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PlusPowerm gets you significantly 
more from ~ur research than you 

ever tielieved possible. 
PlusPowerTM is a family of latent 
variable models developed by 
Bellomy Research, Inc., to get 
more powerful data from 
marketing research studies. The 
PlusPower models are 
applicable to all normal 
research studies from Concept 
Product Tests to Promotion Tests, 
Package Tests, Advertisement 
Tests and more. In addition to 
the data and findings you 
expect from typical research 
studies, PlusPower gives you: 

• Estimates of Morlcet Share 

• Volume Projections 

• Source of Business 
C'h:*d1g Qnltlalwlbi) 

• Trial and Retention Estimates 

• Marlcet Structure and Segmentation 

• Purchase Rates 

• Attribute Diagnostics 

stractarlag a 
...... tbi_g 
wllb PlasPnrar. 
PlusPower uses purchase 
patterns to uncover the 
underlying market structure while 
simultaneously revealing the 
consumer segments (see 
example at top right). The 
market structure identifies sets of 
brands which compete more 
heavily against one another. The 
segments show which consumers 
are purchasing from these brand 
sets to obtain the same end 
benefits. Therefore, you find out 
who your key competitors and 
prime customers are as a simple 
by-product of PlusPower. 

What do88 
lids ... , 
PlusPower is a powerful 
enhancement to your data that 
is not currently available from 
any other source. It is not a 
replacement for your current 
methodology and norms. 

All lxalnpla 
of PluPaWar 

Segment 1 is the largest segment accounting for 55% o f the market , and 
the brands show fairly even competition. From the purchase 
propensities, though, it is apparent that while Segment 3 is the 
smallest , it accounts for much greater volume than el t her of the other 
two segments. 

SEGMENT 1 SEGMENT 2 SEGMENT 3 

Segment Size 0.55 0.30 0.15 
Purchase Propensity 1.2 2.1 7.8 
Projected Segment Volume 0.66 
Percent of Total Volume 27% 

Se nt Share• 
Brand A 
Brand B 
Brand C 0.35 0.18 

Below are also attribute diagnostics which show what end benefits 
consumers in a certain segment are seeking. For example , Brand c 
dominates Segment 2 b ecause it is strong on Attribut es 1 and 3 . However , 
the makers of Brand C could create a line extension for Attributes 2 and 
4 . Th is would e nable the e x tension to gain entry into the more heav ily 
purchased segment , Segment 3 , where it could more readily comp ete with 
Brands A and B. 

SEGMENT 1 SEGMENT 2 SEGMENT 3 

Attribute 1 
Attribute 2 
Attribute 3 
Attribute 4 

0.34 
0.66 
0.87 
1.00 

2.43 
0.39 

3.44 
0.88 

0.44 
5.99 
0.12 
6.80 

PlasPawar 
AppUcatloas 

APT PlusTM is · a simulated market test. 

ProductPiusTM clearly differentiates product choices. 

CPT PlusTM improves concept product testing by showing which 
brands the new entry will compete against and who comprises 
the target audience. 

PromoPiusTM can predict how well alternative promotions will fare 
and which of them will generate the most incremental volume. 

PackagePiusTM identifies the optimal package design among your 
alternatives. 

ScannerPiusTM shows you with whom you are competing and 
interacting. 

DiaryPius™ and TrackerPiusrm allow you to diagnose the manner in 
which your products compete within the market framework. 

AdPiusTM identifies the optimum advertisement to use. 

Plus Power™ 
The Plus To Any Research 
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S ometimes conducting a research 
survey can be more of a workout 
than you planned. Particularly 

when you reach people who are fre-
quently surveyed. Some complain and 
simply refuse to play ball. Others join 
in so eagerly that you begin to doubt the 
value of their responses and their abil­
ity to keep team secrets. 

Survey Sampling offers a refreshing 
solution . . . The Protected Sample. 

The phone numbers in every Random 
Digit Super Sample we ship are put on 

REFRESHING 

ice for 12 months. Which means we 
don't deliver the same number twice in 
any given year-to you or anyone else. 
So you won't get stale, over-surveyed 
respondents in your next order. Even in 
frequently surveyed markets like Des 
Moines, where last year alone, we pro­
tected over 50% of the available records. 

Overall, we protect over 30 million 
records a year-and guarantee no reduc­
tion in statistical efficiency. 

So you can look forward to fresher, 
more cooperative contacts, and be con-

fident that your competition won't pick 
up confidential information. 

Now isn't that a refreshing idea? Why 
not call today and put our Protected 
Sample bt your next game plan. 

Survey 
Sampling, 
Inc.® 

Partners with survey researchers since 19n. 

One Post Road, Fairfield, Connecticut 06430 (203) 255-4200 Fax (203) 254-0372 
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Real Stats. Real Easy. 
Answer Your Really Tough Questions with SPSS for Windows. 

Complete Data Management and Editing 

Learn Fast, Work Fast 
"It's extremely easy to learn and use. With just the 
little bit of Windows experience I have, I got through 
without touching the manual."- John J. Kalamarides, 
Greenwich Associates. The 100% Windows interface 
makes doing analysis simple. Hypertext help and an 
on-line glossary of statistical terms are just a click away. 

"The data management capabilities are excellent- even better than 
dBASE."- William O'Hara, Ph.D., Patrick Associates. Enter data or read it 
directly from Excel~ Lotus~ dBASE® and SQL™ databases, then edit it and 
use it many ways - easily. 

Automatic Statistical Graphics 
"The graphics are superb. Integrating 
the chatting capabilities directly into the 
statistical procedures was a brilliant 
move."- Zvia Segal Naphtali, Resource 
Mobilization Inc. Create statistical charts 
like histograms, boxplots and scatterplots 
automatically; there's no relabeling or 
respecifying. 

Purehast pnCt ----

In-depth Statistic 
"I haven't run into a 
statistical calculation 
I needed that I couldn't 
find."- Thomas IN. 
Gruen, CBA Service 
Corp. Use correlations, 
crosstabs, regression 
and more. You won't 
grow out of this package. 

What factors influence purchases? Is service quality high? Are dosage levels optimal? You need answers you can be 
confident in. But, you can't do in-depth analysis with your spreadsheet or database- they only give you simple sums 
and percentages. 

.. .. .. .. .. .. 
MICROSOFT® 
WJN[)(JNSTM 
COMPATIBLE 

Don't stay locked in a spreadsheet cell. Break out with SPSS® for Wmdows~ Subset, sample, aggregate, explore, 
summarize, poke, prod, slice and dice your data to get the answers you need. Analyze surveys, dig into databases, 
improve quality, conduct research studies, forecast sales and prepare reports with ease. All without writing complex 
macros or queries. Find relationships, see patterns and trends, determine significance and use the past to predict the future. 

Learn fast, work fast. Prepare for your analysis quickly with SPSS' full-featured Data Editor. Choose from a broad range of statisti­
cal routines that produce full-color charts automatically. Hot button between charts and related numerical output. Share information 
using DDE and OLE. Put together a great presentation with our business graphics, reports and tables. If you need help, the docu­
mentation is full of statistical "how to;' and experienced technical support is just a phone call away. 

For a limited time, you can get answers to your really tough questions at a really special price. 
Calli ( 800) 345-5383 now for details. 
Chicago· Washington. DC · Chertsey, UK • Gorinchem. The Netherlands· Munich • New Delhi • Singapore • Stockholm • Sydney· Tokyo · And Distributors Worldwide. 
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RELIGIOUSLY 
SPEAKING 

K = Thousand M = Million 

An olllnibus survey aids 
researchers in screening for llla jor 
study of U.S. Jevvish population 

6 

by Joseph Rydholm 
managing editor 

When it comes to answering 
surveys, most folks don't 
mind telling you what kind 

of car they drive or what kind of ice 
cream they eat. But if you start asking 
about their religious preference, they 
clam up. Heck, even the U.S. Census 
doesn't try to gather religious data! 

So how do you get people to not only 
divulge their choice of religion but talk 
about it in-depth? And how do you cost­
effectively locate people whose choice 
of religion puts them in a distinct minor­
ity (2% of the population)? 

In 1989, these were just two of the 
questions facing the Council of Jewish 
Federations (CJF) and the City Univer­
sity of New York when the two organi­
zations were considering undertaking 
the National Jewish Population Study 
(NJPS), a major survey of the views, 
practices and lifestyles ofthe U.S. Jew­
ish population. 

The CJF is an umbrella organization 
for the almost 200 Jewish federations 
serving more than 800 cities across the 
U.S. and Canada. The federations and 
many other Jewish organizations pro­
vide a large number of social services, 
including educational, health and recre­
ation programs. 

National level 
While many of the individual local 

federations have performed studies of 
the users and potential users of these 
services, there really wasn't any data 
available on a national level, says Barry 
Kosmin, director of research for the 
Council of Jewish Federations. 

"There are a lot of local studies, but 
it's like looking att~e win-loss situation 
for your favorite sports team. It doesn ' t 
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tell you anything unless you 
know how the whole league 
is doing. A national survey 
is a baseline against which 
everybody can compare 
themselves." 

Kosmin, who is also di­
rector of the Berman Insti-

Information from the NJPS has helped the Jewish community in planning 
the many social services it provides, from local and national educational, 
health and recreational programs (above) .. . 

elers. Both consumer 
groups were relatively 
small, but through ques­
tions in an omnibus study, 
the two companies identi­
fied a large sample of 
people in the desired con-

tute at the graduate school of the City 
University of New York, served as di­
rector of the National Jewish Popula­
tion Study. 

"The Jewish population operates a 
sophisticated voluntary sector which 
needs to know something about its con­
stituents .. Beyond the synagogues and 
religious education, the Jewish com­
munity is a major fundraising organiza­
tion. It operates hospitals and family 
services, Jewish community services, 
vocational services, youth programs. It 
has a whole social agenda," Kosmin 
says. 

To find Jewish respondents to par­
ticipate in the study, the CJF used EX­
CEL, a telephone omnibus 
study conducted by AUS 
Consultants-ICR Survey 
Research Group in Media, 
Pennsylvania. EXCEL 
reaches 2000 respondents 
each week through twice­
weekly interview waves. 
Each study typically covers 
a variety of topics from cur­
rent events to questions on 
products and services. 
Some of the resulting data 
is shared, but subscribers 
can include proprietary 
questions to collect data for 
their own private use. 

sumer segments, and they 
screen for hard-to-find respondents be- were able to contact them later for a 
cause while the study may have several more in-depth survey. 
thousand respondents, the cost of reach- "For the Jewish population study," 
ing those respondents is spread out over Kosmin says, "the question was, how 
several subscribers. do you screen large numbers of people 

As a subscriber, you can include ques- to get a representative sample of a rare 
tio.ns designed to ferret out your target population? If you went through the 
respondent. For example, Mannington streets of New York City you could find 
Resilient Floors and Holiday Corp. have thousands of respondents, but if you 
used omnibus mail panels to screen for want to find Jews in Montana, that's 
specific consumer segments. different. 

When Mannington was considering "The beauty of the omnibus is the 
designing a new flooring product, it national perspective that you get. We 
wanted to survey owners of vinyl floors. wanted to speak to a rare population. 
And when Holiday Corp. wanted to test We were trying to be as objective as 
its Homewood Suites lodging concept, possible. We weren't going to use our 
it sought the opinions of business trav- own lists to find respondents because 

- ----...---- people could tum around 
and say that we had hand­
chosen the people. The se­
lection had to be random. 
Mail surveys and door-to­
door weren't a practical 
proposition. This method 
seemed to be the best, at 
least in terms of resources 
expended-namely time 
and money." 

Nationwide study 

Very efficient 
A national omnibus study 

can be an efficient way to 

... to international aid and relief efforts, such as the relocation of Russian 
Jews, a group of whom are shown here addressing a reception at the 
Jewish Community Center of Greater Minneapolis. 

During the EXCEL inter­
viewing respondents were 
asked about their religious 
preference as part of a series 
of demographic questions. 
This information not only 

continued on p. 28 
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The in1portance of client 
participation in research 

by Joel T. Lieberman, Steve P. DiFranco and Susan E. Robinson 

Editor's note: Joel Lieberman is research project manager and Steve DiFranco is administrator 
of market research at General Motors Service Parts Operations. Susan Robinson is 

senior account executive at the NPD Group. 

T here has been substantial discus­
sion in the market research com­
munity about the benefits of 

long-term relationships that are devel­

oping between research companies and 
their clients. Research seminars, agency 
visions and company/supplier confer­
ences speak of the client/research com­
pany "partnership." As many corpora­

tions across a wide range of industries 
continue to downsize in the 1990s, the 
need for these partnerships will grow. 

Partnership discussions have focused 
on increasing the involvement of the 
research firm in the client's research. 

Both parties benefit from the active role 
taken by the research firm in defining 
and solving marketing problems for the 
client. 

8 

The client benefits through improved 

service and lower costs. Research com­
pany personnel better understand the 

client's needs andre pond more quickly 
to requests for work because they are 
part of the client's "extended staff." 

Ongoing dialogue reduces miscommu­
nication or the failure to communicate 
important research needs. Project costs 

are reduced because start-up costs de­
cline after the first year of the project. 
The supplier is motivated to gain effi­
ciencies in project execution and pass 
them along to the client because the 
firm has become a stakeholder in the 

client's business . 
The research firm benefits because 

guaranteed long-term business allows it 
to more efficiently use its resources. 

Often, this means committing a dedi­
cated team to the client's business. With 
improved service from dedicated per­
sonnel and reduced costs due to effi­
ciencie gained in project execution, 
the research firm has developed a com­
petitive advantage when the project is 
rebid. 

However, little discussion has oc­
curred about the need for increased cli­
ent involvement in the research con­
ducted for it by an outside research firm. 
Close client involvement in research 
benefits the client by ensuring that the 
right questions get answered with the 
best information at the lowest cost. The 
research firm benefits by getting needed 
support in conducting quality research. 

In this article we will discus in detail 
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the benefits of increased client involve­
ment across all areas of client-re earch 
firm interface. These areas are: devel­
opment of requests for quote, election 
of research firm, survey implementa­
tion, and evaluation and feedback. 

DEVELOPMENT OF THE 
REQUEST FOR QUOTE 

The client-research firm interface of­
ten begins with the request for quote or 
RFQ. Although clients generally com­
municate research needs this way, typi ­
cal RFQs are only outlines of work to be 
conducted. Setting forth detailed re­
search specifications in RFQs benefits 
both sides in several ways. 

Benefits to the client include reduced 
costs and as urance that management 
questions get answered. Detailed re­
quirements allow the client to select the 
research firm with lowest bid, provided 
that the RFQ is submitted only to agen­
cies with good service who are capable 
of doing the work. Detailed require­
ments provide a focus on obtaining 
"need-to-know" information to answer 

management questions rather than "I ike­
to-know" information, which increases 
costs. 

Benefits to the research firm include 
cost and time savings in bid develop­
ment and project execution. Clearly­
defined project objectives will help the 
research firm prepare a bid that meets 
the client's needs. The firm can then 
discuss the reality of those needs with 
the client before accepting the project. 

Detailed research specifications in the 
RFQ provide the research firm with a 
road map for the study. Critical research 
issues as well as products to be deliv­
ered are communicated to the firm to 
ensure that study objectives are met. To 

best communicate this information , the 
RFQ should cover the following areas: 
study objectives, study design, and in­
formation requirements. 

Study objectives 
The first section of the RFQ should 

contain information on study etiology, 
purpose and objectives. The client will 
benefit from a focus on research "needs" 

rather than "wants" to keep costs in line 

with budget. Understanding the pur­
pose of the study will also help the 
research firm's interviewers secure the 
best information from respondents. 

Study design 
The second section of the RFQ should 

contain a description of study method­
ology. Included in this section should 
be issues such as: who the respondent is, 
what type of survey should be con­

ducted to get the best responses (i .e. 
mail, phone, personal interviews, hy­
brid), what type of sampling is needed 
(simple random sampling, stratified), 
how much sampling is needed, and is­

sues related to response rates (e.g. re­
minder post cards). 

When possible, a draft questionnaire 
should be included in the RFQ. Project 
costs can be reduced because research 
firm development time is shortened. 
The firm should review the question­
naire to determine its effectiveness. Does 
it link with objectives and analyses? Is 
it easy to follow and clearly worded? 

continued on p.30 

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

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

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 $10 
an area after that We can even give 
you same-day service for just 3¢ extra ........ !!I"J"$~''' 
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 lOo/o 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 Fa ruon Lane, 

Suite 221, 
. CA.92680 Tusun, 

by randomly shuffiing 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: 

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

National D ADI D Census Regions 
D Census Divisions D PMSA/CMSA/MSA D Weighted in 
proportion to number of listed households in area 
D Unweighted so everyone has equal chance of being selected 
regardless of population D Your desired cut-off or efficiency 
level D 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 war ranty specifications. 
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Dztlil USE Ill 

Increasing survey accuracy 
by Norman Frendberg 

Editor's note: NormanFrendberg is president ofConsumer 
Insights, Rochester, New York. 

Maximizing survey accuracy is the ultimate goal of 
every survey researcher. Several approaches to 
addressing this ongoing challenge follow. 

In order to minimize survey error, we must first identify the 
three types of error: 

1. Sampling error-This error occurs when we survey 
only a sample of the population rather than every person, i.e., 
we may survey 1,000 households rather than the approximate 
93 million households comprising the total U.S. population. 

Two types of non-sampling error 
2a. Observational error-This type of error includes 

incorrect measurements caused by a variety of factors such as 
the respondent's failure to recall information accurately (e.g., 
the last brand bought). 

An observational error may also occur in the information 
processing phase during activities such as keypunching. 

2b. Non-observational error-The occurrence of this type 
of error results from the inability to obtain information from 
qualified respondents. For example, respondents may be 
unavailable or refuse to be interviewed. Additionally, there 
may be potential respondents who are excluded from the 
survey as in the case of those without phones in a telephone 
study. 

Sampling error 
The sampling error can be reduced simply by increasing 

the sample size. The increases in sample size necessary to 
reduce sampling error are illustrated in Table 1. 

Let's assume that among a random sample of200 respon­
dents, 20% indicate they "definitely would buy" our new 
product. We would be 95% confident that this score among 
the total population is ± 6 percentage points, (i.e., between 
14% to 26% ). Increasing the sample size by a factor of five 

10 

to 1000 respondents reduces the sampling error by half to ±3 
percentage points. However, for most mall-intercept or phone 
survey research, such an increase in sample size would 
drastically increase the study cost. Increasing the sample size 
to reduce sampling error may fail to represent a cost -effective 
approach to increasing overall survey accuracy. 

TABLE 1 

Sampling Error at 95% Confidence on a Sample Measure of 
. 20% 

Sample Size Sampling Error± percentage points 

100 
200 
500 
1000 

8 
6 
4 
3 

However, decreasing sampling error has the unique dis­
tinction of being a measurable source of error in survey 
research as well as the most commonly understood error. 

Non-sampling error 
Survey accuracy can also increase as a result of decreasing 

non-sampling error, although the exact margin of improve­
ment is not measurable. 

Reducing non-sampling error can be accomplished by 
employing a wide variety of techniques. However, creating a 
comprehensive list of techniques is impossible since a par­
ticular method may be suitable for one study, but totally 
inappropriate for another. 

Observational errors 
One way to decrease observational error is by enhancing 

the communication between interviewer and respondent, 
thereby improving the collection of accurate data. 

Photo exhibits can be effectively used to clarify choices for 
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a respondent and aid in memory recall when appropriate. For 
example, when conducting mall-intercept pantyhose studies, 
respondents are often shown color exhibits illustrating pack­
age fronts of different styles (e.g., regular, control top) for the 
major brands. Respondents can refer to the illustration when 
asked about brand and style usage, and many times will 
mention a product by the package color. 

In another study, a photo exhibit helped respondents deter­
mine the weight of their dogs. The illustration provided 
information on dog breeds and approximate weights, which 
served as a visual reference for the respondent. This process 
furnished helpful information that yielded more accurate 
data, even in the case of a mixed breed. 

Reduction in observational errors can also be achieved in 
the data collection process. Questions can be designed so that 
recording information is easier for the interviewers, which 
results in a higher degree of error-free data. 

In the following example we asked respondents, "Have 
you ever heard of [brand name] ice cream?" The response to 
this question could be recorded in several ways, two of which 
follow: 

OPTION #1 Interview Instruction: 

If "yes," circle answer for each brand respondent has heard of: 

Haagen-Dazs 1 
Perry's 2 
Sealtest 3 
Ben & Jerry's 4 
Baskin-Robbins 5 

OPTION #2 Interview Instruction: 

Circle "yes" for all brands respondent has heard of and "no" for 
those brands respondent has never heard of: 

Ever heard of 
Yes No 

Haagen-Dazs 1 1 
Perry's 2 2 
Sealtest 3 3 
Ben & Jerry's 4 4 
Baskin-Robbins 5 5 

Both methods are functional, but option #2 requires the 
interviewer to record an answer for each question. The 
process in this second option is easier, more complete and 
therefore, probably derives greater accuracy. 

Non-observational errors 
A key component of non-observational error is the 

respondent's refusal to be interviewed. One approach to 
increasing survey accuracy by reducing the refusal rate 
involves offering a cash incentive. Not only does this tech­
nique enhance survey accuracy, but it may actually save 
money as indicated below. The following data were collected 
several years ago illustrating the actual cost of screening 
respondents using a $2 cash incentive for various incidence 
rates. Atacostof$15/hour, a $2 cash incentive actually saves 
money below the 30% incidence level. 

