measures.

McKee offers his method of analy-
sis to other writers as a way of making
explicit something they do intuitively,
so they can go back after the creative
heat of the first draft is over and edit
their work, polishing it to make it better.
These concepts help define what expe-
rienced creatives mean when they say a
piece of work “feels right.”” That right
feeling also represents a prediction that
the audience will respond to the finished
work the way the creative intends.

As we can see in the case of
McKee’s analysis, his prediction of
how an audience would respond to the
bazaar scene was right on. This is good

Calling Her A Slut
Destroying His Hope

news for researchers, because it also
means we have direct evidence that we
can measure something that truly relates
to how creatives view their work.

Our strongest hope for this
research is that it chips away at the
walls that confrontational, rational-
based pass/fail advertising research
systems have built among the creative
community as it has sought - right-
fully so - to protect its work.

Research is not going away, nor
should it. As Robert McKee himself
makes clear in his workshops around
the world, creativity is not done in a
vacuum and ultimately must work out
in the world, with an audience. When
it comes to advertising, this is even
more so. As procurement pressures
mount, and ROI remains the mantra at
brands around the world, creatives will
find their truest research allies are those
who conduct brand and advertising
research that respects the emotional ele-
ment so critical to the creative process.

As McKee himself exclaimed upon
seeing the research on one of his most
beloved films, it is indeed “beauti-
ful” when science and art can come
together to support, not destroy, the
creative process.
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I Reach them
where they are

Firms are going multi-platform
to get their messages out to

multicultural youth

any number of markets - unless, according to conven-

T he digital space is fast becoming a rich channel for reaching

tional wisdom, you’re targeting the African-American and
Hispanic markets. While it’s clear that the Web is increasingly acces-
sible and is frequently utilized by the general population, doubts
remain among those seeking to connect with African-American and

Hispanic consumers over the prevalence of these groups online.

When it comes to minority youth, however, it’s time those

doubts were dispelled.

It turns out that the Internet is not only a playground well-populated
by ethnic young people, but it has the potential to become the only game
in town, according to C&R Research’s 2009 YouthBeat, an ongoing
study of over 13,000 kids (aged 6 to 9), tweens (10 to 12) and teens (13 to
18). And when it comes to technology in general, African-American and
Hispanic youth are increasingly taking advantage of tools and techniques
that both feed their need to connect and network with others while also
allowing them to express their individuality.

According to YouthBeat, African-Americans and Hispanics of all ages are
keeping pace with their Caucasian counterparts when it comes to Internet
usage. In fact, African-American and Hispanic youth surpass them when it
comes to going online on an everyday basis. About two-thirds of Hispanic (66
percent) and African-American (65 percent) youth are online at least three to
five times per day, compared to 62 percent for Caucasian youth.

Contrary to popular belief, Internet use among Hispanic and African-
American youth is relatively consistent with Internet use among the

population overall. For example, ethnic youth’s Internet usage is on par
with or even higher than their Caucasian counterparts during weekdays.
African-American and Caucasian youth were online at about the same rate
(91 percent each), while slightly more Hispanic youth (92 percent) were
online during the week. We know that Caucasian households are more

Using examples from brands
like Hot Pockets, McDonald’s
and Dr. Pepper, the author
shows how some marketers
are seizing on Web- and
mobile-based methods to
target Hispanic and African-
American youths.

likely to own computers than those
of ethnic youth, which leads us to
believe that increased Internet usage
among these ethnic groups may be
due to expanded access to computers
in schools or public libraries.
Consistent with this hypothesis,
the data show that Hispanic and
African-American youth visit Web
sites slightly less frequently than
Caucasian youth on weekends. While
93 percent of Caucasians report using
the Internet on weekends, just 83 per-
cent of Hispanic youth and 88 percent
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By Amy Henry

Editor’s note: Amy Henry is vice
president of youth insights at C&ER
Research, Chicago. She can be
reached at amyh(@crresearch.com. To
view this article online, enter article
ID 20100406 at quirks.com/articles.
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of African-American youth said that
they go online. Therefore, it’s impor-
tant for marketers to recognize that
Web sites are attracting young visi-
tors both during the school week and
on weekends, although ethnic youth
may not be online as often as their
Caucasian peers when school is out.

Tap into their potential
Marketers who are paying attention
to these trends are fashioning cam-
paigns that tap into their potential.
For example, when marketers at
Nestlé wanted to convince Hispanic
youth that their Hot Pockets product
was a better choice versus homemade
leftovers (a staple in many Hispanic
homes), they took their message of
convenient food just for tweens and
teens to online destinations that they
would truly think of as their own.
To attract this group, Nestlé tested
a campaign with the theme “Eat
What You Want. Hot Pockets” that
took full advantage of the Internet.
The company created a two-minute,
Scream-like parody trailer, “Cuidado
con los leftovers” (“Beware of the

leftovers”), which was posted on
YouTube (http://www.youtube.
com/watch?v=AQB4WqlkyaM) and
Facebook to capture their attention in
a place where they were most likely to
be. The spot, focusing on the “horror”
of leftovers, continued to run on what
will ultimately be a dedicated Web site
(www.cuidadoconlosleftovers.com).
To complement and expand its reach,
Nestlé will conduct a national rollout
later this year.

Ethnic youth are not only well-
represented online but they also visit
different sites than Caucasian youth.
African-American and Hispanic youth
visit a wider variety of Web sites - out-
pacing Caucasians in 14 of 20 categories
- especially those that allow them to
stay connected to and current on the
world around them. Ethnic youth visit
music, magazine, celebrity and gossip
sites that let them stay on top of pop
culture more often than their Caucasian
peers. But they also visit news, weather
and financial sites that keep them up
to date and informed more frequently
than Caucasian youth.

Social networking sites are favored

by both Hispanic and African-
American youth, showing that the
Internet is truly a way that they build
and maintain their connections with
peers. Hispanic and African-American
youth (45 percent for both groups)
mentioned social networking sites
like Facebook and MySpace more
frequently than Caucasian youth (35
percent) as destinations on the Internet.
And companies that want to be
part of their consideration set are
taking advantage of this knowledge.
McDonald’s, for example, maintains a
Facebook page that has 1.7 million fans
and a corporate Twitter presence with
more than 17,000 followers. Similarly,
Verizon is on Facebook (850,000 fans)
as well as Twitter (6,100 followers).
With big brands like these taking a
leadership role, more and more mar-
keters are likely to use social media to
bolster their reach with Hispanic and
African-American youth.

Nearly indispensable

Because connection is so important
to these groups, it’s not surprising
that their cell phones - along with
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other digital technology that put
friends and family at their fingertips -
are nearly indispensable.

In fact, a higher percentage of
Hispanics (68 percent) and African-
Americans (69 percent) have their own
cell phones, versus 54 percent of the
Caucasians who participated in the
YouthBeat survey. These groups are
also more likely than their Caucasian
counterparts - by a 10 percent margin
- to use their cell phones on their way
home from school, to text and receive
e-mail, to game and to take pictures.

But Hispanic and African-American
cell phone use is not distinguished by
what they do on their phones. They
are also more likely to use cell phones
to say something about themselves.
For example, they’re more likely to
have customized ringtones than their
Caucasian counterparts, and more
likely to assign their friends and family
members signature sounds.

Programs that don’t choose
Given the wealth of online channels
and technologies, smart marketers are
increasingly developing programs that
don’t choose between online and cell-
phone marketing, but that integrate
them. Dr. Pepper, for one, boosted its
sales to Hispanic youth by a reported
10 percent via a multifaceted campaign
that depended heavily on Web inter-
activity. A theme song by hot fusion
performer CuCu Diamantes serves as
a centerpiece, which immediately sig-
nals to Hispanic youth that Dr. Pepper
acknowledges and celebrates the
Hispanic experience.

The campaign Web site offers
an official video of her performance,
downloads, commercials and contests,
and ups the interactivity by giving visi-
tors a chance to remix the song. They
are also invited to download ringtones
based on the song. And to bring the
virtual world back to the real world,
Dr. Pepper also sponsors a mobile
music tour across the country, with
the schedule and photos from previous
stops adding fodder for the site.

Valuable lesson

These examples teach marketers

a valuable lesson: being online to
reach African-American and Hispanic
youth is not an option, it’s a man-
date. In fact, counter to conventional
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wisdom, the Internet is not a place
where ethnic youth are underrep-

resented, but rather a place where

you’re most likely to find them.

And because these young African-
American and Hispanic consumers are
exploring so many sites, it’s critical to
be in the right places with an authentic
presence. Marketers who want to reach
these groups online need to develop
fresh and timely messages and applica-
tions that break through the clutter.

When you’re creating online expe-
riences for these groups, it’s imperative
to speak to their need for connection
and self-expression. Look for ways to
help them share and simultaneously
show off that they’re in-the-know.
And finally, don’t ignore the power
of cell-phone marketing. Now and in
the future, recognize that these con-
nected kids, tweens and teens are as
likely to have their eyes on a text as
they are ona TV. |0
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multicultural research

David Morse offers several
ways - many of them free -
for firms to increase their
knowledge of and familiarity
with the needs and buying
habits of multicultural
consumers.

A profitable
course of study

How to boost your
multicultural intelligence

More Than I1Q, Daniel Goldman argues that it is emotional

intelligence - factors such as self-awareness, altruism, personal
motivation, empathy and the ability to love and be loved - that
determines success in life. I would propose that in the New America,
another type of intelligence, multicultural intelligence, or MQ, is

I n his best-selling book, Emotional Intelligence: Why It Can Matter

what will separate the winners from the losers.
We've found that companies, like people, have an MQ, and we’ve
developed a battery of questions to measure it:

» What percentage of your employees owns a passport and has visited a
foreign country in the last three years?

» What percentage of your management team is non-white or gay?

* How many speak a language in addition to English?

* Does your company ofter diversity training?

* Do you have a multicultural advertising agency?

In the New America, the most successful businesses are the ones
who do their homework and have a clearly articulated multicultural
strategy. They identify a multicultural segment - be it Hispanic, African-
American, Asian or LGBT - as a strategic priority and get the people in
their organization to rally around the cause.

A few years ago, | was involved in a project sponsored by the
Coca-Cola Retailing Research Council, a group of supermarket execu-
tives who commission a study each year to benefit the supermarket
industry. My company was hired to identify best practices: What the
most successful supermarkets were doing to attract and retain Hispanic,
African-American and Asian-American customers.

In collaboration with Terry Soto, of About Marketing Solutions,
our partner on this project, we came up with six. I recall that the
first - “Think like your ethnic
consumers so you can serve them
better” - was the most powertul
and far-reaching, applicable to any
marketer in any field.

We found that the best retail-
ers were the ones who shopped the
market. They went to stores that
specialize in ethnic consumers to see
what they were doing right. They
got a feel for the stores - how they
were laid out, what products and
brands they carried, and how those
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By David R. Morse

Editor’s note: David R. Morse

is president and CEO of New
American Dimensions, a Los
Angeles research firm. He can be
reached at 310-670-7889 or at
dmorse@newamericandimensions.
com. This article is adapted from his
book Multicultural Intelligence:
Eight Make-or-Break Rules for
Marketing to Race, Ethnicity and
Sexual Orientation, published by
Paramount Market Publishing Inc.
(www.paramountbooks.com). To view
this article online, enter article ID
20100407 at quirks.com/articles.
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were priced. When it came to gath-
ering information, they were like
sponges. They interviewed distribu-
tors, wholesalers and manufacturers,
most of whom are normally generous
when it comes to sharing information;
it is vested self-interest.

The best retailers had a simple
approach to information-gathering.
They obsessively talked to consum-
ers - on the street, in their stores and
in focus groups. They endeavored to
answer such questions as:

e What is important and unimportant
to this consumer?

e What are their unmet needs?

e Where are they currently shopping?
If they’re not shopping at my store,
why not?

e Where do they get information
when it comes to making purchase
decisions?

* What brands are they currently
using? Why these brands? Why not
others?

* How do they feel about my store?
Does it deliver on things that are
important to them? Where am I
missing the boat?

* Are my products at the right price
point for this consumer?

* What would it take for them to
shop at my store?

Requires a commitment
Ultimately, the most success-

ful retailers are those who realize
that developing a relationship with
multicultural consumers requires a
commitment of time, money and
other resources. But the real key to
marketing success with any consumer
group is to have a genuine interest in
the customers, what their needs are
and how your company might fill
those needs. Multicultural consumers
are no different.

Good market research can do so
much more than prevent costly mis-
takes. It can help you identify needs
that your consumers have - unmet
needs that your company might be
able to meet. And good research
does not always mean telephone sur-
veys or using focus group facilities.
We’ve done research in bars and
barbershops, on buses and basketball
courts, and inside people’s bath-
rooms and bedrooms. For the latter,

we pay high incentives. The reason
is basic. The better you understand
someone, the better you can market
to him or her. And if they’re differ-
ent than you, the more likely you
are to make mistakes and to have
your communications misread.

Now, I conduct market research
for a living, and I do believe that
hiring a firm like mine - notice I
didn’t say my firm - can be an impor-
tant step toward fully understanding
your multicultural consumers. But in
many cases companies can boost their
MQs by taking advantage of the many
free information resources that are out
there. Such as:

e U.S. Census - www.census.gov

e Consumer Expenditure Survey -
www.bls.gov/cex

e Current Population Survey -
WWW.census.gov/cps

* Pew Hispanic Center -
http://pewhispanic.org

* Lewis Mumford Center for
Comparative Urban and Regional
Research -
www.albany.edu/mumford

* Selig Center for Economic Growth
- www.terry.uga.edu/selig

Let’s start with the U.S. Census.
Unlike surveys, which are based on
statistical samples, the Census is an
actual counting of everyone in the
country, including citizens, non-citi-
zen legal residents, long-term visitors
and illegal aliens. It has even begun
to include estimates of people who
might not normally be counted, such
as homeless and migratory people.

The Census tracks race, Hispanic
origin, country of birth, income,
educational levels, language use and a
slew of other variables down to very
small geographical groupings called
census blocks (there were eight mil-
lion census blocks in the 2000 census).

In addition to offering a number
of relevant publications, some other
marketing uses of census data are to:

* Measure the size of ethnic markets
from national to local and sub-local.

* Identify top markets for a given
ethnic group.

e Understand what percentage of a
multicultural market, say Hispanics,
is foreign-born.
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* Determine which areas of a city or
state might represent opportuni-
ties, based on the demographics of
residents.

* Develop weighted sampling plans
for market research studies.

* Explore how your target group has
changed over time.

» See projections of the U.S. popula-
tion, by ethnicity, through the year
2100.

The Census tracks race and
Hispanic origin separately, since in
the eyes of the Census, Hispanics
are not a race. The Census does not
track religion or sexual orientation
because the constitutional mandate
for a census does not include these
categories.

However, if you are interested in
the LGBT market, the Census does
track unmarried partners; and if they
happen to be of the same sex, then
it can be safely assumed that the
couple is gay or lesbian. The 2000
Census showed that nearly a million
people fell into this category. It’s a
flawed, gross underrepresentation of
the gay population since not all gays
are in partnered relationships. In
fact, some studies have shown that
it severely undercounts the number
of gays who are partners, despite
the efforts of LGBT activists to get
them to check the box - but it does
give a good proxy and is useful for
understanding areas with a high
concentration of gays.

A couple of other useful govern-
mental sources of information are
the Consumer Expenditure Survey
and the Current Population Survey.
The Consumer Expenditure Survey
is conducted by the United States
Department of Labor and admin-
istered by the Census Bureau. It
consists of two surveys, an interview
and a diary survey, which pro-
vide in-depth information on how
Americans of different ethnic groups
spend their money.

The Current Population Survey is
a national, monthly survey of 60,000
households, conducted by the Census
Bureau for the Bureau of Labor
Statistics, which uses the report to
estimate the number of unemployed
people in the United States. I like
it because it’s an easy tool to query,
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and is the only governmental source 1
know of that provides visibility to the
third-generation, since it asks the birth
country of one’s father and mother. If
you're interested in what percentage
of, for instance, the Asian population
is first-, second- or third-generation,
this is the place to look.

A great source of free informa-
tion on the Hispanic population is the
Pew Hispanic Center, a non-partisan
research organization that conducts
frequent studies on a range of topics
including demography, econom-
ics, education, identity, immigration,
labor, remittances and politics.
Additionally, The Center regularly
conducts public opinion surveys on
social and public policy issues relating
to Latinos. Its 2002 National Survey
of Latinos is one of the best Hispanic
studies I've seen, ever, and it’s avail-
able online for downloading.

In addition to professional jour-
nals, many of which can be found
online, we can all benefit from the
writings of academics who are under
“Publish or
perish.” There’s a ton of research

the yoke of the adage,

coming out of America’s universi-
ties on the subject of multicultural
marketing. For instance, the Lewis
Mumford Center for Comparative
Urban and Regional Research
is a good source for information
on assimilation and the emerging
second generation. The University of
Georgia’s Selig Center for Economic
Growth is the definitive resource for
information about purchasing power
and the multicultural economy.

Once you’ve exhausted the free
information available, you might
want to consider subscribing to syn-
dicated studies. Both ACNielsen and
Information Resources Inc. have
consumer panels of African-American
and Hispanic consumers. These are
valuable sources to obtain detailed
information on what consumers are
buying, where they buy it and how
much they’re paying. They also have
data that provide details of what gets
scanned at the checkout counter in
stores located in heavily Hispanic or
African-American neighborhoods.

In terms of top-notch survey
data, both Simmons Market

Research and Scarborough Research
offer a Hispanic study, a gay and
lesbian study, as well as significant
reads of African-Americans in their
general market survey.

Data is harder to come by for
Asian-American consumers. The
fact that they skew foreign-born
and speak myriad languages has,
unfortunately, been an obstacle for
researchers. New America Media
does do a study with a substantial
in-language sample for Asians and a
focus on media. In 2004, Arbitron
began to survey Chinese radio listen-
ers in New York and Los Angeles. As
the Asian-American population con-
tinues to grow, and as marketers get
increasingly savvy about this burgeon-
ing market, the amount of available
information will grow as well.

Sorely needed

Another step toward an improved
MQ is diversity training. To many
white Americans, the very word
“diversity” is enough to conjure
up images of quotas, time-wasting
training programs and a tyrannical
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political correctness.

That diversity training can go too
far does not detract from the real-
ity that it is sorely needed in today’s
business world. The problem, in my
opinion, is that too many people put
it into the category of being the right
thing to do and ignore the fact that it
is also the smart thing to do.

Examples of costly corporate
mishaps, due to a lack of diversity
awareness, are many. In 2005, Macy’s
East agreed to pay New York State
$600,000 to settle a racial profiling
suit. According to the complaint,
African-American and Latino shoppers
were routinely followed, questioned,
and searched by security guards. Suits
against JCPenney and Dillard’s were
also filed that year. That June, retailer
Abercrombie & Fitch agreed to pay
$40 million for focusing its employee
recruitment on white fraternities and
sororities, relegating minority appli-
cants to back-of-the store jobs.

In 2007, Time did a story called
“Employee Diversity Training
Doesn’t Work.” In it, the maga-
zine cited a study by Frank Dobbin
of Harvard, Alexandra Kalev of the
University of California, Berkeley,
and Erin Kelly of the University
of Minnesota, which found no real
change in the number of minor-
ity managers after companies began
diversity training. In the words of
Dobbin, “Companies have spent
millions of dollars a year on these pro-
grams without actually knowing ‘Are
these eftorts worth it?” In the case of
diversity training, the answer is no.”

‘What the study found was that
when diversity programs had teeth,
when people were held accountable
for results, the results were more sub-
stantial. The article cited an example
from General Electric under former
CEO Jack Welch, the ultimate no-
nonsense manager, who implemented
a diversity strategy that included
appointing a chief diversity officer,
Deborah Elam. The results were
impressive, and by 2005, the percent-
age of women and minorities making
up the ranks of senior management
increased dramatically. According
to Elam, “Training just to train is
not enough. You've got to have
accountability at the top.”

One company that found signifi-

cant value from diversity training was
Denny’s. It hired a diversity guru and
spent millions on its diversity initia-
tive. Unfortunately, this was a result
of a PR fiasco in 1994 after one of its
restaurants asked a group of African-
American Secret Service agents to pay
for their meal in advance. Denny’s
paid $54 million after being hit with
two class-action lawsuits filed by more
than 250,000 customers.

According to Essence magazine,
within a year, all but one of the senior
executives was gone, and the mostly
white, male board of directors was

The six best practices
in ethnic marketing
and merchandising:

1. Think like your ethnic consumers
so you can serve them better.

2. Define your ethnic merchandising
look and organize to execute it.

3. Tailor your offering to appeal to
your ethnic customers.

4. Create a culture that enhances
the store experience and
connects with the community.

5. Recruit and retain a diverse staff
to help you successfully serve
your target customers.

6. Develop a marketing plan to
communicate value at all points
of customer contact.

overhauled. The company began
diversity training and an analysis every
three months of who was hired, fired
and promoted to ensure that discrimi-
nation was not rearing its ugly head.
Results of the study were presented
to the board of directors and the
NAACP. Importantly, the diversity
initiative is tied to Denny’s rewards-
and-recognition program.

In consumer studies, African-
Americans tend to rank “respect”
as second only to price in terms of
importance. Given the reality of
race in the marketplace, it’s easy to
see why. Denny’s is proof that good
intentions coupled with eftective
action can lead to results. In 1996,
a third of African-Americans gave
Denny’s a positive rating for respect-
ful service; today, they estimate that
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number to be around 80 percent.

Diversity training can be
extremely effective in helping compa-
nies uncover discrimination of a more
subtle variety that might be handicap-
ping their best eftorts.

A large financial institution asked
my company to run some focus
groups among its Asian-American
employees to find out why so many
of them were leaving, despite the fact
that they represented an inordinately
high number of new hires. When we
interviewed some Asian-Americans
who had not left the company, they
resoundingly expressed what Jane
Hyun calls “The Bamboo Ceiling,”
the fact that Asian-Americans are
pathetically underrepresented in
the ranks of management. When
we interviewed white members of
the company’s management, sev-
eral expressed their conception that
Asians were much better “number
crunchers” than managers. Clearly,
this attitude was being conveyed, if
not verbally, then in terms of the low
promotion rate.

In cases like this, it’s usually not
a case of intentional discrimination.
Rather, it’s a misreading of cultural
cues. Asian-Americans are often
taught from the time they are young
to keep their noses to the grindstone,
be humble and not blow their own
horns. Non-Asians, by contrast, learn
to be aggressive, to speak up on their
own behalf and that the squeaky
wheel gets the grease.

Acquire the knowledge
No matter your MQ), it can always
be improved. Conducting market
research, walking stores, talking to
customers, absorbing what academ-
ics and other researchers have to offer
and diversity training are all means to
acquire the knowledge and wisdom
that will increase your understanding.
It’s something that has never
been a high priority for Americans.
Rather, the image of the “ugly
American” doing business abroad
with limited cultural sensitivity and
even less language ability has been
the norm. That will all change
soon. For in the New America, MQ
will not only be required of those
engaged in international affairs, it will
be required of all of us.
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Survey Monitor

continued from p. 10

quick-service restaurant/casual
dining, nutritional snacks, enter-
tainment, condiments and pizza.
Atlanta topped the list of the
most-frugal U.S. cities, with the
average Atlanta Coupons.com user
saving more than $531 with digi-
tal coupons from the site in 2009.
As measured by the Coupons.
com Savings Index, Tampa, Fla.,
followed closely in the No. 2 posi-
tion. The top 10 digital couponing
cities are Atlanta; Tampa, Fla.;
Cincinnati; St. Louis; Minneapolis;
Nashville, Tenn.; Charlotte, N.C;
Cleveland; Pittsburgh; and Kansas
City, Mo. For more information
Visit WWW.Coupons.com.

Consumers cutting back

on the small things to

save money

Where economic recovery is con-
cerned, are Americans behaving as
if they believe things are getting
better? When it comes to small
things people can do each day to
save money, consumers are still
acting cautiously. For example,
almost two-thirds of U.S. adults say
they have purchased more generic
brands in the past six months to
save money, while an additional 12
percent say they have considered
doing so, according to Rochester,
N.Y., research company Harris
Interactive.

Besides buying private-label
items, almost half of U.S. adults
say they are brown-bagging lunch
instead of purchasing it, with 8
percent having considered doing so;
39 percent are going to the hair-
dresser/barber/stylist less often and
8 percent have considered doing
so; 34 percent have switched to
refillable water bottles instead of
purchasing bottles of water, while
10 percent have considered doing
so; 22 percent say they have cut
down on dry cleaning; and 21
percent have reduced purchasing
coffee in the morning.

The media has also taken a
hit. Thirty-three percent have
cancelled one or more magazine
subscriptions; 19 percent have can-

celled a newspaper subscription;
and 22 percent have cancelled

or cut back on cable television
service, with an additional 20 per-
cent having considered doing so.
The only thing a majority of U.S.
adults say they have neither done
nor considered doing is chang-
ing or cancelling their cell phone
service (52 percent), and only 15
percent have done so.

There are also some gen-
erational differences in what
people are doing to save money.
Generation X (those ages 34-45)
is more likely to brown-bag lunch
(56 percent) and cut back on hair
styling (43 percent). Matures (those
65+) are more likely to cancel a
magazine subscription (45 per-
cent). Echo Boomers (those ages
18-33) are more likely to cancel
their landline service and only use
their cell phone (20 percent) and
to carpool or use mass transit (26
percent). For more information
visit www.harrisinteractive.com.

Wegmans named Americans’
favorite over goliath grocers
Wegmans and Costco are the No.
1 grocery retailers as ranked by
U.S. consumers, and data shows it
has more than a little to do with
service and quality - not just con-
venience - according to research
from Market Force Information
Inc., a Louisville, Colo., research
company. Wegmans was the con-
sumer favorite in the supermarket
category, and Costco ranked high-
est in the mass grocer category.
When respondents were asked
to select their single favorite from
a list of the country’s 118 top gro-
cery supermarkets, Kroger received
the highest number of votes from
consumers across the country. This
initially placed Kroger atop the
list with 11 percent of the votes
(followed by Publix and Safeway
with 8 percent and 7 percent,
respectively), but not all retailers
are created equal. While Kroger
has almost 2,500 stores in North
America, Wegmans - with just 75
stores - has less than one-thirtieth
that number. Yet Wegmans scored
3 percent of the total votes for
favorite supermarket. When the
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number of store locations was fac-
tored in, Wegmans moved to the
top ranking position with a 9 per-
cent score, followed by ShopRite
(5 percent) score, and Albertsons
and Whole Foods (4 percent each).
Wegmans’ top score was reinforced
by the answers to follow-up ques-
tions that asked consumers about
the characteristics they appreciated
most about these leading supermar-
kets, such as high-quality produce,
courteous staff, cleanliness and
inviting atmosphere.

