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In excellent condition 
Patients tell a New York hospital that its servzce 

,· 

by Joseph Rydholm/managing editor 

M ost health care pro­
viders probably 
wouldn't feel com­

fortable referring to their pa­
tients as "customers," but in 
many ways that's what they've 
become. Changes in the health 
care industry have forced pro­
viders to compete for business 
in a market whose consumers 
are making increasingly well­
informed choices from the ar­
ray of "products" available to 
them. 

One outgrowth of this com­
petition likely will be an increase in the 
number of hospitals and other health care 
organizations conducting research with 
their patients to gauge satisfaction levels 
and identify areas needing improvement. 

6 

An example is Bellevue Hospital , a 
privately-owned 40-bed facility in 
Schenectady, New York. The hospital , 
which sees about 2100 babies delivered 
each year, provides a variety of health 

care serv ices for women, including ob­
stetrics, gynecology, and outpatient 
clinical services. It draws its patients from 
17 counties in and around the Tri-City 
area of Albany, Schenectady and Troy. 
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matches its strong reputation 

Bellevue is nearing the end of a year­
long ongoing patient satisfaction survey 
conducted by Fact Finders, Inc. , an Al­
bany, New York-based research com­
pany. Each quarter, 500 discharged pa­
tients are contacted by telephone two 
weeks after the end of their stay to take a 
three-minute survey on their impressions 
of the hospital's service. 

Ellen Kemess, Bellevue's manager of 
marketing and public relations, says that 
the survey was commissioned despite the 
hospital's already strong reputation. 
"We'd always heard that the perception 
of Bellevue was that it was a wonderful 
place to go and that the care was excel­
lent, from food services to nursing. But 
we wanted to see if what we were hearing 
through the grapevine was actually what 
was perceived by patients." 

In each quarter of the survey the hospi­
tal has earned rave reviews from its pa-

ture, and also because they might find out 
too much that's wrong. You might think 
you're doing OK and find out that you 
really aren't. We were very fortunate in 
that we found out that we were as good as 
we hoped we were." 

For the Bellevue patient satisfaction 
study, an array of categorical (excellent/ 
good/fair/poor, very satisfactory/some­
what satisfactory/not satisfactory at all) 
and interval scale measurements are used 
to quantify patients' impressions of and 
l~vel of satisfaction with services such as 

Were you given an explanation for the 
wait? 

The section of the questionnaire on 
nursing services (developed in conjunc­
tion with the hospital's director of nurses) 
was customized for measurement of sat­
isfaction with nursing services by service 
type and area (e.g., nursery, operating 
suite, labor and delivery, floor). 

Some open-ended questions are in­
cluded, asking patients, for example, if 
there was anything particularly negative 
or positive about their stay. And in the 
section on physicians, respondents who 
expressed dissatisfaction were asked to 
offer changes they might make to in­
crease satisfaction. 

The survey covered many service ar­
eas, but the interview length was kept 
short to avoid inconveniencing the re­
spondents, says Sue Swartz, research as­
sociate, Fact Finders. "Our goal was to 

HOSPITAL 

Caring for Women 's · Health Since 1931 

tients in all service areas. For example, 
the nursing staff was rated extremely 
highly across the board. 

Kemess says that the survey is an ex­
cellent tool that she would recommend to 
other hospitals, even a facility with a less 
solid reputation which might be hesitant 
to conduct a similar survey for fear of 
what it might tell them . . 

"It would be wonderful if they would 
do it, I think it would help them a lot. But 
whether they would be willing to do it is 
another question, because of the expendi-

January, 1991 

nursing staff, physicians, visiting hours, 
housekeeping, quality of food, comfort 
of the room, and hospital rules and proce­
dures. 

For example, some questions on the 
amount of time spent waiting at the hos­
pital include: 

Was the waiting area very comfort­
able, somewhat comfortable, or not com­
fortable at all? 

Would you say you waited in the wait­
ing room for a short, moderate, or long 
period of time? 

have an interview length not to exceed 
three to five minutes. The reason for that 
is, we w.ere calling patients just after their 
discharge and we did not want to burden 
them. We wanted to get a quick yet com­
prehensive measurement of patients' 
opinions of the services received and the 
levels of overall satisfaction with the hos­
pital experience." 

The survey has enjoyed a very low 
refusal rate-of the nearly 2000 respon-

continued on p. 25 
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Don't ta.ke away my samples 

Study gathers physicians.' reactions to 
pharmaceutical sales forces 

by Barbara McAulay 

Editor's note: Barbara McAulay is di­
rector, client service, Healthcare Divi­
sion of Total Research Corporation, 
Princeton, New Jersey. 

R ecent consolidation of pharma­
ceutical firms via mergers and 
acquisitions has greatly in­

creased the size of some sales forces. The 
merger of Bristol-Myers and Squibb cre­
ated the largest U.S. sales force-3500 
strong. American Home Products' ac­
quisition of A.H. Robins helped boost it 
pharmaceutical sales force to more than 
3000. Other large companies have re­
acted by massive hiring programs to stay 
competitive and to promote new prod­
ucts. Merck added 700 representatives in 
1989 and now ranks third with a sales 
force of 2700. Ciba-Geigy has more than 
doubled its sales force since 1987. In 
total, the top 20 pharmaceutical firms (in 
sales force size) have almost 33,000 sales 
representatives in the field, an increase of 
18% since 1987. (Information on sales 
force sizes from Medical Advertising 
News, September 15, 1990.) 

With the increase in sales forces and 
the proliferation of co-marketing agree­
ments, we at Total Research Corporation 
decided to talk to primary care physicians 
to see what their reaction is to these 
changes. If they are seeing more repre­
sentatives, do they now spend less time 
per visit with each sales person? How 

8 

widespread is co-promotion and how do 
primary care physicians feel about being 
detailed on the same product by sales 
representatives from more than one com­
pany? 

Earlier this year, Total conducted a 
telephone survey among a national ran­
dom sample of 360 primary care physi­
cians to address key questions regarding 
pharmaceutical sales forces. In this ar­
ticle we review a few of the findings from 
this study: 

• Are physicians seeing more pharma­
ceutical sales representatives this year? 
How much time do they spend with sales 
reps? 

• How do physicians react to co-pro­
motion? 

• Which companies are calling on the 
same physicians? 

• What services provided by pharma­
ceutical sales representatives do physi-

Fig. 1 Perceived Change in Sales Call Volume 
(Percent of physicians reporting increase/decrease) 

Decrease Increase 

Demographics 
Total -9% 40% 
Physicians 

Patient Volume 49% 
They see > 150/wk -3% 

They see 1 00-140/wk -15% -6% 45% 

They see <100/wk 34% 

Years in Practice 
3-10 -6% 45% 

11 -30 -1 6% .g% 43% 

31 or more 30% 

Type of Practice 
Non-solo -4% 40% 

Solo 
-11% 40% 

Specialty 
Family practice 7% 41 % 

Internal medicine -16% 
.go;. 40% 

General practice 39% 

%Managed 
Care Patients 

None -11% 44% 

1-50% -8 Yo 42% 

51% or more 
-11% 26° 

-10 0 +10 +20 +30 +40 +50 
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cians value most? 

Four of ten physicians report an 
increase since last year in the 
number of calls from pharmaceutical 
sales representatives 

The impact of larger sales forces is 
certainly being seen in the primary care 
physician's office. Forty percent of phy­
sicians perceive an increase in the past 
year in the number of pharmaceutical 
sales reps trying to see them, whereas less 
than 10% of physicians perceive a de­
crease. 

Net increases are seen in all demo­
graphic segments (see Figure 1), and are 
particularly noticeable among physicians 
who see 100 or more patients per week, 
and among younger physicians in prac­
tice 3 to 10 years. 

Smallest net increases are seen among 
older physicians in practice 31 or more 
years, general practitioners (highly cor­
related with older physicians) , and those 
with more than half their practice com­
prised of managed care patients. 

Obviously, pharmaceutical firms have 
been able to successfully target their sales 
calls to more productive physicians with 
long-term potential. 

Competition for the physician's 
attention is intense 

Asked which companies had called 
most often in the past three months, phy­
sicians cited more than thirty firms (those 
most frequently mentioned are shown in 
Figure 2). Not surprisingly, there is a 
strong correlation between actual sales 
force size and perceived frequency of 
calling. Of the top ten companies in sales 
force size, seven were among the top ten 
mentioned as most frequently calling. 
Widest coverage was attributed to Merck, 
Lilly, Bristol-Myers Squibb, SmithKline 

January, 1991 

Beecham, Upjohn, Pfizer, Marion Merrell 
Dow, Johnson & Johnson, Glaxo, Parke­
Davis and American Home Products. 

The typical primary care physician sees 
5.82 pharmaceutical representatives a 
week (up from 5.15 a year ago) and 
spends an average of 8 minutes per call 
with each representative-less than one 
hour per week. Considering the number 
of companies calling and the fact that 
each company usually details two or more 
products per visit, this is a lot of informa­
tion for physicians to absorb in less than 

Fig. 2 

Companies Calling Most Often 
% Physicians Actual Sales 

Citing Firm Force Rank 

Me~k 25% 

Eli Lilly 17 

Bristol -Myers Squibb 15 

SmithKiine Beecham 14 

Upjohn 13 12 

Pfizer 12 11 

Marion Merrell Dow 11 1 0 

Johnson & Johnson 11 6 

Glaxo 10 

Parke-Davis 1 0 13 

American Home Products 1 0 2 

Ciba-Geigy 9 

Roche 

ICI 

Schering 

Searle 

Lederle 

Abbott 

Sandoz 

an hour a week. 

6 

6 

15 

14 

16 

23 

21 

9 

17 

Co-promotion: necessary medicine? 
In order to reach more physicians and 

to call on productive physicians more 
frequently , the pharmaceutical industry 
has increasingly used the powerful strat­
egy of co-promotion. One of the earliest 
and most successful examples of co-pro­
motion is the joint effort by Glaxo and 
Roche Laboratories to promote Glaxo' s 

anti-ulcer product, Zantac. 
We asked physicians about their expe­

rience with co-promotion and found that 
seven of ten primary care physicians had 
been detailed in the past year on the same 
brand product by sales representatives 
from two different companies. The reac­
tion of more than half of these physicians 
(53%) was "somewhat" to "very" unfa­
vorable; 31 % were "mixed" and 15% 
were "somewhat" to "very" favorable. 
The principal complaint is that co-pro­
motion wastes their time with redundant 
information. On the other hand, some 
physicians appreciate the increased ex­
posure, enjoy interacting with sales rep­
resentatives and welcome the opportu­
nity to get product samples. (See Fig. 3) 

Fig. 3 
Reaction to Co-Promotion of the 

Same Product By Two Companies 

Total Reaction to Co-Promotion Is 

Physicians Favorable Mixed Unfavorable 
(243) (36) (76) (131) 

Neg. comments 
Waste of time 39% 
Redundant 32 
Oversold 15 
Prefer one sales 8 
person (not two) 
Rather hear 
about new products 
Confusing 
Increases drug cost 

Positive comments 
Reinforces info/ 9% 
reminder 
Product samples 
Different viewpoint 

Don't mind/it's OK 11 % 

6% 
11 
3 
3 

53% 

22 
14 

14% 

22% 
32 
16 
7 

12 

12 
3 

1% 

25% 

58% 
38 
18 
10 

1% 

6% 
Multiple mentions 

Locking horns in the doctor's office 
Sales management is keenly interested 

in the day-to-day competitive picture in 
the physician's office. To provide com­
petitive intelligence from our study, we 
performed a cluster analysis to determine 
which companies tend to call on the same 

continued on p. 26 
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How to think ~bout your tables 
by Tony Babinec 

Tony Babinec is a market manager at SPSS Inc ., a Chicago­
based company that writes and markets software for market 
research and analysis. 

F 
or most of us , the analyses we do produce results in 
tabular form. It is useful to be able to look at these 
tables in a number of ways. In this article, we present 

several useful ways of doing so. 

Fig. 1 

Crosstabulation: PENALTY death penalty 
by GUN gun registration 

Count favor oppose Row 
GUN-+ Col Pet 1 2 Total 
PENALTY 

favor 784 311 1095 
76.9 82.5 78.4 

oppose 2 236 66 302 
23.1 17.5 21.6 

Column 1020 377 1397 
Total 73.0 27.0 100.0 

Example 1 
Our first example looks at the contingency table relating 

attitude towards the death penalty to attitude towards gun 
registration. The table is shown in Figure 1. 

The table is based upon the 1982 General Social Survey, and 
can be found in Agresti's "Categorical Data Analysis" (pub-
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lished by John Wiley and Sons, 1990). In our analysis, we wish 
to treat attitude towards the death penalty as the dependent 
variable, and attitude towards gun registration as the explana­
tory variable. The categories "favor the death penalty" and 
"oppose the death penalty" define the rows of the table. For this 
reason, we present not only the cell counts but also the column 
percents, which sum to 100 in each column. That is , we 
percentage down and compare across. 

Such a comparison reveals a small negative association 
between the two variables. That is, in the first row, the upper 
right-hand cell has a larger percentage than the upper left-hand 
cell, while in the second row, the lower left-hand cell has a 
larger percentage than the lower right-hand cell. Focusing on 
the second row of the table, the PERCENTAGE DIFFERENCE 
is 

17.5 - 23.1 

which equals -5.6%. This leads to a straightforward descrip­
tion of the effect of the explanatory variable (attitude toward 
gun registration) on the dependent variable (attitude toward the 
death penalty): those who favor gun registration are an addi­
tional5.6% more likely to oppose the deatltpenalty than those 
who oppose gun registration. Note that in a two-by-two table, 
if we express the percentage difference as a proportion ( -0.056), 
we have a special case of the measure of association known as 
SOMERS ' Dyx. If the row and column variables are not 
associated, the column percents in all columns would be iden­
tical, giving rise to a percentage difference of 0. 

Another way of expressing the association in Figure 1 is by 
means of ODDS. Looking at column 1 of the table, if the 
respondent favors gun registration, the odds of favoring to 
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opposing the death penalty are 784 to 236 or 3.322 to 1, while 

if the respondent opposes gun registration, the odds of favoring 
to opposing the death penalty are 311 to 66 or 4.712 to 1. 

Meanwhile, the odds on the margin of the table are 1095 to 302 
or 3.626 to 1. If the row and column variables were not 

associated, the odds in each column would equal the odds on the 

margin. As it is, there is evidence of association between 
attitude toward gun registration and attitude toward capital 
punishment, for the odds appear to vary across columns. 

Comparing the odds gives rise to an ODDS RATIO. That is 
comparing 784/236 to 311/66 gives rise to a ratio of 0.705. 

Those who favor gun registration are 0.7 times as likely as those 

who oppose gun registration to favor the death penalty. 

ate by small amounts around the marginal value of36.3%. In the 
third row, the percentages fluctuate by small amounts around 

the marginal value of 21.8%. In the fourth row, except for a 

slight reversal in the first two columns, the percentages increase 
from 16.3% to 32.7%, for a difference of 16.4% in magnitude. 

It appears that whatever "action" there is in the table resides in 

the first and last rows, and the difference between either of these 

rows and the two middle rows. On the other hand, there is little 
difference across rows two and three. The general trend in the 

percentages in the table is for larger ones in the upper left and 
the lower right, suggesting a positive association between 
mental health status and socioeconomic status. 

Now, consider that the four-by-six table we've been exam in-

Fig. 2 Parental SES Total 
a b c 

mental health 
well 64 57 57 

column 24.4% 23.3% 19.9% 

mild 94 94 105 
column 35.9°/o 38.4% 36.6% 

moderate 58 54 65 
column 22.1 °/o 22.0°/o 22.6% 

impaired 46 40 60 
column 17.6% 16:3°/o 20.9°/o 

In table larger than two-by-two, it is useful to look not only 
at odds ratios but also at LOG-ODDS RATIOS. The reason for 
working in logarithmic unit is this: In the odds-ratio metric , an 

odds ratio of 1 indicates absence of an effect in the row and 

column categories being compared. An odds of 1 to 3 (0.333) 

and an odds of 3 to 1 (3) are effects of equal magnitude but 

opposite direction. However, 0.333 is not as far from 1 as 3 is 

from 1. On the other hand , expressing everything in logarithmic 
units produces a nicer metric. The logarithm of 1 is 0, the 

(natural) logarithm of 3 is 1.099, while the logarithm of 0.333 

is -1.099. That is , in the logarithmic metric, odds of 1 to 3 and 
3 to 1 appear equally far from the zero point. The use of these 

ratios is illustrated in the next example. 

Example 2 
Our second example looks at the four-by-six table relating the 

mental health statu to the socioeconomic status of 1660 re­

spondents. 
The table is originally attributed to a 1962 study by Srole, and 

is often found in the categorical data analysis ljterature. In our 
analysis, we will treat mental health status as the dependent 

variable and socioeconomic status as the explanatory variable. 
As in the previous table, we present column percentages; again, 

percentage down and compare across. 
The table show an interesting pattern. In the first row, the 

percentages decline from 24.4% to 9.7%, for a difference of 
14.7% in magnitude. In the second row, the percentages fluctu-

January, 1991 

d e f 

72 36 21 307 
18.8°/o 13.6°/o 9.7% 18.5% 

141 97 71 602 
36.7°/o 36.6°/o 32.7°/o 36.3% 

77 54 54 362 
20.1% 20.4% 24.9°/o 21.8°/o 

94 78 71 389 
24.5% 29.4% 32.7% 23.4°/o 
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Baby Boomers­
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Address ________________________________ _ 

City State Zip __ _ 
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ing consists of a bunch of adjacent two-by-two subtables. For 
example, "well" and "mild" by "a" and "b" is the following 

table: 
64 57 
94 94 

While "well" and "mild" by "b" and "c" is 

57 57 
94 105 

And so on. There are a total of 15 of these subtables. The 
association in the four-by-six table can be summarized in the 

following 15 odds ratios and their averages: 

1.123 
0.931 
0.934 

1.117 
1.078 
1.246 

1.063 1.376 
0.882 1.019 
1.323 1.183 

1.255 
1.366 
0.910 

~ 
1.187 
1.055 
1.119 

The 15 odds ratios fluctuate somewhat, but note that in rows 
one and three they are on average somewhat above 1, while in 
row two (the comparison of rows two and three of the original 
four-by- ix table) the odds ratios are on average nearer to one. 

Examining the log-odds ratio reveal the arne pattern, this 
time centered around 0: 

0.116 
-0.071 
-0.068 

0.111 
0.075 
0.220 

0.061 
-0.125 
0.280 

0.319 
0.019 
0.168 

0.227 
0.312 
-0.094 

~ 
0.167 
0.042 
0.101 

While we do nQt detail how to do it here, one can use available 
software such as SPSS LOGLINEAR or Clifford Clogg's 
ANOAS program to fit models to the original four-by-six table 
which take into account the pattern of the odds ratios. For 
example, one could fit a simple model which assumes that the 
association in all of the two-by-two subtables is uniform; or that 

the association between rows one and two across adjacent 
columns is of a certain degree, while being different from the 
association between rows two and three across different col­
umns, which is different yet again from the association between 
row three and row four across columns. 

Conclusion 
Using two example tables , we have shown how the use of 

percentages, the percentage difference, odds, odds ratios, and 

the log-odds ratios can lead to understanding and illumination 
of the pattern of association in two-way tables. In truth , one 
should be able to move with ea e among these different inter­

pretations for the same table. Doing so will lead to better 
understanding and presentations to clients. 0 

Data Use Contributions ... 
... are welcome! If you are interested in writing a Data Use column, 
please contact Joseph Rydholm, managing editor, Quirk's Marketing 
Research Review, P.O. Box23536, Minneapolis, MN 55423. Phone 
612-861 -8051 . 

Quirk's Marketing ResearchReview 



January, 1991 

Quirk's __________ _ 

MARKETING RESEARCH 
Review 

1991 EDITORIAL CALENDAR 

Issue 

January 

February 

March 

April 

May 

June/July 

August/September 

October 

November 

December 

Editorial Emphasis 

Health Care Research 

Data Processing/Software 

Advertising Research 

Business-to-Business 

Spring Researcher Card Deck 

Telephone Interviewing 

Syndicated/Omnibus 
Research Studies 

SourceBook of 
Research Suppliers/Products 

Packaging Research 

Fall Researcher Card Deck 

Circle No. 604 on Reader Card 

Mall Research I 
Customer Satisfaction 

Qualitative Research/ 
Focus Groups 

13 



Strategic marketing and 
marketing research 
by G .E. Cressman 

Editor's note: G.E. Cressman is pro­
gram manager, Corporate Plans, E./. 
duPont de Nemours. 

Global excellence. Competitive 
advantage. Proactive leadership. 
We've all heard the popular 

challenges, and we'd all like to achieve 
them. But how? 

The need for strategic management has 
never been greater. And the need to gain 
a view of both the market and competi­
tive arenas has never been more crucial to 
strategic management. 

This article will develop the connec­
tion between strategic management and 
market research. The purpose of this de­
velopment is to encourage better under­
standing of both managerial and re­
searcher responsibilities for improved 
strategic management. 

Strategic management 
Strategic management is the process of 

making present-day decisions to achieve 
optimal future competitive position. This 
implies: 

• making decisions in an arena of 
uncertainty, 

• assuming risk, because decisions 
have been made under uncertainty, and 
their outcome is unknown, 

14 

• investing resources against opportu- and wants. 
nities in the expectation of future payoffs. 

