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Focus groups give a Dallas hospital insight 
into men's attitudes toward health care 

lowly but surely, preventive medi­
cine is gaining popularity. 
Though some insurers still resist 

the idea of paying for tests and other 
care associated with an illness that might 
never happen, many are coming to be­
lieve that it's cheaper to pour money 
into early detection and prevention than 
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it is to pay for expensive treatments 
after the onset of an illness. 

Preventive care for women care is 
well-established; screening for breast 
cancer, for example, has become rou­
tine. For men it's relatively new. Still, 
more and more health care providers 
are sponsoring free screenings and bol­
stering their educational and informa­
tional efforts related to men's health 
issues. In the process, they're trying to 
determine the best ways to communi­
cate to men the value of early detection 
and prevention. 

Once such provider is Methodist 
Medical Center, Dallas, Texas. The463-
bed regional teaching and referral hos­
pital is a member of the three hospital 
nonprofit Methodist Hospitals of Dal­
las system. Carol Beck-Edgar, assistant 
vice president, public affairs, Method­
ist Hospitals of Dallas, says that the 
hospital distributed a short survey to 
men who came to the hospital last year 
for a free prostate screening to find out 
their attitudes toward a variety of health 
care issues. "What the survey pointed 
out is how much we didn't know. We 
have men's health 

"We asked a series of questions to 
discuss their feelings toward physicians 
and hospitals in general, to find out 
where they got their health care infor­
mation and to find out how much infor­
mation they had about major diseases," 
Beck-Edgar says. 

"Both men and women were asked 
roughly the same questions. For in­
stance we talked about male-related dis­
eases. Men are most informed and up to 
date concerning prostate. They knew 
more about that, the problems, the symp­
toms. Men knew what a urologist was 
but I think we had a perception going in 
that more men would relate to a urolo­
gist sort of as the man's OB-GYN but 
they really didn't." 

Michael Kassab, vice president, 
Savitz Research Center, says that Meth­
odist had four objectives going into the 
research: 

1: To determine how men would de­
fine a men's health services program 
and evaluate their level of interest in 
such a program. 

2: To learn more about men's atti­
tudes towards health care and deter­

services, but the r--=============:::::'1 
mine what factors 
would motivate 

question is, are they 
truly marketable to 
men? Can we get 
men in the door?" 

To answer those 
and other questions 

"What the survey pointed out is I them to seek medi­

how much we didn't know. We I cal care. 
3: To determine 

have men's health services, but 
the question is, are they truly 
marketable to men?" 

the hospital, work- L==============.J 

their level of 
knowledge of spe­
cific men's dis­
eases and treat-

ing with Dallas-
based Savitz Research Center and Gail 
Hartsfield of Hartsfield & Ascts., held 
focus groups with men and women in 
four categories: men ages 40-70 who 
had had some medical treatment (not 
accident related) that required them to 
spend time in a hospital; men 40-70 
who had had no medical treatment ex­
perience; the wives of men ages 40-70; 
and a group of men ages 50-70. 

ment alternatives. 
4: To determine to what extent health 

and medical services were marketable 
to men. 

"We wanted to find out how contin­
ued advertising would be received and 
whether our target was right," Beck­
Edgar says. "We also wanted to find out 
what services we had offered or could 

continued on p. 24 
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Health Care Research ----------------------------'! 

Help us help you 

T he California Public Employees 
Retirement System (PERS) con­
tracts with 25 health plans to 

provide coverage for over 360,000 ac­
tive and retired state and public em­
ployees. Adding family members, that 
total comes to over 850,000 people. 

By state law, part of the responsibility 
of PERS' Board of Administration is to 
periodically evaluate the level of mem­
ber satisfaction with the various health 
plans. This serves three purposes. One, 
it helps PERS evaluate the health ben­
efits program and assists in rate nego­
tiations with health plans. Two, it iden­
tifies service areas needing attention. 
Three, it aids PERS members in choos­
ing a health plan that meets their needs. 
(Each May, during an open enrollment 
period, members may select a different 
health plan.) 

The most recent evaluation effort was 
the 1991 Consumer Experience Sur­
vey, which was sent in September of 
1991 to over 20,000 health plan enroll­
ees. 

The cover letter included with the 
questionnaire stated the purpose of the 
survey: "PERS has recently completed 
this year's open enrollment period for 
health care plans. If you considered 
changing plans, you know the choices 
can be difficult. We try to provide mem­
bers with as much comparative infor-

8 

mation as possible to help you make the 
best decision. We believe it would be 
even more valuable for you to know 
how other enrollees judge these health 
plans based on their actual experience. 
In order to do this, we are asking you, 
and other PERS enrollees, what your 
health plan experience has been during 
the last year." 

The questionnaire touched on several 
topics, including: 

• reasons for selecting the plan they 
chose 
• satisfaction with dealings with the 
health plan for any administrative 
problems 
• satisfaction with prescriptions 
• opinions of telephone interaction 
with doctors and/or nurses 
• time required to get an appointment 
• communication/interaction with 
doctors and satisfaction with treat­
ment 
• satisfaction with the plans' health 
improvement programs (smoking ces­
sation, weight loss, exercise, etc.) 
• hospital stays 
• emergency services 
• family usage of service 
• the importance of additional ser­
vices that the plan could offer 

Design and testing 
The questionnaire design and testing 

forthe 1991 Consumer Experience Sur­
vey was lengthy and thorough, due in 
large part to the scope of the project. 

The survey's final report states: "In 
designing this study, one important fac­
tor was to create a series of questions 
which would best capture the experi­
ence and opinions of PERS health care 
consumers. The topic areas covered by 
these questions are fundamental to health 
care services, measure performance 
around activities over which providers 
have some control, and directly ask 
consumers about their satisfaction with 
those services they actually experi­
enced." 

The testing included public meetings 
with active and retired enrollees and 
members of employee associations, a 
focus group, telephone interviews, in­
tercepts, and suggestions and review by 
the PERS Health Benefits Advisory 
Council and the State of California De­
partment of Personnel Administration. 

"PERS is very sensitive to the needs 
and opinions of its members," says Craig 
Hartung, chief, Information and Pro­
gram Development division, California 
PERS. "And in order to determine what 
would be the most valuable questions 
we held focus groups. We wanted to 
determine areas of concern for our mem-
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Through a mail survey, California PERS asks enrollees to 
evaluate satisfaction with 25 health plans 

bers because sometimes you 're just 
guessing about what they need to help 
them make decisions on the plans." 

you have. Some people from govern­
ment service thought in terms of fiscal 
year. Some individuals thought in terms 

bit to the success of how we approached 
this instrument," DiSogra says. 

of calendar year, and some, such as Health plans gave input 
Focus groups school teachers, thought in terms of the Input was also sought from the health 

Throughout the project, PERS worked school year." plans themselves. Involving the health 
with Freeman, Sullivan & Co., a San To further test the questionnaire, 50 plans in the design process, DiSogra 
Francisco-based research firm. For the PERS members belonging to another says, increased the likelihood that the 
focus groups, a dozen PERS members health plan were recruited by phone and health plans would view the results of 
recruited from a nearby health plan filled sent a copy of the questionnaire. They the survey as valid. When it came time 
out the questionnaire and then discussed were asked to fill it out and then discuss for rate negotiations they might be less 
what they liked and disliked about it, it afterwards with a researcher from likely to dismiss the results as invalid 
says Charles becausetheyhad 
DiSogra, senior 
consultant, Free-

r---------------------------------------------------------~ a hand in design-
ing the survey in-

~::T~~~~;;:a! California Public Employees' Retirement System -=p£115 str,~;:n~ept the 
that we took was health plans in-
that if we went to H p E · s formedalongthe 
thehealthplanand EALTH LAN XPERIENCE URVEY way and sought 

we took a random their input so 
sample of public they couldn't 

~--------------------------------------------------------~ employees that come back and 
we'd get people from different areas Freeman, Sullivan. say, 'We didn't have a chance to say 
and that's how it worked out. We had Anotherversionofthequestionnaire, anything.' If they wanted to set up a 
some retirees as well as some active reworked using information obtained conference call with their marketing 
employees in the group." from the focus groups, was tested people, their researchers and us during 

Some of their suggestions included through intercepts at a state office build- the development stage we were happy 
changes to skip patterns and a clearer ing. "We had people fill out the ques- to answer their questions." 
definition of the time frame covered by tionnaires on breaks or during their lunch Craig Hartung: "We wanted them to 
the survey, DiSogra says. "One of the hour. They were real helpful. We were be fully informed as it moved along so 
instructions said: 'Over the last year ... ' able to ask them about the changes to that there wouldn't be any questions at 
Well, a year is interpreted very differ- the questionnaire. All of the testing we the end. At the same time, some of them 
ently depending upon what kind of job did was helpful. It contributed quite a continued on p. 31 
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Back to basics: remember to 
rotate by Gary Mullet 

W e all know that when putting together a good 
questionnaire it is necessary to rotate the order of 
scales, the order of presentation of items to be 

tested and, perhaps, even the order of major sections of the 
instrument itself. We've known this forever and even if the 
ubiquitous "they" didn't tell us to do so, common sense so 
dictates. · 
------------------------------------------~ 

· Focus Groups 

• Quality Recruiting 

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

Since 1957 
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If we go to the textbooks to find out why we need to change 
the order of presentation of items from respondent-to-respon­
dent, we find, for example in Aaker & Day ( 1990) that, "The 
nature of the preceding questions definitely establishes the 
frame of reference to be used by the respondent." We also 
find (Schiffman & Kanuk, 1987) that, " ... politicians and 
other professional communicators often jockey for position 
when they address an audience sequentially; they are aware 
that the first and last speeches are more likely to be retained 
in the audience's memory ... " Those of us involved with 
laundry lists of attribute ratings (see Sudman & Bradburn, 
1982) know that, " ... order may effect responses as a result of 
fatigue." And these three citations are just the tip of the 
iceberg. 

Thus, most of us are convinced that rotation is necessary 
and conscientiously see that rotation codes are written into all 
relevant questionnaires. While it's easier to do on studies 
involving CRT data collection, we generally try to do so with 
other instruments as well. 

The following sections will demonstrate that it is (still) 
necessary to rotate the order in which a series of rating scales 
are presented to respondents. Also, we'll see how many of us 
may be overlooking significant differences when we care­
fully rotate products or concepts in our tests. 

Is rotation really necessary? 
The obvious way is to field a questionnaire with a large 

number of scales. In half of them, carefully rotate the order of 
the scales and in the other half keep a fixed ordering. Then 
compare the answers item-by-item. No one will or should do 
this since, if the answers do disagree, you won' t know which 
half to believe. Thus, we rotate scales as a matter of routine. 
Should we? 

Recently a study was conducted (and the results below are 
disguised) in which 200 respondents were asked to rate a 
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product on ten attributes on 10-point scales-the type of 
thing market researchers request people to do every day. The 
results looked something like this: 

Scale Mean 
Easy to open 3.62 
Tastes good 6.54 
For children 5.62 
For adults 5.89 
Good value 7.77 
Easy to prepare 9.21 
Attractive packaging 5.18 
Sweetness 7.21 
Reputable manufacturer 8.94 
Nutritious 4.85 

Now, in a vacuum, there ' s nothing at all unsettling about 
these results. But this particular test was actually a pretest of 
a new product evaluation system that was under consider­
ation. In fact, since these scales were a small portion of a 
much larger, more elaborate questionnaire and the pretest 
was of an entirely new methodology, the scales weren ' t 
rotated-intentionally so, not as an indication of bad research 
design. When the order of asking is tacked on to the above 
results, we see something a little different. 

Scale Mean Order 
Easy to prepare 9.21 First 
Reputable manufacturer 8.94 Second 
Good value 7.77 Third 
Sweetness 7.21 Fourth 
Tastes good 6.54 Fifth 
For children 5.62 Sixth 
For adults 5.89 Seventh 
Attractive packaging 5.18 Eighth 
Nutritious 4.85 Ninth 
Easy to open 3.62 Tenth 

These results were, as you might imagine, quite unnerving. 
With one exception, the means decrease uniformly by ques­
tion order. So, it seems to me, these data illustrate yet again 
the necessity of rotating items to control for position bias. 

Further, if you ' re of a statistical bent and are faced with 
data such as that above, i.e. , not rotated and with a definite 
pattern in the mean responses, you can test whether or not the 
order effect is statistically significant (which, of course, says 
nothing about it being something of substance that you need 
to worry about) by using the Page test for ordered responses 
(see, for instance, Marascuilo and McSweeney, 1977). As far 
as I know, this test is not included in the standard statistical 
software packages but you can easily use the results of the 
Friedman test, which is included in many, to test whether or 
not such results are significant. 

Analysis of results when stimuli are rotated 
As the above example shows, there seems to be a response 
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bias by position of the scale. This has been observed many 
times by many researchers in many studies. So we do the 
obvious and rotate the order of presentation of items/scales. 
Then what do we do? Most of us merely "derotate" the items/ 
scales and then perform whatever type of statistical analysis 
we think is appropriate. 

Let's be concrete and assume that we are comparing two 
food items on a series of attributes, such as taste, sweetness 
and so on. What do we do? We always make sure that 
(around) half of the sample sees product A first and the other 
half sees product B first. Each half of the sample sees the other 
product second. We generally rotate the scales within the 
products as well. Then in order to see which product is 
perceived as sweeter we run a dependent or matched group t­
test for means after lining up the data by derotating (either 
explicitly or by software instructions). If the computed t­
statistic reaches the appropriate value, we deem the products 
to be significantly different in sweetness at the confidence 
level we're using. If the t-statistic doesn't make it to the 
criterion value, we say that we can't see any real difference 
in sweetness. 

There's nothing wrong with this approach except that it's 
very conservative. You 'll fail to find as many significant 
differences as you would if you took advantage of the fact that 

It is \'ery eas}' to run a 
crossover analysis using the 
everyclay analysis q( \'ariance 
JJrogran7s incluclecl in these 
JJackages, e\'en ((they don't 
shol1' the vt'ords "cross-over" 
in their inc/ices. 

the items were presented in rotated order. Since you've gone 
to the trouble and expense to rotate the two products (the same 
comments would also apply to three or more products) you 
get an analytical bonus. At the same time you look for mean 
differences in product sweetness, you can also look for mean 
differences in product position. This has the effect of making 
the denominator in your t-test for mean differences smaller. 
It's easy to see what the result of that is-the t-statistic itself 
will generally be larger, sometimes enough to yield a signifi­
cant result where there would not be one if we don't consider 
the order effect. 

All of these gyrations go under the name of "cross-over 
analysis" (Cochran and Cox, 1957). This is another analysis 
that doesn't seem to be included in most statistical software 
packages but actually is. It is very easy to run a crossover 
analysis using the everyday analysis of variance programs 
included in these packages, even if they don't show the words 
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"cross-over" in their indices. We don 't need to pay extra for 
either programming or analysis using a special cross-over 
program. 

Conclusions 
There are two conclusions to be drawn from the discussion 

above. First, it is still necessary to rotate items/scales in 
marketing research. The Page test for ordered responses can 
be used to test data that were not rotated to see whether there 
is significant order bias. (It can be used in other situations 
when data are collected in a series and you feel there might be 
a trend in the mean responses, such as decreased consumption 
of a particular product on a month-to-month basis using diary 

The Palf?e test for ordered 
responses can he used to test 
data that lvere not rotated to 
see ~vhether there is sign(flcant 
order hias. 

data from a household panel. Here, obviously, the order of 
presentation of the months cannot be rotated.) 

Secondly, since data are frequently gathered using ques­
tionnaires with rotation patterns built into them, we are not 
using the full power of the rotation patterns if we are not doing 
cross-over analyses. If we don't, we may be erring on the 
conservative side (which is certainly all right in many stud­
ies). 0 
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Diskette-based surveys for 
qualitative research 
by Albert Fitzgerald 

Editor's note: Albert Fitzgerald is 
director of client services, Answers 
Research, Solana Beach, California. 

W 
e were one of the pioneers ip 
diskette-based survey re­
search several years ago. 

Over the past few years we have sent out 
tens of thousands of diskette based sur­
veys on a wide range of business-to­
business market studies. We have used 
diskette based surveys for a wide vari­
ety of research topics including cus­
tomer satisfaction studies, pricing re­
search, positioning research, and for 
new product development. Diskette 
based surveys have proven to be an 
excellent way to reach the over 70 mil­
lion business professionals who have a 
personal computer on their desk. 

But most researchers assume that dis­
kette-based research (as well as paper 
based surveys) are only good for col­
lecting quantitative data. We discov­
ered a long time ago how valuable dis­
kette based surveys are for collecting 
qualitative data. 

Focus groups 
We often conduct focus groups for 

clients. They are an excellent tool for 
collecting qualitative data such as as­
sessing attitudes, understanding prob­
lems and issues which are important 
and how people view issues. But focus 
groups are not the only way of collect­
ing qualitative data. Let's face it, focus 
groups are expensive! They typically 
cost up to $500 per person once recruit­
ment, facility rental, videotaping, mod-
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erating and other costs are included. It 
can also be difficult to recruit the re­
quired number of people in a given city. 
For many industrial, high technology, 
and business products, it is just not 
possible to find enough qualified pros­
pects in one area. It can be daunting to 
fill two focus groups with a client's 
customers in ANY city especially where 

our clients have few customers who 
registered their products or where they 
sell high ticket items (mini computers 
for example) that do not sell in very high 
volumes. 

Diskette-based surveys 
An alternative approach is to conduct 

the qualitative portion of a survey by 
phone or by mail. We use both ap­
proaches, and each has its strengths and 
weaknesses. Phone interviewing is more 

widely understood in the research com­
munity. Its strengths being lower cost 
per completed interview than focus 
groups and quicker turnaround. How­
ever for qualitative issues, it is difficult 
for telephone interviewers to write down 
verbatim responses. The resulting co"m­
ments are typically encapsulated ver­
sions of the interviewers perceptions of 
what the respondent actually said. And 
the concise phrasing, as written by in­
terviewers often loses all emotions and 
feelings. 

We have found that diskette-based 
surveys are an excellent method of cap­
turing not only the information but the 
true feelings of the respondents. We 
have used diskette based surveys for 
years to ask open ended responses, but 
we have recently refined diskette sur­
veys to assess primarily qualitative is­
sues. 

The following is an example of the 
robust and sincere responses that we 
often get from diskette-based surveys. 
In this particular instance it was a cus­
tomer satisfaction survey were we were 
asking about customer support. We did 
not edit the comments; they are exactly 
as they were typed in by the respon­
dents: 

"If someone calls in for service, call 
them back!!! My call was never re­
turned; we played 'phone tag' for days, 
~m~~~~~~3M4mlli~ua 
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period of 2 days, which were never 
returned! My impression--they don't 
want to help me." 

"Call back your customers no matter 
what ....... .I had data that had to be up-
loaded to the mainframe and my 'butt' 
was on the carpet because of someone 
else's lack of concern." 

"Understand that sometimes the per­
son on the other end of the line is simply 
a user, not another technical support 
rep who already knows the answer and 
is just calling to confirm-we really 
need help." 

Paper versus diskette-based surveys 
We consistently find, on diskette­

based surveys, that people are willing to 
type in several sentences -even para­
graphs! When we have asked similar 
questions on paper surveys we rarely 
get as many people filling in the an­
swers and we virtually never get full 
sentences. Apparently, respondents feel 
more comfortable typing into a com­
puter than they do writing their feeling 

on paper. With diskette-based surveys 
people typically write long, elaborate 
answers. One of the main reasons for 
this is the novelty of diskette surveys. 
Few people have ever received a dis­
kette-based survey. Once it is popped 
into the computer and the survey is on 
the screen respondents actually like tak­
ing them. We have spoken to many disk 
survey respondents and they give sev­
eral reasons for preferring disk surveys 
to paper ones: 

-it is fun and a novelty 
-prefer to type than to write answers 

on paper 
-cannot tell the length of a diskette 

based survey; whereas 
-many paper surveys appear to be 

too time consuming 
An additional benefit of diskette­

based surveys over paper surveys is the 
elimination of keypunch errors. This is 
especially important if your subject 
matter is technical or the responses are 
full of jargon, then keypunching be­
comes very difficult. 