When looking at mass gro-
cers such as Walmart, Sam’s
Club, Target and Costco, Market
Force found similar results. While
Walmart garnered the highest
number of total votes, with 42
percent of the total, its store count
must also be factored in. When
re-indexed based on the number
of stores, Costco took the lead.
Like Wegmans, that lead is sub-
stantiated based on the consumer
ranking of mass grocers against the
attributes they care about most.
Costco scored highest on 12 of 16
attributes, and tied for first for the
remaining four. For more informa-
tion visit www.marketforce.com.

TV trumps online, radio

and print mediums for ad
campaign impact

Are television ads more impactful
and memorable than their radio,
online and print counterparts? Data
from Innerscope Research Inc.,
Boston, on behalf of the Television
Bureau of Canada (TVB), Toronto,
suggests that may very well be the
case. Innerscope’s biometric and
eye tracking study revealed televi-
sion spots were more etfective at
generating high emotional engage-
ment and aided next-day recall than
online video, online display, radio
and newspaper. The study observed
100 male and female participants
ages 18-49 as they experienced ads
within each of these media envi-
ronments.

Results showed that television
ads delivered three times more high
emotional engagement and three
times higher aided next-day recall
than radio ads; 1.8 times more high
emotional engagement and 1.4
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times higher aided next-day recall
than online video ads; five times
higher aided next-day recall than
online display ads; and 5.5 times
more total emotional engagement
and comparable aided next-day
recall than newspaper ads.

TV ads were viewed within
a 30-minute episode of Two
and a Half Men; radio ads were
heard while listening to 15 min-
utes of Toronto’s CHUM FM
during a virtual drive; online ads
were viewed while surfing msn.
ca for 15 minutes; and newspaper
ads were viewed while reading
the Vancouver Sun’s Life section for
30 minutes. For more information
Visit Www.lnnerscope.com.

Americans going green,
paying a premium for it
Even in the midst of our Great
Recession consumers haven’t
entirely abandoned their efforts
to be environmentally-conscious,
even if that means paying a few
more dollars for the greater good.
Many consumers are still willing
to pay more for a variety of green
products, and 90 percent of respon-
dents have incorporated some level
of greenness into their daily lives,
according to Burlington, Mass.,
research company Burst Media.
Few (8.8 percent) are
100-percent green, and most are
aspirationally-green - having incor-
porated a few green behaviors into
their daily life. To help lead green
lives, respondents cite the Internet
as the best source of information on
green products and practices.

Consumers are willing to pay
a premium for products they
know are made out of green
or environmentally-friendly,
organic materials. Not surpris-
ingly, aspirationally-green and
100-percent-green consumers are
the most willing to pay a premium.
The aspirationally-green consumers
are most willing to pay a premium
for food and household products
they know to be green, includ-
ing produce (66.6 percent), juices
and other bottled drinks (61.1
percent), household cleaners (59.2
percent), laundry detergents (58.7
percent) and packaged food (58.2
percent). Meanwhile, among the
100-percent-green respondents,
over 80 percent are willing to pay a
premium for all product categories,
including food, garden/landscap-
ing supplies (84.4 percent), home
improvement supplies (84 percent),
bedding (83.3 percent) and health
and beauty products (82 percent).

More than one-third of respon-
dents cite the Internet as the best
source of information on green
products and practices, followed by
television (18.4 percent), friends
and family (9.2 percent), newspa-
pers (7.1 percent), magazines (6.5
percent) and books (4.6 percent).
While men search for information
on alternative energy and green
technologies, women look for
healthy recipes, recycling, simple
living and natural remedies.

More than half of all respon-
dents believe to some extent
advertising claims that promote
a product as green or environ-

mentally-friendly. However,
one-quarter do not believe the
claims or find them confus-
ing or misleading and one out
of 10 respondents say they never
believe green claims made in an
advertisement. Two-thirds of
aspirationally-green respondents
believe green claims in advertis-
ing, compared to 58.2 percent of
100-percent-green respondents and
32.3 percent of respondents who
are not green at all. Interestingly,
women in all key age segments are
more likely than men to purchase a
product that is advertised as being
green or environmentally-friendly.
However, men still lead women for
being completely green, 12.1 per-
cent vs. 5.3 percent, respectively.
Interestingly, there is a distinct
difference in the motivation to go
green between aspirational greens
and those self-identified as 100
percent green. While aspirational
greens clearly point to working
for a better environment (61.3
percent) as the reason for incorpo-
rating green behaviors into their
daily lives, only 38.1 percent of
100 percent greens point to this
cause. Among 100-percent-green
respondents, reasons include living
a better quality of life (36.6 per-
cent), good for the community
(35.4 percent), desire to make a
difference (32.9 percent) and set-
ting an example for others to
follow (31.5 percent). Among this
segment, being green identifies a
lifestyle rather than personal activ-
ity. For more information visit
www.burstmedia.com.

SAMPLE.

ESEARCH.COM

esearch@esearch.com

PANELS.

RESEARCH.

Since 1995, researchers have called on Esearch.com for their online panel needs

www.quirks.com
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Product and Service Update

continued from p. 14

demographic information, providing
number of households, age, income
and race/ethnicity by geographic
breakdowns; mobile/wireless
sample in 12 countries; and field-
ing efficiencies designed to remove
duplicate numbers across projects,
purge business numbers and identify
disconnects quickly. SSI-SNAP is a
do-it-yourself desktop interface that
communicates directly with SSI’s
production system to allow users

to build and order customized tele-
phone samples and receive delivery
within 24 hours. For more informa-
tion visit www.surveysampling.com.

Denver research company iMod-
erate Research Technologies has
expanded its global language capa-
bilities to allow online qualitative
discussions in any dialect. This capa-
bility applies to Research>1Mpact,
iModerate’s hybrid solution, and
Optimum!nsight, its qualitative solu-
tion. For more information visit
www.imoderate.com.

The online research platform of
KN Dimestore, a Menlo Park, Calif.,
research company, has enabled cam-
paign measurement surveys in online
videostreams, either as overlays or
as part of the pre- or post-roll. KN
Dimestore’s solution is designed to
offer surveys that do not interrupt the
video experience or require respon-
dents to go to a third-party site;
allow clients to control the timing,
placement and look and feel of sur-
veys; and provide results in real time.
For more information visit www.
knowledgenetworks.com/dimestore.

Stamford, Conn., research com-
pany InsightExpress has released its
Mobile InsightNorms report through
fourth-quarter 2009, including a
comparison of mobile media types
and verticals and benchmarked to
the impact of online advertising.
InsightExpress compared the two
using its InsightNorms database and
100+ mobile ad effectiveness cam-
paigns. For more information visit
www.insightexpress.com.

Leeds, U.K., research firm
McCallum Layton has launched an
online research and insight manage-
ment solution comprised of three
elements: e-qual, e-quant and The
Hub. E-qual is designed to pro-
vide a variety of online qualitative
research techniques, including
focus groups, bulletin boards and
Web communities. E-quant is
intended to handle Web-based

and e-mail-based surveys and pro-
vide online data analysis tools and
reporting. The Hub is the agency’s
insight management portal through
which clients can access their proj-
ects from anywhere via a secure
login. For more information visit
www.mccallum-layton.co.uk.

First Insight, a Pittsburgh
research company, has released an
updated version of Virtual Customer
Viewpoint (VCV), a solution
designed for merchants and design-
ers to improve product selections,
forecast future item sales, assess price
points and evaluate the strength and
applicability of attributes of particular
products. VCV uses online consumer
activities and conversations to help
in deciding what to sell, where, how
and to whom. For more information
visit www. firstinsight.com.

Iconoculture, a Minneapolis
research company, has launched
SociallQ, a social media analysis
tool intended to provide access to
consumer conversations on a series
of topics including economic and
health care issues; demographic
cohorts; and overarching industry
trends. For more information visit
www.iconoculture.com.

MDLinx, a Washington, D.C.,
research company, has launched a
monthly omnibus offering for inter-
national pharmaceutical market
research. The offering includes
eight products including oncol-
ogy (Oncobus), theumatology
(Rheumbus), psychiatry (Psychbus),
neurology (Neurobus), endocrinology
(Endobus), cardiology (Cardiobus),
infectious disease (IDbus) and general
medicine (GPbus). For more infor-
mation visit www.mdlinx.com.
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Experian Simmons, a New York
research company, has launched
Experian Simmons DataStream, a
service designed to deliver weekly
insights into consumer trends,
enabling advertisers, agencies and
media companies to monitor market
conditions, evaluate advertising
effectiveness and demonstrate mar-
keting accountability. For more
information visit www.smrb.com.

Opinion Research Corporation,
Princeton, N.J., has introduced the
option of a cell phone enhance-
ment to its traditional twice-weekly
CARAVAN telephone omnibus
landline sample. For more informa-
tion visit www.opinionresearch.com.

London research company
Populus has launched an online
omnibus with analysis included for
£295 per question. For more infor-
mation visit www.populus.com.

Horsham, Pa., research company
TNS has partnered with Compete, its
sister research company in Boston, to
launch Web Performance Optimiser
(WPO), a Web evaluation service
designed to identify areas of a brand’s
Web site that are underperforming
and recommend how a company can
enhance a Web site for optimal per-
formance. WPO combines the Web
site evaluation capabilities of TNS
WebEval with the Web analytics of
Compete and examines the acces-
sibility, usability and performance of
a site against competitors. For more
information visit www.tns.com.

New York research and
trends tracking company EPM
Communications Inc. has released the
2009 Retail Business Market Research
Handbook. The Handbook includes
year-end market data, discussions of
trends, current business activities, a
review of the financial performance
of market leaders, an assessment of
holiday and back-to-school shopping,
approaches to enhance the consumer
shopping experience and information
aimed at market development in vari-
ous consumer sectors. It is available
for $385. For more information visit
WWW.epmcom.com.
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Research Industry News

continued from p. 16

research company in an all-cash trans-
action. Upon completion, AR Sgroup
will be renamed comScore ARS.

Paris research company Ipsos
has acquired Los Angeles research
company OTX.

Alliances/strategic
partnerships

Better Business Bureau (BBB),
Arlington, Va., and Westlake
Village, Calif., research company
J.D. Power and Associates have
entered into an online content shar-
ing agreement designed to help
consumers research and identify
trustworthy businesses including car
dealers, insurance agents, builders
and movers. Visitors to BBB’s Web
site will have access to J.D. Power’s
Power Circle Ratings, a system
based on the opinions of consumers
who have actually used or owned
the product or service being rated.

Waltham, Mass., research
company Mzinga and Opinion
Research Corporation, a
Princeton, N.J., research company,
have partnered to deliver online
community research solutions using
Mzinga’s OmniSocial platform and
ORC’s customer and employee
engagement research solutions.

Hispanic broadcasting network
Telemundo, Miami, has established a
polling partnership with Paris research
company Ipsos. Ipsos-Telemundo
Poll is intended to help monitor
Hispanics® opinions and attitudes.

Association/organization
news
The Marketing Research
Association (MR A), Glastonbury,
Conn., has named COO Kristen
Darby interim CEO.

Additionally, the MR A has
introduced new Web seminar
services designed to help MRA
members reach new clients and
connect with existing clients in a
Webinar format.

Finally, the MRA has part-
nered with research companies KL

www.quirks.com

Communications, Red Bank,
N.J., and iTracks, Saskatoon,
Saskatchewan, to launch its CEO
Special Interest Group, an inter-
active discussion and networking
forum for C-level executives.

Tom H.C. Anderson of
Anderson Analytics, Stamford,
Conn., and several research col-
leagues have established the
Foundation for Transparency
in Offshoring (FTO), an orga-
nization created to shed light on
the risks of data offshoring. FTO
also offers online self-certifica-
tion modeled after the EU’s Safe
Harbor Compliance Framework.
A research supplier may self-
certify its offshoring practices by
activity, country and provider
relationship. FTO is online at
www.offshoringtransparency.org.

Awards/rankings

Easylnsites, a Surrey, U.K.,
research company, was named to
London business support company
Smarta.com’s inaugural Smarta
100, a list of the U.K.’s smartest
small businesses.

Vancouver, B.C., research com-
pany Vision Critical’s Angus Reid
Forum has scored top marks in
the Grand Mean Project, a global
quality measurement initiative con-
ducted by East Islip, N.Y., research
company Mktg, Inc.

New accounts/projects
Copenhagen, Denmark, research
company iMotions has chosen
Santiago, Chile, research com-
pany EyeOnMedia to serve as the
reseller for iMotion’s eye tracking
software Attention Tool in Chile,
Peru, Ecuador, Argentina and
Columbia.

Laithwaites Wine, a Berkshire,
U.K., wine distributor, has
appointed Leapfrog Research and
Planning Ltd., Berkshire, U.K., to
evaluate how customers and pros-
pects perceive the wine merchant.
Leapfrog’s qualitative program
includes ethnographic evening
home visits to wine drinkers and
group discussions.

New York researcher The
Nielsen Company signed Black
Crow Media, a Daytona Beach,
Fla., broadcasting company, to its
radio ratings service. The agreement
includes three Black Crow stations
in Huntsville, Ala.

Watertown, Mass., research
company Cymfony has selected
Kantar-affiliated research companies
Millward Brown, Naperville, 1.,
and Dynamic Logic, New York,
to integrate social media discussions
into Cymfony’s marketing solutions.

Maponics, a Norwich, Vt.,
software company, has been chosen
by the Real Estate Division of
Lender Processing Services Inc.
(LPS), Jacksonville, Fla., to provide
neighborhood and zip code bound-
ary data required to enable local
searching of LPS property databases.

MTYV Networks (MTVN),
New York, has selected San
Francisco research company
Quantcast to offer advertisers audi-
ence targeting capabilities on sites in
MTVN’s domestic online portfolio.

Vancouver, B.C., research com-
pany Techneos’ SODA Mobile
Access Platform has been adopted
by the Schroeder Institute for
Tobacco Research and Policy,
Washington, D.C., to power a
study examining the effectiveness of
mobile phone support for the D.C.
Tobacco Quitline.

Long and Foster Real Estate
Inc., Chantilly, Va., has selected
Ann Arbor, Mich., research company
ForeSee Results to implement a
customer service measurement tool.

New companies/new
divisions/relocations/
expansions

London research company

ORC International has opened
an office in Edinburgh, Scotland.
Diarmid Hearns will lead the office.

Six European online research
agencies - Multiscope, mo’web
Research, M3 Research,
Panelbase.net, Directpanel
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Research and SWG - have part-
nered to form Panelteam, a
Netherlands research company that
operates across 15 European coun-
tries and has eight local offices.

Research industry veterans
Andrew Irving and Dorothy Chang
have launched Andrew Irving
Market Research (AIMR), London.

Nottingham, U.K., research
company Experian has expanded
its marketing services portfolio of
products and services into Korea.

London research company
E-Tabs has announced the launch of
its New Zealand office in June 2010.

Quick Test/Heakin Research
Inc., Jupiter, Fla., has opened a
QuickView-Queens Center mall
location in Elmhurst, N.Y.

Research industry veteran Scott
MacLean has launched Nulink
Analytics, a Brighton, Australia,
quantitative research consultancy.

Resolution Research, Denver,
has moved its headquarters to 490
South Santa Fe Dr., Unit E. Phone
numbers, e-mail and Web site
addresses have not changed.

Vancouver, B.C., research com-
pany Vision Critical has relocated
its London office to Boston House,
63-64 New Broad St.

Research company earnings/
financial news
The Nielsen Company, New

York, announced its finan-

cial results for the year ended
December 31, 2009. Reported
revenues were $4,808 million,
flat with the reported revenues
for year prior. Excluding the
impact of currency fluctuations,
revenues for the year increased
4 percent. Reported operating
income was $116 million, com-
pared to operating income of
$421 million for 2008.

IMS Health, Norwalk, Conn.,
announced fourth-quarter 2009
revenue of $599.2 million, up 3
percent year-over-year, compared
with $580.9 million in fourth-
quarter 2008. Net income for the
2009 fourth quarter was $71.5 mil-
lion, and diluted earnings per share
(EPS) was $0.39, compared with
net income of $98.5 million and
EPS of $0.54 in the year-earlier
period. Operating income in the
fourth quarter of 2009 was $106.3
million, compared with $126.6
million in operating income in
fourth-quarter 2008.

For the 2009 full year, rev-
enues were $2,189.7 million, down
6 percent or 4 percent constant
dollar, compared with revenues
of $2,329.5 million in 2008. Net
income for 2009 was $258.5 mil-
lion, and diluted EPS was $1.42,
compared with net income of
$311.3 million and EPS of $1.70
the year earlier. Operating income
for was $270.9 million, compared
with $498.3 million in 2008.

Harris Interactive,
Rochester, N.Y., announced

WWW.GLOBALPARK.COM

MANAGE WHAT MATTERS ‘ GLOBALPARK
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financial results for the second
quarter of fiscal year 2010. Total
revenue was $44.6 million, com-
pared with $50.7 million for the
prior-year period. Operating
income was $0.6 million, com-
pared with an operating loss of
$(45.9) million for 2008. Net
income was $1.3 million, com-
pared with a net loss of $(65.6)
million for the prior-year period.

Arbitron Inc., Columbia,
Md., announced results for the
fourth quarter and year ended
December 31, 2009. Net income
for fourth-quarter 2009 was $12.6
million, compared with $3.4 mil-
lion for fourth-quarter 2008.
Revenue for the fourth quarter
of 2009 was $101.5 million, an
increase of 8.5 percent over rev-
enue of $93.6 million during the
fourth quarter of 2008.

Net income for the full year
2009 increased 13.4 percent to
$42.2 million, compared with
$37.2 million in 2008. Revenue
was $385 million, an increase
of 4.4 percent over revenue
of $368.8 million for the same
period in 2008.

Clarabridge, Reston, Va.,
announced a 50 percent year-over-
year revenue growth for 2009.

Vovici, Dulles, Va., achieved a
2009 30 percent software-as-a-ser-
vice revenue increase over 2008.

MarketTools Inc., San
Francisco, announced that 2009

was a record year for cash flow
and EBITDA.

ForeSee Results, Ann Arbor,
Mich., reported a 32 percent rev-
enue increase in 2009.

Vision Critical, Vancouver,
B.C., announced a 2009 revenue
increase of 50 percent over the
previous year, making it the most
successtul year in company history.

Revelation, Portland, Ore.,

reported a 240 percent growth in
sales in 2009 over the previous year.

www.quirks.com
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Names of Note

continued from p. 12

Harris Interactive has hired Jeni
Lee Chapman as executive vice
president, global brand and com-
munication consulting.

Paris research company Ipsos has
appointed Yannick Carriou as
managing director, France.

Nicole Ndoumbe-Myers has
been appointed head of Ipsos-
ASI for Ipsos South Africa, a
Randburg, South Africa research
company, and the sub-Saharan
region.

Medimix International, a Miami
research company, has appointed
Joao Saraiva as managing director,
Europe, Middle East and Africa.
Saraiva will be based in London.

Sandy Casey has joined
Stockholm, Sweden, research
company Cint to lead the global

panel operations and recruitment.
Casey will be based in California.

Additionally, Cint’s U.K. office
has named Clare McHatten
associate director; Richard
Thornton director, global sales;
and Valérie Lejeune project
management services leader.

AlphaDetail, a San Mateo, Calif.,
research company, has appointed
Rishi Varma president and CEO.

Jack Breeden has joined Denver
research company iModerate as vice
president, business development.

Milwaukee research company
Market Probe Inc. has appointed
Roger Thomas as managing
director, Asia-Pacific operations,
and Saji Kumar senior vice
president, Asia-Pacific opera-
tions. Both Thomas and Kumar
will be based in Singapore.

Alex Grist has joined eDigital-
Research, Hampshire, U.K., as

research manager, commercial.

The company has also promoted
Kat Hounsell to associate direc-
tor, technology and media; Steve
Brockway to associate director,
retail; Lloyd Viney to associate
director, commercial; and Duncan
Grist to associate director, technical.

Marc Papanicola has been
appointed managing director of
Synovate France, a Paris research
company.

Los Angeles research company OTX
has hired Betsy Rella as senior
vice president, client development.

New York researcher The Nielsen
Company has appointed Amit
Adarkar as vice president, Nielsen
BASES. Adarkar will be based in
Mumbai, India.

Jean Fasching has joined the busi-
ness development team of Atlanta
research company CMI. Fasching
will be based in Minnesota.
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questions you should ask when...

selecting a telephone facility

The basics

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

The staff

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

Available technology

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

Standard operating procedures

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

Quality control

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

Your deliverables

During and after the telephone interviews, what are the deliverables? What time are my reports ready each day and how do 1
receive them?

Special thanks to Thoroughbred Research Group, Louisville, Ky.; Western Wats, Orem, Utah; and DataPrompt
International, Chicago, for providing input on the questions.
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2010

Telephone
Facilities Directory

>>2>

The 2010 Directory of Telephone Interviewing Facilities was compiled by sending listing
forms to firms we identified as having permanent telephone interviewing facilities. This year’s
directory lists nearly 700 firms, arranged geographically. In addition to the company’s vital
information, we’ve included a line of codes showing the number of interviewing stations, the
number of stations that use computer-aided interviewing (CATI), and the number of stations

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

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

Copyright 2010 Quirk’s Marketing Research Review
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Alabama

Birmingham

Connections, Inc.
Birmingham, AL

Ph. 205-879-1255
jmj1connect@mindspring.com
www.newsouthresearch.com
Rebecca V. Watson, President
32-14-32-0

Graham & Associates, Inc.
Birmingham, AL

Ph. 205-443-5399
ceanes@grahammktres.com
www.grahammktres.com
Cindy Eanes, Vice President
40-30-40-20

New South Research

Birmingham, AL

Ph. 205-443-5350 or 800-289-7335
spearce@newsouthresearch.com
www.newsouthresearch.com

Jim Jager, President

40-30-40-20

Mobile

Research Strategies, Inc.

Mobile, AL

Ph. 251-660-2910 or 504-522-2115
rsincorp@bellsouth.net
www.researchstrategiesinc.com
Patricia Rhinehart, Vice President
35-35-35-35

IENE!

Anchorage

Craciun Research Group, Inc. (Br.)
Anchorage, AK

Ph. 206-708-4500
jeraciun@craciunresearch.com
www.craciunresearch.com

Andrey Maslov

15-15-15-0

Arizona

Phoenix

Tha

/‘It/w/ggdz‘cw/
Group fnc.

The Analytical Group, Inc.
Scottsdale, AZ
Ph. 480-483-2700
Info@AnalyticalGroup.com
www.analyticalgroup.com
Scott Smith, Business Development Manager
72-72-72-72

Searching for support? TAG, we're it! Services include Web
interviewing/hosting, telephone interviewing (72 stations
using WinQuery®), coding, scanning, data entry, data pro-
cessing, multivariate analysis. Our outstanding telephone
survey center provides consumer and business interview-
ing as well as bilingual interviewing in Spanish. Leading
developers of software for market research: WinQuery CATI
system, WinCross® and WinCross Executive® tabulation
software and QueryWeb Designer® for Web-hosted inter-
viewing with online real-time reports. Serving the market
research industry for over 40 years.

(See advertisement p. 9)

o

Behavior Research Center
Phoenix, AZ

Ph. 602-258-4554 or 800-279-1212
info@brc-research.com
www.brc-research.com

Earl de Berge, Research Director
32-32-32-32

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

Creative Consumer Research (Br.)
Tempe, AZ

Ph. 480-557-6666
ycave@ccrsurveys.com
WWW.CCrSurveys.com

Y-Vette Cave, Branch Manager
30-30-30-10

(See advertisement p. 30)

Datacall, Inc.

Phoenix, AZ

Ph. 602-687-2500 or 602-864-0017
shelley@data-call.com
www.data-call.com

Shelley Thompson, Sr. Vice President
40-40-40-40

Focus Market Research

Phoenix, AZ

Ph. 480-874-2714
phoenix@focusmarketresearch.com
www.focusmarketresearch.com
Ray Opstad, General Manager
12-0-12-0

62 | Quirk’s Marketing Research Review | April 2010

Friedman Marketing Services (Br.)
Consumer Opinion Center

Phoenix, AZ

Ph. 623-849-8080 or 914-698-9591
paula.wynne@friedmanmktg.com
www.friedmanmktg.com

Dawn Mullen

7-4-7-7

0’Neil Associates, Inc.

Tempe, AZ

Ph. 888-967-4441 x221 or 480-967-4441 x221
oneil@oneilresearch.com
www.oneilresearch.com

Michael J. O’Neil, Ph.D., President
20-20-20-20

2

PRECISION
RESEARCH

Precision Research Inc.
Glendale, AZ

Ph. 602-997-9711
jmuller@precisionresearchinc.com
www.precisionresearchinc.com
John Muller, President
150-150-150-150

We offer a best-in-class data collection facility: 150 fully-
monitored CATI stations, ACS-Query and CfMC software (for
networked telephone interviewing), auto-dialing, crystal-clear
remote monitoring and private briefing/monitoring rooms.
The interviewing staff is skilled in consumer, business-to-
business, executive and bilingual interviewing. So consider
Precision Research Inc. for your next project, and see what

a difference our personalized service, superior project man-
agement and premier call center can mean to you.

Schlesinger Associates Phoenix
Phoenix, AZ

Ph. 602-366-1100
phoenix@schlesingerassociates.com
www.schlesingerassociates.com
Mike Clark, Facility Director
16-0-16-0

(See advertisement inside front cover)

WestGroup Research

Phoenix, AZ

Ph. 602-707-0050 or 800-999-1200
answers@westgroupresearch.com
www.westgroupresearch.com

Peter Apostol, Vice President
60-60-60-60

Tucson

FMR Associates, Inc.

Tucson, AZ

Ph. 520-886-5548
ashton@fmrassociates.com
www.fmrassociates.com
Ashton McMillan, Field Director
55-40-55-55

Arkansas

Fort Smith

C&C Market Research, Inc.
Fort Smith, AR

Ph. 479-785-5637
craig@ccmarketresearch.com
www.ccmarketresearch.com
Craig Cunningham, President
19-8-19-19
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Little Rock

Market Strategies International
Little Rock, AR

Ph. 501-221-3303 or 800-327-8831
info@marketstrategies.com
www.marketstrategies.com
325-325-325-325

California

Fresno

AIS Market Research, Inc.