Making choices 
The process of developing strategic 

management is at its heart the process of 
making choices. Some issues can be cho­
sen within the scope of the business, 

• Industries-which industries, or value 
adding chains, the business wishes to 

participate in. Each industry creates a 
specific solution to ultimate consumer 
needs and wants. In making these choices, 
the business management team is ad-

M~rkets 
Industries 

Vhere to Cortpete 

Customers 
,....... v.> 
c::r:> Q> 
Q> <..> 

~ --
~~ 

......... f-.) 
t.r)-

Offerings 
Investment 

How to Cortpete 

v.> 
G> 
<..> 

~ 
::> 

v.> ~ 

x Price 
Revenue Cost 

Prof l t 
......... Q> 

v.> 

., g 
G> f-.) 

a::::-

Fl gure 1 - The Str~tegy - Resu Its Hode I 

while many more are excluded. The man­
agement team can make choices in five 
arenas: 

• Markets-which markets, or collec­
tion of ultimate consumers, the business 
chooses to address. These ultimate con­
sumers have identifiable wants and needs, 
and spend money to satisfy these needs 

dressing the question: "Where shall we 
compete?" This is an issue of attractive­
ness of opportunity. 

• Customers-which specific custom­
ers the business chooses to target. 

• Offerings-what offerings the busi­
ness chooses to take to the target custom-

Quirk's Marketing ResearchReview 



may not be the best "value creating" plan. 

Vh~t 11ust we know? How wi II we ~ct? 

~ / 
Operating the business 

With the choices model in mind, the 
management team should ask: "What 
must we know to run our business?" And 
then, knowing what we must know, "What 
will we do?" Asking these two questions 
should result in the management team 
making a series of strategic decisions. To 
make these decisions, a blend of data, 
information and knowledge is required, 
as shown in Figure 2. 

Sh~tegic Decisions 

Figure 2- Decisions Gnd lnlor11dion 
continued on p. 34 

ers. 

• Investment-how will the business 
deploy resources to create offerings for 
target customers. 

In making these choices, the business 
team is addressing the question: "How 
shall we position the business to compete 
for the attractive opportunities?" 

As the business team implements its 
choices, a series of consequences occur. 
These consequences are: 

• Competitors occur as a result of the 
market, industry, and customer choice. 

• Revenue is the result of the customer 
and offering choices. 

• Cost is the result of the investment 
choice. 

With revenue and cost set, profit re­
sults. Figure 1 models the strategy result 
interaction. 

Strategic management involves a 
proactive search for the best mix of these 
five components. The major stumbling 
block, though, is that we can never know 
with certainty whether we've reached the 
best mix. The market and industry choice 
is inherently risky because we are never 
certain we understand market and indus­
try attractiveness. The target customers 
and offering choices are risky because 
our offering is frequently our"bestguess" 
of what will satisfy customer needs. Be­
cause our offering is a best guess, our 
investment--or resource deployment-
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Why only listen to 
Philadelphia, when 

you're at liberty to give 
the nation a ring? 

TeleFocus®-a better way to run focus groups. 
Single-city focus groups may give you a very narrow 
view. Wouldn't it be better to get the full range of 
attitudes, opinions, and verbatims that more accurately 
represents the big picture? With TeleFocus- focus 
groups by phone- you can. 

TeleFocus gives you everyth ing you want from a focus 
group-plus access to participants n.ationwide and the 
ability for you to listen in from anywhere in the country. 

TeleFocus works-for concept evaluation, ad testing, 
attitude studies, or basic product research , at a 
significant savings over face-to-face groups. Give us a 
ring at (212) 599-1500. 

TeleFocus. 
Invite the nation to your next focus group. 

TeleFocus is a registered tr.ademark of TeleSession Corporation, NY, NY © 1990 ZZ0-12-102A 
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They'd rather do it 
themselves 

A study by Maritz Marketing Research, 
Inc. shows that 91 % of Americans take 
on do-it-yourself (DIY) projects every 
year. Women are as likely to tackle a 
project as men. According to the survey, 
21 % of people spend more than $900 a 
year on do-it-yourself projects. Fourteen 
percent lay out $301-900, with 33% 

spending up to $300. 
"Based on their expenditures, there 

seem to be two distinct groups of do-it­
yourselfers," says Beth Nieman, research 
manager at Maritz. "On one hand, is Mr./ 
Ms. Tinker, who takes on a few smaller 
jobs requiring little or no knowledge. On 
the other, is Mr./Ms. Fix It, who may 
handle multiple projects during the year 
and is undaunted by skill level required." 
The survey shows that the latter category 
is dominated by men, but 13% of women 

are included as well. 
There are many reasons why Ameri­

cans love DIY projects. Not surprisingly, 
saving money tops the list, with 35% of 
the vote. However, pure enjoyment can't 
be underrated- it was mentioned by 32% 
of do-it-yourselfers. In fact, women rate 
enjoyment higher than saving money as a 
motivating factor. 

A third important motivator is wanting 
the job done right. Seventeen percent of 
men and 11 % of women either don't trust 

Why Americans undertake do-it-yourself 
projects 

Preferences for indoor and outdoor 
do-it-yourself projects 

Want it Done Right 
14.2% 

Sense of 
Accompl ishment 

11 .1% 

16 

Other 
4.5% 

Don't Know 
2.8% 

Enjoyment 
32.1% 

Save 
Money 
35.3% 

Indoor 

Outdoor 

Neither 

Both 

10 20 30 40 50 60 

IJIII Male • Female 
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repairmen, or believe they can do the job 
better themselves. Last on the list is a 
sense of accomplishment, mentioned by 
10% of men and 13% of women. 

For the 9% of people who don't try 
DIY projects, the main reason is a lack of 
time (31% ). Seventeen percent feel they 
are too old to undertake projects, and 
14% don't own their own property. Other 
reasons include health (12%) and a lack 
of skill or knowledge (6%). 

The location and type of project you 
prefer probably has a lot to do with your 
sex, according to results of the survey. 
For example, 54% of men prefer outdoor 
projects, such as landscaping or house 
painting. Conversely, 55% of women 
prefer indoor projects, particularly those 
involving the kitchen. 

When it comes to specific projects, 
men and women still can't seem to agree. 
Fifty-five percent of women undertaking 
outdoor projects are most likely to choose 
gardening, compared to 30% of men. 
Forty percent of men prefer landscaping. 
Kitchen are favorite indoor projects for 
45% of women, but the clear preference 
of men is the family room (28%). 

Despite the fact that DIY projects are 
popular, the survey shows a slow rate of 
growth for the industry. Thirty-two per­
cent of people are doing more projects 
now than a year ago, but they're mostly 
offset by the 26% doing fewer projects. 
Thirty-nine percent of people are doing 
the same number of projects as they did a 
year ago. 

Hospital stay for bypasses 
down 17% in the 80s 

A new set of data confirms that cardiac 
bypass surgery, one of the most common 
major operations performed, has seen a 
strong downward trend in length of hos­
pital stay (LOS) over the last 10 years, 
reflecting the general pattern of U.S. hos­
pital care. 

The 1989 LOS by Diagnosis and Op­
eration, just released by the Commission 
on Professional and Hospital Activities 
(CPHA) shows that the .national average 
stay for cardiac bypass surgeries has de­
clined by 17% from 15.3 days in 1980 to 
12.7 days in 1989. According to a CPHA 

January, 1991 

spokesperson, the decline in cardiac by­
pass LOS is greatest in the North Central 
region of the country; data from hospitals 
there show a 22% decline throughout the 
decade. 

This year's analysis shows the overall 
U.S. length of stay-for all diagnoses 
and operations-to be down a tenth of a 
percentage point from the 1988 figure; 
from 5.7 days to 5.6. The national aver­
age was 6.7 days in 1980. 

the factors driving the overall decline, 
says the spokesperson: improvements in 
medical technique and technology, 
coupled with the impact of prospective 
payment for Medicare and its focus on 
efficient utilization of resources. 

The reasons for the decline in cardiac 
bypass LOS are the same, in general, as 

The CPHA LOS data are available 
from Ann Arbor-based Healthcare 
Knowledge Resources, the organization 
responsible for producing and delivering 
products and services based on CPHA 
data. 

Why only listen to 
Iowa, when you can 
get an earful from 
the whole country? 

Telefocus~-a better way to run focus groups. 
A focus group in just one area may give you a very 
narrow view. Wouldn't it be better to get the full range of 
attitudes, opinions, and verbatims that more accurately 
represents the big picture? With TeleFocus-focus 
groups by phone-you can. 

The telephone setting provides our highly skilled 
moderators with a more relaxed, less formal environ­
ment, allowing them to provoke spirited interaction, 
probe interesting ideas, and elicit more candid 
responses. ·' 

TeleFocus works-for concept evaluation, ad testing, 
attitude studies, or basic product research, at a signif­
icant savings over face-to-face groups. We'd like to hear 
about your next project: (212) 599-1500. 

TeleFocus. 
Invite the nation to your next focus group. 

TeleFocus is a registered trademark of TeleSession Corporation, NY, NY.© 1990 ZZ0-12-1020 
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Christin H. Templeton has been ap­
pointed project coordinator with F acFind 

Templeton Haynes 

Inc., a Charlotte, NC-based marketing 
research corporation. In addition, Kristi 

L. Haynes has been appointed marketing 
assistant. 

Carolyn H. Garfein has been pro­
moted to vice president, regional man­
ager, for the Automotive Research Group 
of Maritz Marketing Research Inc. She 
will be responsible for operations at the 
firm 's Gardena, CA office. In addition, 
William H. Lewellen , pres ident of 
Maritz, has been named a senior corpo­
rate vice president, and Michael D. 
Phillips has been named a corporate vice 
president. 

Waring & LaRosa, New York, has 
named Grace Peng market research 
project director. 

Keith Satter has been named vice 
president, Consumer Division for the 
Northeast region of Claritas Corp . 

David Chapman has been named sur­
vey sampling director for National Ana­
lysts, Philadelphia. 

Grigg s-Anderson Research, Portland, 
OR, has named Louise Martin training 

----------------------------------------------------------------~program manager. 
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CHESAPEAKE 
«~twe-~ SURVEYS 

Welcomes You to Baltimore 
Our Services Include: 

ew modem foc us group fac il ity and spaciou c lient viewing rooms. 

Full recruit ing capabil ities. 

Spec iali zing in consumer and all areas of medical and profess ional. 

Fully equipped test kitchen. 

25 WATS lines and loca l te lephone interviewing. 

Complete te lephone monitoring system. 

Profess iona ll y trai ned inte rviewers for all types of interv iew ing. 

ew one-on-one interv iewing room with c li ent viewing room attac hed . 

Call us for a quote on your nex t foc u group or te lephone survey. 
Carolyn Hil to n 
FieLd Director 

CHESAPEAKE SURVEYS 
305 W . Chesapeake Ave., Suire Ll9 • Towson, MD 21204 

( 301) 296-44 11 
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Custom Research Inc. announces two 
changes at its East Coast office in 
Ridgewood, NJ: Subhra Ghosh has 
joined the office as research manager, 
and Sherry Burford has become ac­
count manager. 

Jill E. Katz has been named market 
research analyst for Malarkey-Taylor 
Ascts., Washington, DC. 

Miami-based Market Scope Inc. has 
named Jackeline P. Fernandez research 
vice president. 

Winona MRB Inc., Minneapolis, has 
promoted Diane Frederick to vice 
president. 

Quirk's Marketing ResearchReview 



READER SERVICE CARD :::::::::::::::::::::::~::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::~~::::::::::::::::::::~::::::::::::::::::::::::::::::~:::::::::::::::::::::::::~::::::: 1191 

FREE INFORMATION ON PRODUCTS AND SERVICES IN THIS ISSUE. 

Send me more information on the items circled 

600 601 602 603 604 605 606 607 608 609 610 611 612 613 ,614 

615 616 617 618 619 620 621 622 623 624 625 626 627 628 629 
630 631 632 633 634 635 636 637 638 639 640 641 642 643 644 
645 646 647 648 649 650 651 652 653 654 655 656 657 658 659 
660 661 662 663 664 665 666 667 668 669 670 671 672 673 674 
675 676 677 678 679 680 681 682 683 684 685 686 687 688 689 

Name Tide 
~P~--e~~~m------------------- ----------------------

Company _______________________ _ 

Address _______________________ _ 

City ________________________ State ____ Zip ------

Tel. No.------------------------



~RESEARCH 
Rel1ieU 1 

P.O. Box 23536 
Minneapolis, Min~esota 55423 

PLACE 

STAMP 

HERE 



Arnold Sheer, formerly president of 
Sheer Communications Inc. (SCI), has 
formed Sheer Marketing, a full service 
marketing company. He is no longer as­
sociated with SCI. For more information 

Michelson & Wender, Inc. has moved 
to 3805 West Lane Dr. , Smyrna, GA 
30080. 

Results Thru Research, Inc. has 
moved to: 910 Sylvan Ave., Englewood 
Cliffs, NJ 07632. Telephone 201-816-
0700. FAX 201-816-0795. 

con~ct: Sheer~a~eting,D~.ofGeo- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

metric Telemarketing Inc., 315 Walt 
Whitman Rd., Ste. 212, Huntington Sta­
tion, NY 117 46. Telephone 516-673-
0686. 

• 
Product and Consumer Evaluations 

(PACE), and its subsidiaries PVC and 
PC~ have relocated. Their new address 
is 31700 ~iddlebelt, Farmington Hills, 
~I 48334. 

• 
The Answer Group, Inc. has moved 

to 4665 Cornell Rd, Ste. 150, Cincinnati, 
OH 45241. Telephone 513-489-9000. Fax 
513-489-9130. 

• 
TheWrightGroup, a human resource 

organization specializing in placement of 
marketing research and. direct marketing 
professionals, has moved to new quarters 
at: 14936 Oaks North Dr. , Dallas, TX 
75240. Telephone and FAX numbers 
remain the same. 

January, 1991 

Seattle 
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• Mall lllten:epts 
• Focus Groups 
• Central Telephone 
• Pre-Recruits 
• Audits 
• Distribution Checks 
• CRT Interviews 
• Produd Purebases 
•.Mystery Shopping 
•Medkal 
• Eucutive 

We Cover The Norlhwest 

We've been collecting data and keeping clients 
happy in the Northwest for over 30 years. Call us. 

Consumer Opinion Services 
----------•We answer to you 
12825 I st Ave. South · Seattle, W A 98168 

206/241-6050 ask for Jerry, Dorothy or Greg Carter 
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Study profiles homecare 
market for 
infusion pumps 

The "Audit of Homecare Markets for 
Infusion Pumps-1990," a comprehen­
sive study of the rapidly growing and 
competitive U.S. homecare market for 
infusion pumps, will be released this 
month by Medical Products Marketing 

Services (MPMS), Glenview, Illinois. 
The national annual audit is a ran­

domly-selected sample of independent 
home infusion companies, national and 
regional homecare chains, and durable 
medical equipment dealers, including 
pharmacies and medical supply compa­
nies. 

The audit addresses several market is­
sues and provides insight into the de-
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mand, application, and mode of acquisi­
tion of the broad range of IV pumps and 
controllers available for homecare use. 
Information available in the study shows, 
by manufacturer and model: the number 
of devices estimated to be in use in late 
1990 and manufacturer/model share of 
devices in use; medical applications of 
each model; mode of acquisition (pur­
chase, lease, rental); location of use of 
pumps distributed by DME's and 
homecare agencies. 

Results of the Audit are available in 
two formats , a full-service report and a 
basic service report. For additional infor­
mation, contactMPMS, 3622 WestLake 
Ave., Ste. 415, Glenview, IL 60025. 
Telephone 708-998-1300. 

Free report summarizes 
effects of lifestyle changes 

A new report from Mediamark Re­
search introduces a new marketing con­
cept. "Lifestage Marketing" identifies the 
impact of demographic and lifestyle 
changes of the American population on 
consumer priorities and expenditures. 

The report, published in booklet form, 
shows how consumer needs and priori­
ties change as adults travel through the 
crossroads of their lives. Key factors of 
widespread change are identified as we 
approach the 21st century-later mar­
riages, divorce, smaller families, single 
parent households. These are just a few of 
the diverse life styles that marketers 
should be aware of. As stated in "Lifestage 
Marketing:" 

"In the 1990's there is a rich variety of 
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How to Tunnel Through 
Mountains ot~~ .................. :J . ... .. 

To Find The Answers You Need. 
Even the best data is worthless-if you don't know how to use it. At The Wirthlin Group we realize that obtaining marketing data, 

in itself, is not a goal. But learning how to use it is. 

That's Why We Offer Seminars. 

To help you turn data into information .. .. And information into decisions. 

After all-providing Decision Making Information is our specialty 

Our Seminar Program 

The seminars are developed and presented by Gaurav Bhalla whose reputation as a seminar leader is widely recognized by 
members or the marketing research community. 

" .. . very thorough, clear, comprehensive, and fun." 

·: .. maintains a good energy level. He does a very good job of 
getting audience participation." 

" Very knowledgeable but humble. As a result, he was able 
to communicate his message." 

" ... extremely knowledgeable, articulate. great teaching 
skills ... " 

" Dr. Bhalla Is an excellent presenter and explains things 
clearly and accurately without oversimplifying concepts. He 
has a solid grasp of the complex and very real problems 
we deal with every day." 

" I can usc !the material! in my day-to-day work. 

" He gets a lot or information across in a short period or time 
and it is information that can be put to practical usc." 

"Very well done. very helpful, thorough, interesting, useful!" 

" The speaker makes you think and gets participants 
Involved In discussions. Real, live examples keep the 
seminar Interesting." 

"relevant to my job." 

"Real-world appllcaUons. Not just theory!" 

You will learn how to obtain the most actionable information, how to lcvrragc it and how to apply it toward developing an rffcctive 
strategy in the areas of: 

• Marketing Research . • Strategy Development • Research Design and Data Analysis 

Contemporary Marketing Research 
Techniques and Methods 

Applications and Benefits of Research in 
Developing Marketing Strategy 

Applied Multivariate Techniques 
for Strategic Data Analysis 
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Questionnaire Design and Effective 
Data Collection Techniques 

Washington, DC 
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June 11,12 

Plus we're so confident about the va lue of our cminar programs t hat we even guarantee them. If you arc not satisfied , we'll refund 
your money. 

Join us. So you too can cut through the mountains of data and start making the right decisions. 

Simply cut out the coupon and mail. Or call Ms. Marian Chirichella at ·t-800-332-4621 for more information on : 

• seminar program 
• corporate team discount 

The Wirthlin Group® 
Decision Making Information for Intelligent Choices. 

Dr. Gaurav Shalla, Vice President 
Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 22101 
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lifestyles and lifestages. For manufacturers and marketers of 
products and services, a knowledge of lifestages can aid in 
identifying the changing needs of various segments of the 
population, and in fulfilling those needs inventively and prof­
itably." 

The report is available at no cost by calling Evelyn Carter at 
212-599-0444. 

New scanner designed for 
low volume input 

National Computer Systems (NCS) has added the OpScan 7 
scanner to its family of scanning systems. The OpScan is a 

· Focus Groups 

• Quality Recruiting 

RIFE MARKET RESEARCH, INC. 
llll Park Center Blvd., Suite ill, Miami, FL 305-620-4244 

Since 1957 
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desktop mark reading (OMR) scanner designed for low vol­
ume, decentralized data input. Documents, such as surveys, can 
be automatically fed through the scanner at a rate of up to 3,000 
sheets per hour. The scanner's select stacker feature separates 
scanned documents without requiring operator attention or 
interrupting data entry. The 100 sheet select stacker hold 
documents that are incomplete or need operator attention. 

A self-contained transport printer produces messages on 
documents as they are scanned with no reduction of the 
throughput rate. Messages may be based on pre-determined 
data or data read from that form, such as social security 
numbers, edit or batch codes, or test results. Optional features 
include a bar code reader and an ink read head to scan both pen 
and pencil marks. · 

The OpScan 7 scanner is compatible with computers that 
support a standard RS232 interface. With ScanTools utility 
software from NCS, the OpScan 7 can be used with commonly 
used microcomputer survey and statistical software packages 
such as dBase, Lotu 1-2-3, and SPSS. 

For more information, contactNCS,4401 West 76th St., P.O. 
Box 9365, Minneapolis, MN 55440. Phone 612-830-7600. 

New market analysis tool from Claritas 
A new desktop market analysis, mapping, and data integra­

tion tool created for full- ervice ad agencies and advertisers has 
been developed by Claritas Corporation. 

Built into Compass, the PC-driven database marketing sys­
tem introduced in 1987, Compass/ Agency is designed to aid the 
development of profitable marketing, media, and new business 
strategies. The system also enables marketers to identify high­
potential neighborhoods where new opportunities exist, as well 
as profile the lifestyles and demographics of households in 
those territories. 

Using a variety of reports, profiles, and full-color maps, 
Compass/Agency answers the four basic strategic questions 
that marketers ask: 

Who are the targets? 
What are they like? 
Where can I find them? and 
How can I reach them? 
Compass/ Agency will also provide a direct link to Arbitron 's 

PC products as a result of Claritas relationship with Arbitron. 
Clients will be able to analyze Arbitron 's TV and radio audi­
ence measurement data by PRIZM, Claritas' life tyle segmen­
tation sy tern. 