In a recent study, a client wanted to 
better understand whether it should in-

vest in an automated telephone system 
to answer customer questions. Other 
companies have systems that allow you 
to select a topic from a voice menu and 
get a recorded message or have infor­
mation automatically faxed to you. This 
is a perfect subject to approach with a 
focus group. However, these systems 
are relatively new and the incidence of 
finding someone who has used one of 
these systems is slim, which makes re­
cruitment virtually impossible. By con­
ducting a national survey by mail using 
diskettes, our client was able to get 
several hundred responses and gain a 
vast amount of information before de­
ciding on how to implement this type of 
customer support system. The follow­
ing are actual typed-in responses to a 
question asking about likes and dislikes 
of these automated telephone support 
systems: 

"Very useful way to get written infor­
mation quickly. Everyone should use a 
similar system!" 

continued on p. 34 

Rockwood sharpens the focus 
of your group interviews 

Are your focus group situations out of focus? At Rockwood 
Research we offer a clear, sharp difference: 

• An experienced, professional staff of recruiters and moderators. 
• Thousands of fresh respondents within a few miles of our offices. 
• An ideal Twin Cities location. 
• Modem, state-of-the-art facilities, including a large focus group 

room, private client offices and ~~~['"}~~ 
quality recording equipment. 

Where you conduct your focus 
group interviews does make a 
difference. Call us today to dis­
cover the Rockwood difference. 

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Report finds high satisfaction 
with point-of-service health 
plans in two cities 

satisfaction. 
• Enrollee satisfaction is determined B 

y significant margins, enroll- any out-of-network services and virtu­
ees,purchasers,andphysicians ally no one reports using out-of-net­
are satisfied with their partici- work services exclusively. by the number of visits made to their 

pation in triple-option, point-of-service • Having to change primary care phy- primary care physicians (PCPs), the 

health benefit plans, according to ,....----------------------, positive ratings give to their PCPs, 
findings of six separate studies of and their use of in-network ser-
programsinBaltimoreandCleve- Effect of total adult visits to vices (rather than their freedom to 

land. primary care physician on "opt out"). 
The studies were conducted 

over two years for Navalis Cor­
poration by Fact Finders, Inc., an 
Albany, New York-based inde­
pendent research firm. Navalis 
Corporation is a supplier of infor­
mation, consulting support, and 
integrated technology to managed 
care organizations. 

Major study findings published 
in a new Navalis/Fact Finders re­
port, "Determinants of Enrollee, 
Purchaser, and Physician Satis­
faction with Point-of-Service 

enrollee satisfaction with the plan • Virtually all purchasers rate 
the triple-option, point-of-service 

Percent 'Very Satisfied' with Plan 

60 

50 

40 

30 

design as "good" or "excellent." 
Ninety-six percent of purchasers 
report that they are satisfied with 
the plan and would recommend it 
to others. 

• Nearly nine in ten purchasers 
say they intend to renew the point­
of-service plan. 

• Seven in ten purchasers report 
that price, the plan's potential for 
cost control, and the quality of its 
physician network are the factors 

Plans," include: which greatly influence their deci-
• Nine in ten enrollees say they 20 sion to offer point of service. 

are satisfied with the point-of- • Employers attribute more free-
service plan and seven in ten would 1 0 dom to the point-of-service plan 
recommend it to others. than enrollees. 

• Eight in ten enrollees report 
0 

.....___.__---~..~. _ ___._ • Nine in ten primary care physi-
thatthe plan is easy to understand. 0 2 3-5 6-12 > 12 cians report satisfaction with the 

• Eight in ten enrollee house- plan. However, there is some varia-
holdsreportusingin-networkser- Total adult visits to PCP tion in satisfaction among the pri-

~------------------~ vices through their primary care mary care specialties. 
physicians. sicians as a result of entering the point- •Primary care physician satisfaction 

• Fewer than two in ten enrollees use of-service plan has no effect on enrollee with the point-of-service plan is corre-
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lated with the number of patients of-service model. 
they have in the plan and is inde- Effect of perceived level of In each of the plans, a "fused" 
pendent of the compensation they freedom on enrollee triple-option, point-of-service ben-

receive. satisfaction with the plan efit design was studied. This de-
The Novalis/FactFinders report sign integrates features of HMOs, 

presents findings from three en- preferred provider organizations 
rollee studies, two purchaser stud- 80 (PPOs ), and traditional indemnity 
ies, and one physician study con- insurance into a single program 
ducted in Baltimore at Preferred 70 intended to replace all other health 
Health Network of Maryland, Inc. benefit offerings. 
(FlexChoice) and in Cleveland at 60 Under the design, enrollees 
Qual Choice, Inc. choose one of three options at the 

During 1991 and 1992, 750 en- 50 point the need health care ser-
rollees in the Baltimore plan were 40 45.7% vices. They may choose to go 
interviewed in a scientific prob- through their primary care physi-
ability sampling design. In 1992, a 30 cian, go directly to another mem-
similar study of 350 enrollees in ber of the plan's provider network, 
the Cleveland plan was also con- 20 or go outside the plan's network of 
ducted. In addition, a census of participating providers. Services 
purchasers in the Baltimore plan 10 authorized by or rendered by pri-
was conducted in both years, and 

0 
marycarephysicianscarrytheleast 

a random sample of network pri- Less Same More out-of-pocket expense to enroll-
mary care physicians was con- Freedom Freedom Freedom ees, whileout-of-networkservices 

ducted in 1992. Freedom of Plan require the greatest enrollee cost 
These surveys are a part of a L...---------------------1 sharing through higher deductible 

multi-year, multi-site Navalis study of derstand the attitudes and behavior of and coinsurance payments. 0 
these populations in order to better un- participants in the triple-option point-

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 

sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 
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remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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Consumers feel overall 
quality has improved 

According to the 1992 National Qual­
ity Index (NQI) , American consumers 
say that the overall quality of American 
products has improved over the past 
three years, but service quality contin­
ues to lag, with the exception of auto 
repair and maintenance. Also, while 
consumers acknowledged improve­
ments in product quality, responses re­
veal that they were not more satisfied. 

The results are part of a national con­
sumer survey conducted by Dallas­
based Quality Strategies, a M/ A/RIC 
Group company, to track consumer ex­
pectations and perceptions of American 
products and services, according to 
Corinne Maginnis, president of Quality 
Strategies. 

their feelings with us about several im­
portant aspects regarding products and 

quality management (TQM)." 
Respondents were asked to comment 

services, " 
Maginnis says. 
"Our questions 
focused on (1) 
whether con-
sumers have 
noticed im-
provement in 
service and 
product qual-
ity, (2)theirsat-
isfaction re-
garding the 
quality of spe-
cific types of 
American 
products and 
services , and 
(3) the number 

100 
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40 
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20 

10 

0 

Table 1 
Service Quality 

- Wave 1-1991 

D Wave2-1992 

Overall Hotel/Motel • Auto Repair/Maint. Commercial Airl ine 

Total of 400 consumers. 
Base sizes vary for specific services. 
• Statistically significant at 90% 

"We asked 400 consumers to share of consumers who are aware of total on quality in general as well as the 
--------------------------------, quality of specific products and ser­

• SURVEY PRO <tml is friendly all-in­

ane software to simplify the job • 
Automatically performs page layout to 
generate forms of desktop-publishing 
quality without the work • Exportable 
integrated data base • Fast analysis 
toolkit to screen or laser printer for 
tables, graphs, percents, means, open­
ended answers and cross-tabulations 

IUHIWEEK 
LABS 
ANALYST'S 
CHOICE 
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u ... ease of use and impressit.e 
sun.ey~ and report-puUishing 
features earn it the Analyst's 
Choice" 
(7/1/91 Rev 1.01, of four packages) 

rlwjj.n....•'WfW""..,"'"'·,..,..r......._jtw.,.,,..,.,...,-.~~...,,.,Jiff 
............. -, ................... , .•• /W-Wf'fill. 

""'~" IIIOocalc .. w-.rr,.. .,_..,.._~a~-,,_,.. ntn-, 

Q3 Apian Software 
P.O. Box 1224, Menlo Park, CA 94026 

IBM PC, HP laser/Deskjet & compatibles 

MONEY-BACK GUARANTEE 

Call (800) 237-4565, x230 

vices: 
• Products: new automobiles, new 

household appliances, frozen food items 
• Services: commercial airlines, car 

repair and maintenance, hotels/motels 
With regard to service quality, con­

sumers were asked to rate the quality of 
American-made products and services 
that they had purchased in the past 12 
months compared to the quality of simi­
lar products and services three years 
ago. While auto repair and maintenance 
jumped from 28% to 36%, hotels/mo­
tels showed only a slight increase, from 
34% to 37%. Commercial airlines 
showed no increase and remained at 
27%. 

Fifty-eight percent of consumers per­
ceive an improvement in product qual­
ity, which is a significant increase over 

continued on p. 29 
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David Peryam, co-founder of the 
Chicago-based marketing and sensory 
research firm Peryam & Kroll, has died 
of complications following orthopedic 
surgery. Peryam was recognized as one 
of the founders of the science of sensory 
evaluation. His contributions to the sen­
sory field include the development of 
the 9-point hedonic scale and co-devel­
opment of other testing methods includ­
ing the triangle test, the duo-trio test, the 
dual standard test, and the A/not-A pro­
cedure. A Peryam Memorial Scholar­
ship Fund has been established through 
the Institute of Food Technologists 
Foundation (IFf). Donations to the fund 
should be sent c/o the IFT, 221 N. 
LaSalle St., Chicago, IL 60601. 

Charise Davis has been promoted to 
vice president at Market Facts, Arling-

Davis Schwartz 

ton Heights, IL. In addition, Dr. Sanford 
Schwartz has been named to the 
company's Board ofDirectors. Schwartz 
is an executive vice president of the 
company and presidentofthecompany's 
New York subsidiary. 

Wayne Serie has joined Data Recog­
nition Corp., Minnetonka, MN, as vice 
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president, Survey Division. 

C. Mack has been promoted to group 
director-marketing and marketing ser­
vices of RyderConsumerTruckRental. 
Mack will continue to be responsible 
for Ryder's consumer product line mar­
keting, marketing services and market 
research. 

Mack 

Chelle Cox, formerly of Burke Mar­
keting Research, has joined Consumer 
Pulse, Inc. as director of marketing and 
operations at its corporate headquarters 
in Detroit. 

Market Directions, Kansas City, MO, 
has promoted two staff members: Alex 
Ain to project director and Abhinav 
Gangrade to senior research analyst. In 
addition, the firm has added three new 
staff members: Paul Stuempfig as ac­
count director, Freda Small as account 
supervisor, and Jeffrey Linenfelser as 
senior project director. 

Laurie Levin has been promoted to 
vice president-general manager for the 
St. Louis Marketing Group of NFO 
Research, Inc. 

Holland Mark Martin, an integrated 
marketing agency based in Burlington, 
MA, has named Arie Goldshlager to 
the newly created post of manager, 
market analysis. 

Anna Fountas has been named ex­
ecutive vice president and director of 
marketing at Simmons Market Research 
Bureau, New York City. 

Information on 
10 Million Businesses ... 

in the Palm of your hand! 

The ultimate marketing 
tool for anyone who 
sells to businesses! 

With Business America On Disc, you can ... 

• Select business prospects by company 
name, SIC Code, geography, number of 
employees, or sales volume. 

• Preview your prospects on the screen and 
refine your markets. 

• Print mailing labels, prospect lists, 
3x5 cards, or profile reports. 

• Download the names to disk to use with 
your database or word processing 
software. 

Business America On Disc will give you the 
analytical power that used to be possible only 
with huge mainframes. All you need is an 
IBM® or compatible PC and a CD-ROM drive. 

Experience the power of Business America On 
Disc for yourself. 

Call, write or fax us at: 

American Business Information, Inc. 
5711 S. 86th Cir. • P.O. Box 27347 • Omaha, NE 68127 

Phone (402) 593-4565 • FAX (402) 331-6681 

15-442 
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Bernard Rynecki, principal of 
Simsbury, CT -based hospital market­
ing research firm Rynecki & Associ­
ates, and David Thompson, formerly a 
marketing research executive with Aetna 
Life & Casualty and Blue Cross/Blue 
Shield, have incorporated as Rynecki 
Thompson, Inc., a new health care 
marketing research firm located at 750 
Hopmeadow St., Simsbury, CT 06070. 
Phone 800-7 4 7-MKTG. 

• 
The Survey Research Group has 

established a joint venture market re­
search company in China. The new com­
pany, Survey Research Group 
(Guangzhou) Ltd. will be known as 
SRG China. The Survey Research Group 
has worked in China since 1985. It 

operates in ten Asian countries and 
Canada, New Zealand and the U.S. The 
company plans to introduce a range of 
research services in China, including a 
retail audit service and a media index. 
For more information call Jerry Stafford 
at 914-948-5100. 

• 
Consumer Pulse of Milwaukee has 

opened a new field office and mall facil­
ity in the Grand Avenue Mall, featuring 
private interviewing booths/PC 
equipped, complete kitchen and large 
exhibit room. The company also has a 
new focus group suite that seats 1 0+ 
clients viewing a 16x20 group room. 
For more information call Kathy Jorsch 
at 414-274-6060. 

Tired of· looking at 
crosstabs? 

Identify key characteristics in minutes with 

Knowledge SEEKER® 
• Saves time - automatically recodes and 

partitions data to find the best segments; 

• Eliminates guesswork - uses CHAID/CART 
technique to reveal multidimensional 
relationships; 

• Easy Data Manipulation - Interactive 
features enable you to refine the analysis to 
achieve optimum results. 

Call now! 1-800-387-7335 
Satisfaction Guaranteed ® FirstMark Technologies Ltd 6I3n23-8020 Fax: 6I3n23-8048 
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Total Research Corp., Princeton, 
NJ, has formed a strategic alliance with 
TRCA, Buenos Aires, Argentina. Un­
der terms of the agreement, entered for 
an initial period of three years, Total 
Research has granted TRCA a license 
to use the name "Total Research, Ar­
gentina." In addition, Total Research 
has licensed TRCA the rights to repre­
sent Total Research in Latin America 
and to market the company 's propri­
etary products. TRCA specializes in 
advanced statistical marketing tech­
niques. 

• 
A new firm providing data collection, 

merchandising and list brokerage ser­
vices has opened in Hillsdale, NJ. NRD 
Marketing Services Inc. is located at 
101 WestS t. , Hillsdale, NY 07 64 2. Call 
Glenn Weissman at 800-221 -6293 . 

• 
Consumer Pulse of Baltimore has 

moved to new focus group and field 
facilities in White Marsh Professional 
Building III, Ste. 226, 7939 Honeygo 
Blvd. , Baltimore, MD 21236. It fea­
tures a 20x30 exhibit room and an 18x26 
group room. Client suites seat mini­
mum of 16 observers. Equipped with 
kitchen and telephone/W A TS center. 
Call Linda Crowder at 410-931-6700 or 
Detroit corporate headquarters 800-336-
0159. 

• 
Directions Data has moved to 1111 

NorthshoreDr. ,P.O. Drawer 197,Knox­
ville, TN 37919. Phone 615-588-9280. 
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Thrnkey customer 
satisfaction system for 
financial institutions 

John H. Harland Company has a new 
service that enables financial institu­
tions to measure customer satisfaction. 
Harland 's Survey Service is a turnkey 
program that uses scannable question­
naires that can be completed and re­
turned for processing. The program is 
conducted through Scantron Corpora-

tion, a wholly owned Harland subsid­
iary that functions as a service bureau 
for customer satisfaction measurement. 

Survey questions are selected from 
Harland's Question Finder, a guide con­
taining typical questions a financial in­
stitution might ask to gauge opinions 
on products, services, attitudes and per­
ceptions. Questionnaires can be distrib­
uted through one of four methods­
direct mail, check order insert, monthly 
statements, and lobby handouts. 

Customers complete the question­
naires and return them directly to 
Harland's service bureau or to their 
institution for mailing to the ervice 
bureau. At Harland's service bureau, 
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questionnaires are scanned and pro­
cessed, and a complete report is deliv­
ered to the financial institution. For 
more information call Bob Eagar at 
404-981-9460. 

InfoScan-UK will track 
packaged goods in 
Great Britain 

Chicago-based Information Re-

sources, Inc. plans to introduce InfoScan, 
its syndicated product-tracking service, 
in Great Britain this month. From a 
sample of 1400 stores, InfoScan-UK 
will track consumer packaged goods 
including food, health & beauty aids, 
OTC medicines and so-called "impulse" 
products for clients. InfoScan-UK will 
integrate weeki y point -of -sale scanning 
data from food and drug chains with 

continued on p. 28 

We Cover The Northwest 

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

Consumer Opinion Services 
----------•We answer to you 

12825 1st Ave. South · Seattle, W A 98168 

206/241-6050 ask for Jerry, Dorothy or Greg Carter 
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Men's Health Care 
continued from p. 7 

offer that would be more marketable to 
them." 

Resistant to talking 
Initially, Kassab says, it was feared 

that the men would be resistant to talk-
ing to the moderator and other partici­
pants because of the sensi-
tive nature of the discussion. 

ence. Because you can sit and discuss it 
at length and go into detail about certain 
issues and you have play back and forth 
between participants and the modera­
tor." 

Part of the mens' openness stemmed 
from the presence of a female modera­
tor, Kassab says. "We thought the re­
spondents would do better with a fe­
male moderator. We made some judg-

Major distrust 
During the groups, the men expressed 

a variety of beliefs, opinions, and fears 
about going to the doctor. Some fmd­
ings: 

The level of experience with physi­
cian and hospitals seems to have a 
powerful influence on men 's attitudes 
about health care. There is a major dis-

trust of physicians, espe­
cially among the men who 

But that wasn ' t the case. 
"The men were very open 
and willing to talk about their 
health. I attributed that to 

tltib Methodist 
tlf Hospitals of Dallas 

haven ' t had any medical 
treatment. In general, those 
who have been hospital­
ized were more trusting 
and they also were more 
convinced that preventive the new trends in health con­

sciousness. They didn't feel 
that it was demeaning to dis-
cuss their health with the moderator," 
he says. 

"Focus groups are the setting that you 
have to use in exploratory research like 
this. When you want to explore the 
attitudes and opinions, they ' re by far 
the superior method for trying to under­
stand what motivates a particular audi-

ment calls on this project, one of them 
was using a female moderator. That was 
a big decision and it turned out real well. 
We felt that she would do better than a 
male moderator and she did. They 
opened up to her entirely." 

care is a good thing, Beck­
Edgar says. 

"One of the things that came up is the 
fact that very few men have a reason for 
going to the doctor until they get sick, 
unlike women. Women have to go, usu­
ally because of birth control and things 
like that." 

Kassab: "Men are relatively healthy 
until age 50. They are naturally dis­

----------------------------~join~dfromthem~k~ficldandhlghly 

TabHouse l'l 1.5 Shipping]anuary '93 
Includes the Pericles Data Entry (PDE) Utility 

• T abHouse™ is cross tabulations software designed and written by a 
statistician to take full advantage of the Apple Macintosh® user interface. 

• A single T abHouse™ project can include 32,000 variables, 32,000 banner 
columns and an unlimited number of records or cases. 

• Directly tab character as well as numeric data, without recoding. 
• Available statistics now include Row Percents & Total Percents. 
• T abHouse™ easily handles multiple response variables. 