Fresno, CA

Ph. 800-627-8334 or 559-252-2727
jdawson@aismarketres.com
www.aismarketres.com

Jennifer Dawson, V.P. Operations
50-50-50-50

Nichols Research - Fresno
GroupNet Central California
Fresno, CA

Ph. 559-226-3100
info@nicholsresearch.com
www.nicholsresearch.com
15-0-10-0

Synovate

Fresno, CA

Ph. 559-451-2820
rick.davis@synovate.com
www.synovate.com
Andrew Sorensen
114-114-114-114

Los Angeles
(See also Orange County)

Accent on Research, Inc.
Chatsworth, CA

Ph. 866-882-8351(toll free)
susanp@accentonresearch.com
www.accentonresearch.com
15-15-15-0

AIM/LA (Br.)

Long Beach, CA

Ph. 562-981-2700
dweinberg@aimla.com
www.aimresearchnetwork.com
Evonne Guinn, Manager
14-0-0-0

Applied Research - West, Inc.
Headquarters

Los Alamitos, CA

Ph. 562-493-1079 or 800-493-1079
akantak@appliedresearchwest.com
www.appliedresearchwest.com

Dr. Anita Kantak, Principal
17-17-17-17

Area Phone Bank
Burbank, CA

Ph. 818-848-8282
goldbaumer@sbcglobal.net
www.areaphonebank.com
Ed Goldbaum, Owner
75-0-75-0

www.quirks.com

California Survey Research Services, Inc.
Van Nuys, CA

Ph. 818-780-2777

kgross@calsurvey.com
www.calsurvey.com

Ken Gross, President

44-44-44-44

Davis Research, LLC
Calabasas, CA

Ph. 818-591-2408
info@davisresearch.com
www.davisresearch.com
Bill Davis, Partner
100-100-100-100

Garcia Research Associates, Inc.
Burbank, CA

Ph. 818-566-7722
mayram@garciaresearch.com
www.garciaresearch.com

Carlos Yanez, V.P. Quantitive Research
87-87-87-87

House of Marketing Research
Pasadena, CA

Ph. 626-486-1400
amy@hmr-research.com
www.hmr-research.com

Amy Siadak

82-82-82-82

INTERVIEWING

SERVICE ef

AMERICA

Interviewing Service of America, Inc.
Van Nuys, CA

Ph. 818-989-1044
halberstam@isacorp.com
Www.isacorp.com

Michael Halberstam, President
200-200-200-200

ISA is one of the largest data collection and reporting
companies in America. 500 CATI stations across five phone
centers in the U.S., Canada and India. Extensive face-
to-face interviewing and qualitative capabilities and the
most advanced technologies for IVR and online research.
Multicultural experts for over 27 years, interviewing around
the globe in 67 different languages. Complete data pro-
cessing and coding services. Experienced in tracking, B2B,
public policy, political/exit polling, customer satisfaction,
face-to-face, focus groups and more.

Interviewing Service of America, Inc. - Alhambra
Alhambra, CA

Ph. 818-989-1044

mhalberstam@isacorp.com

Www.isacorp.com

Michael Halberstam, President

60-60-60-60

Interviewing Service of America, Inc. - Lancaster
Lancaster, CA

Ph. 661-726-9480

mhalberstam@isacorp.com

Www.isacorp.com

Michael Halberstam, President

75-75-75-75

Juarez & Associates

Los Angeles, CA

Ph. 310-478-0826
juarezla@gte.net
Www.juarezassociates.com
Nicandro Juarez, President
7-0-7-0
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LW Research Group

Encino, CA

Ph. 818-501-4794
wfeinberg@LWresearchgroup.com
www.LWresearchgroup.com

Wendy Feinberg or Lisa Balelo, Partners
30-0-30-0

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

MMR Strategy Group

Encino, CA

Ph. 818-464-2400
bisaacson@mmrstrategy.com
www.mmrstrategy.com

Bruce Isaacson, Chief Operating Officer
15-15-15-15

Qualitative Insights

Universal City, CA

Ph. 818-622-4007
Iginiewicz@q-insights.com
www.g-insights.com

Linda Giniewicz, Vice-President
25-25-25-25

Qualitative Insights

Sherman Oaks, CA

Ph. 818-988-5411
Iginiewicz@q-insights.com
www.g-insights.com

Linda Giniewicz, Vice President
25-0-25-0

Schlesinger Associates Los Angeles

Los Angeles, CA

Ph. 310-295-3040
LA@schlesingerassociates.com
www.schlesingerassociates.com

Debra Schlesinger-Hellman, Exec. Vice President
18-0-18-18

(See advertisement inside front cover)

THA Market Research

Woodland Hills, CA

Ph. 818-598-2901 or 877-305-2323
sgrossman@tha-research.com
www.tha-research.com

Sandra Grossman, Ph.D., Owner
19-0-16-16
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Orange County

(See also Los Angeles)

AIM/LA (Br.)

Costa Mesa, CA

Ph. 714-755-3900
dweinberg@aimla.com
www.aimresearchnetwork.com
Cindi Reyes, Manager
23-0-0-0

Ask Southern California, Inc.
Garden Grove, CA

Ph. 714-750-7566 or 800-644-4ASK
Jennifer@asksocal.com
www.asksocal.com

Jennifer Kerstner, President
27-0-27-0

Datascension, Inc.

Anaheim, CA

Ph. 888-996-9238 x2401
joey.harmon@datascension.com
www.datascension.com

Joey Harmon, COO
700-700-700-700

Inquire Market Research, Inc.
Santa Ana, CA

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

Don Minchow, President
21-14-21-21

Peryam & Kroll Research Corporation (Br.)
Santa Ana, CA

Ph. 714-543-0888 or 888-470-6781
info@pk-research.com
www.pk-research.com

Dan Kroll, Vice President

24-0-24-0

The Question Shop, Inc.

Orange, CA

Ph. 714-974-8020 or 800-411-7550
info@thequestionshop.com
www.thequestionshop.com

Ryan Reasor, President

20-0-20-0

T
redhillgroup

Redhill Group Inc.

Irvine, CA

Ph. 949-752-5900
mmccourt@redhillgroup.com
www.redhillgroup.com

Mark McCourt, President
30-30-30-30

The power of insight: Since 1988, clients have relied on the
Redhill Group for actionable research to position products
and services for increased market share and superior
levels of customer satisfaction. We specialize in customer
satisfaction, product positioning, mystery shopping and

ad tracking and providing critical market intelligence to
optimize the impact of marketing investments. Our services
include telephone/CATI surveying, online and intercept sur-
veys, executive interviewing and focus groups.

Sacramento

Elliott Benson Research
Sacramento, CA

Ph. 916-325-1670
ebinfo@elliottbenson.com
www.elliottbenson.com
Jaclyn Benson, Principal
20-0-20-20

EMH Opinion Sampling
Sacramento, CA

Ph. 916-443-4722
jareds@emhopinions.com
www.emhopinions.com
Elaine Hoffman, President
120-75-120-120

San Bernardino/Riverside

Athena Research Group, Inc.
Riverside, CA

Ph. 951-369-0800
lynn@athenamarketresearch.com
www.athenamarketresearch.com
Lynn Diamantopoulos, President/CEQ
24-0-24-6

San Diego

CIC Research, Inc.

San Diego, CA

Ph. 858-637-4000
jrevlett@cicresearch.com
www.cicresearch.com

Joyce Revlett, Director of Surveys
33-33-33-33

Competitive Edge Research

San Diego, CA

Ph. 619-702-2372 or 800-576-CERC
john@cerc.net

www.cerc.net

John Nienstedt

65-65-65-65

/)‘ Directions In Research
. The Data Collection Selution

Directions In Research, Inc.

San Diego, CA

Ph. 800-676-5883 or 619-299-5883
info@diresearch.com
www.diresearch.com

David Phife, President
350-350-350-350

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

Flagship Research

San Diego, CA

Ph. 888-849-4827
bridge@flagshipresearch.com
www.flagshipresearch.com
Connie Joy, Exec. Director
25-20-25-5

HBS Consulting, Inc

San Diego, CA

Ph. 858-546-4702
hbsinfo@hbs-consulting.com
www.hbs-consulting.com
6-0-6-0
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Intelligence from knowledge."

Luth Research

San Diego, CA

Ph. 800-465-5884 or 619-234-5884
marketing@Iluthresearch.com
www.luthresearch.com

Maryanne Bennetch, Director Quantitative Research
110-110-90-90

Luth Research continually develops new ideas and adopts
cutting-edge technologies to meet the needs of today’s
market research industry. Three state-of-the-art focus
group suites, 110 CATI stations, an on-site programming
team and SurveySavvy™, an online community of business
professionals and consumers around the globe, ensure
quality solutions that are scalable, secure and flexible.

San Francisco Bay/San Jose

Bay Area Research Group
Santa Clara, CA

Ph. 408-988-4800
info@bayarearesearchgroup.com
www.bayarearesearchgroup.com
15-0-0-0

Corey, Canapary & Galanis

San Francisco, CA

Ph. 415-397-1200
info@ccgresearch.com
www.ccgresearch.com

Jon Canapary, Exec. Vice President
25-12-25-19

Evans Research Associates
San Francisco, CA

Ph. 415-345-9600
bill@evansres.com
WWW.evansres.com

William Magoolaghan, President
25-25-25-25

= FLEISCHMAN

l'= FIELD RESEARCH
SAN FRANCISCO

Fleischman Field Research

San Francisco, CA

Ph. 800-277-3200 or 415-398-4140
ffr@ffrsf.com

www.ffrsf.com

Molly Fleischman or Lisa Chiapetta
40-20-40-40

Computer-assisted telephone interviewing (CATI) using
Sawtooth’s WinCATI software. Highly-trained phone inter-
viewing staff with multilingual capability: English, Spanish,
Tagalog, Mandarin, Cantonese, Korean, Vietnamese and
other Asian languages. On-site and remote monitoring
capability. Matchless probing providing quotable ver-
batims for ad copy and reports. Seasoned managers and
supervisors with extensive experience in questionnaire
development, formatting and design as well as quota and
project maintenance.

www.quirks.com
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The Henne Group

San Francisco, CA

Ph. 415-348-1700
jhenne@thehennegroup.com
www.thehennegroup.com
20-20-20-20

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

Nichols Research - Fremont
GroupNet Northern California
Fremont, CA

Ph. 510-794-2990
info@nicholsresearch.com
www.nicholsresearch.com
Grace LaMer, Branch Manager
34-0-34-0

POPULATION RESEARCH SYSTEMS

Population Research Systems

A Member of the FSC Group

San Francisco, CA

Ph. 415-777-0707
carenleong@fscgroup.com
www.fscgroup.com

Caren Leong, Director of Research Services
40-40-40-40

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

Q & A Research, Inc.
Novato, CA

Ph. 415-883-1188
Warren.Pino@QAR.com
www.QAR.com

Warren Pino
50-25-50-0

Q & A Research, Inc.
Walnut Creek, CA

Ph. 925-210-1525
focusinfo@qar.com
Www.gar.com

Tom Mabe
50-25-50-0

The Research Spectrum

Discovery Bay, CA

Ph. 415-701-9979 or 800-876-3770
info@researchspectrum.com
www.researchspectrum.com

Rick Snyder, CEO

12-12-12-12

www.quirks.com

Schlesinger Associates San Francisco
San Francisco, CA

Ph. 415-781-2600
sf@schlesingerassociates.com
www.schlesingerassociates.com

Jason Horine, Managing Director
16-0-16-16

(See advertisement inside front cover)

Colorado

Boulder

Aspen Media and Market Research
Boulder, CO

Ph. 303-786-9500 or 800-853-2240 x481
tcowhig@aspeninformation.com
www.aspeninformation.com

Trey Cowhig, V.P. Marketing
100-100-100-100

Denver

Minter & Reid

Littleton, CO

Ph. 303-904-0120
info@minterandreid.com
www.minterandreid.com
40-25-40-40

Resolution Research & Marketing, Inc.®
Denver, CO

Ph. 303-830-2345

info@re-search.com
www.ResolutionResearch.com

Mary Wuest

25-25-25-25

Standage Market Research
Denver, CO

Ph. 303-922-1225
rstandage7@aol.com

Ruby Standage, President
20-0-20-20

Fort Collins
PhoneBase

Research, Inc.

PhoneBase Research, Inc.

Fort Collins, CO

Ph. 970-226-4333

info@pbresearch.com

www.pbresearch.com

Chauncy Bjork, GM and Becca Polka, Director Business
Development

200-200-200-200

Established in 1994; high-quality, cost-effective landline,
cellular and Web-based interviewing; 200 CATI stations;
ACS Query and CfMC; B2B and B2C; fast turnaround; flex-
ible scheduling; remote monitoring; daily reporting; callback
validation; 8:1 supervisor ratio; bilingual; sampling capa-
bilities; predictive dialing; call recording; online reporting.

A division of MVL Group; portfolio contains: ActiveGroup,
Carbonview, Discovery Research Group, MRSI, Quick Test/
Heakin, and Target Research Group.

(See advertisement p. 65)
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Call or visit us today!

866.966.9727 (toll free)
www.pbresearch.com
info@pbresearch.com
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Connecticut

Danbury

Direct Media Marketing

Bethel, CT

Ph. 203-792-1444
RCRNIC@directmediamarketing.com
Bob Crnic, Owner

14-14-14-14

New Haven

Lester, Inc.

Branford, CT

Ph. 203-488-5265
sales@lesterusa.com
www.lesterusa.com

Joan Marcus, Sr. Vice President
220-150-220-150

Stamford

Ipsos ASI
Headquarters
Norwalk, CT

Ph. 203-840-3400
info@ipsos-asi.com
WWw.ipsos-asi.com
225-225-225-225

District of Columbia

Washington

Metro Research Services, Inc.

Fairfax, VA

Ph. 703-385-1108
alorinchak@metroresearchservices.com
www.metroresearchservices.com
Angela Lorinchak, President

16-0-16-0

National Research, LLC
Washington, DC

Ph. 202-686-9350
survey@nationalres.com
www.nationalres.com
Rebecca Craig, President
50-45-50-45

OMR (OIchak Market Research)
Greenbelt, MD

Ph. 301-441-4660
info@0OMRdc.com
www.0OMRdc.com

Jill L. Siegel, President
15-0-15-15

WB&A Market Research
Crofton, MD

Ph. 410-721-0500
info@WBandA.com
www.WBandA.com

Steven Markenson, President
70-70-70-70

Westat

Rockville, MD

Ph. 301-251-1500
marketing@westat.com
www.westat.com
304-304-304-304

Woelfel Research, Inc.
Dunn Loring, VA

Ph. 703-560-8400
info@woelfelresearch.com
www.woelfelresearch.com
80-80-80-80

Florida

Daytona Beach

CRG GLOBAL, INC.
Administrative/Focus Facility
Ormond Beach, FL

Ph. 386-677-5644
crgsales@crgglobalinc.com
www.crgglobalinc.com
25-25-25-25

Fort Lauderdale

International Fieldworld Inc.

Ft. Lauderdale, FL

Ph. 954-636-4992 or 954-560-3760
misidora@intfieldworld.com

http://

12-12-12-0

Mars Research

Ft. Lauderdale, FL

Ph. 954-771-7725
joyceg@marsresearch.com
www.marsresearch.com

Joyce Gutfreund, Executive Vice President
24-24-24-10

TYG Marketing, Inc.
Ft. Lauderdale, FL

Ph. 954-968-1660
TYGMKTG@aol.com
Paula Smith, President
15-0-15-0

Fort Myers

Abt SRBI (Br.)

Fort Myers, FL

Ph. 239-278-4044
r.magaw@srbi.com

www.srbi.com

Robb Magaw, Senior Project Director
120-120-120-120

Gainesville

PERC E‘

 MARKET RESEARCH

Perceptive Market Research, Inc.
Gainesville, FL

Ph. 800-749-6760 x4012 or 352-336-6760
surveys@pmrresearch.com
www.pmrresearch.com

Ken Lyons, Vice President

40-40-40-40

High-quality market, social and evaluation CATI telephone
research. Nationwide CATI telephone survey center.
Multicultural and bilingual telephone interviewers (all
languages). Online/Web/Internet surveys, large nationwide
field service interviewing and mystery shopper network
throughout the entire U.S. Large Hispanic research depart-
ment. Quarterly Boomer Generation Omnibus Survey.
Focus group facility in house and focus group setup and
scheduling anywhere in the U.S., even where no profes-
sional facilities are located. Conducting high-quality data
collection and research since 1987.
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Jacksonville

Concepts In Focus
GroupNet Jacksonville
Jacksonville, FL

Ph. 904-264-5578
nancy@ulrichresearch.com
www.conceptsinfocus.com
20-0-20-0

Kirk Research Services, Inc.
Jacksonville, FL

Ph. 904-858-3200
info@kirkresearch.com
http://

John Byington, Manager
15-0-15-0

Ulrich Research Services, Inc.
Jacksonville, FL

Ph. 904-264-3282 or 904-264-5578
nancy@ulrichresearch.com
www.ulrichresearch.com

Nancy Ulrich, President

20-0-20-0

Miami
(See also Fort Lauderdale)

Advanced Market Research, Inc.
formerly Rife Market Research
Miami, FL

Ph. 305-620-4244
ruth@amrmiami.com
www.rifemarketresearch.com
Ruth Prado, Facility Manager
28-0-28-28

Ask Miami

Miami, FL

Ph. 305-448-7769 or 800-282-2771
info@askmiami.com
www.askmiami.com

Adrian Ladner, President
30-12-30-30

NATIONAL OPINION

RESEARCH SERVICES

“The Bilingual Data Collection Professioass’
NORS Surveys, Inc.
Miami, FL

Ph. 305-553-8585
quality@nors.com
WWW.NOrs.com

Daniel Clapp

80-80-80-80

NORS ... we deliver what we promise. America’s premier
data collection specialists provide local, national and inter-
national multilingual quality services in English, Spanish
and Haitan-Creole with our 125 non-accented, bilingual
and highly-experienced staff. NORS offers a sophisticated
80-station CATI - multilingual interviewing, call with quick
turnaround, professional translations and customized
tables. Service + Quality + Integrity = NORS.

Orlando

AccuData Market Research, Inc.
Orlando, FL

Ph. 800-831-7744 or 407-282-3770
orlando@accudata.net
www.accudata.net

Shannon Hendon

11-0-11-0

www.quirks.com
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Schlesinger Associates Orlando
Maitland, FL

Ph. 407-660-1808
orlando@schlesingerassociates.com
www.schlesingerassociates.com
Stephenie Gordon, Vice President
14-0-14-14

(See advertisement inside front cover)

Pensacola

TLG Marketing Research
(formerly The Listener® Group, Inc.)
Gulf Breeze, FL

Ph. 877-616-8363
info@listenergroup.com

Robert W. Smith, CEO
100-100-100-100

Sarasota

Market Insight

Sarasota, FL

Ph. 941-924-5414
kathyjh@marketinsightresearch.com
www.marketinsightresearch.com
Kathy Jacobs-Houk, President
12-0-12-0

Tallahassee

Oppenheim Research
Tallahassee, FL

Ph. 850-201-0480
aro@oppenheimresearch.com
www.oppenheimresearch.com
Anneliese Oppenheim, Principal
15-15-12-0

Tampa/St. Petersburg

Communications Center, Inc. (Br.)
Lakeland, FL

Ph. 866-968-7224 x116 or 863-709-0553
bids@yourcci.com

www.yourcci.com

Jerry Karson, Dir. New Business Development
90-90-90-90

Eastern Research Services (Br.)
New Port Richey, FL

Ph. 727-845-8775
mail@easternresearch.com
www.easternresearch.com
70-70-70-70

Gulf View Research, LLC

Winter Haven, FL

Ph. 863-326-6510 or 800-357-8842
gulfviewresearch@aol.com
www.gulfviewres.com

Timothy Villar, President

12-6-12-0

West Palm Beach/Boca Raton

CapturelSG

Stuart, FL

Ph. 772-223-5400 or 866-463-8638
results@captureisg.com
www.captureisg.com

Stuart Marion

20-20-20-20

Field & Focus, Inc.

Lake Worth, FL

Ph. 561-965-4720
fieldfocus@field-n-focus.com
www.field-n-focus.com

Mark Eddy, Telephone Supervisor
35-35-35-35

www.quirks.com

Profile Marketing Research, Inc.
Lake Worth, FL

Ph. 561-965-8300
profile@profile-mktg-res.com
www.profile-mktg-res.com

Judy A. Hoffman, President
40-40-40-35

SIL Group

Delray Beach, FL
Ph. 561-526-3200
sil@silgroup.com
www.silgroup.net
Bronwyn Perez
75-75-75-75

b
/

Star Data Systems, Inc.

Jupiter, FL

Ph. 561-743-7500
sales@stardatasystems.com
www.stardatasystems.com

Henry A. Copeland, PRC, President
32-32-32-32

Star Data Systems offers high-quality CATI interview-

ing capabilities as well as mixed-mode CATI-Web and
CATI-paper surveys. Survey results and virtual monitoring
capabilities are available at no extra charge to our clients in
near-real time using our exclusive Star Data Dashboard.
(See advertisement p. 67)

Georgia

Atlanta

Booth Research Services, Inc.
Atlanta, GA

Ph. 770-992-2200 or 800-727-2577
brs@boothresearch.com
www.boothresearch.com

Scott Booth, Business Development
40-40-40-40

Compass Marketing Research
Norcross, GA

Ph. 770-448-0754
info@cmrcompass.com
www.compassmarketingresearch.com
Scott Taylor, Vice President
100-100-100-100

The Gallup Organization - Atlanta
Atlanta, GA

Ph. 404-525-9930
www.gallup.com
150-150-150-150

Geo Strategy Partners

Atlanta, GA

Ph. 770-650-8495
inquiries@geostrategypartners.com
www.geostrategypartners.com
12-12-0-0

IMAGES Market Research
Atlanta, GA

Ph. 404-892-2931
research@imagesusa.net
www.imagesusa.net

Juan Quevedo
15-15-15-15

The Myers Group

Snellville, GA

Ph. 770-978-3173
info@themyersgroup.net
www.themyersgroup.net

Jeffrey Lorber, Director, Call Ctr. Operations
73-73-73-73

.piJneer

marketing research

Pioneer Marketing Research

Norcross, GA

Ph. 770-455-0114
btyner@pioneermarketingresearch.com
www.pioneermarketingresearch.com/practices.htm
Bill Tyner, President

100-100-100-100

Pioneer Marketing Research has been providing B2B and
consumer CATI interviewing for nearly 30 years. Our new
telephone facility features 100 WinCati and Quancept sta-
tions with a production-enhancing predictive dialer on 32
stations. Our English, Spanish and multilingual interviewers
are rigorously trained and work under strict quality-control
policies. Pioneer management and supervisory staff have
decades of experience in market research call center envi-
ronments. Pioneer has a proven track record of providing
accurate, cost-effective and high-quality data collection
services to our clients.

Schlesinger Associates Atlanta
Atlanta, GA

Ph. 770-396-8700
atlanta@schlesingerassociates.com
www.schlesingerassociates.com
Stephenie Gordon, Vice President
20-0-20-20

(See advertisement inside front cover)

Not sure about which methodology to use?
Why not choose a data

collection company which
does them all?

CATI Phone Surveys
Online Web Surveys

Mail & Paper Surveys

IVR

Mixed Mode Interviewing
Web & Dashboard Hosting

Star Data Systems

f Innovative Research Services

« tel: 561.743.7500 = email: sale

n « web: www.stardatasysten
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

John Stolzberg Market Research/Dynamic Research
Atlanta, GA

Ph. 404-329-0954

sharon@dynamicresearchinc.net
www.dynamicresearchinc.net

Sharon 0’Connor, President

15-0-0-0

V &L Research & Consulting, Inc.
Atlanta, GA

Ph. 770-908-0003 or 770-484-5889
viresearch@mindspring.com
www.vlresearch.com

Dydra H. Virgil, Principal
20-12-12-12

FEWEL

Honolulu

FAQ Hawaii, Inc.

Honolulu, HI

Ph. 808-537-3887 or 888-537-3887
Jltamura@faghawaii.com
www.faghawaii.com

John Itamura, President

10-10-10-0

Market Trends Pacific, Inc.
Honolulu, HI

Ph. 808-532-0733
wanda@markettrendspacific.com
www.markettrendspacific.com
Wanda L. Kakugawa, President
20-20-20-20

OmniTrak Group, Inc.
Honolulu, HI

Ph. 808-528-4050
aellis@omnitrakgroup.com
www.omnitrakgroup.com
Alan Ellis, Vice President
22-15-22-0

@mark

Research

QMark Research

Honolulu, HI

Ph. 808-524-5194 or 808-544-3020
barbara.ankersmit@gmark-anthology.com
www.qmarkresearch.com

Barbara Ankersmit, President
30-30-30-30

Qmark’s mission is to find the answers to the questions
that often underlie expensive decisions. From the pub-
lic’s perceptions of a client to the motivating factors for

a particular audience, QMark provides decision makers
with sound information so that they may proceed in an
educated, effective manner. We are a full-service market
research company that also provides field service and/

or data entry and tabulation services for U.S. mainland
clients. Qmark’s in-house calling center is equipped with a
bank of 30 telephone stations equipped with CATI software
(Sawtooth Ci3 and Sensus Web/telephone). Our brand new
focus group facility seats 13 in the client room with tiered
theater-style seating.

SMS Research & Marketing Services
Honolulu, HI

Ph. 808-537-3356
info@smshawaii.com
www.smshawaii.com

24-0-12-0

Ward Research, Inc.
Honolulu, HI

Ph. 808-522-5123
wrstaff@wardresearch.com
www.wardresearch.com
Rebecca S. Ward, President
12-12-12-12

Idaho

Boise

Clearwater Research, Inc.

Boise, ID

Ph. 208-376-3376 or 800-727-5016
mwillmorth@clearwater-research.com
www.clearwater-research.com

Michael Willmorth, Senior Study Director
137-137-137-137

Pocatello

Mountain West
RESEARCH CENTER

Mountain West Research Center
Pocatello, ID

Ph. 208-232-1818
jreinhold@mwrcenter.com
www.mwrcenter.com

Jesse Reinhold, Drector
200-200-200-200

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

Illinois

Chicago

Angel Flight Marketing

Chicago, IL

Ph. 312-933-1878
gmitchell@angelfly.com
www.angelfly.com

Gabriel Mitchell, Sales Development
15-15-15-15

Assistance In Marketing/Chicago
Schaumburg, IL

Ph. 888-827-1932 or 847-481-0400
bids@aim-chicago.com
www.aimresearchnetwork.com
Laura Shulman, President
17-0-17-17

Blackstone Group

Chicago, IL

Ph. 312-419-0400 or 800-666-9847
info@bgglobal.com
www.bgglobal.com
200-100-200-200
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C R Market Surveys, Inc.