Compass contains demographic data for up to 1 ,000 census 
variables and over 1,000 profiles of product usage. Add-on 
databases include information about over 8 million business 
establishments and sales potential data for more than 100 retail 
categories. In addition, Compass/Agency links to numerous 
other marketing databases such as ADVO, Birch, MRI, 
Metromail, Nielsen, Polk, Scarborough, Simmons, and TRW. 

A demo diskette and more information are available. Call 
703-683-8300. 
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Bellevue 
continued from p. 7 

dents so far, fewer than 10 have refused to 
participate. Swartz says that other 
healthcare-related telephone market re­
search studies done by Fact Finders have 
also had relatively low refusal rates. 
"People are amenable to participate in 
research surveys with topics that are of 
interest to them, and health care clearly is 
of interest to most people, ei~her for fi ­
nancial or personal reasons." 

The telephone survey, says Ellen 
Kemess, "gives patients the opportunity, 
in an anonymous way, to say what they 
want to say. The wording of the questions 
and the shortness of the questionnaire 
makes it very easy for them to handle." 

Patient's privacy 
A primary concern during the study 

has been to preserve each patient 's pri ­
vacy. Patients are not asked about their 
health condition or the reason they were 
hospitalized. "Though the questions don ' t 
concern the patient 's actual health prob­
lem, they do concern the services con­
sumed, from which you could infer de­
tails about their health history. So we 
have been exceeding I y careful about pro­
tecting the anonymity of the patient," 
Swartz says. 

Respondents are chosen randomly from 
data tapes supplied by the hospital con­
taining the phone numbers-but not the 
names-of discharged patients. 

"The hospital does not know the iden­
tities of the individual patients who we 
have interviewed. We are sent the data in 
coded form , without the identities of the 
patients or the physicians. That is some­
thing we insisted on ," Swartz says. 

Interviewers tell each respondent that 
they are calling on behalf of Bellevue 
Hospital, that the research concerns pa­
tients' opinions about their hospital expe­
riences, that the patient's phone number 
has been randomly selected, and that no 
names or identifying information is in­
cluded. 

"In the introduction we give them an 
adequate amount of information without 
adding too much length to the interview, 
so that they know who we are, what our 
purpose is , why they are being called, and 
what we will be asking of them." 

The quarterly survey reports given to 
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the hospital contain no physician, nurse, 
or other staff names, with the exception 
of the verbatim responses. The head of 
each department at Bellevue receives a 
copy of the results for use in monitoring 
department operation and to recognize 
the positive contributions of individual 
employees. 

"At the request of the hospital, when a 
taff member is mentioned in a positive 

light, that person is named (in the report). 
The hospital can then go back to that 
person. So for management purposes , 
when there are positive remarks, we pass 
them along in the report," Swartz says. 

Written evaluations 
Kerness says that Bellevue will also 

use the information from the patient sat­
isfaction study to make changes to the 
written questionnaire it distributes to pa­
tients during their stay at the hospital. 
"The telephone study has helped us get 
patients ' opinions of some of the services 

that are not addressed at this point on the 
written evaluation. (The written evalua­
tion) could be more effective than it is , 
but we don't want to drop it at this point, 
so we ' re trying to refine it a little. We 
warit to get continual feedback to see how 
we ' re doing in 1991." 

Prior to the telephone survey, the hos­
pital relied on the written evaluations for 
feedback, but Swartz says that informa­
tion gathered this way has limited man­
agement utility as it can be difficult to 
compile, analyze, and format. 

"Most hospitals, in my experience, are 
not able to organize and act on the feed­
back that they get from self-administered 
questionnaires, so that they often end up 
with a grand tally of anecdotes and noth­
ing actionable. But our reports give them, 
in tabular form, the proportions of satis­
fied/very satisfied, etc. and the verbatims, 
so that with the quantitative framework, 
they ' re able to put those anecdotes into 
perspective." 

Responses from written evaluations 
also present another problem: they aren ' t 
projectable because of the factors that 
affect who does-and who doesn 't-fill 
them out. 

"Self-administered questionnaires ap­
pear to provide a feedback mechanism. 
However, if you understand the motiva­
tors that determine which patients fill 
them out, you realize that you are getting 
information, but it is not representative, 
objective information. 

"When people have positive experi­
ences as customers, they feel affiliated 
with the provider and are therefore more 
inclined to do something that would be 
helpful to the provider," Swartz says. 

By contrast, someone who has had an 
unsatisfactory experience may decide not 
'i'd complete a questionnaire because he or 
she feels it would be helping the hospital. 

Hospitals rf luctant 
Swartz says that many hospitals are 

reluctant to spend the money on outside 
research, choosing to rely on in-house 
questionnaires to monitor patients ' opin­
ions. "Telephone interviewing can be an 
expensive methodology, and hospitals 
aren ' t interested in taking on any addi­
tional expense." 

Still, she says, this type of study is 
becoming a very active part of the re­
search field. "We view it as a category of 
customer satisfaction research, because 
patients clearly are customers of hospi­
tals. In t~e past, health care consumption 
was primarily generated by doctors, They 
made the decisions and directed where 
the health services would be consumed. 
But consumers are now asking the doc­
tors more questions and taking more of 
the responsibility for their own health. 
They are making their own decisions 
regarding where to go and how they shop 
for health care services." 0 
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Physicians' reactions 
continued from p. 9 

physicians. Figure 4 shows various levels 
of physician constituencies shared by 
pharmaceutical companies. 

The "earlier" (further to the left) two 
companies are connected, the more they 
tend to be calling on the same physicians. 
The connections progress in a step-wise 
fashion until all companies are eventu­
ally linked. Of key interest are the com­
panies that link early on. For example, 
Sandoz and the J & J companies are most 
likely of all the companies analyzed to be 
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calling on the same physicians. At the 
time of this study, Sandoz was detailing 
Tavist-D and J & J's Janssen was detail­
ing Hismanal; they are likely to be going 
head-to-head on these antihistamines with 
the same physicians. Searle and Upjohn 
also tend to call on the same physicians, 
as do Pfizer and Merck. 

By combining knowledge of what 
products are currently being detailed ~ith 
the knowledge of shared constituencies, 
sales management has a valuable picture 
of the competitive situation at the point in 
time when the data were gathered. 

Please don't take away my samples 
Six key service~ provided by_sales rep­

resentatives were evaluated by physicians 

ranging seminars/professional meetings," 
"product information," "providing edu­
cational materials for patients," "gifts for 
use in the office," and "clinical trial re­
cruitment." All possible pairs of the ser­
vices were evaluated. 

It is not surprising that samples are 
highly valued. What is surprising is the 
strength of preference. Samples are more 
than twice as important to physicians as 
the second-ranking service "arranging 
seminars/professional meetings." Pro­
viding product information ranks third, 
tied with patient educational materials; 
another surprise. 

In a climate of cost-containment, pres­
sure to devote more dollars to R&D to 
develop new entries, and scrutiny of 

Fig. 4 Physicians Constituencies 
Shared by Pharmaceutical Firms 
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in a pair-wise trade off fashion. This 
method of evaluation forces discrimina­
tion and yields much more telling and 
reliable results than rating the services 
one at a time. 

Physicians were asked, "Suppose a 
sales representative's functions were 
limited to one area. Which of the follow­
ing would you prefer the sales to provide? 
Product information? Or product 
samples?" Other choices included: "ar-

I 
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-

-

I 
I 

~ 

I 
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pharmaceutical sales promotion by 
Kennedy's Senate Labor & Human Re­
sources Committee, some pundits are 
predicting that sales force sizes will de­
crease in the 90s. The issue may not be so 
much the size of the sales forces but how 
best to utilize this very costly method of 
promotion. In this study, physicians' pri­
orities were clear: Whatever you do, don't 
take away my samples! 0 
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A guide to international 
market research 
by Ian MacFarlane 

Editor's note: Ian MacFarlane is 
president of MacFarlane & Company 
and chairman of Fry Consultants Inc . 
These marketing and management con­
sulting firms are headquartered in At­
lanta. 

W hen we are asked by a client to 
help answer international mar­
keting research questions, we 

try very hard not to reinvent the wheel. 
One of the first things we do is check 
established sources of information on 
countries, products, markets, competi­
tors, and whatever else is needed by the 
client. 

This typically involves a series of at 
least seven steps to get to the point where 
we are ready to start the primary inter­
national marketing research project. The 
seven steps are: 

1. Checking reference information on 
countries, products, markets, and com­
petitors. 

2. Conducting secondary research on­
line and in the library. 

3. Review and selection of multi -client 
studies that answer some of the questions 
at relatively low cost. 

4. Selection of a foreign firm or firms to 
assist in the study or in some cases, per­
form most of the work. 

5. Solicit proposals for foreign field 
work and analysis, particularly where 
foreign languages are involved. 

6. Finalize the client proposal, includ­
ing business reference information, sec­
ondary research, multi-client studies, 
subcontracted field work and analysis, 
and all other cost elements. 

7. Begin the primary research study, 
working closely with the clients and ar­
ranging for frequent interim meetings to 
ensure that there are no surprises in the 
report at the end of the project. 

Each of the seven steps is now de­
scribed in more detail. 
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I. Reference Information on 
Countries, Products, Markets, and 
Competitors 

A. Multi-client studies 
One of the first things we do is check to 

see if any multi-client studies have been 
done on the subject of interest. It may be 
possible to purchase a multi-client study 
at much more reasonable cost than con­
ducting a proprietary marketing research 
project. The three places we look are: 

1. MARKETSEARCH, The Interna­
tional Directory of Published Market 
Research; this directory provides over 
18,000 multi-client study references· 
throughout the world; it is published an­
nually and is subdivided by subject based 
on British SIC classifications. 

2. FIND EX, The Directory of Market 
Research Reports , Studies and Surveys; 
this directory includes company and in­
dustry research from Wall Street as well 
as a wide variety of other multi-client 
studies published by research firms and 
other organizations throughout the world; 
however, the coverage is stronger do­
mestically than internationally. 

3. Marketing Surveys Index (MSI) in­
cludes virtually all international multi­
client studies; this directory tends to be 
more current because it is updated ten 
times per year by supplements sent by 
airmail from London; the subject index is 
alphabetical and complete. 

B. General reference 
We also check general reference in­

formation regarding countries, products, 
markets, and competitors. Typical sources 
include: 

1. The European and Far East Regional 
Directories published by The Market 

Research Society in London. 
2. Croner's A-Z of Business Informa­

tion Sources; this directory includes cat­
egories for company, product, and mar­
ket information divided for consumer and 
industrial/commercial markets. 

3. Consumer Japan; this publication 
covers major consumer markets in Japan 
with specific information on markets, 
products, and key commercial organiza­
tions. 

4. Consumer Europe; this resource 
covers over 500 products bought by 
consumers in 17 West European coun­
tries; it provides market data and trends 
for six years through 1988 plus forecasts 
through 1992 and has a directory of rna jor 
companies. 

5. Croner 's Europe; this publication 
provides current updates on all EEC 
proceedings of possible interest to inter­
national marketers. 

6. Country directories like Ireland 1990 
and publications of industrial develop­
ment organizations like the Scottish De­
velopment Agency. Similar publications 
are available from JETRO for Japan and 
other major foreign industrial develop­
ment agencies. 

C. Sources of Marketing Information 
In this category, we check appropriate 

directories such as the European Direc­
tory of Consumer Goods Manufacturers, 
the European Directory of Retailers and 
Wholesalers, the European Consumer 
Electronic Directory, the European 
Electrical Appliances Directory, the Eu­
ropean Drinks Marketing Directory, and 
a wide variety of other similar publications 
that cover foods , household chemicals, 
cosmetics, toiletries, and other product 
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categories; we also check such references 
as the European Directory of Trade and 
Business Journals, the European Direc­
tory of Trade and Business Associations, 
and other similar references. 

D. Marketing Statistics 
The main sources for international 

marketing statistics are: 
1. International Marketing Data and 

Statistics 1990. 
2. European Marketing Data and Sta­

tistics 1990. 
3. The International Directory of 

Marketing Information Sources. 
4. The European Directory of Non­

Official Statistical Sources. 
5. The European Directory of Market­

ing Information Sources; this resource 
lists over 2,500 sources of market and 
business information throughout Europe. 

6. The Worldwide Government Di­
rectory; this directory provides informa­
tion on 175 governments and 100 inter­
national government agencies throughout 
the world, many of which represent 
sources of marketing and business in­
formation. 

7. Other international sources such as 
the United Nations, the Food and Agri­
cultureOrganization (FAO), UNIDO, the 
World Bank, and other sources where the 
right kind of digging can pay off with 
useful information. The same is true of 
U.S. government agencies and depart­
ments, which generally can be accessed 
through regional U.S. Department of 
Commerce libraries, International Trade 
Administration offices for import/export 
statistics, and other similar organizations. 

E. Business Risk 
In checking international business risk, 

we rely on BERI, Business Environment 
Risk Intelligence: 

1. BERI's Risk Service provides 
country risk forecasts for 50 countries 
throughout the would and is updated three 
times per year. 

2. BERI' s Forelend provides interna­
tional lenders with risk information on 50 
countries with three updates per year. 

3. BERI's Force Reports are detailed 
annual reports on 20 countries, including 
a Special Report on Eastern Europe and 
another on Europe 1992. 

4. BERI also offers special services for 
international risk research, foreign ex­
change guidance, Quick Response advice, 
and specialized international risk 
consultancy. 

F. Information on Competitors 
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For information on domestic competi­
tors, we check such sources as local 
newspapers, The Corporate Directory, 
the Dun & Bradstreet Million Dollar 
Directory, Standard & Poor's Register, 
the international Dun & Bradstreet Mil­
lion Dollar Directory, Value Line Selec­
tion and Opinion, TheN ational Directory, 
and reports filed with the SEC. For 
international references, we use the 
Kompass Directories, The International 
Corporate 1000, The City Directory (the 
London financial community), TheCa­
nadian Trade Index, Europe's 15,000 

Largest Companies, The London Busi­
ness Pages, and other resources, includ­
ing: 

1. Business-Line Management, Mar­
keting and Administration; this reference 
lists over 200 on-line services worldwide 
for product and market research and cus­
tomer analysis. 

2. Business-Line Finance; this resource 
includes over 300 financial databases 
throughout the world. 

3. Business-Line Company Informa­
tion; this reference lists over 300 data­
bases for company financial information, 

key personnel, products and services, 
subsidiaries, and other database catego­
ries. 

Obviously, a lot of digging has to be 
done to find out what kinds of informa­
tion are available. However, this effort 
only completes the first step in checking 
business reference information. It is 
equally important to go further and check 
all secondary information that may help 
answer client questions regarding prod­
ucts, markets, opportunities, competitors, 
and the wisdom of alternative business 
strategies. The next major step rechecks 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ some of the previou~y mentioned re-
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sources and adds some new ones. 

II. Secondary Research 
In conducting secondary research of 

all pertinent published information, it may 
be possible to use in-house on-line re­
search capabilities at the research firm or 
the client organization. If this is not 
possible becau e of existing commit­
ments, capabilities, or other project re­
sponsibilities, it may be wise to select an 
outside provider or broker of secondary 
business research information. One good 
place to check on outside firms to do 
secondary research is Burwell 's Direc­
tory of Fee-Based Information Services. 
This excellent directory describes literally 
hundreds of information brokers 
throughout the world and is subdivided 
by country, state, company, subject, and 
service. Most of these information bro­
kers are in the United States, but a wide 
range of possibilities exists in other 
countries throughout the world. 

In doing secondary research, we: 
A. Conduct on-line research through 

Dialog and other on-line services. The 
trick here is knowing which of the hun­
dreds of databases to check for appropri­
ate questions, key words, and subjects. 
Most of our work is done through Dialog, 
but other resources include Biblio­
graphical Retrieval Information Services 
(RIS), and others. 

B. Use Business-line Management, 
which lists over 200 on-line services 
worldwide, Business-Line Finance, list­
ing over 300 financial databases through­
out the world, and Business-Line Com­
pany Information, Which provides di­
rection to over 300 databases of company 
financial information, key personnel, 
products, services, subsidiaries, fee, and 
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other database categories. 
C. Use The City Directory for London­

based financial information sources. 
D. Work with ARK, which covers 14 

major industries in Europe to provide 
information on over 2,000 public Euro­
pean companies throughout Western 
Europe. E. After appropriate articles and 
published references have been identified, 
we spend time in the library reviewing 
abstracts and getting copies of permanent 
articles and other references. 

The secondary research step alone can 
cost anywhere from a few hundred dol­
lars for a simple study to $10,000 or more 
for a complicated project and an interpre­
tive report. 

III. Selection of Multi-Client Studies 
At this point, we know what is avail­

able in print, including multi-client 
studies. However, it is not wise to pur­
chase every possible multi-client study, 
so some additional research is necessary. 

Basically, this involves contacting the 
publishers of the multi-client studies, re­
questing copies of the Table of Contents 
and the offering prospectus for each study 
of interest, discussing options of pur-

chasing the whole multi-client study or 
just the most pertinent part or parts, and 
so forth. We also discuss the possibility 
of purchasing proprietary add-ons to the 
multi-client study to answer specific cli­
ent questions that are not adequately an­
swered by the basic multi-client study. 
We also discuss discounts to ensure that 
we purchase the multi-client study below 
list whenever possible. In most cases, we 
can purchase the multi-client study at a 
discount because we are resellers of this 
type of information, and in many cases, 
we can provide the multi-client study to 
our clients at less than list price. 

After we have contacted the publishers 
and received as much information as pos­
sible, we consult with our client and pur­
chase the multi-client studies that seen to 
be most appropriate. 

IV. Selection of a Foreign Firm 
At this point, we know what is avail­

able in the literature and from secondary 
research of all available published infor­
mation, including multi-client studies and 
foreign and domestic publications. The 
rtext step is to provide some proprietary 

research, and in many cases in foreign 
markets, we need a local firm that can do 
field work, gather data, and provide some 
analysis and interpretation. The selec­
tion and use of the foreign firm is ex­
tremely important to the success of the 
overall project. Here we consider the 
following alternatives: 

A. Language considerations may dic­
tate that a foreign firm must be used to 
assist in the project. We first examine our 
inventory of correspondent firms, com­
panies and individuals we have worked 
with before, and qualifications in terms 
of industry and specific type of study 
experience. 

B. We check directories of foreign 
firms, primarily the International Direc­
tory of Market Research Organization. 
This directory provides information on 
over 1,700 marketing research firms 
throughout the world in 70 different 
countries. This directory is the best one 
of its type for international coverage. 

C. We review Bradford's Directory of 
Marketing Research Agencies and Man­
agement Consultants. 

D. We also check the GreenBook, 
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which is published by the New York 
Chapter of the American Marketing As­
sociation, and the annual Quirk's Market­
ing Research Review Researcher 
SourceBook. These directories are use­
ful for information on domestic market­
ing research firms. 

E. If we are working on an industrial/ 
business marketing research project in 
Europe, we check the membership direc­
tories of the Industrial Marketing Re­
search Association (IMRA) and th~ Fed­
eration of European Marketing Research 
Association (FEMRA). 

F. If we are working on a project in UK, 
we check the yearbook of The Market 
Research Society (MRS). 

G. If we are working on an industrial/ 
business project in Canada, we check the 
membership directory of the Industrial 
Marketing and Research Association of 
Canada (IMRAC). 

H. In other countries, we check appro­
priate association directories, and for 
Europe as well as other international cov­
erage, we check the directory of 
ESOMAR, the European Society for 
Opinion and Marketing Research. 

After doing some screening, we present 
our client with alternative firms in the 

foreign markets involved, and then we 
typically ask for proposals from several 
appropriate firms. 

V. Proposals for Foreign Field 
Work At this point, we can really de­

scribe what we already know and what 
types of assistance we need in the foreign 
market study. We prepare a problem 
statement or brief describing exactly what 
we want, and we solicit proposals from 
three or four carefully selected foreign 
firms that have the capability to conduct 
the study for our client. We use confiden­
tiality agreements whenever appropriate. 
Once we receive the proposals for for­
eign field work and·assistance, we rec­
ommend a selection procedure and select 
a subcontractor to complete the foreign 
work to our client's specifications. 

VI. Finalize the Client Proposal 
At this point, we have all the informa­

tion we need to finalize our client pro­
posal and begin the remaining steps ofthe 
project. 

VII. The Primary Research Study 
We typically submit an interim report 

that covers all of the progress to date in 

terms of published information, resources, 
findings, conclusions, and recommenda­
tions. The proprietary research in the 
foreign market is completed and becomes 
part of the final report for the project. The 
end result may inv~lve recommendations 
regarding the competitive situation, an 
entry strategy, joint venture possibilities, 
distribution alternatives, acquisitions, and 
other types of strategic partnerships. 
These aspects of the study are designed to 
help the client make the right decision 
regarding the foreign market opportu­
nity, which by definition also means 
helping the client to avoid costly mis­
takes. 

It has been our general observation that 
American companies are not very experi­
enced in assessing foreign market oppor­
tunities, and they often go charging off in 
the wrong directions at the wrong times. 
In order to avoid these mistakes, a lot of 
careful checking is necessary, and then 
you also have to be lucky not to have 
overlooked something significant. In 
short, international marketing research 
done properly is not easy, but it will be 
increasingly more important in the future 
than it has been in the past. 0 

We bend over backwards to do quality research 

I 
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In gymnastics a perfect score is 10. At Rockwood Research 
that's our goal, too. 

To make sure your research project is successful, we've 
gathered an experienced staff of project managers, focus 
group moderators, market research analysts and telephone 
interviewers. Without losing sight of the overall project, we 
spot the little, but important details that are often overlooked. 
The result is quality research, on-time and on-budget. And 
satisfied repeat clients. 