• Display weighted and unweighted statistics within the same table. 
• Quickly define multi-level variables (e.g. age by gender by income). 
• Random sampling of data. 

• Grouping of frequencies and percents by associated value. 
• Now with option to include a "total" column for each column variable. 
• Confidence intervals and significance testing for means and percents. 
• Additional page breaking options include 1 table per page vertically and/ or 

horizontally. 
• Now column widths can be individually set. 

• Automatic de-rotation of "grid" data layouts with new feature- Stack~d 

Variables 
• Previously proprietary data entry utility (PDE)! TabHouse™ will read the 

questionnaire and fill in variable names and locations and create LabelSets! 
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Pericles S(~fiwtz rc 

210 1 I 2 Louisialla A ucmtc • fJtn)'slnng, 0 H 43 5 51 

(419) 812-0966 or (419) 812-0441 
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distrustful of it- in marked contrast to 
women, who tend to believe in their 
physicians and the hospitals. Men have 
a distrust of physicians and a lack of 
confidence in hospit~s. They view the 
office visit as a tremendous inconve­
nience. 

"In the focus groups, the 65 and older 
men who had had health problems didn ' t 
necessarily have a ' healthy living ' atti­
tude. But now that they 've had some 
medical problems they look back on 
their lives and acknowledge the impor­
tance of preventive medicine. They did 
not necessarily share in earlier years the 
healthy living philosophy held by most 
young men today, but now they ' re big 
proponents of it." 

Communication a problem 
Some of the men, echoing a common 

complaint of women, said that commu­
nication between the physician and the 
patient is a problem, Beck-Edgar says. 
"(The men) feel that they don ' t get the 
answers they need from physicians, or 
ifthey get the answers, that they're not 
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in language they understand." 
But in terms of the patient-physician 

relationship, the emphasis for the men 
is not on the "warm fuzzies," Beck­
Edgar says. Men are more concerned 
about the expenditure of time and money 
a visit to the doctor requires. "A man, 
especially a businessman, feels that if 
he's taking time off of work, and he 's 
being paid X dollars per hour, then the 
doctor that he's paying $7 5 or $100 can 
dam well spend that much time with 
him. They feel, 'I'm paying for this 
guy's time, I want more of it."' 

Wives' role critical 
The research found that the wives and 

significant others of the men play a 

"In a lot of cases, the 
wzves gave us 
tremendously good insight 
into the feelings of the 
men. They filled in a lot of 
the gaps. They told us 
stories about what it's like 
trying to get their 
husbands in for an 
appointment. The 
husbands were saying to 
us, 'Yeah, healthy living is 
important, you have to 
watch your diet.' Then we 
talked to the wives and 
they said, 'Well, the men 
talk that way but you still 
can't get them to go to the 
doctor.' " 

critical role in getting the men to their 
medical appointments and in informing 
them about medical issues. "In a lot of 
cases," Kassab says, "the wives gave us 
tremendously good insight into the feel­
ings of the men. They filled in a lot of 
the gaps. They told us stories about 
what it's like trying to get their hus-
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bands in for an appointment. The hus­
bands were saying to us, 'Yeah, healthy 
living is important, you have to watch 
your diet.' Then we talked to the wives 
and they said, 'Well, the men talk that 
way but you still can't get them to go to 
the doctor.' They said, 'I literally have 
to make his appointment and pick him 
up and take him there to get him to go. '" 

The reasons for this reluctance, the 
women suggested, include the man's 
fear of appearing weak or dependent 
and the fact that many men would sim-

ply rather not know if they 're ill . 
"There's a tremendous fear factor of 
knowing they have an illness and an 
aversion to admitting weakness. Men 
continue with those attitudes until they 
experience some kind of illness, at which 
time their opinion seems to change dra­
matically," Beck-Edgar says. 

The women are also sources of infor­
mation, Beck-Edgar says. "They tend to 
read and point out things in articles. In 
the focus groups, men said they discuss 
health problems with other men, but 
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they don't discuss it very often with 
their wives or significant others. The 
women did not seem to be aware that 
men discussed health problems at all. 
It's still a macho kind of thing." 

Package deal 
Beck-Edgar says that when asked 

about what might make them respond to 
an ad offering a screening or a check­
up, the men seemed interested in a kind 
of package deal that delivered value for 
the amount of time spent. "No cost" or 
"low cost" were important phrases for 
them. "They said, 'Can I come in and 
get all this stuff checked over at a rea­
sonable cost, sort oflike when I take my 
car in?' 

"We.'re going to have to take a look at 
the way we package our services and 
the way we provide them so that per­
haps men will take advantage of a com­
prehensive executive package, for ex­
ample. We know that they respond to 
the word free. But we need to figure out 
how we can get them to take maybe a 
morning and get a full check -up. That, s 
where we're still working. I think one of 

.. We. rc ooin o to hare to ,..., ,..., 

take a look at the wa\' we · 
package our sen·ices and 
the way we prol·ide thenz 
so that perhaps 1nen will 
take adrantage (~l a 
('(J11lpl·efze /lSi\ ·e C.\'e('ll ti \ ·e 
package. for e.ranzple. 
We k.noVI' that the\' 
respond to the VI ·ord .fi·ee. 
But we need to.flgure out 
how we can oct thenz to ,..., 

take nzayhe a nzorning 
and get a fill I check -up. 
That's where we· re sti II 
working. I think one (~l 
the keys is going to hare 
to he that 'tinze is n zone\'.' " 

the keys is going to have to be that 'time 
is money.'" 

The younger men seemed to be more 
conscious of their health and of the 
benefits of a healthy lifestyle. 

"Younger men are more attuned to 
healthy living than probably their fa­
thers were at that age. They're probably 
more aware of healthy living. They're 
the ones who have joined the health 
clubs and who are into the healthy diet," 
Beck-Edgar says. 

Kassab: "The male stoicism of older 
generations seems to be giving way to 
the healthy living younger man. Basi­
cally, men were more interested in their 
own health care than what we expected. 
And we really felt strongly from the 
results that there had been a change 
going on, a trend toward more healthy 
living. Most of the the younger men in 
the 40-50 age range seemed to be con­
scious of their health and readily admit 
to the fact. They talked a lot about the 
importance of taking care of oneself 
and the importance of diet and exercise 
and avoidance of excessive bad habits. 

"But the healthy living philosophy 
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only goes so far with men, even the 
younger ones. They have the philoso­
phy but in almost all cases it's still not 
strong enough impetus for them to seek 
·preventive medicine or to even get medi­
cal treatment for some illnesses until 
absolutely necessary. Some men still 
don't have a doctor, nor do they get 
check-ups. There are a relatively small 
group of men who practice preventive 
medicine with regular physicals and 
testing .but even there, many physicals 
coincide with illness or are given to 
them by their company." 

Concentrate on women 
Beck-Edgar says that the hospital is 

still in the process of determining what 
actions to take based on the focus group 
results. 

"I'm looking at a program now for 
consumer advertising. We're going to 
have to concentrate on the women to a 
certain degree. We're going to have to 
consider physician-to-physician refer­
ral and re-educate the physicians a little 
more as far as what their patients want 
and what they expect. 

"One of the keys for this year is to 
provide the educational materials. It's 
going to be a slow building process. It's 

"It's going to he a slou· 
hu i ldi ng process. It's not 
sonzething that you can 
hurrv. Like the u·ater 
hitting a rock, how nutny 
tinzes do vou hare to hit 
it hefore you nzakc an 
inzprcssion? FUry nzen 
are n 't o o i 11 a to con 1 e in ,..., ,..., 
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thev read the ad. It nzi olzt - ,..., 

hrino tlzenz in when the\' ,..., -

sec a synzptonz that 
hothers tlzenz or wizen 
they hare a prohlcnz or a 
.fi·icnd has a JJrohlcnz ." 

not something that you can hurry. Like 
the water hitting a rock, how many 
times do you have to hit it before you 
make an impression? Fifty men aren't 
going to come in for a screening the day 
they read the ad. It might bring them in 
when they see a symptom that bothers 
them or when they have a problem or a 
friend has a problem. 

"I think that men are going to think 
more about health as they are hit in the 
pocketbook, as consumers and as em­
ployers who are fighting health care 
costs. And I would hope that the trend in 
the insurance industry becomes that of 
prevention and screening versus paying 
for it once it's been diagnosed. 

"It's the problem that we have all the 
way along, that certain insurance pro­
grams will pay for very high tech treat­
ments but they won't pay for the preven­
tive medicine that would prevent those 
problems to begin with. So I think that as 
men see that prevention andregularcheck 
ups, just like going to the dentist, can 
prevent major problems later, things will 
gradually change. But they're not going 
to change overnight." 0 
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Product & Service Update 
continued from p. 23 

four-weekly audit information cov­
ering non-scanning stores through a 
computer reporting system. The pres­
ence of promotions will be monitored 
and integrated with sales and price in­
formation to report on promotion cov­
erage and brand response to promotion. 
In addition to trade channel projections, 
InfoScan will provide key account data 
for Asda, a major UK retailer, including 
a full year of his tory. This will be made 
possible through an alliance with TMD, 
Ltd, of Bath, who are the exclusive sales 
agents for Asda key account informa­
tion. For more information call 312-
726-1221. 

SPSS/PC+ 5.0, advanced 
stats module for SPSS for 
Windows now available 

Extended memory, improved perfor­
mance and close links to a new analyti­
cal and business charting module are 
among the new features of the latest 

version of the SPSS/PC+ statistical soft­
ware package. SPSS/PC+ 5.0 also fea­
tures a new spreadsheet-like data edi­
tor; an upgrade of the SPSS/PC + CHAID 
module; a new module, SPSS/PC+ 
LISREL 7; the addition of several new 
statistical procedures in the Base and 
upgrades of certain advanced statistical 
procedures. 

In addition, the SPSS for Windows 
Advanced Statistics module is avail-

able. It provides sophisticated univariate 
and multivariate analysis techniques. 
Included are Cox Regression, Kaplan­
Meier estimation, logistic regression , 
loglinear analysis, multivariate analy­
sis of variance, nonlinear and con­
strained nonlinear regression, PRO BIT 
and life table analysis. For more infor­
mation call 800-543-2185. 

ZIP code atlas of U.S. 
metro areas 

CACI Marketing Systems, a division 
of CACI International Inc., has designed 
and developed The ZIP Code Map book 
of Metropolitan Areas. This atlas fea­
tures separate maps of each of the 320 
U.S. metropolitan areas and details ev­
ery ZIP code for each of the areas. The 
new book, which complements the cen­
sus edition sourcebooks of ZIP code 
and county demographics, is designed 
to help businesses see where ZIP codes 
are located in relation to the geographic 
boundaries of metropolitan areas. A sta­
tistical snapshot of each metropolitan 
area is offered in a special appendix that 
profiles information from the 1990 cen-
us. Population, housing, income, edu­

cation, and labor force data are summa­
rized for each area. For more informa­
tion call 800-292-CACI. 

Retrieve biz news on-line 
with a PC 

lnfoDynamics, a new on-line busi­
ness information service, is designed to 
meet the needs of management in track­
ing the competition, market develop­
ments, new technology, consumer 
trends, mergers and acquisitions, and 
other areas of interest worldwide. It 
offers on-line access from virtually any 
PC or workstation to sources of market 
news and provides cost-effective news 
retrieval. 

InfoDynamics created Newsline by 
merging Reuters Textline and Predicasts 
files, including PROMPT (Predicasts 
Overview of Markets and Technology); 
MARS (Marketing and Advertising 
Reference Service); NPA/Plus (New 
Product Announcements/Plus); A/ 
DM&T (Aerospace/Defense Markets 
and Technology); and INFOMAT. 

The software and W orldSearch screen 
permit use of a single instruction to 
search for information by company, 
brand, product, country, name, phrase, 
or word through the Newsline database, 
which contains magazine articles, news­
paper stories, abstracts, industry news­
letters, corporate news releases and an­
nual reports, new product releases, in­
dustry research studies, and brokerage 
research reports from more than 1 ,500 
publications worldwide. Information is 
translated into English from 17 lan­
guages. For more information call212-
447-6900. 
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Survey Monitor 
continued from p. 18 

last year's 52%. Among people who 
recently purchased a new American­
made automobile, 75% believe Ameri­
can-made automobiles have improved 
over the last three years, much greater 
than the 63% in 1991. Maginnis says 
this strong positive response may be 

American-made household appliances 
remains static. The stagnancy may be 
attributed to increased competition 
which has caused manufacturers to fo­
cus on lowering production costs rather 
than on designing a quality product. 

Generally, although consumers be­
lieve product quality has improved since 
1991, they are not necessarily more 
satisfied. When consumers were asked, 

Table 2 
Product Quality 
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Base sizes vary for products. 
* Statistically significant at 90% 

attributed to the many quality programs 
undertaken by several automobile manu­
facturers during this time period. A sig­
nificant increase in perceived quality 
also exists among consumers who pur­
chased frozen food items, which rose 
from 35 % to 40%. According to 
Maginnis, this may be the result of 
increased attention to providing 
"healthy" frozen dinners, a greater vari­
ety of items and improvements in the 
ability to provide fast, "fresh" frozen 
foods. 

Consumers did not, however, recog­
nize improvement in the quality of their 
household appliances. Only 46% of 
consumers who purchased American­
made household appliances in the 12-
month period perceived improvement 
in quality, down from 52% last year. 
Consumer opinion of quality improve­
ment in the last three year shifted from 
"improved" to "stayed the same." Ac­
cording to Maginnis, this reflects the 
perception that the overall quality of 
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Wave 1-1991 

I Wave 2-1992 
'--~ 

*Household Appliance *Frozen Food Item 

"How satisfied are you with the overall 
quality of American products and ser­
vices today," there was virtually no 
change from last year's responses, in 
spite of a perceived increase in quality; 
81 % are satisfied with product quality 
and 69% with service quality. 

"This may be an indication that the 
heightened awareness of quality im­
provement efforts in America has influ­
enced the average consumer's perspec­
tive on acceptable product and service 
quality," says Maginnis. "With each 
new purchase where quality improve­
ments are implemented, consumers' 
expectations continuously increase. As 
in our 1991 study, the 1992 NQI reveals 
twice as many consumers are dissatis­
fied with services as with products." 

The benchmark NQI survey was com­
pleted in October of 1991 with 400 
consumers ages 18 to 65. The 1992 
second year survey includes the "66 
years or older" age group o better repre­
sent all purchasing consumers. As the 

quality movement continues to perme­
ate the work place, more consumers are 
hearing aboutTQM-22% in 1992 ver­
sus 14% in 1991. Although the aware­
ness increased, the percentage of con­
sumers employed by companies actu­
ally involved in the principles of TQM 
decreased by 11 %. 

Fax usage up at 
businesses 

Regular fax users at U.S. Fortune 500 
companies report increased dependence 
and usage of fax machines, receiving 50 
documents a day. On average each docu­
ment received was six pages long, ac­
cording to a Gallup Organization inter­
national study of fax usage and applica­
tions among Fortune 500 companies 
and Financial Times 1000 companies in 
the U.S., Canada, and Great Britain. 
The study was commissioned by Pitney 
Bowes Facsimile Systems Division. 

When asked approximately how many 
documents they faxed a day, respon­
dents at Fortune 500 companies reported 
an average of 40 documents sent by fax. 
On average each document sent was 
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five pages long. 
Fifty-two percent of regular fax users 

at Fortune 500 companies said their 
usage of fax machines has increased in 
ilie last 12 months. Only four percent of 
respondents at Fortune 500 companies 
s~d their fax usage had decreased. 

According to the study, only appro xi­
mately one-half of the respondents in 
all three countries said that their fax 
machine had plain, regular stock paper. 
Among the respondents who currently 
did not have plain paper fax machines, 
53% of the U.S. respondents said they 
wanted such a machine. 

Study looks at attitudes 
towards women's issues 

Has the women's movement had an 
impact on attitudes about women in 
politics, on the job and their right to 
abortion? Opinion Research Corp. of 
Princeton, New Jersey, asked three ques­
tions about women 's issues to 1005 
households nationwide during a CARA­
VAN telephone survey. The first ques­
tion was: "Is it possible for a woman to 
be elected president of the United States 

within the next 20 years?" Women and 
men are as likely to say yes (44%) as to 
say no (45%); an additionallO say they 
don't know. As a group, women are 
neither more optimistic nor more pessi­
mistic than men in their belief of seeing 
a woman become president in 20 years. 

Question two: "Do you believe that 
women who stay home to raise children 
feel pressure from society to have a job 
at the same time?'' Women and men 
differ in their opinions on this question. 
The majority of women (55%) are likely 
to believe that society places pressure 
on women who stay at home to raise 
children. Men are divided on this ques­
tion: 45% say yes, while 44% say no. 
Adults who are child-rearing age (18-
54) re more likely to believe this than 
are people who are 55 years or older. 

Question three: "Do you believe that 
abortion should be legal?" The rna jority 
of these adults believe that abortion 
should be legal. A total of 58% say 
legal, including 7% who say abortion 
should be legal in specific circum­
stances; about one-third (35%) say abor­
tion should not be legal. Men and women 
are equally likely to say abortion should 

be legal. Educational attainment is re­
lated to attitudes about abortion. The 
higher the education level obtained, the 
more likely the individual is to believe 
that abortion should be legal. 

Shoppers say they're 
using more coupons 

Last year, American consumers saved 
$4 billion through the use of cents-off 
coupons. A TELENATION study, con­
ducted by Market Facts, Inc., Chicago, 
for NCH Promotional Services (a cou­
pon processor and supplier of promo­
tion information), found that consum­
ers redeemed 7.46 billion coupons­
with an average face value of 54 cents 
per coupon. Retailers received $596.8 
million in fees for the time and cost 
involved in handling those coupons. 

Coupon usage has increased more 
than five percent in the last year. Why 
the renewed popularity? The recession 
is seen as a contributing factor. The 
study showed that 94% of primary gro­
cery shoppers have dramatically 
changed their shopping behavior over 

the past year. More than half of pri­
-~~~~~~~~~~~~~~~~~~~~~~~~~~~mary~~~~~3%)s~dilieyu~d 
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more coupons, and the vast majority 
(75%) said they stuck to the basics and 
were more cautious about buying pre­
mium-priced items. 

How to make this more cautious con­
sumer try something new? The survey 
found that users need to see an increase 
of 42% in the value of a coupon to try a 
brand they don ' t usually buy. On aver­
age, consumers expected a 52 cent face 
value for brands they usually buy, but 
said they 'd expect an average 74 cent 
value to make another brand attractive. 

Candy & gum 
Cookies & crackers 
Oral hygiene 
Paper products 
Cheese 
Household products 
Soft drinks 

Coupon's face value 
Normally use Don't use 

~~ 

35¢ 48¢ 
35¢ 57¢ 
36¢ 51¢ 
37¢ 56¢ 
39¢ 56¢ 
49¢ 69¢ 
54¢ 73¢ 

Cereal & breakfast foods 57¢ 79¢ 
Haircare products 60¢ 87¢ 
Cough & other medications 64¢ 88¢ 
Pet food 80¢ $1.13 
Laundry detergent 82¢ $1.13 

Average 52¢ 74¢ 
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California PERS 
continued from p. 9 

were able to provide valuable input to 
the development of questions and the 
overall balance of the survey by point­
ing out, for example, where their ser­
vices differed from the other plans. It 
was quite helpful." 

Nearly 70% response rate 
Mu·ch to the delight of all involved, 

the survey achieved a response rate of 
nearly 70%. Both DiSogra and Hartung 
have theories on why the survey earned 
such nice numbers. First, the survey 
benefited from the fact that health care 
wasatthe timeofthesurvey (and stillis) 
an issue of great interest to many people. 
"I think a lot of it has to do with the fact 
that the PERS enrollees consider their 
health benefits extremely important," 
DiSogra says. 

