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Real Stats. Real Easy. 
SPSS for Windows gives you answers your spreadsheet or database can't. 

It's a great value at $695! 
learn Fast, Work Fast Complete Data Management and Editing 
"Stumbling blocks to statistical analysis are 
eliminated with SPSS for Windows. You don't 
have to be a programmer to use it and you don't 
have to be a statistician to understand it" 

"A breakthrough in data capacity and esse of use .. .impressive. "-Alan 
Fridlund, Info World. There's no limit on the number of variables you can analyze. 
Read data directly from Excel,™ Lotus,® .dbf and SAS® transport files. Work live 
with Oracle® and SQL Server™ data. Edit and use data many ways, easily. 

- Richard O'Reilly, Los Angeles Times. 
The 100% Windows interface makes doing 
analysis simple. 
Context-sensi­
tive help and an 
on-line glossary 
of statistical 
terms are just 
a click away. 

Automatic 
Statistical Graphics 
"A complete set of graphics and charting 
capabilities."- Marc Ferranti, PC Week. 
Create business charts or statistical charts 
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automatically. Unlike other stats packages, 
edit the charts directly on-screen without 
respecifying. 
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what spreadsheets or databases can offer. You need a pack­
age that is designed for real statistical analysis, reporting and 
charting- and is easy to use. You need SPSS® for Windows:M 
the real stats, real easy combination that delivers real value. 

You'll break out of the spreadsheet cell with SPSS for 
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sample, aggregate, explore, summarize, poke and prod, slice and 
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into databases, improve quality, conduct research studies, fore­
cast sales and prepare reports with ease. All without writing com­
plex macros or queries. Find relationships, see patterns and trends, 
determine significance and use the past to predict the future. 

Learn fast, work fast. Prepare for your analysis quickly with 
SPSS' full-featured Data Editor. Choose from a broad range of 
statistical routines, including those in specialized add-on mod-
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.. For more statistical 
analysis tools than 
you'll get from a 
spreadsheet such 

as Excel, without the steep learning 
curve, SPSS for Windows is a great 
buy."-Michael Burgard, PC/Computing. 
Widely used statistics such as crosstabs, 
correlations and regression are in the 
Base module. Optional modules with 
unrivaled advanced statistics are avail­
able. You won't grow out of this package. 

ules, that produce full-color charts automatically. 
Hot button between charts and related numerical 
output. Share information using DDE and OLE. 
Put together a great presentation with powerful 
and flexible business graphics and a report writer. 

MICROSOFT® 
WINDONSrM 
CO\m\llBlE 

If you need help, the documentation is full of statistical "how 
to;' and experienced technical support is just a phone call away. 

SPSS for Wmdows -when you need more stats than a 
spreadsheet or database can offer. 

Order now and get a great value - only $695. 
American Express, Discover, MasterCard or Visa accepted. 
Unconditional60-day money-back guarantee. 

Fax (312) 329-3668 or 
Call (800) 345-5383 

Chicago · Washington, DC • Chertsey, UK · Gorinchem, The Netherlands · Munich · New Delhi · Singapore · Stockholm · Sydney· Tokyo · And Distributors Worldwide. 
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Here's 
looking 

at 

I f they ever build a TV commercial 
Hall of Fame there will surely be a 
space reserved for Iron Eyes Cody. 

Cody-you may remember him as the 
"Crying Indian"-was the "star" of the 
long-running public service announce­
ment for Keep America Beautiful, Inc. 
(KAB) that ran on TV stations across 
the country during the 70s and 80s. Few 
who saw the commercial could forget 
its image of a single tear crawling down 
Cody's face as he reacted to the actions 
of litterbugs. 

Effective though the spot was, it be­
came outdated as the larger issue of 
waste management eclipsed littering in 
the public consciousness as the nation 's 
top garbage-related problem. When 
Keep America Beautiful-a national 
non-profit organization dedicated to 
improving waste handling practices in 
American communities-set to devel- · 
oping a new PSA to address the prob­
lem of waste management, it had to 
answer the question: How do you dupli­
cate the impact of the "Crying Indian" 
spot? 

With the help of research, KAB and 
the Stamford, Conn.-based ad agency 
Rotando, Lerch & Iafeliece developed a 
spot that just might do that. (All of the 
those who worked on the spot, includ­
ing Pytka Productions and Rotando, 
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you, 

kid 
Keep America 
Beautiful uses 
one-on-ones to 

test replacement 
for long-running 

TV spot 
by Joseph R ydholm 

Managing Editor 

Lerch & Iafeliece Advertising, donated 
their time and talents.) 

Surrounded by garbage 
The central image of the new KAB 

spot, which was sent to 1100 broadcast 
and cable outlets in January, is a shot of 
a baby surrounded by mounds of gar­
bage. The commercial begins with a 
close-up of the baby and pulls back to a 
wide shot as actor Michael Douglas 
narrates over the strains of II America 
The Beautiful: II "For future generations, 
our country is leaving behind our know l­
edge, our technologies, our values ... and 
190 million tons of garbage every year. 
Recycling alone just can't do it. Keep 
America Beautiful is an organization 
that can do something. We have solu­
tions that have worked in cities and 
towns across the country. What can you 
do? More than you think!" Viewers are 
then invited to contact KAB for a free 
booklet. One version asks them to write 
to the address on the screen, the other 
flashes a toll-free number. 

Broad appeal 
In one-on-one interviews with con­

sumers to test the ad concept KAB found 
that the image had broad appeal, says 
Jeff Francis, director of communica­
tions, Keep America Beautiful. "We 
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Michael Douglas voiceover with America the 
Beautiful under: For future generations, our 
country is leaving behind our knowledge, our 
technologies, our values ... 

We have solutions that have worked in cities and 
towns across the country. 

More than you think! 
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Advertising Research-------------------------

Dialing ord ars 
PBS station tests direct mail pieces with dial 
reSpOnSe meaSUrement system by Joseph Rydholm/Managing Editor 

f you're a fan of public television 
and/or radio, the words "pledge 
drive" probably strike fear into your 

heart. Pledge drives are an unfortuna .e 
necessity for public broadcasting enti­
ties, which depend on viewer and lis­
tener support to fund their program­
ming and day-to-day operation. Audi­
ences don't like them because they seem 
to go on forever and they foul up regular 
program schedules; the broadcasters 
don't like them because they know 
they 're trying their audience's patience 
as they hammer away at them to start or 
renew their membership. In addition, 
it's difficult to find new ways to beg for 
money year after year. 

For many stations, a less painful al­
ternative or supplement to the pledge 
drive is the direct mail appeal. A PBS 
station in the Phoenix area, KAET-TV, 
uses a direct mail package to ask lapsed 
members to renew their involvement 
with the station. To pre-test the effec­
tiveness of its appeals, the station late 
last year used MACH 2, a dial response 
system developed by Behavior Research 
Center, in four research sessions with 
groups of lapsed KAET members. 

Dialing in 
Like other group response measure­

ment systems, MACH 2 allows each 
participant to privately give his or her 
response to a question by "dialing in" 
the answer using a hand-held control­
ler. Marketers watching the proceed-
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ings are able to see the responses dis­
played in real time on a video monitor 
and add questions based on those re­
sponses. (See accompanying article for 
a more detailed explanation of group 
response measurement systems.) 

The research was conducted by Be­
havior Research Center-Phoenix and 
The Direct Marketing Laboratory, Phoe­
nix. Arnold Schwartz, president of The 
Direct Marketing Lab, says he saw pre­
testing as a way to improve the direct 
mail process, which usually relies on 
response rates from test mailings to 
measure the success of a mail package. 

"Although you know from your mail 
test whether you have a winner or loser, 
many times you don't know why, or 
what to do to improve your test. So it 
seemed to me that direct marketing had 
come of age to the point where it would 
be productive to pre-screen test pack­
ages prior to putting them in the mail, so 
that when you test in the mail the ques­
tion isn't, 'Do I have a winner or loser,' 
but, 'By how much will it win? ' 

"Using the MACH 2 technology we 
...:cveloped a pre-screening methodol­
ogy for direct mail pieces. Respondents 
hold a ten point dial in their hands and 
they use it to register their responses to 
multiple choice questions or as a scale 
from one to ten. We developed a system 
to test new packages against a control to 
determine the likelihood of beating it, 
equaling it or losing to it. Packages are 
evaluated on potential stopping power 

of the components, the offer, and graph­
ics. In addition, copy can be evaluated 
line by line. Furthermore, questions can 
be added as the research is going on as 
unexpected issues surface." 

Best of both 
Through the research, KAET was able 

to test two mail pieces and determine . 
which was strongest. In the end, based 
on the research findings, the station has 
decided to combine the best elements of 
both packages, says Kelly McCullough, 
formerly viewer marketing manager 
with KAET, now with QED Communi­
cations, Pittsburgh. 

"The two mailers were very similar in 
terms of graphic presentation and color. 
There were some different nuances in 
the copy, but they were very similar 
packages. When we walked into the test 
we were thinking, let 's see if package A 
beats package B. When we walked out 
we said, well, package A wins but let's 
also integrate the positive aspects of 
package B." 

The four sessions were structured this 
way: Each began with an introduction 
section during which respondents used 
the MACH 2 devices to enter basic 
information about themselves. This 
served to train them in using the tech­
nology. Next carne the actual testing of 
the direct mail packages. The sessions 
finished with a focus group to elicit 
more open-ended responses. 

"We added the focus groups for addi-
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tional depth of diagnostic information, 
to peel back the onion a little more and 
allow room for spontaneous reactions 
that you don ' t get in quantitative," 
Schwartz says. "We found that although 
these were lapsed members, they were 
very loyal. They felt guilty about their 
membership lapsing. Some had lost their 
jobs or had another excuse, but they still 
wanted to be a part of the station." 

A void group-think 
The focus groups were also helpful, 

McCullough says, because they allowed 
the station staff to get individual re­
sponses as well as group responses, thus 
avoiding the group-think syndrome. 

"You can get discrete information 
from respondents first and then get re­
sponses from a group within the focus 
group environment. As you know, in a 
focus group situation things can often 
be dominated by one or two people, and 

I think you really avoid group-think 
with the MACH 2. I would liken some 
of the older research technology to Pong, 
and with this system we 've moved into 
the Nintendo generation." 

The respondents viewed the compo­
nents of the direct mail pieces on slides. 
This capability gives marketers free­
dom to test rough executions of ideas 
before going to production, Schwartz 
says. "It gives you some leeway be-

continued on p. 30 

Group response 111easure111ent syste111s 
aid in ad testing and 111ore 

Editor's note: Jim Strelchun is vice 
president of marketing with Ortek Data 
Systems, Inc., a Beaverton, Oregon­
based maker of response measurement 
systems. 

If you saw much of the TV news 
coverage of the presidential cam­
paigns, there's a good chance you 

also got a peek at the results of some 
audience's blow-by-blow, graphed rat­
ing of a Bush-Clinton debate. The in­
stantaneous results were provided by an 
electronic system that monitored and 
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by Jim Strelchun 

displayed the audience's voluntary re­
sponses during each second of the de­
bate. 

Audience or group response measure­
ment systems (RMS), while known by a 
variety of names, all share a common 
purpose: find what the people in a gath­
ering think about any issues or material 
presented and then display that infor­
mation instantly. RMS products serve 
the insatiable demand for instant, ac­
tionable information found in virtually 
every application involving people in 
group settings, especially in market re-

search. 
For market researchers and consult­

ants, RMS can be a tool for enhancing 
the accuracy, quality and speed of pri­
mary research applications. Their use is 
increasing as familiarity, know ledge and 
confidence in them grows. Such factors 
as improved cost, technology and us­
ability have contributed to the growth. 
RMS, which three years ago cost from 
$15,000 to $60,000, is now available 
for $3,500 to $20,000. Technological 
improvements have made RMS more 
dependable and reliable, and most no 

continued on R· 31 
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Multivariate and perceptual mapping with 

discriminant analysis 
by Steven Struhl 

Editor's note: Steven Struhl is vice president, senior meth­
odologist with Total Research Corporation, working in their 
Chicago office. 

D iscriminant analysis can give you highly useful mul­
tivariate or "perceptual" maps of many types, in­
cluding a few that should be better known. These 

maps often neatly summarize large amounts of information 
and can provide particularly strong insights about which 
variables you are studying best differentiate between groups, 
while showing how these variables relate to each other. 

Discriminant analysis: a brief review 
Discriminant analysis, as a reminder, was designed ex­

pressly to determine what best distinguishes or tells apart 
groups. This makes it an excellent technique for use in 
research, where we often need to address such questions as 
how cluster groups differ, what differentiates those "ex­
tremely likely" to buy from others with less interest, and so 
on. 

This procedure requires one dependent or "grouping" 
variable. This variable must be categorical, of course, and not 
continuous as it can be in regression. You must identify each 
respondent (or thing you are analyzing) as the member of one 
group. 

You can become quite creative about what constitutes a 
"group," though, as long as no indivirl t<al gets into more than 
one. We have encountered many original grouping vari­
ables-and sometimes invented a few. For instance, we came 
across a single grouping variable created from both age and 
income information. In this case, Group 1 was defined as 
those age 18-24 with incomes under $35,000; Group 2 as 
those age 18-24 with incomes over $35,000; Group 3 those 
age 25-35 with incomes under $35,000, and so on. Another 
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original grouping variable divided respondents based on both 
their first and second favorite products in a category. 

You can have a large number of groups, if your sample (and 
computer) will allow it. We have seen some analyses with 
over 50. With many groups, however, you should expect 
relatively low levels of correctly predicting who belongs in 
which group, although you can still get interesting maps. 

Discriminant mapping basics 
Discriminant analysis produces functions, or equations, 

that combine the independent variables. Each equation looks 
like a regression equation, in that it combines variables 
additively with a weight or coefficient given to each. How­
ever, discriminant analysis does not try to predict some 
specific value of y from a combination of x variables, as in the 
familiar regression form: 

y = atxt + a2x2 + a3x3 ... 
Rather, discriminant analysis seeks to differentiate most 

strongly among the groups identified by the dependent vari­
able. It develops coefficients for each independent variable 
(x) that lead to total scores (y) for each respondent, with the 
goal of making the scores in each group as different as 
possible from those in all other groups. 

To make matters more complicated, discriminant analysis 
can (and usually does) produce more than one function or 
equation. The number of functions is limited by the number 
of groups, or the number of independent variables-and must 
be at least one less than the smaller of the two. So, a 
discriminant model looking at four groups and fifteen inde­
pendent variables could have up to three dimensions. An 
analysis looking at ten groups and seven independent vari­
ables could have up to six dimensions. 

These dimensions are strictly independent of each other, 
and so in a map are shown at right angles. A map of the firsr 
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two discriminating dimensions would fall onto a standard x/ 
y plane. Three dimensions becomes difficult to plot, and 
more difficult to interpret. You can get four dimensions 
(more or less) onto a single map, by overlaying different 
colors for values in the fourth dimension onto a three­
dimensional surface. Trying to get a client to understand a 
map like this is another matter. 

Fortunately, in many cases, the first two or three dimen­
sions identified explain most of the variance, or patterns of 
differences, in the data. Plotting these often lets you see 
everything important. This ability to combine many variables 
into "dimensions" can give you the next best thing to "look­
ing into high-dimensional space." That is , you can see the 
effects of many variables at the same time, perhaps more 
easily than with most other techniques. 

Discriminant analysis can also provide you with other 
information that can get displayed graphically. For instance, 
it shows how well each group has been identified, gives 
detailed information about how much groups look alike, and 
even can provide each respondent's likelihood of belonging 
to each group. 