With our computer assisted telephone interviewing system, 
surveys can be custom designed to each respondent. A newly 
remodeled focus group area features a large focus group 
room, a spacious observation room, private client offices and 
high-caliber recording equipment. 

Every research dollar you spend should bring your company 
the maximum return. At Rockwood Research we bend over 
backwards to make sure this happens. That's the Rockwood 
difference. Call us today for more information. 

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Our stand is to 
provide more value 

than you expect. 

We can help you: 

ceed 
pectations 

SIGMA>~ 
VALD©JATION 

1275 15th Street 
Fort Lee, NJ 07024-1950 

(201) 886-0550 

of your CLIENTS 

of your STAFF 

of YOURSELF 

IN TERMS OF QuALITY RESEARCH DATA 

Since 1979, The Repeat Respondent Matching Program has 
provided a one-of-a-kind consumer research data base of inter­
views. A query of the data base will tell you when your respondents 
were last interviewed, and by whom. 

Call for a FREE copy of .. Duplicate Number Validation- The 
value of The Extra .Step .. , by Pam Humbaugh, General 
Foods USA, Applied Marketing Research, Second Quarter 
1990 Vol. 30, No.2 
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Strategic marketing 
continued from p. 15 

driving the strategic managing process. 

Figure 4 shows the process steps and the 
broad input components for the research 
effort. 

the question: "Where are the most attrac­
tive places to invest our resources?" 

This is the raw data for answering the 
"where to compete" question. For the 
management tean:t, this is the most cru­
cial period in reaching beyond its current 
understanding of marketplace "reality." 

Market research carries the crucial task 
of challenging conventional wisdom, and 
compelling the search for revised wis­
dom. 

Figure 3 highlights the elements of this 
strategic managing process. The elements 
are interactive and must be thought of as 
a system rather than as distinct elements. 

Understanding the environment­
defining the arena 

The objective of this element of the 
strategic managing process is to address The market research effort is critical to 
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Understand the -----Determine wh'at 

( environment X it takes to vi n ) 

Implement Oef lne Des I red 
--------- position 

Figure 3- The Strategic Hanaging Process 

Some of the typical tasks for the re­
search effort in this mode are: 

• defining the determinants and pat­
terns of demand 

• identifying available substitutes 
which are acceptable to ultimate con­
sumers 

• developing a picture of potential 
industries and their structure 

• evaluating value alignment within 
industries 

Which Conjoint Package Do You Prefer? 

Adaptive Conjoint Analysis 
(ACA) 

Up to 30 Attributes 

Adaptive PC Interview 

Can Measure Overall Price 
Sensitivity 

Top-notch Documentation and 
Support 

6(}day Money-back Guarantee 

OR 

Conjoint Value Analysis 
(CVA) 

Up to 10 Attributes 

PC or Pencil-and-Paper Interview 

Can Measure Price Sensitivity by 
Brand or Feature 

Top-notch Documentation and 
Support 

6(}day Money-back Guarantee 

Your trade-offs depend on your research needs; 
our conjoint packages give you a choice. For further information, 

including a free demo disk, call or write. 

IJI Sawtooth Software 
1007 Church Street • Suite 302 • Evanston, IL 60201 

Phone: 708/866-0870 Fax: 708/866-0876 
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• enumerating each industry's effec­
tiveness and efficiency in meeting ulti­
mate consumer needs 

• testing various customer groups' 
sensitivity to various elements of the 

marketing mix 

• defining what competitor strategic 
groups exist and how they behave. 

Determining what it takes to win­
testing causality 

The objective of this element is to 
address the question: "For our chosen 
markets and industries, what is required 
to participate?" 

This step is aimed at identifying indus­
try critical success factors (CSFs). Here 
the context of CSFs is the industry wide 
issues that are so crucial that if the indus­
try ignores them, it fails. For an indi­

vidual firm to carve out a position in the 
industry, it must be seen as being a sig­
nificant contributor to the industry's CSFs. 

At this stage, market research is typi­

cally used to test causality of the CSFs. 

Fl gure 4 

The Strategy Managing Process - Research Unkages 

De f l n e the T e s t 
Arena Understand the --------oeterr~lne what CausalIty 

( 

environment X it takes to ~in) 

Honl tor Implement Define Oesl red 
Success ------- posl tlon Project 

Resu Its 
Test Reality 

Research Is crltlcal1o driving the process. 

An industry perspective is crucial at this 
stage, and research's broader view can be 
used to proactively encourage that indus­
try view. 

Defining the desired position­
projecting and testing 

The objective of this element is to 
address the question: "Given our chosen 

markets and industries, what is our best 
position?" Essentially, this step answers 
the question of how to compete. 

In this stage, research can be used to 
test and project results of various posi­
tioning strategies. Test marketing is a 
typical example of activities appropriate 

continued on p. 39 

Annie· and Chris 
together again. 

With Denver's new, 
state-of-the-art focus 

group facility. 

The Research Center 
Denver, Colorado 

Ann Sampogna-Reid & Chris Balthaser (303) 935-1750 
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1990 Index of Articles 
Case Histories 

Month/Page Number 
Jan./6 Monitoring the vital sigri.S: Extensive data analysis 
keeps a Michigan health care provider competitive 
Feb./6 Someplace like home: Research guides Holiday Corp.'s 
creation of a lodging chain for business travelers 
Feb./22 Domino's delivers: Powerful PCs help the Domino's 
Pizza research staff give its internal customers speedy service 
Mar./6 Breaking away from the pack: Focus groups tell 
California-based mountain bike maker its ad campaign is a 
winner 
Mar./8 Part of the team: Advertising research plays an integral 
role in the success of Fallon McElligott ads 
Apr./6 It watches like a hawk: Focus groups aid positioning 
of new boiler control technology 
Apr./26 Cultivating communication: In-depth interviews with 
dealers yield many benefits for farm equipment manufacturer 
May/6 Recording a revolution: Reader survey helps new 
magazine keep up with changes in the recording industry 
May/8 Music enthusiast or lawbreaker? A government study 
investigates the issue of home taping and copyright violation 
Jun.-Jul./6 Money well spent: Research supports United 
Way's decision to use paid advertising for the first time 
Jun.-Jul./8 You need a creative approach: Avon researchers 
find that normal rules don't apply when testing among Hispanic 
women 
Oct./6 Growing indoors: Research helps maker or gardening 
containers expand its product line 
Oct./8 Equal sequel: Consumers tell Searle Canada it's time 
to update sweetener packaging 
Oct./22 A picture is worth a thousand words: Demographic 
mapping helps bank meet Community Reinvestment Act re­
quirements 
Nov./6 Delivering satisfaction: Federal Express uses an 
ongoing study to track customer satisfaction 
Nov./8 Giving the customer a voice: A look at the customer 
survey process at Caterpillar Inc. 
Nov ./10 Utilities discovering the value of customer satisfaction 
research 
Dec./8 Regaining a foothold: Research and innovative pack­
aging guide sugar maker's re-entry into a competitive market 
Dec./1 0 Speed dialing: Automation helps U S Sprint respond 
quickly to customer needs uncovered by satisfaction research 

Discussion of Techniques/Other 

Month/Page Number 
Jan./10 Field testing the National Health Interview Survey 
evaluation questionnaire 
Jan./28 Important quality and price issues for telephone samples 
Jan./31 Program identifies repeat respondents 
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Mar./41 Reports assess effectiveness of business publication 
advertising 
Apr./12 Uses and misuses of business-to-business focus groups 
Apr./24 Portable electronic interviewing device goes where the 
respondents are 
May/ 22 Take the money and run? Respondent reasons for 
focus group participation 
May/ 28 Efficiency is key to random digit sampling 

' Jun.-Jul./17 Omnibus studies are a popular, cost-effective 
research method 
Jun.-Jul./26 Don't overlook panel research 
Dec./6 Using an in-house sales panel to enhance a total 
marketing research program 
Dec./16 Focus group workshops and championships assist new 
product development process 
Dec./18 Money isn't everything: Respondent reasons for focus 
group participation-Phase II 
Dec./24 How to get the most from your marketing research 
dollars 
Dec./26 Client ground rules for observing focus groups 
Dec./32 More universities are offering training in marketing 
research 
Dec./34 A common sense approach to dialing costs 

Data Use 

Month/Page Number 
Jan./8 To progress you must first regress 
Feb./9 New findings with old data using cluster analysis 
Mar./12 Perceptual mapping and cluster analysis: Some prob­
lems and solutions 
Apr./9 Combining banner points: Is the variance correct? 
May/10 Understanding conjoint analysis: Predicting choice 
Jun.-Jul./10 CHAID response modeling and segmentation 
Oct./10 Conjoint evolves into discrete choice modeling 
Nov ./14 Determining product feature price sensitivities 
Dec./12 Getting the most from demographics: Things to 
consider for powerful market analysis 

Trade Talk 

Month/Page Number 
Jan./38 Wanted: marketing scientists 
Feb./62 Re-thinking the youth market 
Mar./50 Company preaches value of research to Christian 
products industry 
Apr./46 Study tracks trends in S&L industry 
May/85 A user-friendly guide to the changing U.S. market­
place 
Jun.-Jul/46 Poll finds growing interest in organic gardening 
Oct./38 Business before business 
Nov ./78 Quality should be Job One 
Dec./118 Researching the future 
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Strategic marketing 
continued from p. 35 

out to do? the active involvement of market research 

throughout the strategic managing pro­

• Where we are not, is the problem the cess is crucial to business success. For 

to this stage. As test marketing costs strategy or the implementation? business managers, this means: 

increase, modeling of business perfor­

mance becomes an attractive alternative. 

Research can contribute to the modeling 

process by providing input on customer 

and competitor behavior, industry ac­

tions, environmental factors, etc. 

Research can also provide assistance 

in this step by projecting the payoff for 

various activities. This requires defining 

the resource investment-return model and 

levels of uncertainty around the return. 

For all of these activities, the role of the 

market research effort i to provide a 

strong sense of marketplace reality. While 

this role should not be confrontational, it 

should be consultative. 

Implement~ng-monitoring 

The objectives of this element address 

the following: 

• How will we reposition ourselves? 

In this element, market research plays 

a critical part in performance evaluation. 

Typical roles research plays are: 

• Measuring customer satisfaction with 

the offerings of the business-a key indi­

cation of the business' future success. 

• Monitoring competitor activity­

typically a key indication ofthe quality of 

the busin~ss' earnings. 

• Measuring value shifts in the market 

and industry-an indication oftiming for 

repositioning the business. 

Conclusion 

• Early and continuing involvement of 

research professionals in developing an 

understanding of what decisions must be 

made and the knowledge required to make 

those decisions. 

• A will to act on the research results, 

especially when the results challenge ac­

cumulated wisdom in the business team. 

For research professionals, this implies: 

• A continuing pressure to sell, sell , sell 

the value (not just the results) of market 

research. 

• Presentation of research-based 

knowledge that is actionable by bu iness 

managers. 0 

_Market research is not an optional 

• Are we accomplishing what we set luxury for business management. Instead, 

HOW TO FIND THE BEST DEAL 
ON A RANDOM DIGIT SAMPLE. 

Whether you're in academic or 
market research, Scientific Thle­
phone Samples can help. With the 
best service and the most accurate 
computer-generated random digit 
telephone samples available 
any\Vhere. 

At just 5¢ a number, plus ship­
ping and a small set-up fee, our 
prices could be about a third the cost 
of another service. And our set-up 
fee is just $25 for one area and $10 
an area after that. We can even give 

srs · 

you same-day service for just 3¢ extra '-••••~f: 
a number. 

Our sampling methodology is accurate, reliable, and 
technically sound. We guarantee it-if you aren't happy, you 
don't pay. 

Our standard shipping turnaround is just 24 hours. And 
on most projects if you call us by 9 A.M. Pacific Time (Noon 
Eastern), we can send it the same day for our same-day rate 
of8¢. · 

We automatically ship you 10% extra per area, just in 
case. Free. It's our way of making your job easier. 

What's more, we've simplified your sample management 

(714) 731-8576 
202 Fashion Lane, 

Suite 22\, 
· CA926'80 Tu un, 

by randomly shu:ffiing the numbers 
within each replicate. So you won't 
need to work out complicated distri­
bution schemes-just open the packet 
and begin. 

We can provide random digit 
samples based on almost any type 
of geographic coverage and with 
a variety of sampling frames, 
including: 

0 Zip code 0 Exchange/Working 
blocks 0 State 0 County 0 City 

National 0 ADI 0 Census Regions 
0 Census Divisions 0 PMSA/CMSA/MSA 0 Weighted in 
proportion to number of listed households in area 
0 Unweighted so everyone has equal chance of being selected 
regardless of population 0 Your desired cut-off or efficiency 
level 0 Customized sample design specifications (e.g., single 
stage, multi-stage, stratified, etc.) 

Add it up. The best samples. The best service. And a staff 
that's happy to help you with any sampling aspect of your 
study. Then call STS for a quote. 
•Prices subject to change without notice. Warranty is limited to amount paid by client 
to STS for the right to use the particular sample in question. Please ask for a copy of 
our detailed information booklet for exact price and warran ty specifications. 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone numbers. 
Corn panies are listed alphabetically and are also classified by state and specialty for your convenience. Con tact publisher for listing 
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Access Research, Inc. 
8 Griffin Rd. No. 
Windsor, CT 06095 
203/688-8821 
Contact: Robert C. Platkin 
Group Health/Pens. PIC, Ale. 
Bev/Food, 15 min Airpt. 

ADI Research, Inc. 
(See Matrixx Marketing) 

Alpha Research Associates, Inc. 
395 Smith Street 
Providence, Rl 02908 
401 1 861 -3400 
Contact: Anthony Pesaturo 
FuiiSvcQuai/Quan.Analysis./ 
Consltg&MktRes/Since 1976 

American Public Opinion Survey 
& Market Research Corp. 
1324 South Minnesota Ave. 
Sioux Falls , SD 57105 
6051338-3918 
Contact: Warren R. Johnson 
Established 1960-Full Service 
GrourNational & lnternat 'l 

Analytics, Inc~ 
999 N. Elmhurst Rd ., Stes. 15 116 
Mt. Prospect, IL 60056 
7081870-1973 
Contact: Larry Kaufman 
Since 1972, moderated and 
analyzed over 2,000 groups 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati , OH 45242 
5131489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof., 
Focus Groups,One-On-Ones 

The Atlantis Group 
342 Fourth St. 
Atlanta, GA 30308 
40415 77-8000 
Contact: Charles Bazemore 
The difference is in the moderat­
ing and the reports 

Bartels Research, Corp. 
145 Shaw Ave ., Ste. C-1 
Clovis, CA 93612 
Contact: Laura Wasserman 
Quai/Quant. Rsch. , FIG Rctg. 
Mod. facil. 25 yrs. exper. 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield , ML 48075 
3131559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Carlson Research Company 
Carlson Parkway-Box 59159 
Minneapolis, MN 55459-8211 
6121 449-2526 
Contact: Allan Floyd 
Full Service Customized Busi­
ness/Consumer Research 

Chamberlain Research Consultants 
12 East Olin Ave. 
Madison, WI 53713 
6081258-3666 
Contact: Sharon Chamberlain 
Full-service marketing research. 
Business & consumer studies 
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Clarion Marketing and Comm. 
340 Pemberwick Road 
Greenwich , CT 06831 
203 I 531 -3600 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach 
To Groups; Call to Find Out Why 

qeveland Field Resources, Inc. 
6501 Wilson Mills Rd. , Suite J 
Cleveland, OH 44143 
216/473-9941 
Contact: Daniel McCafferty 
Modern Facilities on East & West 
Sides of Cleveland 

Saul Cohen & Associates, L TO. 
Suite 102, 30 Eliot Lane 
Stamford, CT 06903 
2031322-0083 
Contact: Saul Cohen 
Specializing in All Qualitative 
Methodologies 

Concepts In Marketing Research 
400 North Robert St. 
Saint Paul , MN 55101-2098 
612 I 228-5667 
Contact: Carolyn Ruble 
Fac/ ln-depth 1-on-1 's: exec, med, 
cons/Topline reporting 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
206/241-6050 
Contact: Jerry Carter 
Consumer,Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box "487 
Lahaska, PA 18931 
2151357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative Research Associates,lnc. 
500 N. Michigan Ave. 
Chicago, IL 60611 
3121 828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

Cunninghis Associates 
43 Middleton Lane 
Willingboro, NJ 08046 
6091877-5971 
Contact: Burt Cunninghis 
37 Years Exp. , Moderator & 
Moderator Training 

Decision Research 
99 Hayden Ave. 
Lexington , MA 02173 
6171861 -7350 
Contact: Peg Marrkand 
Over 25 Mods. Avail., Bus/Cons 
Grps. , Offcs: NY,LA,SF,Atlanta 

DeNicola Research, Inc. 
Two Landmark Square 
Stamford, CT 06901 
2031967-3595 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services, Advertising 

Direct Marketing Research Assoc. 
4151 Middlefield Rd., Suite 200 
Palo Alto , CA 94302 
4151856-9988 
Contact: Michael Green 
Catalog, Direct Mail, Bus-to-Bus, 
Space, Databases 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham MA 02154 
6171647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & focus 
groups. Formerly with Synectics. 

Doyle Research Associates,lnc. 
919 N. MichiganiSte. 3208 
Chicago, IL 60611 
3121944-4848 
Contact: Kathleen M. Doyle 
Specialty.·Children/T eenagers 
Concept&Product Evaluations 

Equifax I Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd., #1 02 
Van Nuys, CA 91401 
213 I 872-1717 
Contact: Louise Kroot-Haukka 
Consumer/Pkg Goods/Advertising 
Heavy Experience in Fast Food 

First Market Research Corp. 
1111 W. 6th Street, Suite 220 
Austin , TX 78703 
800 I FIRST-TX (347-7889) 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-To-Bus, Colleges 

First Market Research Corp. 
121 Beach St. 
Boston , MA 02111 
6171482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

Focus America 
1140 Ave. of the Americas, 9th Fl 
New York, NY 10036 
2121302-1808 
Contact: David Schreier 
Mid-Manhattan Loci State of the 
Art Fac. I 15 Seat Viewing Room 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
2121807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
3121536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty:Child/Teen I 
In-Home/Observational Rsch 

Gilmore Research Group 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 98102 
2061726-5555 
Contact: Michelle Zerbetz 
Exp. prof. moderators to meet you 
research needs 

Greenfield Consulting Group,lnc. 
274 Riverside Ave. 
Westport, CT 06880 
203/221 -0411 
Contact: Andrew Greenfield 
Quai./Quan. Rsch, New Product 
Dev., Fine Svcs, Toys/Games 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles , CA 90042 
2131 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Park, MD 21146 
301 1544-9191 
Contact: William L. Hammer 
New Product, Consumer & Indust­
rial/Commercial, Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
4151595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling./Bicult. Foe Grps Any­
where In U.S./Quan. Strat. Cons . 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago, IL 60601 
3121372-7048 
Contact: Dennis S. Howard, Ph. D. 
Expert Guidance In Design, 
Implementation And Analysis 

Huelskamp & Associates 
7734 Via De Fonda 
Scottsdale , AZ 85258 
6021443-8708 
Contact: Henry J. Huelskamp 
Extensive Background and 
Experience 

Hughes Marketing Communications 
341 Farnum Road 
Media, PA 19063-1605 
2151 566-6542 
Contact: Warren B. Hughes 
Moderate Focus Groups; In Depth 
Interviewing. 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
7181786-9640 
Contact: J. Robert Harris, II 
Experience Counts: Check out the 
rest but USE THE BEST 

Kennedy Research Inc. 
405A Waters Bldg . 
Grand Rapids, Ml 49503 
6161458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind. , Telecom., Health, 
Office Systems, Chemicals, Drugs 
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K P C Research 
908 S. Tryon Street 
Charlotte, NC 28211 
704/ 342-1626 or 704/ 379-6342 
Contact: Linda Dawley 
Largest Facility in Charlotte, 
Consumer and Business 

K S & R Consumer Testing 
Center 
Shoppingtown Mall 
Syracuse, NY 13214 
800/ 289-8028 
Contact: Lynne Van Dyke 
Qualitative /Quantitative, 
Intercepts, CA Tl, One-on-One 

LaScola Qualitative Research 
3701 Connecticut Ave .,N.W. 
Washington D.C. 20008 
202/363-9367 
Contact: Linda J. LaScola 
Public Affairs, Healthcare, 
Telecommunications, Financial 

Manhattan Opinion Center 
369 Lexington Ave. 
New York, NY 10017 
212 I 972-5553 
Contact: Jana Warren 
3 Room Focus Group Facility! 
Quality Recruiting 

Marketeam Associates 
1807 Park 270 Drive,#300 
St. Louis , MO 63146 
314/ 878-7667 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer, Pkgd. Goods,Agric. 