Second, postcard follow ups and du­
plicate surveys were sent to those who 
failed to respond by two suggested dates. 
The postcard reminded enrollees that: 
"This timely information is intended to 

benefit all PERS enrollees in the months 
to come." The letter accompanying the 
duplicate survey stated: "Your partici­
pation in this survey is very important, 

"Information from the 
survey will be used to try to 
get the plans to make some 
kind of commitment to 
resolve some of the lower 
rankings. Nobody came out 
bad, nobody got a D, for 
example, but some got A's. 
As the plan facilitators it's 
our responsibility to try to 
move the plans up into the 
higher levels so that the span 
of grades isn't so large." 

but we have not received your com­
pleted questionnaire. In case you may 
have misplaced it, we are enclosing 

another one ... The information you pro­
vide will help all PERS health plan 
enrollees make informed choices about 
their health care plan. Please help us 
help you." 

Third, Hartung says, public employ­
ees have in general shown more interest 
in participating in surveys and other 
calls for their opinions. "Our members 
generally are people that respond to 
things at a little higher level than the 
average person. When we've gone out 
with other questionnaires we've tended 
to get a little higher return." 

Fourth, though the questionnaire dealt 
with many topics and had many ques­
tions, it was designed to be easy to 
complete, DiSogra says. "We put a lot 
of emphasis on making it easy to navi­
gate through the questionnaire. We tried 
to avoid questions such as 'if yes, go 
to ... ' We made sure we had instructions 
between each question and when the 
data came back we suffered from very 
minimal item non-response. If some­
one was going to answer the question­
naire they pretty much answered the 

Chesapeake SUIVeys 
has moved into a new 
and more spacious cor­
porate headquarters. 

It was time. Thanks 
to all of the support over 
the past 7 years, we've 
grown into a company 
of over 50 people. That 
was just too many for 
our old offices to handle. 

WEVE 
ESTABliSHED 

ANEW 
PORT OF CAlL. 

lounges. We've enlarged 
our data processing 
and quantitative ser­
vice groups, added to 
our telephone center, 
and much more. 

As of June 1, 1992, 
you'll find us in our 
new Owings Mills facili­
ty. Come and see us 
soon.JUterall,without 
our clients, we wouldn't 
have gone anywhere. 

Our new headquar­
ters in Owings Mills, 
Maryland, not far from 
our old Towson location, 
provides more space for 
more people to do more 
research faster and bet­
ter than ever. 

We have expanded 
OUF Focus Group facility 
to include 3 Focus 
Group suites with client 
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4 Park Center Court 
Suite100 • Owings Mills, MD 21117 
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Fax: 410-581-6700 
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whole thing." PERS enrollees among all the health 
plans," DiSogra says. "Some of the 
health plans were more accessible; they 
simply covered a greater geographic 

"If, for example, all of the enrollees 
who used one of the large plans were 
tremendou ly dissatisfied that would 
skew the overall satisfaction figures 

The sixteen page survey was in book­
let form and it made liberal use of color 
and strong graphic elements such as 
arrows and boxes to move the respon­
dent through the questions. 

Hartung: "Freeman, Sullivan tried to 
make it easier for the respondent to 
tackle the survey. When you're dealing 
with that many questions, the first in­
stinct is to either throw it away or put it 
aside. I think the design created an inter­
est in the survey." 

Figure 1 
Distribution of the PERS population , the unweighted sample and 

the weighted sample among 25 health plans 

Weighting the data 
Substantial work went into weighting 

the data to compensate for the differ­
ences in size of the various health plan 
member populations. (Figure 1 shows 
the distribution of the PERS population 
among the 25 plans.) Because of size 
and geographic location, some of the 
plans had a few thousand enrollees, 
some had several thousand. 

"We were concerned because we 
knew right away that there was a very 
disproportionate distribution of the 

Immediate Quality Data 

coding 
keypunch 

tables 
statistics 

cross-tabs 

Data on floppy or 
telecommunicated 

(315) 458-9327 
Circle No. 519 on Reader Card 

area. Some of the enrollees in the rural 
parts of the state didn't have as many 
choices but there were health plans up 
there for them, though those plans had 
very small numbers. 

"The idea was, if you join a plan, it is 
obligated to make you satisfied to a 
certain level, no matter what the size. I 
didn't want the average to be affected 
by the numbers of people in those plans, 
because the numbers were not a product 
of having to choose from all the plans 
equally. 

PHONE POWER AND VALUE 
I 
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America·s data collection authority offers: 
• 800+ Interviewing Stations • Predictive Dialing 
• 500+ CATI Stations • Remote Monitoring 
• Data Processing • Project Management 
• In-house Sample • Competitive Pricing 

Quality Controlled Services® 
1-800-325-3338 

Circle No. 520 on Reader Card 

because of one particular plan. So by 
weighting it the way we did we made it 
as if PERS enrollees were equally dis­
tributed among all26 plans and then the 
weighted average of satisfaction would 
not be overly influenced by large plans 
or small plans. They would all come up 
to about the same standard." 

Resolve lower rankings 
The rate negotiations between PERS 

and the various health plans are ongo­
ing, Hartung says. "Information from 
the survey will be used to try to get the 
plans to make some kind of commit­
ment to resolve some of the lower 
rankings. Nobody came out bad, no­
body got aD, for example, but some got 
A's. As the plan facilitators it's our 
responsibility to try to move the plans 
up into the higher levels so that the span 
of grades isn't so large. 

"We '11 talk to the plans with the lower 
ranking scores to make sure that they 
have a thorough understanding of the 
responses and that they have some ideas 
in place to do something about their 
score." 0 
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Study predicts growth in 
home medical diagnostic 
market 

T he market for home medical diagnostic products is 
skyrocketing, according to a new study by Packaged 
Facts, a New York City-based research firm. The 

market has maintained double-digit annual growth since the 
1980s, and 1992 will prove no exception. The study estimates 
that growth will hit 14% this year, pushing sales to $1.038 
billion, the first time the market has passed the $1 billion 
mark. 

According to David A. Weiss, president of Packaged Facts, 
"The success of home medical testing represents both the 
triumph and tragedy of the American medical system. It's a 
great feat to give average people the means to monitor their 
medical status at home. But it's a great tragedy that so many 
Americans are so profoundly in need of these home diagnos­
tic procedures simply because they have no access to profes­
sional medical care." 

There are three different segments in the market-blood & 
urine tests (which includes diabetes-monitoring products, 
fecal occult blood tests and cholesterol testing kits); women's 
diagnostic tests (including pregnancy, ovulation and urinary 
tract infection kits); and blood pressure tests (which also 
monitor pulse rates). The combination of "tragedy" and 
"triumph" that Weiss refers to has enabled all three segments 
in the market to experience substantial growth in the past five 
years, though their growth patterns have varied somewhat. 

Blood and urine tests annual growth (in terms of retail 
sales) ranged from a low of 11% in 1988, to a high of 19% in 
1991. The difference will be split in 1992, with a 16% boost 
to sales of $721 million. 

Annual sales growth of women's diagnostic tests has been 
even more volatile, increasing from 17% in 1988, to 28% in 
1990, then falling to 10% in 1991. Growth in 1992, is 
estimated at 11%, which will push retail sales to $198 million. 

The blood pressure tests segment has displayed the most 
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consistent annual pattern, gradually declining from a 12% 
rate in 1988, to sales of 7% in 1992. This will bring the 
segment's total sales to $120 million. 

According to Packaged Facts, the future will see the 
growth rates of the different segments converge to within 
three points of each other. Annual growth for blood and urine 
tests will decline gradually, slipping to 13% by 1996, when 
sales will reach $1,295 million. Diagnostic tests will follow 
an analogous pattern, slipping to 11% by 1996, when retail 
sales will reach $305 million. Blood pressure tests growth is 
heading in the other direction, following a mild upward curve 
which will bring the annual rate to 10% in 1996, lifting the 
segment to sales of $174 million. 

Together, the three segments' future progress will enable 
the category as a whole to stay within a point of its current 
14% growth rate through 1996, when sales will reach the 
$1.77 4 billion mark. 0 

The Only Objective Validation Method 
For Consumer Research 

The Duplicate Number™ Search 
A Database of Over One Million Interviews 

SIGMA VALidATION 
201-886-0550 
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S A N F R A N C s c 0 

THE ONLY FOCUS GROUP SUITES IN TOWN 

r----

?' 
PANEL DISCUSSION 
ROOM (18'X20') 

OBSERVATION ROOM 
WITH TIERED SEATING 
FOR 15 PEOPLE 

BAY AREA'S LARGEST FACILITY 
• 3 luxurious suites, plus new mini-group room. 

• Floor to ceiling mirrors. 
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• Silent, 24-hour air conditioning system; separate 
temperature controls for panel and observation rooms. 

• Professional audio system; PZM microphones; 
Nakamichi recording equipment. 

• Kitchen area for test product preparation. 

• Completely reliable recruiting from our extensive database 
or client-provided lists. 

• Sumptuous client meals catered by fine 
San Francisco restaurants. 

• Convenient financial district (downtown) location; 
close to major hotels, shopping, theaters and nightlife. 

• Competitive pricing. 

• 
Consumer Research 
Associates 
111 Pine St., 17th Floor, San Francisco, CA 94111 
TOU-FREE: 800/800-5055 
415/392-6000 • FAX: 415/392-7141 
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Diskette Surveys 
continued from p. 15 

"For standard problems it's great. 
Quick response thru fax. However, if 
there are complications one would need 
to speak to a technical service repre­
sentative." 

"This type of system is fine for com­
mon questions." 

"It's great for product information 
or faxes but for most tech support it's 
too tedious to go through the automa-

We have successfully 
used diskette-based 
qualitative surveys to 
develop new product 
and feature ideas, to 
get impressions of 
product positioning, 
for feedback on 
documentation issues 
and to better 
understand user 
needs. 

tion although it's better than a busy 
signal." 

"/dislike it because you have to listen 
to an entire menu of selections before 
you discover there is no selection for 
your problem, or you dialed the wrong 
number, redial the correct one and lis­
ten to another menu of choices." 

"This approach to customer service 
sucks. When I call Tech support, I am 
past the simple questions and the auto­
mated systems only waste my time." 
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"This type of system in a technical 
support environment is very frustrating 
and time consuming. I feel they are a 
complete waste of time. They project an 
image of cost cutting by the company 
that utilizes them." 

Based on these responses, our client 
designed a system with fairly simple 
menus which allowed customers to exit 
the system to speak with a live person 
easily. Because of the feedback received 
they also changed their plans to auto­
matically route all incoming calls to this 
automated system first. 

How to phrase questions 
A big advantage of diskette-based 

surveys is their ability to branch and 
skip questions automatically. As an ex­
ample, we asked respondents to rate the 
quality of customer service on a 1 to 5 
point scale where 1 was the highest 
rating. We then asked only those who 
rated customer service the lowest rat­
ings of 4 or 5 to tell us their reasons. This 
respects respondents ' time and mini-

mizes the length of the survey. Here are 
some other tips to ensure you get the 
robust and honest responses you want: 

Be clear in what you want. Ask re­
spondents to supply specifics and de­
tails. 

Do not ask questions that don't apply. 

Ask simple qualifying questions first; 
then ask detail questions only where 
appropriate. 

Do not ask "why" questions such as 
"Why did you choose product X?" In-

stead ask "what" questions such as 
"What were your reasons for choosing 
product X?" "What" questions validate 
respondents feelings and attitudes; 
whereas "why" questions are often per­
ceived as forcing the respondents to 
defend their actions. 

Guarantee anonymity to respondents 
and tell them who will be reading their 
comments. For example, respondents 
are more likely to spend time and effort 
answering a question if they know that 
the president of the company will read 
it. 

Conclusion 
We have successfully used diskette­

based qualitative surveys to develop 
new product and feature ideas, to get 
impressions of product positioning, for 
feedback on documentation issues and 
to better understand user needs. 

Diskette-based surveys are an excel­
lent tool to cost effectively and effi­
ciently acquire qualitative information 
from business professionals. 0 

How To Find '1he Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? 1/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

• 75line national coverage • MRA certified interviewers • Project bids in one hour 

• 50 Ci2/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes 1/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices . We're growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, give 1/H/R Research Group a call. We'll make sure your job's 
done right and at a cost you can live with. 

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. - Suite 203 - Las Vegas, NV 89119- (702) 734-0757 
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Ph. 619-268-4800 
Contact: Arline M. Lowenthal 
All Qual. Needs: Eng. & Span. 
Recruit/Moderate/Analysis. 

The Answer Group 
4665 Cornell Rd. , Ste. 150 
Cincinnati, OH 45241 
Ph. 513-489-9000 
Contact: Lynn Grome 
Consumer, Health Care, Prof., 
Focus Groups, One-On-Ones. 

Answers Research 
225 Stevens Ave. , Ste. 108 
Solana Beach, CA 92075 
Ph. 619-792-4660 
Contact: David Farlow 
Business-to-Business, Hi-Tech, 
Medical, New Product, Biotech. 

Auto Pacific Group, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-1340 
Ph. 714-838-4234 
Contact: George Peterson 
Auto Marketing & Product Experts. 
700+ Groups Moderate & Recruit. 

Brand Consulting Group 
17117 W. Nine Mile Rd./Ste. 1 020 
Southfield, Ml 48075 
Ph. 313-559-2100 
Contact: Milton Brand 
Consumer, Advertising Strategy, 
New Product Strategy Research. 
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P.O. Box 23536 
Minneapolis, MN 55423 

Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach To 
Groups; Call to Find Out Why. 

Communications Workshop, Inc. 
168 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-263-7551 
Contact: Usa J. Hougsted 
Consumer, Executive, Technical & 
Children Grps. 

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

Creative & Response Svces., Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Contact: Sanford Adams 
Thirty Years of Leadership in 
Qualitative Research. 

Cunninghis Associates 
6400 Flotilla Dr. , #56 
Holmes Beach, FL 34217 
Ph. 813-778-7050 
Contact: Burt Cunninghis 
37 Years Exp. , Moderator & 
Moderator Training. 

Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. Formerly with Synectics. 

Doyle Research Associates, Inc. 
919 N. Michigan/Ste. 3208 
Chicago, IL 60611 
Ph. 312-944-4848 
Contact: Kathleen M. Doyle 
Specialty: Children/Teenagers 
Concept & Product Evaluations. 

D/R/5 HealthCare Consultants 
3127 Eastway Dr., Ste. 105 
Charlotte, NC 28205 
Ph. 704-532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with 
Providers & Patients. 

Ebony Marketing Research, Inc. 
2100 Bartow Ave. 
Baychester Bronx, NY 10475 
Ph. 718-217-0842 
Contact: Ebony Kirkland 
Spac. Conf.Niewing Rooms/Client 
Lounge/Quality Recruiting. 

Equifax/Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd., #102 
Van Nuys, CA 91401 
Ph. 213-872-1717 
Contact: Louise Kroot-Haukka 
Consumer/Pkgd. Goods/Advertising 
Heavy Experience in Fast Food. 
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Contact: Linda M. Lynch 
New Product Development, Health 
Care, Advertising , Retail. 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 617-482-9080 
Contact: Jack Reynolds 
Business To Business, Executives, 
Banking. 

Focus America 
1140 Ave. of the Americas, 9th Fir. 
New York, NY 1 0036 
Ph. 212-302-1808 
Contact: David Schreier 
Mid-Manhattan Loc./State of the Art 
Fac./15 Seat Viewing Room. 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
Ph. 212-807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities. 

Focus Research 
1828 Audobon 
New Orleans, LA 70118 
Ph. 504-865-1687 
Contact: Kirsty D. Nunez 
Qualitative/Quantitative Research & 
Consultation 
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D.S. Fraley & Associates iNFOCUS Group Services Market Navigation, Inc. Nordhaus Research, Inc. 
1205 East Madison Park 5101 Cleveland St., #304 Teleconference Network Dlv. 20300 W. 12 Mile Rd. 
Chicago, IL 60615 Virginia Beach, VA 23462 2 Prel Plaza Southfield, Ml 48076 
Ph. 312-536-2670 Ph. 804-490-1351 Orangeburg, NY 10962 Ph. 313-827-2400 
Contact: Diane S. Fraley Contact: Grace Fuller-Stanton Ph. 914-365-0123 Contact: John King 
Full Qual. Specialty: Child/Teen I Full Qual. & Facility. Consumer & Contact: George Silverman Fuii-Svce. Qual. and Quant., Fin., 
In-Home/Observational Rsch. Bus-to-Bus. Training. Seminars. Med., Bus.-to-Bus., Hi-Tech, lndust., Med., Uti/., 3 Discussion Rms. 

Ideation, New Prod., Tel. Groups. 
Frieden Qualitative Services lntersearch Corporation PACE, Inc. 
14802 Addison Street 132 Welsh Rd. Marketing Perspectives, Inc. 31700 Middlebelt Rd., Ste. 200 
Sherman Oaks, CA 91403 Horsham, PA 19044 535 127th Lane NW Farmington Hills, Ml 48334 
Ph. 818-789-6894 Ph. 215-657-6400 Minneapolis, MN 55448 Ph. 313-553-4100 
Contact: Gary Frieden, Ph.D. Contact: Robert S. Cosgrove Ph. 612-755-4227 Contact: Peter J. Swetish 
Blends Soc. Psych. & Mkt. Rsch. Pharm. -Med./High-Tech/Bus. -to- Contact: Donna Naeve Full Service Vehicle Specialist-
for Dynamic Sessions. Bus./Consumer/Telecomm. Medical/Consumer Experience- OEM & Aftermarket Experience. 

USA/International. 
Gault Associates Johnston, Zabor & Ascts., Inc. Research Data Analysis, Inc. 
2006 Exeter Rd., Ste. 1 04 P. 0. Box 12743 Matrixx Marketing-Rsch. Div. 450 Enterprise Court 
Germantown, TN 38138 Rsch. Tri. Park, NC 27709 Cincinnati, OH Bloomfield Hills, Ml 48302 
Ph. 901-756-3958 Ph. 800-544-5448 Ph. 800-323-8369 Ph. 313-332-5000 
Contact: Chris Gault Contact: Jeffrey M. Johnston Contact: Michael L. Dean, Ph.D. Contact: Sanford Stallard 
Consumer Products/Home Camp. Capabilities. New Prod./ Cincinnati's Most Modern and Full Svce. Quai./Quan. Analysis/ 
Services. Svce./Cust. Satis./Comm. Rsch. Convenient Facilities. Auto.!Adv./Comm. 

Grieco Research Group, Inc. JRH Marketing Services, Inc. Mature Marketing Research Div. RJ Research 
743 North Avenue 66 29-27 41st Avenue Consumer Sciences, Inc. P.O. Box 3787 
Los Angeles, CA 90042 New York, NY 11101 245 Federal Rd. , Ste. B-22 Santa Rosa, CA 95402 
Ph. 213-254-1990 Ph. 718-786-9640 Brookfield, CT 06804 Ph. 707-795-3780 
Contact: Joe Grieco Contact: J. Robert Harris, II Ph. 203-797-0666 Contact: Bob Pellegrini 
Marketing and Advertising Experience Counts: Check out the Contact: Dr. Leslie Harris Full Service Quai./Quan., Most 
Focus Groups. rest but USE THE BEST. Reg., Nat'l. Studies. Full Svce. Packaged Goods & Bus. to Bus. 