Point-vector maps from discriminant analysis 
Sometimes you will see a discriminant map in which 

groups being analyzed are shown as points and the significant 
independent variables are shown as vectors. The points 
represent the averages (or centroids) of the groups on the 
dimensions shown. In the example following we will con­
sider a map based on a survey questionnaire, with each 
variable being simply the responses to one question. The 
dependent or grouping variable identifies each respondent as 
a member of one group developed by a clustering analysis. 

a. Putting respondents on the map 
The group averages get plotted by using respondents' 

answers to each question contributing to a dimension. (Usu­
ally the "raw answers" get transformed into standardized 
form-that is, each variable is re-scaled to have a mean of 
zero and a standard deviation of 1). The contribution of each 
variable is shown by its coefficient. Let's suppose we have 
two variables that contribute to dimensions 1 and 2 as shown 
in the following table. 

var1 var2 
dimension 1 .90 .10 
dimension 2 .20 .80 

Now suppose you have three respondents, whose standard­
ized scores on variable 1 are 0.5, 0.6 and 0.7, and whose 
standardized scores on variable 2 are 0.2, 0.3 , and 0.4. Their 
group average on dimension 1 would be: 

.90 x ((0.5 + 0.6 + 0.7)/3) + (.1 0 x ((0.2 + 0.3 + 0.4)/3))) , or .54+ 0.03 or 0.57 

On dimension 2, their average would be: 

.20 x ((0.5 + 0.6 + 0.7)/3) + (.80 x ((0.2 + 0.3 + 0.4)/3))), or 0.12 + 0.24 or 0.36 

March, 1993 

Therefore, the group average would get plotted at (.57, .36) 
on the map. 

b. Putting variables on the map 
Vectors representing independent variables can get drawn 

in any of several ways. Perhaps the simplest of these uses the 
variable's coefficient on each dimension to plot its location. 
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For example, if a variable had coefficients of 0.90 on dimen­
sion 1 and 0.20 on dimension 2, its location would be (.90, 
.20), using the usual convention of showing dimension 1 on 
the x-axis. 

F;gure 1 

Discriminant Point Vector Map: Attributes Strongly Distinguishing Between 
Four Cluster Groups 
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Figure 1 shows a point-vector map, with the variables and 
groups labelled. You need to decide on the group labels by 
examining the position of each group, and the concerns most 
strongly related to it. The variable labels simply reflect the 
questions asked in the survey. 

One problem with this approach is that the group centroids, 
or averages, get larger- and so further from the center of the 
map--as more variables enter the discriminant functions. 
With a large number of variables (say, 50 or more), you often 
find the group centroids far beyond all the individual variable 
vectors on the map. Trying to plot everything together can 
lead to minuscule-seeming variable vectors that are hard to 
read. 

Various solutions have been proposed to this problem, 
including multiplying the variable vectors by several types of 
constants. It is probably simpler to use a scale on the map that 
allows you to see the vectors easily, and then indicate where 
the group centroids would fall by drawing arrows to the edges 
of the map. 

Interpreting the map is simple, once you have determined 
what was done to produce it. If the variable vectors have been 
left unchanged, then the length of each reflects its effect in 
discriminating on each dimension. Longer vectors pointing 
more closely toward a given group average, or centroid, 
represent variables most strongly associated with that group. 
Vectors pointing in the opposite direction represent concerns 
associated less with members of that group than other groups. 

You can often label the axes in discriminant analysis, just 
as you would in factor analysis. Variables with long vectors 
in a given dimension, and particularly those with long vectors 
closest to the axis, have the most to do with that dimension. 
Looking at the variables that influence each dimension most 
strongly can often give you a name for that dimension. 

However, you will sometimes find two or more "ideas" in 
a single discriminant dimension-unlike factor analytical 
dimensions, which tend to capture single ideas. This happens 
because discriminant analysis does not intend to group simi­
lar variables, but rather to find the combination of variables 
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where responses best distinguish between groups of respon­
dents. 

Some authors have suggested plotting the correlations 
between variables and each discriminant function. This is 
possible, but creates some difficulties. Correlations measure 
similarities and not effects. Because variables usually are 
correlated to each other, as well as to the discriminant 
function, one variable will sometimes largely explain the 
effect of another. When this happens, a variable having a 
fairly high correlation with the function can have a small 
coefficient-its effects are largely redundant. Since the vari­
able in.this case would do little to distinguish between groups, 
it would be misleading to show it with a long vector. Most 
audiences expect variables shown with long vectors to have 
strong effects. This is not always true when you plot correla­
tions. 

I prefer using the correlations as a double-check when 
plotting the coefficients. If a variable has a high coefficient 
and a low correlation to the dimension (the opposite of the 
situation above), we would look carefully to see if its effects 
make sense in the context of the other variables. Sometimes 
you fmd that variables with high coefficients and low corre­
lations with the axis are mostly helping to classify (or identify 
group membership) of a few respondents with strange re­
sponse patterns. This is especially likely if the coefficient of 
the variable runs in the opposite direction from what you 
expect. 

The all-group scatter-plot 
This type of plot shows how members of various groups 

fall on a pair of discriminant axes or dimensions. Sometimes, 
now that plotting software is quickly improving, you will 
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now see 3-dirnensional scatter-plots. In our opinion, these 
can be highly impressive, but usually end up looking too 
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complex to help simplify data. 
All group scatter-plots obviously provide a lot more detail 

about respondents than a simple group centroid or average, 
and can help you see how groups tend to overlap, or where 
they can most easily get confused. 

In the example (Figure 2), the analysis produced 5 dimen­
sions, so you would not necessarily expect to find clear 
structures in just the first two dimensions. What you see in 
this plot is something like the "shadows" of the six groups 
projected onto two dimensions from five dimensional spac.e. 
Since this plot does not show three of the five dimensions, the 
groups could possibly be separated in a way we cannot see. 
However, if the first two dimensions explain all or nearly all 

Marketeam St. Louis: 
your research resource 
in the Heartland. 

When you need .to know what Mid-America 
thinks, Marketeam St. Louis is prepared to give 
you reliable data for sound marketing decisions: 
Fully equipped focus group facilities, modern 
kitchens and comfortable viewing rooms; plus 
a roster of experienced discussion leaders. 
Recently remodeled CRT inteNiew facility with 
28 telephone stations with remote monitoring, 
plus 30 additional phone stations. 
Experience in mall intercepts, taste tests, mystery 
shopping, in-home placement, store audits. 
Facilities are convenient to the airport and inter­
states, fine hotels and dining. 
For more information or for a specific proposal, 
call Vicki Thies at (314) 878-7667. 

MOrketeam 
ASSOCiates 

1807 Park 270 Drive, Suite 300, St. Louis, MO 63146 

Circle No. 706 on Reader Card 
13 



of the variance in the discriminant solution, you would expect 
to see clearly-defmed groups in the scatter-plot. 

The discriminant "territorial map" 
a. What are territories? 
This map provides a concise summary, but more informa­

tion than a point-vector map about how groups differ on the 
discriminating dimensions. Based on the discriminant scores 
of the groups' members, this map shows regions, or territo­
ries, most strongly associated with each group. Each territory 
defines a "place" where you are most likely to find members 
of one group. Recalling that each dimension in discriminant 
analysis represents a set of variables that distinguish between 

Fi gure 3a 
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groups, you can see how respondents will get into a territory. 

For instance, looking at Figure 3a, respondents with high 
scores in both dimensions are highly likely to fall into Group 
4. However, respondents who have middling scores on the 
first dimension can have a very high score on the second 
dimension and still fall into Group 3.lf respondents have very 
low scores in dimension 2, they are likely to be in Group 2 
regardless of their scores in dimension 1. (We can see this last 
fact represented by the way the territory for Group 2 extends 
across the entire first dimension.) Finally, respondents with 
low scores in the first dimension and high scores in the second 
are very likely to be in Group 3. 

Crossing a line in the chart below brings you from an area 
where respondents are most likely to belong to one group into 
an area where they are most likely to belong to another. This 
type of map can tell you much more about how groups are 
similar and different than one simply showing group aver­
ages (or centroids). You see what combinations of discrimi­
nating variables (such as opinions, behaviors, perceptions) 
most strongly characterize each group and how extreme 
respondents' opinions must be for them to belong in a group. 

b. Some cautions 
These characteristics of the map may require some expla-
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nation to audiences unfamiliar with this form of data presen­
tation. For instance, the map does not show the relative size 
of the groups. Rather, the width of and height of each group 
represents its range of opinions. Width represents the range 
of opinions in each group on the first axis or dimension. 
Groups that vary more on the first dimension will appear 
wider. Similarly, the height of each group represents its range 
of opinions on the second dimension. The map does not show 
how much the groups overlap. Rather, it accentuates the 
differences between the groups. 

Unfortunately, the map, as produced by available statisti­
cal programs, needs work before it becomes fully informa­
tive- as Figure 3a may make clear. You will need to label the 
dimensions by finding which variables contribute strongly to 
each. (As a quick rule, look for the variables that have both a 
relatively high standardized coefficient within, and some 
correlation with, the dimension.) You will also need to 
clearly demarcate the territories. The numbers running along 
the boundaries in the print-out show which group "owns" 
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-2 
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~lgure 3b 

Discriminant Territorial Map: Key Attributes 
Distinguishing Between Four Fictional 

Attitudinal Segments among 
Prospects for Home Health Care Services 

Money 
Savers 

Dimension 1: Value Commitment, Personal Service, Extra 
Attention 

(dimension distinguishes somewhat more strongly botwMn groups) 

Notes: 
This map does not show the size of each group. Rather, the height and 

length of each group in the space represents its range of opinions. 
Groups that vary more in opinions on the first dimension will appear 

wider. Those that vary more on the second dimension will appear taller. 
This chart does not show the overlap of the groups. Rather, it accentuates 

the ways in which the groups differ. 

each area. Spending some time cleaning up the map (as in 
Figure 3b) can make this a highly informative and vi.sually 
compelling summary of what differentiates the groups. 

Putting techniques together: the vector-territorial map 
Overlaying vector for variables and territories for groups 

can provide an interesting summary of the data, and give 
more information than the simple centroid (or dot) that 
defines each group in a point-vector map. So far, while I have 
produced a number of these, I have not ~een any from other 
sources. This type of map could well deserve more use. The 
example following (Figure 4) uses the same data as in Figure 1. 
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Practical aspects of mapping 
These maps are not yet as simple to create as a bar chart, but 

with advances in charting software they have become rela­
tively painless. The basic data can come from any statistical 
program that performs complete discriminant analysis. SPSS, 

F.'gure4 

Discriminant Vector-Territorial Map: Attributes Strongly Distinguishing 
Between Four Cluster Groups 

Systat and SAS will give you nearly everything you need to 
do these maps, although (for now) SPSS is the only one that 
easily and directly produces a territorial map like the charac­
ter-based (typed) figure 3a. 

One problem with these programs is that they do notal ways 
produce the chart output you need for presentations. The 

continued on p. 43 
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The high costs of telephone interviewing getting you down? 1/H/R Research Group can help - with the 
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What makes 1/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
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If you ' re tired of the same old song and dance, give 1/H/R Research Group a call. We' 11 make sure your job's 
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Advertising Research-----------------------

Qualitative ad research: walk 
like a researcher, think like a 
creative person by Daisy Spier 

Editor's note: Daisy Spier is a mod­
erator and head of Spier Research 
Group, Larchmont, New York. 

A dvertisers and advertising agen­
cies are always on the lookout 
for consumer trends. Market­

ing research helps them identify these 
trends. But interestingly, the trends we 
rarely think about are the trends within 
marketing research, and specifically 
advertising research. 

One of the trends that is apparent 
today is the move to increased qualita­
tive research due to budget and time 
constraints. Whereas qualitative re­
search used to be used solely for devel­
oping hypotheses and options, now in 
many cases it has become the entire 
research process. If there is no quantita­
tive follow-up, then it is the responsibil­
ity of the moderator to get more out of 
the qualitative research, to add to the 
educated intuition of marketing and cre­
ative people. 

What sets great advertising research 
apart from mediocre research? How can 
we optimize qualitative strategic and 
diagnostic research? 

Of course, the first step is to consider 
the objectives of the project, the nature 
of the product or service, and the target 
to whom the advertising will be ad­
dressed. 
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Butequallyimportant(andoftenover­
looked), the moderator has to think like 
a creative person. Just as a moderator 
puts herself in the shoes of the respon­
dents, she should understand the mindset 
of the writer and art director assigned to 
the project in question. That means 
you've got to appreciate what their job 
is, and how they do it. 

In strategic development research, the 
moderator should ask herself, what does 
the creative person need to know and 
how will that information be used? How 
can I best learn and then communicate 
to the creatives what the consumer is all 
about? What his mindset is? How and 
why he uses the product? How his sense 

advertising to test, the moderator has to 
appreciate that the creative person has 
digested a great deal of background 
information and miniaturized it into a 
30 second commercial or a print ad­
quite a feat when you think about it! 
What creatives really need is the hot 
button that moves people, that emotion­
ally connects them to the product by 
creating positive feelings about the prod­
uct and/or by what it can do for them or 
their self-image. What they don't need 
from researchers is long-winded rheto­
ric and a laundry list of consumer re­
sponses without accompanying analy­
sis. 

To accomplish this the following con-

In strategic development research, the moderator 
should ask herself, what does the creative person 
need to know and how will that information be 
used? How can! best learn and then communicate 
to the creatives what the consumer is all about? 

of self is tied to the product? What sets ditions should be met: 
the product apart from other products in 1. Select a moderator who under-
the category? stands the creative process-how strat-

In advertising evaluation and diag-

nostic research, when presented with continued on p. 38 
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Advertising Research----------------- ------

Studies finds more proof that 
magazine advertising works 

T wo studies conducted by Family 
Circle magazine, Citicorp POS 
and Simmons Market Research 

Bureau have come up with some pretty 
convincing evidence of the effects of 
magazine advertising. The first, the 
Family Circle Advertising Impact 
Study, followed the buying habits of 
nearly 400,000 households in four metro 
areas during a 28-week period. 

The advertising impact study mea­
sured the purchasing habits of two 

groups, one group was exposed to the 
advertising in an issue ofF amily Circle, 

Fami 
the other was not. (Family Circle has a 
circulation of 5 million copies, includ-

ing single copy and subscriptions.) The 
purchases of both groups were moni-

ircle 
tared over a 28-week period beginning 
on December 30, 1991. The period was 
broken down into three segments, a 12-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ wrekpre~erio~a~wrekob~~ation 

Statistical power ... 
without tears! 

Profile your best segments 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; 

• Control and interaction - Interactive 
feature enable you to refine the analysis 
to achieve optimum results. 

, Call now! 1-800-387-7335 
Satisfaction Guaranteed ® FirstMark Technologies Ltd 6t3n23-8020 Fax: 6 t3n23-8048 
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period; and a 12-week post-period. 
"The most significant finding is that 

magazine advertising had profound, sig­
nificant, and immediate effects on sales 
of the advertised brand. In the past, we 
weren't credited with that," says 
Rebecca McPheters, vice president of 
Information Services at The New York 
Times Company Women's Magazines, 
the company that publishes Family 
Circle. 

"In the late 80s and early 90s there has 
been a lot of talk about advertising ac­
countability and so it seemed that given 
that the tools were available this was 
kind of the time to move the ball for­
ward. The other thing that we were able 
to prove is that magazine advertising 
does reach people who are dispropor­
tionate purchasers of multiple product 

Quirk's Marketing Research Review 
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categories, which r------------------------------------, 
ENDUST is consistent with 

what we had been 
hearing from syn­
dicated research 
fora longtime but 
it was nice to be 
able to validate 
that. So you have 
two effects: the 
audience effect 
that accrues from 
reaching people 
who are already 
predisposed to­
ward a particular 
category and the 
ad effect which 
synergistically 
impacts on that." 

Week Vol/100 HH 

3 
Weekly Volume/100 Households 

2.5 II Base 

2.5 

2 

1.5 

1 

0.5 

0 ...___ __ _ 

Exposed 
+25.0% 

Source: Family Circle Advertising Impact Study 
Study unique 

According to 
the study reports, the study is unique in 
five respects because it: 

1. Focused solely on the effective­
ness of magazine advertising. It did not 

involve intermedia comparisons. 
2. Measured actual behavior-rather 

than intent-at the household level. 
3. Isolated volume effects among 

Control 
+0.0% 

Orest 

Dijf. 
+25.0% 

households with known exposure to 
advertising. 