Market Facts, Inc. 
676 North St. Clair 
Chicago, IL 60611 
312/280-9100 
Contact: Linda Leemaster 
20+ yrs. in consumer, industrial, 
medical, business 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 1 0962 
914 I 365-0123 
Contact: George Silverman 
Med, Bus-to-Bus, Hi-Tech, lndust, 
Ideation, New Prod., Tel. Groups 

Mar-Quest Research, Inc. 
1315 Evamar Drive 
Midland, Ml 48640 
517/ 631 -3900 
Contact: Roger H. Jennings 
Hard Recruit I Qual I Quant !Con­
vention Rsch. I Gust .Satisfaction 

Martin Research Inc. 
P.O. Box 8595 
Roanoke, VA 24014 
703/342-1970 
Contact: Frank Martin, Ill 
Focus group facilities in Norfolk, 
Roanoke, Winston-Salem 

Matrixx Marketing-Rsch Div. 
8044 Montgomery Rd ., Suite 625 
Cincinnati , OH 45236 
513/984-2470 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's Most Modern and 
Convenient Facilities 

MedProbe Medical Mktg. Rsch 
7825 Washington Ave. S.,Ste 745 
Minneapolis, MN 55435 
612/941 -7965 
Contact:Asta Gersovitz, Phrm. D. 
MedProbe Provides Full Service 
Custom Market Research 
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Michelson & Wender, Inc. 
335 Scenic View Drive 
Atlanta, GA 30339 
800/633-1 523 
Contact: Mark Michelson 
The Retail Specialists, 
Experienced, Insightful/Thorough 

Doreen Mole Qualitative 
Research, Inc. 

RR1 , Box 1069, Millstone Rd. 
Sag Harbor, NY 11963 
516/725-2160 
Contact: Doreen Mole 
Custom design. Strong advertis­
ing marketing background 

PACE, Inc. 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
OEM and Aftermarket Experience 

Payne & Partners 
70 West Madison, Ste. 1400 
Chicago, IL 60602 
312/443-9666 
Contact: Melanie Payne 
Superior Marketing & Analytical 
Skills 

Performance Focus 
P.O. Box 723 
Addison (Dallas), TX 75001 -0723 
214/380-6575 
Contact: Judi P. Levy 
Strat Mkt Rsch, Health Care, 
Travei,Leisure,Spec Needs Cons. 

PLA YLAB® Research,Division 
of The Creative Group, Inc. 

31800 Northwestern Hwy. # 385 
Farmington Hills, Ml 48018 
313/855-7812 
Contact: Dana Blackwell 
Children, Teens,Moms,Expect.Moms, 
Parents,Grandparents & Families 

Product & Consumer Evaluations 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-41 00 
Contact: Paul Johnson 
Expert Moderators on Staff. 
State of the Art Facility 

Reid Qualitative 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Michael Reid 
Consumer, Tech/ lndust., New 
Prod. , Concept Test/Refinement 

Research, Inc. 
521 Plymouth Rd., Ste . . 115 
Plymouth Meeting, PA 19462 
215/941 -2700 or 
800/828-3228 
Contact: Phyllis Santoro 
Creative Design and Discussions­
-Actionable Results 

Rhode Island Survey and 
Research Service, Inc. 

690 Warren Avenue 
East Providence, Rl 02914 
401 /438-4120 
Contact: Patricia Shake/ 
First in New England. 
Established in 1962 

R J Research 
P.O. Box 3787 
Santa Rosa, CA 95402 
707 I 795-3780 
Contact: Bob Pellegrini 
Full Service Qual I Quan, Most 
Packaged Goods & Bus to Bus 

Rockwood Research Corp. 
1751 W. County Rd. B 
St. Paul , MN 55113 
612/631 -1977 
Contact: Dale Longfellow 
High Tech,Executives,Bus.-To­
Bus.,Ag,Specifying Engineers 

Rodgers Marketing Research 
4575 Edwin Drive, NW 
Canton, OH 44718 
216/ 492-8880 
Contact: Alice Rodgers 
Creative I Cost Effective: New 
Product I Consumer, Etc. 

James M. Sears Associates 
48 Industrial West 
Clifton , NJ 07012 
201 I 777-6000 
Contact: James M. Sears 
Business-To-Business And 
Executives A Specialty 

Snell Associates, Inc. 
941 Vernal Avenue 
Mill Valley , CA 94941 
415/ 388-8315 
Contact: Joyce Snell 
Consumer/exec/prof focus groups 
conducted nationally 

Southeastern Institute of 
Research, Inc. 

2325 West Broad St. 
Richmond, VA 23220 
804/358-8981 
Contact: Rebecca H. Day 
Est. 1964, Full Service Qualitative 
and Quantitative Analysis 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
212/472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categories 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
614 I 488-3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm Seats 
8-12. In House Audio/ Video 
Equip 

JaneL. Stegner & Ascts. 
2?15 Penn Ave. So. 
Minneapolis, MN 55405 
612/377-2490 
Contact: Jane Stegner 
Bus-Ta-Bus/Medicai!Fncl Svcs/ 
Agric., Groups/ 1:1 's 

Sutherland Research Grp, Ltd 
1160-B Pittford-Victor Road 
Pittsford, NY 14534 
716/ 586-5757 
Contact: John R. Stensrud, Ph. D. 
Experienced Full Service Market 
Research Firm 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 0681 0 
203 I 748-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
ORCA I AMA I Advt. Club 

Telesession Corporation 
355 Lexington Ave. 
New York, NY 10017 
212 I 599-1500 
Contact: Michael Gorbein 
Focus Groups by Phone I Medical I 
Agriculture I Business-toBusiness 

Thorne Creative Research 
Services 
1 0 Columbia Place 
Mt. Vernon, NY 10552 
914/699-7199 
Contact: Gina Thorne 
Ideation, Teens, New Product, Ad 
Concepts, Package Goods 

The Travis Company, Inc. 
509 Cathedral Parkway, Suite BE 
New York, NY 1 0025 
212/ 222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

TRENDFACTS Research, Div. 
of The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, Ml 48018 
313/855-7810 
Contact: Brett Blackwell 
Consumers, Retail, Rest., Real Est., 
Financial, Hlthcare, lndust., Bus-Bus 

Paul A. Warner Associates, Inc. 
3355 Lenox Road, NE Suite 665 
Atlanta, GA 30326 
404 I 239-0101 
Contact: Robin S. Salter 
25 Years of Experience in Design, 
Moderation & Analysis 

Lucy Warren & Associates 
361 9 29th Street 
San Diego, CA 92104 
619/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

Weiss Marketing Research 
27 Manor Hill Road 
Sul')1mit, NJ 07901 
201 /273-3952 
Contact: Debra R. Weiss 
Strong Client Side. New Products 
Background 

Winston Stuart Ascts., Inc. 
2670 Nichols Canyon Rd. 
Los Angeles , CA 90046 
213/851-4127 
Contact: Bill Smolka 
New Prod, Adv. Pkg. Goods, Ent. 
Cons. Execs, Bus. 
The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
716/546-7 480 
Contact: Susan Morrison-Vega 
Info That Works. Svces Inc/ 
Pri! Sec Rsch, Cnsltg, TeleMktg 

Wolf/ Altschui/Callahan,lnc. 
171 Madison Ave. 
New York, NY 10016 
212/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To­
Business Qualitative Needs 

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 /593-0050 
Contact: Dr. Stephen M. Yarnell 
Information Technology/ Financial 
Services/ Modeling 

continued on p. 46 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages For Address, Phone N urn ber and Contact 

Arizona Paul A. Warner Associates , Inc. Missouri Matrixx Marketing 
Rodgers Marketing Research 

Huelskamp & Associates Illinois 
Marketeam Associates Dwight Spencer & Associates 

California Analytics , Inc. New Jersey Pennsylvania Creative Research Associates 
Bartels Research Corp. Dote Research Associates Cunninghis Associates Creative Marketing Solutions 
Direct Marketin~ Rsch Assocs. D . . Fraley & Associates James M. Sears Associates Hughes Marketing Communications 
Equifax/Quick est Opinion Ctrs. D.S. Howard Assoc. , Inc. Weiss Marketing Research Research , Inc. 
Grieco Research Group, Inc. Market Facts, Inc. Yarnell , Inc. 
Hispanic Marketing Payne & Partners Rhode Island R J Research I New York Snell Associates, Inc. Maryland Focus America 

Alpha Research Associates, Inc. 
Lucy Warren & Associates Rhode Island Survey , Inc. 
Winston Stuart Associates, Ltd. Hammer Marketing Resour_9es Focus Plus 

JRH Marketing Services , Inc. South Dakota 
Colorado Massachusetts 

K S & R Consumer Testing Ctr. 
Manhattan Opinion Center American Public Opinion Survey 

Reid Qualitative Decision Research Market Navigation, Inc. & Market Research Corp 
Dolobowsky Qual. Svcs. , Inc. Doreen Mole Qual. Rsch . Inc. 

Connecticut First Market Rsch(L. Lynch) Sources For Research , Inc. Texas James Spanier Associates 
Access Research, Inc. Michigan Sutherland Research Group, Ltd First Market Rsch(J. Heiman) 
Clarion Marketing and Comm. T elesession Corporation Performance Focus 
Saul Cohen & Associates, LTD. Brand Consulting Group Thorne Creative Research 
DeNicola Research, Inc. Kennedy Research Inc. The Travis Company Virginia Greenfield Consulting Group, Inc Mar-Quest Research, Inc. The Winters Group 
Sweeney International, Ltd. PACE, Inc. Wolf/Aitschui/Callahan, Inc. Martin Research Inc. 

Product & Consumer Evaluations Southeastern Institute of Rsch. 

Washington D.C. TrendFacts I Playlab North Carolina 
LaScola Qualitative Research Minnesota K P C Research Washington 

Martin Research Inc. Martin Research Inc. Consumer Opinion Services 
Carlson Research Company Gilmore Research Group 

Georgia Concepts In Marketing Rsch . Ohio MedProbe Medical Mktg. Rsch Wisconsin The Atlantis Group Rockwood Research Corp. The Answer Group 
Michelson & Wender, Inc. Jane L. Stegner and Ascts . Cleveland Field Resources, Inc Chamberlain Rsch . Cnsltnts. 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages Listings For Address , Phone Number and Contact 

ADVERTISING AUTOMOTIVE Trend Facts James Spanier Associates 

Analytics, Inc. Matrixx Marketing-Research Div. 
Yarnell , Inc. Sutherland Research Group, Ltd 

Brand Consulting Group PACE, Inc. CANDIES 
Sweeney International, Ltd . 

Saul Cohen & Associates, L TO. Product & Consumer Evaluations TrendFacts / PlayLab 
Chamberlain Research Cnsltnts. Trend Facts D.S. Fraley &Associates Yarnell , Inc. 
DeNicola Research, Inc. Paul A. Warner Associates, Inc. PlayLab DolobowskyQual. Svcs., Inc. CONSUMERS Dote Research Associates Research , Inc. 
D .. Fraley&Associates BIO-TECH Analytics , Inc. 
Market Facts, Inc. D.S. Howard Assoc. , Inc. CHILDREN Chamberlain Rsch.Cnsltnts. 
Doreen Mole Qual. Rsch. Inc. Consumer Opinion Services 
PACE, Inc. Market Navigation, Inc. Saul Cohen &Associates, LTD. 
PlayLab /Trend Facts MedProbe Medical Mktg. Rsch Doyle Research Associates 

DeNicola Research , Inc. 
Doyle Research Associates 

Product & Consumer Evaluations Yarnell , Inc. D.S. Fraley & Associates First Market Rsch(L. Lynch) 
Research, Inc. Market Facts, Inc. 
Rockwood Research Corp. BLACK Matrixx Marketing-Research Div. 

D.S. Fraley &Associates 

Southeastern Institute of Rsch. PlayLab 
D.S. Howard Assoc. , Inc. 

James Spanier Associates JRH Marketing Services, Inc. Research, Inc. 
Kennedy Research Inc. 

Sweeney International, Ltd. Paul A. Warner Associates , Inc. Rhode Island Survey , Inc. Rodgers Marketing Research 
Paul A. Warner Associates, Inc. Thorne Creative Research 
Winston StuartAscts., Ltd. BUSINESS-TO- CIGARETTES Trend Facts / PlayLab 

AGRICULTURE BUSINESS Research , Inc. DIRECT 
Market Navigation, Inc. Chamberlain Research Cnsltnts. Paul A. Warner Associates, Inc. 
Rockwood Research Corp. Saul Cohen & Associates , L TO. MARKETING 

Consumer Opinion Services COMMUNICATIONS Direct Marketing Research Ascts. 
ALCOHOLIC Decision Research 

First Market Rsch(J .Heiman) RESEARCH 
BEVERAGES D.S. Howard Assoc. , Inc. EDUCATION/ 

Greenfield Consulting Group, Inc. Saul Cohen & Associates , L TO. 
Access Research, Inc. Kennedy Research Inc. D.S. Fraley&Associates NOT -FOR-PROFIT 
Trend Facts Market Facts, Inc. James Spanier Associates The Winters Group 
Wolf/Aitschui/Callahan, Inc. Mar-Quest Research, Inc. 

APPAREL/ 
Payne & Partners COMPUTERS/MIS ENTERTAINMENT Research, Inc. 
Rockwood Research Corp. Saul Cohen &Associates, L TO. D.S. Fraley & Associates 

FOOTWEAR James Spanier Associates First Market Rsch (J. Heiman) PlayLab/TrendFacts 

Brand Consultin~ Group Strategic Marketing Services D.S. Howard Assoc. , Inc Research , Inc. 

PlayLab/Trend acts Sutherland Research Group, Ltd Market Navigation, Inc. Sweeney International , Ltd. 
Sweeney International, Ltd. Research Inc. Winston StuartAscts., Inc. 
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EXECUTIVES Market Navigation , Inc. Rhode Island Survey, Inc. SMALL BUSINESS/ 
Mar-Quest Research, Inc. Southeastern Institute of Rsch. 

Chamberlain Rsch. Cnsltnts. Matrixx Marketing-Research Div. James Spanier Associates ENTREPRENEURS 
Saul Cohen & Associates , L TO. MedProbe Medical Mktg. Rsch Strategic Marketing. Svces Access Research, Inc. 
DolobowskyQual. Svcs. , Inc. Performance Focus Winston StuartAscts., Inc. Saul Cohen & Associates , L TO. 
First Market Rsch(J. Heiman) Product & Consumer Evaluations Research, Inc. 
Kennedy Research Inc. Research, Inc. PACKAGED GOODS Market Views Research, Inc. Southeastern Institute of Rsch SOFT DRINKS, 
Mar-Quest Research , Inc. James Spanier Associates Access Research, Inc. 
PACE, Inc. Strategic Marketing Services The Answer Group BEER, WINE 
Product & Consumer Evaluations Trend Facts Saul Cohen &Associates, LTD. American Public Opinion Survey 
Research , Inc. Weiss Marketing Research Dote Research Associates & Market Research Corp 
James Spanier Associates The Winters Group D .. Fraley&Associates Saul Cohen &Associates, LTD. 
Sources For Research , Inc. Doreen Mole Qual. Rsch., Inc. D.S. Fraley&Associates 
Sweeney International , Ltd. HISPANIC PlayLab /Trend Facts Greenfield Consulting Group, Inc 
Trend Facts The Research Center Grieco Research Group, Inc. 
Winston StuartAscts. , Inc. Hispanic Marketing Research, Inc. PlayLab IT rend Facts 

Communication Research Thorne Creative Research Thorne Creative Research 

FINANCIAL IDEA GENERATION 
Paul A. Warner Associates, Inc. Paul A. Warner Associates, Inc. 
Winston StuartAscts. , Inc. 

SERVICES Brand Consulting Group TEACHERS 
Access Research , Inc. Saul Cohen &Associates, L TO. PARENTS D.S. Fraley & Associates 
Cleveland Field Resources, Inc Decision Research Saul Cohen & Associates, L TO. PlayLab 
Saul Cohen & Associates , L TO. DolobowskyQual. Svcs. , Inc. Dote Research Associates 
DolobowskyQual. Svcs., Inc. D.S. Fraley &Associates D .. Fraley&Associates TELECOMMUNICA110NS First Market Rsch(L. Lynch) Matrixx Marketing-Research Div. PlayLab /Trend Facts 
Greenfield Consulting Group, Inc. PlayLab /Trend Facts Research, Inc. Creative Marketin~ Solutions 
LaScola Qualitative Research Research, Inc. Cun ninghis Associates 
Marketeam Associates Rhode Island Survey , Inc. 

PET PRODUCTS 
Decision Research 

Matrixx Marketing-Research Div. SweeneJinternational , Ltd. First Market Rsch(J. Heiman) 
PACE, Inc. Thorne reative Research Saul Cohen & Associates, L TO. D.S. Howard Assoc. , Inc. 
Payne & Partners Paul A. Warner Associates, Inc. Rockwood Research Corp. 

Kennedy Research Inc. 
Product & Consumer Evaluations Research, Inc. LaScola Qualitative Research 
The Research Center INDUSTRIAL Thorne Creative Research PlayLab/TrendFacts 
Rockwood Research Corp. Research, Inc. 
Southeastern Institute of Rsch First Market Rsch(J . Heiman) 

PHARMACEUTICALS 
Southeastern Institute of Rsch. 

James Spanier Associates D.S. Howard Assoc., Inc. Wolf/Aitschui/Callahan, Inc. 
Trend Facts Kennedy Research Inc. The Answer Group Yarnell , Inc. 
Paul A. Warner Associates, Inc. Market Navigation, Inc. Saul Cohen & Associates , L TO. 
Winston StuartAscts. , Inc. Mar-Quest Research, Inc. Creative Marketing Solutions TELECONFERENCING 
The Winters Group Sweeney International , Ltd. D.S. Howard Assoc., Inc. Rockwood Research Corp. 
Wolf/Aitschui/Callahan, Inc. Trend Facts Market Navigation, Inc. 
Yarnell, Inc. Yarnell , Inc. MedProbe Medical Mktg. Rsch TELEPHONE FOCUS PlayLab /Trend Facts 

FOOD PRODUCTS INSURANCE James Spanier Associates GROUPS 
American Public Opinion Survey TrendFacts/PiayLab Weiss Marketing Research Market Navigation, Inc. 

& Market Research Corp 
The Winters Group Research, Inc. 

Analytics , Inc. MEDICAL POLITICAL 
Telesession Corporation 

Saul Cohen &Associates, L TO. 
Trend Facts 

Doyle Research Associates PROFESSION RESEARCH TEENAGERS D.S. Fraley&Associates Saul Cohen &Associates, LTD. 
PlayLab /Trend Facts Creative Marketing Solutions American Public Opinion Survey Saui Cohen & Associates, L TO. 
Research, Inc. D.S. Howard Assoc. Inc. & Market Research Corp Dote Research Associates 
James Spanier Associates Marketeam Associates Chamberlain Rsch. Cnsltnts. D .. Fraley &Associates 
Thorne Creative Research Mar-Quest Research, Inc. Cleveland Field Resources, Inc Greenfield Consulting Group,lnc 
Trend Facts Matrixx Marketing-Research Div. LaScola Qualitative Research Matrixx Marketing-Research Div. 
Paul A. Warner Associates , Inc. MedProbe Medical Mktg. Rsch Doreen Mole Qual. Rsch. Inc. PlayLab 
Weiss Marketing Research Trend Facts/ PlayLab Weiss Marketing Research Research, Inc. 

HEALTH & BEAUTY PUBLISHING 
Rhode Island Survey , Inc. 

MILITARY Thorne Creative Research 

PRODUCTS American Public Opinion Survey Saul Cohen & Associates, L TO. 
TOYS/GAMES & Market Research Corp First Market Rsch(J. Heiman) 

American Public Opinion Survey PlayLab/TrendFacts D.S. Fraley & Associates Research, Inc. 
& Market Research Corp Paul A. Warner Associates , Inc. PlayLab IT rend Facts 

The Answer Group Research , Inc. TRANSPORTATION 
Saul Cohen & Associates, L TO. MODERATOR 

Thorne Creative Research 
SERVICES D.S. Fraley & Associates 

Greenfield Consulting Group,lnc TRAINING RESTAURANT/ Sweeney International, Ltd. 
Market Facts, Inc. Paul A. Warner Associates, Inc. 
PlayLab/TrendFacts Cunninghis Associates FAST FOOD 
Research , Inc. PlayLab /Trend Facts TRAVEL Thorne Creative Research NEW PRODUCT 
Paul A. Warner Associates , Inc. :. Saul Cohen & Associates, L TO. 

DEVELOPMENT RETAIL Mar-Quest Research, Inc. 

HEALTH CARE Analytics, Inc Brand Consulting Group Research, Inc. 
Sweeney International, Ltd. 

Access Research, Inc. Brand Consulting Group Saul Cohen & Associates, L TO. 
TrendFacts/Piaylab 

Chamberlain Rsch . Cnsltnts. Saul Cohen &Associates, LTD. First Market Rsch(L. Lynch) 

Saul Cohen & Associates, L TO. Creative Marketing Solutions Research, Inc. 
UTILITIES Creative Marketing Solutions DolobowskyQual. Svcs., Inc. T rendF acts/PiayLab 

DeNicola Research, Inc. D.S. Fraley&Associates Paul A. Warner Associates , Inc. Chamberlain Rsch. Cnsltnts. 
Dolobowsky Qual. Svces., Inc ." First Market Rsch(J . Heiman) 
First Market Rsch(L. Lynch) Greenfield Consulting Group, Inc. SENIORS YOUTH 
Greenfield Consulting Group, Inc. D.S. Howard Assoc. , Inc. 

Saul Cohen & Associates, L TO. Dote Research Associates D.S.HowardAssoc., Inc. Market Facts, Inc. 
Kennedy Research Inc. PlayLab/TrendFacts Research, Inc. D .. Fraley&Associates 

LaScola Qualitative Research Product & Consumer Evaluations Snell Associates , Inc. PlayLab 

Marketeam Associates The Research Center Trend Facts Paul A. Warner Associates, Inc. 