June/July, 1992 

Cost Analysis by Incidence Rate for 
Client Cost of $15 Per Hour* 

With ~2 inQentive With nQ inQentive Actual cost of 
Incidence Screening Total Total $2 incentive 

(%) cost cost cost per interview 

100% $1.58 $3.58 $2.20 $1.38 

90 1.75 3.75 2.44 1.31 

80 1.97 3.97 2.75 1.22 

70 2.26 4.26 3.14 1.12 

60 2.63 4.63 3.67 0.96 

50 3.16 5.16 4.40 0.76 

40 3.95 5.95 5.50 0.45 

31.25 5.04 7.04 7.04 0.00 

30 5.27 7.27 7.33 -0.06 

20 7.90 9.90 11.00 -1.1 0 

10 15.80 17.80 22.00 -4.20 

Summary 
Although enlarging the sample size does reduce error, this 

approach may be quite costly for a small return of increased 
accuracy. Increasing survey accuracy can be best achieved in 
a cost effective manner by decreasing non-sampling error. 
Three ways to reduce these non-sampling errors are: use of 
visual communication aids during the interview process, 
improving the recording of answers by interviewers, and 
offering cash incentives to respondents. 0 

*Frederick Wiseman, Marianne Schafer, Richard Schafer, "An Experimental Test 
of the Effects of a Monetary Incentive of Cooperation Rates and Data Collection Costs 
in Central Location Interviewing," Journal of Marketing Research, pp. 439-442, 
November, 1983. 
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Focus Group Research-----------------------

Money isn't everything-Part III 
The latest findings of an ongoing study of why respondents 

participate in focus groups 
By Alice Rodgers 

Editor's note: Alice Rodgers is president of Rodgers 
Marketing Research, Canton, Ohio. The author wishes to 
thank Southeastern Institute of Research, and especially 
Rebecca Day ,for assistance in data reduction and tabulation; 
members of the Field Committee of the Qualitative Research 

·Consultants Association ( QRCA) for their strong support; 
and the members of QRCA who participated in this study. 

T his article reports findings from Phase III of research 
into why people participate in focus groups. Phase 

I of this research was a quantitative study of over 
600 people who had participated in Rodgers Marketing 
Research focus groups in 1989. The results were presented in 
the article "Take the money and run?" which appeared in the 
May 1990 issue of Quirk's Marketing Research Review 
(QMRR). Phase II was a qualitative study designed to deter­
mine if people would participate in a focus group without 
being paid. The results of that research were published in the 
article "Money isn't everything," which appeared in the 
December 1990 QMRR. That article discussed two focus 
groups which were held in June, 1990. One group was paid 
and the other was not. 

Phase III is a larger quantitative study. During 1991, 1640 
questionnaires were completed by respondents after partici­
pating in a focus group. Several qualitative consultants (all 
members of the Qualitative Research Consultants Associa­
tion), participated in this phase: Rebecca Day of SIR, Rich­
mond, Va.; Naomi Henderson of RIVA, Bethesda, Md.; 
Judith Langer of Langer Associates, Inc., New York; Maria 
Krieger, of Marketing Visions, Philadelphia; Michelle Kuhn 
ofViewfacts, Inc., Chicago; Arline Carpenter of Carpenter & 
Pampalone, Bridgeport, Conn.; Suzette de Vogelaere, of Con­
cepts & Strategies, San Francisco; Susan Saurage-Thibodeaux 
of Saurage-Thibodeaux Research Inc., Baton Rouge; Mich­
elle Zwillinger of Zwillinger Research, Los Angele ; and the 
author, Alice Rodgers of Rodgers Marketing Research, Can-
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ton, Ohio. 
The questionnaire for Pha e III was imilar to the one used 

in Phase I. Respondents were asked how often they partici­
pate in focus groups as well as their reasons for participation 
and, of course, their main reason. They were also asked if they 
would have participated in the session they had just finished 
without being paid. Finally, a list of topics was given and 
respondents were asked if they would participate in future 
groups on these issues without being paid. 

Demographics 
There were 343 respondents in the Northeast; 323 in the 

Southeast; 664 in the Midwest; and 310 in the West. Overall, 
respondents had participated in 1.1 groups in the past year. 
While 48.4% of the people who participated were "virgins" 
(first time focus group participants), the average number of 
groups ever done was 2.1. 

To facilitate comparisons by subject, groups were aggre­
gated where possible. Thu , the topic areas compared (and 
the number of participants) were: sporting goods (215); 
household products (125); charities (47); shopping (44); 
utilities, banking and insurance (138); lawn care, tires; (112); 
food, wine, restaurants (132); phone, magazines, writing 
instruments (367); clothing, cosmetics, hair care (187); ac­
cessories (43); new products (58); mothers (20); juice bars, 
frozen de erts (68); drug store, film processing (64) and 
condiments/new package design (20). 

Note that the number of participant varied significantly 
from one subject to another. In addition, because of the nature 
of this research, the results cannot be projected. However, 
they do provide information of interest to the research com­
munity. 

Phase III findings 
Respondents were asked their reasons for participating in 

the group they had just attended. The multiple reasons for 
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participating given on the questionnaires in Phase III were: 

Gratuity 

Interest in subject 

Curiosity 

Want to participate in research 

Enjoyed previous research 

78% 

63 
48 
47 
34 

Comparing these results to Phase I, fewer people in Phase 
I said a gratuity was one of the reasons they participated 
( 66%) and fewer people also said they were interested in the 
subject (44% in Phase I). Slightly more people in Phase I said 
they wanted to participate in research (51%) and slightly 
more said they enjoyed previous groups (36% ). 

Note that curiosity was added as a separate reason in Phase 
III because it was a frequent "other" mention in Phase I. 
Curiosity was ~ost often mentioned by those new to focus 
group research ("virgins"). Some comments from "virgins" 
about their first experience: 

- I enjoyed it more than I thought I would. The time went 
fast. 

- /' m very glad I came. lt was very interesting . . . I enjoyed 
the discussion--great group of strangers who I felt at ease 
with very quickly. 

-It was worth my time and effort.! enjoyed seeing the new 
product ideas. 

For Phase III, more people in the lawn care and tires (89%) 
and shopping groups (96%) said gratuity was one of their 
reasons for participating, compared to just 53% of the people 
who participated in a session on charity. One unexpected 
finding is that nearly all of the people in the shopping groups 
said that money was a reason for participating, especially as 
compared to say, 83% of the people in the household products 
groups. Some participants added notes to the questionnaire to 
explain the reasons that a gratuity is important to them: 

- I enjoyed the session , but this takes time out of your 
schedule and you have expense in getting here. 

-I would not participate if there were no gratuity, because 
even though I was curious, and the session was interesting, I 
had to take off from work and drive for a half-hour. 

-Not only do I not have the time, but why should I pay a 
sitter to come here for no gratuity? 

Thus, not surprisingly, comparing the several reasons for 
attendance for all groups, gratuity was mentioned more often, 
except for sessions with mothers and the utilities, banking 
and insurance groups. 

All of the mothers (1 00%) said they came because of the 
subject, while 71% said they came because of the gratuity. 
Nearly three-fourths of the people in the utilities, banking and 
insurance groups said they came because of the subject 
(74%), but almost that many (71 %) said it was the gratuity. 
Even though the percentages were close, it was unexpected to 
find subject interest mentioned more often than gratuity for 
the utilities, banking and insurance groups. 

Subject was also a reason for participation by high numbers 
of people in Phase III in the following groups: clothing, 
cosmetics, hair care (68%); phone, magazines, writing in­
struments (68%); sporting goods, DIY, luggage (67%); and 
drug stores, film processing (66%). Some comments from 
participants: 

- The subject was something I have always enjoyed, so I 
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enjoyed coming. Plus I feel/ have some sort of input about 
products. 

-It was nice being in a group of people with children the 
same age as mine talking about something we are all inter­
ested in. 

Fewer people gave subject as a reason for participating in 
groups about household products ( 42% ), charities ( 43% ), and 
food, wine and restaurants (52%)- the latter being some­
what of a surprise. 

Geography had little effect on responses: 81 % in the 
Southeast said one of the reasons they came was the gratuity 
as compared to 78% in the Northeast and West and 75% in the 
Midwest. 

By age, more people under age 25 (82% ), but fewer people 
over age 65 (56%) said that gratuity was one of the reasons 
they participated. (Note, however, that the sample size for 
those over 65 was small.) 

The percentage of people who gave gratuity as one of the 
reasons for participating varied from moderator to modera­
tor. It ranged from a low of 61 % to a high of 83%, whereas by 
subject it ranged from a low of 53% to a high of 96%. 

Main reason for participation 
Comparing Phase I (one moderator) versus Phase III (sev­

eral moderators) indicates some differences in the main 
reasons these people participated in their focus group. The 
results: 

Gratuity 
Interest in subject 
Want to participate in research 
Curiosity 
Enjoyed previous research 

46% 
17 
21 
NA 
12 

45% 
17 
13 
12 
8 

The percentages citing gratuity or interest in subject were 
virtually identical in Phases I and III. More people in Phase 
I gave "want to participate in research" or "enjoyed previous 
research" as their main reason as compared to Phase III. 
However, note that curiosity was added as a reason in Phase III. 

For those who said gratuity was the main reason in Phase 
III, there was little difference by gender: 44% of the men and 
46% of the women gave this as their main reason. Money was 
mentioned less often as a reason by those over 65 (31% ), as 
compared to between 42% and 47% of the other age catego­
ries. (Again, recall that the sample size for those over 65 was 
small.) 

By moderator, the percent saying that the gratuity was the 
main reason ranged from 34% to 57%. This compares to a 
low of 26% and a high of 61 % by ubject. 

Geography made little difference, but more people in the 
Midwest mentioned gratuity as their main reason (47%) as 
compared to 46% in the We t; 44% in the Southeast and 41 % 
in the Northeast. 

More people in the shopping (61 %), sporting goods (57%), 
household products (57%), and lawn care and tires (56%) 
sessions said that money was the main reason they attended. 
Fewer participants in the mothers groups (26% ), the charities 
sessions (36% ), utilities, banking and insurance groups (36%) 
and the phone, magazine and writing instruments groups 
(36%) said that gratuity was the main reason for participation. 

Quirk's Marketing Research Review 



More people in the mothers groups (42%), the accessory 
groups (33% ),and utilities banking and insurance groups 
(30%) said that interest in the subject was their main reason 
for participating as compared to all the other sessions. One 
comment may summarize many feelings: 

- I enjoy participating in a group on a subject that I have 
an interest in . 

More people in the mothers groups (21%) and the drug 
store/film processing sessions (22%) said that wanting to 
participate in research was their main reason as compared to 
all the other groups. It was lowest for those who were in the 
shopping groups (5% ). Some comments: 

- I love the idea that con~umers have this kind of input. 
- I would like to see more opportunities for people to let 

companies know how we feel. 
Curiosity was cited more often by the groups which had 

high percentages of first time participants (65% or more 
"virgins"): 18% in the charities; phone, magazines, and 
writing instruments; and the new products groups said curi­
osity was their main reason for coming. Some comments 
from first-time attendees: 

-/twas nice to share ideas. I enjoyed the group experience. 
-I really liked it because it gave me a chance to express my 

feelings . 
-I felt privileged to participate. 
-I really enjoyed it. This is a good way to get consumers' 

opinions. 
Participation without incentive? 
The people who completed the questionnaires distributed 

by several moderators in Phase III were asked if they would 

Room for Rent 
Ideal Twin Citie.s 

focus group location. 

Thousands of 
fresh respondents nearby. 

Private client offices. 

State-of-the-.art audio, 
video equ1pment. 

Experienced staff. 

Recruiting and screening. 

Moderating and analysis. 

Call today. 

participate in the session they had just completed without 
being paid: 30% said yes; 34% said no; and 37% were not 
sure. This compares to responses given on questionnaires 
distributed by one moderator in Phase I in which 33% said 
yes; 30% said no; and 38% were not sure. 

For Phase III, people in the Southeast (32%) were more 
likely to say yes as compared to 26% in the Northeast and 30% 
in the Midwest and 29% in the West. 

Many of those over 65 ( 40%) said they would have done the 
session without an incentive, as compared to 30% of all the 
other age categories. 

Slightly more of those earning under $25,000 and those 
earning $25,000 to $35,0000 (32%) said they would have 
participated without being paid as compared to 28 or 29% of 
those earning $36,000 to $50,000 and over $50,QOO. 

More women (31%) than men (28%) would have done the 

continued on p. 32 
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Convenience store usage 
is up, survey finds 

The popularity of convenience stores 
has increased significantly in the past 
four years, according to a recent Maritz 
Ameripoll. Eighty-one percent of 
Americans now shop at "C-stores"-a 
gain of fifteen percentage points since 
1988. The Ameripoll is a national con­
sumer opinion poll conducted regularly 
by Maritz Marketing Research Inc. The 
telephone sample of 1,000 is evenly 
split between females and males. 

"Four years ago one-third of Ameri­
cans (33%) said they never shopped at 

week, and 8% use C-stores on a daily 
basis. 

Young adults are the most likely us­
ers of convenience stores. Eighty-one 
percent of 18-24 year olds shop at least 
once per week-17 percentage points 
greater than the national average. But 
usage of convenience stores drops 
steadily with age-only 45% of people 
age 65 and older shop C-stores at least 
once per week. 

Men and those with incomes between 
$25,000 and $44,000 are also likely to 
shop regularly at C-stores. Seventy-one 
percent of men, compared to 56% of 
women, shop at least weekly. Eleven 

~--~-------------------------------------, 
percent of men shop 

Use Of Convenience Stores Has 
Increased Since 1988 

Frequency Of Shopping 

• 1988 

1!!!!!1 1992 

None Less than I· 3 times 4-6 times 7 or more 
once a week a week a week times a week 

daily. Overall, 72% 
of consumers with 
incomes of$25 ,000-
$44,000 shop at 
least weekly, more 
than those with 
higher or lower in­
comes . 

Convenient loca­
tion is the primary 
reason shopper use 
convenience stores. 
A clo e second is 
selection of items 
(25%) followed by 
quick check out 
(23%). About 10% 

'--------------------------------------------' of shoppers use con­

convenience stores," says Beth Nieman, 
research manager, Maritz Marketing 
Research. "That number has now fallen 
to 19%." 

According to the new study, 64% of 
consumers use convenience stores at 
least once each week. Of those, 15% 
shop one time per week, 31% shop 2-3 
times per week, 10% shop 4-6 times per 
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venience stores be-
cause they sell gasoline. 

Forty-one percent of convenience 
store shoppers say staples like bread, 
milk, and eggs are the items they pur­
chase most frequently. Women in par­
ticular are more likely than men to pur­
chase such items. Packaged beverages, 
including soft drinks, juices, and bottled 
water are popular with 13% of shop-

pers. Others frequently purchase tobacco 
products (9% ), automotive products 
(9%), fountain drinks (6%), and snacks 
(6%). 

Americans are more likely to visit 
convenience tores in the evening than 
any other time. Half (50%) of shoppers 
go during the evening hours. Morning 
(24%) is also popular, followed by af­
ternoon (21 %). 

Reliability is tops to new 
car buyers 

When it comes to buying an automo­
bile, American are most concerned with 
its durability and reliability, according 
to a national tudy conducted by Con­
sumer Attitude Research (C.A.R.), a 
subsidiary of Research Data Analysis, 
Inc., Bloomfield Hills, Mich. 

According to the study, the top five 
reasons why Americans choose one car 
over another when they purchase a new 
car are: 

• Durability and reliability 
• That it's well-made 
• Ease of handling 
• Safety features 
• Manufacturer's reputation 

The study also showed that the least 
important. reasons why Americans 
choose one vehicle over another are: 

• Advice of relatives and friends 
• Interest rates/credit terms 
•Television/newspaper/magazine reviews 

"These results reflect a trend toward 
the expectation of trouble free and safe 
vehicles," says Mark Konkel, president 
of C.A.R. "Customers value quality 

Quirk's Marketing Research Review 



more than a manufacturer's reputation. 
This fact combined with the ever de­
creasing 'quality gap ' between imported 
and domestic vehicles would seem to 
point to increased sales for the Big 
Three." 

The results were compiled by C.A.R. 
from a national survey of over 18,000 
Americans who bought new 1992 model 
year cars. 

Workers pessimis~ic in 
study of four U.S. metro 
areas 

Although one of five U.S . workers 
says it is somewhat or highly likely that 
he or she will lose his or her job some­
time during the next six months, a major 
new survey finds that 44% of house­
holds in the Boston, Chicago, Dallas/ 
Fort Worth, and Los Angeles metro­
politan areas expect their individual fi­
nancial situations to stay the same in 
1992, and 31 % see their situations im­
proving. 

The above findings are based on 4,104 
detailed telephone interviews conducted 
during February by Original Research 
II, Boston. The survey will be ongoing 
this year with comparative results re­
ported periodically to reflect changes in 
attitudes over time. 

To help jump start the economy, capi­
tal gains tax cuts are supported by 52% 
of the survey respondents-with sur­
prisingly strong support from middle­
and lower-income individuals. Middle­
income tax cuts, another proposed solu­
tion to the economy ' s present slump, 
are supported by 64% of respondents. 
Meanwhile, the survey finds the most 
favored policy is reductions in defense 
spending and use of the "peace divi­
dend" for domestic purposes, as identi­
fied by 70% of respondents. 

The four major metropolitan areas 
surveyed were selected because of their 
political, cultural and economic diver­
sity, as well as the differential impact of 
the national recession on each. Some 
findings on a region-by-region basis 
include:. 

Boston 
• 81% of respondents in the Boston 

area anticipate their household incomes 
will increase or remain the same during 
the next six months-an indication that 
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Chicago the worst may be over for these New 
Englanders, perhaps hardest hit by the 
recession. 

• However, one of four residents in 
the Boston metropolitan area say they 
plan to move within the next year. Of 
those, 27% say they will move out of 
Massachusetts altogether. 

• Here, more than in any other area 
surveyed, 12% of employed respon­
dents say they are highly likely to lose 
their jobs within the next six months. 

• More than three of four respondents 
from the Boston area support reduc­
tions in defense spending, the greatest 
number in favor of any metropolitan 
area surveyed. 

• Respondents in the Chicago metro­
politan area are less likely to move 
within the next year than those in any 
other surveyed. Still , one of four say 
they plan to move, and, of those, 20% 
plan to leave Illinois. 

• Even though a capital gains tax cut 

continued on p. 37 
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CORRECTION: 'Barbara 
Mcintyre-Ross has· been named ac­
count manager, client services with Cin­
cinnati-based MATRIXX Marketing, 
Inc., not with NFO Research, Inc., as 
was reported in the April "Names of 
Note." 

Bill Ross has joined DTW Marketing 
Research Group, Inc. of Flanders, NJ as 
project director. In addition, Amy K. 
Allen Drake has joined the fi~ as 
manager of operations. 

Market Directions, the marketing re­
search affiliate of V -R Communica­
tions, Inc., Kansas City, MO, has added 
two new staff members: Kathy Collins 
'has joined the firm as account supervi­
sor and Mary Craigie has joined the 
firm as senior project director. 

Joseph Y. Leung has been appointed 
product research manager of Heinz 
U.S .A.'s marketing research department. 

Pat Baker has joined Interviewing 
Service of America, Van Nuys, CA, as 
director of data processing services. 
Previously she was data processing 
manager at J.D. Powers and Associates. 

Lawrence Widi has been named mar­
keting research director at Cramer­
Krasselt advertising in Milwaukee. 

Irwin Korman has been promoted to 
executive vice president, operations at 
Bruskin/Goldring Research. In addi­
tion, Matthew Kirby has been pro­
moted to executive vice president, CFO, 
and Richard Zackon has been named 
vice president and director of the firm's 
Cable Television division. 

Tom Murray has been named super­
visor, strategic planning and research, 
DDB Needham, Chicago. 

Ravi K. Venkitaraman has joined 
Response Analysis Corporation, 
Princeton, NJ as senior statistician. Pre-

viously he was with Chilton Research 
Services. 

Virgil D. Thornhill has been ap­
pointed director, client service of the 
Marketing Models division oftheNPD 
Group, Inc., Port Washington, NY. 

Chadwick DeVries has been named 
manager of the phone room at Barnes 
Research, Inc. in Grand Rapids, MI. In 
addition Dawn Rothley has joined the 
company as supervisor of the phone 
room. 

Richard W. Steketee Jr. has been 
named operations vice president at 
Kennedy Research, Inc ., Grand Rapids, 
MI. 

Dr. Beverly Cowart has been 
awarded the Moskowitz Jacobs Inc. 
AChemS award for research excellence 
in the psychophysics of taste and smell. 
Cowart is an associate member of the 
Monell Chemical Senses Center located 
in Philadelphia. Moskowitz Jacobs, a 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ scientificmarketresearchfi~basedon 
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Valhalla, NY, gives the award to a sci­
entist who submits the best body of 
research and is no more than ten years 
from his or her Ph.D. 

Audits & Surveys, New York City, 
has promoted Carl Ravitch to execu­
tive vice president. 

MDS Decision Systems, a part of The 
MDS Group, named Sam Irvin vice 
president and Jerry Feldman senior 
sales consultant of the company's Mar­
keting Analysis division. 