4. Did not measure the effects of 

continued on p. 56 
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Ad survey finds 
repetition a problem 

Sixty-five percent of respondents to a 
Telenation survey on advertising said 
that repetition of commercials bothers 
them a lot. Telenation is a national tele­
phone survey conducted by Arlington 
Heights, 111.-basedMarketFacts, Inc. In 
the survey, respondents were asked to 
indicate if they were bothered a lot, a 
little, or not at all by the items shown. 

In general, violence scored highly, as 
did repetition. For the most part, men 
and women were in agreement, but there 
were some notable differences. While 
both men and women were bothered a 
lot by repeating commercials (men, 65% 
and women, 66% ), when it came to 

• SURVEY PRO <tm> is friendly all-in­
one 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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Not At All A Little A lot 

violence a much greater number of 
women were bothered a lot (76%) than 
were men (54%). 

The sexes also disagreed consider­
ably when it came to sexuality in adver­
tising. More women were bothered a lot 
by sexual activity (63%) than were men 
(34%). When it came to nudity, women 
again were more inclined to be both­
ered. With regard to male nudity, 53% 
of women surveyed were bothered a lot 
compared to 36% of the men. Predict­
ably, the women 's reaction to female 
nudity was even higher. Of the female 
sample, 58% were bothered a lot by 
female nudity versus 27% of the male 
sample. 

It seems that TV commercials are an 
accepted fact of life. Only 26% of the 

continued on p. 34 
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DENVER'S EXCEPTIONAL 
FOCUS GROUP AND 

CENTUL LOCATION FACILITY 

T 
he Research 
Center is Denver's 
exceptional focus 

group and central location 
, source featuring out­
standing facilities and the 
highest quality recruiting 
and interviewing. 

,.... focus group suite 
is a tastefully decorated, 
contemporary and private facility 
located in an easy-to-find, high­
profile building. The viewing room 
seats 17 comfortably. The conference 
room is 18' x 20' and features wash­
able writing surface, oak rails and a 
bleached oak conference table. 1(2" 
video player and monitor are built-in 
and available at no additional charge. 

ftla 
central 
locatioa 
facility 
is 24' x 24' and 
accommodates 
up to 50 
participants. 
The room is 
wired to provide 
audio and video feeds to the focus 
group viewing room. It features a 
raised platform and podium for the 
moderator and includes a built-in 
easel and wet bar. 

Allnia Sampogn•Baid 
aDd Chris Balthasar 
manage The Research Center. They 
have over twenty years combined 
experience recruiting focus groups 
and central location tests in the 
Denver market. Their goal is to 
provide clients with the highest 
quality recruiting and the best 
facilities in Denver. 
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All recruiting for focus 
groups is conducted from 
The Research Center's 
40-liae talaphoaa 
bank (equipped with CRT 
and ACS Query interviewing 
software). The Research 
Center uses a duplicate 
number database system to 
help insure the highest 
quality recruiting. 

The Research Center 
550 South Wadsworth Suite 101 

Denver, Colorado 80226 
(303) 935-1750 
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Matt Hudson has joined Raleigh, 
NC-basedHarker Research,Inc. as vice 
president. 

Renee Fredman and Michael Hilton 
have each been promoted to the new 
position of vice president with Market­
ing Horizons, Inc., _St. Louis. In addi­
tion, Evelyn Talisnik-Misner and 
Lance Schoff have joined the firm as 
project managers. 

Leslie Farris has joined Van Nuys, 
CA-based Interviewing Service of 
America, Inc. as manager of CRT op­
erations. In addition, Polly Smith has 
been named director of international 
research. 

Kenneth Radigan has been promoted 
to vice president, director, Information 
Services, at St. Louis-based Maritz 

.Marketing Research. In addition, Jack 
Carew has joined the company's At-

Carew Mills 
lanta office as senior account manager. 

NEw ORLEANS ... 
Hygeia Marketing Associates' 

upscale focus group facility! 

• RECRUITING- medical 
executive and consumer 

• UNIQUE-the ONLY facility in 
New Orleans-walk to 
convention center, French 
Quarter, hotels and restaurants 

• FACILITY - two focus group 
rooms with viewing areas, and an 
adjacent, comfortable client 
-lounge 

H••• The Lykes Center • 300 Poydras Street, 17th Floor 
New Orleans, LA 70130• (504) 524-1311 
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David Mills has also joined the Atlanta 
staff as an account executive. 

Kyle Ohm has joined Minneapolis­
based Leon Tyler Marketing Research 
as data collections director. She was 

Ohm 

previously research manager at Custom 
Research Inc., Minneapolis. 

Anne Horn has been named associ­
ate research director at Cramer-Krasselt 
in Chicago. 

Rose Yuen has joined Erlich 
Transcultural Consultants, Woodland 
Hills, CA, as a supervisor of Chinese 
research. Jorge Cherbosque has joined 
the firm's Spanish language qualitative 
department. 

A new executive management com­
mittee has been named to direct opera­
tions at Rockwood Research, St. Paul. 
The committee consists of Kevin 
Macken, vice president-sales director; 
Janel Marner, vice president-opera­
tions; and Bill Etter, vice president­
research director. The change is a result 
of the resignation of Dale Longfellow 
as president of Rockwood. 
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A new executive management com­
mittee has been named to direct opera­
tions at Rockwood Research, St. Paul. 
The committee consi sts of Kevin 
Macken, vice president-sales director; 
Janel Marner, vice president -operations; 
and Bill Etter, Ph.D. , vice president­
research director. The change is a result 
of the resignation of Dale Longfellow 
as president of Rockwood. 

• 
Brunetti & Associates, a New Jer­

sey-based research and data processing 
firm, has moved to new offices at: The 
Mall, Suite 217, 201 Rock Rd. , Glen 
Rock, NJ 07452. Phone 201-652-6448. 
Fax 201-652-6318 . 

• 
St. Louis-based Quality Controlled 

Services has been named a recipient of 
NCR Corporation 's Supplier Excellence 
A ward for 1992. The award was pre­
sented in December in New York by 
Todd Winniger, marketing research 
manager, U.S. Group Marketing Re­
search. Accepting the award on behalf 
ofQCS was Scott Waller, account man­
ager. 

• 
Erlich Transcultural Consultants, 

specializing in Hispanic and Asian re­
search, has opened new corporate of­
fices at21241 Ventura Blvd. , Suite 193, 
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Woodland Hills, CA, 91364. Phone 818-
226-1333. 

• 
Total Research Corp., Princeton, 

NJ, has opened Total Research Argen­
tina in Buenos Aires to provide cus­
tomer satisfaction measurement and 
quality management consulting services 
to companies that are active or expand-

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

ing in South America. Total Research 
Argentina will serve as liaison for cli­
ents of Total Research Corp., providing 
local coordination and facilitation of 
activities involving Total Research's 
product technologies. In addition, 
Johanna Dairies, Inc. has selected Total 
Research Corp. to provide customer 
satisfaction measurement and quality 
management consulting services. 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Erlich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226-1338 
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Update of structural 
modeling software 
available 

Los Angeles-based BMDP Statisti­
cal Software, Inc. is now shipping EQS 
4.0, a structural equations modeling 
program. In addition to offering new 
and enhanced statistical and user inter­
face features , the first version of EQS 
4.0 runs under the MS Windows ope rat-

ing environment and is called EQS/ 
Windows. Structural modeling is a 
multi variate analysis procedure for test­
ing hypotheses about the causal influ­
ences among a system of variables. EQS 
4.0's greatest increase in functionality 
lies in its intuitive and comprehensive 
graphical and exploratory data analysis 
environment. This environment per­
mits visual exploration of single as well 
as sets of variables, imputing for miss-

ing values, recoding and transforming 
variables, and merging and joining data 
sets. In addition to providing standard 
univariate statistics such as t-tests, analy­
sis of variance, and regression, the pro­
gram now permits a fast factor analysis 
for latent variable with results that can 
automatically become modeling setups. 
Modeling is made easier yet with the 
debut of Build EQS, an internal system 
that automatically generates command 
lines for various EQS procedures. For 

-------------------------------, more information call800-238-BMDP. 
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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 
..................... vveanswertoyou 

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

206/241-6050 ask for Jerry. Dorothy or Greg Carter 
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Forecasts for new MSAs 
and U.S. counties from 
Woods & Poole 

Woods & Poole Economics has re­
leased forecasts to 2015 for all newly 
defined metropolitan statistical areas 
(MSAs, PMSAs, and CMSAs). New 
metropolitan areas were defined by the 
Office of Management and Budget in 
December 1992. The Woods & Poole 
database for metropolitan areas has his­
torical data back to 1970 and forecasts 
to 2015 for population by age, race and 
sex, employment and earnings by in­
dustry, personal income, household data, 
and retail sales by kind of business for 
every MSA, PMSA, and CMSA in the 
U.S. Data and forecasts for the newly 
defined MSAs are sold in the MSA 
Profile by Woods & Poole. 

The firm has also released its detailed 
county economic and demographic fore­
casts on CD-ROM. It also contains his­
torical data back to 1970 and forecasts 

continued on p. 51 
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Product & Service-In Depth 

ISA finds surveying ethnic n1arkets has special 
requiren1en ts 

Michael Halberstam, president ofln­
terviewing Service of America (ISA), 
Van Nuys, Calif., has made available a 
recent report on ethnic interviewing 
based on his company's experience in 
this area. 

Surveying ethnic groups is becoming 
more important as marketers realize they 
offer lucrative opportunities to sell more 
products/services. These groups do buy 

shoes, own cars and want to be heard . . 
A specific example of the increased 

importance of these groups occurred 
recently when a 1992 survey of the Los 
Angeles metropolitan area by the Los 
Angeles Times showed that one-third of 
the 750 Koreans polled reported that 
their total family income was greater 
than$40,000peryear. (The survey used 
bilingual, i.e., English and Korean, tele-

phone interviewers). Realizing the im­
portance of this market the newspaper 
plans on more telephone surveys with 
local Koreans, and will also start re­
search with Chinese and Vietnamese 
residents. 

Requests for market research in the 
Asian American communities and in 

continued on p. 53 

QFact helps researchers tap into profitable niches 

Cincinnati-based QFact Marketing 
Research has developed a program to 
assist marketers in researching minor­
ity markets. Years ago the marketing 
profession equated "minority" with 
small consumer bases which were not 
sufficiently profitable to pursue indi-

Dispelled myths 
The 1990 Census dispelled many 

myths which have, for years, kept mar­
keters from seeing the African-Ameri­
cans market as a viable niche. Not only 
did the census confirm that the market 
was sufficiently large to merit the atten-

tion of marketers, it also showed that 
African Americans possess the educa­
tion, income and discretionary purchas­
ing power of a viable niche. So why 
aren't all marketers flocking to serve 

continued on p. 54 
vidually. Now savvy marketers are rae- ,-----------------------------­
ing to develop products and promotions 
aimed at ethnic niches. Armed with data 
from the 1990 census, marketers are 
beginning to realize the value of niche 
marketing. 

An example is the African-American 
consumer base which currently repre­
sents 12% percent of U.S. consumers 
and which is growing at twice the rate of 
the population as a whole. A young 
niche, African-Americans currently 
bring to the marketplace spending power 
of over $200 billion per year-a figure 
which experts predict will double by the 
year 2000. With the white "majority" 
(those of European descent) declining 
as a percentage of the general popula­
tion, QFact notes smart marketers are 
increasingly turning to growth niches 
such as this to ensure future success. 
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"They didn't just tell me how my 
customers felt about our service, they 

showed me how to intprove it." 

"I see." 

"No ... ICR." 

Asatisfied custome.r is a repeat cust.omer. ICR's Cust.omer Satisfaction research gi~es 
you the information you need to Improve the quahty of your products and seMces 

in ways that are truly meaningful to your target market. 

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group 
605 West State Street • Media, PA 19063 • (215) 565-9280 • FAX (215) 565-2369 
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Keep America Beautiful 
continued from p. 7 

The interviews lasted about 
30 minutes and included dis­
cussion of the ad concept and 
the issue of waste manage­
ment. Since the ad was tar­
geted at a broad cross sec-
tion of people, the respon­
dents came from a variety 
of backgrounds. 

Research worth it? 
. Francis says that from the 

start KAB considered doing 
some kind of qualitative research 
but the organization wasn ' t sure if 
it would be worth the investment. 
"It's a little bit expensive for the cam­
paign we were doing but then we de­
cided that it was very important. It 's one 
of the best things that we did. It really 
gave us a lot of information that helped 
us get the right message for the PSA. I 
sat through all of them and so did the 
president of our organization. We 
learned a lot of information that we can 
take beyond the PSA. We 're hoping 
that at some point we can do research 
just for our own marketing and commu­
nications because we learn so much 
about what consumers are thinking." 

Grant MacDonald, senior vice presi-

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: 314-726-3403 
FAX: 314-726-2503 

Contact Vicki Savala 

We Offer Both 
Qualitative & 
Quantitative 
Services: 

dent, director of strategic planning, at 
Rotando, Lerch & Iafeliece, says the 
research informed the development pro­
cess and helped define the substrategies 
of the spot. 

"We did a lot of talking to consumers 
and prospects even before we got close 
to advertising to see what strategy we 
were after, what direction we wanted to 
go and how we could be compelling. 
We also talked to KAB reps around the 
country to find out what the hot buttons 

FREE Videotaping 

Experienced Moderators 

Executive Interviews 

Mystery Shopping 

Litigation Research 
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were and what the barriers were that 
they confront in the marketplace. 

We used that information to set up 
a strategy that talked about people's 

complacency. In order to get 
people to act we're going to 

have to confront them on a 
very emotional level and we 
set up a strategy that says 
that what you do today will 
affect future generations. 
That was the message we 
wanted to get across." 

Call to action 
The spot is designed to 

function as a kind of call to 
action. In order to get them to 

take action, the respondents said 
that the ad had to offer something con­
crete. "We found through the research 
that a majority of people wanted to 
know what they were going to get if 
they were going to contact us," Francis 
says. "They really wanted something 
tangible. They wanted to know more 
than just ' more information'-that 
wasn ' t good enough, which is why we 
ask them to call or write for the free 
brochure. People want to take action, 
but at their own pace. Particularly at the 
outset, they don't want to get a call 
soliciting them for funds or donated 
time for a non-profit organization. They 
don ' t want to make that big of a com­
mitment right away." 

"We wanted to challenge people," 
says Grant MacDonald, "to ask them if 
they were going to do something. Look­
ing at the baby campaign, people said, 
well I'm doing omething already but 
maybe there 's more I can do. It made 
them question their actions a little bit 
more, and that was the agitation we 
were looking for. " 

Some hope 
The research showed that the ~d had 

to walk a fine line between being realis­
tic about the scope of the problem and 
offering some ray of hope. If viewers 
felt helpless in the face of the problem, 
they could end up depressed and tune 
the message out, Francis says. "The 
whole tone of the ad was influenced by 
the research in the fact that the ad begins 
with a very powerful message which is 
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actually a bit of a downer and then it 
ends with a hopeful message that there 
is a solution and you can be a part of it. 
That in large part was something that 
we always wanted to do but it was very 
much backed up by what the consumers 
said. Because if they felt that the prob­
lem was intractable then their typical 
response is, well, what can I do about it? 

"There are a lot of PSAs being done 
on a lot of social ills, and we got state­
ments in the research to the effect that a 
lot of people feel that these ills are so 
large that there's nothing they can per­
sonally do about them. That's one rea­
son why in our ad we made a big pitch 
for personal involvement. Someone can 
make a difference. And that gets people 
motivated to want to get involved, be­
cause if there's no hope, then what can 
one individual watching the ad think 
that they can do? That was something 
very big that came out of that re earch. 
And it was definitely translated into the 
advertising." 