Market Facts, Inc. Research , Inc. Weiss Marketing Research Wolf/Aitschui/Callahan, Inc. 
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ALABAMA 

Birmingham 
Information Discovery Research 
P.O. Box 20758 
Birmingham, AL 35216 
Contact: Mike Donamy 

ARIZONA 

Phoenix 
Ruth Nelson Research Services 
Arizona Market Research 
10220 N. 31st Ave. , #122 
Phoenix, AZ 85051 
Ph. (602) 944-8001 
Fax (602) 944-0130 
Contact: Beverly Foster, Manager 

Ruth Nelson Research Services 
Arizona Market Research 
9606 Metro Parkway East 
Phoenix, AZ 85051 
Ph. (602) 997-7221 
Fax (602)944-0130 
Contact: Kim Niemi , Manager 

Technologies Research Group, Inc. 
7500 N. Dreamy Draw 
Phoenix, AZ 85020 
Ph. (602) 395-5760 
Fax (602)395-5799 
Contact: Mark Hermann, Sr. Ptnr. 
(See advertisement p. 47) 

CALIFORNIA 

Los Angeles 
Gary Litaker Media Research 
1801 W. 263rd St. , Suite 142 
Lomita, CA 90717 
Ph. (213) 326-2686 
Fax (213) 539-5628 
Contact: Gary Litaker, Owner 
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*Marketing Matrix 
2566 Overland, #716 
Los Angeles, CA 90064 
Ph. (213) 471-8308 
Contact: Contact: Marcia Selz, Pres. 

Media Research Associates 
700 Cedar St. 
Santa Monica, CA 90405 
Ph. (213) 399-3830 
Contact: Sanford Rosenberg, Pres. 

TSA Research + Analysis 
4975 Kester Ave., Box 3 
Sherman Oaks, CA 91403 
Ph. (818) 981-1481 
Fax (818) 789-4342 
Contact: Tom Smith , Prncpl. 

*U.S. Research Company 
2157 Montclair Plaza Lane 
Montclair, CA 91763 
Ph. (708) 520-3600 
Contact: Jackie Weise 

Walt Wesley Company 
55 N. Auburn Ave. 
Sierra Madre, CA 91024 
Ph. (818)355-2311 
Fax (818)355-1518 
Contact: Kenneth E. Kreh, Pres 
Lucy Wesley 

Professional advertising research firm special­
izing in one-on-one testing. Measurements 
include intuition and cognitive responses. The 
Wesley Company focuses on Motivational 
Response in appraising effectiveness of ad­
vertising messages; T.V., radio , and tasting. 
Services include recruitment of target market 
sample. Experienced in evaluating concepts, 
alternatives, as well as finished presentations. 
Pioneered over a 40 year period of research 
and development. 

Monterey 
Pulse Research 
P.O. Box 1461 
Monterey, CA 93942 
Ph . (408) 646-0484 
Contact: Jane Sullivan , Mgr. 

Orange County 
Biomedical Business International 
1524 Brookhollow Dr. 
Santa Ana, CA 92705 
Ph. (71) 755-5757 
Fax(714)755-5704 
Contact: Mike Gibb, Customer Rei. 

*U .S. Research Company 
Mission Viejo Mall , Store #65 
27000 Crown Valley Parkway 
Mission Viejo , CA 92691 
Ph. (708) 520-3600 
Contact: Jackie Weise 

Sacramento 
Schaefer Consulting 
4211 Devon Lane 
Sacramento, CA 95864 
Ph. (916) 974-0555 
Fax (916) 974-0555 
Contact: Ellen Schaefer, Prncpl. 

San Francisco 
Consumer Survey Center, Inc. 
326 Main St. 
Half Moon Bay, CA 94019 
Ph . ( 415) 726-4468 
Fax(415)726-0902 
Contact: Dave Cresson , Pres. 

Generation Insights 
2247 Union Street 
San Francisco , CA 94123 
Ph. (415) 928-3707 
Fax (415) 922-3429 
Contact: Ross E. Goldstein , Ph .D., Prncpl. 
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Media Research Associates 
1862 Union St. 
San Francisco, CA 94123 
Ph. (415) 563-2445 
Contact: Sanford Rosenberg, Pres. 

Proview 
577 Airport Blvd ., Ste. 130 
Burlingame, CA 94010 
Ph . (415) 344-6383 
Fax (415) 344-3217 
Contact: Jean Douglas, Adm. Mgr. 

*QED Research 
2815 Mitchell Dr., Ste. 118 
Walnut Creek, CA 94598 
Ph. (415) 932-3202 
Contact: Terry Marchione, Mgr. 

*Quality Research Associates 
346 Lakeside Dr., Ste. B 
Foster City , CA 94404 
Ph . (415) 574-8825 
Contact: Peter Mattson, Prncpl. 

Staples Technology Research, Inc. 
2685 Marine Way, Ste. 1220 
Mountain View, CA 94043 
Ph . (415) 968-8080 
Fax (415) 964-2027 
Contact: John Staples, Pres. 

Wilson Research Group 
1016 Walnut St. 
San Carlos, CA 94070 
Ph . (415) 591 -3227 
Fax(415)595-0328 
Contact: Larry J. Wilson, Pres. 

San Jose 
Mentor Market Research 
6214 Meridian Avenue 
San Jose, CA 95120-4915 
Ph . (408) 268-6333 
Contact: Kenneth R. Churilla, Pres. 

COLORADO 

Denver 
Ruth Nelson Research Services 
Colorado Market Research 
2149 South Grape St. 
Denver, CO 80222 
Ph. (303) 758-6424 
Fax (303) 756-6467 
Contact: Ruth N. Nelson, Pres. 

One of the nation's leading field service com­
panies covering Colorado, Arizona and Okla­
homa. Permanent facilities in 7 major shop­
ping malls, focus group facilit ies in all markets, 
central telephone and WATS, fully equipped 
test kitchen, CL T's and more . 

Statistical Research Associates 
99 S. Bellaire St. 
Denver, CO 80222 
Ph . (303) 333-6929 
Contact: Ellen P. Susman, Pres. 
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CONNECTICUT 

Danbury 
*Forecast International Inc./OMS 
22 Commerce Road 
Newtown, CT 06740 
Ph . (203) 426-0800 
Fax (203) 426-1964 
Contact: Edward M. Nebinger, Pres. 

Hospital ity Research Company 
1 00 f1oute 39 North 
Sherman, CT 06784 
Ph. (203) 350-6587 
Contact: Michael Newell , Pres. 

Survey, Inc. 
14 Quaker Ridge Road 
Sherman, CT 06784 
Ph .(203) 355-8570 
Fax(203) 354-0669 
Contact: John Casas, VP 

New Haven 
Hartford 
*Access Research , Inc. 
8 Griff in Rd. No. 
Windsor, CT 06095 
Ph . (203) 688-8821 
Contact: Bob Wuelfing , Pres. 
John F. Ryan, Vice Pres. 
Robert C. Platkin, Vice Pres. 

An established research firm with quantitative 
and qualitative capabilities . Experienced in 
strategic consulting for financial services and 
packaged goods. Financial services division : 
proprietary databases in group insurance and 
pensions. Research expertise in employee 
benefits , healthcare and property/casualty 
marketing. Consumer division : marketing and 
strategic planning for alcoholic beverages, 
grocery, foodservice , and sporting goods. Full­
time financial services telephone interviewers 
plus in-person executive interviewers and three 
experienced moderators. Executive focus group 
facilities in Hartford(15 minutes from airport) 
and center city Philadelphia. 

Youth Research 
Brookfield Commons, Suite B-22 
246 Federal Road 
Brookfield, CT 06804 
Ph . (203) 797-0666 
Fax (203) 748-1735 
Contact: Karen Forcade, Pres. 

DISTRICT OF 
COLUMBIA 

Academic Strategies 
1711 Connecticut Ave. , N.W., Suite 201 
Washington, DC 20009 
Ph. (202) 328-9090 
Fax (202) 328-9098 
Contact: Henry S. Canby, Pres. 

With specialties in retail multimarket chains, 
high tech product positioning, financial research 
and academic strategies. Our services include 
marketing audits , primary research , focus 
groups, competitive analysis, zip demo target-

ing and 3 to 5 year strategic marketing plans. 
Our emphasis is client centered and as such do 
not work for colleague's firms. 

Gerarda Collins Mktg. Cnslt. Svces. 
11963 Grey Squirrel Lane 
Reston , VA 22094 
Ph. (703) 709-8626 
Fax(703) 709-8627 
Contact: Gerarda M. Collins, Prncpl. 

Quarles, Schnorr & Associates 
3831 Inverness Road 
Fairfax, VA 22033 
Ph . (703) 273-7007 
Fax (703) 691 -1351 
Contact: Rebecca Colwell Quarles, Pres. 

Viewtech Marketing Research and Analysis 
P.O. Box 47906 
District Heights, MD 20747 
Ph. (301) 350-1111 
Contact : Leander Carter, Acct. Exec. 

FLORIDA 

Daytona Beach 
Mid-Florida Marketing & Research, Inc. 
211 Broadway 
Daytona Beach , FL 32118 
Ph. (904) 238-6012 
Fax (904) 238-7119 
Contact: Evelyn Fine, Pres. 

Gainesville 
*Marketing Professionals 
2842 NW 28th Pl. 
Gainesville, FL 32605 
Ph . (904) 372-6249 
Contact: Jan Degner, Pres. 

Miami 
Marketing Services for Professionals, Inc. 
14015 S.W. 80th St. 
Miami, FL 33183 
Ph . (305) 385-7669 
Fax (305) 385-7669 
Contact: Richard Mason, Pres. 

Orlando 
Opinions 
Orange Park Mall 44 Wells Rd ., Space A 1.1 
Orange Park, FL 32973 
Ph. (904) 269-7956 
Contact: Teresa Ray, Area Mall Coord. 

*U.S. Research Company 
Altamonte Mall 
521 Altamonte Ave. 
Altamonte Springs, FL 32701 
Ph. (708) 520-3600 
Contact: Jackie Weise 

*U.S. Research Company 
Florida Mall , Rm. 422 
8001 So. Orange Blossom Trail 
Orlando, FL 32809 
Ph. (708) 520-3600 
Contact: Jackie Weise 

* Indicates change from 1990-91 
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Tallahassee 
Strategic Resource Group 
1833 Halstead Blvd., #1512 
Tallahassee, FL 32308 
Ph . (904) 668-4191 
Fax (904) 668-4192 
Contact: Ruth L. Zanes, Owner 

GEORGIA 

Atlanta 
Brittain Associates , Inc. 
3390 Peachtree Rd. NE, Ste. 538 
Atlanta, GA 30326 
Ph. (404) 365-8708 
Fax (404) 261-7607 
Contact: Bruce Brittain, Pres. 

Omni-Tech Information Services 
3500 Tritt Spr. Cir., Ste. 100 
Marietta, GA 30062-5277 
Ph. (404) 565-4455 
Fax (404) 565-6221 
Contact: Keith Herring , Rsch. Spec. 

Research & Information Services , Inc. 
1635 Mill Run Court 
Lawrenceville, GA 30244 
Ph . (404) 822-1668 
Fax (404) 995-7337 
Contact: L. Scott Hartlage, Pres .. 

HAWAII 

Honolulu 
Ward Research 
126 Queen St. , #307 A 
Honolulu , HI 96813 
Ph . (808) 522-5123 
Fax (808) 522 5127 
Contact: Rebecca S. Ward, Pres. 

Full service market research firm offering ex­
pertise in qualitative and quantitative research. 
Includes complete focus group facility with 
Hawaii's foremost focus group moderator, and 
on-site Calling Center. Extensive experience 
in tourism , banking , consumer, health care , 
telecommun ications, and election polling. 

ILLINOIS 

Chicago 
CRC Information Systems, Inc. 
70 East Lake Street 
Chicago, IL 60601 
Ph. (312) 443-1120 
Fax (312) 443-1349 
Contact: Lee Gallaher, Sr. V.P. 

*The Discovery Group 
651 W. Washington Blvd. , Ste. 405 
Chicago, IL 60606 
Ph . {312) 454-0999 
Contact: Edwin Katzman, Prncpl. 

* Indicates change from 1990-91 
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Fisher Marketing Intelligence 
1233 Elder Rd. 
Homewood, IL 60430 
Ph . (708) 957-0865 
Fax (708)957-9542 
Contact: Penny Fisher, V.P. 

Anne Flanz Marketing Research 
343 Maple Street 
Glen Ellyn, IL 60137 
Ph. (708) 469-1092 
Fax (708) 469-8313 
Contact: Anne Flanz, Pres. 

Seventeen years in marketing research. Ten 
years as a clinical psychologist. Experienced 
in both quantitative and qualitative methodolo­
gies. Specializing in qualitative design and 
analysis : focus groups, triads , one-on-ones. 
Experienced in wide variety of product and 
service categories. New product and creative 
development areas of specialization . 

Harwell Marketing International 
20 North Tower Rd., #10B 
Oak Brook, IL 60521 
Ph. (708) 495-9032 
Contact: Christine Hardy 

GeoQuery Corporation 
475 Alexis R. Shuman Blvd. , Ste. 380E 
Naperville, IL 60563 
Ph . (708) 357-0535 
Fax (708) 717-4254 
Contact: Michael Demeyer, Pres. 

*McKay & Co. 
One Imperial Plaza, #300 
Lombard , IL 60148 
Ph. (708) 916-6110 

Renlo Research 
4604 West 137th St. , Ste. 101 
Crestwood, IL 60445 
Ph. (708) 388-7878 
Contact: Renee Lichner, Pres. 

*U.S. Research Company 
Illinois Center, Concourse #16 
111 E. Wacker Drive 
Chicago, IL 60601 
Ph. (708) 560-3600 
Contact: Jackie Weise 

*U .S. Research Company 
Lakehurst Shopping Center, #243A 
Waukegan , IL 60085 
Ph. (708) 560-3600 
Contact: Jackie Weise 

*U.S. Research Company 
300 Marquardt Dr. 
Wheeling , IL 60090 
Ph . (708) 520-3600 
Fax(718) 520-3621 
Contact: Dennis Hill , Pres. 

KANSAS 

Topeka 
Target Research/Div. Patterson Adv. 
2900 Plass Court 
Topeka, KS 66611. -1987 
Ph. (913) 266-3636 
Fax(913)266-3647 
Contact: Kathleen Funk-Linton, Mkt. Rsch . Dir. 

Wichita 
Aim Research Services 
P. 0 . Box 780915 
Wichita, KS 67278-0915 
Ph. (316) 634-0698 
Contact: Roger Wingert, Owner 

The Research Center 
825 E. Douglas/P.O. Box 820 
Wichita, KS 67201 -0820 
Ph. (316) 268-6532 
Fax(316)268-6604 
Contact: Marna Young, Research Manager 

Full-service firm specializing in media research , 
image and awareness, economic impact and 
customer satisfaction studies and public opin­
ion polling. Facil it ies include in-house inter­
yiewing/CATI system, focus facilities/moderator 
and mainframe statistical analysis . 

The Researc;:h Partnership, Inc. 
P.O. Box 8740 
Wichita, KS 67208 
Ph. (316) 263-6433 
Fax(316)263-0885 
Contact: Ester Headley, Pres. 

*U.S. Research Company 
Town West Square, Store #804 
Wichita, KS 67209 
Ph .(708) 560-3600 
Contact: Jackie Weise 

KENTUCKY 

Louisville 
MRK 
1250 Bardstown Road 
Louisville , KY 40204 
Ph. (502) 458-4159 
Fax(502)456-5776 
Contact: Connie Pearl , Pres. 

MAINE 

Bangor 
Stillwater Research 
91 Mill Street 
Orono, ME 04473-0609 
Ph. (207) 866-7892 
Fax(207)866-3608 
Contact: Paul Riechmann, Pres. 

Quirk's Marketing ResearchReview 



MASSACHUSETTS 

Boston 
CSi Qualitative Research Center 
Focus On Boston 
400 Atlantic Ave. 
Boston, MA 02110 
Ph . (800) 227-0666 
Fax (203)748-1735 
Contact: Leslie M. Harris, Chrmn. 

CSi Testing Center 
Northshore Shopping Center 
Route 114 and 128 
Peabody, MA 01960 
Ph . (800) 227-0666 
Fax(203)748-1735 
Contact: Leslie M. Harris, Chrmn. 

National Field & Focus, Inc. 
190 No. Main Street 
Natick, MA 01760 
Ph . (508) 655-1926 
Contact: Brenda Chartoff, Pres. 

Research Results , Inc. 
3 Park Street 
Leominster, MA 01453 
Ph . (508) 537-3464 
Fax (508) 537-3599 
Contact: John Zarrella, Pres. 

Complete marketing research support services 
including data processing, data entry, survey 
editing and coding . Also provide mailing, desk 
top publishing and database management ser­
vices. Specialize in publishing, cable televi­
sion , trade show management, banking and 
market research industries. 

Strategic Sampling 
342 Essex St. 
Salem, MA 01970 
Ph . (508) 744-3771 
Contact: Sharon Hughes Williams, Pres. 

MICHIGAN 

Detroit 
ESP, Inc. 
3341 Schoolcraft Rd. 
Livonia, Ml 48150 
Ph. (313) 425-5551 
Fax (313) 261 -6371 
Contact: Gary Wolak, Vp Opns. 

Market Measurement 
32500 Telegraph Rd., Suite 207 
Birmingham, Ml 48010 
Ph. (313) 646-1650 
Fax (313) 646-3651 
Contact: Carl Hendrickson, Pres. 

Market Measurement 
1251 Lone Pine 
Bloomfield Hills, Ml 48302 
Ph . (313) 737-0037 
Fax (313) 737-0841 
Contact: Debra Connolly, V.P. 
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MINNESOTA 

Duluth 
Great Lakes Marketing & Research Corp. 
227 West First St. , Ste. 617 
Duluth , MN 55802 
Ph . (218) 727-4567 
Fax (218) 722-7241 
Contact: Contact: Claudia Johnson, Dir. 

Minneapolis/St. Paul 
CML Marketing Services 
15612 Highway 7 
#354 Highland Office Center 
Minnetonka, MN 55345 
Ph . (612) 933-3453 
Fax (612) 938-5125 
Contact: Francis J. Cook, Managing Dir. 

*Dynamic Observations 
2900 Rice Street, Ste. 290 
St. Paul , MN 55113 
Ph . (612) 481-6937 
Fax (612) 481-0020 
Contact: Carrie Cardinal Bale, Dir. Qual. Svces. 

Generation Insights 
75 West Point Ave. 
Tonka Bay, MN 55331 
Ph. (612) 470-1051 
Fax (612)470-9889 
Contact: Lillian S. Maresch, Ph.D. , Prncpl. 

Ideas To Go, Inc. 
One Main at Riverplace, Suite 504 
Minneapolis, MN 55414 
Ph. (612) 331-1570 
Fax (612) 331 -1602 
Contact: Virginia Morse 

MISSOURI 
Kansas City 
The Lysis Research Group 
7015 College Blvd. , Suite 250 
Overland Park, KS 66211 
Ph. (913) 491 -7248 
Fax (913) 491-7000 
Contact: John H. Hines, Acct. Exec. 

St. Louis 
M & M Market Management 
14957 Manor Ridge Dr. 
St. Louis, MO 63017 
Ph. (314) 532-7494 
Fax (314) 532-8912 
Contact: Mark L. Tons, Pres. 

*U.S. Research Company 
338 Jamestown Mall 
Florissant, MO 63034 
Ph.(708} 560-3600 
Contact: Jackie Weise 

MONTANA 

Kalispell 
*A & A Research 
690 Sunset Blvd. 
Kalispell , MT 59901 
Ph . (406) 752-7857 
Contact: Judith Doonan, Pres. 

NEBRASKA 

Kearney 
Nelson Research Associates 
P. 0. Box 1032 
Kearney, NE 68847 
Ph. (308) 237-7754 
Contact: Jon W. Nelson, Owner/Mgr. 

Omaha 
Three Cedars Research Services 
533 North 86th Street 
Omaha, NE 68114 
Ph. (402) 393-6729 
Fax (402) 393-2139 
Contact: Robert H. Culver Jr., Pres. 

Marketing Research for Decision Makers. 
Omaha's finest focus group facility to open in 
1991. Services include Focus Groups, Sur-

. veys, Interviews, Shopper Services, Site Stud­
ies, Panels, Exploratory Research and Spe­
cialized Studies. We help people sell products 
and services. 

Telecommunications and Computer Industry 
Ma.rketing Research Specialists 

IZJ Technologies ReSearch Group 
.-.. -:~::.:: :...~=r~.:. .... _ 

Clinton Executive Offices 
4568 Grayrock Road 
Clinton, New Jersey 08809 
Voice: (201 )-730-9050 
Fax: (201 )-730-9480 

The Pointe Corporate Centre 
7500 North Dreamy Draw, Suite 200 
Phoenix, Arizona 85020 
Voice: (602)-395-5760 
Fax: (602)-395-5799 
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NEVADA 

Las Vegas 
Exxact Research + Marketing 
4220 South Maryland Pkwy., Ste. 221 
Las Vegas, NV 89119 
Ph . (702) 791-7692 
Fax (702) 791-7693 
Contact: David M. Zamarin, Owner 

Full service marketing research and marketing 
consulting with emphasis on quantitative re­
search and analysis, secondary research and 
program evaluation. Specialty areas incl.ude 
hospitality industry, gaming, air travel , tounsm, 
recreation and leisure. Additional services in­
clude presentations, report preparations and 
graphics. 