Rich Dindorf has been appointed 
executive vice president of BRX/Glo­
bal. He will operate the firm's new of­
fice in New York City. In addition, 
Harry Wolf has been appointed vice 
president. He will head BRX/Global's 
new office in Long Island. 
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A of July l, AHF Marketing Re­
search, Inc. will move to a new address 
at: 100 Avenue of the Americas, New 
York, NY, 10013. The telephone and 
fax numbers will remain the same. 

• 
Treistman & Stark Marketing, Inc. 

has moved to: Two University Plaza, 
Suite 301, Hackensack, NJ, 07407. 
Phone 201-996-0 I 01. Fax 201-996-
0068. 

• 
Information Resources, Inc. has en­

tered into am agreement to acquire the 
outstanding capital stock of privately 
held Towne-Oller & Associates, Inc. in 
return for approximately 650,000 shares 
of IRI common stock. Towne-Oller 
tracks deliveries of health and beauty 
aid products from retailer and whole­
saler warehouses to drug stores and 
grocery stores . 

• 
The Question Shop, Inc. has moved 

to a larger facility at 2860 N. Santiago 
Blvd. , Ste. 100, Orange, CA 92667. The 
firm is now equipped with two focu 
group/observation rooms. Brochures are 
available by calling Ryan Reasor at 
714-974-8020. 

• 
Eurisko S.P.A., a private social and 

marketing research firm headquartered 
in Milan , Italy, has affiliated with the 
CSM Worldwide network. In joining 
this strategic alliance, Eurisko become 
part of an international network of com­
panies that share a common method of 
customer satisfaction measurement and 
quality improvement consulting. 

• 
Marketing Visions, a Philadelphia-
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based re earch and con ulting firm, has 
changed it name to Braintree Re­
search and Consulting. 

• 
Patti L. Hendrix has formed Patti L . 

Hendrix Marketing Services, a com­
pany that provides assistance with mar­
keting evaluation, planning, research 
and promotion. For more information 
write P.O. Box 59247, Homewood, AL, 
35259, or call 205-942-4428. 

• 
Rochester, NY-ba ed BRX Global, 

the U.S.A. partner in Global Market 
Research, has opened two new offices 
in New York City and in Long Island. 
Rich Dindorf has been appointed ex­
ecutive vice president of the company 
and will operate the New York City 
office. The Long Island office will be 
headed by the newly appointed vice 
president, Harry Wolf. 

• 
Cincinnati-based Market Vision Re­

search, Inc. has opened a new con­
sumer research center and office at 
Universal Studios Florida in Orlando. 
Research will be conducted with se­
lected domestic and international visi­
tors. The facility will be ca ll ed 
MarketVision/Gateway and will be a 
new division of the company. It will be 
headed by Ronald Miller. For more 
information, call Donald McMullen at 
513-791-3100. 

• 
Analysis/Research Limited of San 

Diego, a full-service research and con­
sulting company founded by Arline 
Lowenthal in 1975, has been purchased 
by Ernie Edelstein. Edelstein has been 
named pre ident and chief executive 
officer. Lowenthal ha been named ex-

ecutive vice president for research. In 
this position, she will direct the research 
projects undertaken by the company. 

• 
Superooms San Francisco will ex­

pand its facilities , adding a third focu 
group suite and a new mini group room 
in July. Superooms is a division of Con­
sumer Research Associates and is lo­
cated at 111 Pine St., 17th Flr., San 
Francisco, CA 94111. For more infor­
mation call Rich Anderson at415-392-
6000. 

• 
In June, Plaza Research will open its 

Metro New York focus group facility, 
which offers clients bi-level viewing 
rooms, separate lounges with work ar­
eas, and private telephones. For more 
information, call Barbara Murphy or 
Pam Rakow at 800-654-8002. 

Doris M. Santos, Ph.D. 
15 years of experience 

Focus Groups and 
Quantitative Research 

The Hispanic Market 
Research Group, Inc. 

8357 W. Flagler St.,Suite 344 

Miami, FL 33144 
Tel. (305) 662-0255 • Fax (305) 266-8585 
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New version of SPSS for 
Windows 

SPSS Inc., a supplier of statistical 
data analysis software, will introduce a 
new version of its software for Mi­
crosoft Windows in late June. Accord­
ing to company spokespersons, SPSS 
for Windows combines ease ofleaming 
and ease of use through a graphical user 
interface, with in-depth statistical fea­
tures, file management and data rna-

nipulation capabilities, and the integra­
tion of high resolution analytical graph­
ics. For more information call800-543-
2185. 

Add-on helps Survey 
System users 

Creative Research Systems has re­
leased a new product, Data Explorer, an 
add-on to its survey analysis package 
The Survey System. Data Explorer al-
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• TabHouse™ was designed and written by 
Dr. Terrence P. Logan. Dr. Logan has a 
Ph.D. in statistics and 12 years experience 
in marketing research. 

• Pericles Software offers aggressively 
priced site licenses and volume buying 
agreements. 

• Call today to schedule a demonstration or order a 
FREE demonstration diskette. 

Bring the power in-house with TabHouse™ 
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lows clients of research firms using The 
Survey System to examine the data to 
find relationships not apparent in the 
original report .. They can create new 
tables and graphics using a mouse or 
keyboard. Clients, who do not need to 
know The Survey System itself, can use 
Data Explorer to create tables and charts 
with new information by restricting the 
tables and charts to certain kinds of 
people and by crosstabbing one ques­
tion by another. They can also weight 
responses and include various statis­
tics. For more information contact Wil­
liam Eaton or Hank Zucker at 707-765-
1001. 

New biz-to-biz 
segmentation system 

Ruf Corporation, a database market­
ing research firm, has introduced its 
new business-to-business marketing 
segmentation and clustering system 
RUF-ADV ANT AGE. The system uses 
customized modeling or pre-existing 
busine clu ters. It locates and targets 
those businesses which are most likely 
to purchase your products and services. 
Ruf has combined industry economic 
relationships. industry patterns, specific 
business demographics, and consumer 
demographic data to produce several 
levels of clusters. The first level seg­
ments the national business environ­
ment into 41 clusters. Each higher level 
contains more clusters than the previ­
ous, with the highest level containing 
65,000 clusters giving the most accu­
racy. For more information, contact 
Kurtis Ruf at 913-782-8544. 
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Strategic Mapping/ 
Borland joint effort adds 
mapping to database 
systems 

Desktop mapping firm Strategic Map­
ping, Inc. and Borland International, 
Inc. , a maker of database systems for 
desktop computers, have announced a 
joint marketing program whereby the 
two companies will develop and pro­
mote linkages between their products 
that will enable corporate users to add a 
geographic dimension to their database 
applications. "Borland users can gain 
significant benefits by incorporating 

GIS to expand the functionality of their 
databases," says Spencer Leyton , 
Borland senior vice president, business 
development. "Strategic Mapping 's GIS 
products are highly complementary to 
our database strategy, and we look for­
ward to building bridges between the 
products." 

The two firms hosted their first joint 
seminar in March in conjunction with 
DB Expo. The companies have plans to 
host a series of other seminars around 
the U.S. in 1992. 

Restaurant database now 
usable with Claritas/ 
NPDC products 

An agreement has been reached al­
lowing the use of the RE-COUNT syn­
dicated restaurant database in Claritas/ 
NPDC 's market analy is and mapping 
systems. The RE-COUNT database, 
created by Restaurant Consulting Group, 
Inc. , in Evanston, IL, contains data on 
more than 370,000 chain and indepen­
dent restaurants in 45 food categories. 
The database also contains brand infor­
mation and data at many geographic 
levels. Restaurant marketer u e the data 
for competitive analysis, site analysis, 
trade area analysis, and real estate de­
velopment. The agreement provides for 
the use of RE-COUNT data in Com­
pass, Claritas/NPDC 's PC-based mar­
keting workstation, and in MAX 3D, 
Claritas/NPDC 's on-line access system. 
Compass allow users to integrate, ana­
lyze, and map small-area demograph-
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ics, PRIZM lifestyle segmentation, 
media data, product -usage data, TIGER 
street mapping files , any of 60 special­
ized databases, and their own customer 
or prospect data. MAX 3D is an on-line 
demographic data management and re­
porting system for marketing. It pro­
vides access to marketing databases via 
a PC and is compatible with popular 
mapping, spreadsheet, and database 
software. For more information, con­
tact John Greene at Claritas/NPDC at 
703-683-8300 or Bob Siegel , Restau­
rant Consulting Group at708-869-8600. 

Literature explains firm's 
database capabilities 

A new information sheet from AUS 
Consultants outlines the use of sophis­
ticated database information in market 
size, market share, location economics , 
risk analysi s and product line forecast­
ing. The AUS MarketTrace database 
combines statistics from the govern­
ment and other sources with proprietary 
data. Available as tapes, diskettes and 

software. Contact Andrew Moody 215-
565-0823. 

Book explains marketing 
terms 

A new book, "The Marketing Glos­
sary: Key Terms, Concepts, and Appli­
cations," functions as a dictionary, en­
cyclopedia, and working reference guide 
to commonly used marketing terms in 
disciplines such as management, adver­
tising, direct marketing, sales, research, 
public relations, and sales promotion. 
With 1400 entries, the book provides 
discussions of the most critical market­
ing terms and succinct definitions of the 
rest. It contains explanations of impor­
tant concepts, instructions for imple­
mentation, real-life examples, check­
lists, and relevant formulas for readers 
to use. Written by Mark Clemente, a 
group marketing director for Coopers & 
Lybrand, the book is published by 
AMACOM Books and sells for $34.95. 
For more information, call 800-538-
4761. 
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Qualitative research 
professionals are much 

more than just moderators 

Editor's note: Ruth L. Zanes is 
president of Zanes Communications 
Consultants, a qualitative and 
quantitative research firm 
headquartered in Atlanta. 

A great deal of attention has been 
paid recently to the subject of 
professional standards for 

moderating focus group sessions. Un­
fortunately, most of the attention fo­
cuses on basic moderating skills and 
goes no further. There is no question 
that the mastery ofthe fundamentals for 
controlling the dynamics of how people 
behave in the focus group setting is 
important. Other techniques are also 
important, such as: knowing how to 
control a dominating respondent, using 
non-verbal cues to orche trate the group, 
cutting off redundant or irrelevant speak­
ers, and stopping more than one respon­
dent from speaking at once. However, 
these fundamental skills for controlling 
group dynamics are just part of what it 
takes to produce the kind of quality 
insights and understanding about mar­
keting issues that will really make a 
difference to the decision maker. 

Anyone involved with any aspect of 
qualitative research, whether it is using 
the results for decision making pur­
poses, idea generation or enhancing their 
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understanding of the issues and the 
marketplace, should be aware that there 
is an important distinction between a 
professional qualitative market re­
searcher and a focus group moderator. 
The professional qualitative researcher 
operates from a contextual pointofv!ew 
while the moderator operates from a 
functional point of view. 

A focus group moderator, also com­
monly referred to as someone who "does 
groups," is someone who is (hopefully) 
capable of using group leadership skills 
to present a specified line of question­
ing to a group of respondents. 

In contrast, the professional qualita­
tive researcher has the ability to com­
bine unique marketing instincts with an 
intuitive understanding of human be­
havior and motivation. The professional 
qualitative researcher delivers perspec­
tives of the marketplace that allow mar­
keting managers to see new possibili­
ties for the services and products they 
manage. They deliver insights into the 
motivations and needs of the market­
place that allow advertising creatives to 
develop strategies and executions that 
are inspired and on-target. 

Qualitative researchers who produce 
these kinds of results for their clients 
excel in the following areas of the quali­
tative process. 

1. Defining what the client really 

needs to know. A professional qualita­
tive researcher knows how to ask cli­
ents the right questions to clarify what 
the clients' needs are. Clarity of objec­
tives is just a important to qualitative 
research as it is to quantitative. What is 
it the client really wants and needs? 
How will the information be used? Is 
qualitative re earch the appropriate 
method to address these objectives? If it 
is , should focus groups, mini-groups or 
in-depth personal interviews be used? 

Clients often come to the planning 
stage of a qualitative project aying that 
they just want to hear respondents' re­
actions to an idea or some alternative 
stimuli they have prepared. They are 
vague about their information needs 
because they are not quite sure of what 
their expectations should be beyond 
getting some commentary about the 
subject. The profe sional qualitative 
researcher helps the client to see what is 
avai !able ftom the project and opens the 
way to the statement of definitive ob­
jectives. 

One example of this occurred in the 
initial exploratory work that was done 
for the development of Passion, the 
fragrance for which Elizabeth Taylor is 
the spokeswoman. Brand management 
was committed to marketing an Eliza­
beth Taylor fragrance and began with 
the objective of finding out how women 
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would respond to that idea. They had 
various artwork showing Elizabeth Tay­
lor in different settings and wanted to 
know what women thought about these 
stimuli. When we clarified the objec­
tives, ittumedoutthatthey really needed 
to know answers to such questions as: 
"How should we position this fra­
grance?" "What characteristics ofEl iza­
beth Taylor 's complex personality 
should be played up and which should 
be played down?" 

As a result of clarifying .the objec­
tives, it was possible to get information 
that led to such decisions as naming the 
fragrance ''Passion" rather than using 
the name "Liz," which was the name 
that had been considered prior to the 
research. The use of the color violet in 
the packaging was another recommen­
dation that came out of the research. 

In addition, guidelines and direction 
for the advertising strategy and execu­
tion were formulated and, to this day, 
the same study is used as the foundation 
for developing new advertising and line 
extensions. Passion for Men and White 
Diamonds are second generation prod­
ucts marketed under the Elizabeth Tay­
lor banner that wouldn't have been con-

sidered if the objectives of the study had 
not been clarified. 

2. Determining qua lifications of 
group participants. The professional 
qualitative researcher brings experience 
to the process of deciding who should 
be excluded from and who should be 
included in the study. While respondent 
characteristics may seem an obvious or 
simple matter, it is often the most criti­
cal factor in obtaining meaningful re­
sults. Does the study call for separate 
groups of brand users or should users of 

different brands be in the same group? 
How are brand users defined? Should 
users or purchasers be specified? What 
occupations or people with special ex­
pertise should be excluded? What de­
mographics need to be taken into ac­
count? Which characteristics take pri­
ority over all others in situations where 
separate groups cannot be conducted 
with every sub-segment? 

Understanding how groups interact 
and what respondent characteristics are 
liable to influence respondent interac­
tion is essential to making the decisions 
that will maximize the results from quali­
tative projects. 

For example, in a project where the 

objective was to understand why a ma­
jor brand seemed to be losing share to a 
new product entry, we decided to specify 
past users of the established brand who 
bought the new brand and also intended 
to buy the new brand the next time a 
purchase was made. Separate groups 
were conducted with those who tried 
the new brand and intended to buy an­
other brand for the next purchase. Seem 
obvious? Perhaps. Except that the client 
initially thought only of talking to people 
who had used the new brand. Separat­
ing the groups into satisfied and dissat­
isfied triers provided a depth of under­
standing of the appeal of the new prod­
uct and the strengths and weaknesses of 
the established brand that wouldn ' t have 
been possible had we talked to homoge­
neous groups of triers. 

The professional qualitative re­
searcher knows the finer points of re­
spondent characteristics that can inter­
fere with the group process and will 
specify qualifications that will elimi­
nate people who might be considered 
"experts" by other participants in the 
group. For example, for food groups we 
always need to exclude nutritionists , 
those who work in health related fields, 
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those who may be on diets or are in 
households where someone is follow­
ing dietary restrictions that are medical 
or religious in nature. For package de­
sign projects, anyone who is a graphic 
designer or has any art background as 
an occupation or hobby would be ex­
cluded. 

Designing the screening questionnaire 
and managing the field process requires 
the knowledge and experience of how 
recruiting is done plus an appreciation 
of the realities of what is and isn't pos­
sible within the time and budget con­
straints of the project. Making judg­
ment calls on changes in specifications 
because of problems in locating quali­
fied respondents must be done in the 
framework of project objectives. The 
professional qualitative researcher 
knows which specifications can be re­
laxed without seriously affecting the 
study. 

3. Designing the topic guide. The 
professional qualitative researcher will 
insist on personally designing the topic 
guide. In those instances where the cli­
ent wishes to provide the topic guide, 
the professional qualitative researcher 
will state firmly that it is important that 
the objectives be clearly stated and that 
he or she will be responsible for design­
ing the questions which will satisfy the 
objectives. The moderator, on the other 
hand, will take the client's guide and 
administer it faithfully. The professional 
qualitative researcher will design a topic 
guide that allows for unanticipated and 

"third level" consciousness responses. 
Background information that provides 

the basis for interpreting reactions is 
usually the point of departure for a good 
guide. It starts with the broadest pos­
sible point of view and gradually nar­
rows to the specifics. The topic guide is 
exactly what its name implies-a guide. 
If the professional qualitative researcher 
has a true understanding of the project's 
objectives, he or she is able to depart 
from the topic guide according to what 
transpires in the group. The truth about 
topic guides is that there are no hard and 
fast rules. Each project with its own set 
of objectives calls for its own unique 
treatment. So while it is usual to start 
with background information, in some 
cases it is appropriate to start off by 
asking for reactions to a concept and 
getting background information later. 

4. Conducting the qualitative in­
terview. As mentioned previously, 
group dynamic skills and techniques 
are prerequisites. But something else 
goes on in a qualitative interviewing 
session, something far more complex 
and subtle than simply being able to 
handle a respondent that is trying to 
dominate the group. The purpose of 
research, after all, is to elicit informa­
tion. In qualitative research we seek 
information that goes beyond the cli­
ches and the superficial, the logical ~nd 
the rational. 

The true skill in qualitative interview­
ing is in creating an environment in 
which respondents feel perfectly com-

fortable in expressing their thoughts 
and feelings, even ifthose thoughts and 
feelings seem irrational and may be 
embarrassing. These are the thoughts 
that respondents themselves may not be 
aware of prior to entering into the quali­
tative interviewing session. The woman 
who expresses her feeling of inadequacy 
and stupidity when she has to buy skin 
care products; the respondents willing 
to pretend that they can see different 
brands of batteries suddenly coming to 
life as different personalities; these are 
the quality of responses that the profes­
sional qualitative researcher can elicit. 
It is the skillful orchestration of the 
group by the professional qualitative 
researcher-who knows when to chal­
lenge and cajole, when to play dumb, 
inject humor, or probe more deeply­
that gets the job done. 

Something else transpires in expert 
qualitative interviewing, something hid­
den from the observer. The qualitative 
researcher listens to respondents in a 
very special way. Theprofe ionalquali­
tative researcher transcends the judg­
ments and evaluations of what i being 
said so that the respondent has a sense of 
being totally understood. At the same 
time, the skillful qualitative researcher 
is formulating hypotheses based on what 
is being said, testing those hypotheses 
on the spot by formulating questions, 
evaluating what material should be 
probed and what conversation is irrel­
evant. It's a balancing act requiring 
intense concentration, all the while ap­
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ating skills, this is a talent that cannot 
always be taught. 

Phrasing questions to get at the "truth" 
requires what the Freudian psycholo­
gist Theodore Reik called "listening 
with the third ear." For example, one of 
our clients, a firm based in France, 
wished to examine the probable impact 
of changing the place of manufacture of 
the product sold in ~nited States from 
France to the ~.S. Regulations required 
that these · products bear the legend 
"Made in the ~SA" on the packaging. 
Reports from the firm's field people 
indicated that customers were upset at 
theprospectbecausetheylovedtheidea 
of using French products. 

In the groups, instead of asking how 
important is it that the product comes 
from France, I chose a more indirect 
line of questioning. I asked, "What does 
it mean to you when a product in this 

Quirk's Marketing Research Review 



category is associated with France, or 
the company that makes it is French?" 
This phrasing not only allowed respon­
dents to express the idea that, to them, 
the French association was very impor­
tant, part of the brand's mystique, it also 
allowed them to express their assump­
tion that all French products sold here 
are probably developed in France but 
manufactured in the United States. Fur­
thermore, it allowed them to express 
that it made no difference to them where 
the product was manufactured as long 
as the French associations were main­
tained. 

5. The analytic process. When all is 
said and done, all the food is consumed 
in the back room, all the questions asked, 
what does it all mean anyway? The 
professional qualitative researcher un­
derstands and will caution the back room 
observers that what they think they 
heard, the literal answers to the ques­
tions, and their own pet theories, may or 
may not be true. 

The observer room is often a hotbed 
of politics. I am occasionally amazed at 
the conversation that transpires there 
after a group. I ometimes question 
whether the observers were watching 

the same group I conducted. Most of the 
listening in the back room is actually 
listening for responses that confirm the 
pet theories or thoughts and beliefs of 
the observers. Few observers have the 
skill of listening for discovery of new 
ideas. 

The process of analysis involves the 
qualitative researcher who conducted 
the groups to carefully review tran­
scripts, audio and--when possible--video 
tapes of the groups. However, these are 
mere! y the functional steps that are taken. 
The real professional qualitative re­
searcher goes through an analytic pro­
cess that is not easily explained. It re­
quires knowing when to take responses 
at face value and when to disregard a 
line of responses. It is the drawing of the 
threads from one respondent to another, 
the ability to see patterns and differ­
ences from group to group and then 
weave it all together in a way that is 
actionable from a marketing point of 
view. 