Qual. & Quan. 
GRM & Associates KidFactsSM Research Rockwood Research Corp. 
8807 Kingston Pike, # East E 34405 W. 12 Mile Road, Ste. 121 MCC Qualitative Consulting 1751 W. County Rd. B 
Knoxville, TN 37923 Farmington Hills, Ml48331 Harmon Meadow St. Paul, MN 55113 
Ph. 615-693-3500 Ph. 313-489-7024 700 Plaza Dr., 2nd. Fir. Ph. 612-631-1977 
Contact: Christopher Wise Contact: Dana Blackwell Secaucus, NJ 07094 Contact: Dale Longfellow 
Quality Focus Facility/Recruit by Qual. & Quan: Specialty Kids/ Ph. 201-865-4900 (NJ) High Tech, Executives, Bus.-To-
Ufestyle Groups. Teens. Prod./Pkg./Advrtg. 800-998-4777 (Outside NJ) Bus., Ag., Specifying Engineers. 

Contact: Andrea C. Schrager 
Hammer Marketing Resources KS & R Consumer Testing Center Insightful, Results-Oriented Rodgers Marketing Research 
1791nvemess Rd. Shoppingtown Mall Research. Local or National. 4575 Edwin Drive, NW 
Sevema Pk. (Balt./D.C.), MD 21146 Syracuse, NY 13214 Canton, OH 44718 
Ph. 410-544-9191 Ph. 800-289-8028 Susan McQuilkin Ph. 216-492-8880 
Contact: Bill Hammer Contact: Lynne Van Dyke 1117 Evergreen Court Contact: Alice Rodgers 
23 Years Experience- Consumer, Qualitative/Quantitative, Intercepts, Indianapolis, IN 46240 Creative/Cost Effective: New 
Business & Executive. CA Tl, One-on-One. Ph. 317-846-9753 Product/Consumer, Etc. 

Contact: Susan McQuilkin 
Hispanic Marketing Leichliter Associates Moderating For Medical or Pamela Rogers Research 

Communication Research 252 E. 61 st St. , Ste. 2C-S Consumer Goods Industries. 2525 Arapahoe Ave., #E4-174 
1535 Winding Way New York, NY 10021 Boulder, CO 80302 
Belmont, CA 94002 Ph. 212-753-2099 MedProbe Medical Mktg. Rsch. Ph. 303-494-1737 
Ph. 415-595-5028 Contact: Betsy Leichliter 7825 Washington Ave. S.,# 745 Contact: Pamela Rogers 
Contact: Dr. Felipe Korzenny Innovative Exploratory RschJ/dea Minneapolis, MN 55435 Environmental Issues-Healthy 
Hisp. Bi-Ung.!Bi-Cult. Foe Grps. Development. Offices NY & Chicago. Ph. 612-941 -7965 Food/Products/Packaging. 
Anywhere In U.SJQuan. Strat. Contact: Asta Gersovitz, Phrm.D. 
Cons. Management Research MedProbe Provides Full Service Rudick Research 

& Planning Corp. Custom Market Research. One Gorham Island, 3rd Floor 
Horowitz Associates 303 Blake St. , #200 Westport, CT 06880 
2 East Avenue Raleigh, NC 27601 Moosbrugger Marketing Rsch. Ph. 203-226-5844 
Larchmont, NY 1 0538 Ph. 800-347-5608 901 West Hillgrove Ave. Contact: Mindy Rudick 
Ph. 914-834-5999 Contact: John Watkins LaGrange, IL 60525 1 0+ yrs Experience Utilizing 
Contact: Howard Horowitz FORT. tOO Elec., Comp. , lnrl. Food & Ph. 708-354-5090 Innovative Techniques. 
CableNideo Marketing-Program- Chern, Pol., Sprts., Pub., Cons. Pdcts. Contact: Mary C. Moosbrugger 
ming-Advertising Strategy. Moderation with Physicians, 

Nurses, and Consumers. 
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James M. Sears Associates Jane L. Stegner & Ascts. Thome Creative Rsch. Svces. Dan Wiese Market & Research 
48 Industrial West 2215 Penn Ave. So. 65 Pondfield Rd., Ste. 3 Direction 
Clifton, NJ 07012 Minneapolis, MN 55405 Bronxville, NY 1 0708 2108 Greenwood Dr., S.E. 
Ph. 201-777-6000 Ph. 612-377-2490 Ph. 914-337-1364 Cedar Rapids, lA 52403 
Contact: James M. Sears Contact: Jane Stegner Contact: Gina Thorne Ph. 319-364-2866 
Business-To-Business And Bus-To-Bus/Medicai/Fncl. Svcs./ Ideation, teens, New Product Contact: Dan Wiese 
Executives A Specialty. Agric., Groups/1:1's. Ad Concepts, Package Goods. Highly Experienced: Farmers, 

Consumers, Business. 
Southeastern Institute of Strategic Research, Inc. The Travis Company, Inc. 

Research, Inc. 4600 Devonshire Common 509 Cathedral Parkway, Ste. 8E The Winters Group, Inc. 
2325 West Broad St. Fremont, CA 94536 New York, NY 10025 14 Franklin St. , Ste. 920 
Richmond, VA 23220 Ph. 415-797-5561 Ph. 212-222-0882 Rochester, NY 14604 
Ph. 804-358-8981 Contact: Sylvia Wessel Contact: Jerry Travis Ph. 716-546-7480 
Contact: Burnett Wilkes 400 Groups, Hi-Tech/Medical! Qualitative Research and Contact: Nancy Volkmuth 
Est. 1964, Full Service Qualitative Financial/Transportation Svcs. Consultation. Quai./Quan., Secondary, CAT/, 
and Quantitative Analysis. Cnsltng., Ethnic Rsch. 

Sunbelt Research Associates TrendQuest 
James Spanier Associates 1001 U.S. Highway One, Ste. 310 16959 Bernardo Ctr. Dr., #216 Yarnell Inc. 
120 East 75th St. Jupiter, FL 33477 San Diego, CA 92128 147 Columbia Tpke. , #302 
New York, NY 10021 Ph. 407-744-5662 Ph. 619-674-1031 Florham Park, NJ 07932 
Ph. 212-472-3766 Contact: Barbara L. Allan Contact: Ann C. Klimowicz Ph. 201 -593-0050 
Contact: Julie Horner 20+ yrs. Exper; Business & Health Care: Focus Groups, In- Contact: Steven M. Yarnell 
Focus Groups And One-On-Ones Consumer Studies; Svce. Oriented. Depth One-on-Ones. New Product Development & 
In Broad Range Of Categories. Positioning. HW!SW Cos. 

Sweeney International, Ltd. Visual Research Comm, Inc. 
Dwight Spencer & Associates 221 Main St. 441 Main St. Youth Research/CSi 
1290 Grandview Avenue Danbury, CT 06810 Metuchen, NJ 08840 65 East India Row, Apt. 7F 
Columbus, OH 43212 Ph. 203-748-1638 Ph. 908-906-6556 Boston, MA 02110 
Ph. 614-488-3123 Contact: Timm Sweeney Contact: Ricardo A. Lopez Ph. 617-720-6060 
Contact: Betty Spencer Qualitative Research. Member: 10 Yrs. Exper. in Hispanic Mkt. Bi- Contact: Karen Forcade 
4'x16' Mirror Viewing Rm. Seats QRCA!AMA!Advt. Club. ling., Focus Grp. Anywhere in U.S. Consultants in Marketing to 
8-12. In House AudioNid. Equip. Children and Teens. 

STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and ContactN arne 

California D.S. Fraley & Associates Research Data Analysis Johnston, Zabor & Associates 

Analysis Research Ltd. 
Leichliter Associates Management Rsch. & Ping. Corp. 
Moosbrugger Marketing Rsch. Minnesota Medical Marketing Research, Inc. 

Answers Research 
Research In Marketing, Inc. 

Auto Pacific Group, Inc. Marketing Perspectives, Inc. Ohio Equifax/Quick Test Opinion Ctrs. MedProbe Medical Mktg. Rsch . 
Frieden Qualitative Services Indiana Rockwood Research Corp. The Answer Group 
Grieco Research Group, Inc. Susan McQuilkin Jane L. Stegner and Ascts. Matrixx Marketing 
Hispanic Marketing Rodgers Marketing Research 
R J Research 

New Jersey Dwight Spencer & Associates 
Strategic Research, Inc. Iowa 
TrendQuest Dan Wiese Mkt. & Rsch. Direc- Cunninghis Associates Pennsylvania 

tion MCC Qualitative Consulting 

Colorado James M. Sears Associates lntersearch Corp. 

Pamela Rogers Research Louisiana 
Visual Rsch. Comm., Inc. 
Yarnell Inc. Tennessee 

Focus Research 
Gault Associates Connecticut New York GRM & Associates 

Acx;ess Research, Inc. Maryland Ebony Marketing Research, Inc. 
Clarion Marketing and Comm. Hammer Marketing Resources Find/SVP Texas Mature Marketing Research Div. Focus America 
Rudick Research 

Massachusetts Focus Plus First Market Rsch. (J . Heiman) 
Sweeney International, Ltd. JRH Marketing Services, Inc. 

Action Research, Inc. Horowitz Associates, Inc. Virginia 
Florida Daniel Associates K S & R Consumer Testing Ctr. 

Dolobowsky Qual. Svcs., Inc. iNFOCUS Group Services 
Sunbelt Research Associates Leichliter Ascts. Southeastern lnst. of Research, First Market Rsch. (L. Lynch) Market Navigation, Inc. 

First Market Rsch. (J. Reynolds) James Spanier Associates 
Inc. 

Georgia Youth Research/CSi Thorne Creative Research 

Brittain Associates, Inc. The Travis Company Washington 
Michigan The Winters Group Consumer Opinion Services 

Illinois Brand Consulting Group 

Communications Workshop, Inc. 
KidFacts Research North Carolina Wisconsin 

Creative & Response Rsch. Svcs. Nordhaus Research, Inc. 
Diener & Associates, Inc. Chamberlain Research Consultants 

Doyle Research Associates PACE, Inc. 
D/R/S HealthCare Consultants 
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SPECIALTY CROSS INDEX OFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING Consumer Opinion Services CUSTOMER HEALTH CARE 
Action Research, Inc. 

Creative & Response Rsch. Svcs. 
SATISFACTION Access Research, Inc. 

Diener & Associates, Inc. 
Analysis Research Ltd. 

First Market Research (J. Heiman) Strategic Research, Inc. Chamberlain Research Cnsltnts. 

Brand Consulting Group Diener & Associates, Inc. 

Chamberlain Research Cnsltnts. 
First Market Research (J. Reynolds) 

ENTERTAINMENT Dolobowsky Qual. Svces., Inc. 
lntersearch Corporation 

Creative & Response Rsch. Svcs. 
Management Rsch. & Ping. Corp. D.S. Fraley & Associates 

D/R/S HealthCare Consultants 

Dolobowsky Qual. Svcs., Inc. Find/SVP 

Doyle Research Associates 
Rockwood Research Corp. Sweeney International, Ltd. 

First Market Research (L. Lynch) 

First Market Research (L. Lynch) 
James Spanier Associates 

ENVIRONMENTAL First Market Research (J. 

D.S. Fraley & Associates 
Strategic Research , Inc. 

Reynolds) 

Johnston, Zabor & Associates 
Sweeney International, Ltd. Diener & Associates, Inc. lntersearch Corporation 

Management Rsch. & Ping. Corp. 
Yarnell Inc. Pamela Rogers Research Market Navigation, Inc. 

PACE, Inc. CANDIES EXECUTIVES 
Matrixx Marketing-Research Div. 

Research Data Analysis MedProbe Medical Mktg. Rsch. 

Rockwood Research Corp. D.S. Fraley & Associates Chamberlain Research Cnsltnts. Moosbrugger Mktg. Rsch. 

Southeastern Institute of Rsch. Creative & Response Rsch. Svcs. Nordhaus Research, Inc. 

James Spanier Associates CHILDREN Dolobowsky Qual. Svcs., Inc. Southeastern Institute of Re-

Sunbelt Research Associates Creative & Response Rsch. Svcs. First Market Research (J. Heiman) search 

Sweeney International, Ltd. Doyle Research Associates First Market Research (J. Reynolds) James Spanier Associates 

Thorne Creative Research D.S. Fraley & Associates iNFOCUS Group Services Sunbelt Research Associates 
Johnston, Zabor & Associates lntersearch Corporation TrendQuest 

AFRICAN- KidFacts Research PACE, Inc. 

AMERICAN/BLACK Matrixx Marketing-Research Div. James Spanier Associates HISPANIC 
Youth Research/CSi Sunbelt Research Associates Analysis Research Ltd. Ebony Marketing Research, Inc. Sweeney International, Ltd. 

JRH Marketing Services, Inc. COMMUNICATIONS 
Ebony Marketing Research, Inc. 

The Winters Group, Inc. FINANCIAL SVCS. 
Hispanic Marketing 

RESEARCH Communication Research 

AGRICULTURE Access Research, Inc. 
Access Research, Inc. Visual Research Comm., Inc. 

Diener & Associates, Inc. 
Brittain Associates, Inc. 

Market Navigation, Inc. 
D.S. Fraley & Associates 

Creative & Response Rsch. Svcs. IDEA GENERATION 
Rockwood Research Corp. 

James Spanier Associates 
Dolobowsky Qual. Svcs., Inc. Analysis Research Ltd. 

ALCOHOLIC BEV. Sunbelt Research Associates 
lntersearch Corporation Brand Consulting Group 
Matrixx Marketing-Research Div. Creative & Response Rsch. Svcs. 

Aocess Research, Inc. COMPUTERS/MIS Nordhaus Research , Inc. Dolobowsky Qual. Svcs., Inc. 
Creative & Response Rsch. Svcs. 

Answers Research 
The Research Center D.S. Fraley & Associates 

Creative & Response Rsch. Svcs. 
Rockwood Research Corp. Leichliter Associates 

APPAREL/ 
Daniel Associates 

Southeastern Institute of Rsch. Matrixx Marketing-Research Div. 

FOOTWEAR Find/SVP 
James Spanier Associates Sweeney International, Ltd. 

Brand Consulting Group First Market Research (J. Heiman) 
Sunbelt Research Associates Thorne Creative Research 

Market Navigation, Inc. 
Sweeney lnt'l. Ltd. 

AUTOMOTIVE James Spanier Associates FOOD PRODUCTS 
INDUSTRIAL 

Auto Pacific Group, Inc. Strategic Research, Inc. First Market Research (J. 

Creative & Response Rsch. Svcs. Sweeney International, Ltd. 
Creative & Response Rsch. Svcs. Heiman) 

iNFOCUS Group Services Yarnell Inc. Doyle Research Associates lntersearch Corporation 

Matrixx Marketing-Research Div. 
D.S. Fraley & Associates Market Navigation, Inc. 

PACE, Inc. CONSUMERS Gault Associates Sweeney International, Ltd. 

Research Data Analysis Action Research, Inc. 
KidFacts Research 

Chamberlain Research Cnsltnts. 
Leichliter Associates INTERNATIONAL 

BIO-TECH Consumer Opinion Services 
James Spanier Associates 

Marketing Perspectives, Inc. 

lntersearch Corporation Creative & Response Rsch. Svcs. 
Thorne Creative Research 

Market Navigation, Inc. Diener & Associates, Inc. HEALTH & BEAUTY MEDICAL 
MedProbe Medical Mktg. Rsch. Doyle Research Associates 

PRODUCTS PROFESSION 
TrendQuest D.S. Fraley & Associates 

lntersearch Corporation The Answer Group 
Answers Research 

Diener & Associates, Inc. 
BUS.-TO-BUS. Management Rsch. & Ping. Corp. D.S. Fraley & Associates 

D/R/S HealthCare Consultants 

Aocess Research, Inc. 
Rodgers Marketing Research Thorne Creative Research 

lntersearch Corporation 

Answers Research 
Thorne Creative Research 

Marketing Perspectives, Inc. 

Chamberlain Research Cnsltnts. Matrixx Marketing-Research Div. 
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Medical Marketing Research, Inc. PARENTS First Market Research (L. Lynch) First Market Research (J. Heiman) 

MedProbe Medical Mktg. Rsch. Doyle Research Associates iN FOCUS Group Services Horowitz Associates, Inc. 

Nordhaus Research, Inc. iN FOCUS Group Services 

PET PRODUCTS SENIORS lntersearch Corporation 

MODERATOR Southeastern Institute of Rsch. 
Rockwood Research Corp. Diener & Associates, Inc. 

TRAINING Thorne Creative Research Mature Marketing Research Div. TELECONFERENCING 
Cunninghis Associates Sunbelt Research Associates 

PHARMACEUTICALS 
Rockwood Research Corp. 

NEW PRODUCT The Answer Group SMALL BUSINESS/ 
TELEPHONE 

DEVELOPMENT Creative & Response Rsch. Svcs. ENTREPRENEURS 
FOCUS GROUPS 

Action Research, Inc. 
D/R/S HealthCare Consultants Action Research, Inc. 

Answers Research 
lntersearch Corporation Yarnell Inc. Answers Research 

Brand Consulting Group 
Johnston, Zabor & Associates Creative & Response Rsch. Svcs. 

Creative & Response Rsch. Svcs. 
Market Navigation, Inc. SOFT DRINKS, lntersearch Corporation 

Daniel Associates 
MedProbe Medical Mktg. Rsch. 

BEER, WINE 
Market Navigation, Inc. 

Dolobowsky Qual. Svcs., Inc. 
James Spanier Associates 

D.S. Fraley & Associates 
Trend Quest Access Research, Inc. TOYS/GAMES 

First Market Research (J. Creative & Response Rsch. Svcs. 
KidFacts Research 

Heiman) POLITICAL Grieco Research Group, Inc. 
Thorne Creative Research Youth Research/CSi 

First Market Research (L. Lynch) RESEARCH 
lntersearch Corporation Chamberlain Research Cnsltnts. TEACHERS TRANSPORTATION KidFacts Research 
Leichliter Associates 

Management Rsch. & Ping. Corp. 
D.S. Fraley & Associates SERVICES 

Management Rsch. & Ping. Corp. 
PUBLIC POLICY Sweeney International, Ltd. 

Southeastern Institute of Rsch. TEENAGERS 
James Spanier Associates RESEARCH Creative & Response Rsch. Svcs. TRAVEL 
Strategic Marketing Svces. Leichliter Associates Doyle Research Associates Sweeney International, Ltd. Youth Research/CSi 

PUBLISHING 
D.S. Fraley & Associates 

PACKAGED KidFacts Research UTILITIES 

GOODS 
Action Research, Inc. Matrixx Marketing-Research Div. Chamberlain Research Cnsltnts. 
First Market Research (J. Heiman) Thorne Creative Research 

Nordhaus Research, Inc. 
The Answer Group D.S. Fraley & Associates Youth Research/CSi 
Creative & Response Rsch. Svcs. iNFOCUS Group Services 

YOUTH Doyle Research Associates Thorne Creative Research l'ELE<Xl\tM.N::lD'S 
D.S. Fraley & Associates 

Answers Research Doyle Research Associates 
Gault Associates 

RETAIL Cunninghis Associates D.S. Fraley & Associates 
Thorne Creative Research Find/SVP Youth Research/CSi 

Brand Consulting Group 

Go right to the Source . • • 
The pages of this SourceBook Supplement are just the tip of the iceberg. If you 
don't have a copy of the 1992-93 Researcher SourceBook, you're missing the 
big picture! The '92-'93 SourceBook features more than 500 new listings and 
over 1 ,000 changes to the previous edition. As an added bonus, it also contains 
a quick-reference directory of contact personnel. 