NEW HAMPSHIRE 

Lyme 
lntermap Inc. 
13 Dartmouth College Hwy. 
Lyme, NH 03768 
Ph. (603) 795-4751 
Contact: Karen Knapp 

Portsmouth 
National Attitudes, Inc. 
23 Frost Drive 
Durham, NH 03824 
Ph.(603) 868-1727 
Fax(603)868-1926 
Contact: John H. Belknap, Pres. 

NEW JERSEY 

Clinton 
Technologies Research Group, Inc. 
5468 Gray Rock Road 
Clinton, NJ 08809 
Ph . (201) 730-9050 
Fax(201) 730-9480 
Contact: Bick Truet, Sr. Ptnr. 

Industry-trained marketing research special­
ists serving the telecommunications and com­
puter industries. Proprietary research con­
ducted on a custom basis. Qualitative inves­
tigations of consumer and business reaction to 
technical products/services. Robust data 
analyses for quantitative studies. Fast turn­
around and dependable budgets. 
(See Advertisement p. 47) 

New Brunswick 
*Bruskin Associates 
303 George St. 
New Brunswick, NJ 08903 
Ph. (201) 249-1800 
Fax (201) 249-1623 
Contact: David Bender, Pres. 
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Northern NJ 
CSi Testing Center 
Wayne Towne Center 
Route 23 South 
Wayne, NJ 07470 
Ph. (800) 227-0666 
Fax (203) 748-1735 
Contact: Leslie M. Harris, Chrmn. 

*K.B. McKeithen, Ph .D. 
P.O. Box 191 
Basking Ridge, NJ 07920 
Ph. (201) 292-3084 

*Results Thru Research, Inc. 
91 0 Sylvan Avenue 
Englewood Cliff~ NJ 07632 
Ph.(201) 816-0700 
Fax(201) 816-0795 
Contact: Lou Moskowitz, Pres. 

*Significance Inc. 
16 Jacobean Way 
Mahwah, NJ 07430 
Ph. (201) 670-9090 
Contact: Nicholas Androulidakis , Pres. 

*U.S. Research Company 
224 Echelon Mall 
Voorhees, NJ 08043 
Ph.(708) 560-3600 
Contact: Jackie Weise 

Princeton 
Ideation Insights 
111 Mercer St. 
Princeton, NJ 08540 
Ph. (609) 921-7290 
Fax (609) 921-9126 
Contact: Christy Tucker Stalper, Pres. 

Southern NJ 
CSi Testing Center 
Hamilton Mall 
100 West Black Horse Pike 
Mays Landing, NJ 08330 
Ph . (800) 227-0666 
Fax(203) 748-1735 

NEW YORK 

New York City 
Brittain Associates, Inc. 
122 East 42nd St. , Ste. 1700 
New York, NY 10168 
Ph. (212) 984-0608 
Contact: William Brittain 

*Conference Center 
3 Cottage Place 
New Rochelle, NY 10801 
Ph . (914) 576-3800 
Contact: Annette Walker, Dir. 

CRC Information Systems, Inc. 
435 Hudson St. 
New York, NY 10014 
Ph. (212) 620-5678 
Fax (212) 924-9111 

Field Net 
107 Robertson Avenue 
White Plains, NY 1 0606 
Ph . (914) 682-9049 
Contact: Nelson Davis, Owner 

Jaakko Poyry Consulting 
560 White Plains Rd. 
Tarrytown, NY 10591 
Ph. (914) 332-4000 
Contact: Robert Beer, VP 

Kaagan Reseach Associates, Inc. 
200 West 57th St. , Suite 1208 
New York, NY 10019 
Ph . (212) 246-3551 
Fax (212) 246-5071 
Contact: Lawrence Kaagan , Pres. 

R.H. Katz Consulting 
80-57 223 Street 
Hollis Hills, NY 11427 
Ph. (914) 428-3805 
Fax (914)428-3925 
Contact: Rita Katz 

Marketdata Enterprises 
181 S. Franklin Ave. , Suite 608 
Valley Stream, NY 11581 
Ph . (516) 791 -6579 
Fax (516) 536-1801 
Contact: John LaRosa, Rsch Dir. 

The MRA Group 
441 Lexington Ave. 
New York, NY 10017 
Ph. (212) 983-7017 
Fax(212)883-0093 
Contact: Art Zarin , Pres. 

Full service media research company special­
izing in reader opinion panels for adverti~ing 
sales and editorial evaluation. Subscnber 
studies and new product development research. 
Separate division offers custom designed 
qualitative services and focus groups for me­
dia. 

Nelson Research , Inc. 
42 Memorial Plaza 
Pleasantville, NY 10570 
Ph. (914) 741-0301 
Fax (914) 747-4166 
Contact: Ronald G. Nelson, Pres. 

Northern Business Information 
157 Chambers St. , 7th Fir. 
New York, NY 10007 
Ph. (212) 732-0775 
Fax (212) 233-6233 
Contact: Bennett Yee, Cir. Mgr. 

*Q&A Research, Inc. 
1701 Sunrise Hwy. 
South Shore Mall 
Bay Shore, NY 11706 
Ph .(516) 968-6868 
Contact: Sandi Restivo, Pres. 

The Telephone Center 
3 Cottage Place 
New Rochelle, NY 10801 
Ph. (914) 576-1100 
Fax(914) 576-0469 
Contact: Andy Fleischer 
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*Jan Werner Data Processing 
60 East 8th St. , Ste. 20D 
New York, NY 10003 
Ph .(212) 260-0012 
Contact: Jan Werner, Prncpl. 

Rochester 
The Leverage Group 
2000 Winton Road South 
Rochester, NY 14618 
Ph . (716) 272-2521 
Fax (716) 272-2550 
Contact: Marcia Klein , Sr. VP/Managing Dir. 
Brian P. Covney, Dir. Rsch. 

NORTH CAROLINA 

Goldsboro 
Behavior Research Associates 
Ate 1 , Box 141 
Kinston , NC 28501 
Ph . (919) 523-8631 
Contact: Tim Britton, Pres. 

Greensboro 
Harner/Leibowitz Market Research Assoc., Inc. 
333 Four Seasons Town Center 
Greensboro, NC 27407 
Ph. (919) 294-9415 
Fax(919)294-6116 
Contact: Leonard M. Homer, Pres. 

Specialists in focus groups and all phases of 
data collection. Located in one of the 
Southeast's largest regional malls, this research 
facility samples opinions of 1.5 million people. 
Staff is trained in depth, non-directive probing 
techniques and CRT interviewing. 

*The Telephone Centre, Inc. 
1605 Spring Garden St. 
Greensboro, NC 27403 
Ph . (919) 574-3000 
Contact: Liz Winter, Pres. 

OHIO 

Cincinnati 
*The Answer Group 
4665 Cornwell Rd. , #150 
Cincinnati , OH 45241 
Ph . (513) 247-2200 
Fax(513)489-9130 
Contac: Lynn Grome 

*BMSA Corp. 
415 Glensprings Dr., Ste. 309 
Cincinnati , OH 45246 
Ph. (513) 825-9500 
Contact: William Mathis, Pres. 

*Rosen Research 
25906 Emery Rd. 
Cleveland, OH 44128 
Ph . (216) 464-5240 
Contact: Sylvia Rosen, Pres_. 
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Service Industry Research Systems, Inc. 
2330 Victory Parkway 
Cincinnati, OH 45202 
Ph. (513) 751 -7477 
Fax (513) 751 -1303 
Contact: Bill Welch, V.P . 

Cleveland 
CML Mktg. Svces./LeGrand,McHale & Lyons 
140 Public Square, #502 
Cleveland, OH 44114 
Ph. (216) 589-0670 
Fax (216) 589-0013 
Contact: John R. LeGrand, Pres. 

Trends & Sources International 
60 Karelyn Drive 
Berea, OH 44017 
Ph. (216) 826-1080 
Fax (216) 891 -9709 
Contact: Jody Byrne, Pres. 

Columbus 
Marketel Research, Inc. 
400 Dublin Avenue 
Columbus, OH 43215 
Ph. (614) 469-4000 
Fax (614) 469-4057 
Contact: Patty Grey, Pres. 

Dayton 
Klein Associates , Inc. 
800 Livermore Street 
Yejlow Springs, OH 45387 
Ph. (513) 767-2691 
Contact: Buzz Reed 

Klein Associates uses the Critical Decision 
method, an in-depth interview technique that 
produces operational accounts from the buy­
ers' perspective. Analytical products include 
descriptions of the decision process and the 
substantive cues that influence the purchase 
decision. 

Toledo 
*U .S. Research Company 
Woodville Mall 
3725 Williston Rd. 
Northwood, OH 43619 
Ph .(708) 560-3600 
Contact: Jackie Weise 

OKLAHOMA 

Oklahoma City 
Ruth Nelson Research Services 
Oklahoma City Market Research 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134 
Ph. (405) 752-4710 
Fax (405) 752-2344 
Contact: Cathy Lyle, Manager 

Oklahoma Market Research/Data Net, Inc. 
3909 Classen Blvd. , Ste. 200 
Oklahoma City, OK 73118 
Ph. (405) 525-3412 
Fax (405)525-3419 
Contact: Clyde K. Nitta, Pres. 

Privileged Information, Inc. 
Drawer 7 
Boley, OK 74829 
Ph. (918) 667-3470 
Contact: Forrest Lee, Pres 

OREGON 

Portland 
Business Strategies, Inc. 
P.O. Box 19358 
Portland, OR 97219 
Ph. (503)244-571 0 
Contact: Kathleen Purdy 

Pulse Research 
P.O. Box 10011 
Portland, OR 9721 0 
Ph. (503) 227-4660 
Fax(503)227-4724 
Contact: John W. Marling , Pres. 

PENNSYLVANIA 

Harrisburg 
The Bartlett Group, Inc. 
3690 Vartan Way 
Harrisburg, PA 17110 
Ph. (717) 540-9900 
Fax (717) 540-9338 
Contact: Jeff Bartlett, Pres. 

Response Innovations, Inc. 
45 Banbury Road 
Hummelstown, PA 17035 
Ph. (717) 566-3849 
Contact: Robert S. Doscher, Pres. 

Philadelphia 
Callahan Research 
139 Sycamore Road 
Havertown, PA ' 19083 
Ph. (215) 853-2799 
Fax (215) 446-7915 
Contact: Patricia Callahan, Owner 

Innovative Research, Inc. 
103 S. Newton Street Rd. 
Newton Square, PA 19073 
Ph. (215) 356-9570 
Fax (215) 356-7251 
Contact: Karen Patterson 

*The Melior Group 
316 S. 16th St. 
Philadelphia, PA 19102 
Ph. (215) 545-0054 
Contact: Linda McAleer, Pres. 

Williamsport 
Vital Image Research 
811 Market Street 
Williamsport, PA 17701 
Ph. (717) 322-4208 
Contact: Wendy L. Kelsey, Owner 

* Indicates change from 1990-91 
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RHODE ISLAND 

Providence 
First Wave Research 
25 Mill Street 
Newport, Rl 02840 
Ph. (401) 848-7778 
Fax (401) 848-0110 
Contact: Susan Wheeler, Acct. Supr. 

Kopel Research Group, Inc. 
333 Morris Ave. 
Providence, Rl 02906 
Ph. (401) 751-7748 
Fax (401) 421 7969 
Contact: Philip S. Kopel , Pres. 

Full service research . Site location. New 
product development. Questionnaire develop­
ment, customer spotting, telephone and mall­
intercept surveys. Data processing and analy­
sis. Techniques include: ACA, Ci2, DIAL (real­
time group testing) for advertising and market­
ing strategy. In-house Claritas Compass Sys­
tem (PRIZM Life-style segmentation) . 

SOUTH CAROLINA 

Greenville/Spartanberg 
The Kiemle Company 
P. 0. Box 2584 
Greenville, SC 29616 
Ph . (803) 877-5119 
Fax(803)877-6804 
Contact: Fred W. Kiemle 

Interior furnishings, residential and commer­
cial building products: Consumer and industrial 
marketing research and consulting including 
new product studies, focus groups, survey 
research , distribution research , retail mer­
chandising studies, competitor analysis, mar­
keting and product planning and strategy de­
velopment. Over 25 years experience. 

TENNESSEE 

Nashville 
Shockley Research, Inc. 
3200 West End Ave., Ste. 405 
Nashville, TN 37203 
Ph. (615) 385-3121 
Contact: Jack Shockley, Pres. 

TEXAS 

Dallas 
Belden Associates 
3102 Oak Lawn Ave ., Ste. 500 
Dallas, TX 75219-4260 
Ph. (214) 522-8630 
Fax (214) 522-0926 
Contact: Dean L. Termini , Pres. 

* Indicates change from 1990-91 
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*Brisendine & Associates , Inc. 
4800 S. Hulen, Ste. 248 
Ft. Worth , TX 76132 
Ph . (817) 292-8073 
Contact: Betty Brisendine, Pres. 

Houston 
Hill Research Consultants 
25025 Interstate 45 North , Suite 380 
The Woodlands, TX 77380 
Ph. (713) 363-3840 
Fax (713) 298-1988 
Contact: David B. Hill , Dir 

Sadler Marketing Research 
2503 Robin hood St. , Suite 100 
Houston, TX Z7005 
Ph . (713) 528-7090 
Contact: Deane Sadler 

Staples Technology Research, Inc. 
2401 Fountain View, Ste. 910 
Houston, TX 77057 
Ph . (713) 266-880 
Fax (713) 974-5210 
Contact: John Staples, Pres. 

*U.S. Research Company 
1166 Galleria I 
5015 Westheimer 
Houston, TX 77056 
Ph.(708) 560-3600 
Contact: Jackie Weise 

UTAH 

Salt Lake City 
Ruth Nelson Research Services 
Utah Market Research 
50 S. Main Street 
Salt Lake City, UT 84144 
Ph. (801) 363-8726 
Fax (801) 321-4904 
Contact: David Halton, Manager 

WASHINGTON 

Seattle 
*U.S. Research Company 
Alderwood Mall , Store #374 
3000 184st. S.W. 
Lynnwood, WA 98036 
Ph.(708) 560-3600 
Contact: Jackie Weise 

Wilhight Radio Research 
2104 S.W. 152nd, Suite 4 
Seattle, WA 98166 
Ph . (206) 431 -8430 
Fax (206) 431 -0603 

WISCONSIN 

Milwaukee 
Business Research International 
6101 N. Teuton ia Ave. 
Milwaukee, WI 5;3209 
Ph. (414) 466-8997 
Contact: Eric M. Bloch , Exec. Dir. 

Food Evaluation Center 
2730 W. Silver Spring Drive 
Milwaukee, WI 53209 
Ph . (414) 461 -7760 
Fax (414) 461 -1180 
Contact: Marjorie Ziemer, Manager 

Market Probe , Inc. 
1233 N. Mayfair Rd . 
Wauwatosa, WI 53226 
Ph . (414) 778-3737 
Fax(414) 778-3730 
Contact: Jeff Clark, Mkt. Ping. & Dev. 

Probe Research Services, Inc. 
2639 N. Downer Ave. 
Milwaukee, WI 53211 
Ph. (414) 964-7671 
Fax(414)964-7716 
Contact: Eric Olsen, Pres. 

Wausau 
Wausau Interviewing Services 
T1279 N. Ridge Rd. 
Wausau , WI 54401 
Ph . (715) 675-2054 
Contact: Marian Leonard , Owner 

CANADA 

Quebec 
Contemporary Research Centre 
2215 Guy, Suite 1080 
Montreal QU H3H 2R9 
Ph. (514) 932-7511 
Fax (514) 932-3830 
Contact: Luc Gauthier, Pres. 

JAPAN 

Techtran, Ltd. 
17-12-505, 3-Chrome 
Tomio-Kita, Nara 631 , 
Japan 
Ph . 0742-49-2160 
Fax 0742-45-8163 
Contact: Nobuko Makino 

THE NETHERLANDS 

BBI-Europe 
Zonnebaan 12A-2 
3606 CA Maarssen, 
The Netherlands 
Ph. (31) 30-42-23-80 
Fax (31) 30-42-23-80 
Contact: Peter Van Riet 

Quirk's Marketing ResearchReview 



Speciality Cross Index 

ADVERTISING EFFECTIVENESS 
Walt Wesley Company(CA) 

BRAINSTORMING 
(IDEA GENERATION) 
Ideas To Go(MN) 

CENTRAL LOCATION TESTING 
Homer/Leibowitz Market Research 
Assoc.(NC) 

COMMERCIALS TESTING 
Walt Wesley Company(CA) 

COMPETITOR ANALYSIS 
EVALUATION 
Walt Wesley Company(CA) 

CONCEPT DEVELOPMENT 
Ideas To Go(MN) 

CONCEPT TESTING 
Klein Associates, lnc.(OH) 
Walt Wesley Company(CA) 

CONSULTATION-MARKET 
RESEARCH 
Market Probe, lnc.(WI) 

CONSULTATION-MEDIA RE­
SEARCH 
Gary Litaker Media Research(CA) 

CONSULTATION-STATISTICAL 
RSCH. 
Market Probe, lnc.(WI) 

COPY TESTING-GENERAL 
Walt Wesley Company(CA) 

CORPORATE IMAGE STUDIES 
Walt Wesley Company(CA) 

cUSTOMER sATISFAcTION 
STUDIES 
Market Probe, lnc.(WI) 

DATA ENTRY 
Research Results(MA) 

DATA PROCESSING 
Research Results(MA) 

DISTRIBUTION CHECKS 
M & M Market Management(MO) 

EMOTIONAL RESEARCH 
Walt Wesley Company(CA) 

FIELD AUDITS 
M & M Market Management(MO) 

FocUs GROUP FACILITIES 
Ideas To Go(MN) 

January, 1991 

FocUs GROUP-RECRUITING 
Homer/Leibowitz Market Research 
Assoc.(NC) 

IN-STORE RESEARCH 
M & M Market Management(MO) 

INTERVIEWING SVCES-DEPTH 
INTERVIEWING 
Klein Associates, lnc.(OH) 

MALL INTERCEPTS 
Homer/Leibowitz Market Research 
Assoc.(NC) 

MARKETING RESEARCH-FULL 
SERVICE 
Exxact Research+ Marketing(NV) 
Marketdata Enterprises(NY) 

MOTIVATIONAL RESEARCH 
Walt Wesley Company(CA) 

PACKAGING TESTING 
Walt Wesley Company(CA) 

PHYSIOLOGICAL RESEARCH 
Walt Wesley Company(CA) 

SITE SELECTION ANALYSIS 
Kopel Research Group, lnc.(RI) 

TEST MARKETS RESEARCH 
M & M Market Management(MO) 

USER EVALUATION 
Klein Associates, lnc.(OH) 

Industry Cross Index 

BUSINESS-TO-BUSINESS 
The Leverage Group{NY) 

COMPUTERS 
Technologies Research Group, lnc.(NJ) 

DIRECT MARKETING/DIRECT 
RESPONSE 
The Leverage Group(NY) 

FINANciAL/IN VESTMENT/ 
BANKS 
The Leverage Group(NY) 

HEALTH CARE 
The Leverage Group(NY) 

HI-TECH 
Technologies Research Group, lnc.(NJ) 

HOSPITALITY INDUSTRY 
Exxact Research + Marketing(NV) 
Hospitality Research Company(CT) 

LEISURE 
Exxact Research+ Marketing(NV) 

oFFicE AUTOMATION PDCTS 
The Leverage Group(NY) 

RESTAURANTS/FOOD SERVICE 
Hospitality Research Company(CT) 

TECHNOLOGY 
Technologies Research Group, lnc.(NJ) 

TELECOMMUNICATIONS 
Technologies Research Group, lnc.(NJ) 

TRAVEL 
Exxact Research + Marketing(NV) 

Alphabetic Cross Index 

A & A Research, (MT) 
Academic Strategies, (DC) 
Access Research , Inc., (CT) 
Aim Research Services, (KS) 
The Answer Group, (OH) 

Bartlett Group, Inc. , (PA) 
BBI-Europe, (The Netherlands) 
Behavior Research Associates , (NC) 
Belden Associates , (TX) 
Biomedical Business International , (CA) 
BMSA Corp., (OH) 
Brisendine & Associates , Inc. , (TX) 
Brittain Associates , Inc. , (NY) 
Brittain Associates , Inc. , (GA) 
Bruskin Associates , (NJ) 
Business Research International, (WI) 
Business Strategies, Inc. , (OR) 

Callahan Research, (PA) 
CML Marketing Services , (MN) 
CML Mktg. Svces./LeGrand,McHale & Lyons, 
(OH) 
Conference Center, (NY) 
Consumer Survey Center, Inc. , (CA) 
Contemporary Research Centre, (QU) 
CRC Information Systems, Inc., (NY) 
CRC Information Systems, Inc., (IL) 
CSi Qualitative Research Center, (MA) 
CSi Testing Center, (MA) 
CSi Testing Center, (NJ) 
CSi Testing Center, (NJ) 

Discovery Group, (IL) 
Dynamic'Observations, (MN) 

ESP, Inc., (MI) 
Exxact Research + Marketing, (NV) 

Field Net, (NY) 
First Wave Research, (RI) 
Fisher Marketing Intelligence, (IL) 
Anne Flanz Marketing Research , (IL) 
Food Evaluation Center, (WI) 
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Forecast International Inc./OMS, (CT) 

Generation Insights, (MN) 
Generation Insights, (CA) 
GeoQuery Corporation, (IL) 
Gerarda Collins Mktg. Cnslt. Svces., (VA) 
Great Lakes Marketing & Research Corp., 
(MN) 

Harwell Marketing International, (IL) 
Hill Research Consultants, (TX) 
Harner/Leibowitz Market Research Assoc., Inc., 
(NC) . 