6. The ability to communicate the 
findings. The professional qualitative 
researcher has the ability to present so­
phisticated, complex findings about 

human motivations, relate them to al­
ternative marketing actions, and com­
municate all of this to management in a 
succinct and actionable manner. The 
ability to graphically depict the rela­
tionship of how the findings and the 
marketing issue interact, and familiar­
ity with multi-media presentation tech­
niques, enriches the value of the study. 
However, the most high-tech presenta­
tion techniques will not compensate for 
an inability to present the findings of the 
study clearly, concisely, and cogently. 0 
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NJPS 
continued from p. 7 

served as a screening device for the Jew­
ish population study, it was also the basis 
of the landmark National Survey ofReli­
gious Identification (NSRI), a nation­
wide study of religion affiliation. (The 
NSRI was conducted under the auspices 
of the Graduate School and University 
Center of the City University of New 
York.) 

The NSRI results were based on over 
113,000 interviews conducted from 
April 1989 to April 1990, says John De 
Wolf, account executive, AUS Con­
sultants-ICR Survey Research Group. 
"EXCEL provided a good vehicle­
since we were going to ask about reli­
gion anyway-to do a study on religion 
in general in the population which has 
never been available before on this 
scale." 

Throughout the EXCEL interviews, 
only 2.3 percent of the respondents re­
fused to answer the question about reli­
gion. De Wolf says that this low refusal 
rate can probably be attributed to the 

fact that the interviewers had gained the 
tru t of the respondents by the time the 
religion questions were asked late in the 
survey. 

"The EXCEL survey usually starts 
with some very topical questions per­
taining to current news or political 

• 
[i 

events. That has a tendency to legiti­
mize the study. Then you get into some 
other topics such as videotape rentals or 
toothpaste usage, so by the time we get 
to the demographics we've talked about 
several different subject matters and the 
respondents know we're not trying to 
sell them anything. 

"That's one of the main problems 
with a subject as personal as religion. If 

you wanted to do this on a custom basis 
and call people to ask what their reli­
gion is, you would lose most of them on 
refu als." 

Re-contacted 
After suitable respondents for the Jew­

ish population study were identified 
through the omnibus study, they were 
re-contacted to determine their interest 
in participating in 30 minut~ telephone 
interviews that would form the basis for 
the NJPS. 

Tho e interview were conducted with 
2,500 households between May and June 
1990. The survey included a variety of 
questions on attitudes, beliefs and prac­
tices, including observance of holidays, 
the level of Jewi h and civic attach­
ment, and feelings about Israel, in addi­
tion to demographic and economic in­
formation on income, household com­
position, marital tatu . 

The survey contained specific ques­
tions about fundraising, what their atti­
tudes were towards fundraising efforts, 
how they wanted to be solicited, what 
they saw as priorities, etc. "If you cross-
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tabulate that with the demographic in­
formation it gives fundraisers a tremen­
dous amount of insight into how to 
operate in the marketplace," Kosmin 
says. 

That information has two uses: It 
guides fundraising efforts by identify­
ing those who are most interested in 
giving, and it aids allocation of funds by 
identifying potential need for services. 
"There is the need to forecast, for in­
stance, day care needs, so there are 
questions in the survey that enabled us 
to find out how many women are going 
to have children in the next three years. 
So a Jewish community center or a 
synagogue nursery, for example, can 
measure whether there' an increased 
need for their services." 

Friendly context 
Asking the religious questions as a 

part of the multi-faceted omnibus study 
helped the response rate by placing the 
potentially intrusive questions in a 
friendly context, Kosmin ays. 

"When we asked people about their 
religion, they seemed reasonably happy 

to tell us. They didn't regard it as a 
terribly threatening question. The om­
nibus survey is more helpful than a 
direct survey, in which an interviewer 
might call the respondent and ask 'what 
is your religion?' and then proceed with 
15 questions about those issues. That 
can make people much more hesitant 
than ifthe questions are asked as part of 
a multi-purpose survey. It's just less 
threatening." 

Same climate 
In addition, it was important to com­

plete the interviews for the NJPS in a 
short period of time, to make sure the 
respondents were answering the ques­
tions in roughly the same political and 
economic climate. "If you're interested 
in things like the welfare situation, you 
don't want to drag the interviewing out 
over two years because the economic 
situation might change. We wanted to 
look at attitudes towards Israel and 
people's level of emotional attachment, 
and if we'd done some of the interviews 
before the Gulf war and some after, 
obv_iously there would have been a prob-

lem." 

Strong support 
The data is being analyzed by anum­

ber of sources, and several reports tak­
ing a more in-depth look at specific 
sections of the data are scheduled for 
release. 

The survey has been met enthusiasti­
cally and there is strong support for 
doing the survey again in five to ten 
years, Kosmin says. Like any product 
or service provider, the Jewish volun­
tary sector and the individual federa­
tions need to keep in touch with their 
"market." 

"The fundraising of the Jewish com­
munity in the United States and its orga­
nizations plus the services that it pro­
vides to people, you're talking about 
around $3 billion. That's why you can 
justify the R&D expenditure. The fed­
eration system last year raised for the 
support of local community centers and 
for Jewish relief $1.4 billion. It's a so­
phisticated operation and that's why it's 
becoming more like the commercial 

sector in terms of its data gathering." 0 

PeoRle come to Baltimore to sample the city's 
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• Telephone interviewing is completely super 
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Client Participation 
continued from p. 9 

When appropriate, the RFQ should 
also contain an invitation for research 
firms to submit alternative designs. The 
firms should always assess the viability 
oftheclient's design. In situations where 
another approach is better(vis-a-vis cost, 
information), the research firm can pro­
vide details on that design in addition to 
the requested design. 

Information requirements 
At this point in the RFQ, the client 

communicates to the research firm its 
requirements for information. This can 
include top line reports, response/refusal 
rates, demographic goals, tabulation 
reports, analyses and raw data on PC 
diskettes. 

Topline reports and response/refusal 
rates can be obtained early in a study to 
uncover problems with study assump­
tions. The client who is involved in the 
research process may then be able to 
revise study scope or methodology to 
meet study objectives. In studies with 
low response rates, for example, the 
client may opt to reduce targeted sample 
sizes and settle for less-precise esti-

mates to keep project costs within bud­
get. 

Other information that should be 
monitored throughout a study includes 
demographics. Sampling studies depend 
on drawing inference from samples to 
target populations. Clients who are in­
volved in studies can best determine 
appropriate action if demographic goals 
are not being met. 

Important information supplied by 
the research firm is contained in the 
tabulation report. Because of the client's 
knowledge of his or her industry and 
company, involvement in developing 
report content and format will faci litate 
answering management questions. It i 
costly, time consuming and frustrating 
to rerun tabs because the client found 
them difficult to work with or because 
they didn't help answer management 
questions. 

Clear communication of analytic and 
graphics needs is important because 
costs for this work need to be factored 
into the bid. In addition, because analy­
ses strongly depend on methodology, 
client and research firm must review 
analytical requirements to assure the 
client that management questions are 
answered. 

With PC diskettes containing study 
data, the client who has PC training and 
proper software can quickly respond to 
unexpected management requests and 
save additional expense. For example, a 
multiple regression analysis could run 
$1000 and take several days to com­
plete if conducted by the research firm. 
With PC training, software and data 
diskettes, the client could perform the 
same analysis in under one hour. Cost 
savings for one analysis conducted in­
house could pay for the purchase of the 
software. 

Selection of research firm 
The completed RFQ is then distrib­

uted to several research firms for com­
petitive bid. The bid process is designed 
to select the supplier who can provide 
the requested research with the best 
service at the lowest cost. However, the 
client must consider bids on alternative 
designs, especially as they relate to cost. 

Theclientmustcarefully analyze bids 
on a total cost basis to make sure that 
they are comparable. Hidden costs such 
as client travel to the research firm's 
phone facilities for pretest should be 
considered in total-cost comparisons. 
In addition, some research firms specify 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ postage charges for mail surveys 

If You Think Market Research 
Is Too Expensive, We Can Help 

We are a market research and consulting company 
that caters to businesses that don't want to spend 
an arm and a leg to find out they need more 
research. 

We will guarantee a cost savings of 30 to 50% 
without compromising quality. Businesses like 
yours have said we are the best in the market. Call 
us now for a quotation. 

30 

Market Intelligence 
Marketing Research & Consulting 
9100 W. Bloomington Fwy. #185 

Bloomington, MN 55431 
(612) 933-6825 
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whereas others indicate that postage 
will be billed at cost. Careful analysis of 
bids on a total-cost basis will ensure that 
the client get the best research for the 
money. 

SURVEY IMPLEMENTATION 
Development of a detailed RFQ re­

duces the need for extensive client in­
volvement in survey implementation. 
The groundwork for quality has been 
laid through detailed specifications of 
project design. However, there are two 
point during study implementation 
which require client involvement: pre­
test and quality control. 

Pretest 
The survey pretest is perhaps the most 

critical part of survey implementation. 
It is an opportunity for client and re­
search firm to determine whether or not 
the survey, as originally designed, will 
provide answers to management ques­
tions before substantial funds are ex­
pended. However, it is often a step that 
is either eliminated to reduce cost and 
time or one in which the client sees his 
or her involvement as unnecessary. Yet, 
invaluable information can be obtained 
by a well-executed pretest. 

Quirk's Marketing Research Review 



The pretest, especially on phone sur­
veys, allows both client and research 
firm to see and hear how the urvey is 
working. Are we effectively reaching 
the targeted population? Are they re­
sponding? Do respondents have diffi­
culty understanding questions or using 
questionnaire scales to respond? 

Frequently, the client i in the best 
position to determine if problems are 
occurring in respondent under tanding 
or interpretation of survey questions. 
The client is often needed to help the 
research firm determine what modifica­
tions may be needed to the survey pro­
cess or survey in trument. The worst­
case scenario is a urvey with severe 
data limitations due to problems in re­
spondent understanding and interpreta­
tion and a client who is ignorant of these 
problems. 

Because the interviewer (for phone 
surveys) is the only contact with re­
spondents, a critical part of the pretest is 
interviewer briefing. Direct client in­
volvement i important to help inter­
viewers understand the nature of the 
client's business, the targeted respon­
dents and study objectives. The client 
who is involved in pretest i rewarded 
by quality-related benefits. 

Clients al o benefit from inviting to 
the pretest selected employees from their 
organization who have requested that 
the study be conducted. Studies are only 
u eful if they are used. Studies are often 
wrongly criticized for not reflecting true 
feelings of respondents if study find­
ings go against paradigms or expecta­
tions. The client researcher who brings 
influential members of his or her com­
pany to the pretest to hear the voice of 
the customer will gain their support in 
elling study results. 

Quality control 
Quality control (QC) procedures need 

to be established to reduce the chance of 
errors during study implementation. 
Although the research firm is respon­
sible for quality control during study 
implementation, client involvement can 
be useful. 

In particular, because the client knows 
his or her business best, he or she is in 
the best position to provide QC limits 
for quantitative input from respondents. 
The client also can provide proper ver­
biage for interviewers to re-ask ques­
tions when responses outside QC limits 
OG_cur. Responses outside these limits 
should not automatically be rejected. 

However, developing QC limits and 
interviewer follow-up can help reduce 
errors due to interviewer typing or re­
spondent misunderstanding. 

EVALUATION AND FEEDBACK 
A process should be established to 

periodically evaluate long-term projects. 
The client should review his studies to 
determine if revisions are needed to 
better meet business-plan objectives. 
Although changes should be minimized 
to facilitate historical comparisons, 
methodology or questionnaire revisions 
may be needed to better respond to 
management questions in a dynamic 
business environment. 

Summary 
Clients need to take more responsi­

bility in their own research, from RFQ 
development to survey implementation 
and study feedback. Benefits to both 
client and research firm of increased 
client 

involvement in research include re­
duced costs, improved service and de­
velopment of a strong client-research 
provider relationship based on two-way 
dialog and shared interests. 0 
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Paramus, New Jersey, boldly resets the benchmark against which 
focus group facilities are to be measured. Every square foot of space 
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Money Isn't Everything 
continued from p. 15 

group without payment. 
A high number of those who participated in the session on 

charities (62%) said they would have done that session without 
being paid, while just 17% ofthosewhodidgroupsonlawncare 
or tires said they would have. 

Between about a third (36%) and a fourth (26%) said they 
would have participated in the groups with various moderators 
without being paid. 

Potential for using unpaid respondents 
Respondents in both phases were given a list of topics and 

asked if they would participate in a focus group session without 
being paid. The percentages in each phase responding yes 
were: 

~ Phase Ill 

Professional issues 64% 62 
Health care 53 51 
Food/restaurants NA* 48 
Public service issues 45 42 
Community issues 44 40 
Household products 41 32 
DIY, auto & sprtg. goods 36 24 
Fora local newspaper 31 28 
Banking/insurance 25 21 
*Not asked in Phase 

For the most part there was very little difference in the 
percentages of people in Phase I (one moderator) ver u Phase 
III (several moderators) that were willing to participate in a 
focus group without being paid. 

There were two exceptions. Substantially fewer people in 
Phase III (24%) said they would participate in a do-it-yourself, 
automotive, or porting goods session without being paid as 
compared to 36% in Phase I. And ubstantially fewer people in 
Phase III (32%) said they would participate in a household 
products session without being paid as compared to 41 % in 
Phase I. 

Otherwise, the percentages are fairly close. Slightly more of 
the people who participated in the original study (Phase I) with 
the author (2% to 4%) said they were willing to participate in a 
session without being paid as compared to the multi-moderator 
percentages. 

It is interesting to note that even the rank ordering of the 
percentages in Phase I and Phase III would be nearly the same. 

Opportunity for pro bono work 
Two topics are of particular interest: public service and 

community issues. In Phase I, 45% said they would participate 
in a group on public service issues without payment as com­
pared to 42% in Phase III. For community issues, 44% in Phase 
I would participate without a gratuity versus 40% in Phase III. 

So, as noted in previous articles, there may be some potential 
to do public ervice or community issues focus groups pro 
bono. However, it must be noted that the risk of no-shows is 
high. Probably the best application would be for research that 

---------------- ---------. would not otherwise be done. This gives moderators, focus 

Pamper your clients in 
Cleveland's finest facility. 
• Spacious focus group room for 12, plus elegant 

observation room for 15 with lounge, phones 
• Suburban location near fine hotels and dining 
• Access to all socio-economic groups, including 

upscale; expertise in healthcare, business 
For a focus group proposal - or phone and mall 
projects- call Nikki Klonaris at (216) 491-9515. 

MOrketeam 
Associates 

3645 Warrensville Ctr. Rd ., Shaker Heights, OH 44122 
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group facilities andre pondents an opportunity to contribute to 
a worthy cause. Naturally this must not take the place of 
research that would ordinarily be paid. 

Rebecca Day of SIR and one of the QRCA consultants who 
participated in this survey, provides some insights into an 
experience she had using unpaid respondents: 

"Toward the end of my involvement with Alice Rodgers' 
project, I had the opportunity to conduct groups for two separate 
not-for-profit organizations. In both situations, the decision 
was made to waive the gratuity normally given to respondents. 
Although one group had an extremely low turnout ( 4 ), the other 
was well attended ( 1 0). One difference was virgin recruits for 
the first versus name bank recruits for the second. This situation 
convinced me that some focus groups do not require a gratuity, 
but many factors should be considered before that decision is 
made." 

Serendipity! 
The act of surveying respondents at the end of a focus group 

session had some unexpected benefits. 
• Since the survey form asks about previous focus group 

experience and demographics , it can validate recruiting. 
• Since the survey form has space for comments, it gives 

respondents an opportunity to comment on their experience 
with the process. 

• Since it can also be a "post-group rescreener," it demon­
strates the consultant's commitment to quality work. 

Because of these benefits, several of the consultants who 
participated in this research are continuing to use the survey 

form. 0 
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Survey Monitor 
continued from p. 17 

is least favored among those surveyed 
in the Chicago metropolitan area, nearly 
half support the proposed plan. 

Dallas/Fort Worth 
• The individuals surveyed in Dallas/ 

Fort Worth are most optimistic about 
their personal financial situations im­
proving, with 33% of respondents ex­
pecting to earn more this year. 

• On the nation's overall economic 
health, however, fully one of three ex­
pect the condition to worsen. 

• While more respondents here than 
in any other region, 70%, are in favor of 
middle-income tax cuts, fewer, 59%, 
support reductions in defense spending. 

Los Angeles 
• Signaling continued concern en­

gendered by the recession, 11% of Los 
Angeles area respondents say personal 
unemployment is highly likely. 

• Of four survey areas, Los Angeles 
was most in favor of upper-income tax 
cuts, supported by 26% of respondents. 

• 28% of residents in the Los Angeles 
metropolitan area say they plan to move 
within the next year. Of those, 22% say 
they will move out of California alto­
gether. 

Poor, senior citizens 
most likely to call 
themselves lonely 

The loneliest people in America are 
senior citizens, Baby Busters, the poor, 
the unmarried, and people in the Pacific 
region (Oregon, Washington, and Cali­
fornia). These are the results of a new 
survey of Americans conducted by 
Barna Research Group Ltd. of Glen­
dale, Calif. The survey, conducted 
among a nationally-representative 
sample of 1,052 adults, focused on 
people's attitudes regarding friendship 
and loneliness. 

While only 13% of all American 
adults called themselves "lonely," this 
percentage was considerably higher 
among some groups than in others. 
People with a gross annual household 
income ofless than $20,000 were two or 
three times as likely as other income 
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groups to term themselves as lonely. selves, but whose friends also tend to 
Twenty-two percent of the lower-in- have sufficient relationships. In many 
come respondents said they are lonely, cases, it appears that seniors are lonely 
compared to only 11% of the people because other senior citizens do not 
earning $20,000 to under $40,000, and reach out to them to form relationships 
7% of the respondents with a higher (or because the lonely ones do not reach 
income. out to join the circle of seniors who have 

The age groups most likely to be built and maintained good friendships). 
lonely were senior citizens (21 %) and Seven out of ten Americans (71 %) 
people between the ages of 18 and 26- said it is easy for them to make deep, 
a group commonly known as the Baby lasting friendships. Interestingly, there 
Busters (19%). Only 11% of the Baby was no statistically significant differ­
Boomers, and 7% of the respondents ence according to income level, educa­
between the ages of 46 and 64, de- tion level, marital status, region of the 
scribed themselves as lonely. country, or ethnicity. Men, however, 

Marital status also had a significant were less likely to say they could easily 
bearing on the answers people gave. make deep friendships than were women 
While only 6% of the people who were (67% to 75% ). In addition, seniors were 
currently married said they are lonely, more comfortable with their ability to 
these figures shot up to 20% among make friends than were people under 
singles, 22% among separated and di- the age of 65 (81% to 70% ). People who 
vorced people, and 23% among widows were involved religiously (e.g. read the 
and widowers. Bible, attend church, attend Sunday 

Regionally, there were not huge dif- school) were also more comfortable with 
ferences, but people in the Pacific re- their ability to make friends than were 
gion (17%) were somewhat more likely people who were less active or inactive 
to describe themselves as lonely than in religion. 
w~re those in the Midwest (13% ), the Where would people go to make new 
South ( 12% ), Mountain states ( 11% ), or friends? The main places, listed by 
the Northeast (1 0% ). nearly half of all adults, were church 

Twelve percent of all survey respon- (49%) and work (46%). Other sources, 
dents also felt that in times of trouble, each mentioned by about one-fifth of 
they don't have anyone they can turn to the respondents, were social or exercise 
for real comfort of support. Again, this clubs (20%), community activities or 
feeling was particularly high organizations (18%), and school (18%). 

among lower-income people (21% ), Among seniors, however, only 16% said 
seniors (17% ), people who had less than they could rely on work for this pur­
a high school education (22% ), blacks pose, and 8% said school. This left 73% 
(20%), Hispanics (31 %), and people in depending on church, 25% on commu­
the Pacific states (21 %). nity activities or organizations, and 18% 

Even though most people did not go each on the neighborhood or social/ 
so far as to call themselves lonely, more exercise clubs. 
than two out of five people ( 44%) did Younger people took a different ap­
say they wish they had more close proach. MostoftheBaby Busters would 
friends. Additionally, 63% said they lookforfriendsatschool(42%)orwork 
personally know someone they would (41 %), along with social or exercise 
describe as truly lonely. organizations (23% ). Compared to other 

Although people age 65 or older were age groups, church (29%) and commu­
the age group most likely to be lonely, nity activities or· organizations (10%) 
they were also the age group most likely were rarely a factor. 

r-------~--------------------to say they do not know anyone who is 
lonely. This suggests that seniors are 
more likely than other age groups to be 
polarized into two types of people. One 
group is those who have few relation­
ships and are lonely. The second group 
is those who not only have enough rela­
tionships and friendships to satisfy them-
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Poll shows widespread 
awareness of alcohol 
abuse warnings 

The public has virtually universal 
awareness of the statements in proposed 
warnings in alcohol beverage advertis­
ing, according to a recent national Roper 
Organization opinion survey of adults 
and young people. 

Anheuser-Busch Companies, Inc. com­
missioned the poll to test public knowl­
edge of the proposed warnings and pub­
lic opinion as to their effectiveness. 

Of five warnings proposed in legisla­
tion pending before the U.S. Senate, 99% 
of Americans of all age groups said they 
already knew of the risks described in 
two of the warnings. The statements in 
two other warnings were known to 98% 
of the public, while the fifth warning was 
common knowledge to 97%, according 
to the poll. These levels of knowledge 
were very similar among adults and youths 
aged 14-20. 