Chicago, IL

Ph. 312-376-1250 x70 or 800-882-1983
bids@crmarketsurveys.com
www.crmarketsurveys.com

Cherlyn Robinson, Project Coordinator
10-10-10-0

Consumer and Professional Research, Inc. (CPR)
Chicago, IL

Ph. 312-832-7744

pmorich@cprchicago.com

www.cprchicago.com

Peter Morich

15-15-15-15

DataPrompt International

Chicago, IL

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

Richard Day Research
Evanston, IL

Ph. 847-328-2329
rdr@rdresearch.com
www.rdresearch.com
Richard Day, President
32-26-32-32

[
5 .
fieldwork ) l|

(fUEujtruﬁuh

Fieldwork Quantwork

Chicago, IL

Ph. 888-TO-FIELD or 888-863-4353
jeffreyl@quantwork.fieldwork.com
www.fieldwork.com

Jeffrey Lorber

85-85-85-85

Your advanced resource for high-quality data collection and
project management, specializing in all aspects of quantita-
tive and qualitative research, including telephone, Internet
and mail. Recruiting/interviewing staff including bilingual/
bicultural Hispanic team. Predictive dialing and on-site
programming according to your specifications. Data pro-
cessing/tabulations. Fieldwork Quantwork - where quality
research is more than just talk.

(See advertisement back cover)

FOCUSCOPE, Inc.

Oak Park, IL

Ph. 708-386-5086
krooney@focuscope.com
www.focuscope.com
Kevin Rooney, President
31-0-31-0

Integrity Research, Inc.
Rolling Meadows, IL

Ph. 847-394-7940
info@integrityresearchinc.com
www.integrityresearchinc.com
Rose Battaglia

25-25-25-25

Marketing Alternatives

Deer Park, IL

Ph. 815-355-8043
tduggan@mktalt.com
www.mktalt.com

Tim Duggan, V.P. Business Dev.
275-275-275-275

Mid-America Research
Harris Bank Building

Mt. Prospect, IL

Ph. 847-392-8410
david@midamr.com
www.midamr.com
David Ottenfeld
22-16-0-0

www.quirks.com
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Mindseye Research Group

Lisle, IL

Ph. 630-281-8300
info@mindseyeresearch.com
www.mindseyeresearch.com
Kathie Cowles, Exec. Vice President
12-12-12-12

Peryam & Kroll Research Corporation
Chicago, IL

Ph. 773-774-3100 or 800-747-5522
info@pk-research.com
www.pk-research.com

Thomas Dutt, VP, Client Services
45-12-45-0

Precision Research, Inc.
Des Plaines, IL

Ph. 847-390-8666
saa@preres.com
WWW.preres.com

Scott Adleman, President
30-0-30-0

Q&M Research, Inc.
Mokena, IL

Ph. 708-479-3200
dtucker@gandm.com
www.gandm.com
Don Tucker
24-0-24-0

Research House, Too, Inc.
Evanston, II

Ph. 847-425-3670 or 800-679-4749
dpiell@researchhousetoo.net
20-0-20-0

Schlesinger Associates Chicago
Chicago, IL

Ph. 312-587-8100
chicago@schlesingerassociates.com
www.schlesingerassociates.com
Tiffany Peterson, Managing Director
38-0-38-38

(See advertisement inside front cover)

Smith Research, Inc.
Deerfield, IL

Ph. 847-948-0440
ksmith@smithresearch.com
www.smithresearch.com
Kevin Smith, President
24-24-24-24

Survey Center Focus, LLC
Chicago, IL

Ph. 312-321-8100
susans@scflic.com
www.scfllc.com

Pam Kaplan

30-30-30-30

TeleBusiness USA
Northbrook, IL

Ph. 847-897-3020
info@tbiz.com
www.tbiz.com
Larry Kaplan, CEO
120-90-120-120

TeleSight, Inc.

Chicago, IL

Ph. 312-640-2500
info@telesight.com
www.telesight.com

Dave Burr, V.P. Business Development
220-220-220-220

www.quirks.com

Peoria

AFFINA

Peoria, IL

Ph. 877-423-3462
kimberlietaylor@affina.com
www.affina.com

Amy Hernandez
50-50-50-50

Scotti Research, Inc.
Peoria, IL

Ph. 309-673-6194
scotti@ab.com
www.scottiresearch.com
Nancy Matheis, President
14-0-14-14

INGIEGE!

Evansville

Product Acceptance & Research (PAR)
Evansuville, IN

Ph. 812-214-2055 or 800-457-3594
woody.youngs@par-research.com
www.par-research.com

Woody Youngs

40-40-40-0

Fort Wayne

Advantage Research of Northern Indiana
Fort Wayne, IN

Ph. 260-471-6880 or 734-979-0900 (Hq.)
davids@advantageresearch.net
www.advantageresearch.net

David Sokolowski, President

70-20-70-0

Indiana Research Service, Inc.
Fort Wayne, IN

Ph. 260-485-2442
ccage@indianaresearch.com
www.indianaresearch.com
Chris Cage, President
15-15-15-15

RSM USA

Fort Wayne, IN

Ph. 260-625-9070
bspinks@rsmusa.com

WwWw.rsmusa.com

Bret Spinks, Dir of Mkting, North America
100-100-100-100

Gary

JEM Research, Inc.

Valparaiso, IN

Ph. 800-568-4668
kathleen.dewitt@jemresearch.com
www.JEMResearch.com

Jessica Mullen, President
25-25-25-25

Indianapolis

Answers & Insights Market Research, Inc.
Indianapolis, IN

Ph. 317-815-9901
jshelton@answersandinsights.com
www.answersandinsights.com

32-32-32-32
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Herron Associates, Inc.

GroupNet Indianapolis & Tampa
Greenwood, IN

Ph. 317-882-3800 or 800-392-3828
indy@herron-research.com
www.herron-research.com

Sue McAdams, President
24-24-24-0

Issues and Answers Network, Inc. (Br.)
Global Marketing Research

Connersville, IN

Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com

WwWw.issans.com

135-135-135-0

(See advertisement p. 20)

Jackson & Jackson Research, Inc.
Indianapolis, IN

Ph. 317-782-3066
jandjindy@aol.com

11-3-11-0

Stone Research Services

Indianapolis, IN

Ph. 317-227-3000
clientservices@stoneresearchservices.com
www.stoneresearchservices.com

Teresa Young, Director of Client Services
40-40-40-40

Strategic Marketing & Research, Inc.
Carmel, IN

Ph. 317-574-7700 or 800-424-6270
info@smari.com

www.smari.com

46-46-46-46

Walker Research Focus Group Facility
Indianapolis, IN

Ph. 317-570-8072 or 317-570-8071
bmiller@walkerinfo.com
www.walkerinfo.com

Barbara Miller, V.P. Research Services
20-0-0-0

Iowa

Cedar Rapids

Frank N. Magid Associates, Inc.
Marion, 1A

Ph. 319-377-7345
maillA@magid.com
www.magid.com

60-60-60-60

Davenport

PMR-Personal Marketing Research, Inc.
Davenport, 1A

Ph. 563-322-1960
info@personalmarketingresearch.com
www.personalmarketingresearch.com
Patricia Duffy, President

45-45-45-45

Des Moines

Marketlink, Inc.

Businesslink Division

Des Moines, IA

Ph. 515-285-3420 or 800-434-3221
jmiksich@marketlinkinc.net
www.marketlinkinc.com

John Miksich, President
36-36-36-36
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Iowa City

ECLLEY .

Epley Research & Consulting
North Liberty, 1A

Ph. 319-626-2567
steveepley@epleyrc.com
www.epleyrc.com

Steve Epley, President
20-0-20-0

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

Mason City

Directions Research Corp.
Mason City, 1A

Ph. 641-423-0275
thultc@willowtree.com
www.directionsresearch.org/
Tom Thul, Partner
65-50-65-65

Shenandoah

Central Surveys, Inc.
Shenandoah, 1A

Ph. 712-246-1630
centralsurveys@mchsi.com
www.centralsurveys.com
Robert W. Longman, President
40-24-40-0

Kentucky

Lexington

The Matrix Group, Inc.

Lexington, KY

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

Martha L. DeReamer, PRC

8-8-8-8

Louisville

Davis Research Services, Inc.
Louisville, KY

Ph. 502-456-4344
rodh@davisresearch.net

Rod Howson, Vice President
38-38-38-38

Horizon InForm

Louisville, KY

Ph. 502-454-0970
hermanss@horizonresearchint.com
www.horizonresearchint.com
Sharron Hermanson, President
20-20-20-20

Personal Opinion, Inc.
Louisville, KY

Ph. 502-899-2400
rebecca@personalopinion.com
www.personalopinion.com
Rebecca Davis

25-22-22-5

Southern Surveys, Inc.
Louisville, KY

Ph. 502-367-7199
s1surveys@aol.com
www.southern-surveys.com
10-0-10-0

Thoroughbred Research Group
Louisville, KY

Ph. 502-753-5005
jim.lunger@torinc.net
www.torinc.net

20-20-20-20

™
I'HOROUGHBRED:
RESEARCH GROUP
Thoroughbred Research Group
Louisville, KY
Ph. 502-753-5010
jim.lunger@torinc.net
www.torinc.net
Jim Lunger
320-320-320-320

For over 30 years, Thoroughbred Research Group has deliv-
ered preemptive, proactive and projective business critical
research to a wide range of public and private enterprises.
National in scope, personal in delivery, Thoroughbred
Research Group has expertise in all types of data collection,
Web-enabled research, qualitative and quantitative method-
ologies, including mall intercepts, analysis and consulting.
Visit us on the Web at www.torinc.net.

Thoroughbred Research Group
Hopkinsville, KY

Ph. 270-985-1110
vic.walsh@torinc.net
www.torinc.net

Vic Walsh

75-75-75-75

Thoroughbred Research Group
Mayfield, KY

Ph. 270-650-2080
vic.walsh@torinc.net
www.torinc.net

Vic Walsh, Vice President
75-75-75-75

Thoroughbred Research Group
Madisonville, KY

Ph. 270-643-0222
vic.walsh@torinc.net
www.torinc.net

Steve Alsbury

70-70-70-70

Madisonville

Thoroughbred Research Group
Paducah, KY

Ph. 270-450-1600
vic.walsh@torinc.net
www.torinc.net

75-75-75-75
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Owensbhoro

Thoroughbred Research Group
Henderson, KY

Ph. 270-631-0300
vic.walsh@torinc.net
www.torinc.net

Vic Walsh

75-75-75-75

Louisiana

Baton Rouge

JKB & Associates, LLC
Baton Rouge, LA

Ph. 225-766-4065
maggie@jkbassociates.com
www.jkbassociates.com
Maggie Startling, Owner
10-0-10-0

Percy & Company Research
Baton Rouge, LA

Ph. 225-346-0115
info@percyandcompany.com
www.percyandcompany.com
12-0-12-0

7SCI

SURVEY COMMUNICATIONS, INC
Survey Communications, Inc.

Baton Rouge, LA

Ph. 800-695-0221
jsb@surveycommunications.com
Wwww.surveycommunications.com
John Boston, President

70-70-70-70

SCl is a company of dedicated and professional data collec-
tion specialists who believe that quality data and tabulation
is vital to every successful organization. We maintain an
on-site 70-station outbound and inbound CATI call center,
the largest dual focus group facility in Louisiana and a staff
of trained interviewers. Our expertise includes, but is not
limited to, the following: ad/concept testing, ID/GOTV, cus-
tomer/employee needs/satisfaction, public opinion polling,
attitude/usage testing and creative development.

New Orleans

Gulf View Research, LLC

New Orleans, LA

Ph. 800-357-8842 or 504-454-1737
Gvrla@aol.com
www.gulfviewres.com

Kellie Gussoni

12-6-12-0

Maine

Portland

Critical Insights, Inc.
Portland, ME

Ph. 207-772-4011
insights@criticalinsights.com
www.criticalinsights.com/
MaryEllen FitzGerald
30-30-30-30

www.quirks.com
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Market Decisions, LLC

Portland, ME

Ph. 207-767-6440 or 800-293-1538
research@marketdecisions.com
www.marketdecisions.com

Curtis Mildner, President
25-25-25-25

Pan Atlantic SMS Group

Portland, ME

Ph. 207-871-8622
pmurphy@panatlanticsmsgroup.com
www.panatlanticsmsgroup.com
Patrick 0. Murphy, President
20-10-20-0

Seaport Surveys, Maine

Portland, ME

Ph. 207-756-7770 or 800-756-7710
jkumnick@seaportsurveys.com
www.seaportsurveys.com

John Kumnick, President
15-0-15-15

Maryland

Baltimore

AIM

ASSISTANGE TN MARKETING

RESEARCH SERVICES NETWORK

Assistance In Marketing/Baltimore
Towson, MD

Ph. 410-337-5000
kskopins@aimbalt.com
www.aimresearchnetwork.com
Kathy Skopinski, VP Client Services
10-0-10-0

Founded in 1981, AIM Baltimore is dedicated to exceeding
client expectations through exceptional client service and
unparalleled recruiting. Large, constantly-updated and -purged
databases enhance our ability to provide on-spec, quality
respondents. Attentive and knowledgeable staff; modern,
recently-remodeled facilities and some of the best regional
food available, make your experience at AIM memorable. At
AIM, we aim to please! Impulse Survey “Top Rated.”

Hollander Cohen & McBride
Baltimore, MD

Ph. 410-337-2121
khofmeister@hcmresearch.com
www.hcmresearch.com

Linda Bliss, Focus Group Director
20-15-20-20

Maryland Marketing Source, Inc.
?—% Bay Area Research, LLC
o4

Maryland Marketing Source, Inc.
Bay Area Research LLC
Randallstown, MD

Ph. 410-922-6600

cspara@ mdmarketingsource.com
www.mdmarketingsource.com
Christopher Spara, Partner
40-40-40-40

Maryland Marketing Source Inc., established in November
1986, is a full-service market research company specializing
in qualitative and quantitative custom-designed research.
We are a hands-on organization that believes in high-quality,
actionable and reliable research results. We don’t believe

in cookie-cutter research, and although our capabilities are
multifaceted, we tailor all of our projects to meet the specific
needs of our clients. We maintain a state-of-the-art CATI
facility, have established interviewer training procedures

and are certified as MBE by State of Md., Baltimore City and
surrounding counties. Be it for assistance with part or your
entire project, we are here to help.

(See advertisement p. 71)

www.quirks.com

Hagerstown/Frederick

Marketing & Research Resources, Inc.
Frederick, MD

Ph. 240-575-7100
john_bekier@m-rr.com

WWW.m-Ir.com

John Bekier, COO

45-45-45-45
Massachusetts
Boston
[ ]
(1]
:Bernett
o o0
RESEARCH
Bernett Research Services, Inc.
Boston, MA
Ph. 617-746-2600
info@bernett.com

www.bernett.com
Andrew or Matt Hayes, Managing Directors
200-200-200-200

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

First Market Research Corp.
Newton, MA

Ph. 617-734-7080
jmr10@firstmarket.com
www.firstmarket.com

Margi Priddy, Vice President
50-50-50-50

Kadence International
Framingham, MA

Ph. 508-620-1222
ojenkins@kadence.com
www.kadence.com
Owen Jenkins, CEO
40-40-40-40

Opinion Dynamics Corp.

Waltham, MA

Ph. 617-492-1400 or 800-966-1254
odcmail@opiniondynamics.com
www.opiniondynamics.com

Henry Kanter, V.P. Operations
30-30-30-30

Performance Plus

GroupNet Boston

Framingham, MA

Ph. 508-872-1287
info@performanceplusboston.com
www.bostonfieldfocus.com

Jason R. Miller, Vice President
32-6-32-0

Schlesinger Associates Boston, Inc.
Boston, MA

Ph. 617-542-5500
boston@schlesingerassociates.com
www.schlesingerassociates.com

Terri Lyn Hawley, Vice-President
20-0-20-20

(See advertisement inside front cover)

Valley Research Consulting
Wellfleet, MA

Ph. 508-514-4228
valley@valleyresearch.com
Dennis L. Guiver, President/CEQ
100-100-100-100
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Michigan

Battle Creek

WJ Schroer Gompany

Battle Creek, Ml

Ph. 269-963-4874 or 269-963-4844
bschroer@socialmarketing.org
www.socialmarketing.org

Bill Schroer, Principal

8-8-8-0
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1IN 4 RESEARCHERS ARE
EXPERIENCED, COMMITTED,
AND FUN.

WE ARE THAT 1

Maryland Marketing Source, Inc.
gives you more personalized
service, experience, commitment,
and actionable results to help you
make better informed decisions.

- Telephone/Web Surveys
-Focus Groups

- Moderation

- Onsite Interviewing

- Analysis/Reporting

[

o

Maryland Marketing Source, Inc.
Bay Area Research, LL.C

410-922-6600

www.mdmarketingsource.com
Trusted in Research since 1986
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Detroit

Advantage Research Services, Inc.
Canton, MI

Ph. 734-979-0900
davids@advantageresearch.net
www.advantageresearch.net

David Sokolowski, President
70-20-70-0

Crimmins & Forman Market Research
Southfield, MI

Ph. 248-569-7095
mbrodsky@crimminsandforman.com
www.crimminsandforman.com

Melissa Brodsky, Partner

15-8-15-0

DataStat, Inc.

Ann Arbor, MI

Ph. 734-994-0540
mweindorf@datastat.com
www.datastat.com

Marielle S. Weindorf, Dir. Sales & Mktg.
68-68-68-68

Foresight Research

Rochester, Ml

Ph. 248-608-1870
cstommel@foresightresearch.com
www.foresightresearch.com
Christopher Stommel, Vice President
50-50-50-50

Opinion Search

Southfield, MI

Ph. 248-358-9922 or 800-358-9919
info@opinionsearchusa.com
www.opinionsearchusa.com

Joanne Levin, President

10-0-10-10

RDA Group

Bloomfield Hills, MI

Ph. 248-332-5000
remmert@rdagroup.com
www.rdagroup.com

Ron Emmert
105-105-105-0

Shifrin-Hayworth

Southfield, MI

Ph. 248-223-0020 or 800-559-5954
research@shifrin-hayworth.com
www.shifrin-hayworth.com

Arlene Hayworth-Speiser, V.P. Operations
12-12-12-12

Stander Research Associates, Inc.
St. Clair Shores, MI

Ph. 586-778-8910
Standerco@aol.com
www.standerresearch.com

David Stander, President
25-10-25-10

Grand Rapids

Advantage Western Michigan Research, Inc.
Grand Rapids, M

Ph. 616-949-8724 or 734-979-0900 (Hq.)
davids@advantageresearch.net
www.advantageresearch.net

David Sokolowski, President

70-20-70-0

Barnes Research, Inc.
Grand Rapids, Ml

Ph. 616-363-7643
della@barnesresearch.com
www.barnesresearch.com
Sona Barnes, President
50-50-50-50

Lansing

Capitol Research Services, Inc.
East Lansing, MI

Ph. 517-333-3388
crs@capitolresearchservices.com
www.capitolresearchservices.com
Rachelle Neal, President
20-10-20-0

Marquette

Issues and Answers Network, Inc. (Br.)
Global Marketing Research

Iron Mountain, MI

Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com

www.issans.com

Peter McGuiness, President

60-60-60-60

(See advertisement p. 20)

Issues and Answers Network, Inc. (Br.)
Global Marketing Research

Houghton, Ml

Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com

www.issans.com

Peter McGuiness, President

60-60-60-60

(See advertisement p. 20)

Issues and Answers Network, Inc. (Br.)
Global Marketing Research

Escanaba, MI

Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com

www.issans.com

Peter McGuinness, President

66-66-66-66

(See advertisement p. 20)
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Minnesota

Minneapolis/St. Paul

derson, Niebuhr & Associates, Inc.

Anderson, Niebuhr & Associates, Inc.
Arden Hills, MN

Ph. 651-486-8712 or 800-678-5577
info@ana-inc.com

www.ana-inc.com

Marsha Niebuhr

22-22-22-22

Full-service, custom-design research firm with 35+

years of experience in health care, education, B2B, B2C,
industrial, association, government and more: satisfaction
research, brand/image awareness and perceptions, needs
assessment, market potential, member/nonmember sur-
veys, etc. Conduct phone (CATI), mail, Web, focus groups
and in-depth interviews, specializing in high response
rates. Provide national and on-site research training
workshops. Capabilities: study design, sampling, question
writing, data collection, complete data processing/analysis
and easy-to-understand, actionable reporting.

Ascendancy Research

St. Louis Park, MN

Ph. 952-544-6334
LWinninger@ascendresearch.com
http://www.ascendresearch.com
LynMarie Winninger, President
14-0-14-14

CJ Olson Market Research, Inc.
Minneapolis, MN

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

www.cjolson.com

Tianna Ramaker, Executive Vice President
14-0-14-0

Comprehensive Research
St. Anthony, MN

Ph. 612-781-3400
craig@crginc.org
Www.crginc.org

Craig Swager, President
15-10-15-10

Cook Research, Inc.
Minneapolis, MN

Ph. 952-544-0449
info@cookresearch.com
www.cookresearch.com
6-0-6-0

Field Research Services

St. Paul, MN

Ph. 651-644-3150
bonnie@fieldresearchservices.com
www.fieldresearchservices.com
Bonnie Sargent

15-15-15-15

Focus Market Research

Member of First Choice Facilities
Minneapolis, MN

Ph. 612-869-8181
minneapolis@focusmarketresearch.com
www.focusmarketresearch.com

Judy Opstad, President

20-0-20-0
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Information Specialists Group, Inc.
Bloomington, MN

Ph. 952-941-1600 or 800-279-5314
rmcgarry@isgmn.com
Www.isgmn.com

Bob McGarry, President
40-40-40-40

In-Touch Survey Systems/MarketLine
Minneapolis, MN

Ph. 612-767-2580

info@mktline.com

20-20-20-0

Market Resource Associates, Inc.
Minneapolis, MN

Ph. 800-795-3056 or 612-334-3056
Joel.Schneider@mraonline.com
www.mraonline.com

Joel Schneider

28-0-28-0

Orman Guidance Research®, Inc.
Bloomington, MN

Ph. 800-605-7313 or 952-831-4911
rsundin@ormanguidance.com
www.ormanguidance.com
Rosemary Sundin, President
20-0-20-4

Power Systems Research
Eagan, MN

Ph. 651-905-8400
info@powersys.com
WWW.POWErsys.com
30-20-20-20

e\‘.:

LLC

The Research Edg

The Research Edge, LLC
St. Paul, MN

Ph. 651-644-6006
info@theresearchedge.com
www.theresearchedge.com
28-28-28-28

With over 20 years of experience, we provide surveys,
in-depth interviews and focus groups, including design,
data collection and reporting. Our 28 interviewing stations
are equipped with Sawtooth CATI software. With experi-
enced interviewing staff, study-specific briefings, thorough
monitoring and coaching, we deliver consistent, accurate
data. We work hand-in-hand with you to create meaningful
research designs. Our thorough analysis and professional
reports turn data into the knowledge you need to make
decisions.

Survey Value, Inc.
Bloomington, MN

Ph. 952-593-1938
surveys@surveyvalue.com
www.surveyvalue.com
6-0-6-6

Rochester

SNG Research Corporation
Rochester, MN

Ph. 507-285-1026
jwohlers@sngresearch.com
www.sngresearch.com

Holly Hess, Research Manager
26-26-26-0

www.quirks.com

Mississippi

Jackson

Southern Research Group

Jackson, MS

Ph. 601-977-0111 or 800-777-0736
lloyd@southernresearchgroup.com
www.southernresearchgroup.com

Debbie Downer, Dir. of Business Development
75-75-75-75

Missouri

Columbia

Horizon Research Services
Columbia, MO

Ph. 573-874-1333 or 800-529-6841
jgriffin@horizonresearch.com
www.horizonresearch.com

Kathleen Anger, Ph.D., President
14-14-14-14

Kansas City

Applied Marketing Research, Inc.
Kansas City, MO

Ph. 800-381-5599 or 816-442-1010
d.phipps@appliedmr.com
www.appliedmr.com

Donald L. Phipps, Principal
32-32-32-32

Q & A Research, Inc.

(Formerly Fieldhouse Marketing Research-FHMR)
Overland Park, KS

Ph. 913-341-4245

info@QAR.com

www.QAR.com

Tom Mabe

50-25-50-0

VIP Research, Inc.

Mission, KS

Ph. 913-384-9494
rich@vipresearch.net
www.vipresearch.net

Mike Heydman, Research Director
60-60-60-0

St. Louis

Communications For Research, Inc.
Steelville, MO

Ph. 573-775-4550
jsteber@cfrinc.net

www.cfrinc.net

Jim Steber, President
130-130-130-130

Communications for Research Inc. (CFRI) uses the methods
and technologies necessary to provide quality information
in the most cost-effective manner. Our mixed mode of
telephone and online increases completion rates and keeps
all the data in the same data set. We also perform recruit-
ing for all types of qualitative research. CFRI specializes in
strongly-focused projects requiring flexible design, swift
turnaround and cost-effective management. All this within
a friendly, client-centered approach insuring that your job is
tailored to your unique objectives and individual budget!
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Consumer Opinion

St. Louis, MO

Ph. 314-692-2686
surveys4u@aol.com
www.superiorsurveysstl.com
Kathleen Dunn, Manager
12-0-12-0

Delve

St. Louis, MO

Ph. 800-325-3338
helpinghand@delve.com
www.delve.com
60-0-60-0

Maritz Research

Corporate Headquarters

Fenton, MO

Ph. 877-4-MARITZ or 636-827-8865
info@maritz.com
www.maritzresearch.com

Tom Evans

700-700-700-700

Market Probe, Inc.

St. Louis, MO

Ph. 314-432-1957
usa@marketprobe.com
www.marketprobe.com

Cathie Beem, Call Center Manager
112-112-112-112

Peters Marketing Research, Inc.
St. Louis, MO

Ph. 314-469-9022
katie@petersmktg.com
www.petersmktg.com

Katie Peters-Miller

18-18-18-18

Pragmatic Research, Inc.