The OM RR Researcher I Sen; me the ~92-93 Quirk's Marketin; Research Revie;----~ 
SourceBook-27 4 pages I Researcher SourceBook for only $35.00 I 
of up-to-date information I Name · I 
on the research industry: company : 

you shouldn't be without. 
1 

Address 
1 

City State Zip Copi·es are only $35, I ----- 1 
postage-paid. 1 o $35 check enclosed Charge my o VISA o MasterCard I 

1 Account Number Exp. Date 1 

Quirk's I Signature I MARKEfiNG RFSEARCII 1 (Required for credit card orders) I 
Review LSend~: QMRR ~·.::Box 23536 • Minneapo~ MN 55423 ~FAX (61::_861-805~ 
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Section I 
Alphabetic Cross Index 

A 

Am ira Research Interviewing Svce. (FL) p.45 
*B. Angell and Ascts ., Inc. (IL) p.46 
Answer Search, Inc. (NJ) p.46 

B 

*Bellomy Research, Inc. (NC) p.47 
Benton International, Inc. (CA) p.44 
Benton International, Inc. (FL) p.45 
Benton International, Inc. (NY) p.46 
Bleuel Associates, Inc. (CA) p.44 

c 
Clark & Associates (PA) p.47 
Clearwater Research , Inc. (ID) p.45 
Communication Options, Inc. (NY) p.46 
Cooper Research & Consulting (TX) p.47 
The Corps Group (MO) p.46 
The Corps Group (NY) p.46 
*Creative & Response Rsch. Svces. (IL) p.46 

D 

DataBased Research & Consulting (NY) p.46 
Diener & Associates, Inc. (NC) p. 47 
Directions Data (TN) p.47 
Bette Dyszel & Associates (NY) p.46 

E 

*Ecker & Associates (CA) p.44 
Empirics Medical Mktg. Rsch. Inc. (NY) p.47 
E-Z Interviewing & Marketing Svce. (CT) p.45 

H 

Heintz Research Co. (PA) p.47 

* Indicates change from 1992-93 
ReseamherSoumeBook 

ALABAMA 
Montgomery 

S.A. Johnson Research Field Service 
3712 Robbins Rd. 
Montgomery, AL 36109 
Ph. (205) 272-3036 
Fax (205) 277-2786 
Sara Ann Johnson, Owner 

44 

I 

*lnterro, Inc. (MO) p.46 
In-Touch Research , Inc. (TX) p.47 
Gary Isaacson Market Research (CA) p.44 

J 

Johnston O'Connor Research Grp. (CT) p.45 

K 

Lee Kane Associates (CT) p.45 

M 

*Maritz Marketing Research/ 
Automotive Research Group (CA) p.44 

*Maritz Marketing Research/ 
Performance Measurement Grp. (CA) p.45 

*Maritz Marketing Research (MI) p.46 
Market Street Research, Inc. (MA) p.46 
The Marketing Advantage Inc. (CT) p.45 
The Marketing Advantage Inc. (CT) p.45 
*Mature Marketing Research Div. (CT) p.45 
Merrin Information Services, Inc. (CA) p.45 

N 

*Name .Quest (CA) p.44 

p 

Partners In Research, Inc. (NJ) p.46 
Pope Qualitative Research, Inc. (MN) p.46 
Premack & Ascts. of Pinellas Co., Inc. (FL) p.45 

Section II 

R 

Radley Resources (NJ) p.46 
Research-One, Inc. (MI) p.46 
Rockbridge Associates , Inc. (DC) p.45 
Rynecki/Thompson , Inc. (CT) p.45 

s 
Satisfaction Mgmt. Systems, Inc. (MN) p.46 
Saybrook Associates, Inc. (CT) p.45 
Schachter Research (NY) p.47 
Service Strategies International (TX) p.47 
Shapiro Research Services, Inc. (CT) p.45 
Smartline, A National Group (NY) p.46 
Smith Davis Communication Rsch . (NY) p.46 
Spear & Barry Research Ascts . (IL) p.46 
Strategic Focus, Inc. (CO) p.45 
The Stratatech Group, Inc. (NY) p.47 
Strategic Mapping, Inc. (CA) p.45 
Systems Research Corp. (NJ) p.46 
Systems Research Corp. (FL) p.45 

T 

Tandem Rsch. Midwest-Pharm. (IL) p.46 

w 
Washburn Marketing (NY) p.46 
Weingarten Interviewing Service (OH) p.47 
Western Agri-Marketing Rsch Ascts. (CO) p.45 

y 

Youth Marketing Solutions (OH) p.47 

G,~ographic Index .. 

ARIZONA 
Phoenix 

Name Quest 
P.O. Box 5587 
Carefree, AZ 85377 
Ph. (602) 488-9660 
John Hoeppner, Prncpl. 
(See advertisement on p. 45) 

CALIFORNIA 
Los Angeles 

Benton International, Inc. 
2601 Airport Dr., Ste. 370 
Torrance, CA 90505-6141 
Ph. (31 0) 534-2611 
Fax(310)539-6923 
Maria Arminio, V.P. & Mgr. 
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Bleuel Associates, Inc. 
18034 Ventura Blvd. , #292 
Encino, CA 91316 
Ph. (818) 907-7162 
Fax (818) 907-8593 
Dr. William Bleuel, Pres. 

University-based with 25 years of industrial 
management experience with expertise in 
quantitative research - including question­
naire design, sample selection , data collec­
tion, data processing and analysis. Special­
ists in customer satisfaction for high-tech 
companies. We get inside your customer's 
head. 

*Maritz Marketing Research/ 
Automotive Research Group 
1515 W. 190th St. , Ste. 245 
Gardena, CA 90248 
Ph. (31 0) 323-2459 
Fax (31 0) 323-2459 
Carolyn H. Garfein , V.P. 
(See advertisement on back cover) 

San Francisco 

*Ecker & Associates 
222 Front St. , 3rd Fl. 
San Francisco, CA 94111 
Ph. (415) 871 -6800 
Fax (415) 871-6815 
Bette Rosenthal , Dir. 

Gary Isaacson Market Research 
1827 Haight St. , Ste. 2 
San Francisco, CA 94117 
Ph. (415) 564-4525 
Fax (415) 564-4417 
Gary Isaacson 

Top notch qualitative & in-depth research in 
health care issues. Specialist in medical , 
surgical, pharmaceutical & business. Strong 
in protocols for professional respondents, 
especially physicians & top executives. Also 
experienced in hospitality, food & beverage, 
financial , and retail mystery shopping. 

*Maritz Marketing Research/ 
Performance Measurement Group 
333 Twin Dolphin Dr., Ste. 240 
Redwood City, CA 94065 
Ph. (415) 802-4101 
Fax (415) 508-1875 
John Glazier, Sr. Acct. Mgr. 
(See advertisement on back cover) 

Merrin Information Services, Inc. 
2275 East Bayshore Rd. 
Palo Alto, CA 94303 
Ph. (415) 493-5050 
Fax(415)493-5480 
Marcia Kaplan, Dir. of Rsch. 

San Jose 

Strategic Mapping, Inc. 
3135 Kifer Rd. 
Santa Clara, CA 95051 -0804 
Ph. (408) 970-9600 
Sharlyne Nomusa 
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COLORADO 
Denver 

Strategic Focus, Inc. 
7586 Centaur 
Evergreen, CO 80439 
Ph. (303) 674-7601 
Dr. Frank Spitznogle, Chmn. 

Western Agri-Marketing Research Ascts. 
(formerly CAMRA) 
24 Mary Beth Rd. 
Evergreen, CO 80439 
Ph. (303) 674-4841 
Eric Bergmann, Pres. 

CONNECTICUT 
Bridgeport 

Saybrook Associates, Inc. 
P.O. Box 24 
Easton , CT 06612 
Ph. (203) 372-7191 
Fax (201) 372-7191 
James D. Polito , Pres. 

Shapiro Research Services, Inc. 
Trumbull Shopping Park, 5065 Main St. 
Trumbull , CT 06611 
Ph. (203) 373-9391 
Fax (203) 371 -4257 
Sandy Shapiro, Pres. 

Danbury 

*Mature Marketing Research Div. 
246 Federal Rd. , #B-22 
Brookfield, CT 06805 
Ph. (203) 797-0666 
Fax (203)748-1735 
Dr. Leslie Harris, Dir. 

Hartford 

E-Z Interviewing & Marketing Service 
P.O. Box 951 
Farmington, CT 06034 
Ph. (203) 673-7067 
Fax (203) 673-7568 
Victoria Roy 

Rynecki/Thompson , Inc. 
750 Hopmeadow St. 
Simsbury, CT 06070 
Ph. (800) 747-MKTG 
Fax (203) 651 -5162 
Bernard Rynecki , Ph . D., Pres. 

New Haven 

Johnston O'Connor Research Group 
5 Saw Mill Ridge Rd. 
Newtown, CT 06470 
Ph. (203) 426-7000 
Fax (203)426-7000 
Dr. Johnston-O'Connor, Pres. 

Stamford 

Lee Kane Associates 
P.O. Box 685 
Ridgefield , CT 06877 
Ph. (203) 431-8885 
Lee Kane, Prncpl. 

The Marketing Advantage Inc. 
71 Strawberry Hill Ave. , #709 
Stamford, CT 06902 
Ph. (203) 323-6323 
Fax (203) 323-7007 
John W. Keen, Ph. D. , Pres. 

The Marketing Advantage Inc. 
1 Bank St. , Suite 304 
Stamford, CT 06901 
Ph. (203) 323-6323 
Fax(203)323-7007 

DISTRICT OF 
COLUMBIA 

Rockbridge Associates, Inc. 
2408 Rockbridge St. 
Vienna, VA 22180 
Ph. (708) 698-5018 
Charles Colby, Pres. 

Specialize in quality measurement and cus­
tomer satisfaction surveys for service busi­
nesses. We work as a consultant, assisting 
firms in implementing their own in-house 
approaches. Services include management 
and employee interviews, customer focus 
groups, system design and key driver analy­
sis. 

FLORIDA 
Ft. Lauderdale/Boca Raton 

Amira Research Interviewing Service 
22228 Martella Ave. 
Boca Raton, FL 33433 
Ph. (407) 451 -2711 
Fax (407) 451 -0401 
Anita Amira, V.P. 

Tampa/St. Petersburg 

Benton International, Inc. (Br.) 
3030 N. Rocky Point Dr. W., #670 
Tampa, FL 33607 
Ph. (813) 282-3016 
Fax (813) 286-7823 

lla1ne l1uest ® 
The Science of Name Creation 

For Information Contact: 
John Hoeppner 

602-488-9660 
P.O. Box 5587 • Carefree, AZ 85377 

Name Creation: 
Name Testing. 

Circle No. 523 on Reader Card 
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Premack & Ascts. of Pinellas County, Inc. 
8130 66th St. N., Suite 10 
Pinellas Park, FL 34665-2111 
Ph. (813) 544-3191 
Fax (813) 544-2777 
Irwin Premack, Pres. 

Systems Research Corp. (Br.) 
1567 Drew St. 
Clearwater, FL 34615 
Ph. (813) 443-3403 

IDAHO 
Boise 

Clearwater Research, Inc. 
(formerly ES Field Services, Inc.) 
1111 S. Orchard, Suite 150 
Boise, ID 83705 
Ph. (208) 343-9556 
Fax (208)343-0648 
Steve Swann, Owner 

We specialize in difficult CATI sampling and 
high-tech quantitative data collecting. Mod­
erators on staff who specialize in environ­
mental issues and also state-managed lot­
teries. We are very experienced in off-site 
rural focus group arrangements and their 
recruitment. 

ILLINOIS 
Chicago 

*B. Angell and Ascts., Inc. 
5225 W. Old Orchard Rd., Ste. 25C 
Skokie, IL 60077 
Ph. (708 470-8888 
Joseph Adler, Mng. Ptnr. 

*Creative & Response Rsch. Svces. 
500 N. Michigan Ave., 12th Fl. 
Chicago, IL 60611 
Ph. (312) 828-9200 
Fax (312) 527-3113 
Sanford Adams, COO 

Spear & Barry Research Ascts. 
1613 E. 55th St. 
Chicago, IL 60615 
Ph. (312) 493-5724 
Michael Barry 

Tandem Research Midwest-Pharm. 
1129 S. 4th Ave. 
Libertyville, IL 60048 
Ph. (708) 816-1888 
Fax (708) 816-1890 
Steven R. Smith, R.Ph., Mng. Dir. 

MASSACHUSETTS 
Springfield 

Market Street Research, Inc. 
30 Market St./P.O. Box 955 
Northampton, MA 01061 
Ph. (413) 584-0465 
Fax (413) 582-1206 
Julie Pokela, Ph.D., Pres. 
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MICHIGAN 
Detroit 

*Maritz Marketing Research 
3001 W. Big Beaver Rd., Ste. 500 
Troy, Ml 48084 
Ph. (313) 643-6699 
Fax(313)643-2189 
Robert P. Stephenson, V.P. 
(See advertisement on back cover) 

Research-One, Inc. 
21711 West Ten Mile Rd. 
Southfield, Ml 48075 
Ph. (313) 358-4055 
Fax (313)358-2762 
Gordon Kane, Pres. 

MINNESOTA 
Minneapolis/St. Paul 

Pope Qualitative Research, Inc. 
4601 Fremont Ave. S. 
Minneapolis, MN 55409 
Ph. (612) 822-6711 
Fax (612) 827-4442 
Louise Pope, Pres. 

Satisfaction Management Systems, Inc. 
6520 Edenvale Blvd., Suite 230 
Eden Prairie, MN 55346 
Ph. (612) 934-5561 
Fax (612) 934-8247 
Steven Erickson, Dir. of Sys. Design 

MISSOURI 
Kansas City 

*lnterro, Inc. 
2600 Grand 
Kansas City, MO 641 08 
Ph. (816) 221-0445 
Fax (816) 221-9955 
Betsy Sears, Pres. 

St. Louis 

The Corps Group 
8025 Forsyth Boulevard 
Clayton, MO 63105 
Ph. (314) 725-0214 
Fax (314) 725-0919 
Mark Camack, Pres. 
Kim Kardenetz, Sr. Proj. Dir. 

A management and marketing consulting 
firm, offering a full range of qualitative and 
quantitative marketing research services, 
primarily to the telecommunications, utilities 
and health care industries. Our mission is to 
serve as business "mentors" or"faithful coun­
cilors" to our clients. 

The Market Research Bureau 
1050 N. Lindbergh Blvd. 
St. Louis, MO 63132-2994 
Ph. (314) 991-3470 
Fax (314) 991-5039 
Donald Boettcher, Dir. of Mkt. Rsch. 

NEW JERSEY 
Northern New Jersey 

Answer Search, Inc. 
203-31 W. Shearwater Ct. 
Port Liberte, NJ 07305 
Ph. (201) 915-4171 
Fax (201) 915-4172 
Catherine Giordano, Pres. 

Partners In Research, Inc. 
200 Braen Avenue 
Wyckoff, NJ 07481 
Ph. (201) 652-6900 
Fax(201)652-6900 
Wanda Gorman, Owner/Ptnr. 

Radley Resources 
P.O. Box 2275 
Westfield, NJ 07091 
Ph. (908) 381-7600 
Fax (908) 381 -7674 
Alan Zimmerman, Pres. 

Systems Research Corp. 
45 Jay Drive 
Paramus, NJ 07652 
Ph. (201) 444-0632 
Fax (201) 444-9230 
Dan Sklaire, Pres. 

Serving the computer systems and high tech 
industries, SRC provides incisive information 
in customer satisfaction, market structure, 
new product alternatives & concept tests, 
image and more, using focus groups and 
surveys. Areas of expertise include Unix, 
Mainframe, Midrange, Network/Datacomm, 
Windows, PC applications and hardware 
among both resellers and end users. Our 
clients are some of the largest vendors and 
magazines. 

NEW YORK 
Albany 

Smith Davis Communication Research 
6 Wood Lot Road 
New Paltz, NY 12561 
Ph. (914) 255-0160 
Fax(914)255-0502 
James R. Smith, Mng. Ptnr. 

Washburn Marketing 
Box 417 
Saugerties, NY 12477 
Ph. (914) 246-3012 
Heidi Washburn, Pres. 

Buffalo 

Smartline, a Nationar Group 
Empire Tower, Suite 510 
Buffalo, NY 14202 
Ph. (716) 842-2003 
Fax(716)842-2020 
Lynn M. O'Connor, Assistant V.P. 
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* Indicates change from 1992-93 
Researcher SourceBook 

New York City 

Benton International, Inc. (Br. ) 
747 Third Ave., 32nd Fl. 
New York, NY 10017-2832 
Ph. (212) 752-3020 
Fax (212) 593-3796 

Communication Options, Inc. 
1385 York Ave. 
New York, NY 10021 
Ph. (212) 249-3932 
Fax(212)249-3330 
Dr. Shula Sigman, Pres. 

The Corps Group (Br.) 
215 Adams Street 
Brooklyn Hts., NY 11201 
Ph. (718) 625-0944 
Fax (718) 625-0899 

DataBased Research & Consulting 
67 Fairway Dr. 
Hempstead, NY 11550 
Ph. (516) 538-4148 
Fax (516) 538-4148 
Alan Kauffman 

Bette Dyszel & Associates 
309 Hewlett Parkway 

. Hewlett, NY 11557 
Ph . (516) 295-3414 
Fax(516)374-2156 
Lisa Mann, Sr. Director 

Empirics Medical Marketing Research , Inc. 
15 Bradner Dr. 
Warwick, NY 10990 
Ph. (914) 986-2051 
Fax (914) 986-2051 
Frank Mikowski, Pres. 

Schachter Research 
315 8th Avenue, Suite 11 H 
New York, NY 10001 
Ph. (212) 929-5608 
Fax (212) 727-0585 
Roslyn Schachter, Pres. 

The Stratatech Group, Inc. 
799 Broadway 
New York, NY 10003 
Ph. (212) 477-2622 
Fax (212) 477-4280 
Catherine Branch 

NORTH CAROLINA 
Raleigh-Durham 

Diener & Associates 
P.O. Box 12052, 200 Park Bldg. #111 
Rsch Tri Park, NC 27511 
Ph. (919) 549-8945/800-467-8945 
Fax(919)549-9446 
Mary E. Diener, Pres. 
Audrey Kee Wilson, V.P. Rsch. & Ops. 

Full service market research, qualitative/quan-
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titative; state, national. Strategic market plan­
ning. New business/product development. 
Health care/medical/pharmaceutical/educa­
tional/public affairs/environmental/legal/con­
sumer/industrial. Consulation, design, sam­
pling, data collection, statistical analysis, re­
port. Focus group facilities, moderators, 
WATS bank. 

Winston-Salem 

*Bellomy Research , Inc. 
1 08 Cambridge Plaza Dr. 
Winston-Salem, NC 27104 
Ph. (919) 765-7676 
Fax (919) 765-8084 
Lacy Bellomy, Pres. 

National full-service consumer and business­
to-business research . Both quantitative and 
qualitative including design, implementation , 
analysis. 60 station CA Tl system, Genesys 
sampling , tabulation all in-house. Areas of 
expertise include concept, product, packag­
ing, copy and pricing tests, attitude and us­
age studies, customer satisfaction measure­
ments, tracking programs, portable T-scope 
studies, incoming 800# applications, test 
market analysis and new product research . 
Conventional and multivariate techniques 
employed. Offering PlusPower™, a propri­
etary family of models that adds strategic 
insight to traditional research. The strength 
of PlusPower™ lies in its ability to simulta­
neously structure and segment a market and 
identify volumetric implications of new prod­
ucts or marketing propositions among the 
derived segments. 

OHIO 
Cincinnati 

Youth Marketing Solutions 
10061 Cliffwood Ct., Ste. 101 
Cincinnati , OH 45241 
Ph. (513) 779-6884 
Fax (513) 779-6885 
Thomas H. Neiheisel, Pres. 

Youth Marketing Solutions serves clients in 
such industries as toys and games, apparel , 
footwear, school supplies, publishing, food 
and beverages, restaurants , travel and lei­
sure, sporting goods, TV and movies, and 
electronics. VMS provides full-service cus­
tom research among children, teens, par­
ents, and young adults in such areas as 
advertising effectiveness, concept and prod­
uct viability, attitude and usage, brand image 
and others. 