"The poll shows extremely high aware­
ness of the information in the proposed 
warnings, among adults and young people 
alike," says Harry O'Neill, vice chair­
man of The Roper Organization. "Such 

ing the same questionnaire to allow for a 
larger sampling. A total of 738 inter­
views were conducted among the 14 to 
20 year-old age group. 

Following are the five statements in­
cluded in the proposed ad warnings and 
the percent of all Americans, the percent 
of those 14-20 years of age, and the 
percent of those 21 and older who said 
they already knew of these risks associ­
ated with the abuse of alcohol: 

• "Alcohol impairs your ability to drive 
or operate machinery"-known by 99% 
of all three groups. 

• "Drinking during pregnancy may 
cause birth defects. Women should avoid 
alcohol during pregnancy" -known by 
98% of all those polled, by 99% of 14-20 
year -olds, and by 99% of 14-20 year o Ids, 
and by 98% of those 21 and older. 

• "Alcohol may be hazardous if you are 
using certain kinds of over-the-counter 
prescriptions, or illegal drugs"-known 
by 97% of all persons sampled, 94% of 
those 14-20 years of age, and 98% of all 
adults. 

• "Drinking alcohol may become ad­
dictive"-known by 98% of those polled 
in each group. 

• -"It is against the law to purchase 

alcohol for persons under age 21 
known by 99% of all those sampled, 98'. 
of the adults and 100% of those under 21. 

The survey also asked members of the 
public about the effectiveness of the pro­
posed warnings in alcohol advertising. 
Again, the results were consistent across 
age categories, with seven in ten finding 
them ineffective in reducing abuse. Break­
ing the categories down, 73% of the total 
sample, 69% of 14 to 20 year-olds, and 
73% ofthose 21 and older said the warn­
ings would not reduce abuse. 

One of the key reasons that people 
don't believe warning labels will work to 
reduce alcohol abuse may be that more 
than three-fourths (77% of all those 
sampled and 79% of those aged 14 to 20) 
feel that if someone is already aware of 
the possible dangers of using a product, 
then th9se people "aren't likely to pay 
attention" to warnings. 

Also released were statistics regarding 
the effect of advertising on Americans' 
alcohol consumption practices. Only 4% 
of all those who drink said that advertis­
ing influenced their original decision to 
start drinking, while just 3% said that 
advertising influences how often they 
drink or how much they drink. 

high levels of awareness are very rarely r----------------------------
found." 

The survey also found that seven in ten 
of the total sample (73%) and of 14 to 20 
year-olds (69%) believe that the warn­
ings would not be effective in preventing 
alcohol abuse. In addition, of those Ameri­
cans who drink, some 95% said that 
advertising did not influence their own 
decision to start drinking and does not 
affect how often or how much they drink. 

"We are against alcohol abuse and 
illegal underage drinking-period," says 
Stephen K. Lambright, vice president 
and group executive of Anheuser-Busch 
Companies, Inc. "However, we are con­
cerned about the application of measures 
supposed to combat abuse that are of no 
benefit. As this Roper survey shows, the 
proposed warnings would not tell people 
anything they don't already know-and 
the vast majority believe that ad warnings 
would not prevent abuse. The ad warn­
ings approach should be rejected in favor 
of education, awareness, and law en­
forcement, which are already reducing 
abuse." 

In its survey, Roper interviewed 1 ,202 
people 14 years of age and older by 
telephone in late November 1991. Addi­
tional interviews were also conducted 
among 602 respondents aged 14-20, us-
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1308 North State Street, Box 9754 Bellingham, WA 98227-9754 

Facsimile (206) 734-4005 Telephone (206) 734-3318 

CircleNo. 140on Reader Card 
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Field management: a better 
mousetrap 
by Pam Bruns 

Editor's note: Pam Bruns is president 
of Competitive Strategies, a Chicago­
based company providing marketing 
and consulting services to research 
firms . 

A s the 1980s trend of downsizing 
(or "right"-sizing as some pre­
fer to call it) continues, end­

users are looking for ways to get a better 
value from their research provider. 
While some still rally around "better, 
faster, cheaper" demands, others, real­
izing the limitations of this approach, 
are re-evaluating their needs and con­
sidering new alternatives to meet their 
research objectives. 

These researchers understand that 
only so much can be accomplished in 
terms of "better, faster, cheaper" before 
the quality of the research begins to 
suffer. Given that corporate research­
ers are evaluated on the validity of the 
research on which their company's de­
cisions and commitments are made, 
smart researchers are looking for ways 
to maximize their resources--both in­
ternal and external-- without sacrificing 
quality. 

One area which has begun to come 
under scrutiny as more design and ana­
lytical functions have been internalized 
is the type of research assistance end­
users seek. While standard operating 
procedure in the past might have been to 
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tum over all projects to a full-service 
re earch provider or ad agency, research­
ers are now beginning to evaluate their 
level of involvement in the design and 
analytical functions. More and more 
researchers are beginning to realize that, 
on projects requiring only field and tab, 
it is not in their best interest financially 
to go through a full-service company 
and pay for design and analytical talent 
which they don't need on a particular 
project. 

This is good news for data collectors 
who have seen the percentage of direct 
work from end-users increase steadily 
over the past few years. To capitalize on 
this trend, many have added some I im­
ited form of project coordination to their 
list of services. Other data collectors, 
DataSource and Survey Service of 
Western New York to name just two, 
have taken project coordination the next 
step by instituting field management 
departments within their companies. 

Far from the stereotypical one-per­
son, "kitchen table" independent field 
directors of old, companies that special­
ize in field management are springing 
up across the country. Most are headed 
up by a field director, corporate re­
searcher, or full-service researcher who 
had the foresight to see a niche develop­
ing. 

Field management companies such 
as QFact, On-Line Communications, 
and Direct Resource, generally provide 

questionnaire formatting, screener writ­
ing, development of instructional and 
peripheral materials, shipping depart­
ments, field auditing and all coordina­
tion of data collection, coding and tab 
services required for the project. Upon 
study completion, they typically pro­
vide a single, consolidated invoice for 
the project. Generally lean on staff, these 
companies are designed to provide the 
services clients need without attempt­
ing to compete with the design and 
analytical capabilities of full-service 
companies and ad agency research staffs. 

In fact, a number of full-service com­
panies and qualitative professionals have 
also discovered that field management 
can cost-effectively increase their pro­
ductivity by allowing them to take on 
more projects using fewer of their inter­
nal resources. 

One example of this is the newly 
formed business relationship between 
Heakin Research and M/ A/R/C, which 
hired Heakin to handle field manage­
ment on particular types of studies. Like­
wise, several qualitative researchers 
have developed ongoing relationships 
with field management companies who 
function as extensions of the consultant's 
staff, setting up projects and freeing up 
the researcher to conduct groups, write 
reports and consult with clients. 

Of course, like any other segment of 
the research industry, field management 
does have its limitations. By definition, 
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field management companies generally 
do not provide design and analytical 
capabilities. This means that their cli­
ents may, on occasion, need to seek 
other providers to meet their full -ser­
vice needs. Additionally, as a relatively 

new segment of the industry, experi­
ence, services and standards vary tre­
mendously from firm to firm. It's advis­
able to carefully screen prospective com­
panies and check references. 

These limitations notwithstanding, 

field management provides a way for 
researchers to increase their productiv­
ity while cost-effectively maintaining 
the quality of the information on which 
their company's decisions and commit­
ments are made. 0 

Factors to consider \\Then choosing field 

1nanage1nent con1panies by Maura Isaacs 

Editor's note: Maura Isaacs is 
executive vice president ofCincinnati­
basedQFactMarketingResearch,lnc. 

As the economy puts increasing 
pressure on manufacturers to increase 
operating efficiency, in-house research 
staffs are pressed to provide more and 
better research with reduced staffs and 
smaller budgets. As a result, more and 
more researchers are turning to field 
management companies to increase 
their productivity while trimming their 
costs. 

While this may be a very effective 
strategy, it is important to carefully 
consider several factors before select­
ing the field management company 
which best meets'your needs. The fol­
lowing criteria should help you decide 
if field management is right for your 
company and which field management 
company best suits your specific needs. 

Quite simply, field management is 
not for everyone. However, if one or 
more of the following conditions exist 
in your company or department, it 
may be right for you: 

• You design and analyze or mod­
erate some or all of your own research 

• Your staff is stretched to the limit 
• Your time is better spent dealing 

with clients than handling the details 
of fielding custom projects. 

• You demand value for your re­
search dollar. 

Once you've made the decision to 
try field management, it is important 
to select the company which best meets 
the specific needs of your organiza­
tion. Consider the following factors 

June/July, 1992 

when selecting a field management com­
pany: 

Experience--How long has the 
company provided field management 
service? For what types of companies 
has the company worked? What is the 
company's track record on the types of 
projects or with the types of respon­
dents you need most often? 

Specialization--Many field 
mapagement companies specialize in 
particular methodologies or study types 
such as large, difficult or on-going 
projects. Some have international ex­
pertise, others don't. Make certain that 
you get the most qualified company by 
probing their areas of expertise. 

Data collection suppliers-­
Some field management companies also 
operate their own data collection or 
qualitative facilities. While this is nei­
ther good nor bad by definition, the 
slight edge goes to those who operate 
well-regarded facilities since they know 
what it takes to accomplish projects 
accurately and often provide more real­
istic expectations and more effective 
troubleshooting. 

Additionally, probe their cri­
teria for selecting the data collection 
companies to whom they field out work. 
Although your specific experience with 
various frrms may be different from 
theirs, try to understand their basis for 
selection. Also, ask them how often and 
on what basis they review these suppli­
ers. 

Staff--The backgrounds of the 
staff and principals may be very telling. 
Probing length of time both in research 
and with the current fmn may either be 

reassuring or send up red flags. 
'Resources--Make certain 

that the firm you select has the re­
sources you most need in-house. Ex­
amples of this might include an in­
bound 800 number for status reports, 
sizable storage space and a fully 
equipped shipping department for 
product storage or experienced field 
auditors on staff. Over the long run, 
your costs will be lower given in­
house availability of the services and 
facilities you most need. In addition, 
in-house resources may indicate the 
true volume of a particular type of 
project in which the company has 
indicated specialization. 

Intangibles--Are you look­
ing for a research partner, an exten­
sion of your company or department, 
or a supplier? How do the companies 
you interview view client relation­
ships? What is the business philoso­
phy of the companies you talk with? 
Is that philosophy compatible with 
your own? What are the operating 
standards and quality control proce­
dures? How much effort does each 
company put forth to answer your 
questions? What is their level of de­
tail orientation? And, most impor­
tantly, are you comfortable with the 
people you interview? 

If field management makes sense 
for your company or department, it's 
well worth your time to thoroughly 
screen a variety of finns. This effort 
will pay off in a shorter learning curve, 
clear expectations, enhanced produc­
tivity and better value for your re­
search dollar. 0 
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Staff--The backgrounds of the 
staff and principals may be very telling. 
Probing length of time both in research 
and with the current firm may either be 

equipped shipping department for 
product storage or experienced field 
auditors on staff. Over the long run, 
your costs will be lower given in­
house availability of the services and 
facilities you most need. In addition, 
in-house resources may indicate the 
true volume of a particular type of 
project in which the company has 
indicated specialization. 

Intangibles--Are you look­
ing for a research partner, an exten­
sion of your company or department, 
or a supplier? How do the companies 
you interview view client relation­
ships? What is the business philoso­
phy of the companies you talk with? 
Is that philosophy compatible with 
your own? What are the operating 
standards and quality control proce­
dures? How much effort does each 
company put forth to answer your 
questions? What is their level of de­
tail orientation? And, most impor­
tantly' are you comfortable with the 
people you·'interview? 

If field management makes sense 
for your company or department, it's 
well worth your time to thoroughly 
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P.O. Box 23536 
Minneapolis, MN 55423 

of Competitive Strategies , a Chicago­
based company providing marketing 
and consulting services to research 
firms. 

A s the 1980s trend of downsizing 
(or "right"-sizing as some pre­
fer to call it) continues, end­

users are looking for ways to get a better 
value from their research provider. 
While some still rally around "better, 
faster, cheaper" demands, others, real­
izing the limitations of this approach, 
are re-evaluating their needs and con­
sidering new alternatives to meet their 
research objectives. 

These researchers understand that 
only so much can be accomplished in 
terms of "better, faster, cheaper" before 
the quality of the research begins to 
suffer. Given that corporate research­
ers are evaluated on the validity of the 
research on which their company's de­
cisions and commitments are made, 
smart researchers are looking for ways 
to maximize their resources--both in­
ternal and external-- without sacrificing 
quality. 

One area which has begun to come 
under scrutiny as more design and ana­
lytical functions have been internalized 
is the type of research assistance end­
users seek. While standard operating 
procedure in the past might have been to 
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research provider or ad agency, research­
ers are now beginning to evaluate their 
level of involvement in the design and 
analytical functions. More and more 
researchers are beginning to realize that, 
on projects requiring only field and tab, 
it is not in their best interest financially 
to go through a full-service company 
and pay for design and analytical talent 
which they don't need on a particular 
project. 

This is good news for data collectors 
who have seen the percentage of direct 
work from end-users increase steadily 
over the past few years. To capitalize on 
this trend, many have added some lim­
ited form of project coordination to their 
list of services. Other data collectors, 
DataSource and Survey Service of 
Western New York to name just two, 
have taken project coordination the next 
step by instituting field management 
departments within their companies. 

Far from the stereotypical one-per­
son, "kitchen table" independent field 
directors of old, companies that special­
ize in field management are springing 
up across the country. Most are headed 
up by a field director, corporate re­
searcher, or full-service researcher who 
had the foresight to see a niche develop­
ing. 

Field management companies such 
as QFact, On-Line Communications, 
and Direct Resource, generally provide 

ing, development of instructional and 
peripheral materials, shipping depart­
ments, field auditing and all coordina­
tion of data collection, coding and tab 
services required for the project. Upon 
study completion, they typically pro­
vide a single, consolidated invoice for 
the project. Generally lean on staff, these 
companies are designed to provide the 
services clients need without attempt­
ing to compete with the design and 
analytical capabilities of full-service 
companies and ad agency research staffs. 

In fact, a number of full-service com­
panies and qualitative professionals have 
also discovered that field management 
can cost-effectively increase their pro­
ductivity by allowing them to take on 
more projects using fewer of their inter­
nal resources. 

One example of this is the newly 
formed business relationship between 
Heakin Research and M/A/R/C, which 
hired Heakin to handle field manage­
ment on particular types of studies. Like­
wise, several qualitative researchers 
have developed ongoing relationships 
with field management companies who 
function a extensions of the consultant's 
staff, setting up projects and freeing up 
the researcher to conduct groups, write 
reports and consult with clients. 

Of cour e, like any other segment of 
the research industry, field management 
does have its limitations. By definition, 
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QUALITATIVERESEARCH/FOCUSGROUPMODERATORS 
Listed below are n~mes of _companies sp~cializing in focus group~- Included are cont~ct personnel, addresses and phone 
num?ers. Co~~ames are hst_ed,alphabet_lcally and are also class1hed by state and speCialty for your convenience. Contact 
publisher for hstmg rates: Qmrk s Marketmg Research Review, P. 0. Box 23536, Minneapolis, MN 55423. 612/861-8051. 

ADI Research, Inc. Consumer Opinion Services Equifax/Quick Test Opinion Ctrs. Gilmore Research Group 

(See Matrixx Marketing) 12825-1 stAve. South 5430 Van Nuys Blvd., #1 02 2324 Eastlake Ave. E. , Ste. 300 

Seattle, WA 98168 Van Nuys, CA 91401 Seattle, WA 98102 

Alpha Research Associates, Inc. 2061241-6050 213 I 872-1717 206/726-5555 

395 Smith St. Contact: Jerry Carter Contact: Louise Kroot-Haukka Contact: Carolyn McKernan 

Providence, Rl 02908 Consumer,Business Groups and Consumer/Pkgd. Goods/ Exp. Prof. Moderators to Meet Your 

40 1 1861 -3400 One-On-Ones Advertising Needs. 

Contact: Anthony Pesaturo Heavy Experience in Fast Food 

Full Svc. Quai./Quan. Analysis! Creative Marketing Solutions, Inc. Grieco Research Group, Inc. 

Consltg. & Mkt. Rsch.!Since 1976 P.O. Box 487 First Market Research Corp. 743 North Avenue 66 

Lahaska, PA 18931 2301 Hancock Drive Los Angeles, CA 90042 

Analysis Research Limited 2151357-3655 Austin, TX 78756 2131 254-1990 

4655 Ruffner St. , Ste. 180 Contact: Larry Schwarz 800 I FIRST-TX (347-7889) Contact: Joe Greico 

San Diego, CA 92111 Experienced Specialists in Contact: James R. Heiman Marketing and Advertising 

6191268-4800 Qualitative Research Techniques High Tech,Publishing, Focus Groups 

Contact: Arline M. Lowenthal Bus.-To-Bus., Colleges 

All Qual. Needs: Eng. & Span. Creative & Response Rsch Svces. GRM & Associates 

Recruit/Moderate! Analysis 500 N. Michigan Ave. First Market Research Corp. 8807 Kingston Pike, # East E 

Chicago, IL 60611 121 Beach St. Knoxville, TN 37923 

The Answer Group 312/ 828-9200 Boston, MA 02111 615 I 693-3500 

4665 Cornell Rd. , Ste. 150 Contact: Stephen Turner 6171482-9080 Contact: Christopher Wise 

Cincinnati, OH 45241 Twenty-Five Years of Leadership Contact: Linda M. Lynch Quality Focus Facility/Recruit by 

5131489-9000 in Qualitative Research Consumer, Retail, Banking, Lifestyle Groups 

Contact: Lynn Grome Health Care 

Consumer,HealthCare,Prof. , Cunninghis Associates Hammer Marketing Resources 

Focus Groups, One-On-Ones 43 Middleton Lane Focus America 179 Inverness Rd. 

Willingboro, NJ 08046 1140 Ave. of the Americas, 9th Fir. Severna Pk. (BaVD.C.), MD 21146 

Brand Consulting Group 6091877-5971 New York, NY 10036 4101544-9191 

17117 W.Nine Mile Rd./Ste. 1020 Contact: Burt Cunninghis 212/302-1808 Contact: Bill Hammer 

Southfield, Ml 48075 37 Years Exp., Moderator & Contact: David Schreier 23 Years Experience - Consumer, 

3131559-2100 Moderator Training Mid-Manhattan Lac/State of the Business & Executive 

Contact: Milton Brand Art Fac./15 Seat Viewing Room 

Consumer,Advertising Strategy, Dolobowsky Qual. Svcs., Inc. Hispanic Marketing 

New Product Strategy Research 94 Lincoln St. Focus On Kids Communication Research 

Waltham MA 02154 327 Papin Avenue 1535 Winding Way 

Brittain Associates, Inc. 6171647-0872 St. Louis, MO 63119 Belmont, CA 94002 

3400 Peachtree Rd., Ste. 1015 Contact: Reva Dolobowsky 3141963-1 902 4151595-5028 

Atlanta, GA 30326 Experts In Ideation & Focus Contact: Alan Burns, Ph.D. Contact: Dr. Felipe Korzenny 

4041365-8708 Groups. Formerly with Synectics. Kid/Mom Specialist; New Hisp. Biling./Bicult.Foc Grps 

Contact: Rhonda Davidson Concepts/Products/Advertising Anywhere In U.S./Ouan. Strat. Cons . 

10 Years Moderating For Doyle Research Associates, Inc. 

Financial Services Industry. 919 N. MichiganiSte. 3208 Focus Plus Horowitz Associates 

Chicago, IL 60611 79 5th Avenue 2 East Avenue 

Chamber1ain Research Consultants 312/944-4848 New York, NY 10003 Larchmont, NY 1 0538 

12 East Olin Ave. Contact: Kathleen M. Doyle 212/807-9393 9141834-5999 

Madison, WI 53713 Specialty:Children/T eenagers Contact: Elizabeth Lobrano Contact: Howard Horowitz 

6081258-3666 Concept& Product Evaluations Impeccable Cons. & B-B CableNideo Marketing-Program-

Contact: Sharon Chamberlain Recruiting/Beautiful Facilities ming-Advertising Strategy 

Full-Service Marketing Research/ DIRIS HealthCare Consultants 

Business & Consumer Studies 3127 Eastway Dr., Ste. 105 D.S. Fraley & Associates lntersearch Corporation 

Charlotte, NC 28205 1205 East Madison Park 132 Welsh Rd. 

Clarion Marketing and Comm. 7041532-5856 Chicago, IL 60615 Horsham, PA 19044 

340 Pemberwick Road Contact: Dr. Murray Simon 312/536-2670 2151657-6400 

Greenwich, CT 06831 Specialists in Research with Contact: Diane S. Fraley Contact: Robert S. Cosgrove 

203 I 531-3600 Providers & Patients Full Qual. Specialty:Child!T een I Pharm. -Med./High-T ech!Bus. -to-Bus. 

Contact: Thomas L. Greenbaum In-Home/Observational Rsch. Consumer/Telecomm. 

Clarion Offers Unique Approach 
To Groups; Call to Find Out Why 
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Johnston, Zabor & Ascts., Inc. 

P. 0 . Box 12743 
Rsch. Tri. Park, NC 27709 

800/544-5448 
Contact: Jeffrey M. Johnston 
Camp. Capabilities. New Prod.! 
Svce./Cust. Satis./Comm. Rsch. 

JRH Marketing Services, Inc. 