St. Louis, MO

Ph. 314-863-2800
ds@pragmatic-research.com
www.pragmatic-research.com
Doug Sinnard, President
47-47-47-47

Superior Surveys of St. Louis, Inc.
St. Louis, MO

Ph. 800-325-4982 or 314-692-2699
surveys4u@aol.com
www.superiorsurveysstl.com

Carol McGill, Partner

12-0-12-0

Westgate Research, Inc.

St. Louis, MO

Ph. 314-567-3333
SEngler@westgateresearch.com
www.westgateresearch.com
60-60-60-60

Nebraska

Lincoln

Service Research Corporation
Lincoln, NE

Ph. 402-434-5000
mbritten@serviceresearch.com
www.serviceresearch.com
Mike Britten, President
12-12-12-12

Wiese Research Associates, Inc. (Br.)

Lincoln, NE

Ph. 402-483-5054
gary_lorenzen@wraresearch.com
Gary Lorenzen, Exec. Vice President
67-67-67-67
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Omaha

Customer Service Profiles (CSP)
Omaha, NE

Ph. 800-841-7954 x101
jberigan@csprofiles.com
WWW.CSP.Com

John Berigan, Exec. Vice President
115-115-115-115

The Gallup Organization - Omaha
Omaha, NE

Ph. 402-951-2003
larry_emond@gallup.com
www.gallup.com
184-184-184-184

The MSR Group

Omaha, NE

Ph. 402-392-0755
info@themsrgroup.com
www.themsrgroup.com

Rob Noha, V.P. Public Opinion Polling
100-100-100-100

Wiese Research Associates, Inc.
Omaha, NE

Ph. 402-391-7734
mary_arkfeld@wraresearch.com
www.wraresearch.com

Tom Wiese, President
20-20-20-20

Wiese Research Associates, Inc. (Br.)
Norfolk, NE

Ph. 402-391-7734
mary_arkfeld@wraresearch.com

Tom Wiese, President

63-63-63-63

NEGE!

Las Vegas

Consumer Opinion Services, Inc.
GroupNet Las Vegas

Las Vegas, NV

Ph. 702-644-9330
info@cosvc.com

WWW.COSVC.Com

12-0-12-0

(See advertisement p. 83)

I/I/R Research Group

Creating Satisfied Customers For Over 25 Years

I/H/R Research Group

Las Vegas, NV

Ph. 702-734-0757 or 800-254-0076
lynn.stalone@ihr-research.com
www.ihr-research.com

Lynn Stalone, Partner
120-120-120-120

State-of-the-art data collection. 120 stations. Software:
Ci3 CATI, Sawtooth WinCati, Query. Complete digital
recording, as well as playing of audio clips within sur-
veys. Full audio and video monitoring. Five full-time CATI
programmers on site. Plus, CATI-help interviewing/CATI
management system, including computerized timekeeping
and automated production/job status reports. Top-notch
interviewers, including Spanish. National, international
and 800-inbound, plus complete mixed-mode phone and
online capabilities. Exceptional quality and outstanding
performance on even the most challenging data collection
projects.

(See advertisement p. 75)

Survey Technology & Research Center (STR)
Las Vegas, NV

Ph. 800-482-3550

info@strcenter.com

www.strcenter.com

Daniel Schmitt, VP, Sales & Marketing
40-40-40-40

New Hampshire

Manchester/Nashua

New England Interviewing
Nashua, NH

Ph. 603-889-8222
kim@neinterviewing.com
www.neinterviewing.com
Kim Adams, President
7-0-7-0

Portsmouth

RKM Research and Communications, Inc.
Portsmouth, NH

Ph. 603-433-3982
kmyers@rkm-research.com
www.rkm-research.com

R. Kelly Myers, President and Chief Analyst
30-30-30-30

New Jersey

Northeast Shore

Abt SRBI (Br.)

West Long Branch, NJ

Ph. 212-779-7700
c.turakhia@srbi.com

www.srbi.com

Chintan Turakhia, Sr. Vice President
120-120-120-120
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Northern New Jersey
&

VY e

Focus World International, Inc.
Holmdel, NJ

Ph. 732-946-0100
gary@focusworldint.com
www.focusworldinternational.com
Gary Eichenholtz, CEO/CFO
60-24-60-60

Successfully celebrating our 30th anniversary. Our growth
has been steady and progressive due to our unsurpassed
quality control. 6-to-1 ratio of interviewers to supervi-

sors - we guarantee that your data is being collected with
integrity, quality and validity. With 60 WATS lines; 24-sta-
tion CfMC CATI/WAPI/CAPI; bilingually-trained interviewers;
inbound 800, stratified sample frame derivation; on-site
monitoring - we can accommodate all B2B, consumer and
medical interviewing with all nationalities, ages and sexual
orientations. Our Paris office with 50 WATS/18 CATI sta-
tions offers the same inherent quality control measures for
global projects.

GRA Focus Center

Glickman Research Associates
Northvale, NJ

Ph. 201-767-8888
gra@glickmanresearch.com
www.glickmanresearch.com
Lee Rosenthal, Field Director
8-0-3-0

Marketing Solutions Corporation
Cedar Knolls, NJ

Ph. 973-540-9133 or 800-326-3565
marketingsolutions@attglobal.net
Jean Kelly, V.P. Field Director
40-30-40-40

Q Research Solutions, Inc.

0Old Bridge, NJ

Ph. 732-952-0000

Gregk@whoisg.com
www.QResearchSolutions.com

Greg Kotovos, Dir. of Business Development
50-50-50-50

v

s{lﬂlllﬂlll Associates

The ltuul(h House
Schlesinger Associates New Jersey
Edison, NJ
Ph. 732-906-1122
info@schlesingerassociates.com
www.schlesingerassociates.com
AJ Shaw
80-0-80-80

Schlesinger Associates and The Research House is a full-
service, data collection company providing qualitative and
quantitative research services across the U.S., the U.K.
and worldwide. Our expert teams specialize in recruitment
for any methodology and telephone interviewing is in high
demand from our clients in the health care, consumer and
B2B markets. We also offer the flexibility of multi-method-
ology studies so that clients can combine an online survey
and telephone interviews simultaneously through just one
point of contact.

(See advertisement inside front cover)

Suburban Marketing Research
Paramus, NJ

Ph. 201-261-0101
billb@suburbanmr.com
www.subassoc.com

Bill Bartlett

12-12-12-0

www.quirks.com
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TechnoMetrica Market Intelligence, Inc.
Ramsey, NJ

Ph. 800-328-8324
mail@technometrica.com
www.technometrica.com

Raghavan Mayur, President

35-35-35-35

TMR, Inc. (Telephone Market Research)
Cedar Knolls, NJ

Ph. 973-829-1030

jve@tmrinfo.com

www.tmrinfo.com

Joseph V. Calvanelli, Jr.

50-50-50-50

Princeton

Olson Research Group, Inc.
Ewing, NJ

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

Albany

Colwell & Salmon Communications, Inc.
Albany, NY

Ph. 518-482-1596 or 800-724-5318
sales@colwell-salmon.com
www.colwell-salmon.com

Robin Meszaros

164-114-164-164

Buffalo

Buffalo Survey & Research, Inc.
Buffalo, NY

Ph. 716-833-6639
buffalosur@aol.com

Jeanette Levin, President

Sﬁrvey
T e
Service

Survey Service, Inc

Buffalo, NY

Ph. 800-507-7969 or 716-876-6450
sadelman@surveyservice.com
WWW.SUrveyservice.com

Susan Adelman, President
60-60-60-60

Survey Service provides data acquisition, analytics and
research support for telephone and Web methodologies
and is regarded as a source for obtaining data provided
by experienced, quality-driven research professionals. SSI
specializes in customer satisfaction, health care, indus-
trial, financial and pharmaceutical research, with digital
recording and dedicated inbound 800-number capabilities.
Experienced programmers and IT staff provide impeccable
data, real-time reporting, data files and banners. Extensive
experience and outstanding staff provide the elements

www.olsonresearchgroup.com 8-0-8-0 required for an exceptional research partnership.
Miina Rafinski
20-20-20-0 Buffalo Survey & Research, Inc. (Br.)

New York City

(See also Northern New Jersey)

(See advertisement p. 51) Blasdell, NY

Ph. 716-833-6639

buffalosur@aol.com
New Mexico David Levin, Vice President Abt SRBI
6-0-6-0 Subsidiary of Abt Associates, Inc.
New York, NY

Goldhaber Research Associates, LLC Ph. 212-779-7700
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Santa Fe Amherst, NY ¢.turakhia@srbi.com

. . Ph. 716-689-3311 www.srbi.com
Southwest Planning & Marketing geraldgoldhaber@yahoo.com Chintan Turakhia, Sr. Vice President
Santa Fe, NM

www.goldhaber.com
Arun Vishwanath, Research Consultant
20-20-20-20

380-380-380-380
Ph. 505-989-8500 or 800-989-9275

info@swpm.biz
Www.swpm.biz

Bruce Poster, President
8-8-8-0

fomers For Over 25 Years.

At I/H/R Research Group, customer satisfaction isn't
just a goal - it's a reality. That's why our customers
return again and again. Our intensive interviewer
hiring and training process vyields superior
interviewers. Superior interviewers means superior
results, with a higher level of productivity. Plus, our
state-of-the-art systems combined with innovative
phone center management software, such as
CATIHelp and Collective InfoSystems, make the
I/H/R experience second to none.

114 5 g 'o 0 \‘.
-~ (reating Sqtg} ied

%)
’ .

Let I/H/R Research Group make customer
satisfaction a reality for you on your next project, with
top quality data collection at the lowest prices, on-
time results, and the attention to detail you deserve.

I/lI/R Research Group
(800) 254-0076 - (702) 734-0757
w www.ihr-research.com - info@ihr-research.com

www.quirks.com
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

ey

AdvancedFocus

=

Advanced Focus

Executive/National Recruiting Headquarters
New York, NY

Ph. 212-217-2000
toddb@advancedfocus.com
www.advancedfocus.com

Todd Biederman, President

50-0-50-0

At Advanced Focus, we are experienced in recruiting hard-
to-reach consumer, medical and B2B respondents. Our
project directors are unique in that they each have hands-
on qualitative recruiting and interviewing experience. Our
project directors are working side-by-side with the recruit-
ers each day, evening and weekend so you will always be
able to reach someone at Advanced Focus directly to let us
know about last-minute changes, or if you have questions
or concerns.

Central Marketing, Inc.
New York, NY

Ph. 212-260-0070
CMcma9@aol.com
275-275-275-275

ke
4

1.C. International

Hicksville, NY

Ph. 516-479-2200 x1002 or 800-631-0209
scottsycoff@ic-mr.com

WWw.ic-mr.com

Scott Sycoff, CEO

50-50-50-50

Since 1983 marketing research firms across the globe have
relied on us as their expert data collection resource for
domestic or international studies. Whether your research
requirements call for telephone surveys, Internet surveys,
global field management, focus groups, IDIs or nationwide
recruiting, our mission is to make it as easy as possible for
you to receive data you can trust, with the highest level of
personal service. Of course we are sensitive to the need

to control research costs without sacrificing the quality of
your data.

IPC (International Point of Contact)
New York, NY

Ph. 212-213-3303
rbrooks@ipcgroup.us
WWWw.ipcgroup.us

Rhoda Brooks, President
65-60-60-60

@
Incorporated

Mktg., Inc.

East Islip, NY

Ph. 631-277-7000
bid@mktginc.com
www.mktginc.com

Nancy Persau, VP of Operations
160-160-160-160

Founded in 1979, Mktg Inc. has always had a reputation
for quality data collection. All of our 160 data collection
stations employ predictive dialer capabilities. We have
expertise in customer satisfaction, financial services, health
care, information technology and public opinion surveys.
In 2007, the company spawned a new division, Sample
Source Auditors™, known best for their continuous online
tracking study, The Grand Mean Project™ and Consistent
Track™. We offer an array of services to ensure that your
research studies are of the highest quality and standards.
(See advertisement p. 17)

Opinion Access Corp.

Long Island City, NY

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

Joe Rafael, Chairman
200-200-200-200

Research Management, Inc.
Deer Park, NY

Ph. 631-586-9337
doctorg@resmanage.com
Www.resmanage.com
Stewart Goldberg, Owner
40-40-40-40

gs:s;mw

S | S International Research, Inc.
Global Headquarters

New York, NY

Ph. 212-505-6805
research@sisinternational.com
www.sismarketresearch.com

Ruth Stanat, President
50-50-10-10

SIS International Research is a leading full-service global
market research firm. Our consumer research is supported
by multilingual regional call centers with interviewers
trained to analyze nuances and elicit insight. Our B2B prac-
tice surveys many sectors such as B2B industrial, health
care, energy, IT, chemicals and automotive. We coordinate
our executive call centers with market assessment, market
opportunity and market entry studies. Our executive inter-
viewers focus on key opinion leaders, C-level interviews
and other key influencers for strategic analysis of data.

Seaport Surveys

New York, NY

Ph. 212-608-3100 or 800-347-2662
seaportland@aol.com
www.seaportsurveys.com

Andrea Waller, President
25-0-25-25

Universal Survey Center

New York, NY

Ph. 212-391-5243
mlefkowitz@universalsurvey.com
www.universalsurvey.com

Keith Strassberg, Exec. Vice President
550-550-550-550
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Syracuse

KS&R

Syracuse, NY

Ph. 888-8KSRINC or 315-470-1350
HQ@ksrinc.com

www.Ksrinc.com

100-100-100-100

KS&R’s INSITE

Dewitt, NY

Ph. 800-645-5469 or 315-446-3403
insite@ksrinc.com

www.ksrinc.com

Joe Snyder, Dir. of Ops/Sr. Cnsultant
125-125-125-125

Research & Marketing Strategies, Inc.
Baldwinsville, NY

Ph. 315-635-9802
info@RMSResults.com
www.RMSresults.com

Lauren Krell, QualiSight Supervisor
15-15-15-0

Zogby International
Utica, NY

Ph. 315-624-0200
john@zogby.com
www.zogby.com
163-163-163-0

North Carolina

Charlotte

Leibowitz Market Research Associates, Inc.
GroupNet Charlotte

Charlotte, NC

Ph. 704-357-1961
info@leibowitz-research.com
www.leibowitz-research.com

Teri Leibowitz, President

15-10-15-0

MarketWise, Inc.

Charlotte, NC

Ph. 704-817-6611
jnash@marketwise-usa.com
www.marketwise-usa.com

James Nash, Data Collection Manager
22-22-22-22

Greensboro/Winston-Salem

Bellomy Research, Inc.
Winston-Salem, NC

Ph. 800-443-7344 or 336-721-1140
slayne@bellomyresearch.com
www.bellomyresearch.com

Scott Layne

300-300-300-300

Survey Partners of America
Winston-Salem, NC

Ph. 800-348-8002
johnsessions@surveypartners.com
Www.surveypartners.com

Pat Rierson

300-300-300-300

TTC Research Inc.

Formally The Telephone Centre, Inc.
Greenshoro, NC

Ph. 336-574-3000
mrose@telectr.com
www.ttcresearch.com

Maria Rose, Vice President Operations
130-130-130-130

www.quirks.com
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Raleigh/Durham

FGI Research

Chapel Hill, NC

Ph. 919-929-7759
jblunk@fgiresearch.com
www.fgiresearch.com
John Blunk, Client Services
80-80-80-80

Harker Research
Raleigh, NC

Ph. 919-954-8300
info@harkerresearch.com
www.harkerresearch.com
120-0-120-120

Medical Marketing Research, Inc.
Raleigh, NC

Ph. 919-870-6550 or 800-866-6550
george@mmrx.com
WWW.mmrx.com

George Matijow, President
10-10-10-0

North Dakota

Fargo

Dynamics Marketing, Inc.
Cooperstown, ND

Ph. 701-797-2600
ssomerville@dynamicsmarketinginc.com
www.dynamicsmarketinginc.com

Teri Knutson, Research Director
85-85-85-85

IRSI Research of Fargo/Dilworth
Dilworth, MN

Ph. 866-600-2442
drs01@earthlink.net
www.indianaresearch.com

Chris Cage, Nat'l. Mktg. Mgr.
12-12-12-12

Teleforce, Inc.

Fargo, ND

Ph. 800-323-0810
linda@teleforcerg.com
www.teleforcerg.com
Linda Finch
192-24-192-192

Ohio

Cincinnati

Assistance In Marketing, Inc.
Cincinnati, OH

Ph. 513-683-6600 or 888-4AIMFIRE
barbara@AIM-Cincinnati.com
www.aimresearchnetwork.com
Irwin Weinberg, Vice President
20-0-20-0

B & B Research Services, Inc.

A Subsidiary of FocusMark Group LLC
Sharonville, OH

Ph. 513-241-3900
focusmark@fuse.net
www.focusfgw.com

Kim Sharp

12-6-12-12

www.quirks.com

Biifka

Burke, Incorporated

Cincinnati, OH

Ph. 800-688-2674 or 513-241-5663
info@burke.com

www.burke.com

Damon Jones, Office Manager
85-85-85-85

As a full-service marketing research and decision support
company, Burke capitalizes on its state-of-the-art research
execution, advanced analytical techniques and leading-
edge technology to provide decision support solutions to
companies across all major industry sectors.

(See advertisement p. 15)

CALO

RESEARCH SERVICES
Calo Research Services, Inc.
Cincinnati, OH
Ph. 513-984-9708
info@caloresearch.com
www.caloresearch.com
Patricia A. Calo, Vice President
14-0-14-14

Phone-room staff is 100% dedicated to business-to-
business interviewing, which makes us unique in the
industry. Staff of senior interviewers, with valuable career
experience in areas such as nursing, industrial sales and
teaching, gives us a superior ability to develop rapport
and conduct interviews among professionals and busi-
ness executives in many fields, particularly health care,
law, accounting, finance/insurance, automotive retailing,
biochemicals, technology and construction. Staff is adept at
handling in-depth interviews.

(See advertisement p. 37)

Convergys Customer Intelligence Services
Cincinnati, OH

Ph. 800-344-3000
marketing@convergys.com
www.convergys.com/customer-intelligence
Kathy Renaker, Dir. Mktg. Rsch. Outsourcing
40-40-40-40

Fields Research, Inc.
Cincinnati, OH

Ph. 513-821-6266
ken@fieldsresearch.com
www.fieldsresearch.com
Ken Fields, President
27-27-27-27

Friedman-Swift Associates
Cincinnati, OH

Ph. 513-772-9200
info@friedmanswift.com
www.friedmanswift.com
Judy George, President
50-0-50-50

Market Inquiry LLC

Cincinnati, OH

Ph. 513-794-1088
cathy@marketinquiry.com
www.marketinquiry.com

Lee Ann Adams, Facility Director
24-15-24-24

MarketVision Research®

Cincinnati, OH

Ph. 513-791-3100
tarucker@mv-research.com
www.mv-research.com

Tyler McMullen, Senior Vice President
56-56-56-56

MRSI (Marketing Research Services, Inc.)
Cincinnati, OH

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

WWW.Mrsi.com

Todd Earhart, President

96-96-88-88

QFACT Marketing Research, LLC.
Cincinnati, OH

Ph. 513-891-2271

info@qfact.com

www.gfact.com

Kristin Monroe, Business Development Exec.
40-40-40-40

FOCUS GROUPS/

CLEVELAND SURVEY CENTER
Established in 1962

Three Large Suites Multi-Purpose Room
Multiple T1 Lines in all Suites
Litigation Research, Medical, Consumer,
Product Placement, Taste Tests,
Pre-Recruits, Videoconferencing, On-Site
Excellent Recruiting - Project Management
We are the only centrally located facility serving all
parts of greater Cleveland/Akron & vicinity

Call: 800-950-9010 or 216-901-8075
Fax: 216-901-8085 or 216-642-8876
Web: www.focusgroupsofcleveland.com
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

*
xr SIRS

Serwce Industry Research Systems, Inc. (SIRS)
Field & Focus Group Facilities

Highland Heights, KY

Ph. 859-781-9700

Ikolde@sirsinc.com

www.sirsinc.com

Lori Kolde

95-95-95-95

Understanding consumer attitudes that are related to
behavior is more important than ever in today’s competitive
environment. SIRS quantitative research provides results
that lead to successful strategic, business or brand plan-
ning. SIRS designs the best research approach for you,
beginning with problem and methodology definition. Then
we devise lifestyle scenarios and pre-screening questions
that encourage the highest percentage of relevant respon-
dents. Analysis can include multivariate statistics combined
with sales, lifestyle data, market and competitive conditions
and normative information.

StrataMark Dynamic Solutions
Cincinnati, OH

Ph. 513-338-1124
jschimmel@stratamarkds.com
www.stratamarkds.com

Josh Hiley, Account Services
60-60-60-60

Cleveland

Business Research Services, Inc.
Cleveland, OH

Ph. 216-831-5200 or 888-831-5200
info@MarketingResearch.com
www.MarketingResearch.com

Ron Mayher, Principal

25-25-25-25

FOCUS GROUPS
OF CLEVELAND

Focus Groups of Cleveland
Independence, OH

Ph. 216-901-8075 or 800-950-9010
research@focusgroupsofcleveland.com
www.focusgroupsofcleveland.com
Amy Morris, President

12-3-10-0

We have 40 years of experience in designing ques-
tionnaires, recruiting and compiling research reports.
Questionnaires are answered in an atmosphere and time
chosen by the respondent and answered conscientiously
as the respondent knows that the confidentiality of their
responses is maintained. From inception of an idea to final-
ity, we are there all the way for you.

(See advertisement p. 77)

National Survey Research Center

Cleveland, OH

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

WWW.NSFC.Com

Lauren Schmidt, Director, Business Development
20-20-20-20

Opinion Centers America
Cleveland, OH

Ph. 800-779-3003 or 440-779-3000
kmaffett@opinioncenters.com
www.opinioncenters.com

Karen Cunningham, Field Director
20-0-20-20

OPINIONation

Cleveland, OH

Ph. 216-351-4644
ron@opinionation.com
www.opinionation.com

Ron Kornokovich, President
35-35-35-35

Founded in 1946, OPINIONation is one of the country’s
most experienced telephone data collection suppliers.
Since 1946, we have conducted more than 70,000 proj-
ects and interviewed more than 10 million respondents.
OPINIONation has extensive experience interviewing/
recruiting respondents from general consumers to the
hard-to-find medical professional nationally, regionally or
locally.

Pat Henry Market Research, Inc.
Independence, OH

Ph. 216-447-0831
jhominy@pathenry.com
www.thepathenrygroup.com

Judy Hominy

25-25-25-25

Columbus

Advantage Research of Golumbus Ohio
Canton, MI

Ph. 734-979-0900 (Hq.)
davids@advantageresearch.net
www.advantageresearch.net

Thomas Harvey, Vice President
70-20-70-0

AIM

ASSISTANGE IN MARKETING

Assistance In Marketing/Columbus
Columbus, OH

Ph. 614-583-2100
lorne@aim-columbus.com
www.aimresearchnetwork.com

Lorne Dillabaugh, V.P., Field Operations
20-0-20-0

At AIM our objective is to exceed client expectations in
every phase of our work. Quality-controlled recruiting
from our extensive database; large, comfortable group
rooms, client viewing and lounges and staff that anticipate
your every need are the reasons why AIM consistently
attains “Top Rated” status in the Impulse Survey of Focus
Facilities. Conveniently located five minutes from the
Columbus Airport and two blocks from hotels and upscale
shopping.

B & B Research Services, Inc. (Br.)
A Subsidiary of FocusMark Group LLC
Dublin, OH

Ph. 614-760-8566
bbresearchcolumbus@fuse.net
www.focusfgw.com

Judy Frederick, Project Director
8-0-8-0
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Saperstein Associates, Inc.

Columbus, OH

Ph. 614-261-0065
dwolfe@sapersteinassociates.com
www.sapersteinassociates.com

Deborah K. Wolfe, V.P. Corp. & Field Ops.
27-25-27-27

Dayton

Center for Urban and Public Affairs
Wright State University

Dayton, OH

Ph. 937-775-2941
david.jones@wright.edu
www.wright.edu/cupa

T. David Jones, Dir. Survey Research
21-21-21-0

L2 Marketing Research, Ltd.
Dayton, OH

Ph. 937-435-5067
info@L2MR.com
www.L2MR.com

Libby Webster or Lou Greene
12-0-12-0

Paragon Research LLC
Kettering, OH

Ph. 937-294-9004
wlewis@paragonresearchlic.com
www.paragonresearchlic.com
20-0-20-0

Toledo

A Z G Research

Bowling Green, OH

Ph. 800-837-4300 or 419-724-3000
sgries@azgresearch.com
www.azgresearch.com
25-25-25-25

Great Lakes Marketing Associates
Toledo, OH

Ph. 419-534-4700
LDixon@greatlakesmarketing.com
www.greatlakesmarketing.com
Mark lott, Principal

20-20-20-20

Oklahoma

Oklahoma City

Oklahoma Market Research
Oklahoma City, OK

Ph. 405-525-3412
mail@datanet-research.com
Judy Nitta, Vice President
40-40-40-40

Tulsa

Consumer Logic, Inc.

Tulsa, OK

Ph. 800-544-1494 or 918-665-3311
Ipalmer@consumerlogicresearch.com
www.consumerlogicresearch.com
Dan Jarrett, President

30-30-25-0

OLC Global

formerly On-Line Communications, Inc.
Bartlesville, OK

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

Peggy 0’Connor

225-225-225-225

www.quirks.com
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Portland

CGonsumer Opinion Services, Inc. (Br.)
GroupNet Portland

Portland, OR

Ph. 503-493-2870 or 206-241-6050 for bids
jim@portlandopinion.com

WWW.COSVC.COm

Jim Weaver, Vice President

18-14-18-0

(See advertisement p. 83)

s

Market Decisions Corporation
Portland, OR

Ph. 800-344-8725
info@mdcresearch.com
www.mdcresearch.com

Lester Harman
100-100-100-100

market decisions

CORPORATION

Market Decisions Corporation is a broad-based custom
marketing research and data management firm. We are
dedicated to providing our clients with the information and
insights they need to make better business decisions. We
routinely employ both traditional and contemporary meth-
odologies. These include telephone surveys conducted with
both business-to-business and consumers/general popula-
tion audiences and international phone surveys either using
MDC’s own native-speaking interviewers or MDC’s Web-
based international CATI program Globe CATI.