Viewer complacency 
The ad would also have to confront 

viewer complacency in relation to the 
waste management issue, caused in part 
by the success oflocal recycling efforts 
around the country. Some respondents 
said that because of these efforts the 
problem was under control. 

"One thing we found that was very 
interesting was that because a majority 
of towns have recycling programs, 
people felt nothing more needed to be 
done to deal with the growing amount 
of garbage that we have every year. 
They felt that somebody else is taking 
careofit, 'We're recycling. What more 
can we do?' In the ad Michael Douglas 
says, 'Recycling alone just can ' t do it.' 
That line was in there as a response to 
what we heard from those respondents 
in the interviews," Francis says. 

Testing 800 number 
KAB is also testing the effectiveness 

of an 800 number through a ten state test 
of a version of the spot that asks viewers 
to call rather than write for the free 
booklet. Again, Francis says, the re­
search helped KAB decide that an 800 
number was worth a try. 

"I think most people will tell you that 
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of course when you have an 800 number 
you get more response than if you have 
a ' write to.' We want to make sure that 
that is the case, particularly if we 're 
going to spend the money on an 800 
number because they can become quite 
expensive. We want to make it as easy 
as possible for people to respond to this 
ad. 

"In the research, some people said 

will tell if "The Baby" is able to join 
Iron Eyes Cody in the TV Hall of Fame 
and earn a lasting place in the viewing 
public's memory. 

"The ad is targeted at all adult Ameri­
cans, which for advertising is quite a 
large target market. But we felt that to 
get the most bang out of what we were 
putting into this PSA we needed to at 
least pursue that. And we found through 

"We did a lot f~/· talking to consun1ers an(l 
]Jrospects even hej'ore t-ve got close to 
advertising to see M'hat strateg}' M'e M'ere 
a.fter, M'hat direction M'e M'anted to go and 
hoM' M'e could he con1JJelling." 

they won ' t write. They would write if 
they had to, if they weren ' t given any 
other choice, but they liked the idea of 
the 800 number. That helped us because 
at the time we hadn ' t planned to do an 
800 number and that helped us to decide 
to at least test one." 

Lasting place 
Response to the ad will be measured 

through calls to the 800 number or re­
quests for the booklet. Its long term 
success remains to be seen. Only time 

the research that it did in fact communi­
cate to a large group of people. It ap­
pealed to everybody, and the main com­
ponent that appealed to everybody was 
the baby," Francis says. 

Grant MacDonald: "Part of our mis­
sion was to see what we could do to 
replace the Crying Indian. He was an 
icon. At the outset, we asked ourselves 
what other icon can we get long term? 
Well, I think we 've found one that's 
pretty good." 0 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today's marketing strategies can't be formulated with yesterday's methods. ICR's 
Advanced Research Technologies Group provides state-of-the-art Multivariate 

Analytic techniques, to help you get the most from your research data. 

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group 
605 West State Street • Media, PA 19063 • (215) 565-9280 • FAX (215) 565-2369 
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NY 
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ON 
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SCHLESINGER 
ASSOCIATES 

We offer total data collection services encompassing all 

aspects of quantitative and qualitative research. 

• 
Complete focus groups facilities 

One-on-one Is 

Central location interviewing 

Moll intercepts 

Door-to-door interviewing 

Executive/Medicolln-depth interviewing 

Central location taste tests 

Telephone interviewing 

Mystery shoppers 

In-store merchandising and distribution 

Product testing 

Store audits 

Couponing and demonstrations 

CALL 
OR WRITE FOR 

OUR 
BROCHURE 

Levinson Plaza, Suite 302, 2 Lincoln Hwy.,Edison, NJ 08820 
908·906·1122 FAX 908·906·8792 
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Dialing for Dollars 
continued from p. 9 

cause you don ' t have to go to full pro­
duction if you want to test some alterna­
tives. It offers a low cost way of measur­
ing them." 

Other tests 
McCullough says that seeing the sys­

tem in action in the first session gave the 
station management ideas about other 
things to test. "After the first session we · 
started thinking about all the different 
applications for this methodology, some 
of which we did not get a chance to use 
in the four sessions that we had sched­
uled. Namely, presenting video to the 
respondents , like pledge breaks, spots, 
promos, or whatever it might be, to get 
their feedback." 

Two items they did test included pro­
gram names and the respondents' inter­
est in having the materials "sent" to 
them by someone associated with PBS. 
"We decided to ask, who would you like 
to get a letter from in the PBS world? Is 
it the local station management, pro­
gram or membership managers? Or 
would they rather hear from the so­
called PBS personalities. So we threw 
some names by them and got some very 
interesting responses." 

Hot button 
In the line-by -line testing of the cover 

letter the research found that respon­
dent interest levels went up when the 
text included the names of specific PBS 
programs, Schwartz says. "Whenever 
the letter mentioned specific program­
ming the scores were very high and 
whenever the letter started with hard 
sell the scores went down. After the first 
session program titles seemed to be a 
hot button. So we added a question to 
get respondent rankings of25 programs. 
In subsequent sessions other issues sur­
faced, such as funding and station man­
agement. As a result we added 60 addi­
tional questions. Despite the large num­
ber of questions, respondent boredom 
and fatigue weren't problems." 

McCullough: "When the program 
titles would scroll by the men would 
respond very differently than women to 
specific programs. When Great Perfor­
mances came up the female lines started 
to soar and the male lines start to fall. 
When Motorweek came up, the oppo­
site happened. Some of it was predict­
able but it was quite wonderful to see 
the responses that the program titles 
received. "0 
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Group Response 
continued from p. 9 

longer require a programmer or "rocket 
scientist" to operate. Also, RMS is now 
capable of addressing more applica­
tions and providing real-time analysis. 

How are they used? 
In conducting a typical research ses­

sion with RMS, the moderator might 
ask t~e respondents to answer a ques­
tion automatically displayed on a moni­
tor. Respondents are directed, for ex­
ample, to select their favorite soft drink 
from seven choices. If they preferred 
choice one (e.g., Coke) they would press 
the "1" key on their keypad, for choice 
two (e.g., Pepsi), they would press the 
"2" key, etc. The results are electroni­
cally collected, analyzed and displayed 
on a monitor. Answers to virtually any 
categorical or intensity-scale questions 
can be gathered speedily. It's not un­
common to execute an "electronic sur­
vey" of 100 to 200 questions, with any 
size of group, within an hour or so. 

Somewhat more sophisticated than 
the "discrete" response mode is the "con­
tinuous" response mode, typically used 
for testing ads and live events. Respon­
dents indicate their changing emotional 
reactions to a presentation or other au­
dio/visual stimulus on a second-to-sec­
ond basis by using a variable motion 
mechanism such as a dial. The dial 
motion is interpreted by the computer 
as a positive or negative scaled response. 
Since all devices are simultaneously 
sampled once a second, the group's 
mean response is displayed as a moving 
line graph, which may be recorded and 
analyzed later with the group. 

RMS with the continuous response 
mode 

Aside from simply collecting re­
sponses to categorical questions, RMS 
can capture respondents ' gut reactions 
to every moment of a commercial or 
presentation. A group's mean response 
is updated and displayed within a sec­
ond of their turning the dial on their 
responders, as their feelings change. 
This continuous response mode is about 
the only way a commercial or live pre­
sentation can be instantaneously rated 
by a group without the problems of 
distraction (from stimulus) or bias. 

II:t applications such as ad testing or 
presentation rating, a graph of the 
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group's response is simultaneously 
merged with the video (stimulus) and 
recorded. Positive and negative scenes 
or lines, indicated by graph deflections, 
can be pinpointed immediately. The 
moderator then reviews the video over­
lay tape with the group and explores the 
reasons for their particular response at 
selected points. 

vate voting booth. Answers are non­
verbal and anonymous, so RMS elimi­
nates most of the typical group response 
problems that confront moderators, such 
as respondent reticence, group-bias, and 
group-think. When asked even the most 
sensitive or politically-charged ques­
tions, respondents can register their true 
feelings with complete confidence, with-

Focus Group Session with RMS 
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Composite Overlay 

When equipped with a responder unit 
in an "electronic focus group," respon­
dents possess, in effect, their own pri-

out fear of recrimination or humiliation. 
No one respondent can bias or bully the 
group, and all answers carry the same 
weight. 

The group discussion guide is gener-

"Very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

I CD is uniquely positioned to provide you with the best of both custom and 
!\omnibus worlds. The cost-efficiency of an omnibus study, the overall precision 

and reliability of a full custom survey: our services are tailored to your specific needs. 

I C R We do more than excel. 
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ally integrated into the RMS host com­
puter in the form of a question/answer 
list. If the list is completely executed by 
the moderator, an RMS can guarantee 
that no desired information will be over­
looked or forgotten. An RMS will also 
assure a 100% response rate for all 
questions asked. 

Because the moderator has more time 
to focus on selective probing, RMS 
sessions can be more productive. Less 
time is wasted on bias-control and try­
ing to extract an answer from each re­
spondent for every question. Questions 
and choices are presented non-verbally, 
so the challenge of moderator objectiv­
ity is minimized. Instant displays of 
results help the moderator determine 
when and where to probe for more in­
formation. Follow-up questions can be 
created and executed, allowing for a 
flexible, interactive process. 

An added RMS benefit is that all 
respondent information is stored in a 
database. A summary can be printed out 
at the end of a session and results can be 
reviewed quickly on a computer moni­
tor. Thus, the need to sort, organize and 
analyze many pages of notes is virtually 
eliminated. 

RMS can facilitate product related 
research projects by prioritizing prod­
uct features, for example. Respondents 
might be asked to rate a series of fea­
tures or attributes relative to each other; 
RMS can then provide relative scores 
and rankings instantly. 

Some moderators are reluctant to use 
RMS in a focus group because they 
consider it intrusive; some fear the 
client's involvement as results are be­
ing displayed. Users, however, find that 
RMS can actually enhance the group. It 
can improve the overall quality and 
enable the moderator to elicit more in­
formation from the group. With direct 
input through their personal responder 
units, respondents get more involved in 
the process. 

RMS, with its ability to support hun­
dreds of respondents, can provide an 
economy-of-scale for certain quantita­
tive projects; researchers can often con­
duct multiple sessions, consisting of 
larger "macro" groups of 30 to 60 re­
spondents. Such projects require only 
the added overhead of placing more 
responders in a larger meeting facility. 

Clients like the feeling of participa­
tion with RMS and the fact that they can 
see the responses of the entire group as 
the session proceeds. If there's a printer, 

they can also depart from a session with 
something tangible: a complete sum­
mary of the group's responses. 

RMS technology and operation 
There are three major components in 

RMS: the "responder" device, the "data 
collection" device and the control/analy­
sis software. The attributes of these 
components and how well they're inte­
grated into a cohesive system determine 
the RMS effectiveness and value for a 
given research application. The degree · 
of portability of a complete RMS de­
pends upon the size and quantity of 
responders and the style of host com­
puter (e.g., laptop). 

The responder is the mechanism used 
by each respondent to register an an­
swer to a question. It's probably the 
most critical component, since it links 
the respondent's answers, thoughts and 
feelings to the RMS and the researcher. 
Responder devices range from a simple, 
hand-held electronic dial or button to a 
full computer keyboard with a dedi­
cated personal computer. Generally, the 
more complex and sophisticated the 
responder is, the more difficult to use 
and confusing it becomes for any but 
the most technically competent respon­
dents. This is particularly important in 
dealing with a broad range of respon­
dents, from children to seniors. 

The simple, telephone style keypad 
mechanism is non-intimidating and 
proves to be most effective for accom­
modating discrete responses. Simple, 
e2.sy-to-read feedback methods such as 
a bright numerical display help respon­
dents see their selections. Also, for dark­
erred rooms, a back -lighted keypad may 
be helpful to respondents. In terms of 
physical size, smaller hand-held devices 
provide more accessibility and privacy 
for the respondent. 

For an RMS that supports the con­
tinuous response mode, special response 
mechanisms such as a dial are inte­
grated into the responder. While key­
pads may also be used for this purpose, 
the dial is preferred by researchers be­
cause of less respondent distraction and 
faster response speed. It doesn't require 
respondents to look away from the test 
material and possibly miss a pivotal 
scene in a commercial. Respondents 
simply rotate the dial right or left to 
indicate a positive or negative feeling. 

Since response data must be simulta­
neously collected from groups consist-
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ing of ten to even hundreds of respon­
dents, it's necessary to have one or more 
electronic data collection units to per­
form this function. Each hand-held re-

sampled for data at least once a second. 
The collected data is then sent from the 
collection unit to a host, personal com­
puter (PC), generally through the serial 

communications 
port (RS-232), 
common to most 
PCs. 

Here is an example of how an RMS system displays results in real time. 

Software for the 
control ofRMS, if 
included, normally 
resides on the host 
PC under some 
version of DOS . . 
As with any soft­
ware, the number 
of functions per­
formed, applica­
tions supported, 
and its ease of use 
will vary widely 
and will ultimately 
determine how 
much you can ac­
complish. RMS 

sponder is typically cabled to a data 
collection unit, which "samples" each 
one in turn using a multiplexing algo­
rithm. Ideally, the responders are 

software is neces­
sarily an amalgam of data acquisition, 
word processor, graphics, analysis and 
display processing functions. 

Summary 
RMS has proven effective for both 

quantitative and qualitative research due 
to its anonymity, privacy, electronic 
accuracy, speed and instant feedback. 
Respondent candor and objectivity can't 
be guaranteed, of course, but RMS can 
improve the odds. While it's the domi­
nant solution in some applications where 
there is no better alternative (e.g., ad 
testing), its typical role in most other 
research applications is to enhance ex­
isting methods. For a growing number 
of researchers and their clients, RMS is 
becoming a mandatory rather than op­
tional tool in many primary research 
applications. 0 

Immediate Quality Data 

coding 
keypunch 

tables 
statistics 

cross-tabs 

Data on floppy or 
telecommunicated 

(315) 458-9327 
Circle No. 721 on Reader Card 

HOW MUCH CAl YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 
If you buy random digit samples, our s' Is remember little niceties. Like a 100% 
standard price of a nickel a number can guarantee. Professional advice. 24 hour 
really add up to big savings. Like 37% to service. An aggressive discount policy. 
68% over your current sampling supplier. Free record cod1ng and sampling reports. 
The best part is there's no sacrifice of SCIENTIFIC No contracts to sign. Even an 800 number. 
quality or service. Ask around. We even TELEPHONE Call STS now at 1-800-944-4-STS. 
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Survey Monitor 
continued from p. 22 

sample said they are bothered a lot by 
them, 45% felt bothered a little, while 
the remaining 29% were not bothered at 
all. 

What did people think was the 
least offensive advertising? People 
were least offended (82%) by air­
planes pulling advertising banners! 

stores are defmed as retailers like Sears, 
JC Penney, May Company, and 
Nordstrom. Wal-Mart, K-Mart, and 
Target are considered discount stores. 

The study also shows the higher your 
income, the more likely you are to shop 

Percent of Men and Women Who 
Shop Most Often At Department 

and Discount Stores 

of $45,000 or more planned to shop 
most often at department stores, com­
pared to 34% of those with incomes 
under$45,000. Nearly half(48%) of the 
last group would shop most often at 
discount stores. 