29-27 41st Avenue 
New York, NY 11101 

718/786-9640 
Contact: J. Robert Harris, II 
Experience Counts: Check out 
the rest but USE THE BEST 

Keeffe Research 

24 Liberty St. 
San Francisco, CA 9411 0 

415/647-2265 
Contact: Jeffrey Keeffe 
Auto, Tobacco, Cons. Prod. , Pkg. 
Gds. , Advtg., New Prod. 

Kennedy Research Inc. 

405A Waters Bldg. 
Grand Rapids, Ml49503 

616/458-1461 

Contact: Mary P. Tonneberger 
Cons. & Ind. , Telecom.,Health, 
Office Systems, Chemicals, Drugs 

KS & 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 

Leichliter Associates 

252 E. 61 st St. , Ste. 2C-S 
New York, NY 10021 

212/753-2099 
Contact: Betsy Leichliter 
New Ideas, New Solutions, Call For 
Consultation. Offcs. in Chicago 

Lubavs Qualitative Research 

2116 Aberdeen 
Kalamazoo, Ml 49008 
616/381 -7239 
Contact: Aija Lubavs 
Moderator/In-Depth Interviewer 
Marketing & Psychology 
Experience 

June/July, 1992 

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 

Matrixx Marketing-Rsch Div. 

Cincinnati , OH 

800/323-8369 

Contact: Michael L. Dean, Ph.D. 

Cincinnati's Most Modern and 
Convenient Facilities 

Medical Marketing Research, Inc. 

6608 Graymont Place 

Raleigh, NC 27615 

919/870-6550 

Contact: George Matijow 
Specialists in Health Care 
Research; MDs, RNs, Pts. 

MedProbe Medical Mktg. Rsch. 

7825 Washington Ave. S. ,# 745 

Minneapolis, MN 55435 

612/941 -7965 

Contact:Asta Gersovitz, Phrm.D. 
MedProbe Proyides Full Service 
Custom Market Research 

Ruth Nelson Research Svcs. 

2149 S. Grape Street 

Denver, CO 80222 

303/758-6424 

Contact: Christy Reid 
Consumer, Tech./lndust., New 

Prod. , Concept Test/Refinement 

PACE, Inc. 

31700 Middlebelt Rd.,'Ste. 200 

Farmington Hills, Ml 48334 

313/ 553-4100 

Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
OEM & Aftermarket Experience 

Research In Marketing, Inc. (RIM) 

508 Central Avenue 

Highland Park, IL 60035 

708/433-8383 

Contact: Larry Hammond 
Unsurpassed Quality, Competitive 
Pricing 

R J Research 

P.O. Box 3787 

Santa Rosa, CA 95402 

707/ 795-3780 

Contact: Bob Pellegrini 
Full Service Quai./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/Cost Effective: New 
Product/Consumer, Etc. 

Pamela Rogers Research 

2525 Arapahoe Ave ., #E4-174 

Boulder, CO 80302 

303/494-1737 

Contact: Pamela Rogers 

Environmental Issues-Healthy 
Food/Products/Packaging 

James M. Sears Associates 

48 Industrial West 

Clifton, NJ 07012 

201 I 777-6000 

Contact: James M. Sears 

Business-T a-Business And 
Executives A Specialty 

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 AudioNid. Equip. 

Jane L. Stegner & Ascts. 
2215 Penn Ave. So. 

Minneapolis, MN 55405 
612/377-2490 
Contact: Jane Stegner 
Bus-To-Bus/Medicai/Fncl. Svcs./ 
Agric., Groups/1 :1 's 

Strategic Research, Inc. 

4600 Devonshire Common 
Fremont, CA 94536 
415/797-5561 

Contact: Sylvia Wessel 
400 Groups, Hi-Tech/Medical/ 
Financial/Transportation Svcs. 

Sweeney International, Ltd. 
221 Main St. 

Danbury, CT 06810 

203 I 748-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCAIAMA!Advt. Club 

Thorne Creative Rsch Svces 

65 Pondfield Rd., Ste. 3 

Bronxville, NY 10708 
914/337-1364 
Contact: Gina Thorne 
Ideation, teens, New Product 
Ad Concepts, Package Goods 

The Travis Company, Inc. 
509 Cathedral Parkway, Ste. 8E 
New York, NY 10025 

212/ 222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

Venture Marketing Ascts, Inc. 

3845 Viscount, Stes. 3 & 4 

Memphis, TN 38118 
Contact: Lawrence Berry 
Hispanic, Medical, H&BA, 
Food, Business-To-Business 

, Youth Research/CSi 
65 East India Row, Apt. 7F 

Boston, MA 0211 0 

617/720-6060 
Contact: Karen Forcade 
Consultants in Marketing to 
Children and Teens 

Turn to the next page 
for state 

and specialty cross 
indexes. 
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STATE CROSS INDEX OFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact N arne 

California D.S. Fraley & Associates New Jersey Pennsylvania 
Analysis Research Ltd. 

Leichliter Associates 
Cunninghis Associates Creative Marketing Solutions 

Equifax/Quick Test Opinion Ctrs. 
Research In Marketing , Inc. 

James M. Sears Associates lntersearch Corp. 
Grieco Research Group, Inc. Maryland New York Rhode Island Hispanic Marketing 
Keeffe Research Hammer Marketing Resources 

Focus America Alpha Research Associates, Inc. 
R J Research 

Massachusetts Focus Plus 
Strategic Research , Inc. JRH Marketing Services, Inc. Tennessee 

Dolobowsky Qual. Svcs., Inc. Horowitz Associates , Inc. GRM & Associates Colorado First Market Rsch. (L. Lynch) K S & R Consumer Testing Ctr. Venture Marketing Ascts. , Inc. 
Ruth Nelson Research Svcs. Youth Research/CSi Leichliter Ascts. 
Pamela Rogers Research 

Michigan 
Market Navigation, Inc. Texas 
Sources For Research , Inc. First Market Rsch . (J. Heiman) Connecticut Brand Consulting Group James Spanier Associates 

Clarion Marketing and Comm. Kennedy Research Inc. Thorne Creative Research Virginia 
Sweeney International, Ltd. Lubavs Qualitative Research The Travis Company 

Southeastern lnst. of Research , Inc. PACE, Inc. 

Washington D.C. North Carolina Washington 
LaScola Qualitative Research Minnesota D/R/S HealthCare Consultants 

MedProbe Medical Mktg. Rsch. Johnston , Zabor & Associates Consumer Opinion Services 

Georgia Rockwood Research Corp. Medical Marketing Research, Inc. Gilmore Research Group 

Brittain Associates , Inc. Jane L. Stegner and Ascts. 
Ohio Wisconsin 

Illinois Missouri The Answer Group 
Chamberlain Research Consultants 

Creative & Response Rsch. Svcs. Focus On Kids Matrixx Marketing 

Doyle Research Associates Rodgers Marketing Research 
Dwight Spencer & Associates 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING BIO-TECH CIGARETTES ENVIRONMENTAL 
Analysis Research Ltd . lntersearch Corporation Keeffe Research Pamela Rogers Research 
Brand Consulting Group Market Navigation, Inc. 

Chamberlain Research Cnsltnts. Medical Marketing Research, Inc. COMMUNICATIONS EXECUTIVES 
Dolobowsky Qual. Svcs. , Inc. MedProbe Medical Mktg. Rsch . 

RESEARCH Chamberlain Rsch . Cnsltnts. 
Doyle Research Associates 

BLACK D.S. Fraley & Associates 
Dolobowsky Qual. Svcs., Inc. 

D.S. Fraley & Associates First Market Rsch . (J . Heiman) 
Johnston , Zabor & Associates JRH Marketing Services, Inc. James Spanier Associates lntersearch Corporation 
PACE, Inc. 

COMPUTERS/MIS Kennedy Research Inc. 
Rockwood Research Corp. BUS.-TO-BUS. PACE, Inc. 
Southeastern Institute of Rsch . Chamberlain Research Cnsltnts. First Market Rsch. (J. Heiman) James Spanier Associates 
James Spanier Associates Consumer Opinion Services Market Navigation, Inc. Sweeney International , Ltd. 
Sweeney International , Ltd. First Market Rsch. (J .Heiman) James Spanier Associates 
Thorne Creative Research lntersearch Corporation Strategic Research , Inc. FINANCIAL SVCS. 

Kennedy Research Inc. Sweeney International, Ltd. Brittain Associates , Inc. AGRICULTURE Research In Marketing , Inc. Dolobowsky Qual. Svcs., Inc. 
Market Navigation, Inc. Rockwood Research Corp. CONSUMERS First Market Rsch (L. Lynch) 
Rockwood Research Corp. James Spanier Associates Chamberlain Rsch . Cnsltnts. lntersearch Corporation 

ALCOHOLIC BEV. 
Sweeney International, Ltd. Consumer Opinion Services LaScola Qualitative Research 

Doyle Research Associates Matrixx Marketing-Research Div. 
Research In Marketing , Inc. CANDIES First Market Rsch. (L. Lynch) The Research Center 

D.S. Fraley & Associates D.S. Fraley & Associates Research In Marketing , Inc. 
APPAREL/ lntersearch Corporation Rockwood Research Corp. 

FOOTWEAR CHILDREN Kennedy Research Inc. Southeastern Institute of Rsch . 
Rodgers Marketing Research James Spanier Associates 

Brand Consulting Group Doyle Research Associates 
Thorne Creative Research Sweeney lnt'l. Ltd. 

Research In Marketing , Inc. D.S. Fraley & Associates 
Focus On Kids ENTERTAINMENT FOOD PRODUCTS AUTOMOTIVE Johnston, Zabor & Associates 
Matrixx Marketing-Research Div. D.S. Fraley & Associates Doyle Research Associates 

Keeffe Research Youth Research/CSi Sweeney International , Ltd. D.S. Fraley & Associates 
Matrixx Marketing-Research Div. 
PACE, Inc. 
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Keeffe Research 
Leichliter Associates 
James Spanier Associates 
Thorne Creative Research 
Trend Facts 

HEALTH & BEAUTY 
RODUCTS 
The Answer Group 
D.S. Fraley & Associates 
Thorne Creative Research 

HEALTH CARE 
Chamberlain Rsch. Cnsltnts. 
Creative Marketing Solutions 
Dolobowsky Qual. Svces. , Inc. 
D/R/S He_althCare Consultants 
First Market Rsch. (L. Lynch) 
lntersearch Corporation 
Kennedy Research Inc. 
LaScola Qualitative Research 
Market Navigation, Inc. 
Matrixx Marketing-Research Div. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch . 
Research In Marketing, Inc. 
Southeastern Institute of Rsch. 
James Spanier Associates 

HISPANIC 
Analysis Research Ltd. 
Hispanic Marketing 

Communication Research 

IDEA GENERATION 
Analysis Research Ltd. 
Brand Consulting Group 
Dolobowsky Qual. Svcs. , Inc. 
D.S. Fraley & Associates 
Leichliter Associates 
Matrixx Marketing-Research Div. 
Sweeney International, Ltd. 
Thorne Creative Research 

INDUSTRIAL 
First Market Rsch. (J . Heiman) 
lntersearch Corporation 
Kennedy Research Inc. 
Market Navigation, Inc. 
Strategic Research, Inc. 
Sweeney International, Ltd. 

MEDICAL 
PROFESSION 
Creative Marketing Solutions 
D/R/S HealthCare Consultants 
lntersearch Corporation 
Matrixx Marketing-Research Div. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch. 
Research In Marketing , Inc. 
Strategic Research , Inc. 

June/July, 1992 

MODERATOR 
TRAINING 
Cunninghis Associates 

NEW PRODUCT 
DEVELOPMENT 
Brand Consulting Group 
Creative Marketing Solutions 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
First Market Rsch. (J. Heiman) 
lntersearch Corporation 
Leichliter Ascts . 
Research In Marketing, Inc. 
Southeastern Institute of Rsch. 
James Spanier Associates 
Strategic Marketing . Svces. 
Youth Research/CSi 

PACKAGED 
GOODS 
The Answer Group 
Doyle Research Associates 
D.S. Fraley & Associates 
Keeffe Research 
Thorne Creative Research 

PARENTS 
Doyle Research Associates 

PET PRODUCTS 
Rockwood Research Corp. 
Thorne Creative Research 

PHARMACEUTICALS 
The Answer Group 
Creative Marketing Solutions 
D/R/S HealthCare Consultants 
lntersearch Corporation 
Johnston , Zabor & Associates 
Market Navigation , Inc. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch. 
Research In Marketing, Inc. 
James Spanier Associates 

POLITICAL RSCH. 
Chamberlain Rsch. Cnsltnts. 

PUBLIC POLICY 
RESEARCH 
LaScola Qualitative Research 
Leichliter Ascts. 

PUBLISHING 
First Market Rsch. (J . Heiman) 
D.S. Fraley & Associates 
Thorne Creative Research 

RETAIL 
Brand Consulting Group 
First Market Rsch. (L. Lynch) 
Research In Marketing , Inc. 

SENIORS 
Keeffe Research 
Research In Marketing , Inc. 

SOFT DRINKS, 
BEER, WINE 
Grieco Research Group, Inc. 
Thorne Creative Research 

TEACHERS 
D.S. Fraley & Associates 

TEENAGERS 
Doyle Research Associates 
D.S. Fraley & Associates 
Matrixx Marketing-Rsch. Div. 
Thorne Creative Research 
Youth Research/CSi 

TELECOMMUNICATIONS 
Creative Marketing Solutions 
Cunninghis Associates 
First Market Rsch. (J. Heiman) 
Horowitz Associates, Inc. 
lntersearch Corporation 
Kennedy Research Inc. 
LaScola Qualitative Research 
Southeastern Institute of Rsch. 

TELECONFERENCING 
Rockwood Research Corp. 

TELEPHONE 
FOCUS GROUPS 
lntersearch Corporation 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 

TOYS/GAMES 
Youth Research/CSi 

TRANSPORTATION 
SERVICES 
Sweeney International, Ltd. 

TRAVEL 
Sweeney International, Ltd. 

UTILITIES 
Chamberlain Rsch . Cnsltnts. 

YOUTH 
Doyle Research Associates 
D.S. Fraley & Associates 
Youth Research/CSi 

Quirk~ Marketing Research 
Review offers you a chance to 

make history ... 

. .. a case history,- that is. 

As a QMRR reader, you know that in each issue we present 
case history examples of successful research projects, 
examining the goals behind the project, its methodologies 
and how the research results were used to launch a new 
product, improve service, or fine-tune an advertising 
campaign, for example. 

We're current! y planning the next several issues of QMRR 
and we're looking for research projects to profile. If your 
company or organization has a research project that would 
make an interesting case history, we want to cover it! 

The story development process is simple: a QMRR writer 
conducts the necessary interviews by phone and then 
writes a draft of the story. B,ecause the case histories may 
touch on sensitive information, we allow interviewees to 
read a draft of the story before it goes to press. Please 
contact Joseph Rydholm, managing editor, for more 
information or to discuss a story idea. 

Quirk's Marketing Research Review 
P.O. Box 23536 

Minneapolis, MN 55423 
612-861-8051 
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1992 Directory of 
Syndicated/Omnibus Research 

Studies 
Editor's Note: This list was developed by mailing forms to those organizations we have found who offer omnibus and/or syndicated research 
studies in their advertisements, publicity or other published material. 

Section One 
Alphabetical Listing 

American Sports Data, Inc. 

234 N. Central Ave. 
Hartsdale, NY 10530 

Ph. 914/328-8877 
Fax 914/328-1823 

Contact: Harvey Lauer 
American Sports Analysis (S) 
Athletic Footwear Monitor (S) 
Sports Media Index (S) 

Advertising Research Corp.(ARC) 
77 Brant Avenue 
Clark, NJ 07066 
Ph. 908/388-5955 
Fax 908/388-5645 

Contact: Sallie Bernard 

ARC Yellow Pages Ad Size Study (S) 
ARC Syndicated Measurement Study of 
Yellow Pages (S) 

ARC/TAG Voice Information Services 
Study (S) 

COMPPARE/Comparison of Media Product 

Purchase and Reach Evaluation (S) 
SIMS/Syndicated Usage Measurement 
Service (S) 

Behavior Research Center, Inc. 
1117 N. 3rd St./ P.O.Box 13178 
Phoenix, AZ 85002 

Ph. 602/258-4554 
Fax 602/252-2729 
Contact: Earl de Berge 
Metro Track™ 
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Beta Research Corporation 
6400 Jericho Turnpike 

Syosset, NY 11791 

Ph . 516/935-3800 
Fax 516/935-4092 
Contact: Gail Disimile 
Advertising Communicative Evaluator-ACE (S) 
Beta Editorial Tracking Svce. -BETS (S) 
Subscriber Advertising Measurement (S) 

Omni-Health (0) 
Beta Consumer Omnibus (0) 

Irwin Broh & Associates , Inc. 
1011 E. Touhy Avenue 
Des Plaines, IL 60018 

Ph. 708/297-7515 
Fax 708/297-7847 

Contact: David Waitz 
Electrical Appliances (S) 
Hardware (S) 
Home Healthcare (S) 
Lawn & Patio (S) 

Marine Products (S) 
Outdoor Power Equipment (S) 

Sporting Goods (S) 

Travel Industry (S) 

Bressan Research Ascts., Inc. 

30514 Forest Drive 
Burlington , WI 53105 
Ph . 414/763-8980 
Fax 414/763-2849 

Contact: Louis P. Bressan 
Consumer Product Development Test (0) 

Bruskin/Goldring Research Inc. 
1 00 Metroplex Drive 
Edison, NJ 08817 
Ph.908/572-7300 
Fax 908/572-7980 
Omnitel (0) 

Integrated Survey Information System-ISIS (0) 

Cambridge Reports/Research International 
955 Massachusetts Avenue 
Cambridge, MA 02139 

Ph. 617/661 -011 0 
Fax 617/661 -3575 
Contact: Gene Pokorny 
American Omnibus Survey (0) 
Opinion Leader Outlook Survey (0) 
American Focus Program (S) 

Window-On-America (S) 

Canadian Facts 
1 075 Bay Street,3rd Floor 
Toronto, ONT, M5S 2X5 
Ph. 416/924-5751 

Fax 416/923-7085 

Contact: Mary Auvinen 
Monitor (0) 
MultiFacts (0) 

Chemark Consulting 

10260 Alliance Rd. , #150 
Cincinnati , OH 45242 
Ph. 513/891 -9502 

Fax 513/891 -2196 

Contact: Howard Ellerhorst, Jr. 
Chemical Industry Studies (S) 

Children 's Market Research,lnc. 
1385 York Ave. 
New York, NY 10021 

Ph. 212/794-0983 
Fax 212/879-8495 
Contact: Dr. Selina S. Guber 

Youth Omnibus™ (0) 
KidTrends Report (S) 
Snacks and Prepared Foods Report (S) 
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SYNDICATED I OMNIBUS DIRECTORY 

Codes: 
S=syndicated 
O=omnibus 

Claritas/NPDC, Inc. 
201 N. Main St. 
Alexandria, VA 22314 

Ph. 703/683-8300 

Fax 703/683-8309 
Contact: Howard Lax 
The Market Audit (S) 

Com-Sci Systems, Inc. 
444 Frontage Rd. 

Northfield, IL 60093 

Ph . 708/446-0446 
Fax 708/446-0504 
Contact: Richard J. Schlesinger 
Brand Penetration Index (S) 

On-Premise Brand Penetration Index (S) 

Strategic Marketing Feedback (S) 

The Creative Research Group 
100 Sheppard Ave. E. , #700 
Toronto, ON M2N 6N5 

Ph. 416/250-8500 
Fax 416/250-8515 

Contact: Elisabeth A. Jaye 
Green Action Trends (S) 

Youth Target (S) 
Yankelovich Monitor In Canada (S) 

Custom Research, Inc. 

10301 Wayzata Blvd 
Minneapolis, MN 55426 
Ph. 612/542-0842 

Fax 612/542-0864 
Contact: Kathy Fredell 
Omnibus (0) 

Danis Research 
One Gothic Plz./Rt. 46W & Hollywood Ave. 
Fairfield, NJ 07004-2402 
Ph . 201 /575-3509 
Fax 201 /575-5366 
Contact: Carl S. Raphael 

Fresh Track (S) 

Dittman Research Corp. of Alaska 
DRC Building 
811 5 Jewel Lake Road 
Anchorage, AK 99502 

Ph. 907/243-3345 

Contact: David L. Dittman 
Multi-Quest (0) 

June/July, 1992 

Doane Marketing Research, Inc. 
1807 Park 270 Drive, Ste. 300 
St. Louis, MO 63146 
Ph. 314/878-7707 . 

Fax 314/878-7616 
Contact: David M. Tugend 

Animal Health Market Study (S) 
Pesticide Profile (S) 
U.S. Farm Seed Market Study (S) 

Ehrhart-Babic Ascts. 
120 Route 9W 
Englewood Cliffs , NJ 07632 
Ph . 201 /461 -6700 
Fax 201 /461 -0435 
Contact:Tracy Bacon 

National Alcoholic Beverage Index (S) 
National Retail Tracking Index (S) 

Erdos & Morgan/MPG 

116 East 27th St. , 7th Fir. 
New York, NY 10016 

Ph . 212/685-9393 
Fax 212/685-9629 
Contact: Pat Botwinick 
Frequent Business Travelers (S) 
Frequent Leisure Travelers (S) 

Opinion Leaders (S) 

Purchase Influence in American Busi ­
ness (S) 
Prof. Investment Community-Worldwide (S) 
U.S Professional Investment Community (S) 

Gallup Canada, Inc. 
180 Bloor St. W. 