Cleveland 

Weingarten Interviewing Service 
23900 Hermitage Road 
Shaker Heights, OH 44122 
Ph. (216) 464-0087 
Fax (216) 464-3416 
Ron Weingarten, V.P. 

PENNSYLVANIA 
Erie 

Heintz Research Co. 
709 Park Avenue South 
Erie, PA 16502-1238 
Ph. (814) 452-6474 
Fax (814) 453-6467 
Rick Deluca, Owner 

Pittsburgh 

Clark & Associates 
120 S. Whitfield Street 
Pittsburgh, PA 15206 
Ph . (412) 361-3200 
John J. Clark 

TENNESSEE 
Knoxville 

Directions Data 
1111 North Shore Dr. 
Knoxville, TN 37919 
Ph. (615) 588-9280 
Becky Stephens 

TEXAS 
Dallas 

Cooper Research & Consulting 
21 09 Promontory Point 
Plano, TX 75075 
Ph . (214) 596-9033 
David Cooper, Prncpl. 

Service Strategies International 
12001 N. Central, Suite 350 
Dallas, TX 75243 
Ph. (214) 233-3010 
Fax (214) 419-1555 
Claire Panagopoulos, V.P. Bus. Dev. 

Specializing in customer and employee sat­
isfaction research , including mail and phone 
surveys, advanced statistical analysis, focus 
groups and customer service training. 

Houston 

In-Touch Research, Inc. 
5855 Sovereign #200 
Houston, TX 77036 
Ph. (713) 773-8300 
Fax (713) 773-8306 
Deborah L. Thigpen, Pres. 

2 focus group rooms. 1 - 20x19 cont. room/ 
VR 14x19; 1 - 14x22 cont. roomNR 14x14; 
32 WATS lines; State-of-the-art-equipment; 
Near the Galleria. Recruitment, consumers, 
professionals, legal, high-tech, medical, vet­
erans, children. Full quantitative/qualitative 
research. 2 locations. 
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Section III 
Specialty Cross Index 

Research Specialties 

ADVERTISING EFFECTIVENESS 

Diener & Associates, Inc. (NC) p. 47 

ATTITUDE/USAGE STUDIES 

Diener & Associates, Inc. (NC) p. 47 

BENCHMARK STUDIES 

Diener & Associates, Inc. (NC) p. 47 

COMPETITOR ANALYSIS 
EVALUATION 

Benton International, Inc. (CA) p. 44 

CONSULTATION-LEGAL 
RESEARCH 

Premack & Ascts. of Pinellas Co. , Inc. (FL) p. 45 

CONSUMER RESEARCH 

Benton International, Inc. (CA) p. 44 
Diener & Associates, Inc. (NC) p. 47 

CUSTOMER SATISFACTION 
STUDIES 

Bleuel Associates, Inc. (CA) p. 44 
Premack & Ascts. of Pinellas Co., Inc. (FL) p. 45 
Rockbridge Associates, Inc. (VA) p. 45 
Service Strategies International (TX) p. 47 

DATA PROCESSING 

DataBased Research & Consulting (NY) p. 46 

EMPLOYEE OPINION STUDIES 

Service Strategies International (TX) p. 47 

FOCUS GROUP-FACILITIES 

Service Strategies International (TX) p. 47 

IMAGE STUDIES 

Diener & Associates, Inc. (NC) p. 47 
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INDUSTRIAL RESEARCH 

Diener & Associates, Inc. (NC) p. 47 

INTERVIEWING SVCS.-DEPTH 
INTERVIEWS 

Benton International , Inc. (CA) p. 44 
Gary Isaacson Market Research (CA) p.44 

INTERVIEWING SERVICES-EXEC. 

Gary Isaacson Market Research (CA) p.44 

INTERVIEWING SERVICES-MED. 

Gary Isaacson Market Research (CA) p.44 

MARKET FORECASTING 

Benton International , Inc. (CA) p. 44 

MARKETING RESEARCH-FULL 
SERVICE 

Diener & Associates , Inc. (NC) p. 47 

MEDIA RESEARCH-PRINT 

Systems Research Corp. (NJ) p. 46 

MYSTERY SHOPPERS 

Gary Isaacson Market Research (CA) p.44 

NAME DEVELOPMENT 

Name Quest (AZ) p.44 

NEW PRODUCT RESEARCH 

Benton International, Inc. (CA) p. 44 
Diener & Associates, Inc. (NC) p. 47 

OMNIBUS SURVEYS-CONSUMERS 

Diener & Associates, ·Inc. (NC) p. 47 

PUBLIC OPINION STUDIES 

Pre mack & Ascts. of Pinellas Co. , Inc. (FL) p. 45 

READERSHIP STUDIES 

Gary Isaacson Market Research (CA) p.44 

SERVICE QUALITY MEASUREMENT 

Premack & Ascts. of Pinellas Co., Inc. (FL) p. 45 
Rockbridge Associates , Inc. (VA) p. 45 

TRAINING 

Service Strategies International (TX) p. 47 

TRENDS/FORECASTING RSCH. 

Benton International, Inc. (CA) p. 44 

Industry Specialties 

BEVERAGE 

Gary Isaacson Market Research (CA) p.44 

BLACK 

Diener & Associates, Inc. (NC) p. 47 

BUSINESS TO BUSINESS 

Diener & Associates, Inc. (NC) p. 47 

CHILDREN 

Youth Marketing Solutions (OH) p. 47 

COMPUTERS 

Bleuel Associates, Inc. (CA) p. 44 
Systems Research Corp. (NJ) p. 46 

COMPUTER HARDWARE 

Systems Research Corp. (NJ) p. 46 

EDUCATION 

Diener & Associates, Inc. (NC) p. 47 

FINANCIAL/INVESTMENT I BANKS 

Benton International, Inc. (CA) p. 44 
DataBased Research & Consulting (NY) p. 46 
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FOOD CHAINS/SUPERMARKETS 

Benton International, Inc. (CA) p. 44 

GOVERNMENT 

Benton International, Inc. (CA) p. 44 

MEDIA 

Systems Research Corp. (NJ) p. 46 

MEDICAL 

Diener & Associates, Inc. (NC) p. 47 

PHARMACEUTICAL PRODUCTS 

Diener & Associates, Inc. (NC) p. 47 
Empirics Medical Marketing Rsch. (NY) p. 46 

SCHOOLS 

Gary Isaacson Market Research (CA) p.44 Diener & Associates, Inc. (NC) p. 47 

HEALTH CARE 
MEDICAL/SURGICAL PROD. TECHNOLOGY 

The Corps Group (MO) p. 46 
Diener & Associates, Inc. (NC) p. 47 Gary Isaacson Market Research (CA) p.44 Benton International, Inc. (CA) p. 44 
Gary Isaacson Market Research (CA) p.44 Empirics Medical Marketing Rsch. (NY) p. 46 

TEENS 
HI-TECH MICRO COMPUTERS 

Youth Marketing Solutions (OH) p. 47 
Systems Research Corp. (NJ) p. 46 Systems Research Corp. (NJ) p. 46 

TELECOMMUNICATIONS 
HOSPITALITY INDUSTRY NEWSPAPERS 

The Corps Group (MO) p. 46 
Gary Isaacson Market Research (CA) p.44 Gary Isaacson Market Research (CA) p.44 

MANUFACTURING 

Bleuel Associates, Inc. (CA) p. 44 
Diener & Associates, Inc. (NC) p. 47 

UTILITIES 
OFFICE AUTOMATION PROD. 

The Corps Group (MO) p. 46 
Bleuel Associates, Inc. (CA) p. 44 

Go right to the Source ... 
The pages of this SourceBook Supplement are just the tip of the 
iceberg. If you don't have a copy of the 1992-93 Researcher 
SourceBook, you're missing the big picture! The '92-'93 SourceBook 
features more than 500 new listings and over 1 ,000 changes to the 
previous edition. As an added bonus, it also contains a quick­
reference directory of contact personnel. 

The QMRR Researcher SourceBook-274 pages of up-to-date 
information on the 1 ----------------------1 . Send me the 1992-93 Quirk's Marketing Research Review 
research Industry you I Researcher SourceBook for only $35.00 I 
shouldn't be without. 1

1 

Name 
1

1 Company __________________ _ 

I Address I 
Copies are only $35, I city state zip I 
postage-paid. I 0 $35 check enclosed Charge my 0 VISA 0 MasterCard I 

1 Account Number Exp. Date 1 

Quirk's I Signature I MARKKfiNG RFSEARCH 1 (Required for credit card orders) I 
Review LSend~: QMRR ~.0. Box 23536 • Mi~eapolis , MN 55423 ~FAX (61::_861-805~ 
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Section IV 
Personnel Cross Index 

A 

Adams, Sanford - Creative & Response Rsch. Svces. (IL) p. 46 
Adler, Joseph - B. Angell and Ascts. , Inc. (IL) p. 46 
Amira, Anita - Amira Research Interviewing Svce. (FL) p. 45 
Arminio, Maria - Benton International, Inc. (CA) p. 44 

B 

Barry, Michael- Spear & Barry Research Ascts. (IL) p. 46 
Bellomy, Lacy- Bellomy Research, Inc. (NC) p. 47 
Bergmann, Eric - Western Agri-Marketing Rsch Ascts. (CO) p. 45 
Sigman, Dr. Shula- Communication Options, Inc. (NY) p. 46 
Bleuel, Dr. William - Bleuel Associates, Inc. (CA) p. 44 
Boettcher, Donald - The Market Research Bureau (MO) p. 46 
Branch, Catherine- The Stratatech Group, Inc. (NY) p. 47 

c 
Camack, Mark - The Corps Group (MO) p. 46 
Clark, John J. - Clark & Associates (PA) p. 47 
Colby, Charles- Rockbridge Associates, Inc. (DC) p. 45 
Cooper, David- Cooper Research & Consulting (TX) p. 47 

D 

Deluca, Rick - Heintz Research Co. (PA) p. 47 
Diener, Mary- Diener & Associates, Inc. (NC) p. 47 

E 

Erickson, Steven - Satisfaction Mgmt. Systems, Inc. (MN) p. 46 

G 

Garfein, Carolyn H. - Maritz Marketing Research/ 
Automotive Research Group (CA) p. 44 

Giordano, Catherine- Answer Search, Inc. (NJ) p. 46 
Glazier, John - Maritz Marketing Research/ 

Performance Measurement Grp. (CA) p. 45 
Gorman, Wanda - Partners In Research, Inc. (NJ) p. 46 

H 

Harris, Dr. Leslie - Mature Marketing Research Div. (CT) p. 45 
Hoeppner, John- Name Quest (CA) p. 44 

I 

Isaacson, Gary - Gary Isaacson Market Research (CA) p. 44 

J 
Johnson, Sara Ann - S.A. Johnson Research Field Svce. (AL) p. 44 
Johnston-O'Connor, Dr. - Johnston O'Connor Research Grp. (CT) p. 45 

K 

Kane, Gordon - Research-One, Inc. (MI) p. 46 
Kane, Lee - Lee Kane Associates (CT) p. 45 

50 

Kaplan, Marcia - Merrin Information Services, Inc. (CA) p. 45 
Kardenetz, Kim - The Corps Group (MO) p. 46 
Kauffman, Alan - DataBased Research & Consulting (NY) p. 46 
Keon, Ph. D., John W. - The Marketing Advantage Inc. (CT) p. 45 

M 

Mann, Lisa - Bette Dyszel & Associates (NY) p. 46 
Mikowski , Frank - Empirics Medical Mktg. Rsch. Inc. (NY) p. 47 

N 

Neiheisel, Thomas H. - Youth Marketing Solutions (OH) p. 47 
Nomusa, Sharlyne - Strategic Mapping, Inc. (CA) p. 45 

0 

O'Connor, Lynn M. - Smartline, A National Group (NY) p. 46 

p 

Panagopoulos, Claire - Service Strategies International (TX) p. 47 
Pokela, Ph.D. , Julie - Market Street Research, Inc. (MA) p. 46 
Polito, James D. - Saybrook Associates, Inc. (CT) p. 45 
Pope, Louise - Pope Qualitative Research, Inc. (MN) p. 46 
Premack, Irwin - Premack & Ascts. of Pinellas Co., Inc. (FL) p. 45 

R 

Rosenthal , Bette - Ecker & Associates (CA) p. 44 
Roy, Victoria - E-Z Interviewing & Marketing Svce. (CT) p. 45 
Rynecki , Ph. D., Bernard - Rynecki/Thompson, Inc. (CT) p. 45 

s 
Schachter, Roslyn - Schachter Research (NY) p. 47 
Sears, Betsy - lnterro, Inc. (MO) p. 46 
Shapiro, Sandy - Shapiro Research Services, Inc. (CT) p. 45 
Sklaire, Dan - Systems Research Corp. (NJ) p. 46 
Smith, James R. - Smith Davis Communication Rsch. (NY) p. 46 
Smith, R.Ph. , Steven R. - Tandem Rsch. Midwest-Pharm. (IL) p. 46 
Spitznogle, Dr. Frank - Strategic Focus, Inc. (CO) p. 45 
Stephens, Becky - Directions Data (TN) p. 47 
Stephenson, Robert P.- Maritz Marketing Research (MI) p. 46 
Swann, Steve - Clearwater Research, Inc. (ID) p. 45 

T 

Thigpen, Deborah L. - In-Touch Research, Inc. (TX) p. 47 

w 
Washburn, Heidi - Washburn Marketing (NY) p. 46 
Weingarten, Ron - Weingarten Interviewing Service (OH) p. 47 
Wilson, Audrey Kee - Diener & Associates , Inc. (NC) p. 47 

z 
Zimmerman, Alan - Radley Resources (NJ) p. 46 
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1992 Index of Articles 
CASE HISTORIES 

January 
(page 6) "Ongoing treatment-Research helps a rural Arizona hospi­
tal through a bond election and beyond" 
(p. 8) "Consulting the maps-Computer mapping, statistical analysis 
help the director of research for a Philadelphia-area health care 
system meet information needs" 
(p. 10) "Number crunching-Forest Hospital uses statistical analysis 
to develop effective quality measures" 
February 
(p. 6) "Easing travel restrictions-Research with travelers helps 
Samsonite develop a convenient new line of luggage" 
(p. 8) "Taking orders over the phone-A CATI system lowers Spiegel 
Inc.'s research costs and gives it a direct link to its customers" 
March 
(p. 6) "Making Mr. Coffee-Research with consumers points the way 
to personifying Mr. Coffee for a new advertising campaign" 
(p. 8) "The pharmacist is foremost-Research with drug store shop­
pers shapes advertising for Standard Drug" 
April 
(p. 6) "The road to success-Transportation companies, large and 
small, are busy gathering market data" 
(p. 8) "Right on schedule-A maker of work scheduling software uses 
a telephone survey to meet varied information needs" 
May 
(p. 6) "In search of the perfect plastic-Focus groups, conjoint analy­
sis help develop the Ameritech/Household Int'l. Complete 
MasterCard" 
June/July 
(p. 6) "Religiously speaking-An omnibus survey aids researchers in 
screening for major study of U.S. Jewish population" 
October 
(p. 6) "Sharing a common purpose-Mail survey, mystery shops and 
other research contribute to Connecticut bank's customer satisfaction 
efforts" 
(p. 8) "Corporate culture-At American Express Travel Services, 
management and employees at all levels use data from customer 
satisfaction research" 
November 
(p. 6) "Right on the mark-Focus groups tell Ethan Allen its rede­
signed logo stylishly combines the old and the new" 
(p. 8) "Leaving nothing to chance-The Missouri Lottery tests new 
games with focus groups" 
December 
(p. 6) "Personality in a glass-Respondents in focus groups, one-on­
ones endorse fun-loving Libbey Glass ad campaign" 
(p. 8) "P.A. law-Pennsylvania Bar Assn. conducts a telephone 
survey of lawyers recently admitted to practice" 

DISCUSSION OF TECHNIQUES/OTHER 
January 
(p. 14) "Focus groups with physicians have different requirements 
than those with consumers" 
(p. 24) "The qualitative/ quan,titative segue in health care marketing 
research" 
February 
(p. 14) "Psycho-socio-cultural Hispanic research" 
March 
(p. 14) "New developments in TV copy testing promise better mea­
sures" 
(p. 16) "The Gestalt approach to advertising research" 
(p. 26) "Projective technique aims to uncover consumer attitudes" 
April 
(p. 16) "Surviving the competitive warfare" 
(p. 24) "The case for a control cell" 
(p. 42) "How not to recruit for a focus group: reconstruction of an 
actual interview" 
May 
(p. 8) "Rising refusal rates: the impact of telemarketing" 

January, 1993 

(p. 18) "Pros and cons of telephone interviewing vs. door to door with 
Hispanics" 
(p. 20) "Five simple solutions to common telephone research prob­
lems" 
(p. 30) "Personnel management in market research operations" 
(p. 39) "Smoothing out that Texas twang" 
June/July 
(p. 8) "The importance of client participation in research" 
(p. 12) "Money isn't everything part III-The latest findings of an 
ongoing study of why respondents participate in focus groups" 
(p. 24) "Qualitative research professionals are much more than just 
moderators" 
(p. 36) "Field management: a better mousetrap" 
(p. 39) "Factors to consider when choosing field management compa­
nies" 
October 
(p. 16) "Determining attribute importance" 
(p. 27) "The benefits of customer retention research" 
(p. 52) "Miami research firms survive wrath of Hurricane Andrew" 
November 
(p. 14) "When a Hispanic is not a Hispanic: issues in conducting 
Hispanic qualitative research" 
(p. 16) "Evaluating customer service over the telephone" 
(p. 34) "Retail study examines shopping habits in two ethnically 
diverse California cities" 
December 
(p. 10) "Moving client/moderator communications into the 1990s" 
(p. 16) "Choosing an outside research consultant" 
(p. 18) "How qualitative researchers see the consumer of the 90s" 
(p. 26) "15 tips and techniques for survey research" 
(p. 32) "Surveying focus group respondents yields unexpected ben­
efits-or-An interesting thing happened on the way to analysis" 
(p. 34) "Qualitative report writing-is faster better?" 

DATA USE 
February (p. 10) "Classification tree methods: AID, CHAID and 
CART" 
March (p. 10) "Ned Dweeb does segmentation" 
April (p. 10) "Secrets of effective data use" 
June/July (p. 10) "Increasing survey accuracy" 
October (p. 10) "Regression-based satisfaction analyses: proceed 
with caution" 
November (p. 10) "Some specialized problem-solving applications of 
CHAID" 
December (p. 12) "Beware of MCA mapping" 

TRADE TALK 
January (p. 52): "What does the future hold?" (Review of two books 
"Future Vision" and "Consumer Power: How Americans spend their 
money") 
February (p. 62): "To test or not to test" (A look at the value of test 
marketing) 
March (p. 54): "We love our desserts" (A report on "America's Sweet 
Tooth" study) 
April (p. 54): "Pick a card, any card" (A report on a study of consumer 
views of credit cards) 
May (p. 88): "Psychographies: divide and conquer" (Review of "Be­
yond Mind Games: The Marketing Power of Psychographies") 
June/July (p. 54): "A church surveys its congregation: contemporary 
or traditional?" 
October (p. 54): "Biz-to-biz technique aims to bridge the gap" (A 
research technique that examines gaps in perception of employees 
and customers) 
November (p. 78): "Two books explore what's behind the numbers" 
(Reviews of "The Seasons of Business" and "Selling the Story: The 
Layman's Guide to Collecting and Communicating Demographic 
Information") 
December (p. 126): "581,200 Elvis fans can't be wrong" (A look at 
tabulating the ballots for the Elvis stamp) 

51 



CLASSlFIEB ADS 

Marketing Research Professionals 

Tesar-Reynes, Inc. is an executive search firm specializing 
in marketing and communications. We are one of the 
largest such firms in the country. Currently we have a 
variety of research assignments from advertisers, agencies 
and consulting firms. Our requirements include: 

-5+ years of experience in consumer and/or business to 
business marketing research 

- Advanced degree desirable 
- Previous research positions with advertisers, agencies, 

recognized consulting firms and/or suppliers 
-In-depth knowledge of qualitative and quantitative 

techniques and analytical software 
-Obvious and demonstrable communication and leadership 

skills 

Positions available in the Chicago metro area, midwest 
and west coast. 