As a whole, the portion of shop­
pers who use department stores 
and discount tores is about equal. 
The stores consumers say they 
shop most often for holiday gifts 

Men prefer are: 

department stores for •Discount stores (41 %) 
•Department stores (38%) 

holiday shopping •Specialty stores such as cloth-
When asked which stores they ing, hardware, or toy stores ( 11%) 

would shop most often for holiday • Mail order catalogs ( 4%) 
gifts,aMaritzMarketing Research When purchasing gifts for the 
study reveals that department stores holiday season, most shoppers 
are favored more by men, while regularly choose items that are on 
women prefer discount stores. sale. Six of ten either always or 
Forty-two percent of males use frequently buy sale items, while 

Male Female Male Female 
department stores more often. In 34% occasionally buy them. Only Department Stores Discount Stores 

contrast, 47% of women choose 1...---------------------J 4% of shoppers never purchase 
discount stores over department items on sale. 
stores. Men rank discount stores sec- at department stores for holiday gifts. The number of people always shop-
ond. For study purposes, department Over half (51%) of those with incomes ping sales declines steadily with in-

---------------------------------, Check out the latest market 
intelligence in your industry 
Just check 5'the boxes for any of the FIND/SVP and Packaged Facts reports that you're interested 
in. Then, attach your business card and we'll send you a complete, f,-ee table of contents. 
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0 Soup 

D rugs 
0 Antibiotics 
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0 Psychotropic Drugs 
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Supplements 
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Products 
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Prevention 
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0 Home Sewing 
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R e tailing 
0 Getting Your Products Into 

Supermarkets 
0 Warehouse Membership Clubs 

D emographics 
0 Asian-American 
0 Emerging Lifestyles of the 

1990s 
0 Green Consumer 
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0 New Baby Boom 
0 Youth 

Personal Care/Househo ld 
0 Children's Health & Beauty 

Aids 
0 Ethnic Haircare, Skincare & 

Cosmetics 
0 Heavy-Duty Detergent 
0 Household Specialty Cleaners 
0 Infant Diaper 
0 Non-Prescription Contracep­

tives 
0 
0 

Shampoo & Conditioner 
Toilet Soap 

Transportation 
0 Automotive Aftermarket 
0 Service Specialists in the 

Automotive Aftermarket 

Attach your business card & mail to: 
Rnd/9JP ! 
625 A venue of the Americas 
NewYork,NY 10011 
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Here are 4 good 
reasons why 

QCS® conductea 
over 4,000 

focus groups 
last year. 

And why we 
should conauct 
your next one. 

1. Wide industry experience. 
From healthcare to infants' 
products to food and beverage to 
personal care products, QCS® has 
the experience it takes to serve you 
successfully. You can be confident 
your group will be handled 
professionally because our people, 
methods and "hands-on 
knowledge" are unsurpassed. 

2. World-class service. 
We take care of the details so you 
can concentrate on a successful 
group. Our friendly, helpful QCS 
staff pampers you and your clients 
throughout your stay. We're 
attentive to your needs and in tune 
with your objectives. Superb food 
and amenities make the experience 
even more enjoyable. 

3. Quality facilities. 
Our facilities are designed with 
you in mind. Comfortable, 

spacious viewing rooms; client 
lounges; private telephones; large 
viewing mirrors; state-of-the-art 
audio and video equipment, and 
total security are standard. At 
select locations, we also offer 
Focus Vision®. 

4. Quality recruiting. 
The right respondents make a 
successful group. QCS maintains 
an experienced staff of recruiters 
and an extensive computerized 
database of consumer, executive, 
professional and technical 
respondents. Plus, we follow the 
tightest screening procedures in 
the business. 

Let QCS handle your next focus group. 
For a bid and scheduling information 
call us toll-free. 

800-325-3338 

@ 
Quality Controlled Services® 
America's Data Collection Authority 
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creased income. For example, 23% of in the Washington, D.C. area believed that camouflaged images are placed 
those with incomes under $25,000 al- that subliminal messages are used in within advertisements to enhance the 
ways shop sales. Thatnumberdecreases advertising. Seagram's authorized the consumers' perception of a product or 
to 9% of those with incomes of$55,000 research to measure public attitudes to- service. Survey respondents approved 
or more. The study also suggests of the concept in advance: more 

~--------------------------------~ women are more likely to buy sale than half (55%) liked the idea of 
items than men. Twenty-two per- spoofing subliminal advertising. 
cent of females always purchase 
gift items on sale; only 12% of men 
do so. 

Most Americans 
believe ads contain 

Americans Often Buy Gift Items On Sale 

Don't know Arizona Hispanics 
say they rely on 
Spanish media 

The 1990U.S. census estimates 
~~:UY- that nearly 700,000 Hispanics re-

subliminal messages side in Arizona. This makes the 
Although controversy surround- state seventh in the nation in terms 

ing the use of subliminal advertis- ofHispanic population and fourth 
ing has waned since the 1970s, a in concentration, with roughly one 
majority of Americans still believe of every five residents of His-
that subliminal messages are being panic origin or descent. Addition-
placed in advertisements. A na- ally, thePhoenix(fucsonconsoli-
tional consumer opinion poll con- dated metro area ranks third 
ductedin 1991 by ResponseAnaly- .__ ________________________________ ___, among western states in Hispanic 

sis Corporation, Princeton, New Jersey, population. 
on behalf of Seagram's Extra Dry Gb, ward a planned advertising campaign Hispanics participate as major play-
found that six out of ten people believe that parodied subliminal messages and ers in Arizona's population growth and 
that subliminal advertising is inserted toward subliminal advertising in gen- are increasing their numbers at a rate of 
into or is being used in advertisements. eral. Seagram's Hidden Pleasures cam- 56 percent since 1980. And as this popu-

A 1983 University of Maryland study paign was designed to intrigue cons urn- lation grows, so does its interest in and 
showed that 81% of the general public ers by spoofmg the widespread belief reliance on Spanish language media, 
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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 high­
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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particularly the electronic media. 
According to fmdings from two waves 

of Hispanic-TRACK Arizona, a study 
conducted by the Behavior Research 
Center, Phoenix, 88 percent of the Ari­
zonaHispanic population relies on Span­
ish language television and 71 percent 
on Spanish language radio to meet all or 
part of their entertainment, music, news, 
or community affairs informational 
needs. Collectively, 93 percent use Span­
ish language radio and television to 
meet these needs. Only seven percent 
rely on English language media exclu­
sively. 

Even in bilingual households, only 
13 percent rely exclusively on English 
language media for their news and en­
tertainment. And despite some sugges­
tions that younger Hispanics are turning 
to English language electronic media, 
this study shows little evidence to sup­
port such a contention--only nine per­
cent of 18 to 34 year old Hispanics said 
they rely exclusively on English lan­
guage media. 

Report outlines influence 
of advertising on kids 

According to a new report by Find/ 
SVP, New York City, advertising has a 
major impact on youths ' purchases when 
it comes to breakfast cereals, fast foods, 
soft drinks, clothes, and salted snacks. 
However, advertising has its greatest 
influence on youths ' selection of sneak­
ers. When a study asked children to 
name their favorite car, 26% of them 
said Lamborghini, which retails in the 
neighborhood of a quarter of a million 
dollars. Today's children are becoming 
brand conscious at a very early age. 
There are several distinct reasons for 
this. 

First, today' s children shop more, and 
at an earlier age, than kids did in the 
past. They see something on TV, then 
they see it in the store and it just makes 
sense to them to buy it, or try to influ­
ence their parents into buying it. 

Second, the increasing affluence of 
maturing baby boomer parents promotes 
brand awareness and consumer con­
sciousness among their children. Also 
key is the grandparent factor. The aver­
age household income of the 55 to 64 
year old group exceeds $35,000, and 
grandparents are gift givers. 

Finally, dual income households have 
become prevalent. While both parents 
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are away at work, teens and preteens are 
being given the responsibility of doing 
the shopping. While they may be told 
what product to buy, once loose in the 
store, they decide which brand of that 
product to buy. 

The report also shows that 37% of 9-
11 year olds, 49% of 12-13 year olds, 
and 54% of 14-15 year old children 
have their own television set. And any­
where from 33% to 40% of them are 
connected to cable. It is estimated that 
companies targeting children spent $680 

million on television advertising in 1991. 
Children's television advertising is be­
ing revamped and most of it now fea­
tures lots of action, loud rock music, 
and famous rock stars and athletes-all 
of which have great appeal to kids. 

There are also now more magazines 
targeted to children. In 1990 there were 
160 magazines for children 8 to 14 
years old, up from 85 such magazines in 
1986. Ad spending on all children's 
print media was $20 million in 1990, 
according to the Find/SVP report. 
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With over seven years experience and 7 5,000 Asian-American surveys completed. 
Interviewing Service of America is the best solution for surveying this population 
group. 
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Qualitative Ad Research 
continued from p. 16 

egy is developed, and a campaign is 
developed. Ideally someone with agency 
experience will understand the needs of 
the creative staff. The moderator should 
be able to identify the mindset of the 
respondents and communicate it to the 
advertiser and agency. Not only what 
the reaction to campaigns or concepts 
is, but what is behind those reactions 
and why. Not only what works and 
doesn't work, but why, and what is 
more likely to work. A moderator who 
has been involved with the creative pro­
cess firsthand will know what the 
creatives are interested in. 

2. The moderator should take time 
before and between interviews or groups 
to talk with the creative team. While the 
marketing and marketing research staff 
usually clearly communicate the needs 
of the creative people, there is no substi­
tute for hearing it in their own words. 
Talk about what they have seen and 
heard, and what they are interested in 
probing further. 

3. The moderator must remember that 
in advertising you are not looking for 
mediocrity. No creative person wants to 
create strategically correct but forget­
table advertising. The researcher 's goal 
is to help create (by providing back­
ground learning), or identify and ex­
plain breakthrough advertising. The 
moderator should identify the core be­
liefs about a brand and help explain how 

4. Select a moderator who can estab­
lish a rapport with the creative people so 
that they have confidence in the re­
search. If the creative people don't feel 
the moderator is on their team, they will 
resist incorporating learning from re­
search into the creative development. 
"I'm one of those oddball creatives who 
really love research," says Judy Teller, 
creative group head, Ally & Gargano 

The moderator should take time before and between 
interviews or groups to talk with the creative team. 
While the marketing and marketing research staff 
usually clearly communicate the needs of the 
creative people, there is no substitute for hearing 
it in their own words. 

far you can take those beliefs and stretch 
them before it destroys the credibility of 
the product or service. What every cre­
ative is striving for is excellence. The 
researcher must do the same. 

advertising, "the qualitative kind, be­
cause that's how you find those sensi­
tive, little-understood places in the 
consumer's mind or psyche that are just 
pure gold for enhancing the emotional 

Go right to the Source ... 
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 OMRR Researcher I sen; me the ~92-93 Quirk's-;arketin; Research Revie;---- I 
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 
Copies 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 

Quirlls I Signature I MARKEfiNG RFSEARW 1 (Required for credit card orders) I 
Review LSend to: QMRR ~-~Box 23536 • Minneapolis, MN 55423 ~FAX (61~861-805~ 
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Successful qualitative research demands 
a superior environment. At Bernett 
Research, we provide spacious, 
comfortable focus facilities- all with great 
views through our floor to ceiling one way 
mirrors. View your next focus group from 
one of our roomy client suites with up to 1 5 
of your colleagues. View a one-on-one 
interview with room for up to 6 clients. 
Preserve your group using our 
state-of-the-art audio and video equipment. 

• avte 

It's all part of our standard equipment- a 
standard that adheres to the strictest 
security environment, top-notch recruiting, 
and superb client service. It's a standard 
that's hard to beat for qualitative research. 

Bernett Research. For the best views in Boston. 
Focus facilities are also available in Charleston, SC, 
Denver, CO and Edison, NJ. For your next project 
estimate or to schedule your next focus group, 
please call (617) 254-1314. 

Bernett 

Massachusetts • New York • Colorado New Jersey • Tennessee • South Carolina 
Boston Headquarters • 230 Western Avenue • Boston, MA 02134 • Tel. [617) 254-1314 • FAX [617) 254-1857 

Research 
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value of your brand, refining the power 
of your ads. But, I've got to feel that the 
moderator understands what I'm trying 
to accomplish." 

5. The moderator should be flexible 
in research design. She should be open 
to new creative ideas that occur in the 
back room while research is in progress. 
Isn't that what advertising research is 
for? Why not spend a few minutes ex­
ploring a new idea? It may be right on, 
and if it's not, at least everyone will 

have learned something. 
6. The moderator should remember 

that every word in an advertisement is 
precious. She should be sensitive to 
word nuances. She should keep in mind 
that the headline in a print ad must have 
the power to draw the consumer into the 
advertisement and that there are only so 
many words that can be included in a 
30-second TV commercial. 

7. The moderator should give time to 
the art and the overall tone and mood of 

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

~ Quality Controlled Services® FREE SAMPLE 
~ 

1
_
800

_
325

_
3338 

CaiiForDetails 
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the advertising, in addition to the copy. 
Remember that creatives work as a team 
(art and copy) and that the whole ad is 
greater than its parts. If the ad is humor­
ous, does the humor work? Why does it 
work? 

8. The moderator should use the power 
of focus group interviews to help you 
understand the possibilities for your 
brand. Focus groups are ideal for pro­
viding insights for product positioning 
and advertising strategy. 

9. The moderator must create an at­
mosphere that empowers each respon­
dent to speak freely and must sense if 
this is not happening and sort out the 
responses. The moderator must have a 
sixth sense about people and whether or 
not they are being honest. 

10. The moderator should always 
consider the individuals as well as the 
group as a whole when she is analyzing 
findings. The warm-up period serves a 
very real purpose and even though it 
takes up some time which could have 
been spent talking about your advertis­
ing, it does have value to you. It allows 
people to establish themselves as indi-

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 
ESrABUSHED 

ANEW 
PORr 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. Mer all, 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 
our-Focus Group facility 
to include 3 Focus 
Group suites with client 
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viduals, to relax, to feel comfortable 
with their fellow respondents and to 
alleviate the anxiety that comes with 
fear of the unknown. It allows those in 
the back viewing room and the modera­
tor to understand where that person is 
coming from and why he is saying what 
he is saying. It provides the context in 
which the information should be ana­
lyzed. 

11. The moderator should read non­
verbal as well as verbal cues from re­
spondents. "Body language is impor­
tant in focus groups. You can learn how 
a product is tied to somebody' s self­
esteem," says Eileen Friend, research 
director, Reader's Digest. 

12. The moderator must respect the 
materials she is exposing to respon­
dents and the creatives should respect 
the moderator and respondents by pro­
viding the highest quality of materials 
they can. If you expect her to read 
storyboards or concept boards to re­
spondents, the moderator must do so in 
a way that is acceptable to the creative 
people without bias to any campaign. 
The storyboards or rough ads should be 
as detailed and clear as possible for the 
sake of the respondent and the modera­
tor. The less the moderator has to ex­
plain the better so that each person re­
ceives the same stimulus. 

13. Don't cut all the depth out of one­
on-ones. Allow as much time as bud­
gets permit. The lack of emotion that is 
frequently seen in one-on-ones is due to 
the fact that they tend to be shorter, the 
interview is more structured, the re­
spondent has only the interviewer to 
"connect" with, and there is no group 
energy. There is little time for a warm­
up as in focus groups. Very often after 
brief one-on-one interviews respondents 
ask, "Is that all?" and I realize that they 
are telling me that they have just gotten 
over their anxiety and are now com­
pletely at ease. What kind of informa­
tion could we have gotten if we had five 
or ten more minutes of interviewing 
time? 

14. Use one-on-ones when you want 
to expose people to advertising or 
positionings and get their comprehen­
sion without group influence. "Focus 
groups are wonderful up front but I 
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would never, never ever voluntarily use 
focus groups for exposing advertising," 
says Ally & Gargano's Judy Teller. 

"One-on-ones are very useful to con­
firm understanding of direct mail bro­
chures. For example, if you want to see 
if people can find the ordering instruc­
tions in a brochure and you want to be 
absolutely sure that people haven't 
learned from each other," says Reader's 
Digest's Eileen Friend. 