Toronto, ON, M5S 2V6 
Ph. 416/961 -2811 

Fax 416/961 -3662 

Contact: Lorne Boxinrof 
National Telephone Omnibus (0) 
National Door-To-Door Omnibus (0) 

Gallup & Robinson , Inc. 
575 Ewing St. 

Princeton, NJ 08540 
Ph . 609/924-3400 
Fax 609/921 -2748 
Contact: Jane Shery 

Advertising Impact Research Services (S) 

Graham Research Service, Inc. 

20 East 46th St. 
New York, NY 10017 
Ph. 212/986-8301 

Fax 212/297-9025 
Contact: Robert Schultz 
GRIPS/Graham Research Idea Position 
Screening (S) 

Healthcare Communications, Inc. 
CN 5273 
Princeton, NJ 08543 

Ph . 609/452-0211 

Contact: Mahesh Naithani 
Various Medical Studies (S) 

Hispanic Marketing Research 
4550 Northwest Loop 410, #140 

San Antonio, TX 78229 
Ph. 512/736-2000 
Contact: Dr. Naghi 
Hispanic Annual House-To-House Survey­
Impact (0) 
Hispanic Annual House-To-House Survey­
Interface (S) 

Hospital Research Associates 
One Gothic Plaza, Hollywood & Rte. 46W 

Fairfield, NJ 07004-2402 
Ph. 201 /575-3650 
Contact: Brendan Sammon 

Medical Related Studies (S) 

WANT MORE 
INFORMATION 

FROM 
ADVERTISERS? 

USE THE 
R-EADER 

RESPONSE 
CARD 

iiAiumnNG RESEARCH 
Review 
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SYNDICATED I OMNIBUS DIRECTORY 

Codes: 
S=syndicated 
O=omnibus 

I C R Survey Res~~rch Group 
605 West State Street 
Media, PA 19063 
Ph. 215/565-9280 
Fax 215/565-2369 

Contact : Fred Soulas 
EXCEL-A consumer omnibus using RDD 
sampling and CATI interviewing. One week 

turnaround for each of two samples of 1 000 
interviews each week. (0) 
Teen EXCEL-Same procedure as regular 

EXCEL exceptthe weekly sample size is 125 

of which half are male teens and half are 
female teens. (0) 
(See advertisement on page 47) 

IMR Research 

140 Burlington 
Clarendon Hills, IL 60514 
Ph. 708/654-1077 
Fax 708/654-014 7 
Contact: Ellen Spitalli 
Continuing Consumer Survey-U.S. (S) 
Continuing Consumer Survey-Canadian (S) 

Continuing Consumer Automotive 

Maintenance Surveys (S) 
Continuing Automotive Dealer Maintenance/ 
Parts Surveys (S) 

Information Resources, Inc. 

150 N. Clinton 
Chicago, IL 60661 
Ph . 312/726-1221 

Contact: Robert J. Bregenzer 
lnfoScan™ (S) 

lntelliquest, Inc. 
1250 Capitol of Texas Hwy. So. 
Bldg. 2, Ste.250 

Austin , TX 78746 
Ph. 512/329-2424 
Fax 512/329-2434 
Contact: Kevin Stepan 

Computer Tracking Studies (S) 

International Demographics, Inc. 
3000 Richmond Avenue, Ste. 170 

Houston, .TX 77098 
Ph. 713/522-1016 

Fax 713/522-5727 
Contact: Bob Jordan 
The Media Audit (S) 
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Interviewing Service of America 
16005 Sherman Way, Ste. 209 
Van Nuys, CA 91406 
Ph. 818/989-1044 

Fax 818/782-1309 
Contact: Asian-Americans (S) 

MacKay & Company 
One Imperial Place, #300 
Lombard, IL 60148 

Ph. 708/916-6110 
Fax 708/916-4661 
Agricultural Equipment Parts Market (S) 

U.S and Canadian Heavy Truck Parts 
Market (S) 

Maritz Marketing Research, Inc. 
1297 North Highway Drive 
Fenton, MO 63099 
Ph. 314/827-1610 
Contact: Roy Cleveland, V.P. 

Farmers' Pesticide Use Study-Annual syndi­
cated study among 30,000 growers which 

provides brand share and tracking of farm 
pesticide usage in the U.S. and Canada. (S) 
Farmers' Pesticide Satisfaction Study-An­
nual syndicated study with growers providing 
information on growers' satisfaction with pes­
ticide products. (S) 
Golf Course Pesticide Use Study-Study with 

1 ,500 golf course superintendants determines 

Market Facts, Inc. 
3040 West Salt Creek Ln. 

Arlington Heights, IL 60005 
Ph. 708/590-7238 

Fax 708/590-7114 
Contact: Tom Mularz 
TeleNation (0) 

Market Facts of Canada 
77 Bloor St. West 

Toronto, ON M5S 3A4 
Ph . 416/964-6262 
Fax 416/964-5882 

Contact:Peter Greensmith 
National Flexibus (0) 
TeleNation/Canada (0) 
lnfostudy (S) 

Canadian Eating Habits Study (S) 
Beverage Consumption Study (S) 
Household Equipment Survey (S) 
Household Flow of Funds Survey (S) 
Customer Service Index (S) 

Market Segment Research, Inc. 
1320 So. Dixie Hwy., Ste. 120 
Coral Gables, FL 33146 
Ph. 305/669-3900 
Fax 305/669-3901 
Contact: Juliette Silva 
MSR Omnibus Study (0) 

pesticide use practices and brand shares if1 · Market Solutions Group, Inc. 
the U.S. (S) 4545 E. Via De Ventura 

Pesticide Use Study On Specialty Crops- Phoenix, AZ 85028 
Study provides brands and dollar expendi- Ph. 602/483-7900 
tures for pesticides on 19 vegetable and 18 Fax 602/957-7045 

fruit, nut and vine crops. (S) Conatct: Sarah Hecht 
(See advertisement on back cover) Market Pulse (0) 

Maritz Marketing Research, Inc. 
3035 Moffat Drive 
Toledo, OH 43615 

Ph . 419/841 -2831 
Contact: Kathy Keirn , Rsch . Mgr. 
Initial Buyer Study-Syndicated study among 

early buyers of recently introduced automo­
tive vehicles. (S) 
(See advertisement on back cover) 

Market Development, Inc. 
1643 Sixth Avenue 
San Diego, CA 921 01 
Ph . 619/232-5628 
Fax619/232-0373 
Contact: Roger Sennott 

MDI Hispanic Omnibus (0) 
MDI Hispanic Teen Omnibus (0) 
Hispanic Monitor '92 (S) 

Market Solutions Monitor (S) 

Market Trends Research 
3633 136th Place SE, #11 0 

Bellevue, WA 98006-1451 
Ph. 206/562-4900 
Fax 206/562-4843 
Contact: Bill Young 
Washington/Oregon Opinion Monitor (0) 
Mystery Shopper Program (S) 

Marketing Evaluations/TVQ 
14 Vanderventer Ave. 
Port Washington, NY 11 050 
Ph . 516/944-8833 
Fax 516/944-3271 
Contact: Steven Levitt 

Cartoon Q (S) 
Performer Q (S) 
Sports Q (S) 

Quirk's Marketing Research Review 



SYNDICATED I OMNIBUS DIRECTORY 

The Marketing Workshop, Inc. 

3294 Medlock Bridge Rd. , #200 

Norcross, GA 30092 

Ph. 404/449-6767 

Fax 404/449-6739 

Contact: Jim Nelems 

Guest-Trak (S) 

Mediamark Research, Inc. 

708 Third Ave 

New York, NY 10017 

Ph. 212/599-0444 

Fax 212/682-6284 

Contact: Cynthia Evans 

The Study of The American Consumers (S) 

Mendelsohn Media Research, Inc. 

841 Broadway 

New York, NY 10003 

Ph. 212/677-8100 

Fax 212/677-8833 

Contact: Mitch Lurin 

Survey of Adults & Markets of Affluence (S) 

Metro mark 

3030 Devine St. 

Columbia, SC 29205 

Ph. 803-256-8694 

Fax 803/254-3748 

Contact: Emerson Smith 

Metromark Executive Panel (0) 
Metromark Residential Panel (0) 

MRCA Information Services 

2215 Sanders Rd. 

Northbrook, IL 60062 

Ph. 708/480-9600 

Fax 708/480-9600 

Contact: Jack Abrams 

Menu Census (S) 

Health Care Remedies Usage Study (S) 

MRCA Information Services 

4 Landmark Square 

Stamford, CT 06901 

Ph. 203/324-9600 

Contact:Fred Palumbo 

Packaged Goods Purchases (S) 

Soft Goods Information (S) 

June/July, 1992 

NFO Research , Inc. 

2 Pickwick Plaza 

Greenwich, CT 06830 

Ph. 203/629-8888 

Contact: Lawrence D. White 

CARS/Carpet and Rug Study (S) 

Multicard (0) 
NFO Travels America (S) 

SIP/Share of Intake Panel (S) 

National Yellow Pages Monitor (S) 

'» • 

A.C. Nielsen 

Nielsen Plaza 

Northbrook, IL 60062 

Ph . 708/498-6300 

Fax 708/498-7280 

Scantrack (S) 

Scantrack Household Panel Services (S) 

~ • 

Whatever your question, 
we can help you 
find the answer. 

Custom Research 
ICR has a broad range of experi­
ence researching specialized 
populations, in both the con­
sumer and business markets. 
From needs assessment to ques­
tionnaire design, through imple­
mentation and 

EXCEL Omnibus 
EXCEL, our national telephone 
omnibus study, interviews 2000 
different adults every week. You 
can add as many questions as you 
want, or. as few as one. You get 
the answers you need, in less 

than a week, all for a 
analysis, we'll make 
sure all your questions 
are answered. ICR 

fraction of the cost of a 
custom survey. 

ICR Survey Research Group • 605 West State Street • Media, PA 19063 
Phone (215) 565-9280 • FAX (215) 565-2369 

Circle No. 121 on Reader Card 
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SYNDICATED I OMNIBUS DIRECTORY 

Codes: 
S=syndicated 
O=omnibus 

The NPD Group 

1300 W. Higgins Road/#300 

Park Ridge, IL 60068 

Ph. 708/692-6700 

Fax 708/692-6049 

Contact: Bob O'Brien 

Crest (S) 

The NPD Group 

909 W. Shore Rd. 

Port Washington, NY 11 050 

Ph. 516/625-2220 

Fax 516/625-2222 

Contact: Claire Hamilton 

lnsta-Vue (0) 

Medical Influence Studies (S) 

NuS tats 

6110 San Fernando Rd., Ste. 207 

Glendale, CA 91201-2247 

Ph . 818/548-2780 

Fax 818/548-2787 

Contact: L. Kay Schultz Mount 

Hispanic lnfoSource-Comprehensive media, 

language and product usage study of the 

U.S. Hispanic nation, utilizing a probabilility 

sample of telephone households with a model 

for estimating non-telephone households. Via 

telephone and mail questionnaires, the study 

measures the full spectrum of language ca­

pabilities, assimilation levels, media use, 

usage of 200+ product categories, by brand, 

and retail shopping habits. All standard de­

mographics are also included. Local market 

books available for Los Angeles , New York, 

Miami , Houston and Chicago. (S) 

Growth Market Monitor-Riverside-San Ber­

nardino Counties, CA, San Diego, and other 

fast growing communities . An efficient tool 

for monitoring trends, attitudes, and priorities 

about growth issues within a community and 

with business leaders of the area. Each spon­

sor of the study adds proprietary questions to 

both the general market random sample tele­

phone study and the mail business leaders 

survey. (0 ) 

(See advertisement on page 48) 

OmniTrak Group Inc. 

220 So. King St. , Ste, 975 

Honolulu , HI 96813 

Ph . 808/528-4050 

Fax 808/531 -0176 

Contact: Barbara Ankersmit 

QuikTrak (S) 

Consumer Health Trends Study (S) 

Visitor Media Usage Studies (S) 

Bank Trak (S) 

Asian-American Study (S) 

Opinion Research Corporation 

P.O. Box 183 

Princeton, NJ 08542 

Ph. 800/999-0213 

Fax 800/759-5785 

Contact: Judi Lescher 

Caravan-National telephone omnibus sur-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ vey~1 ,000aduHsconductedwee~y . Thuffi­

daythrough Sunday. Preliminary results avail­

able on Monday. Full tabulations delivered 

on Tuesday. CAT I interviewing utilizing state­

of-the-art ROD sample. In house profes-

The Comprehensive Study of U. S. Hispanic 
MEDIA, LANGUAGE and PRODUCT USE 

A Syndicated Product of N1!ST A TS 
Call .. THE RESEARCH SOLUTIONS PEOPLE .. 
AUSTIN LOS ANGELES 
Suite 300 Suite 207 
816 Congress Avenue 6110 San Fernando Rd. 
Austin TX 78701 Glendale, CA 91201 
(512) 469-6400 (818) 548-2780 
Fax (512) 469-6408 Fax (818) 548-2787 
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sional interviewers and data processing 

staff. (0) 

Executive Caravan-Two studies ; one in the 

U.S., one in the European Economic Com­

munity. Bi-monthly telephone survey of se­

nior and mid-level managers. (0) 

Corporate Reputations Today-Three coordi­

nated annual studies-- each conducted in the 

U.S. and in the European Economic Commu­

nity ; 1. General Public Corporate Image; 2. 

Executive Corporate Image; 3. Business 

Relations with the Media. Focus of these 

studies is on perceptions of participating com­

panies and benchmarked companies, their 

competitors , their industries and business in 

general. (0) 

(See advertisement on page 49) 

Perception Rsch. Services, Inc. 

440 Sylvan Ave. 

Englewood Cliffs , NJ 07632 

Ph. 201 /568-8151 

Fax 201 /568-7111 

Contact: Elliot Young 

PRS/FSI Audit (S) 
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SYNDICATED I OMNIBUS DIRECTORY 

Codes: 
S=syndicated 
O=omnibus 

J.D. Power and Associates 

30401 Agoura Road 

Agoura Hills, CA 91301 

Ph . 818-889-6330 

FAX 818-889-3719 

Contact: E.K . . Luby 

Automobile Owner Satisfaction Program (S) 

Computer End-User Satisfaction Study (S) 

Dealer Satisfaction Programs (S) 

Profile Market Research 

4020 So. 57th Avenue 

Lake Worth, FL 33463 

Ph. 407/965-8300 

Fax 407/965-6925 

Contact: Judy A. Hoffman 

South Florida Omnibus (0) 

Restaurant Research Associates 
202 Fashion Lane/Ste. 101 

Tustin , CA 92680 

Ph. 714/731-7775 

Fax 714/731-7759 

Contact: Ron Clark 

Flexi-Trak (S) 

Los Angeles/Orange Family Restaurant 

Tracking (S) 

Rockwood Research Corp. 
1751 W. County Road B 

St. Paul , MN 55113 

Ph . 612/631 -1977 

Fax 612/631 -8198 

AgTel Studies-Series of studies conducted 

monthly covering a variety of agricultural 

crops , livestock and management catego­

ries (0) 

(See advertisement on page 15) 

The Roper Organization 

205 E. 42nd Street 

New York, NY 10017 

Ph . 212/599-0700 

Fax 212/867-7008 

Roper Reports (S) 

Limobus (0) 

Roper CollegeTrack™ (S) 

June/July, 1992 

Russell Marketing Research Inc. 

1775 Broadway 
Simmons Market Rsch. Bureau 

420 Lexington Ave. 
New York, NY 10019 

Ph. 212/246-4343 

Fax 212/246-4489 

Contact: Alan C. Russell 

Qualitest-NYC MSA (0) 

New York, NY 10170 

Ph. 212/916-8900 

Fax 212/916-8918 

Contact: Thomas Murphy 

Kids Study (S) 

Simmons Teen Age Research Study (S) 

Study of Media and Markets (S) 

OPINION RESEARCH CORPORATION 

CARAVAN® 

• 
Nationally representative, projectable 

samp~e of 1 ,ooo adults .. 

, Unique bi·~~nthly lelephone survey 
: .;,,.of· t~p and .~iddle .. man~gem~nt 

·1 Corporate Reputations Today I 
A coordinated researc.h progfam:·conducted since 1988' 

in the l:J .S., ·and now also in the European Community, 
with four studies for ~ach location : 

. : Qenere~l. PUblic · 
Executiv~· Public 

Business and The Meilia 
' · F_i~ancial ·c~n\munity 

i': ' -~-.' -~ > .c; 

For information, call judi Lescher at 1-800-999-0213 
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SYNDICATED I OMNIBUS DIRECTQRY 

Codes: 
S=syndicated 
O=omnibus 

The Sinrod lnt'l. Marketing Group 

3708 Mykonos Ct. 

Boca Raton, FL 33487 

Ph. 407/994-6707 

Fax 516/994-6770 

Contact: Barry Sinrod 

Various Surveys of Mothers (0) 
Laser National Telephone Omnibus (0) 

Lee Slurzberg Research, Inc. 
158 Linwood Plaza 

Ft. Lee, NJ 07024 
Ph. 201 /461-6100 
Fax 201/461-6102 
Contact: Lee Slurzberg 

LSR New York Hispanic Omnibus (0) 

Southeastern Institute of Research 
2325 W. Broad Street 
Richmond, VA 23220 
Ph. 804/358-8981 

Fax 804/358-9761 
Contact: Robert M. Miller 

Insight Studies-Tidewater, Baltimore, 

Richmond and Washington D.C. (0) 

Starch INRA Hooper, Inc. 
205 E. 42nd Street 
New York, NY 10017 

Ph . 212/490-3197 
Fax 212/867-7008 

Contact: Larry Schneider 

Starch Plus (S) 
Starch Ad Readership Studies (S) 
Starch Editorial Research Service (S) 

Strategy Research Corporation 
100 NW 37th Avenue 
Miami, FL 33125 
Ph . 305/649-5400 
Fax 305/649-6312 
Contact: Dick Thomas 

U.S. Hispanic Omnibus (0) 

Talmey-Drake Research & Strategy, Inc. 
100 Arapahoe, Suite 4 
P.O. Box 1070 
Boulder, CO 80306 

Ph . 303/443-5300 
Fax 303/447-9386 
Contact: Paul Talmey 

Colorado Omnipoll (0) 
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Teenage Research Unlimited 
601 Skokie Blvd. 
Northbrook, IL 60062 

Ph. 708/564-3440 
Fax 708/564-0825 
Contact: Peter Zollo 
Teenage Marketing & Lifestudy Study (S) 

Teen Omnibus (0) 

Total Research Corporation 

5 Independence Way--CN5305 
Princeton, NJ 08543-5305 
Ph. 609/520-9100 
Fax 609/987-8839 

Contact: Jim Alleborn 
EquiTrend (S) 

Trendata, Inc. 