Market Strategies, Inc. (Br.)
Portland, OR

Ph. 503-225-0112
info@marketstrategies.com
www.marketstrategies.com
John Strickland

48-48-48-48

RDD Field Services
Portland, OR

Ph. 503-223-7166
info@rddfs.info
www.rddfs.com
Chris Creelman
100-100-100-100

TNS Retail & Shopper
Troutdale, OR

Ph. 503-665-0123
jeff.odegaard@tns-global.com
www.tns-us.com

Jeff Odegaard, VP of Operations
15-0-15-0

Pennsylvania

Allentown/Bethlehem

Marketing Solutions Corporation
Hellertown, PA

Ph. 800-326-3565
MarketingSolutions@attglobal.net

STR®»

Survey Technology & Research
Survey Technology & Research Center (STR)
Allentown, PA
Ph. 800-482-3550
info@strcenter.com
www.strcenter.com
Gregg Kennedy, President
60-60-60-60

Survey Technology and Research Center (STR) is a
research services company specializing in multimode data
collection, including inbound/outbound telephone, online,
mail and interactive voice response (IVR) methodologies.
STR maintains four call centers and has the research
expertise, technical capabilities and flexibility to develop,
test and exploit advanced state-of-the-art data collection
methodologies and study designs. These capabilities are
aimed at improving response rates, expanding sample
coverage using addressed-based sampling, increasing pro-
ductivity and lowering overall survey costs.

Harrisburg

Susquehanna Polling and Research, Inc.
Harrisburg, PA

Ph. 717-233-8850
james@susquehannapolling.com
www.susquehannapolling.com

James Lee, President

25-25-25-25

Lancaster

Visions Marketing Services
Mountville, PA

Ph. 800-222-1577
allan@vmsmkt.com
www.visionsmarketingservices.com
Allan Geller, President
35-35-35-35

Philadelphia/Southern NJ

M. Davis & Company, Inc.
Philadelphia, PA

Ph. 215-790-8900 or 800-842-4836
marketing@mdavisco.com
www.mdavisco.com

Morris Davis, President
40-40-40-100

ICR

Media, PA

Ph. 484-840-4300

info@icrsurvey.com

WWW.icrsurvey.com

Robert Thomas, Executive Vice President
200-200-200-200

ICR is a top-ranked market research organization that
designs and executes custom research and solutions to
complex business challenges on a wide range of consumer
and B2B issues, including, but not limited to: market sizing
and segmentation, concept/product tests, pricing, brand
positioning, messaging, strategy/motivational research,
advertising effectiveness, usage tracking, customer loyalty/
satisfaction, surveying low-incidence and multicultural pop-
ulations. A leading provider of omnibus research services.

ERVICE

® 100 CATI Stations

®  Consumer, Medical, Executive, IT and In-Depth

Interviews

Web Studies/Hosting including Recruitment for Web and IDls

®  Continually updated Healthcare Professional Database of 3/4 million

®  Onsite Programming, Questionnaire Development, Coding,

Statistical Tabulations and Analysis

®  Toll-free inbound lines for B2B and Pharma Studies

®  Specially Trained Interviewers able to Handle Everyone from
High Level Executives to Uncooperative Respondents

®  Digital Monitoring and Recording System

®  Capacity for Quick Turnaround of Large Studies
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MAXimum Research Inc

"Your Market Research Professionals”
1860 Greentree Road * Cherry Hill, NJ 08003
Phone)856-874-9000 Fax)856-874-9002

Email) Sales@ MAXimumResearch.com
For More Information or to fill out an On-Line
Bid Request, go to: www.MAXimumResearch.com

www.marketingsolutionscorp.com
Greg Surovcik, President
25-25-25-25
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

MAXimum Research, Inc.

Cherry Hill, NJ

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

Robert A. Malmud
100-100-100-100

MAXimum Research is celebrating its 10th anniversary of
high-quality research and the best customer service. We
are a large research facility with a small-business, hands-
on management approach. We can handle your whole
project or be your “invisible arm” by providing you with
the data you need to get the results you want, all in house.
We offer 100 CATI stations with a CfMC interviewing and
Internet package with hosting. We have the capacity for
quick turnaround of large studies.

(See advertisement p. 79)

MSI International East, Inc.
King of Prussia, PA

Ph. 610-265-2000
p.strassen@msimsi.com
www.msimsi.com

Sharon Santangelo, Field Director
40-40-40-40

Olson Research Group, Inc.
Warminster, PA

Ph. 267-487-5500
info@olsonresearchgroup.com
www.olsonresearchgroup.com
Miina Rafinski

25-25-25-25

(See advertisement p. 50)

Reckner Data Collection
Montgomeryville, PA

Ph. 215-822-6220
bogrizek@reckner.com
www.reckner.com
Barbara Ogrizek, Director
10-10-10-10

Reckner Healthcare
Montgomeryville, PA
Ph. 215-822-6220
sphillippe@reckner.com
www.reckner.com
Susan Phillippe
10-10-10-10

Riccl
TELEPHONE
RESEARCH

Ricci Telephone Research, Inc.
Broomall, PA

Ph. 610-356-7575
info@ricciresearch.com
www.ricciresearch.com

Chris Ricci, President
50-50-50-50

Since 1975, our firm has specialized in market research
data collection. We strive to maintain the highest ethical
and quality standards in the industry. We are proficient

in full probing and complex projects. We also offer focus
group recruiting, phone-to-Web recruiting, questionnaire
review and pretesting. Our philosophy of a hands-on
approach by principals of the company has earned the
firm a reputation of quality and integrity. Over 65 years of
marketing/research experience. For more information, call
or visit us at www.ricciresearch.com.

Schlesinger Associates Philadelphia
Philadelphia, PA

Ph. 215-564-7300
lindita@schlesingerassociates.com
www.schlesingerassociates.com
Lindita Mezani, Managing Director
26-0-26-26

(See advertisement inside front cover)

Survey Technology & Research Center (STR)
Sharon Hill, PA

Ph. 800-482-3550

info@strcenter.com

www.strcenter.com

Daniel Schmitt, VP Sales & Marketing
30-30-30-30

TMR (OpinionMD)
Broomall, PA

Ph. 610-359-1190
mac@tmrinfo.com
www.tmrinfo.com
Michelle Collins, V.P./G.M.
50-50-50-50

Pittsburgh

CGampos Market Research, Inc.
D/B/A Campos Inc

Pittsburgh, PA

Ph. 412-471-8484 x309
info@campos.com
WWwWw.campos.com

Kelli Best, Senior Project Director
25-4-25-20

Clark Market Research

Pittsburgh, PA

Ph. 800-426-8248 or 412-361-8248
john@clarkservices.net
www.clarkservices.net

John J. Clark, President
40-20-40-40

Direct Feedback, Inc.

Pittsburgh, PA

Ph. 412-394-3676 or 800-519-2739
kevin.edwards@dfresearch.com
www.dfresearch.com

Kevin Edwards, Project Manager
15-15-15-15

FCP Research

fomerly Focus Center of Pittsburgh
Pittsburgh, PA

Ph. 412-279-5900
fcp@fepresearch.com
www.fcpresearch.com

Cynthia Thrasher

10-10-10-50

Reading

Survey Technology & Research Center (STR)
Reading, PA

Ph. 800-482-3550

info@strcenter.com

www.strcenter.com

Daniel Schmitt, VP Sales & Marketing
40-40-40-40

Scranton/Wilkes-Barre

TMR, Inc. (Telephone Market Research)
Scranton, PA

Ph. 570-969-9995

jwj@tmrinfo.com

www.tmrinfo.com

Jamie Jurgaitis, V.P./G.M.

50-50-50-50
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State College

Diagnostics Plus, Inc.

State College, PA

Ph. 814-238-7936 or 814-234-2344
jfong@diagnosticsplus.com
www.diagnosticsplus.com

Jim Fong, VP of Sales & Marketing
23-23-23-23

Rhode Island

Newport

Advantage Marketing Information, Inc.
Wickford, RI

Ph. 800-732-6345
nagele@advantage411.com
www.advantage411.com

Rick Nagele, President

15-0-15-0

Providence

CapturelSG (Br.)

Warwick, RI

Ph. 401-732-3269 or 866-463-8638
results@captureisg.com
www.captureisg.com

Stuart H. Marion, Managing Partner
15-15-15-15

South Carolina

Greenville/Spartanburg

ProGen Research, Inc.
Greenville, SC

Ph. 864-244-3435
crawfordkp@yahoo.com
Paige Crawford
22-7-22-0

Sparks Research

Clemson, SC

Ph. 864-654-7571
more@sparksresearch.com
www.sparkresearch.com

Richard Groom, Sr. Vice-President
48-48-48-10

South Dakota

Sioux Falls

American Public Opinion Survey & Market
Market Research Corp.

Sioux Falls, SD

Ph. 605-338-3918

ron@mtcnet.net

www.mtcnet.net/~ron

Ron Van Beek, President

27-27-27-27

L & S TeleServices, Inc.
Sioux Falls, SD

Ph. 800-894-7832
john.sievert@I-s.com
www.mostresponsive.com
John Sievert
24-24-24-24
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Tennessee

Chattanooga

Wilkins Research Services, LLC
Chattanooga, TN

Ph. 423-894-9478
info@wilkinsresearch.net
www.wilkinsresearch.net

Lisa or Lynn Wilkins, Co-Owners
100-100-100-100

Memphis

AccuData Market Research, Inc. (Br.)
Memphis, TN

Ph. 800-625-0405 or 901-763-0405
val@accudata.net

www.accudata.net

Valerie Jolly, Manager

12-0-12-12

Renee’ Enterprises

Memphis, TN

Ph. 901-737-9831
creid@reneeenterprises.com
www.reneeenterprises.com
Charlotte R. Reid, Principal-CEQ
10-0-10-10

Texas
Austin

/') CUSTOMER
. INTERNATIONAL

The science of Market research AN T answers.

Customer Research International
San Marcos, TX

Ph. 512-757-8100 or 512-757-8102
michelle@cri-research.com
www.cri-research.com
120-120-120-120

CRl is a full-service market research company with exper-
tise in data collection and analysis. We employ a mix of
powerful methodologies including telephone, online, mail
and focus groups. We provide critical information for suc-
cessful positioning, marketing, sales and profit generation.
We've successfully completed thousands of projects across
the spectrum of B2C, B2B, nonprofit, political, public issues
and government entity. CRI - we’ll do your project right, on
time, every time.

PTV DataSource

San Marcos, TX

Ph. 512-805-6000
kcastleberry@datasource.us
www.datasource.us

Kelly Castleberry, Chief Operating Officer
75-75-75-75

Tammadge Market Research
Austin, TX

Ph. 800-879-9198 or 512-474-1005
melissa@tammadge.com
www.tammadge.com

Melissa Pepper, CSO

30-20-30-30

www.quirks.com

Bryan/College Station

Voter Consumer Research
College Station, TX

Ph. 281-893-1010
dan@vcrhouston.com
www.vcrhouston.com

Dan Kessler, President
96-96-96-96

Dallas/Fort Worth

A DialTek Company

Arlington, TX

Ph. 877-DIALTEK x6326 or 214-741-2635 x6326
daniel@dialtek.com

www.dialtek.com

Daniel Lee

75-75-75-75

Ask Dallas/Pregunta Dallas
Division of MMR Consumer Research
Dallas, TX

Ph. 800-315-8399
tveliz@mmrx.com
www.askdallas.com

Tony Veliz, Director

5-5-1-1

DSS Research

Fort Worth, TX

Ph. 800-989-5150 or 817-665-7000
jdavidson@dssresearch.com
www.dssresearch.com

Jordan Davidson, Marketing Coordinator
100-100-100-100

InfoNet Research, Inc.

Dallas, TX

Ph. 972-234-3600 x112 or 866-504-DATA
rowen@infonetresearch.com
www.infonetresearch.com

Rick Owen, President

45-45-45-45

Information Unlimited, Inc.

Dallas, TX

Ph. 972-386-4498
ejackson@informationunlimited.com
www.informationunlimited.com
Chad Kuepker, Dir. Of Operations
50-50-50-50

Q&M Research, Inc.

Irving, TX

Ph. 708-479-3200
dtucker@gandm.com
www.gqandm.com

Tressea Rash, Facility Director
10-0-10-0

Rincon & Associates

Dallas, TX

Ph. 214-750-0102
info@rinconassoc.com
Www.rinconassoc.com

Edward T. Rincon, Ph.D., President
32-32-32-32

Savitz Field and Focus - Dallas
Member of Focus Coast to Coast
Dallas, TX

Ph. 972-386-4050
information@savitzfieldandfocus.com
www.savitzfieldandfocus.com

Lisa Wilkin, Vice President
50-50-50-50

Schlesinger Associates Dallas
Dallas, TX

Ph. 972-503-3100
dallas@schlesingerassociates.com
www.schlesingerassociates.com
Nancy Ashmore, Vice President
18-0-18-0

(See advertisement inside front cover)

El Paso

AIM Research

El Paso, TX

Ph. 915-591-4777
aimres@aol.com
www.aimresearch.com

Linda Adams, Owner/Director
30-20-30-5

Complete data collection service. Large focus group facility;
audio, video equipment, viewing room, full kitchen, taste
tests, product placements, pre-recruited studies, 30-line
telephone bank, bilingual (Spanish-speaking) interviewers
available. ActiveGroup. Videostreaming.

Houston

Creative Consumer Research
Stafford, TX

Ph. 281-240-9646
bgerjes@ccrsurveys.com
WWW.CCTSUrveys.com

Sajan Pillai, Branch Manager
75-75-75-75

Over 160 phone lines for interviewing including over 130
with CATI for data collection. Nationwide and international
calling capabilities. Executive, in-home product placements,
languages and more. Experienced in political polls, product
placement, callback interviewing, advertising awareness,
market share/penetration, bilingual interviewing.

(See advertisement p. 30)

Market Research & Analysis Field Staff, Inc.
Houston, TX

Ph. 713-271-5624

mrafs@swbell.net

Fay Parker, President

12-6-12-0

Voter Consumer Research
Houston, TX

Ph. 281-893-1010
dan@vcrhouston.com
www.vcrhouston.com

Dan Kessler, President
96-96-96-96
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

San Antonio

 Galloway Research Service

Galloway Research Service

GroupNet San Antonio

San Antonio, TX

Ph. 210-734-4346
dgalloway@gallowayresearch.com
www.gallowayresearch.com

David D. Galloway, VP of Client Services
83-83-83-83

Galloway Research Services, the premier research firm

in the Alamo City houses 83 networked CATI stations

with access to the Internet, WinCATI 4.2, Survey System
v9.0 and CfMC. With over 40 years of experience, you

can trust GRS to meet all your needs. Our team attitude
works hand-in-hand with you to meet your demands.

We produce quality data on time and on budget. We care
about your project. Galloway Research maintains staff with
Professional Research Certification.

Utah

Salt Lake City

BRG Research Services
Provo, UT

Ph. 801-373-9923
luis@brgresearchservices.com
www.brgresearchservices.com
Luis Carter, President
140-140-140-140

DISCUOVERY

RESEARCH

GCGROUP

Discovery Research Group

Salt Lake City, UT

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

Bob Higginson, Director, Business Development
450-450-450-450

With 20+ years of experience, Discovery Research Group
offers a wide range of methodologies customized for
each study. Our experience ranges from consumer stud-
ies to high-level B2B. Our clients report that they use our
products and services because we are solutions-oriented,
flexible and have high-quality data that is consistently
delivered on time. We offer a full range of services that
include data collection through IVR, online surveys, tele-
phone interviewing and a bilingual call center for Spanish
interviewing on quantitative projects. To ensure quality
data, we are ISO 20252 compliant.

(See advertisement p. 82)

= = LIGHTHOUSE

| R E S E A R C H]
Lighthouse Research and Development

Salt Lake City, UT

Ph. 801-446-4000 or 801-244-8987
janderson@go-lighthouse.com
www.go-lighthouse.com

Joe Anderson, Dir. Business Dev.

47-47-47-47

Utah’s full-service research firm, providing high-quality
research and actionable results. All quantitative and quali-
tative methodologies are available: design, data collection,
analysis, moderation, reporting and more. Spanish services,
consumer and business studies. Largest focus group facil-
ity in Utah. 47 CATI stations with Sawtooth Win CATI, Ci3
software and FocusVision. Experienced team of in-house
moderators, analysts, programmers, writers, recruiters
and interviewers. We maintain the strictest quality-control
standards, guarantee accurate, timely results and promise
reliable, reputable service at a reasonable cost.

Experience and Stability Make a

Difference.

Over 21 Years of Survey Know-How.
Market, Opinion & Social Policy

Research.

Guiding you to informed decisions...

DI @RS

RESEARCH

www.DiscoveryResearchGroup.com

GERIONUSP

800.678.3748
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NS@N

NSON Opinion Strategy

Salt Lake City, UT

Ph. 801-983-NSON

info@nsoninfo.com

www.nsoninfo.com

Karl Pace, Marketing/Advertising Director
150-150-150-15

NSON is a data collection research firm. We also have

two luxurious focus group suites in a beautifully-restored
100-year-old mansion. We provide audio and video record-
ing, client office, wireless Internet access, kitchen facilities,
in-house recruiting and free parking. NSON specializes

in CATI telephone surveys, Web-based research, political
voter contact services, tabulation and analysis. Known for
top-quality data, excellent customer service, completing
fast turnaround projects. Prices for all services are very
competitive. Established in 1992.

Venture Data

Salt Lake City, UT

Ph. 800-486-7955
jeffc@VentureData.com
www.VentureData.com
Jeff Call, General Manager
314-314-314-314

%ﬁg Western Wats®

Data collection you can trust
Partners you can rely on

Western Wats
Orem, UT
Ph. 801-373-7735
contact@westernwats.com
www.westernwats.com
Jeff Welch, President
1500-1500-1500-1500

Western Wats is the largest independent survey research
data collection company in North America and is a one-
source destination for all the data collection needs of
research organizations worldwide. Headquartered in
Orem, Utah, Western Wats operates globally throughout
its offices located in North America and the Philippines.
Services include CATI, Web surveys, IVR (automated voice
messaging) and Data Express™ online reporting. Western
Wats operates an extensive online research panel, Opinion
Outpost™, which can be utilized by Western Wats clients
to reach a broad selection of consumer and business seg-
ments. Western Wats uses its proprietary, fully-integrated
data collection platform, W.I.R.E. ™ (Wats Integrated
Research Engine) to collect data from multiple locations
and multiple modes quickly, reliably and in the most secure
environment to be found in the industry.

(See advertisement p. 23)

Vermont

Rutland

The Center For Research & Public Policy
Chester, VT

Ph. 802-875-5003

JCL@CRPP.com

WWW.Crpp.com

Jerry C. Lindsley, President

25-25-25-25

www.quirks.com

D Roanoke
Virginia
Issues and Answers Network, Inc. (Br.)
Global Marketing Research

Grundy, VA

Ph. 757-456-1100 (corporate) or 800-23-ISSUE
peterm@issans.com

WWW.issans.com

Peter McGuinness, President

85-85-85-85

(See advertisement p. 20)

Newport News/Norfolk/
Virginia Beach

Continental Research Associates, Inc.
Norfolk, VA

Ph. 757-489-4887
NGlassman@continentalresearchus.com
www.ContinentalResearchUS.com

Nanci A. Glassman, President
14-10-14-14

Washington

Seattle/Tacoma

ISSUES CNSILeRS

Gloda) Marketing Research

Consumer Opinion Services
Issues and Answers Network, Inc. Marker Research
Global Marketing Research

Virginia Beach, VA

Ph. 757-456-1100 or 800-23-ISSUE

since 1960

Consumer Opinion Services, Inc.

: . GroupNet Seattle
clindemann@issans.com Seattle, WA
WwWw.issans.com Ph. 206-241-6050
400-400-400-400 info@cosvc.com

WWW.COSVC.COM
Jerry Carter, President
17-0-17-0

Issues and Answers Network Inc. is an independent global
marketing research firm providing scalable research
services - everything from survey and sampling design,
in-house data collection and project management to data
analysis and interpretation. Scalable research services
include in-house data collection with 400 CATI stations
across five call centers located in the U.S.

(See advertisement p. 20)

Market research and data collection services with offices
in Seattle; Portland, Ore.; and Las Vegas. Focus group
facilities in Seattle; Portland, Ore.; and Las Vegas are the
GroupNet affiliates in their respective markets. New facili-
ties include Las Vegas and downtown Seattle. Classroom
tests, sensory testing, telephone interviewing and recruit-
ing, Web-based interviews, usability studies, jury research,
mall intercepts, field intercepts, off-site services, mystery
shopping and ethnographies are some of the methodolo-
gies available at Consumer Opinion Services.

(See advertisement p. 83)

Seattle Portland Las Vegas

You used to need an
excuse to go to Vegas

=

areat one. Our new focus
all us with your next project.

onsumer Opinion Services
Market Research Since 1960

206-241-6050

12825 1st Avenue South, Seattle Washington 98168

info@cosvc.com

—
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Customer Research, Inc.

Seahurst, WA

Ph. 206-242-9969 or 800-886-3472
ddunkle@customerresearch.com
www.customerresearch.com
60-60-60-60

Gilmore Research Group
Seattle, WA

Ph. 206-726-5555
info@gilmore-research.com
www.gilmore-research.com
Cathy Peda, Vice President
65-65-65-65

GMA Research Corp.
Bellevue, WA

Ph. 425-460-8800
donmgma@aol.com
www.gmaresearch.com
Don Morgan
34-28-24-24

Hebert Research, Inc.
Bellevue, WA

Ph. 425-643-1337
info@hebertresearch.com
www.hebertresearch.com
32-32-32-32

M A

Pacific Market Research

Renton, WA

Ph. 425-271-2300
info@pacificmarketresearch.com
www.pacificmarketresearch.com
Mark Rosenkranz, Managing Director
150-150-150-150

Pacific has a national reputation for telephone and online
data collection. Our phone center is among the largest on
the West Coast, with CfMC software, remote monitoring
and predictive dialing. 25% of our work is conducted in
Spanish. We also handle national qualitative recruiting for
focus groups and usability testing. For online data collec-
tion we use ConfirmiT, are experienced with multilanguage
and international Web projects and maintain relationships
with multiple panels. Our strengths: honest communication,
competitive pricing and responsive project management.

Spokane

Communications Center, Inc. (Br.)
Spokane, WA

Ph. 866-968-7224 x116
bids@yourcci.com
WWWw.yourcci.com

Jerry Karson, Dir. New Bus. Dev.
120-120-120-120

HN Research, Inc.
Coeur d’Alene, ID

Ph. 877-330-6726
tony@hnresearch.com
www.hnresearch.com
60-0-60-60

Robinson Research

Spokane, WA

Ph. 509-489-4361
mail@robinson-research.com
www.robinson-research.com
William D. Robinson, President
30-30-30-30

Strategic Research Associates
Spokane, WA

Ph. 509-324-4272 or 888-554-6960
johnr@strategicresearch.net
www.strategicresearch.net

Dean Moorehouse, President
10-10-10-0

Yakima

InfoTek Research Group, Inc.
Yakima, WA

Ph. 509-248-8219
tregg@infotekresearch.com
www.infotekresearch.com
Tregg Farmer, President
20-20-20-0

West Virginia

Charleston

Essmeasy £
McMiHiontggggg‘!g

McMillion Research Service
Charleston, WV

Ph. 304-343-9650
jmace@mcmillionresearch.com
www.mcmillionresearch.com
Gary or Sandy McMillion, Owners
135-135-135-135

The McMillion Companies provide 30 years of experi-

ence across all phases of data collection and technology.
McMillion Research provides 135 CATI stations for
consumer- and business-side data collection. Our online
panel, Mindfield Online, uses the latest proprietary software
integration for the best panel and programming experience
available. Breakthrough health care research combines a
multimethod approach to physician and patient surveys.
Our Web development team provides stunning data collec-
tion tools to give not only the respondent but your clientele
the most advanced means of data collection.

(See advertisement pp. 6-7)

Wisconsin

Green Bay/Appleton

Leede Research Group, Inc.
Manitowoc, WI

Ph. 920-482-1417
Jim@Leede.com
www.Leede.com

Jim DeZeeuw, Vice President
35-35-35-35

The Martec Group - Green Bay
TMG Field Research

Green Bay, WI

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

Linda Segersin, General Manager
38-38-38-0
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Matousek & Associates, Inc.
(formerly Wisconsin Research, Inc.)
Green Bay, WI

Ph. 920-436-4647
tamatousek@aol.com
www.matousekandassociates.com
Terri Matousek

15-15-15-0

Madison

Chamberlain Research Consultants, Inc.
Madison, WI

Ph. 608-246-3010

Jpicard@crcwis.com
www.chamberlainresearch.com

Jim Picard, Dir. of Strategic Development
80-80-80-80

GKA Research, Inc.

Madison, WI

Ph. 608-231-2250 or 800-205-7145
info@gkaresearch.com
www.gkaresearch.com
40-40-40-40

Milwaukee

Advantage Research, Inc.
Germantown, WI

Ph. 262-502-7000 or 877-477-7001
ssegrin@advantageresearchinc.com
www.advantageresearchinc.com
Scott Segrin, Vice President
50-50-50-50

The Dieringer Research Group, Inc.
Brookfield, WI

Ph. 262-432-5200 or 888-432-5220
sales@thedrg.com

www.thedrg.com/quirks

Darrell Beneker, Director, Research Operations
50-50-50-50

Lein/Spiegelhoff, Inc.
Brookfield, WI

Ph. 262-797-4320
info@lein-spiegelhoff.com
www.lein-spiegelhoff.com
Chuck Spiegelhoff, President
50-40-50-50

Management Decisions, Inc.
Milwaukee, WI

Ph. 414-774-0623
info@managementdecisionsinc.com
www.managementdecisionsinc.com
Lesa Bunce, President
40-30-40-40

Market Probe, Inc.
Milwaukee, WI

Ph. 414-778-6000
usa@marketprobe.com
www.marketprobe.com
75-75-75-60

Mazur/Zachow, Inc.
Brookfield, WI

Ph. 262-938-9244
michelec@mazurzachow.com
Www.mazurzachow.com
Michele Conway, President
15-0-0-0

www.quirks.com


http://www.quirks.com
mailto:tamatousek@aol.com
http://www.matousekandassociates.com
mailto:Jpicard@crcwis.com
http://www.chamberlainresearch.com
mailto:info@gkaresearch.com
http://www.gkaresearch.com
mailto:ssegrin@advantageresearchinc.com
http://www.advantageresearchinc.com
mailto:sales@thedrg.com
http://www.thedrg.com/quirks
mailto:info@lein-spiegelhoff.com
http://www.lein-spiegelhoff.com
mailto:info@managementdecisionsinc.com
http://www.managementdecisionsinc.com
mailto:usa@marketprobe.com
http://www.marketprobe.com
mailto:michelec@mazurzachow.com
http://www.mazurzachow.com
mailto:mail@robinson-research.com
http://www.robinson-research.com
mailto:johnr@strategicresearch.net
http://www.strategicresearch.net
mailto:tregg@infotekresearch.com
http://www.infotekresearch.com
mailto:jmace@mcmillionresearch.com
http://www.mcmillionresearch.com
mailto:Jim@Leede.com
http://www.Leede.com
mailto:linda.segersin@martecgroup.com
http://www.martecgreenbay.com
mailto:ddunkle@customerresearch.com
http://www.customerresearch.com
mailto:info@gilmore-research.com
http://www.gilmore-research.com
mailto:donmgma@aol.com
http://www.gmaresearch.com
mailto:info@hebertresearch.com
http://www.hebertresearch.com
mailto:info@pacificmarketresearch.com
http://www.pacificmarketresearch.com
mailto:bids@yourcci.com
http://www.yourcci.com
mailto:tony@hnresearch.com
http://www.hnresearch.com

Quirk’s Marketing Research Review
covers the research process from start to
: finish. Each month in our magazine and
every day on the Web, we're the industry’s
most comprehensive information source.