15. It is the responsibility of the mod­
erator to be absolutely fresh with each · 

respondent no matter how many have 
come before. Allow the moderator to 
set the schedule that she can work best 
with. Since sample sizes are so small, 
each respondent and his opinions must 
be given the respect they deserve. Peter 
Gassiraro, vice president, account su­
pervisor, Weiss/Watson Inc. advertis­
ing, says, "The key to one-on-ones is a 
great interviewer; the problem is, it's 
exhausting work." 

16. Finally, don ' t be a slave to meth­
odological myths such as: 

Sorkin-Enenstein 500 North Dearborn Street, 
Research Service, Inc. Chicago, Illinois 60610 

Telephone (312) 828-0702 

SEAS' VOLUMETRIC AND PERCEPTUAL 
SHIFTS RESEARCH WILL HELP YOU 
ANSWER THESE QUESTIONS 
AND MANY MORE! 

WILL MY NEW PRODUCT /SERVICE SUCCEED? 

• How many will try it? Who are they? 

• How many will continue to buy it? Why? 

• How much will they buy? 

• How much will the market pay? 

• What is its competitive position in the market? Why? 

Using the perceptions of the market, SEAS determines 
the impact on a product category of a new concept, 
trial and repeat purchase. We identify the relative 
share of a new product and/or cannibalization of 
existing products. 

By measuring VOLUMETRIC PERCEPTUAL 
AND BEHAVIORAL SHIFTS, SEAS develops 
the foundation to answer these important questions. 

-------------------------
Please send me information: 

Name (Mr., Ms.) _________ ._Title ______ _ 

Company ________________________________________ __ 

Address _____________________ __ 

City _________ State ____ Zip-----

Telephone ( ___ _ 
0192 
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"If one person hates the campaign 
then everyone in a focus group will say 
so and it will be killed." 

"People are embarrassed to express 
their true feelings in a group, you never 
know what you're getting." 

"There's always a leader who influ­
ences the group." 

"One-on-ones are dull, boring, and 
lacking affect." 

"There's no group influence in an 
individual interview so you get a true 
response." 

"One-on-ones are too expensive per 

interview." 
"I can tell right away how many liked 

a campaign and how many did not in an 
individual interview. Groups are more 
ambiguous." 

"It's easier to reach conclusions right 
then and there. You don't have to wait 
for the moderator's report." 

Taken individually each of these com­
ments are valid, but as an aggregate they 
paint a picture that could be misleading, 
and lead to decisions about methodol­
ogy that may not be the optimal choice. 
Remember that there areal ways special 

situations that require special solutions. 
Walk like a researcher, think like a 
creative person as you seek research 
solutions. 

Barbara Levy, a San Francisco area 
moderator, suggests that "one-on-ones 
may be required when the people you 
need to interview are not concentrated 
in one area, and therefore you cannot 
recruit a full group to come to a single 
location." She has encountered this in 
projects she has conducted with profes­
sionals in high-tech fields. "Sometimes 
the respondents are so scattered and 
difficult to reach that I've conducted 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ on~o~one~~rv~wsby~kphone." 
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Tel: 313 •827 •2400/Fax: 313 • 827 •1380 

GraM Rapids Ojftce 
2449 Camelot Court 

Gtand Rapids, MI 49546 
Tel: 616 • 942 • 9700/Fax; 616 • 942 •1325 

Chicago Office Ba/tiffl()re Office 
2300 N. Hanington Road • Suite 400 504 South Hanover 

HQ!ftnan Estates; 1L 60195,, Baltimore, MD 21201 
Tel: 708 • 49Q•~-~§3/Fax: 708 • 884 • 287:!:i.n .:Tel: 410 • 685 • 4070/Fax.: 41() • 685 • 4166 

•+ ® 
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Certain categories and subjects may 
lend themselves better to individual in­
terviews than to groups. "In high-tech, 
the end users don't know or care about 
certain things and are embarrassed to 
say they don't know. Similarly, high 
level people don't want to show their 
technical ignorance, so one-on-ones al­
low them to be more honest," Levy 
says. 

In image-based advertising, such as 
is often used in service industries, I have 
found a combination of focus groups 
and one-on-ones to be very successful. 
For example, if you have a series of 
executions and you want to understand 
what they communicate, do some brief 
one-on-ones to establish whether or not 
the strategy is being communicated. 
Then, as a second step within the same 
project, follow these one-on-ones with 
a focus group. Here the objective is not 
communication, but whether or not the 
advertising is evoking the emotions and 
brand personality (imagery) you are 
seeking. The group will add dimension 
which does not always come through in 
individual interviews. "If the advertis­
ing is primarily image-oriented, as in 
the case of beer or cigarettes, then focus 
groups tend to draw out those emo­
tions," says Weiss/Watson's Peter 
Gassiraro. 

Occasionally, a client does not have 
the time, resources or inclinatio11 to 
conduct strategic research apart from 
execution research, so you have to get 
as much as you can from the research 
you are doing. You have to be creative 
in research design. When sequential 
research is not an option, a combination 
of focus groups and one-on-ones can 
provide the range of information you 
need. 0 
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Data Use 
continued from p. 15 
character-based scatter-plot and territo-
rial map would hardly be counted aes­
thetic wonders by your clients. While 
the Windows-based versions of SPSS 
and Systat, at the least, will get you , 
close to finished appearance for some 
types of charts, all charting/plotting pro­
grams we have seen so far require you to 
do work by hand on most charts. No 
program will put labels along vectors, 
for instance, and few even will place 
labels next to (or near) points in scatter­
plots. 

We prefer to use programs that have 
powerful on-screen editing features as 
well as charting capabilities. 
Micrografx, for instance, makes a fine 
charting program that runs in the Win­
dows environment. Many other notable 
competitors have emerged under Win­
dows, so you may want to do some 
serious shopping. New programs are 
appearing all the time. Some will even 
allow you to trace over the character­
based output that many statistics pro­
grams produce. 

Those with more modest computers 
running under DOS might look into the 
GEM programs from Digital Research, 
which have fine on-screen editing and 
near-"WYSIWYG" ("what you see is 
what you get") capabilities. The GEM 
programs unfortunately have not been 
updated in several years, and have lim­
ited features compared to newer pro­
grams. They also have become harder 
to find. However, they run quickly and 
well, even on an old XT-type machine. 

Among programs running in the 
Macintosh environment, we have read 
favorable reviews of DeltaGraph. This 
program has just become available un­
der the Windows environment. Our in­
formal tests show it to be promising but 
in need of some work. Like many Win­
dows-based programs, it requires a pow­
erful computer. Here too, you will want 
to shop around, since new programs and 
upgrades are appearing all the time. 
Macintosh programs as a class have a 
strong reputation for manipulation of 
graphical objects--exactly the type of 
software you need to create these maps. 

Whatever your choice of software, 
with a little experimentation and pa­
tience, you can create maps based on 
discriminant analysis that summarize 
masses of information clearly and use­
fully. 0 
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For all your 
interviewing needs: 
• Consumer 
• Industrial 
• Executive 
• Medical 
• Mall Intercept 

• National and Local coverage 
• Complete CRT Interviewing Services 
• . 120 Telephone Interviewing Stations 
• Computerized Least-Cost Routing 
• Off-premise monitoring 
• In-house computer generated sample 
• Permanent suburban Philadelphia 

mall location 
• Full kitchen facilities 
• In-store interviewing 

Call Tom Ramsburg, Barbara Felderman 
or Dan Margherita 

(800) 888-1190 • (215) 359-1190 
FAX: (215) 353-5946 

TMR, Inc. 
1974 Sproul Road, Broomall, PA 19008 
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Cross Tabulations & Data Entry on the Mac®? 
TabHoust® 1.5 Now Shipping! 

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

• Pericles Data Entry utility (POE)! TabHouse® will read the 
questionnaire and fill in variable names and loc<ltions and create LabelSets! 

• 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- Stacked 

Variables 
• A single TabHouse® project can include 32,000 variables, 32,000 banner 

columns and an unlimited number of records or cases. 

Pericles Sr~{twtlrc 

l/0 Ill louisiana Al'ol!lc • Pcnysbwg, OH 43551 
(419) Rll-0966 or (419) 871-0441 
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DIRECTORY OF QUALITATIVE RESEARCH/ 
FOCUS GROUP MODERATORS 

Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisherfor listing rates: Quirk'sMarketingResearchReview,P.O. Box23536,Minneapolis,MN 55423. 612/861-8051. 

Access Research, Inc. Cambridge Research, Inc. Cunninghis Associates D/R/S HealthCare Consultants 
8 Griffin Road North 5831 Cedar Lake Rd. 6400 Flotilla Dr. , #56 3127 Eastway Dr. , Ste. 105 
Windsor, CT 06095 St. Louis Park, MN 55416 Holmes Beach, FL 34217 Charlotte, NC 28205 
Ph. 203-688-8821 Ph. 612-525-2011 Ph. 813-778-7050 Ph. 704-532-5856 
Contact: Gerald M. O'Connor Contact: Dale Longfellow Contact: Burt Cunninghis Contact: Dr. Murray Simon 

High Tech, Executives, Bus.-To- 37 Years Exp., Moderator & Specialists in Research with 
Action Research, Inc. Bus., Ag., Specifying Engineers. Moderator Training. Providers & Patients. 
230 Western Avenue 
Boston, MA 02134 Chamberlain Research Consultants Daniel Associates Ebony Marketing Research, Inc. 
Ph. 617-254-0360 12 East Olin Ave. 49 Hill Rd., Ste. 4 21 00 Bartow Ave. 
Contact: Steven Davis Madison, WI 53713 Belmont, MA 02178 Baychester Bronx, NY 1 0475 
Advert., Consumers, Publishing Ph. 608-258-3666 Ph. 617-484-6225 Ph. 718-217-0842 
New Prod. Dev., Small Business. Contact: Sharon Chamberlain Contact: Stephen J. Daniel Contact: Ebony Kirkland 

Full-Service Marketing Research! FOCUS/IT Understanding the High Spac. Conf.Niewing Rooms/Client 
ADI Research, Inc. Business & Consumer Studies. Tech Buying Process. Lounge/Quality Recruiting. 
(See Matrixx Marketing) 

Clarion Marketing and Comm. The Davon Group Equifax/Quick Test Opinion Ctrs. 
Analysis Research Limited 340 Pemberwick Road 10 W. Broad St. 5430 Van Nuys Blvd., #1 02 
4655 Ruffner St., Ste. 180 Greenwich, CT 06831 Columbus, OH 43215 Van Nuys, CA 91401 
San Diego, CA 92111 Ph. 203-531 -3600 Ph. 614-222-2548 Ph. 213-872-1717 
Ph. 619-268-4800 Contact: Thomas L. Greenbaum Contact: Barry J. Mastrine Contact: Louise Kroot-Haukka 
Contact: Arline M. Lowenthal Clarion Offers Unique Approach To Specialize in Focus Groups and Consumer/Pkgd. Goods/Advertising 
All Qual. Needs: Eng. & Span. Groups; Call to Find Out Why. Executive Interviews. Heavy Experience in Fast Food. 
Recruit/Moderate/Analysis. 

Communications Workshop, Inc. Diener & Associates, Inc. Erlich Transcultural Consultants 
The Answer Group 168 N. Michigan Ave. 200 Park Bldg., Ste. 111 21241 Ventura Blvd., Ste. 193 
4665 Cornell Rd., Ste. 150 Chicago, IL 60601 Research Triangle Park, NC 27709 Woodland Hills, CA 91364 
Cincinnati, OH 45241 Ph. 312-263-7551 Ph. 919-549-8945 or 800-467-8945 Ph. 818-226-1333 
Ph. 513-489-9000 Contact: Lisa J. Hougsted Contact: Mary E. Diener Contact: Dr. Andrew Erlich 
Contact: Lynn Grome Consumer, Executive, Technical & Business/Communications/ Full Service Latino and Asian 
Consumer, Health Care, Prof. , Children Grps. Environmental! Health/Medicai!Ed. Marketing Research. 
Focus Groups, One-On-Ones. 

Consumer Opinion Services DMSC Research Find/SVP 
Answers Research 12825-1 stAve. South 3790 El Camino Real , #398 625 Avenue of the Americas 
225 Stevens Ave. , Ste. 108 Seattle, WA 98168 Palo Alto, CA 95448 New York, NY 10011 -2002 
Solana Beach, CA 92075 Ph. 206-241-6050 Ph. 415-969-5475 Ph. 212-645-4500 x208 
Ph. 619-792-4660 Contact: Jerry Carter Contact: Donna Schaffer Contact: Ann Middleman 
Contact: David Farlow Consumer, Business Groups and Extensive High Tech. Expertise Mktg. Consulting & Rsch. Health 
Business-to-Business, Hi-Tech, One-On-Ones. and Capabilities. Care, Telecomm., & Technology. 
Medical, New Product, Biotech. 

Corporate Research Center, Inc. Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 
Auto Pacific Group, Inc. 1 06 Fairidge Ct. 94 Lincoln St. 2301 Hancock Drive 
12812 Panorama View Jamestown, NC 27282 Waltham, MA 02154 Austin, TX 78756 
Santa Ana, CA 92705-1340 Ph. 919-884-8614 Ph. 617-647-0872 Ph. 800-FIRST-TX (347-7889) 
Ph. 714-838-4234 Contact: John Deuterman Contact: Reva Dolobowsky Contact: James R. Heiman 
Contact: George Peterson Dual Moderating; M + F Madera- Experts In Ideation & Focus High Tech, Publishing, 
Auto Marketing & Product Experts. tors; Video N/9; Kids. Groups. Formerly with Synectics. Bus.-To-Bus., Colleges. 
700+ Groups Moderate & Recruit. 

Creative & Response Svces., Inc. Doyle Research Associates, Inc. First Market Research Corp: 
Brand Consulting Group 500 N. Michigan Ave., 12th Fl. 919 N. Michigan/Ste. 3208 121 Beach St. 
17117 W. Nine Mile Rd./Ste. 1 020 Chicago, IL 60611 Chicago, IL 60611 Boston, MA 0211 1 
Southfield, Ml48075 Ph. 312-828-9200 Ph. 312-944-4848 Ph. 617-482-9080 
Ph. 313-559-21 00 Contact: Sanford Adams Contact: Kathleen M. Doyle Contact: Linda M. Lynch 
Contact: Milton Brand Thirty Years of Leadership in Specialty: Children/Teenagers New Product Development, Health 
Consumer, Advertising Strategy, Qualitative Research. Concept & Product Evaluations. Care, Advertising , Retail. 
New Product Strategy Research. 
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First Market Research Corp. Hammer Marketing Resources Management Research Moosbrugger Marketing Rsch. 
121 Beach St. 179 Inverness Rd. & Planning Corp. 901 West Hillgrove Ave. 
Boston, MA 02111 Severna Pk. (BaltJO.C.), MD 21146 303 Blake St., #200 LaGrange, IL 60525 
Ph. 617-482-9080 Ph. 410-544-9191 Raleigh, NC 27601 Ph. 708-354-5090 
Contact: Jack Reynolds Contact: Bill Hammer Ph. 800-347-5608 Contact: Mary C. Moosbrugger 
Business To Business, Execu- 23 Years Experience - Consumer, Contact: John Watkins Moderation with Physicians, 
tives, Banking. Business & Executive. FORT.1 00 Elec., Comp. , tnt'/. Food & Nurses, and Consumers. 

Focus America 
Chern, Pol., Sprts., Pub., Cons. Pdcts. 

Nordhaus Research, Inc. Hispanic Marketing 
1140 Ave. of the Americas, 9th Fir. Communication Research Market Navigation, Inc. 

20300 W. 12 Mile Rd. 
New York, NY 1 0036 1535 Winding Way Teleconference Network Div. 

Southfield, Ml48076 
Ph. 212-302-1808 Belmont, CA 94002 2 Prel Plaza 

Ph. 313-827-2400 
Contact: David Schreier Ph. 415-595-5028 Contact: John King 
Mid-Manhattan Loc./State of the Contact: Dr. Felipe Korzenny 

Orangeburg, NY 10962 Fuii-Svce. Qual. and Quant., Fin. , 
Art Fac:/15 Seat Viewing Room. Ph. 914-365-0123 Med., Uti/., 3 Discussion Rms. Hisp. Bi-Ung./Bi-Cult. Foe Grps. Contact: George Silverman 

Focus Plus 
Anywhere In U.S./Quan. Strat. Cons. Med., Bus.-to-Bus., Hi-Tech, lndust., PACE, Inc. 