Please send resume to: 

Te.sar-Reynes, Inc. 
500 N. Michigan, Suite 1300 

Chicago, IL 60611 
FAX: 312-661 -1598 

Manager-Qualitative Services 

Growing market research and consulting firm is seeking 
experienced manager for qualitative research. Position 
requires minimum 5 years of experience in: (1) Manag­
ing and interacting with focus group facilities; (2) Pre­
paring cost estimates; (3) Monitoring budgets and sched­
ules; (4) Writing screeners & specifications for focus 
groups ; (5) Hiring, training & supervising internal re­
cruiting staff and (6) Recruiting participants for research 
studies (particular emphasis on medical practitioners). 
Strong written & oral communication skills required. 
Salary depends upon qualifications. Send resume & 
salary requirements to: Dr. Carl Finkbeiner, Direc­
tor of Recruiting, National Analysts, 1700 Market 
St., Phila., PA 19103. Equal opportunity employer. 

Headquarters: Quirk' s Marketing Research Review, 6607 

18thAve. So. , Minneapolis, MN 55423. Phone& fax 61 2-

861 -8051. 

West Coast: Lane Weiss & Associates, 10 Black Log Rd., 

Kentfield, CA 94904. Phone & fax 415-461 -9555 
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LISTING ADDITIONS 

Please note the correction to the following listing from the 1993 
Directory of Qualitative Research Facilities (corrected text is shown 
in bold): 

OMR-Oichak Market Research 
7255 Hanover Pkwy., Stes. A&B 
Greenbelt, MD 20770 
Ph. 301 -441 -4660 
Fax 301 -474-4307 
Contact: Jill Siegel 
1 ,3,6,78, 8 

Please add the following firms to the 1993 Directory of Qualitative 
Research Facilities: 

The Videoplex 
3700 Woodland Dr. , Ste. 700 
Anchorage, AK 99517 
Ph. 907-248-9999 
Contact: K.C. Cersosimo 
1 ,3,6,7B 

GRA Focus Facility 
4717 Laurel Canyon Blvd., Ste. 200 
North Hollywood, CA 91607 
Ph. 818-508-1096 
Fax 818-508-1 099 
Contact: Jacqueline Born 

Sunstat Market Research 
10715 Charter Dr. , Ste. 260 
Columbia, MD 21044 
Ph. 41 0-995-0958 
Fax 301 -596-3946 
Contact: J. Bradford Coker 
1 ,3,6,7B 

iNFOCUS Group Services 
5101 Cleveland St. , Ste. 304 

P.O. Box 62816 
Virginia Beach, VA 23466-2816 
Ph. 804-490-1351 
Fax 804-393-2048 
Contact: Grace Fuller Stanton 
1 ,3,6,7,8 

Please add the following firms to the 1992 Directory of Mall Research 
Facilities: 

Advanced Research in Marketing, Inc. 
Findlay Village Mall 1800 Tiffin Rd. 
Toledo, OH 45840 
Ph. 419-425-4532 
Fax 419-425-4430 
Contact: Mary Rizer 
lncome-NA Stat. -5 1,2 
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Trade Talk 
continued from p. 54 

says. 
"We saw that the private enterprise system wasn't really 

functioning in the area of Medicaid. In the rest of the market­
place the pharmaceutical industry has done the target market­
ing. They know who the physicians are in private practice and 
what their prescribing patterns are. But the Medicaid market 
was kind of left alone. There was the feeling that it was for 
poor people and inner city people. And because they can only 
afford ~heaper generic products you couldn ' t do much in the 
way of marketing." 

Largest customers 
That used to be the case, Shah says but the passage of the 

Pharmaceutical Prudent Purchasing Act legislation in 1990 
changed things. "Medicaid is a $5 billion chunk of business. 
The federal and state governments are the largest customers 
of the pharmaceutical industry. So the government said that 
if the pharmaceutical industry is giving rebates to other 
customers, why not to the state and federal government? In 
tum, the pharmaceutical companies said, we will provide you 
with the rebates you ' re asking for, but you should open up 
your formularies to all the products. Why should the Medic­
aid people be deprived of the good products that are avail­
able? 

"So that meant that instead of a restricted market with 
. cheaper generic products, the Medicaid market is now like 

any other. You have the whole gamut of products available. 
That changed the market dynamics. Before, the pharmaceu­
tical companies weren't really calling on the physicians that 
provide health care to the Medicaid population. Now there is 
the need to identify who they are, what their needs are what 
be able to tell them about the company ' s products that are 
now available on the formularies." 

States aren't equipped 
In general, the states acknowledge that they aren't equipped 

to provide detailed information on their rebate claims. They 
don't have the resources to deal with 400 manufacturers and 
give them printouts of product usage. "An intermediary like 
ourselves can do that more efficiently and economically," 
Shah says. 

Advanced Research in Marketing, Inc. 
Western Woods Mall 6270 Glenway Ave. 
Cincinnati, OH 45211 
Ph. 513-772-2929 
Fax 513-782-4153 
Contact: Cindy Decker 
lncome-NA Stat.-5 1,2 

Advanced Research in Marketing, Inc. 
Chesterview Hills Mall2929 So. Dixie Hwy. 
Crestview Hills, KY 41017 
Ph. 513-772-2929 
Fax 513-782-4153 
Contact: Cindy Decker 
lncome-NA Stat.-8 1 ,2 

January, 1993 

It's been an exercise in patience dealing with the state 
bureaucracies, which are slow to change and which were 
initially resistant to the system because it serves as a kind of 
watchdog, Shah says. "But as we explained to them, they 
have to provide this information. In addition, I've heard 
figures that almost one-fifth of the claims were in dispute. 
There are several pharmaceutical companies saying that if 
the states' claims don't come close to what they know to be 
true they're not going to pay. The only way to solve those 
issues is to have some information at the pharmacy level." 

Micro marketing 
Along with helping the reimbursement process, the infor­

mation can also aid pharmaceutical companies in their mar­
keting efforts, Shah says. "Most micro marketing or target 
marketing efforts are dependent on projected data. In our 
situation, we have complete information on all Medicaid 
transactions which we can segregate to activity for high 
prescribers. When a client company takes a look at our 
information by therapeutic category, they have the physician's 
name, address, specialty and exactly what he prescribed in 
the past 12 months, how many, what products, the dollar 
amount reimbursed. A client can ask, is that physician a 
prescriber of my brand or a competitor? If he's a big pre­
scriber of a competitive brand you can plan your sales 
presentation to point out the strengths of your brand." 

No data on usage patterns 
Shah says the idea for the system took hold after he 

attended a meeting of Medicaid pharmacy administrators. "I 
asked them if they had looked at drug usage patterns among 
Medicaid users as to what products are more prevalent in the 
Medicaid population. And they said, 'We don't have that 
kind of information. We don't have the resources for that.' 

"The demographics of the people who receive Medicaid 
benefits are different from the rest of the population. Their 
medical and pharmaceutical needs are different. And when I 
discovered that this kind of information really wasn't avail­
able, the idea for the system became clearer. 

"The other audit services are set up on a national sample on 
the assumption that the market is homogeneous. Medicaid 
actually occurs in pockets in the inner cities and around 
nursing homes and we felt that it wasn't adequately repre­
sented in other information that exists in the marketplace. "0 

Tannenbaum Research Services 
Outlet Square Mall 4166 Buford Highway 
Atlanta, GA 30345 
Ph. 404-321-1770 
Fax 404-636-3037 
Contact: Judy Tannenbaum 
H-50% M-40% L-10% Stat.-7 2,3 

Tannenbaum Research Services 
South DeKalb Mall #80 
Atlanta, GA 30034 
Ph. 404-321-1770 
Fax 404-636-3037 
Contact: Judy Tannenbaum 
H-30% M-50% L-20% Stat.-8 2,3 
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By Joseph Rydholm 
managing editor 

Bringing a little private enterprise to 

Medicaid 

A fter legislation passed in 1990 requiring pharma­
ceutical companies to give rebates to state and 
federal governments for pharmaceuticals purchased 

for Medicaid patients, Bob Shah had an idea. 
Shah, president of Data Niche Associates, Inc. (DNA), a 

Libertyville, Illinois-based research firm specializing in data 
for the pharmaceutical industry, knew that there were prob­
lems with the rebate process. One of the biggest was the fact 
that the information states supplied to pharmaceutical com­
panies was often vague. 

For example, each quarter a state Medicaid program sends 
a "bill" to drug company X stating that over the past three 
months it has reimbursed pharmacists for 1000 units of its 
product A and 500 units of its product B. Based on that 
consumption it asks for a rebate. 

The problem, Shah says, is that the states don ' t provide a 
detailed breakdown. "It ' s like the phone company sending 
you a bill for $500 of long distance without showing you a list 
of the calls. All they say is, 'According to ou~ records, these 

are the figures. ' And the pharmaceutical companies look at 
their internal sales documents and those from their wholesal­
ers or other audits that they have to make a comparison and 
they find that there are errors on both sides. Many times the 
state information is inaccurate." 

Prescribing habits 
So the staff of DNA worked for two years to develop a 

system that processes Medicaid prescription records from 20 
states to provide clients data on the prescribing habits of 
physicians and pharmacies serving Medicaid patients. This 
information gives the pharmaceutical companies another 
source to consult when examining rebate claims. 

"We get the transaction data and we can break it out at the 
pharmacy level so that the pharmaceutical companies can 
look at consumption of their own products at the pharmacy 
level and at the trend within that pharmacy over a four quarter 
period to see if it compares with their internal record," Shah 

continued on p. 53 

Making names 
At NameLab, we've made product and company names like Acura, AutoZone, 

Compaq, Cycolnr, Geo, Lumina, Sequa and Zaprnail by constructional linguistics. 
The result of a NameLab project is a report presenting and analyzing registrable 

names expressing your marketing ideas. We quote costs accurately in advance and 
complete most projects within four weeks. 

For information, contact ·N ameLab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415-063-1639 NAMELAB® ~ax 415-563-9176 
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Experience Is The Best Teacher: 
We cordially invite you to learn marketing research methods and applications from the professionals who have done more 
customized marketing research and have taught it to more people than anyone else in the world. 

When you attend a Burke Institute seminar, you 
participate in more than an exciting, on-target 
learning experience. You learn from what we 
have learned by doing tens of thousands of 
marketing research studie . Our seminars reflect 
this . invaluable depth of real-life expertise, not 
available to you anywhere else. 

It is just one of the many reasons for the rave 
rev iews we have received worldwide from past 
participants at more than 1,800 marketing research 
seminars conducted by us during the past 18 
years. Here are just a few verbatims from recent 
seminar evaluations: 

1. The best seminar in marketing I've ever taken. Very timely. The 
content is absolutely excellent. Speaker - excellent, engaging . It's 
nice to have someone who can help us to understand . .. Finally, a 
marketing seminar which is both in-depth and practical. 

Director of Market Research, Faultless Starch/Bon Ami 

2. Fantastic-! finally understand the stuff that good college professors 
could not explain if their lives depended on it. Great manual. Speaker 
is really great - I have learned more from him in 2 days than I did in 
2 years in grad school! 

Market Administrator, GTE Directories 

3. If the wealth of information, knowledge and understanding I walked 
away with could be converted to money, I would be a millionaire from 
hereafter. I was never more impressed with an instructor and a 
seminar as I was with this. Workbook like none I have ever been 
exposed to ... somewhat simi lar to the Encyclopaedia Brittanica. 
Speaker dynamic, exciting , brill iant, showed tremendous interest in 
the subject as well as each participant. 

Project Coordinator, General Foods 

4. Super- best 2 day seminar I've ever had. Totally targeted. Best 
workbook I've seen in terms of walking away with a great memory 
jogger. Super speaker. 

Manager, ICI Pharmaceuticals 

5. I have listed more than 30 ideas for immediate implementation at my 
company. Outstanding speaker: expert, enthusiastic, as good a 
listener as he is a teacher. 

Manager, Consumer Research, Heinz 

6. Fantastic and on-track! The manual will be a great addition to our 
reference library ! Priceless ! So well laid out. Speaker excellent, 
interesting - on-track. 

Product Researcher, Midmark Corporation 

7. The best (seminar) I've attended. Outstanding association of statistics 
to marketing research problems. Linked statistical background of 
MBA to study concerns I face everyday. (The speaker) explains 
statistics and methods better in 2 days than most professors have 
done in a semester of undergrad and grad work. 

Business Research Analyst, Dow Chemical 

8. Fantastic! Even though I have an M.S. in slats I have never had such 
a clear picture of how to apply stat techniques before. Wonderful 
examples to explain the theories, ideas, philosophies-superb 
(speaker)! Helped to motivate me to expand my use of different 
techniques and explore more possibi lities. 

Marketing Research Analyst, Consumer Power Company 

9. "Intensive" is an understatement. But, I sure feel I got my money's 
worth . I got everything I came for, and more. Incredibly helpful and 
useful information. Terrific workbook. Unique instructor ... someone 
who can "do" and "teach". Wonderfully enthusiastic. 

Principal, CreBive Focus 

10. Incredible- better than I expected. "Biggest Bang for the Buck" of 
any seminar I've ever attended. Fantastic. 

Marketing Research Analyst, Depuy 

BThekt 
:mMifilie 

The BASES Group 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington , Kentucky 4101 1 

(800-543-8635 ext . 6135 ) 
©1993, Th e Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through August 1993 

101. Practical M arketing Research 
San Francisco ............... ... Nov. 2-4 
Chicago ........................... Nov. 23-25 
Cincinnati ...... .. ................ Dec. 14- 16 
Chicago ........................... Jan. 18-20 
New York ............... .. ...... Feb. 8- 10 
Cincinnati ........................ Mar. 1-3 
Boston ........................... .. Apr. 12- 14 
Cincinnati ........................ May 3-5 
New York ....................... May 24-26 
Atlanta ............................ June 21-23 
Boston ............................. July 12- 14 
Cincinnati ........................ Aug. 2-4 

104. Questionnaire Construction Workshop 
Lo Angeles ...... .............. Nov. 9- 11 
New York ............... ........ Jan. 25-27 
Cincinnati .......... ............. . Mar. 8-10 
Cincinnati ...... .... .............. May 10-12 
At lanta .............. .............. June 28-30 
Cincinnati ....................... Aug. 9- 11 

105. Questionnaire Design: Applications and 
Enhancements 
Los Angeles .................... ov. 12- 13 

ew York ....................... Jan. 28-29 
Cincinnati ........................ Mar. 11- 12 
Cincinnati ........................ May 13-14 
Atlanta ............ .. .............. July 1-2 
Cincinnati ........................ Aug. 12- 13 

201. Focus Groups: An Introduction 
San Francisco ................ .. Nov. 5-6 
Bo ton ................... .......... Apr. 15- 16 

203. Focus Group Moderator Training 
Cincinnati ........................ Nov. 17-20 
Cincinnati ........................ Jan. 4-7 
Cincinnati ........................ Feb. 2-5 
Cincinnat i ........................ Mar. 2-5 
Cincinnati ............. ........... Mar. 30-Apr. 2 
Cincinnati .......... .. ............ June 15-18 
Cincinnati .... .. .... .... .......... July 20-23 

301. Writing and Presenting Actionable 
Marketing Research Reports 
Cincinnati .. ..... ................. Dec. 7-9 

ew York ....................... Feb. 15-17 
Cincinnati .. .. .................... Mar. 22-24 
New York ...... ................. June 7-9 
Cincinnati ........................ Aug. 23-25 

401. Managing Marketing Re earch 
Cincinnati .. .... .... .. ............ Dec. 10-11 
New York ....................... Feb. 18-19 
Cincinnati .............. .......... Mar. 25-26 
Cincinnati ........................ Aug. 26-27 

501. Applications of Marketing Research 
Cincinnati ........................ Dec. 17- 18 
New York ....................... Feb. 11- 12 
Cincinnati .................... .... Mar. 4-5 
Cincinnati .................... .... May 6-7 
Atlanta ............................ June 24-25 
Cincinnati ........................ Aug. 5-6 

502. Generating and Evaluating New 
Products and Services 
Cincinnati ....................... Jan. 14-15 
Chicago ........................... Apr. 29-30 

504. Advertising Research 
Cincinnati ..... .. ................ Nov. 19-20 
Cincinnati .. .. .. .... ............. Feb. 24-25 

ew York .... .. .... .. .......... . Apr. 22-23 
Cincinnati ....................... July 22-23 

505. Positioning and Segmentation Research 
Cincinnati ....................... Nov. 17- 18 
Cincinnati ....................... Feb. 22-23 
New York ....................... Apr. 20-2 1 
Cincinnati .................... ... July 20-21 

506. Customer Satisfaction Research 
Cincinnati ....................... Nov. 2-3 
Chicago ... .. .................. .... Jan. 2 1-22 
New York ....................... June 10-11 

601. How to Summarize, Interpret 
and Explain Marketing Research Data 
Cincinnati ....................... Jan. 18-19 
Cincinnati ....................... Apr. 5-6 
New York ....................... May 27-28 
Boston ............................. July 15-16 

602. Tools and Techniques of Data Analysis 
Cincinnati ....................... Nov. 30-Dec. 3 
Cincinnati ....................... Feb. 9- 12 
Cincinnati ....................... Mar. 15-18 
Chicago .......... .. ............... May 18-2 1 
New York ................... .... July 6-9 
Cincinnati ....................... Aug. 17-20 

603. Practical Multivariate Analysis 
Cincinnati ....................... Jan. 20-22 
Cincinnati .. .. .......... ......... Apr. 7-9 
Cincinnati ....................... June 2-4 

ew York .. .... .............. ... July 28-30 

701. International Marketing Research 
New York ....................... Jan. 12-13 

702. Business to Business Marketing Research 
Cincinnati ..................... .. Nov. 4-6 
Cincinnati ...................... . Jan. 11 -13 
Chicago ........................... Apr. 26-28 

Four-Week Certificate Program 
Cincinnati .......... .. .. Mar. 1-26 
Cincinnati .............. Aug. 2- Aug. 27 

2-Week Segments 
Cincinnati .... .. ........ May 3- 14 
Atlanta ...... .. ........... June 2 1-July 2 

Please call Lisa Raffignone at 800-543-8635 (ext. 6135) for schedule infonnation for the following 
seminars which are also currently offered by the Insti tute: 
• Introduction to Marketing Research 

Marketing Research for Decision Makers 
Focus Groups: An Applications Workshop 
Effective In-person Presentation of Marketing 1nfonnation 

• Pricing Strategy and Research 
Using Mult ivariate Analysis: A P.C. Based Workshop 

• Experimental Designs for Marketing Research 
Industry Specific Seminars 
• Healthcare • Financial lnsti tut ions 
• Phannaceutical • Public Utilities 
• Telecommunications • Automotive{fransponation 
Planning Marketing Strategies and Tactics Using Actionable Research 

• Effectively Selling Marketing Re earch Services 
Negotiating Marketing Research Contracts 

• Strategic Market Simulation 

ALL OF THE ABOVE SEMI ARS ARE A VA1LABLE FOR IN-HOUSE PRESENTATION. 

Please look over the list of our current seminars. Then call us toll ­
free. We wi 11 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 606-655-61 35. 
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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 measurementsM - we put research into action. We 

work with you to deploy the voice of the customer thrqughout 

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, call for our free brochure: 1-800-446-1690. 
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