Learn

Read case histories and expert-opinion
articles on all aspects of research, from
qualitative to quantitative.

Locate

Search our supplier directories for
focus group facilities, panel providers,
data processing firms, software
makers and more.

Your
Guiding
Light to
Better Research

Advance

Jump-start your career by browsing
hundreds of marketing research job
listings.

Grow

Use our events and Webinar calendar
to find educational opportunities
around the world and talk to your
peers in discussion forums.

'S
QUIRK Marketing research tools and ideas in print and online.

Marketing Research Review
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

International

Argentina

Fine Research S.R.L.
Buenos Aires

Argentina

Ph. 54-11-4896-4180
field-la@fine-research.com
www.fine-research.com
Diego Casaravilla, Director
12-12-12-12

Rosenthal Research - Argentina Branch
Buenos Aires

Argentina

Ph. 34 93 506 6006
jan_flechsig@rosenthal-research.com
www.rosenthal-research.com

Jan Flechsig, Director

20-20-20-0

DBM Consultants Pty Ltd
Hawthorn, VIC

Australia

Ph. 61-3-9819-1555
dbm@dbmcons.com.au
www.dbmcons.com.au
50-50-50-50

New Focus Research - Adelaide
Marden (Adelaide), SA

Australia

Ph. 61-8-7224-6800
admin@newfocus.com.au
www.newfocus.com.au

Jennie Folland, Field Manager
23-23-23-0

Pulse Group

Sydney, NSW
Australia

Ph. 61-2-9006-1685
info@pulse-group.com
www.pulse-group.com
Bob Chua, CEO
22-22-22-22

West Coast Field Services

Applecross, WA

Australia

Ph. 61-8-9316-3366

sandra@wcfs.com.au

www.wcfs.com.au

Sandra Simpson, Field Operations Manager
39-27-39-0

Austria

Manitoba

TRICONSULT Wirtschaftsanalytische Forschung
1080 Vienna

Austria

Ph. 43-1-408-49-31-0

office@triconsult.at

www.triconsult.at

28-28-28-28

Belgium

Significant GfK nv
3001 Heverlee
Belgium

Ph. 32-16-74-24-24
info@significant.be
www.gfk.be/
60-60-60-60

Brazil

ABACO Marketing Research, Ltd.
01310-000 Sao Paulo

Brazil

Ph. 55-11-3262-3300 or 775-320-7725 (U.S.)
Abaco@AbacoResearch.com
www.AbacoResearch.com

Alan Grabowsky, President

26-26-26-26

Fine Research S.R.L.
Consolacao, Sao Paulo
Brazil

Ph. 54-11-3256-1626
field-la@fine-research.com
www.fine-research.com
Diego Casaravilla, Director
20-20-20-5

OEUEGE!

British Columbia

Vancouver

Mustel Group Market Research
Vancouver, BC

Canada

Ph. 604-733-4213
general@mustelgroup.com
www.mustelgroup.com

Phil Giborski, Operations Manager
35-35-35-35

NRG Research Group

Vancouver, BC

Canada

Ph. 604-681-0381 or 800-301-7655
info@nrgresearchgroup.com
www.nrgresearchgroup.com

Adam Di Paula, Sr. Vice President
10-10-10-10

Synovate

Vancouver, BC

Canada

Ph. 064-664-2400
Rosy.Cheng.@synovate.com
www.synovate.com
Manpreet Guttman
32-32-32-32
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Winnipeg

Dimark Research Inc.
Winnipeg, MB

Canada

Ph. 204-987-1955
fabio@dimark.ca
www.dimarkresearch.com
Fabio Espsito, President
75-75-75-0

kisquared
Winnipeg, MB
Canada

Ph. 204-989-8002
ki2@kisquared.com
www.kisquared.com
28-28-28-0

NRG Research Group

Winnipeg, MB

Canada

Ph. 800-301-7655 or 204-989-8999
info@nrgresearchgroup.com
www.nrgresearchgroup.com
Andrew Enns, Sr. Vice President
130-130-130-130

Nova Scotia

Halifax

Blue Ocean Contact Centers
Halifax, NS

Canada

Ph. 902-722-3300
info@blueocean.ca
www.blueocean.ca

Andrew O’Brien
400-400-400-400

Call-Us Info, Inc.

Halifax, NS

Canada

Ph. 818-989-1044
gstickeler@isacorp.com
www.call-us-info.com

Gregg Stickeler, SVP, Client Services
85-85-85-85

Ontario

London

Market Strategies, Inc. (Br.)
London, ON

Canada

Ph. 519-646-2969 or 888-227-9977
info@marketstrategies.com
www.marketstrategies.com

Tim Wirtz

108-108-108-108

www.quirks.com
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Ottawa

~= Elemental

DATA COLLECTION INC

.. It's in our nature
Elemental Data Collection, Inc.
Ottawa, ON
Canada
Ph. 613-667-9352
info@elementaldci.com
www.elementaldci.com
Colin Kiviaho, Partner
70-70-70-70

Elemental Data Collection provides a full range of field
services including: CATI interviewing, online surveys, elite
B2B, remote monitoring, multilingual capabilities, mail/data
entry, coding and tabulation services. We are an indepen-
dently-owned and -operated company. As your research
partner, we ensure high-quality data and fast, responsive
service at affordable prices. Working with you to ensure
your success - it's in our nature!

e ' OPINION

rasponsive service, reliable results

Opinion Search Inc.

Ottawa, ON

Canada

Ph. 800-363-4229 or 613-230-9109
info@opinionsearch.com
www.opinionsearch.com

Janette Niwa, V.P. Client Services
145-145-145-145

Opinion Search Inc. has 275 CATI stations across our
two state-of-the-art call centers, offering CATI, online
and mixed-method surveying. For online, we have a
proprietary Canadian panel, can source targeted or
international sample or we can use your lists. We have
focus group facilities in Canada and conduct database,
random and list recruiting. We're truly a one-stop-shop,
offering sampling, coding and crosstabulation as well.
Our dataCAP allows clients to monitor the progress of
their CATI, online and recruit data collection via a secure
Internet portal live as it’s collected.

(See advertisement p. 46)

Toronto

Acrobat Research
Mississauga, ON

Canada

Ph. 416-503-4343
info@acrobat-research.com
www.acrobat-research.com
Tim Sinke
200-200-200-200

BBM Analytics

A subsidiary of BBM Canada
Toronto, ON

Canada

Ph. 416-445-8881
dpeirce@bbm.ca
www.bbmanalytics.ca
Diane Peirce
250-250-250-250

Canadian Viewpoint, Inc.
Richmond Hill, ON

Canada

Ph. 905-770-1770 or 888-770-1770
info@canview.com
Www.canview.com

Alan Boucquey, V.P. Operations
60-48-60-48

www.quirks.com

@
consumercontact

Your Partner in Survey Data Collection

Consumer Contact

Toronto, ON

Canada

Ph. 800-461-3924 or 416-493-6111
info@consumercontact.com
www.consumercontact.com

Gord Ripley, Vice President Client Services
450-450-450-450

Consumer Contact is a leader in customer satisfaction
and loyalty tracking, conducting over 1 million customer
satisfaction interviews a year. We are driven by a passion
for data quality based on nearly 40 years of experience.
Consumer Contact has the well-earned reputation as
being the data collection partner who can handle the larg-
est, most-complex research projects. We have 450 CATI
stations across five Canadian-based call centers. Our inno-
vative reporting tools include question-based digital voice
recording that allows us to record, monitor and play back
our CATI interviews at the question level.

ConsumerVis'on

Facilitating understanding &

Consumer Vision Ltd.

Toronto, ON

Canada

Ph. 416-967-1596 or 866-967-1596
info@consumervision.ca
http://www.consumervision.ca

Kristi Turnbull, Vice-President
62-0-62-0

Located in the heart of downtown Toronto, Consumer
Vision has been providing qualitative and quantitative field
management services for more than a decade to clients
across Canada and the United States. We operate seven
state-of-the-art focus group facilities and our own in-house
recruiting and quantitative telephone survey center. We
have Canada’s largest recruiting database for capturing
those tough-to-reach consumers and professionals in sec-
tors spanning packaged goods and financial services to
more difficult-to-reach small business people, physicians
and health care professionals.

Forum Research, Inc.

Access Research Inc.

Toronto, ON

Canada

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

Lorne Bozinoff, President
120-120-120-120

Hay Research International
(formerly Burwell Hay)
Toronto, ON

Canada

Ph. 416-422-2000
ahay@hayresearch.com
www.hayresearch.com
50-50-50-50

IFOP North America
Toronto, ON

Canada

Ph. 416-964-9222
solutions@ifopna.com
www.ifop.com

John Ball, COO
62-0-62-0
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Karom Group of Companies
Toronto, ON

Canada

Ph. 416-489-4146
karom@karomgroup.com
www.karomgroup.com
10-10-10-10

Market Probe Canada

Toronto, ON

Canada

Ph. 416-487-4144
canada@marketprobe.com
www.marketprobe.com

Gordon Kidd, Director of Operations
135-135-135-135

Metroline Research Group, Inc.
Kitchener, ON

Canada

Ph. 800-827-0676 or 519-584-7700
info@metroline.ca
www.metroline.ca

Dave Kains, CMRP, Partner
20-10-10-0

Millward Brown Canada
Toronto, ON

Canada

Ph. 416-221-9200

james.conrad@ca.millwardbrown.com

www.millwardbrown.com
Todd Gillam
250-250-250-250

National Response

Toronto, ON

Canada

Ph. 416-422-2204
info@nationalresponse.ca
www.nationalresponse.ca
Hugh Olley, Manager Field Ops.
50-50-50-50

R.LS. Christie - The Data Collection Company

Toronto, ON

Canada

Ph. 416-778-8890
generalinfo@rischristie.com
www.rischristie.com

Olga Friedlander, President
30-25-25-25

Research House, Inc.

Toronto, ON

Canada

Ph. 416-488-2328 or 800-701-3137
info@research-house.ca
www.research-house.ca
190-123-190-123

Telepoll Canada Inc.
Toronto, ON

Canada

Ph. 416-977-0608 x222
cschmakies@telepoll.net
www.telepoll.net
Christine Schmakies
40-40-40-40

Walker Information Canada
Toronto, ON

Canada

Ph. 416-386-2149
solutions@walkerinfo.com
www.walkerinfo.com
136-136-136-136
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Quebec

Montreal

Ad Hoc Research

Montreal, QC

Canada

Ph. 514-937-4040 x175 or 877-937-4040
reservation@adhoc-research.com
www.adhoc-research.com

Amelie Baillargeon, Field Director
65-65-65-65

CROP inc.
Montreal, QC
Canada

Ph. 514-849-8086
info@crop.ca
WWWw.crop.ca
70-70-70-70

e " OPINION

responsive service, reliable results

Opinion Search Inc. (Br.)

Montreal, QC

Canada

Ph. 800-363-4229 or 514-288-0199
info@opinionsearch.com
www.opinionsearch.com

Steve McDonald, National Field Director
130-130-130-130

Opinion Search Inc. has 275 CATI stations across our
two state-of-the-art call centers, offering CATI, online
and mixed-method surveying. For online, we have a
proprietary Canadian panel, can source targeted or inter-
national sample or we can use your lists. We have focus
group facilities in Canada and conduct database, random
and list recruiting. We're truly a one-stop-shop, offering
sampling, coding and crosstabulation as well. Our data-
CAP allows clients to monitor the progress of their CATI,
online and recruit data collection via a secure Internet
portal live as it’s collected.

(See advertisement p. 46)

Saskatchewan

Saskatoon

Insightrix Research Services
Saskatoon, SK

Canada

Ph. 306-657-5640 or 866-888-5640
sales@insightrix.com
www.insightrix.com

Corrin Harper

37-37-37-37

Chile

Fine Research The LatAm Field Company
7850-137 Santiago

Chile

Ph. 54-11-4896-4180
field-la@fine-research.com
www.fine-research.com

Diego Casaravilla, Director

10-10-10-10

China

(See also Hong Kong)

Marcom-China.com Company Ltd.
Shanghai

China

Ph. 86-21-5100-3580
info@marcom-china.com
www.marcom-china.com

Jenny Zhang

60-60-60-60

RNB Research: Fieldwork Specialist for Asia
Shanghai

China

Ph. 86-21-6149 8547

info@rnbresearch.com

www.rnbresearch.com

Mr. Radhey

145-145-0-0

Colombia

Centro Nacional de Consultoria
Bogota

Colombia

Ph. 57-1-339-4888

cnc@cnccol.com
www.centronacionaldeconsultoria.com
Carlos Lemoine, Manager
180-40-180-0

YanHaas

Bogota

Colombia

Ph. 57-1-650-1616 or 57-1-232-86666
contacto@yanhaas.com
www.yanhaas.com

Mery Helen Arias

70-47-70-70

Denmark

ACNielsen Denmark A/S
2900 Hellerup

Denmark

Ph. 45-35-43-35-43
denmark.office@nielsen.com
www.acnielsen.aim.dk
80-80-80-80

Berent Aps

2300 Copenhagen S
Denmark

Ph. 45-32-64-12-00
info@berent.dk
40-40-40-40
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France

CSA

75086 Paris Cedex 2
France

Ph. 33-1-44-94-44-00
celine.butler@csa.eu
WWW.csa.eu
175-175-175-175

Efficience 3

51057 Reims, Cedex

France

Ph. 33(0)-3-26-79-75-89
marie.|@efficience3.com
www.efficience3.com

Chloe Vignon, Int’'l Research Manager
85-85-85-0

Focus World International, Inc. - Europe
75015 Paris

France

Ph. 732-946-0100 (U.S.)
paulette@focusworldint.com
www.focusworldinternational.com
Paulette Eichenholtz, President
50-18-50-50

GMV Conseil

75011 Paris

France

Ph. 33-1-55-25-50-00
gmv-conseil@gmv-conseil.fr
www.gmv-conseil.fr

Eric Fournier, Managing Director
15-15-15-15

I.E.S. Information Europe Services-Phoneme
75009 Paris

France

Ph. 33-1-42-62-42-18
phoneme@ieseurope.com
Www.ieseurope.com

40-40-40-40

La Maison Du Test

Montreuil

France

Ph. 33-1-73-02-69-69
info@lamaisondutest.com
www.lamaisondutest.com

Malmanche Christophe, General Manager
16-16-16-0

MV2 Conseil

92120 Montrouge, Paris

France

Ph. 33-1-46-73-31-31 or 33-1-46-73-31-86
info@mv2group.com

WWW.Mmv2group.com

Christian de Balincourt, Director
510-510-510-510

Germany

abs Marktforschung

Abele und Strohle OHG

89079 Ulm

Germany

Ph. 49-731-4001-0
hallo@abs-marktforschung.de
www.abs-marktforschung.de
Stefan Stroehle, Managing Director
80-80-80-80

www.quirks.com
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ASKi International Market Research
D-20095 Hamburg

Germany

Ph. 435-654-3639 (U.S.) or 49-40-3256710
kd@aski.de

www.aski.de

Kirsten Dietrich

100-100-100-0

at random international
22869 Schenefeld
Germany

Ph. 49-40-839-3480
er@atrandom.de
www.atrandom.de
Elfriede Meyer-Roennau
80-80-80-80

CSl International

44137 Dortmund

Germany

Ph. 49-231-54505-0
henning.eichholz@csi-international.de
www.csi-international.de
85-85-85-85

CSl International is an independent specialist for central-
ized worldwide data collection services covering almost all
markets, industries and audiences. CSI International owns
telephone labs with 85 CATI stations. Native-speaking
agents are conducting qualitative and quantitative inter-
views in 17 languages and 102 countries.

ENIGMA GmbH

Medien-und Marketingforschung GmbH
65183 Wieshaden

Germany

Ph. 49-611-999-600
mail@enigma-gfk.de
www.enigma-gfk.de

Thomas Pauschert, Managing Director
130-130-130-130

FBInnovation GmbH

D-41428 Neuss

Germany

Ph. 49 2137 91788 0
Fritz.Brandes@fbinnovation.de
www.fbinnovation.de

Fritz Brandes, Managing Director
11-0-11-0

forsa GmbH
10119 Berlin
Germany

Ph. 49-30-62882-0
info@forsa.de
www.forsa.de
Corina Frahn
180-180-180-180

gdp Markt und Meinungsumfragen GmbH
22081 Hamburg

Germany

Ph. 49-40-2987-60
kontakt@gdp-group.com
www.gdp-group.com

200-200-200-200

IMR - Institute for Marketing Research
60313 Frankfurt

Germany

Ph. 49-69-297-207-14
markus.schaub@imr-frankfurt.de
www.imr-frankfurt.de

70-70-70-0

www.quirks.com

Kramer Marktforschung GmbH
48153 Munster

Germany

Ph. 49-251-20800-140
info@kraemer-germany.com
www.kraemer-germany.com

Sebastian Lohmann, Managing Director
140-140-140-0

Link Institut fur Markt- und Sozialforschung
60389 Frankfurt/Main

Germany

Ph. 49-69-94540-0 or 49-69-94540-728
info@link-institut.de

www.link-institut.de

Thomas Gleissner

150-150-150-0

MR&S Market Research & Services GmbH
61440 Oberusel

Germany

Ph. 6171-20782-40

info@mr-s.com

WWW.Mmr-S.com

Thomas Aragones, Managing Director
30-30-5-5

PhoneResearch KG
22305 Hamburg
Germany

Ph. 49-40-611655-0
mail@phoneresearch.de
170-170-170-0

Schmiedl Marktforschung GmbH

80331 Munich

Germany

Ph. 49-89-231810-100

info@schmiedl-munich.de
www.schmied|-marktforschung.de/munich/english/
Stephan Schmid, Managing Director

60-60-14-14

Schmied| Marktforschung is an independent market research
institute. Our Berlin and Munich test studios offer quantitative
and qualitative market research and CATI facilities.

(See advertisement p. 35)

Valid Research

33602 Bielefeld

Germany

Ph. 49-521-96591-0
info@validresearch.com
www.validresearch.com

Harald Blacha, Managing Director
60-60-60-60

Greece

GfK Hellas Ltd.

115 28 Athens

Greece

Ph. 30-2-10-757-2600
grinfo@gfk.com
www.gfk.gr

Anthony May, CEO
50-40-40-0

Hong Kong

Consumer Search Hong Kong Ltd.
North Point, Hong Kong

Hong Kong

Ph. 852-2891-6687
general@cshk.com

www.cshk.com

Paul Lee, Executive Director
60-60-60-0

Marcom-HongKong.com Company Ltd.
Hong Kong

Ph. 852-8176-0933
info@marcom-hongkong.com
www.marcom-hongkong.com

KC Wong

30-30-30-30

Synovate - Asia Pacific Headquarters
Causeway Bay

Hong Kong

Ph. 852-2881-5388
hongkong@synovate.com
www.synovate.com

83-83-0-0

India

Colwell & Salmon Communications, Inc. (Br.)
Noida, Uttar Pradesh

India

Ph. 91-120-258-9901 or 800-724-5318 (US)
sales@colwell-salmon.com
www.colwell-salmon.com

Durga Das

200-200-200-200

cross-tab

transforming market research

Cross-Tab Marketing Services (Br.)
Mumbai

India

Ph. 91-22-40682822 or 91-22-40682810
sales@cross-tab.com
Www.cross-tab.com

Ashwin Mittal

45-45-45-20

Cross-Tab provides a full range of market research and
analytics solutions to global clients. Our suite of services
takes care of all operational and project management
aspects of the market research business while our cli-
ents focus on research design, insights generation and
consulting. Our services include: research operations
management; data collection (online, CATI, panel and India
fieldwork); market research process outsourcing (survey
programming, data processing, reports and presentations,
panel and field management) and extension teams (data
analytics, secondary research, quality checks).

Impetus Research Pvt. Ltd.

New Delhi

India

Ph. 91-11-4608-7975
quotes@impetus-research.com
www.impetus-research.com

Ankur Aggarwal, Director Client Services
20-15-20-0

Kadence International

New Delhi

India

Ph. 91-11-4556-8400
amakkar@kadence.com
www.kadence.com

Aman Makkar, Managing Director
50-50-50-50

Majestic Market Research Support Services Ltd.
Mumbai, Maharashtra

India

Ph. 91-22-26542711

info@mmrss.com

WWW.Mmrss.com

Raj Sharma

40-30-30-10
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1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

RNB Research: Fieldwork Specialist for Asia
RNB House

Noida (U.P.)

India

Ph. 91-11-2546-1415

info@rnbresearch.com

www.rnbresearch.com

Mr. Radhey, Client Dev. Manager
145-145-145-145

Indonesia

Kadence International

Jakarta Selatan

Indonesia

Ph. 62-21-3001-5990
vthomas@kadence.com
www.kadence.com

Vivek Thomas, Managing Director
10-10-10-10

Ireland

DataDirection

Dublin

Ireland

Ph. 353-1-864-3333
info@datadirection.com
www.datadirection.com
Christina Fox
20-10-20-10

Millward Brown Lansdowne
Dublin

Ireland

Ph. 353-1-297-4500
info@mbims.ie
www.mbims.ie

Margaret Hoctor

90-90-90-0

MORI Ireland

Dublin

Ireland

Ph. 353-1-632-6000
tarik.laher@ipsos-mori.com
WWW.ipsos-mori.com
Eamonn Tracey
25-25-25-0

[taly

Experian Marketing Services
20122 Milan

Italy

Ph. 39-06-72-42-21
marco.vecchiotti@experian.it
www.experian.it
450-450-450-450

Inter@ctive Market Research srl
80127 Naples

Italy

Ph. 39-081-22-92-473
info@imrgroup.com
WWWw.imrgroup.com

Maurizio Pucci

15-15-15-8

Medi-Pragma S.r.l.

00198 Rome

Italy

Ph. 39-06-84-55-51
medipragmaint@medipragma.com
www.medipragma.com

Lucio Corsaro, General Manager
60-60-60-60

WEIEYSE!

Kadence International
59200 Kuala Lumpur
Malaysia

Ph. 6 03 2267 7222
bwebb@kadence.com
www.kadence.com

Ben Webb, Managing Director
25-25-25-25

Pulse Group

Okaris Kuala Lumpur
Malaysia

Ph. 603-2167-6666
info@pulse-group.com
www.pulse-group.com
Bob Chua, CEO
62-62-62-62

Vexico

EPI Marketing, S.A. de C.V.

Mexico City, DF

Mexico

Ph. 52-55-8995-5191 or 646-472-5030 (U.S.)
info@epimarketing.net

www.epimarketing.net

Ricardo Escobedo, President

25-25-25-0

Fine Research The LatAm Field Company
Churubusco, Mexico

Mexico

Ph. 52-55-5659-5645 or 521-55-1730-9341
field-la@fine-research.com
www.fine-research.com

Diego Casaravilla, Director

15-15-15-15

Market Intelligence

Mexico City

Mexico

Ph. 52-55-2455-1500
htavera@marketintelligence.com.mx
www.marketintelligence.com.mx
40-40-40-0

Pearson, S.A. de C.V.

Mexico, DF

Mexico

Ph. 52-55-5531-5560 or 52-55-5531-5324
pearson@pearson-research.com
www.pearson-research.com

Manuel Barberena, CEO

80-80-80-80

Survey Investigacion Y Estudios de Mercado, S.A.
Mexico City, DF

Mexico

Ph. 52-5659-9570
sclient@surveyinvestigacion.com.mx
www.surveyinvestigacion.com.mx

8-8-8-8
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The Netherlands

Calls & More

3833 AL Leusden
Netherlands

Ph. 31-85-2010000
info@callsandmore.nl
www.callsandmore.nl
60-60-60-60

Desan Research Solutions
1016 DG Amsterdam
Netherlands

Ph. 31-20-620-15-89
info@desan.nl
www.desan.nl
50-50-50-50

Global Data Collection Company (GDCC)
3013 AP Rotterdam

Netherlands

Ph. 31-10-300-3003
sanne.krom@gdcc.com

www.gdcc.com

170-170-170-170

Intomart Gfk bv

1201 DA Hilversum

Netherlands

Ph. 31-35-625-84-11
info@intomartgfk.nl

www.intomartgfk.nl

Leendert van Meerem, General Manager
140-140-140-140

Team Vier b.v.