79 5th Avenue 
Horowitz Associates 

Ideation, New Prod., Tel. Groups. 31700 Middlebelt Rd., Ste. 200 
New York, NY 1 0003 

2 East Avenue 
Farmington Hills, Ml 48334 

Ph. 212-807-9393 Marketing Perspectives, Inc. Ph. 313-553-4100 
Contact: Elizabeth Lobrano Larchmont, NY 1 0538 535 127th Lane NW Contact: Peter J. Swetish 
Impeccable Cons. & B-B Ph. 914-834-5999 Minneapolis, MN 55448 Full Service Vehicle Specialist-
Recruiting/Beautiful Facilities. Contact: Howard Horowitz Ph. 612-755-4227 OEM & Aftermarket Experience. 

CableNideo Marketing-Program- Contact: Donna Naeve 
Focus Research ming-Advertising Strategy. 

Medical/Consumer Experience- Research Data Analysis, Inc. 
1828 Audubon Street USA/International. 450 Enterprise Court 
New Orleans, LA 70118 iN FOCUS Group Services Bloomfield Hills, Ml 48302 
Ph. 504-865-1687 5101 Cleveland St., #304 

Matrixx Marketing-Rsch. Div. Ph. 313-332-5000 
Contact: Kirsty D. Nunez Virginia Beach, VA 23462 

Cincinnati , OH Contact: Sanford Stallard 
Qualitative/Quantitative Research Ph. 804-490-1351 

Ph. 800-323-8369 
Full Svce. Quai./Quan. Analysis/ 

& Consultation. Contact: Grace Fuller-Stanton Auto./Adv./Comm. 
Full Qual. & Facility. Consumer & Contact: Michael L. Dean, Ph.D. 

D.S. Fraley & Associates Bus-to-Bus. Training. Seminars. Cincinnati's Most Modern and R J Research 
1205 East Madison Park Convenient Facilities. P.O. Box 3787 
Chicago, IL 60615 lntersearch Corporation Santa Rosa, CA 95402 
Ph. 312-536-2670 132 Welsh Rd. Mature Marketing Research Div. Ph. 707-795-3780 
Contact: Diane S. Fraley Horsham, PA 19044 Consumer Sciences, Inc. Contact: Bob Pellegrini 
Full Qual. Specialty: Child/Teen I Ph. 215-657-6400 245 Federal Rd., Ste. B-22 Full Service Quai./Quan., Most 
In-Home/Observational Rsch. Contact: Robert S. Cosgrove Brookfield, CT 06804 Packaged Goods & Bus. to Bus. 

Pharm. -Med./High-Tech/Bus. -to- Ph. 203-797-0666 
Frieden Qualitative Services Bus./Consumer/T elecomm. Contact: Dr. Leslie Harris Rodgers Marketing Research 
14802 Addison Street Reg., Nat'l. Studies. Full Svce. 4575 Edwin Drive, NW 
Sherman Oaks, CA 91403 JRH Marketing Services, Inc. Qual. & Quan. Canton, OH 44718 
Ph. 818-789-6894 29-27 41st Avenue Ph. 216-492-8880 
Contact: Gary Frieden, Ph.D. New York, NY 11101 MCC Qualitative Consulting Contact: Alice Rodgers 
Blends Soc. Psych. & Mkt. Rsch. Ph. 718-786-9640 Harmon Meadow Creative/Cost Effective: New 
for Dynamic Sessions. Contact: J. Robert Harris, II 700 Plaza Dr. , 2nd. Fir. Product/Consumer, Etc. 

Gault Associates 
Experience Counts: Check out the Secaucus, NJ 07094 

Pamela Rogers Research rest but USE THE BEST. Ph. 201 -865-4900 (NJ) 
2006 Exeter Rd., Ste. 1 04 

800-998-4777 (Outside NJ) 
2525 Arapahoe Ave., #E4-174 

Germantown, TN 38138 Boulder, CO 80302 
Ph. 901 -756-3958 

KidFactssu Research Contact: Andrea C. Schrager 
Ph. 303-494-1737 

Contact: Chris Gault 34405 W. 12 Mile Road, Ste. 121 Insightful, Results-Oriented Contact: Pamela Rogers 
Consumer Products/Home Farmington Hills, Ml 48331 Research. Local or National. Environmental Issues-Healthy 
Services. Ph. 313-489-7024 Food/Products/Packaging. 

Contact: Dana Blackwell Susan McQuilkin 

Grieco Research Group, Inc. Qual. & Quan: Specialty Kids/ 1117 Evergreen Court Rudick Research 
743 North Avenue 66 Teens. Prod./Pkg./Advrtg. Indianapolis, IN 46240 One Gorham Island, 3rd Floor 
Los Angeles, CA 90042 Ph. 317-846-9753 Westport, CT 06880 
Ph. 213-254-1990 KS & R Consumer Testing Center Contact: Susan McQuilkin Ph. 203-226-5844 
Contact: Joe Grieco Shoppingtown Mall Moderating For Medical or Contact: Mindy Rudick 
Marketing and Advertising Syracuse, NY 13214 Consumer Goods Industries. 1 0+ yrs Experience Utilizing 
Focus Groups. Ph. 800-289-8028 Innovative Techniques. 

Contact: Lynne Van Dyke MedProbe Medical Mktg. Rsch. 
GRM & Associates Qualitative/Quantitative, Intercepts, 7825 Washington Ave. S.,# 745 James M. Sears Associates 
8807 Kingston Pike, # East E CA Tl, One-on-One. Minneapolis, MN 55435 48 Industrial West 
Knoxville, TN 37923 Ph. 612-941 -7965 Clifton, NJ 07012 
Ph. 615-693-3500 Leichliter Associates Contact: Asta Gersovitz, Phrm.D. Ph. 201 -777-6000 
Contact: Christopher Wise 252 E. 61 st St. , Ste. 2C-S MedProbe Provides Full Service Contact: James M. Sears 
Quality Focus Facility/Recruit by New York, NY 10021 Custom Market Research. Business-To-Business And 
Lifestyle Groups. Ph. 212-753-2099 Executives A Specialty. 

Contact: Betsy Leichliter 
Innovative Exploratory Rsch./ldea 
Development. Offres NY & Chicago. 
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Southeastern Institute of Jane L. Stegner & Ascts. Thorne Creative Rsch. Svces. Dan Wiese Market & Research 
Research, Inc. 2215 Penn Ave. So. 65 Pondfield Rd., Ste. 3 Direction 

2325 West Broad St. Minneapolis, MN 55405 Bronxville, NY 1 0708 21 08 Greenwood Dr., S.E. 
Richmond, VA 23220 Ph. 612-377-2490 Ph. 914-337-1364 Cedar Rapids, lA 52403 
Ph. 804-358-8981 Contact: Jane Stegner Contact: Gina Thome Ph. 319-364-2866 
Contact: Burnett Wilkes Bus-To-Bus/Medicai/Fncl. Svcs./ Ideation, teens, New Product Contact: Dan Wiese 
Est. 1964, Full Service Qualitative Agric., Groups/1:1 's. Ad Concepts, Package Goods. Highly Experienced: Farmers, 
and Quantitative Analysis. Consumers, Business. 

Strategic Research, Inc. The Travis Company, Inc. 
James Spanier Associates 4600 Devonshire Common 509 Cathedral Parkway, Ste. 8E The Winters Group, Inc. 
120 East 75th St. Fremont, CA 94536 New York, NY 10025 14 Franklin St. , Ste. 920 
New York, NY 10021 Ph. 415-797-5561 Ph. 212-222-0882 Rochester, NY 14604 
Ph. 212-472-3766 Contact: Sylvia Wessel Contact: Jerry Travis Ph. 716-546-7480 
Contact: Julie Homer 400 Groups, Hi-T ech/Medica/1 Qualitative Research and Contact: Nancy Volkmuth 
Focus Groups And One-On-Ones Financial/Transportation Svcs. Consultation. Quai./Quan., Secondary, CAT/, 
In Broad Range Of Categories. Cnsltng., Ethnic Rsch. 

Sunbelt Research Associates TrendQuest 
Dwight Spencer & Associates 1001 U.S. Highway One, Ste. 310 16959 Bernardo Ctr. Dr., #216 Yarnell Inc. 
1290 Grandview Avenue Jupiter, FL 33477 San Diego, CA 92128 147 Columbia Tpke., #302 
Columbus, OH 43212 Ph. 407-744-5662 Ph. 619-674-1 031 Florham Park, NJ 07932 
Ph. 614-488-3123 Contact: Barbara L. Allan Contact: Ann C. Klimowicz Ph. 201-593-0050 
Contact: Betty Spencer 20+ yrs. Exper; Business & Health Care: Focus Groups, In- Contact: Steven M. Yarnell 
4'x16' Mirror Viewing Rm. Seats Consumer Studies; Svce. Oriented. Depth One-on-Ones. New Product Development & 
8-12. In House AudioNid. Equip. Positioning. HW!SW Cos. 

Sweeney International, Ltd. Visual Research Comm, Inc. 
Spier Research Group 221 Main St. 441 Main St. Youth Research/CSi 
1 Lookout Circle Danbury, CT 06810 Metuchen, NJ 08840 65 East India Row, Apt. 7F 
Larchmont, NY 1 0538 Ph. 203-7 48-1638 Ph. 908-906-6556 Boston, MA 0211 0 
Ph. 914-834-5174 Contact: Timm Sweeney Contact: Ricardo A. Lopez Ph. 617-720-6060 
Contact: Daisy Spier Qualitative Research. Member: 10 Yrs. Exper. in Hispanic Mkt. Bi- Contact: Karen Forcade 
Advtg./Dir. Mktg./Prod. Dev./ QRCA/AMA/Advt. Club. ling., Focus Grp. Anywhere in U.S. Consultants in Marketing to 
Cons./Business/FGI's/1 on 1 's. Children and Teens. 

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

California Leichliter Associates Minnesota Diener & Associates, Inc. 

Analysis Research Ltd. 
Moosbrugger Marketing Rsch. D/R/S HealthCare Consultants 
Research In Marketing, Inc. Cambridge Research, Inc. Management Rsch. & Ping. Corp. 

Answers Research Marketing Perspectives, Inc. Medical Marketing Research, Inc. 
Auto Pacific Group, Inc. MedProbe Medical Mktg. Rsch. 
DMSC Research Indiana Rockwood Research Corp. Ohio Equifax/Quick Test Opinion Ctrs. Susan McQuilkin Jane L. Stegner and Ascts. 
Erlich Transcultural Consultants The Answer Group 
Frieden Qualitative Services 

Iowa New Jersey The Davon Group 
Grieco Research Group, Inc. Matrixx Marketing 
Hispanic Marketing Dan Wiese Mkt. & Rsch. Direction Cunninghis Associates Rodgers Marketing Research 
R J Research MCC Qualitative Consulting Dwight Spencer & Associates 
Strategic Research, Inc. Louisiana 

James M. Sears Associates 

TrendQuest Visual Rsch. Comm., Inc. 
Pennsylvania Focus Research Yarnell Inc. 

Colorado lntersearch Corp. 

Pamela Rogers Research Maryland New York 
Hammer Marketing Resources Ebony Marketing Research, Inc. Tennessee 

Connecticut Find/SVP Gault Associates 

Massachusetts Focus America GRM & Associates 
Aooess Research, Inc. Focus Plus 
Clarion Marketing and Comm. Action Research, Inc. JRH Marketing Services, Inc. Texas 
Mature Marketing Research Div. Daniel Associates Horowitz Associates, Inc. 
Rudick Research Dolobowsky Qual. Svcs., Inc. K S & R Consumer Testing Ctr. First Market Rsch. (J. Heiman) 

Sweeney International, Ltd. First Market Rsch. (L. Lynch) Leichliter Ascts. Virginia First Market Rsch. (J. Reynolds) Market Navigation, Inc. 

Florida Youth Research/CSi James Spanier Associates iN FOCUS Group Services 

Sunbelt Research Associates Spier Research Group Southeastern lnst. of Research, Inc. 
Michigan Thorne Creative Research 

Illinois 
Brand Consulting Group The Travis Company Washington 
KidFacts Research The Winters Group 

Consumer Opinion Services 
Communications Workshop, Inc. Nordhaus Research, Inc. 
Creative & Response Rsch. Svcs. PACE, Inc. North Carolina Wisconsin Doyle Research Associates Research Data Analysis 
D.S. Fraley & Associates Corporate Research Center, Inc. Chamberlain Research Consultants 
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SPECIALTY CROSS INDEX OFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and ContactN arne 

ADVERTISING Diener & Associates, Inc. ENTERTAINMENT MedProbe Medical Mktg. Rsch. 

Action Research, Inc. 
First Market Research (J. Heiman) 

D.S. Fraley & Associates 
Moosbrugger Mktg. Rsch. 

First Market Research (J. Reynolds) Nordhaus Research, Inc. 
Analysis Research Ltd. lntersearch Corporation Sweeney International, Ltd. Southeastern Institute of Rsch. 
Brand Consulting Group Management Rsch. & Ping. Corp. James Spanier Associates 
Cambridge Research, Inc. James Spanier Associates ENVIRONMENTAL Sunbelt Research Associates 
Chamberlain Research Cnsltnts. Spier Research Group Diener & Associates , Inc. TrendQuest 
Creative& Response Rsch. Svcs. Strategic Research , Inc. Pamela Rogers Research 
Dolobowsky Qual. Svcs., Inc. Sweeney International, Ltd. HISPANIC Doyle Research Associates Yarnell Inc. EXECUTIVES Erlich Transcultural Consultants Analysis Research Ltd. 
First Market Research (L. Lynch) CANDIES Chamberlain Research Cnsltnts. Ebony Marketing Research, Inc. 
D.S. Fraley & Associates Creative & Response Rsch. Svcs. Erlich Transcultural Consultants 
Management Rsch. & Ping. Corp. D.S. Fraley & Associates Dolobowsky Qual. Svcs. , Inc. Hispanic Marketing 
PACE, Inc. First Market Research (J. Heiman) Communication Research 
Research Data Analysis CHILDREN First Market Research (J. Reynolds) Visual Research Comm., Inc. 
Southeastern Institute of Rsch. Creative & Response Rsch. Svcs. iNFOCUS Group Services 
James Spanier Associates Doyle Research Associates lntersearch Corporation IDEA GENERATION 
Spier Research Group D.S. Fraley & Associates PACE, Inc. Analysis Research Ltd. 
Sunbelt Research Associates KidFacts Research James Spanier Associates Brand Consulting Group 
Sweeney International, Ltd. Matrixx Marketing-Research Div. Sunbelt Research Associates Creative & Response Rsch. Svcs. 
Thorne Creative Research Youth Research/CSi Sweeney International, Ltd. Dolobowsky Qual. Svcs., Inc. 

AFRICAN- FINANCIAL SVCS. 
D.S. Fraley & Associates 

COMMUNICATIONS Leichliter Associates 

AMERICAN/BLACK RESEARCH Access Research, Inc. Matrixx Marketing-Research Div. 
Cambridge Research, Inc. Sweeney International, Ltd. 

Ebony Marketing Research, Inc. Access Research, Inc. Creative & Response Rsch. Svcs. Thorne Creative Research 
JRH Marketing Services, Inc. Diener & Associates, Inc. The Davon Group 
The Winters Group, Inc. D.S. Fraley & Associates Dolobowsky Qual. Svcs. , Inc. INDUSTRIAL 
AGRICULTURE 

James Spanier Associates lntersearch Corporation First Market Research (J. Heiman) Sunbelt Research Associates Matrixx Marketing-Research Div. lntersearch Corporation 
Cambridge Research, Inc. Nordhaus Research, Inc. Market Navigation, Inc. 
Market Navigation, Inc. COMPUTERS/MIS The Research Center Sweeney International, Ltd. 