9 Mott Ave., Ste. 201 
Norwalk, CT 06850 
Ph. 203/866-3113 
Fax 203/853-2228 

Contact: Louis Pappalardo 
Trendata Report (S) 

The Unidex Reports 
6100 Lake Forest Drive 
P.O. Box 567566 

Atlanta, GA 30356 

Ph. 800/528-5342 
Fax 404/847-9301 

Contact: Andrew Dietz 
The Unidex Report (S) 
The High Balance Quarterly (S) 
The Business Owner & Professional Quar­

terly (S) 

U.S. Travel Data Center 

Two Lafayette Centre 

1133 21st Street N.W. 
Washington, DC 20036-3390 
Ph. 202/293-1 040 

Fax 202/293-3155 
Contact: Susan Weil 

National Travel Survey (0) 

Video Storyboard Tests 
107 E. 31st Street 

New York, NY 10016 
Ph. 212/689-0207 
Fax 212/689-0210 

Contact: Dave Vadehra 
Campaign Monitor (S) 

The Wagner Group, Inc. 
53 West 21st Street 
New York, NY 10010 
Ph. 212/627-0066 
Fax 212/727-7492 

College Scan (0) 

West Group Mktg. Rsch. 
1110 E. Missouri Ave/#780 
Phoenix, AZ 85014 

Ph. 602/264-4915 

Contact: Glenn Iwata 
WestTrack Market Monitor-Phoenix, 
Tucson (0) 

Youth Research, CSi 
246 Federal Rd., Ste. B-22 

Brookfield, CT 06804 
Ph . 203/797-0666 

Fax 203/7 48-1735 
Contact: Karen Forcade 
Youth Research Omnibus-Central Location 
mall intercept study with children 6-12 

years --conducted regionally or 

nationally . (0) 
(See advertisement on page 51) 

Section Two 
Specialty Cross Index 

Advertising 
Advertising Research Corporation (S) 
Beta Research (S) 
Custom Research (0) 
Gallup & Robinson (S) 
Graham Research Service (S) 

Healthcare Communications (S) 
International Demographics (S) 
Marketing Evaluation/TVQ (S) 

NFO Research (S) 
OmniTrak Group (S) 

Perception Research Services (S) 
Simmons Market Research Bureau (S) 

Starch INRA Hooper (S) 
Video Storyboard Tests (S) 

Agricultural 
Doane Marketing Research (S) 
MacKay & Co. (S) 

Maritz Marketing Research (S) 
Rockwood Research Corp (0) 

Asian Americans 
Interviewing Service of America (0) 

OmniTrak Group (S) 

Automotive 
IMR Research (S) 
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Maritz Marketing Research (S) 
J. D. Power and Associates (S) 

Business-To-Business 
Erdos & Morgan (S) 
Mediamark Research , Inc. (S) 
Opinion Research Corp. (0) 

Carpeting 
NFO Research (S) 

Chemical Industry 
Chemark Consulting (S) 

Children 
Children's Market Research (S) 
Creative Research Group (S) 
Simmons Market Research Bureau (S) 
Youth Research, CSI (0) 

College Students 
The Roper Organization (S) 
The Wagner Group (0) 

Computers 
lntelliquest (S) 
J.D. Power and Associates (S) 

Consumer(Local) 
Behavior Research-AZ (0) 
Dittman Research-AK (0) 
Market Trends-WA (S) 
Metromark Market Research-SC (0) 
NuStats-CA (0) 
O'Neil Associates-AZ (0) 
Profile Marketing Research-FL (0) 
Russell Marketing Rsch.-NY MSA (0) 
SE Institute of Rsch-Mid.Atl. (0) 
Talmey-Drake Rsch.-CO- (0) 
West Grp. Mktg. Rsch.-AZ (0) 

Consumer-Canada 
Canadian Facts (0) 
Creative Research Group (S) 
Gallup Canada (0) 
IMR Research (S) 
Market Facts of Canada (0) 
Market Facts of Canada (S) 

Consumer-Europe 
Opinion Research Corp. (0) 

Consumer-U.S. 
Beta Research Corp. (0 ) 
Bressan Research (0) 
Irwin Broh Ascts. (S) 
Bruskin/Goldring (0) 
Cambridge Reports/Research lntl.o) 
Cambridge Reports/Research Inti. (S) 
Erdos & Morgan (S) 
ICR Survey Research Group (0) 
IMR Research (S) 

June/July, 1992 

Market Facts, Inc. (0) 
Market Research Solutions (0) 
Market Segment Research (0) 
Mediamark Research, Inc (S) 
Mendelsohn Media Research (S) 
NFO Research (0) 
A.C. Nielsen (S) 
The NPD Group (S) 
Opinion Research Corp. (0) 
J. D. Power and Associates (S) 
The Roper Organization (0) 
The Roper Organization (S) 
The Sinrod Inti. Mktg .Grp. (0) 
Total Research Corporation (S) 
Trendata, Inc. (S) 

Executives 
Opinion Research Corp. (0) 

Financial 
Claritas/NPDC (S) 
Erdos & Morgan (S) 
Market Facts of Canada (S) 
OmniTrak Group (S) 
The Unidex Reports (S) 

Food/Beverage 
Children's Market Research (S) 
Com-Sci Systems (S) 
Danis Research (S) 
Ehrhart-Babic Ascts. (S) 
Market Facts of Canada (S) 
MACA Info. Svcs. (S) 
The NPD Group (S) 
Simmons Market Research Bureau (S) 

Health Care/Medical 
Beta Research (0) 
Irwin Broh Ascts. (S) 
Healthcare Communications (S) 
Hospital Research Ascts. (S) 
MACA Info. Svces. (S) 
OmniTrak Group (S) 

Hispanic 
Behavior Research Center (S) 
Hispanic Marketing Rsch. (0) 
Hispanic Marketing Rsch. (S) 
Market Development (0) 
Market Segnment Rsch. (0) 
NuStats (S) 
Lee Slurzberg Research, Inc. (0) 
Strategy Research Corp. (Q) 

International 
Opinion Research Corp. (0) 

Lodging Industry 
The Marketing Workshop, Inc. (S) 

Management 
Opinion Research Corp. (0) 

Media 
Advertising Research Corporation (S) 
American Sports Data (S) 
Beta Research Corporation (S) 
International Demographics (S) 
Marketing Evaluations-TVQ (S) 
Mediamark Research, Inc. (S) 
Opinion Research Corp. (0) 
Simmons Market Research Bureau (S) 

Mothers 
Sinrod Inti. Mktg .Grp. (0) 

Restaurants/Fast Foods 
Market Facts of Canada (S) 
The NPD Group (S) 
Restaurant Research Ascts . (S) 

Retail 
Ehrhart-Babic Ascts . (S) 
Information Resources (S) 
MACA Info. Svces. (S) 
A. C. Nielsen (S) . 

Sports 
American Sports Data, Inc. (S) 
Irwin Broh Ascts. (S) 
Marketing Evaluations/TVa (S) 

Teens 
ICR Survey Research Group (0) 
Simmons Market Research Bureau (S) 
Teenage Research Unlimited (S) 

Textiles 
MRCA Info. Svces. (S) 

Travel 
Irwin Broh Ascts . (S) 
Erdos & Morgan (S) 
NFO Research (S) 
U.S. Travel Data Center (0) 

Truckjng 
McKay & Company (S) 

• Low Cost Kids Omnibus • 48 Hour Turnover 

Fax (203) ·7 48 1735 @ Phone (203) 797 0666 

Consultants In Marlceting to Children 
Karen M. Forcade, President 
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Listing Additions 
Please add the folowing listing to the 

1992 Directory of Telephone Interviewing 
Facilities: 

Ted Heiman & As ociate 
20350 Ventura Blvd. , Ste. 140 
Woodland Hill s, CA 91364 
Ph. 800-283-2133 
Fax 818-887-2750 
Contact: Ted Heiman 
17-0-17-0 
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Classifiecl 

CUSTOM RESEARCH 
PROJECT DIRECTOR 
IMS America is the nation's recog­
nized leader in providing innovative 
marketing information services to 
manufacturers of diagnostic prod­
ucts and pharmaceuticals, and 
medical/surgical suppliers. 

Our Health Care Division (HCD) is 
in search of a highly qualified pro­
fessional to execute custom stud­
ies and product development 
through market res~arch studies. 
Your background should combine 
considerable experience interfac­
ing with clients with a thorough 
understanding of technical 
research issues. 

You will be working directly with 
HCD clients concerning market 
research studies, managing pro­
jects from design, through imple­
mentation, to completion. Specific 
responsibilities include handling 
custom client studies and propos­
als, working with focus groups, and 
interacting with outside market 
research suppliers. You will need a 
minimum of 7 years' market re­
search experience as a manager or 

. senior analyst with a background in 
health care, medical or market 
research. Strong research design 
experience with multi-variate statis­
tics and custom programs is also 
necessary. A Bachelors degree is 
required, a Masters is preferred. 

When it comes to stability and 
. growth, IMS is a driven leader. Our 
salary and benefits are highly com­
petitive, plus we offer tuition reim­
bursement and a savings and 
investment plan. For immediate 
consideration, send your resume 
with salary requirements to HR 
Manager, Dept. TM/CRPD, IMS 

•· . America, Plymouth Meeting 
Executive Campus, 660 West 
Germantown Pike, Plymouth 
Meeting, PA 19462. An equal 
opportunity employer. 

IMS America 
A company of the 

Dun & Bradstreet Corporation 
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Trade Talk 
continued from p. 54 

Seattle-based Raosoft Inc. , to create the questionnaire and 
analyze the results. "We built a database of all the responses 
and then did a comparative analysis. We wanted to track what 
the preferences were in the two worship services. We did 
some age breakdown to find out generational differences. 
Using Raosoft we generated a mean for each question and 
plotted them. Those were distributed to the administrative 
board who will make the ultimate deci sion on what will 
happen." 

Generational lines 
The survey found that opinions were generally drawn 

along generational lines, with the congregation members 65 
and older favoring the traditional service and the baby boomers 
preferring the contemporary service. And the data showed 
that newer congregation members, those who had been at the 
church for five years or less, preferred the contemporary 
service. This finding was important for the church's effort in 
attracting new families to worship. 

"We want to and try to be as market sensitive as we can in 
· that respect. I think it was a valuable survey to do and I think 

it helped the leadership understand where people were at. It 
was helpful to get a read on things and confirm some of the 
hunches we had. We had some fairly substantial hypotheses 
about why certain worship styles were working. There has 
been some research done on worship preferences of genera­
tions and we pretty much confirmed what those studies aid 
in our own congregation." 

Survey new members 
Kauffman says that because of the importance of the 

attracting and keeping the younger churchgoers, the church 
is considering setting up a system to survey the new members 
who go through Rosewood's new members class. 

"The way we would use thi data is to make sure we are 
doing the things that are going to draw those new people in. 
If we can attract new people who are unchurched , they tend 
to have more friend who are unchurched, so word of mouth 
tends to be the best thing we have going. We wouldn't 
necessarily use it for advertising because our be t method of 
advertising is word of mouth. People don ' t tend to show up 
at a church because of a mailer, they show up because 
somebody who' credible to them says, hey, why don ' t you 
come and give this a try. 

"American churche are very competitive. Our church is 
trying to carve out a niche. There are many other churches in 
our area and they're trying to grow, just as we are. We ' re 
trying to make our niche by attracting people that don ' t 
necessarily go to church very often. I think it helps us to be 
sensitive to what those people are looking for in a church and 
I think that 's really the overall benefit of the survey we're 
going to be administering to new people coming in. We'll 
find out what has worked and what hasn 't. 

"There's a body of literature called the church growth 
movement and more and more of those people are talking 
about being market sensitive. Now, a lot of churches resist 
those kinds of things. And I don't know of any other church 
that has done a survey of their congregation to thi s extent but 
I foresee churches doing more of this kind of thing in the 
future." 0 

June/July, 1992 

Som..~'~\--~es 

to ge the 
bott of 
thin~r\\~'r 

have to,\~ 

thet 
When you want to know 

what business people are 
thinking, it's best to go 
straight to the source. 

Calo Rcscat·ch Services 
specializes in business-to­
business research. And om· · 
track record in reaching 
decision makers is excep­
tional. Why? Because om· 
staff is specially trained to 
speak the language of busi­
ness. To get to the r ight people. 
To ask the right questions. 
And to respect their time. 

So when you want the bot­
tom line from decision makers, 
call the company that gets to 
the top. Calo Research Services. 

Focu s Groups 
D epth Inte r views 
Su rvey R esearch 

CALO 
HESEARCH SERVICES 

10250 Alliance Road 
Cincinnati, Ohio 
513·984·9708 
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by Joseph R ydholm 
managing editor 

A church surveys its congregation: 
contemporary or traditional? 

T he service gospel continues to spread, and it's reach- mix of the ways you experience God in worship," Kauffman 
ing some unlikely places-such as your neighbor- says. 
hood church. We're accustomed to hearing about 

how important it is for businesses and other service organiza- Controversy 
tions to survey their customers. But churches? It makes sense, Though the contemporary service has been quite success­
because they do provide a number of services (no pun ful, it has brought about some controversy, so the church 
intended) to their congregations, and if those services are administration decided to survey the congregation to get a 
unsatisfactory, people may go elsewhere. · handle on people's attitudes and opin-

One church that is using research to DQ·SDt'IJ'j00d Ch11-r,Ch 
meet the needs of its congregation is ~ '-' VV 1 .\..U., 

ions. 
"We came to a juncture where we had 

to make some decisions about our direc­
tion because the attendance at the con­
temporary service increased quite a bit 
and the traditional service decreased. We 
wanted to assess what was drawing 
people. In addition, there were people 
connected to the church with very differ­
ent feelings about what was working and 
what wasn't and why. We looked at the 
survey as a way to answer some of those 
questions." 

Rosewood Church, a Christian Reformed 
church located in Bellflower, California, 
a inner-ring, middle-class suburb of Los 
Angeles. 

Tim Kauffman, associate pastor, says 
that for the past five years the church has 
been undergoing a revitalization effort to 
draw new congregation members and 
spark the interest of current ones. 

A key to that effort has been adding a 
contemporary worship service to the tra­
ditional service. Kauffman says that while 
the pastor's message is the same for both 
services, there are a number of differ­
ences between the contemporary and tra-

On the Move ... A four page survey was sent to over 
400 members including groups of regu­
lar attenders, occasional attenders and 
younger church members. The survey 
asked respondents for their opinions on 
various aspects of the two services and 

.. . In Step with the Spirit 

ditional services. In the traditional ser-
vice, hymns are sung from song books 
accompanied by an organ. The contemporary service is 
upbeat, with praise music sung to a band featuring a synthe­
sizer, guitar, bass and drums. 

"In the traditional service the focus is on paying homage to 
an awesome God. The focus is more toward experiencing the 
presence of Jesus in the second service. It's a whole different 
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gathered information on their attendance habits. Respon­
dents used a scale from 1 to 5, I indicating that they felt the 
aspect in question enriched their churchgoing experience, 3 
that they were neutral toward it, and 5 that it hindered their 
experience. 

Kauffman used Raosoft Survey, a software program from 

continued on p. 53 
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Experience Is The~ Teacher: 
Learning from experience is a~ experience in learning. When you attend a Burke Institute seminar, you participate 
in more than an exciting, on-target learning experience. You learn from the experienced professionals who have done 
more customized marketing research and have taught it to more people than anyone 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 s is , competitive image 
assessment, copytesting, new product 
forecasting , concept screening and testing, 
product testing, test marketing, pricing and 
promotion assessment, tracking, distribution 
analysis, claim justification, and customer 
satisfaction. 

Industry Experience from working with 
companies representing consumer goods and 
services, industrial products, business to business 
services, pharmaceutical and health care 
organizations, advertising agencies, financial 
institutions, publishing and broadcasting, public 
utilities, and telecommunications. 

• Training Experience exemplified by our 
seminar leaders who bring a wealth of practical 
know-how gained through years of working in 
the real world of marketing research, supported 
by impressive academic credentials and teaching 
experience. 

Communications Experience obtained from 
dealing with professionals at all levels in an 
organization, ranging from technically oriented 
researchers to decision oriented managers. 

Consulting Experience which is available 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 technology 
and analytical developments. 

• International Experience which has taken 
us around the globe with seminars in 25 countries 
and operations in 29. 

• Administrative Experience from having 
conducted over 1,700 seminars during the past 
17 years and having 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. 

BThekt 
m~Infie 

BBI Marketing Services, Inc. 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington, Kentucky 41011 

(800-543-8635 ext. 61 35) 
©1992 , The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1992 

101. 

104. 

105. 

Practica l Marketing Research 
Cincinnati ...... .. ... .. ... ..... .. Mar. 2-4 
Boston ............ ..... ........... . Mar. 23-25 
Chicago .................. ......... Apr. 20-22 
Cincinnati .......... ........... .. May 4-6 
New York ... .................... June 15-17 
Toronto ...... .... ........ ......... July 6-8 
Cincinnati ......... .... .. ........ Aug. 3-5 
New York ......... .... .. .. ...... Aug. 3 1-Sept. 2 
Cincinnati .... ..... ... .. ......... Sept. 21 -23 
Atlanta .... .................. .. ... . Oct. 12- 14 
San Francisco .... .. .. .. ........ Nov. 2-4 
Chicago ............. .. .... .. ..... . Nov. 23-25 
Cincinnati ........... ..... ....... Dec. 14- 16 

Quest ionna ire Construction Workshop 
Cincinnati ....................... Mar. 9- 11 
Chicago ... ............ .... ........ Apr. 27-29 
Cincinnati .... .. ... ............. . June 1-3 
Toronto .................... .... ... July 13- 15 
Cincinnati ... .......... .... .. .... Aug. I 0- 12 
Atlanta ............. .......... ..... Sept. 28-30 
Los Angeles .... ................ Nov. 9- 11 

Quest ionnaire Design: Applications a nd 
Enha ncements 
Cincinnati .. ................. .. .. Mar. 12- 13 
Chicago ... ... .. ..... .... ...... .... Apr. 30-May I 
Cincinnati .... ........... .. ...... June 4-5 
Toronto .. ......................... July 16-17 
Cincinnati ............. .......... Aug. 13-14 
Atlanta ..... ..... ... .. .. ......... .. Oct. 1-2 
Lo Angeles .................... Nov . 12-13 

201. Focus Groups: An Introduction 

203. 

301. 

New York ................. .. .... May 21 -22 
San Francisco .. ... ... ...... ... . Nov. 5-6 

Focus Gr oup Modera tor T raining 
Cincinnati ....................... Apr. 14-17 
Cincinnati .. ............ .... ..... June 22-25 
Cincinnati ...................... . July 21 -24 
Cincinnati .......... .. ...... .. ... Sept. 15- 18 
Cincinnati ....................... Oct. 20-23 
Cincinnati .... .. .. .. ............. Nov. 17-20 

Wr iting a nd Presenting Actiona ble 
Marketing Research Reports 
Cincinnati .... .. ...... .... ....... Apr. 6-8 
Cincinnati ....................... June 8- 10 
Cincinnati ...... ... .. .. .......... Aug. 24-26 
Chicago ......... .... .............. Oct. 6-8 ' 
Cincinnati .. ...... .. .... ......... Dec. 7-9 

401. Managing Marketing Research 
Cincinnati ...... .. ............... Apr. 9-10 
Cincinnati ....................... June 11 - 12 
Cincinnati ......... .. ....... .... . Aug. 27-28 
Cincinnati .... .. ...... .. .. .. .... . Dec. 10-11 

SOl. Applications of Marketing Research 
Cincinnati .. .. .. .. .. .......... ... Mar. 5-6 
New York ....................... June 18- 19 
Cincinnati .. .. ....... .. .......... Aug. 6-7 
Atlanta ............................ Oct. 15- 16 
Cincinnati .... .... ............... Dec. 17- 18 

502. Generating and Evaluating New 
Products and Services 
Cincinnati .......... ...... ....... May 7-8 
Cincinnati .. .............. ....... Sept. 24-25 

504. Advertising Research 
New York ............. .... ... .. . July 23-24 
Cincinnati .... .... .............. . ov. 19-20 

505. Positioning and Segmentation Research 
New York .............. ...... ... July21-22 
Cincinnati .. ............ ...... ... ov. 17-18 

506. Customer Satisfaction Research 

601. 

602. 

603. 

Boston ..... ............ ........ .... Mar. 26-27 
New York ... ........... ... ...... May 19-20 
Cincinnati ..................... .. Nov. 2-3 

Tabulation & Interpretation of 
Marketing Research Data 
Chicago .......... ....... .... ...... Apr. 23-24 
Cincinnati .......... ........ ..... July 27-28 
New York .. ............... .... .. Sept. 3-4 
Cincinnati .. ........ .. .. .. ....... Oct. 26-27 

Tools and Techniques of Data Analysis 
Cincinnati .. .. ...... .. ........ ... Mar. 30-Apr. 2 
Chicago ........ .. ... .............. May 11 - 14 
Cincinnati ... ................ .... June 29-July 2 
Cincinnati ....................... Aug. 18-21 
Boston ............ .......... ..... .. Oct. 6-9 
Cincinnati .. ....... .... .. ...... .. Nov. 30-Dec. 3 

Practical Multivar iate Analysis 
Cincinnati ..... ....... ..... .. .... Apr. 13- 15 
Cincinnati ..... ............ ...... May 27-29 
Cincinnati .................. .. ... July 29-31 
Boston .. ........... .. ........ ..... . Sept. 9- 11 
Cincinnati ...... .. ... .. .......... Oct. 28-30 

701. International Marketing Research 
Toronto ........................... July9- IO 

702. Business to Business Marketing Research 
Cincinnati ........ .. .... .... ..... Nov. 4-6 

Four-Week Certificate Program 
Cincinnati .. ...... .. .... Aug. 3 - Aug. 28, 1992 

2 Week Segments 
Cincinnati .. .. .......... Mar. 2-Mar. 13 
Cincinnati ........ .. .... Mar. 30-Apr. 10 
Chicago .... .. ............ Apr. 20-May I 
Cincinnati ...... .. .... .. Nov. 30-Dec. II 

Please call Lisa Raffignone at 800-543-8635 (ext. 6135) for schedule information for the following 
eminars which are al so currently offered by the Institute: 

• Introduction to Marketing Research 
• Marketing Research for Decision Makers 

Focus Groups: An Applications Workshop 
• Effective In-person Presentation of Marketing Information 
• Pricing Strategy and Research 
• Using Multivariate Analysis: A P.C. Based Workshop 
• Experimental Designs for Marketing Research 
• Industry Specific Seminars 

• Heal thcare • Financiai institutions 
• Pharmaceutical • Public Utilities 
• Telecommunications • Automotive/rransportation 

• Planning Marketing Strategies and Tactics Using Actionable Re earch 
• Effectively Selling Marketing Research Services 
• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 

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 educational 
opportunity to meet your specific needs. Please call Lisa 
Raffignone, Marketing Manager, or Dr. Sid Venkatesh, President, 
at 800-543-8635 (ext. 6135) or 606-655-6135. 
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More than 
measurement. 

Results. 

Customer Satisfaction Research 

That Gets To The Bottom Line. 

At Maritz, we believe it's one thing to define 

customer satisfaction. And another to achieve it. 

Research firms can conduct programs that stop at 

measuring satisfaction levels. Maritz goes beyond 

measurement to improve performance. D Maritz is a 

leader in Customer Satisfaction because we deliver more 

than measurement - we put research into action. We 

work with you to deploy the voice of the customer throughout 

your organization and integrate it into your Total Quality process. 

D All of which can impact satisfaction, loyalty, and the bottom line. 

To learn more, write for our free brochure. Or call Marsha Young, 

Director, Customer Satisfaction, or Phil Wiseman, Manager, Marketing 

Services, at (314) 827-1610. 

MARITZ® 
MARKETING R ESEA R C H INC . 

'/'!t#tetkalt~ 
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