1182 JW Amstelveen
Netherlands

Ph. 31-20-645-53-55
info@teamvier.nl
www.teamvier.nl
Hans van Gool
35-35-35-1

TNS NIPO

1013 KS Amsterdam
Netherlands

Ph. 31-20-522-54-44
info@tns-nipo.com
www.tns-nipo.com
300-300-300-300

Norway

TNS Gallup

0133 Oslo

Norway

Ph. 47-91-11-16-00
info@tns-gallup.no
www.tns-gallup.no
Martin Svedman
80-80-80-60

Philippines

Convergys Gustomer Intelligence Services
Makati City, Manila

Philippines

Ph. 800-344-3000
marketing@convergys.com
www.convergys.com/customer-intelligence
Kathy Renaker, Dir. Mkt. Rsch. Outsourcing
103-103-103-103
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Portugal

GfK METRIS

1050 - 046 Lisbon
Portugal

Ph. 351-21-000-02-00
gfk.portugal@gfk.com
www.gfk.pt

Mafalda Brasil
50-50-50-50

Puerto Rico

Custom Research Center, Inc.
Urb. San Francisco Rio Piedras, PR
Puerto Rico

Ph. 787-764-6877
parimalccrc@prtc.net
www.customresearchpr.com
20-20-20-20

Gaither International, Inc.
Santurce, PR

Puerto Rico

Ph. 787-728-5757
gaither@gaitherinternational.com
www.gaitherinternational.com
30-30-30-30

The Marketing Center
San Juan, PR

Puerto Rico

Ph. 787-751-3532
info@tmcgroup.net
www.tmegroup.net
20-20-5-5

SKA Division of Mediafax, Inc.
San Juan, PR

Puerto Rico

Ph. 787-721-1101
sklapper@ska-pr.com
www.ska-pr.com

6-6-6-6

Romania

Future Marketing
Bucharest

Romania

Ph. 40 21 231 7838
office@futuremarketing.ro
www.futuremarketing.ro
20-0-0-0

Russia

WorkLine Research

102 Moscow

Russia

Ph. 7 812 702 3302 or 7 495 221 0401
arestova@workline.ru

www.workline.ru

Maria Arestova

35-35-35-35

www.quirks.com

Singapore

Joshua Research Consultants Pte Ltd
Singapore

Singapore

Ph. 65-6227-2728
info@joshuaresearch.com
www.joshuaresearch.com

Alan Tay, Executive Director
36-36-36-0

Kadence International
Singapore

Singapore

Ph. 65-6372-8710
plee@kadence.com
www.kadence.com

Piers Lee, Managing Director
30-30-30-30

South Korea

Synovate

Seoul

South Korea

Ph. 82-2-741-3091
korea@synovate.com
www.synovate.com
40-40-0-0

Spain

Castello Veintitres, S.L.

28001 Madrid

Spain

Ph. 34 91 435 99 85
international@salascastello23.com
www.salascastello23.com
12-12-0-0

Rosenthal Research

08015 Barcelona

Spain

Ph. 34 93 506 6006
jan_flechsig@rosenthal-research.com
www.rosenthal-research.com

Jan Flechsig, Director

70-70-70-0

Synovate

28028 Madrid

Spain

Ph. 34-91-837-93-00
elvira.martin@synovate.com
www.synovate.com

Susanne Ball, International Unit Manager
65-65-65-0

TNS Spain

081970 Barcelona
Spain

Ph. 34-93-581-94-00
info.es@tns-global.com
www.tns-global.es
Maria Traver
340-340-340-340

TNS Spain (Madrid)
28037 Madrid

Spain

Ph. 34-91-432-87-00
info.es@tns-global.com
www.tns-global.es
Maria Traver
340-340-340-340
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Sweden

Furst Scandinavian Research AB
192 70 Sollentuna

Sweden

Ph. 46-8-21-5959

info@fsr.se

www.fsr.se

40-40-40-0

Intervjubolaget - IMRI AB
172 32 Stockholm

Sweden

Ph. 46-611-34-97-20
info@ibimri.se
www.ibimri.se
130-130-130-200

Research RBM
S-211 45 Malmo
Sweden

Ph. 46-40-699-80-70
goran.lilja@rbmab.se
www.rbmab.se
Goran Lilja, Director
20-20-20-20

Taiwan

Opinion Research Taiwan

Taipei

Taiwan

Ph. 886-2-2758-0866 or 886-930-974-595
kevinmeyer@ort.com.tw

www.ort.com.tw/

Kevin Meyer

20-0-20-0

United Kingdom

B2B International Ltd.
Stockport, Manchester
United Kingdom

Ph. 44-161-440-6000
info@b2binternational.com
www.b2binternational.com
Peter Mullarkey
60-55-60-0

FDS International Ltd.
London

United Kingdom

Ph. 44-20-7272-7766
enquiries@fds.co.uk
www.fds.co.uk
80-80-80-80

=%
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= Interactive

Harris Interactive (London)
Brentford

United Kingdom

Ph. 44-20-8263-5200
info-uk@harrisinteractive.com
www.harrisinteractive.com/europe
Claire Jones

150-150-150-0

(See advertisement p. 33)

ICM Direct

Camden

United Kingdom

Ph. 44-20-7428-7870
patrickd@icm-direct.com
www.icm-direct.com
Patrick Diamond
290-290-290-290

—
o
D
=)
=
o
=
9>
-
Q
2.
=
D
wn
=
=
D
O
H-
<



http://www.quirks.com
mailto:info@fsr.se
http://www.fsr.se
mailto:info@ibimri.se
http://www.ibimri.se
mailto:goran.lilja@rbmab.se
http://www.rbmab.se
mailto:kevinmeyer@ort.com.tw
http://www.ort.com.tw/
mailto:info@b2binternational.com
http://www.b2binternational.com
mailto:enquiries@fds.co.uk
http://www.fds.co.uk
mailto:info-uk@harrisinteractive.com
http://www.harrisinteractive.com/europe
mailto:patrickd@icm-direct.com
http://www.icm-direct.com
mailto:info@joshuaresearch.com
http://www.joshuaresearch.com
mailto:plee@kadence.com
http://www.kadence.com
mailto:korea@synovate.com
http://www.synovate.com
mailto:international@salascastello23.com
http://www.salascastello23.com
mailto:jan_flechsig@rosenthal-research.com
http://www.rosenthal-research.com
mailto:elvira.martin@synovate.com
http://www.synovate.com
mailto:info.es@tns-global.com
http://www.tns-global.es
mailto:info.es@tns-global.com
http://www.tns-global.es
mailto:gfk.portugal@gfk.com
http://www.gfk.pt
mailto:parimalccrc@prtc.net
http://www.customresearchpr.com
mailto:gaither@gaitherinternational.com
http://www.gaitherinternational.com
mailto:info@tmcgroup.net
http://www.tmcgroup.net
mailto:sklapper@ska-pr.com
http://www.ska-pr.com
mailto:office@futuremarketing.ro
http://www.futuremarketing.ro
mailto:arestova@workline.ru
http://www.workline.ru

>
S
(@)
-+
(&)
(D)
=
o
wn
2
‘O
T
L
Q
{
(@)
<
o
2
(<P
|_

1. STATIONS - No. of interviewing stations at this location

2. CATI - No. of stations using computer-aided interviewing

3. ON-SITE - No. of stations which can be monitored on-site

4. OFF-PREMISES- No. of stations which can be
monitored off-premises

Ipsos International CatiCentre
(Ipsos UK)

Harrow

United Kingdom

Ph. 44-20-8861-8009
tony.harper@ipsos.com
WWW.ipsos-mori.com

Tony Harper, Research Director
401-401-220-220

Ipsos MORI ICC
(International CatiCentre)
London

United Kingdom

Ph. 44-20-7347-3000
mori@mori.com
WWW.ipsos-mori.com
401-401-401-220

JRA Research

Nottingham

United Kingdom

Ph. 44-771-415-4705 or 44-115-910-5775
paul@jraresearch.com
www.jraresearch.com

Paul Summers, Director

45-45-45-45

Kadence International

London

United Kingdom

Ph. 44-208-246-5400
severard@kadence.com
www.kadence.com

Simon Everard, Managing Director
60-60-60-60

kudos

Kudos Research

London

United Kingdom

Ph. 44-20-7490-7888 or 44-20-3217-2850
info@kudosresearch.com
www.kudosresearch.com

Efisio Mele or Chris Smith

80-80-80-80

Kudos Research is your partner for high-quality international
B2B and consumer telephone data collection. We provide
qual and quant interviewing into over 62 countries using
native-language speakers. Centralized project manage-
ment ensures the highest levels of quality, consistency and
harmonization across all markets. Our CATI software allows
seamless integration of online and telephone interviewing
and real-time access to results. All our calls are digitally
recorded. We have 1QCS and 1S020252 accreditation and
MRS membership, and operate a 24/7 operation from 80
CATI stations in London. See www.kudosresearch.com.

Millward Brown Ulster
Belfast

United Kingdom

Ph. 44-28-90-380250
ask@uk.millwardbrown.com
www.ums-research.com
35-35-35-35

international field and tab
ORC Direct

London

United Kingdom

Ph. 44-20-7675-1000

Nicola.Lamming@orc.co.uk

www.orcdirect.com

Nicola Lamming

100-100-100-0

ORC Direct offers a fast and flexible data collection service
to market research agencies and consultancies across

the world. Our dedicated account managers use their skill
and expertise to ensure smooth running of all projects.
Our central London telephone center conducts interviews
throughout the U.K. and Europe. With ORC telephone cen-
ters also in the U.S. and Hong Kong, we have total global
coverage on a single CATI platform, centrally managed by
our London team.

PCP Market Research Consultants
York

United Kingdom

Ph. 44-1904-653008
peter@pcpmarketresearch.com
www.pcpmarketresearch.com

Peter Pickersgill

12-12-12-0

Perspective

London

United Kingdom

Ph. 44-20-8896-4400
info@perspectivemr.co.uk
www.perspectivemr.co.uk

Richard Sheldrake, Managing Director
90-80-80-0

Perspective (Br.)

(Perspective Docklands)

London

United Kingdom

Ph. 44-20-7480-0530
info@perspectivemr.co.uk
www.perspectivemr.co.uk

Richard Sheldrake, Managing Director
55-55-55-0

PH Research Services Ltd
Middleton, Manchester
United Kingdom

Ph. 44-0161-655-0800
research@phresearch.com
www.phresearch.com
Helen Green

16-16-16-0
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Plus Four Market Research
London

United Kingdom

Ph. 44-20-8254-4444
info@plus4.co.uk
www.plus4.co.uk

Cara Allan

20-12-12-0

RONIN Corporation

London

United Kingdom

Ph. 44-20-7091-1400
info@ronin.com
www.ronin.com/dc

Volker Balk, General Manager
85-85-85-85

RSM - Research Support & Marketing
London

United Kingdom

Ph. 44-20-7403-3322
research@rsm1.com

www.rsm1i.com

Rick Dent, Partner

70-70-70-70

Ugam Research

London

United Kingdom

Ph. 44-20-7803-1489
simon.glanville@ugamresearch.com
www.ugamresearch.com

Joseph Schymczyk, Client Services
160-160-160-160

au gy
s L

worldonet

WorldOne Research

London

United Kingdom

Ph. 44-20-7252-1118
Douglas.Fedele@worldone.com
www.worldone.com

Douglas Fedele, Director
160-160-160-160

WorldOne Research is a global fieldwork agency special-
izing in health care and technology, using a full range of
methodologies, both qual and quant, throughout Europe,
the Americas and Asia. Two international call centers
feature 160 state-of-the-art interviewer Web-enabled sta-
tions and serve as the backbone of WorldOne’s market
leading Global Healthcare Professional Panels of 510,000+
members, 100% telephone verified. Interviewing platforms
also allow mixed CATI and online, offering a solution to
recruiting difficult target audiences. Online services cover
sample only, programming and hosting. Qual capabilities
extend from traditional (both tele and in-person) to online,
conducted by specialized moderators.

www.quirks.com
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Promoting the Use,
Understanding and Value
of Marketing Research

Since 1986 Quirk’s Marketing Research Review has taken a practical, hands-on approach to
covering marketing research. Each issue contains a range of articles, columns and monthly
departments, all aimed at keeping you on the cutting edge. OQur editorial content includes:

Case Studies Research Calendar

Research Techniques and Trends ~ Names of Note I
Qualitatively Speaking Research Industry News

By the Numbers Survey Monitor QUI RK S
Data Use Product and Service Update  Marketing Research Review

www.quirks.com | Marketing research
tools and ideas in print

and online.
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calendar of events

Featured Event

infosurv

Innovation in Online Research

Infosurv will host a Webinar,
themed “Tapping ‘The Wisdom of
the Crowds’ to Predict the Future:
Prediction Markets for Concept
Testing,” on May 6 at 1 p.m. EDT.
Jared Heyman, founder and presi-
dent of Infosurv Inc., will present
and introduce iCE - the world’s
first prediction market designed
specifically for concept testing

that allows respondents to win
real-world cash based upon their
investing prowess. For more infor-
mation and to register, visit Www.
infosurv.com/webinar.

ESOMAR will hold its annual Asia-
Pacific conference on April 25-27 in
Bangkok, Thailand. For more infor-
mation Visit Www.esomar.org.

The NorthWest Chapter of the MRA
will hold its spring education confer-
ence, themed “Pairing the Perfect
Vintage: Cultivating Partnerships in
Market Research,” on April 30 at
the Silverado Resort in Napa Valley,
Calif. For more information visit
www.northwestmra.org/napa.

IIR will hold a conference focused on
innovation and collaboration on May
3-5 at the Boston World Trade Center
and Seaport Hotel in Boston. For more
information visit www.iirusa.com/feiusa.

IIR will hold a conference on youth
and family marketing on May 10-12
at the Hotel Sax Chicago in Chicago.
In tandem with the youth and family
marketing conference, IIR will hold
an event, themed “The Life Stage
Marketing Summit,” on the same
dates at the same location. For more
information visit www.iirusa.com/
family or www iirusa.com/lifestage.

Vovici will hold its Vision 2010

conference on May 10-12 at the
Reston Hyatt in Reston, Va. For
more information visit http://
vision2010.vovici.com.

The Business Intelligence Group will
hold its annual BIG Conference,
themed “Back to Black? Prospects for
B2B Research,” on May 12-14 at
the Marriott St. Pierre in Chepstow,
South Wales, U.K. For more infor-
mation visit www.bigconference.org.

The AAPOR will host its annual
conference on May 13-16 at the
Marriott Downtown Chicago in
Chicago. For more information
Visit WWW.aapor.org.

The Pharmaceutical Business Intelligence
and Research Group will hold its annual
AGM conterence on May 16-19 in
Naples, Fla. For more information
visit www.pbirg.com.

Mature Marketing and Research LLC
will sponsor a workshop, themed
“Marketing to Boomers and Beyond
- How To Build Your Business With
The Mature Consumer,” on May 14
at the Marriott Hotel in New York.
For more information visit www.
beyondboomers.com/workshop.html.

The QRCA and the Association for
Qualitative Research will hold a confer-
ence on qualitative research, themed
“Inspiration in Action,” on May
19-21 in Prague, Czech Republic.
For more information visit www.
inspirationinaction2010.org.

ESOMAR will hold its annual Latin
America conference on May 23-25 in
Cartagena, Colombia. For more infor-
mation visit www.esomar.org/latam.

Research Magazine will hold a confer-
ence on social research on May 26 in
London. For more information visit
www.research-live.com.

Together SKIM and Sawtooth Software
will hold the annual European soft-
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ware conference on May 26-28 in
Cologne, Germany. For more infor-
mation visit www.skimgroup.com/
skim-event-2010.

The Mystery Shopping Providers
Association will hold its annual Europe
conference on May 27-29 in Istanbul,
Turkey. For more information

visit www.mysteryshop.org.

CASRO will hold its annual technol-
ogy conference on May 28-29 at the
Millennium Broadway Hotel in New
York. For more information visit
WWW.Casr0.0rg.

The Life Insurance and Market Research
Association will hold a marketing and
research conference on June 2-4

at Disney’s Yacht Club Resort in
Orlando, Fla. For more information
visit www.limra.com.

The Southern African Marketing Research
Association will hold its annual con-
ference on June 3-4 at the Mount
Grace Country House and Spa in
Magaliesburg, South Africa. For more
information visit www.samra.co.za.

The Marketing Research Association will
hold its 2010 annual conference on
June 9-11 in Boston. For more infor-
mation visit www.mra-net.org.

The ARF will hold a conference,
themed “Audience Measurement
5.0,” on June 15-16 at The New
York Marriott Marquis Hotel in New
York. For more information visit
www.thearf.org/assets/am-5.

Gartner will hold its customer rela-
tionship management summit on
June 28-30 at Century Plaza in Los
Angeles. For more information visit
WWWw.gartner.com.

To submit information on your upcoming
conference or event for possible inclusion
in our print and online calendar, e-mail
Emily Goon at emily@quirks.com. For a
more complete list of upcoming events
visit www.quirks.com/events.
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Schmiedl Marktforschung GmbH p. 35
49-30-235096-11 | www.schmiedl-marktforschung.de

Scientific Telephone Samples p. 53
800-944-4STS | www.stssamples.com

Star Data Systems, Inc. p. 67
561-743-7500 | www.stardatasystems.com

USamp Inc. p. 49
818-524-1218 | www.unitedsample.com

Western Wats p. 23
801-373-7735 | www.westernwats.com
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trade talk

By Joseph Rydholm

Quirk’s editor

n ingredient that’s sometimes
missing from otherwise-
worthwhile business books is

the “how,” as in, how to do what the
author or authors say it is you should
be doing. The writers of the new book
Analytics at Work seem to have under-
stood this fact well and have filled their
book with solid, actionable advice.
Authors Thomas H. Davenport
and Jeanne G. Harris have written
(this time with the help of Robert
Morison) a follow-up of sorts to their
2007 book Competing on Analytics.
This newest effort arose from a feel-
ing that they had missed a large
audience with the first book: firms
who wanted to add more analysis to
their day-to-day approach but who
didn’t want to build their companies
or value propositions around analysis.

Much of interest
Analytics are spoken of in necessarily
broad terms and the analysis of mar-
keting research data is but one small
part of the whole data picture pre-
sented in the book, but researchers will
certainly find much of interest here.
(The book’s list of typical logic

errors in decision-making will sound

Analytics at Work

Smarter Decisions

very familiar to researchers: not asking

the right questions; making incorrect
assumptions and failing to test them;
using analytics to justify what you want
to do [gaming or rigging the model/
data] instead of letting the facts guide
you to the right answer; failing to take
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the time to understand all the alterna-
tives or interpret the data correctly.)

Despite the 30,000-foot view,
the authors do a great job of elabo-
rating on their observations with
real-world examples from a range of
entities, from unexpected ones like
the Royal Shakespeare Company to
data-loving stalwarts like Best Buy
and Nike. They write in an engaging
style, acknowledging the potential
dryness of the subject matter while
explaining complex concepts in
clear, digestible prose.

Examining the role

They spend the first half of the book
examining the role of data and data
analysis within organizations, using
the acronym DELTA to describe

the factors necessary for success in
putting analytics to work: D for
accessible, high-quality data; E for an
enterprise orientation; L for analyti-
cal leadership; T for strategic targets;
and A for analysts.

The “Targets” chapter, for exam-
ple, looks at the whole notion of what
should be tracked and analyzed and
how to determine what to track and
analyze, given your internal capabili-
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ties, your needs and your industry’s data-use practices.

In “Analysts” they examine the qualities of those who are
analytics-minded, looking at everyone from actor Will Smith
to a Best Buy district manager, and discuss how to motivate,
organize and manage analysts within a firm.

They also explore the assessment of your organization’s
status as an information-gathering entity, laying out the
five-stage model of progress, which readers of Competing on
Analytics may recall, and talking about the factors required to
move from stage to stage.

Later chapters outline analytical process nirvana, seven
sticking points to embedding analytics into business pro-
cesses (and how to overcome them) and tips on building the
business appetite for analytics, satisfying that appetite and
encouraging a healthy analytical diet across an organization.
The helpful “Keep in Mind...” sections that close many of
the chapters are good reference points for how to put each
chapter’s insights into practice.

Best road map

It’s not exactly a step-by-step approach (each industry likely
warrants its own book of specific techniques and examples)
but for the employee who wants to start doing his or her
part to move an organization toward a focus on analysis, this
is certainly the best road map I've come across.

And in fact, after acknowledging they’re guilty of a previ-
ous level of over-attention to the role and impact that the
CEO can have on increasing a company’s use of analytics, the
authors argue that the drive toward greater use of analytics
doesn’t only have to come from the top. A data-loving CEO
doesn’t hurt, of course, but much can be done by those who
are below C-level to champion the use of analytics.

To show what can be accomplished by CEOs and non-
CEO types, they look at four case studies of analytical leaders at
different levels within their respective organizations - the head
of an analytical department; the head of a business function;

a business-unit head and entrepreneur; and a CEO/president
team - and also detail the specific behaviors of analytical leaders
(set a hands-on example; sign up for results, etc.).

Non-violent data revolution

Obviously organizational differences and variables are great,
and no one book can answer all questions specific to each
reader’s unique situation. But there is enough here, such as
in the enterprise chapter, which contains broad steps to take
it you are a “lonely proponent of analytics” within your firm
and wish to start a non-violent data revolution, to get you
started on the path of better data analysis.

With the book’s singular focus, the authors’ acknowl-
edgements that analysis isn’t everything and that analytics can
be wrong, etc., are welcome. They proselytize, to be sure,
but with the admission that an analysis of any kind is only as
good as the skills of those doing the analyzing and the qual-
ity of the decisions and actions that result from it. Reading
this book should help you improve your chops in each of
those areas.

Analytics at Work: Smarter Decisions, Better Results (240 pages;
$29.95), by Thomas H. Davenport, Jeanne G. Harris, Robert Morison, is
published by Harvard Business Press (http://hbr.org/books).
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Coming in the May issue...

Research’s ROI

Drawing from his ongoing studies with client-side
practitioners, Brett Hagins discusses methods of exploring
the ROI of marketing research..

Concept development tips

Read George Ciardi’s insights on how to move down the path
to effective concept development and improve the odds of
new-product success.
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before you go...

News about Quirk’s and quirks.com

Help Quirk’s reach
researchers

Quirk’s delivers numerous
resources to market research-

ers at no charge, and we want
to continue that effort as we A5 e
roll out new magazine and g/fy\

Web site enhancements. To ===~

continue our services, how-

ever, it is vital that we reach a highly-qualified and -targeted
audience, so we invite you, our readers, to link to quirks.com
in your e-newsletters, Web sites and other marketing research
resources you might have. By helping promote Quirk’s,
you help continue our mission of promoting the use,
understanding and value of marketing research.

Quirk’s jazzes up event
and directory listings
A few months ago, Quirk’s
launched its multimedia
directory, and now we’ve
enhanced our online event

and directory listings to
include video as well!
These video additions could
include interviews of previous event attendees; product
software demos; virtual tours of focus group facilities or
footage of a moderator in action - all without having

to leave the quirks.com Web site. If you would like to
include video to your event or directory listing, con-
tact Alice Davies at alice@quirks.com or Emily Goon at
emily@quirks.com, respectively.

Narrowing your article
search just got easier

In this information age, the biggest
struggle in finding useful informa-
tion 1s narrowing down the scope
of results to find what you’re really
looking for. With close to 3,000
articles in our archive, we make this process simpler by cat-

©

egorizing all articles - and we’ve added 20+ new categories

to provide even more specific results. New article categories
include: brand share studies, concept development, customer
loyalty, data crosstabulation, focus group moderator training,
low-incidence screening, online survey design/analysis, testimo-
nial interviewing, translation/interpreting services and more! To
search Quirk’s article archive, visit www.quirks.com/articles.
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Facts, figures and insights from this month’s issue

Roughly 20 percent of the U.S. population used digital
coupons in 2009. The top 10 digital-coupon categories
for 2009 are ready-to-eat cereal, yogurt, sweet snacks,
refrigerated dough, salty snacks, quick-service restau-
rant/casual dining, nutritional snacks, entertainment,
condiments and pizza. (page 10)

Just as in music, the rhythmic structure of film is
essential for the audience to make sense of informa-
tion that is presented over time. The beats drive our
expectations, create anticipation and cue the mo-
ments when we should pay close attention to what is
going on. (page 40)

Being online to reach African-American and Hispanic
youth is not an option, it’s a mandate. In fact, counter
to conventional wisdom, the Internet is not a place

where ethnic youth are underrepresented, but rather a
place where you’re most likely to find them. (page 47)

Good research does not always mean telephone surveys
or using focus group facilities. We’ve done research in
bars and barbershops, on buses and basketball courts,
and inside people’s bathrooms and bedrooms. For the
latter, we pay high incentives. The reason is basic. The
better you understand someone, the better you can
market to him or her. (page 50)

An all-access pass to The Market Research
Event - a $3,990 value

With over 125 speakers and the most comprehensive agenda in the industry,
it's the experience of six conferences in one trip!

> Confirmed keynotes include: Chris Anderson, Free: The
Future of A Radical Price; Jonah Lehrer, How We Decide; and
Richard Thaler, Nudge

> Access to the finalists of the EXPLOR Awards, recognizing
innovation and industry excellence :

> More client-side participation and senior-level decision makers than
any other market research conference :

Didn’t win the contest but still want to attend? Mention priority code
QUIRKSNEWS to receive a 20 percent discount.

To enter, send an e-mail to contest@quirks.com with your
complete contact information. Please include "TMRE Contest”
i in the subject line. Deadline to enter is April 30, 2010. The
i winner will be selected at random and announced in the June
i issue of Quirk’s.
Congratulations to February’s winner, Katie Lechner of Gap Inc., San Fran-
cisco, Calif. February’s prize was up to 5,000 completed interviews from
Greenfield Online/Toluna.
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- Activities and Hobbies

_ Entertainment and Media
7 i Shopping
Food and Beverages
Internet and Technology
Money and Spending
Psychographics

The world-of-kids,-tweens,_teens
and parents at your fingertips.

oUthREA!

Brought to you by: C&R

Subscription includes:

A customized portal for instant
online data access; monthly
Currents providing in-depth
insight on key topics; a yearbook
highlighting the attitudes and
beliefs of youth and their parents;
and strategic consulting to help
you make the most of it.

For more information:
www.youthbeat.com
youthbeat@crresearch.com
800.621.5022
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Honest recruiting is one reason why clients come back to fieldwork. We
work our in-house data base hard to find the people you want to talk to,
while screening out those you don’t. And there’s no sugar-coating our daily
progress reports. We tell it like it is. Even when it hurts. So we can

make the fine tunings that keep things on target. We believe :
that honesty is the soul of good research— which is

why we subscribe to MRA ethics standards. ﬁeld

We're confident you feel the same.

www.fieldwork.com

atlanta: 770.988.0330 chicago-schaumburg: 847.413.9040 L.A - orange county: 949.252.8180 phoenix-south mountain: 602.438.2800

boston-waltham: 781.899.3660
chicago-downtown: 312.565.1866

san francisco: 415.268.8686
seattle 425.822.8900

dallas: 972.866.5800 minneapolis: 952.837.8300

chicago-north: 847.583.2911 denver: 303.825.7788 new york-westchester: 914.347.2145 seattle-downtown: 206.943.3300
chicago-o’hare: 773.714.8700 east-fort lee, NJ: 201.585.8200 phoenix-scottsdale: 480.443.8883 multi-location projects: 1.800.TO.FIELD
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