Hospitality Research Company, (CT) 

Ideas To Go, Inc., (MN) 
Ideation Insights, (NJ) 
Information Discovery Research, (AL) 
Innovative Research, Inc., (PA) 
lntermap Inc. , (NH) 

Jaakko Poyry Consulting, (NY) 

Kaagan Reseach Associates , Inc., (NY) 
R.H. Katz Consulting, (NY) 
Kiemle Company, (SC) 
Klein Associates, Inc. , (OH) 
Kopel Research Group, Inc. , (RI) 

Leverage Group, (NY) 
Gary Litaker Media Research, (CA) 
Lysis Research Group, (KS) 

M & M Market Management, (MO) 
Market Measurement, (MI) 
Market Measurement, (MI) 
Market Probe, Inc., (WI) 
Marketdata Enterprises, (NY) 
Marketel Research, Inc., (OH) 
Marketing Matrix, (CA) 
Marketing Professionals, (FL) 
Marketing Services for Professionals, Inc., (FL) 
McKay & Co., (IL) 
K.B. McKeithen, Ph.D., (NJ) 
Media Research Associates, (CA) 
Media Research Associates, (CA) 
Melior Group, (PA) 
Mentor Market Research, (CA) 
Mid-Florida Marketing & Research, Inc., (FL) 
MRA Group, (NY) 
MRK, (KY) 

National Attitudes, Inc., (NH) 
National Field & Focus, Inc. , (MA) 
Nelson Research Associates, (NE) 
Nelson Research, Inc., (1 NY) 
Ruth Nelson Research Services, (OK) 
Ruth Nelson Research Services, (UT) 
Ruth Nelson Research Services, (AZ) 
Northern Business Information, (NY) 

Oklahoma Market Research/Data Net, Inc. , 
(OK) 

Omni-Tech Information Services, (GA) 
Opinions, (FL) 

Privileged Information, Inc., (OK) 
Probe Research Services, Inc., (WI) 
Preview, (CA) 
Pulse Research, (CA) 
Pulse Research, (OR) 

Q&A Research, Inc., (NY) 
QED Research, (CA) 
Quality Research Associates, (CA) 
Quarles, Schnorr & Associates, (VA) 

Renlo Research, (IL) 
Research & Information Services, Inc., (GA) 
Research Center, (KS) · 
Research Partnership, Inc., (KS) 
Research Results, Inc., (MA) 
Response Innovations, Inc., (PA) 
Results Thru Research, Inc. (NJ) 
Rosen Research, (OH) 

Sadler Marketing Research, (TX) 
Schaefer Consulting, (CA) 
Service Industry Research Systems, Inc., (OH) 
Shockley Research, Inc., (TN) 
Significance Inc., (NJ) 
Staples Technology Research, Inc., (TX) 
Staples Technology Research, Inc. , (CA) 
Statistical Research Associates, (CO) 
Stillwater Research, (ME) 
Strategic Resource Group, (FL) 
Strategic Sampling, (MA) 
Survey, Inc., (CT) 

Target Research/Div. Patterson Adv. , (KS) 
Technologies Research Group, Inc., (NJ) 
Technologies Research Group, Inc., (AZ) 
Techtran, Ltd., (Japan) 
Telephone Center, (1 NY) 
Telephone Centre, Inc. , (NC) 
Three Cedars Research Services, (NE) 
Trends & Sources International, (OH) 
TSA Research + Analysis, (CA) 

U.S. Research Company, (NJ) 
U.S. Research Company, (FL) 
U.S. Research Company, (FL) 
U.S. Research Company, (OH) 
U.S. Research Company, (IL) 
U.S. Research Company, (IL) 
U.S. Research Company, (IL) 
U.S. Research Company, (MO) 
U.S. Research Company, (NE) 
U.S. Research Company, (TX) 
U.S. Research Company, (CA) 
U.S. Research Company, (CA) 
U.S. Research Company, (WA) 

Viewtech Marketing Research and Analysis , 
(MD) 
Vital Image Research, (PA) 

Ward Research , (HI) 

Wausau Interviewing Services, (54401) 
Walt Wesley Company, (CA) 
Jan Werner Data Processing, (NY) 
Wilhight Radio Research, (WA) 
Wilson Research Group, (CA) 

Youth Research, (CT) 

Classified Ads 

Data Processing for Market Research 

Create mailing labels for surveys, 
coding and tracking systems, merge­
purge data bases. Down load and up 
load. PC and mainframe expertise. 

Sterling Information Services 
(314) 845-9612 

Market Research Analyst 
Major publisher of Christian products seeks 
qualified professional with interest in qualita­
tive and new product research . Responsi­
bilities include: project design, questionnaire 
construction, overseeing data collection and 
tabulation , analysis, report writing, and pre­
sentations. Candidates should possess: B.S./ 
B.A. with 2-3 yrs. experience, M.B.A. with 1-
2 yrs . experience, or 6-8 yrs. relevant expe­
rience. Knowledge of IBM-PC/ Apple MAC a 
plus. Church market knowledge desired. 
Excellent work environment, benefits and 
opportunity for growth . Send resume to : Mr. 
Stephan Barney, Dept. 90F, David C. Cook 
Publishing, Inc., 850 N. Grove Ave ., Elgin, IL 
60120. Equal Opportunity Employer 

Focus Group Facility/Recruiting 
& Field Services 

I am seeking a merger partner for a 
business which has a golden opportu­
nity in difficult times. 

Please call: Marilyn Mahr 
(908) 381-2600 

Sales ()ffices 
Headquarters: Quirk's Marketing 
Research Review, 6607 18th Ave. 
So. , Minneapolis, MN 55423. Phone 
& fax (612) 861-8051. 

West Coast: Lane E. Weiss, 582 
Market St. , Suite 611 , San Francisco, 
CA 94104. (415) 986-6341. 



Trade Talk 
continued from p. 54 

power. The better you know your customers, the more success­
ful you will be at tailoring your products and promotions to 
them. In the 1990s, if you don't know who your customers are, 
your competitors probably will." 

Getting to know your customers involves answering four 
basic questions: Who are they? What do they warit? Where can 
they be reached? and What do they buy? These questions have 
their respective information components-demographics, 
psychographies, media preferences, purchase behavior-which 
are described in the first half of the book. Each component's 
chapter discusses how to use the particular type of information, 
explains what forms it is available in, and shows who to get it 
from (government, private commercial sources). For example, 
the chapter on purchase behavior looks at the government's 
Consumer Expenditure Survey and at the various syndicated 
services that track buying behavior. 

The remaining half of the book takes what the authors call a 
problem solving approach to applying consumer information, 
in the belief that "creative, information-based decisions are the 
root of each business success." Throughout this section, real 
and theoretical examples of products and information needs are 
presented as illustrations. For example, the chapter on product 

Bretton-Clark ..................... .. .......................................................... 15 

Burke Institute ....................... .. ............................ .. ........................ 55 

ChesapeakeSurveys ................. .. .. .. ............... .. ........ .. ................... 18 

Consumer Opinion Services ......................................................... 21 

Equifax/Quick Test ........................................................................ 3 

Field Dynamics ................. .. .. .. ................. .. ................................... 22 

Find/SVP ................................ .. ..................................................... 12 

F R C Research ........................................................................... 13 

Herron ................................ .. ......................................................... 30 

1/H/R Research Group ............................................... ................... 31 

Maritz Marketing Research .. .................................. .... ................... 56 

Mclauchlan & Associates ....... .. .................... ....................... : .. ....... 27 

Namelab ........................................... , .......................................... 54 

The Research Centre .................................................................... 35 

Rife ..... .......................................................................................... 24 

Quantime ........................................ ............................................. . 29 

Rockwood Research ..................................................................... 32 

Sawtooth Software ................................... ................. : ................... 34 

Sigma Validations ......................................................................... 33 

SPSS, Inc ..................................................................................... 5 

StatPac ............................. : ........................................................... 26 

Scientific Telephone Samples ............ .. ......................................... 39 

Technologies Research Group .................................................... 47 

Telesessions ........................................................................... 15, 17 

The Wirthlin Group ........................................................................ 23 

and service analysis briefly looks at how Toyota used a variety 
of information sources to develop a portrait of buyers of its 
Lexus line of cars and to determine where it should locate its 
dealers. Other chapters cover advertising and promotion 
analysis, market analysis, and strategic planning. 

Capturing Customers is full of savvy advice and the kind of 
"actionable information" researchers are always striving to 
unearth, presented in clear terms with helpful examples to 
make the concepts understandable. For newcomers, it's a one­
stop reference for basic data on a variety of information 
sources, guiding the reader from the inner workings of the 
Census through the maze of acronyms-V ALS, TIGER, ADI, 
MSA-he or she is bound to encounter in day-to-day work. 
More "experienced" readers will find the book useful, thanks 
to its well-planned strategic suggestions and thought-provok­
ing analysis. 

But perhaps most important, this book will help you to ask 
informed questions, which will lead (one hopes) to informed 
answers and sound, research-aided business decisions. 0 

(Capturing Customers, $39.95, is available from American 
Demographics Books. Phone 800-828-1133.) 

1st1ng J. .... 1t1ons 

Please note the following corrections to the 1991 Directory 
of Focus Group Facilities: 

Bernett Research, Inc. 
230 Western Ave., Ste. 201 
Boston, MA 02134 
Ph. 617-254-1314 
Fax 617-254-1857 
Contact: Stacey Black 
1,3,4,5,6,7B 

Bernett Research, Inc. 
Assembly Square 
133 Middlesex A venue 
Somerville, MA 02145 
Ph. 617-623-2330 
Contact: Ann Alpert 
1,3,4,6,7A 

Consumer Opinion Services 
10829 NE 68th St., Bldg. B 
Kirkland, W A 98033 
Ph. 206-241-6050 
Fax 206-241-5213 
Contact: Jerry Carter 
1,3,4,6,7B 

Please add the following facility to the 1991 Directory of 
Focus Group Facilities: 

Central Focus 
136 Central Ave. 
Oark, NJ 07066 
Ph. 201-381-2600 
Fax 201-381-8520 
Contact: Marilyn Mahr 
1,3,6,7B 



Information, please 

P eople come to the marketing research industry from 
many different educational and professional back­
grounds. Depending on that background, whether it's 

undergraduate or Ph.D., sales, marketing, or advertising, each 
person will have a different amount of knowledge about the 
research process. To function as a team, everyone has to be able 
to communicate on the same level and understand what their co­
workers are talking about, right? But where does someone new 
to the field go for a quick overview of how information and 
information gathering fit into marketing? 

Peter Francese's new book, Capturing Customers, is a good 
place to start. Francese, founder of American Demographics 
magazine, has written, with the help of American Demo­
graphics contributing editor Rebecca Piirto, a succinct 200 
page primer on the strategic use of consumer information 
sources. 

The book is set in the context of the changing U.S. market-

by Joseph R ydholm 
managing editor 

place, beginning with a 
recap of some of the so­
cial and economic shifts 
of recent decades and 
their effects on the way 
products and services are 
marketed today and how 
they will affect market-
ing in the future. 
Francese makes clear up 
front the importance that 
consumer information 
will have in the 90s­
and beyond: 

"If knowledge is 

HOW •o TARGET THE HOlT[ST MARKETS OF THE '90S 

power, then knowing about your customers is marketplace 

continued on p. 53 

Making names 

54 

At NarneLab, we've made product and company names like Acura, AutoZane, 
Compaq, Cycolor, Geo, Lumina, Sequa and Zapmail by constructional linguistics. 

The result of a NameLab project is a report presenting and analyzing registrable 
names expressing your marketing ideas. We quote costs accurately in advance and 
complete most projects within four weeks. 

For information, con tact N arne Lab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415--563-1639 NAMELAB® ~ax 415-563-9176 

Circle No. 623 on Reader Card 
Quirk's Marketing ResearchReview 



Experience Is The Best Teacher. 
Learning from experience is a real experience in learnin~. When you attend a Burke Institute seminar, 
you _partici.Rate in more than an exciting, on-target learning experience. You learn from the experienced 
2rofessionals who have done more customized marketing research and have taught it to more people 
than IDJYOne else in the world! 

We cordially invite you to take advantage 
of our vast experience by attending one of 
our marketing research seminars. You 
will benefit from our: 
• Practical Experience gained from 

doing numerous studies in all aspects of 
marketing research- positioning and 
segmentation, market structure analy­
sis, competitive image assessment, 
copytesting, new product forecasting, 
concept screening and testing, product 
test~ng, test mar.Keting, p~icing.an~ pro­
motiOn assessment, tracking, distnou­
tion analysis, claim justification, and 
customer satisfaction. 

• Industry Experience from working 
with companies representing consumer 
goods and services, industrial products, 
business to business services, pharma­
ceutical and health care organizations, 
advertisin_g agenciesl financial institu­
tions, publishing ana broadcasting, pub­
lic utilities, and telecommunications. 

• Trainin~ Experience exemplified by 
our seminar leaders who bring a wealth 
of practical know-how gained throu_gh 
years of working in the real world of 
marketing research, sup2orted by 
impressive academic creaentials and 
teaching experience. 

• Communications Experience obtained 
from dealing with professionals at all 
levels in an or~anization, ranging from 
technically onented researcliers to deci­
sion oriented managers. 

• Consulting Experience which is avail­
able to you even after the completion 
of a seminar to answer your technical 
questions. 

• Technical Experience resulting from 
being on the cutting edge of information 
techiiolo~ and analytical developments. 

• InternatiOnal Experience which has 
taken us around the globe with seminars 
in 25 countries and operations in 20. 

• Administrative Experience from having 
conducted over 1,400 seminars during 
the past 15 years and havin~ counseled 
tens of thousands of participants on the 
_program best suited to their needs. 

These are just some of the reasons for 
the superlative evaluations we receive 
from our participants. Please call us toll­
free. We will be glad to send you a copy 
of some verbatims from recent seminar 
evaluations. 

EThel .... ~ urh.e 
Institute 

BASES Burke Institute, Inc. 
800 Broadway, Cincinnati, Ohio 45202 (800-544-7373) 

©1990, The Burke Insti tute 

The Burke Institute 
Partial Schedule of Seminars July 1990-April1991 

101. P~ac~ical ~arketing Research 
Cmcmnati . . ... July 16-18 
New York .. . ... Aug. 8-10 
Cincinnati ..... Sept. S-7 
Boston .. . .. . . . Sept. 24-26 
New York . ... .. Nov. 5-7 
San Francisco . . Nov. 12-14 
Cincinnati ..... Dec. 10-12 
New York ...... Jan. 7-9 
Toronto . . .. . ... Feb. 11 -13 
Chicago ....... March 18-20 
Seattle ........ April1-3 
Cincinnati ..... April15-17 

104. Questionnaire Construction 
Workshop 
Los Angeles .... July 31-Aug. 1 
Cincinnati . .... Sept. 11-12 
Boston ........ Dec. 4-5 
New York ...... Jan. 14-15 
Chicago ... .... March S-6 
Cincinnati .... . April23-24 

105. Questionnaire Design: 
Applications and 
Enhancements 
Los Angeles .... Aug. 2-3 
Cincinnati ..... Sept. 13-14 
Boston ........ Dec. 6-7 
New York . ... .. Jan. 16-17 
Chicago . ...... March 7-8 
Cincinnati . .... April25-26 

201. Focus Groups: An Introduction 
Boston ........ Sept. 27-28 
New York ... . .. Jan. 10-11 

203. Focus Group Moderator 
Training 
Cincinnati .. ... Aug. 14-17 
Cincinnati ..... Sept. 18-21 
Cincinnati ..... Oct. 23-26 
Cincinnati ..... Nov. 27-30 
Cincinnati . . ... Feb. S-8 
Cincinnati .. .. . April2-5 

301. Writing Actionable Marketing 
Research Reports 
Cincinnati ..... Sept. 20-21 
Cincinnati . . . . . Dec. 13-14 
New York ...... Jan. 24-25 
Chicago ....... March 21 -22 

401. Managing Marketing Research 
Cincinnati ..... Sept. 26-27 
San Francisco . . Nov. 15-16 
New York ...... Jan. 31-Feb. 1 

901. Four-Week Certificate Program 
Cincinnati ..... Sept. 5-25 
New York ...... Jan. 7-Feb. 1 

Other seminars currently available: 

501. Applications of Marketing 
Research 
Cincinnati .. ... Sept. 24-25 
New York .. .... Nov. 8-9 
New York .. . ... Jan.'22-23 
Cincinnati . . . .. April18-19 

502. Product Research 
Cincinnati .... . Oct. 4-5 
New York ...... April8-9 

503. New Product Forecasting 
New York ...... Aug. 21-22 
New York . .... . April10-11 

504. Advertising Research 
Cincinnati ..... Oct. 18-19 
New York ...... Feb. 28-Mar. 1 

505. Positioning and 
Segmentation Research 
New York .. .... Aug. 21-22 
Cincinnati .... . Oct. 16-17 
New York ..... . Feb. 26-27 

506. Customer Satisfaction 
Research 
New York .... . . July 12-13 
Cincinnati ..... Aug. 23-24 
Boston ....... . Nov. 28-29 
Toronto .. . ..... Feb. 14-15 

507. Pricing Strategy & Research 
Cincinnati . ... . Feb. 21-22 

601. Tabulation & Interpretation 
of Marketing Research Data 
San Francisco . . Aug. 6-7 
New York .... . . Oct. 29-30 
Cincinnati .. ... Dec. 17-18 
Boston ....... . March 11-12 

602. Tools and Techniques of 
Data Analysis 
San Francisco .. Aug. 8-10 
Cincinnati . ... . Sept. 17-19 
New York ...... Oct. 31-Nov. 2 
Cincinnati ..... Dec. 19-21 
New York .... .. Jan. 28-30 
Boston · ...... . . March 13-15 

603. Practica! Multivariate Analysis 
New York . ..... July 25-27 
Los Angeles .... Sept. 11-13 
Cincinnati ... .. Nov. 19-21 
New York ... . .. Feb. 18-20 

701. International Marketing 
Research 
Cincinnati . . .. . Dec. 4-5 

702. Business to Business 
Marketing Researth 
Cincinnati . . ... March 25-27 

• Introduction to Marketing Research 
• Marketing Research for Decision Makers 
• Focus Groups: An Applications Workshop 
• Effective Oral Presentation of Marketing Information 
• Using Multivariate Analysis: A P.C. Based Workshop 
• Experimental Designs for Marketing Research 
• Industry Specific Seminars 

• Healthcare • Financial Institutions 
• Pharmaceutical • Public Utilities 
• Telecommunications • Automotive/Transportation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Effectively Selling Marketing Research Services 
• Negotiating Marketing Research Contracts 
All Of The Above Seminars Are Available For In-House Presentation. 

Please look over the list of our current seminars. Then call us 
toll-free. We will help you select the best seminar or other ed­
ucational opportunity to meet your specific needs. Please call 
Lisa Raffignone, Marketing Manager, or Dr. Sid Venkatesh, 
President, at 800-544-7373 (ext. 3775). 
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Atlanta Cincinnati 
(404) 551-6450 (513) 563-3505 

"Crowd Control" 
At Just 8C Per Number. 
(No Extra Charges). 

The Maritz Sampling System lets you take control of 
the crowd you neecf to reach ... and your sampling budget! 

Your highly efficient Maritz sample costs you just 8¢ 
per number. There are no annual fees, minimum purchase 
agreements or other extra charges. 

Our capabilities include random digit, listed and 
targeted samples. Even 
geography descriptions 
and coding of tele­
phone records are 
Included at the same 
low cost. 

With Maritz, you're 
assured of a quality 
sample. Our database 
is ootained from the 
world's largest list com­
piler. It contains over 
1.8 billion updates per 
year, from over 20 
sources -- twice as 
many as competitive 
databases. Our dialing 
methodology is supe­
rior because we pro­
duce the random digits 
only for the last two 
digits of the number, 
not the last four. Low 
utilization telephone 
block groups are auto­

matically excluded to further improve accuracy. 
Your Maritz sample can be delivered on printed dialing 

sheets, magnetic tape, PC diskettes, or we can transmit 
your sample electronically-- all at no extra charge! 

Maritz samples deliver an unbeatable value: top quality 
at a competitive price. Order today through your Maritz 
representative, or contact one of our sampling experts at 
(314) 827-3728. 

H \1.\HIT./. \1.\HKLTJ~(j HL~L.\HCIII'-1 

Samplin_g System 
Los Angeles New Jersey 
(11 3) 809-0500 (201) 292-1775 

San Francisco Agri.llnd. Division 
(415) 391-1606 (314) 827-2305 

Chicago Dallas Minneapolis New York St. Louis Automotive Group 
(708) 759-0700 (214) 387-0010 (612) 922-0882 (212) 983-7575 (314) 827-1427 Detroit (313) 540-2200 

Los A11geles (213) 323-2882 
M ember CASRO: The Council of American Survey Rescnrclz Organizations. Toledo (419) 841-2831 
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