Answers Research Southeastern Institute of Rsch. 

ALCOHOLIC BEV. Creative & Response Rsch. Svcs. James Spanier Associates 
INTERNATIONAL 

Access Research, Inc. Daniel Associates Sunbelt Research Associates 

Creative & Response Rsch. Svcs. DMSC Research Sweeney lnt'l. Ltd. Marketing Perspectives, Inc. 

Find/SVP 

APPAREL/ First Market Research (J. Heiman) FOOD PRODUCTS MEDICAL 

FOOTWEAR 
Market Navigation, Inc. Creative & Response Rsch. Svcs. PROFESSION 
James Spanier Associates Doyle Research Associates Answers Research 

Brand Consulting Group Strategic Research, Inc. D.S. Fraley & Associates Diener & Associates, Inc. 
Corporate Research Center, Inc. Sweeney International, Ltd. Gault Associates D/R/S HealthCare Consultants Yarnell Inc. KidFacts Research lntersearch Corporation 
AUTOMOTIVE Leichliter Associates Marketing Perspectives, Inc. 
Auto Pacific Group, Inc. CONSUMERS James Spanier Associates Matrixx Marketing-Research Div. 
Creative & Response Rsch. Svcs. Action Research, Inc. Thorne Creative Research Medical Marketing Research, Inc. 
Erlich Transcultural Consultants Chamberlain Research Cnsltnts. MedProbe Medical Mktg. Rsch. 
iNFOCUS Group Services Consumer Opinion Services HEALTH & BEAUTY Nordhaus Research, Inc. 
Matrixx Marketing-Research Div. Creative & Response Rsch. Svcs. PRODUCTS 
PACE, Inc. Diener & Associates, Inc. 

The Answer Group MODERATOR 
Research Data Analysis Doyle Research Associates 

D.S. Fraley & Associates D.S. Fraley & Associates TRAINING 
BIO-TECH lntersearch Corporation Thorne Creative Research Cunninghis Associates 

lntersearch Corporation 
Management Rsch. & Ping. Corp. 

HEALTH CARE Rodgers Marketing Research NEW PRODUCT Market Navigation, Inc. Thorne Creative Research Access Research, Inc. 
MedProbe Medical Mktg. Rsch. 

Chamberlain Research Cnsltnts. DEVELOPMENT 
TrendQuest CUSTOMER Diener & Associates, Inc. Action Research, Inc. 

SATISFACTION Dolobowsky Qual. Svces. , Inc. Answers Research 
BUS.-TO-BUS. D/R/S HealthCare Consultants Brand Consulting Group 

Access Research, Inc. Strategic Research, Inc. Erlich Transcultural Consultants Creative & Response Rsch. Svcs. 

Answers Research Find/SVP Daniel Associates 

Cambridge Research, Inc. DIRECT First Market Research (L. Lynch) Dolobowsky Qual. Svcs. , Inc. 

Chamberlain Research Cnsltnts. MARKETING Rrst Market Research (J. Reynolds) D.S. Fraley & Associates 

Consumer Opinion Services lntersearch Corporation First Market Research (J. Heiman) 

Creative & Response Rsch. Svcs. Spier Research Group Market Navigation, Inc. First Market Research (L. Lynch) 

The Davon Group Matrixx Marketing-Research Div. lntersearch Corporation 
KidFacts Research 
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CONSULTANTS IN 

MARKETING TO CHILDREN 

SPECIALIZING IN 

THE SOLUTION OF 

MARKETING AND 

RESEARCH PROBLEMS. 

• Diagnostic commercial 1 
communication testing 

• Sensory (Taste and 

Fragrance) Testing 

• Home Use Testing 

• Safety Testing 

• Quarterly YR Omnibus.™ 

A low cost customized 

service. 

Karen M. Forcade, President 

Brookfield Commons, Suite B -22 

246 Federal Road Brookfield, CT 06804 

(203) 797-0666 • FAX (203) 748-1735 

Circle No. 754 on Reader Card 

50 

Leichliter Associates 
Management Rsch. & Ping. Corp. 
Southeastern Institute of Rsch. 
James Spanier Associates 
Strategic Marketing Svces. 
Youth Research/CSi 

PACKAGED GOODS 
The Answer Group 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
Gault Associates 
Thorne Creative Research 

PARENTS 
Doyle Research Associates 

PET PRODUCTS 
Cambridge Research, Inc. 
Thorne Creative Research 

PHARMACEUTICALS 
The Answer Group 
Creative & Response Rsch. Svcs. 
D/R/S HealthCare Consultants 
lntersearch Corporation 
Market Navigation, Inc. 
MedProbe Medical Mktg. Rsch. 
TrendQuest 

POLITICAL RESEARCH 
Chamberlain Research Cnsltnts. 
Management Rsch. & Ping. Corp. 

PUBLIC POLICY 
RESEARCH 
The Davon Group 
Leichliter Associates 

PUBLISHING 
Action Research, Inc. 
First Market Research (J. Heiman) 
D.S. Fraley & Associates 
iNFOCUS Group Services 
Thorne Creative Research 

RETAIL 
Brand Consulting Group 
First Market Research (L. Lynch) 
iNFOCUS Group Services 

SENIORS 
Diener & Associates, Inc. 
Erlich Transcultural Consultants 
Mature Marketing Research Div. 
Sunbelt Research Associates 

SMALL BUSINESS/ 
ENTREPRENEURS 
Action Research, Inc. 
Yarnell Inc. 

SOFT DRINKS, BEER, 
WINE 
Access Research, Inc. 
Creative & Response Rsch. Svcs. 
Grieco Research Group, Inc. 
Thorne Creative Research 

TEACHERS 
D.S. Fraley & Associates 

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

TELECOMMUNICATIONS 
Answers Research 
Cunninghis Associates 
DMSC Research 
Find/SVP 
First Market Research (J. Herman) 
Horowitz Associates, Inc. 
iNFOCUS Group Services 
lntersearch Corporation 
Southeastern Institute of Rsch. 

TELECONFERENCING 
Cambridge Research, Inc. 

TELEPHONE FOCUS 
GROUPS 
Answers Research 
Creative & Response Rsch . Svcs. 
lntersearch Corporation 
Market Navigation, Inc. 

TOYS/GAMES 
KidFacts Research 
Youth Research/CSi 

TRANSPORTATION 
SERVICES 
Sweeney International, Ltd. 

TRAVEL 
James Spanier Associates 
Spier Research Group 
Sweeney International, Ltd. 

UTILITIES 
Chamberlain Research Cnsltnts. 
Nordhaus Research , Inc. 

YOUTH 
Doyle Research Associates 
D.S. Fraley & Associates 
Youth Research/CSi 
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Product & Service Update 
continued from p. 26 

to 2015 for population by age, race and 
sex, employment and earnings by in­
dustry, personal income, household data, 
and retail sales by kind of business for 
every county, state and metro area in the 
U.S. The Woods & Poole county fore­
casts on CD-ROM data can be used in 
desktop marketing systems and in Lo­
tus, Excel, dBase, Paradox, Atlas and 
other software on IBM -compatible PCs 
and Macintosh computers. 

The county, state, and metro area data 

The six companies, three of iliem Arneri­
can and three British, are Dun & 
Bradstreet, Moody's Disclosure, ICC, 
Ex tel Financial and Hemmington Scott 
(publishers of the Hambro Company 
Guide). Companyline offers direct ac­
cess to the financial reports of 4.5 mil­
lion companies in more than 40 coun­
tries. Credit ratings, brokers' analyses, 
directors' resumes, and a host of other 
corporate information also will be avail­
able and updated daily. This coverage 
of corporate information is being made 

available worldwide through Market 
Analysis and Information Database 
(M.A.I.D.) Systems, a large online busi­
ness information system. 

Company line is being fully integrated 
with M.A.I.D. 's existing services­
Researchline and Newsline-which to­
gether provide users with immediate 
access via a standard PC and modem to 
more than 50,000 full-text quality re­
search reports covering 450 market sec­
tors around the world as well as busi­
ness news from more than 4,000 news-

~cludes ilie 1990 Census. TheW&P ~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

~----------------------, forecast also ~cludes the regional im- , 
pact of the 1990-92 recession and the I Los Angeles I 
expected recovery in 1993-94 as well as I 
the impact of military cutbacks on re- 818-783-2502 I 
gions of the U.S. For more information I Nancy Levine I 
call202-332-7111. I President I 

I I 
New syndicated service 
for magazine industry 

Market Facts, Inc., Arlington Heights, 
Ill., has launched CMP/MarketScreen, 

, a new syndicated magazine research 
service. The service uses Market Facts' 
demographically balanced "CMP" panel 
of over 360,000 households nationally 
as a sample frame. All members of a 
sample of 50,000 households will be 
screened as subscribers/newsstand pur­
chasers of over 30 consumer magazine 
titles. ArtZ~, MarketFacts-New York 
vice president, who has spent seven 
years supplying proprietary reader pan­
els to the publishing industry, says that 
the service "allows subscribers to study 
competitive titles with custom panel 
research on a proprietary basis. It also 
has the ability to isolate and measure 
newsstand and readers across as many 
magazines as are measured." For more 
information call Art Zarin at 212-460-
8585. 

Online database of 
company financial info 
draws from six major 
providers 

Six of the world's major compet~g 
providers of company f~ancial infor­
mation have joined forces to set up 
Companyline, the largest integrated 
online database of its kind in the world. 
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papers, magazines, journals and 
newswires throughout the world. For 
more information call Tony Sharp at 
212-447-6900. 

MMS offers new health 
care mailing lists 

New mailing/telemarketing lists are 
available from Medical Marketing Ser­
vice, Inc. (MMS), a Chicago-area health 
care list manager. The lists, drawn from 
the HCIA, Inc. database, include phone 
number, fax number, name, address, 
and title of the following key managers: 

•Nursing homes-58, 429 key deci­
sion makers at 16,304 sites, selectable 
by size, licensure, ownership, services, 
and percent of patients who are "private 
pay." 

•Retirement facilities-22,869 sites, 
selectable by facility type, ownership, 
and services offered. 

• Medical rehabilitation centers-
1,927 freestanding sites, selectable by 
facility type, ownership, and disorders 
treated. 

•Alzheimer's disease treatment fa-

cilities and home health providers-
3,233 sites selectable bynumberofbeds, 
type of ownership, payor types accepted, 
services provided, and other character­
istics. 

•HMOs-491 sites, selectable by fed­
eral model type, tax status, chain affili­
ation, reimbursement mix, and other 
characteristics. 

The lists are available on labels or 
magnetic tape or diskette for one-time 
use. For more information call Greg 
Hill at 800-633-5478. 

Catalog compiles "best of 
the best" in data analysis 
products 

Statistical software supplier SPSS Inc. 
has certified a group of data analysis 
products and is offering them with a 
special guarantee in a new catalog, 
"SPSS Selects." The company says is 
reviewers have screened and tested the 
products for quality, utility, special and/ 
or unique features, ease of use and 
value-so that all products in the cata-

log are unconditionally guaranteed on a 
60-day money back basis. According to 
JackNoonan,SPSSpresidentandCEO, 
SPSS evaluates statistical products con­
tinually. Last year, the company de­
cided to compile the "best of the best" of 
the industry's data analysis products 
into a catalog. Inclusion is based solely 
on the reviewers' judgment; a devel­
oper cannot purchase space in the cata­
log. SPSS staff members representing a 
variety of disciplines, including end 
users, statisticians and product design­
ers, participate in the review effort. The 
first edition of the SPSS Selects catalog 
includes 14 products. Software pack­
ages range from easy-to-use survey de­
sign and memory-resident graphics to 
packages for easy data transfer, turning 
hardcopy graphs into numerical data 
and for merging large data sets into a 
single 3-D graphic. Also included are 
items such as OMR scanners and SPSS 
reference books. For a free copy of the 
catalog write SPSS, Inc., 444 N. Michi­
gan Ave., Chicago, IL 60611 or call 
800-841-0062. 

22 Years Of Experience At 
Your Disposal ! ! 

Focus Groups 
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• 16' x 20' GROUP ROOM 
• 16' X 12' VIEWING ROOM 
• 10' X 4' ONE WAY MIRROR 

• IN-HOUSE RECRUITING 
• SILENT AIR CONDITIONING 

• 17 IN-HOUSE WATS LINES 
• EXECUTIVE LEVEL INTERVIEWERS 
• AVAILABLE FROM 7am TO 9pm 

PACIFIC TIME 
• SILENT MONITORING SYSTEM 

Need a National field director to totally su_pervise any 
project anywhere in the US or Canada? Call Ted at ... 

TED HEIMAN & ASSOCIATES 
CALIFORNIA QUALITATIVE CENTER 

20350 Ventura Boulevard Suite 140 
Woodland Hills, CA. 91364 

1-800-283-2133 FAX 818-887-2750 

Phone Bank 
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Ethnic Markets 
continued from p. 27 

the Pacific Rim are expected to increase. 
The 1990 Census reports that there are 
more than 7.2 million Asian and Pacific 
Islanders in the U.S. This, in tum, breaks 
into more than 30 cultural subgroups. 

The key factor for accurate interview­
ing with these ethnic groups is to have 
trained.interviewers fluent in both En­
glish and the native language. Accord­
ing to information compiled by ISA 
only about five percent of first genera­
tion ethnic respondents will complete a 
call with a non-bilingual speaker. 

The reasons for use of multilingual/ 
multicultural interviewers include their 
ability to be aware of cultural, concep­
tual and idiomatic considerations when 
translating; in addition, these interview­
ers are able to thoroughly review sur­
veys and translate to the native lan­
guages. 

Lower refusal rate 
Overall, the refusal rate when quali­

fied interviewers are used is lot less 
with Asian-Americans than with gen­
eral market interviewing and other eth­
nic groups. The average refusal rate for 
telephone surveys is estimated at 35-
45%. With Asian-Americans, the rate is 
about 22%. The lower rate occurs be­
cause Asian Americans are 
undersurveyed and they wish to have 
their opinions count. It's one way for 
Asians to become more "American­
ized." There is the feeling that "Some­
body is willing to listen to us" which 
hasn't been felt before. Until the last 
few years, the feeling among Asian 
Americans was that "Nobody's listen­
ing to us. We are not a big enough group 
yet." 

Posing questions 
There are some unique techniques to 

use so that reliable data is collected. For 
example, ISA has found that Asian 
Americans have difficulty understand­
ing varying degrees when presented in 
non-numeric form in a questionnaire. 
For example, a large telecommunica­
tions company surveying the Vietnam­
ese market asked: "To what degree do 
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you like the telephone service? Excel­
lent? Very good? Good? Fair? Not 
very good? Or poor?" The Vietnamese 
respondents had difficulty distinguish­
ing between "very good" and "good." 
ISA found that using a seven point scale 
is a more effective method of obtaining 
the information. 

Door-to-door surveying of Asian 
Americans is not a successful technique 
because Asian interviewers feel that 
knocking on doors is not polite. How­
ever, personal interviewing in 

Koreatown (Los Angeles) or Chinatown 
(San Francisco) can be an effective 
method of collecting data. 

When conducting ethnic focus groups 
there must be an awareness of the dif­
ferences within cultural groups. An ex­
ample would be Japanese Americans 
who have been in the United States for 
years as opposed to Japanese nationals 
in America for business. Moreover, men 
and women should be separated. Often, 
due to social customs, female partici-

. pants will remain silent or not disagree 

OUR PEOPLE PROVE THAT EVERY DAYI 
At SDR Sampling Services, our people have been the key to build­
ing our reputation for sampling excellence. Continuing in that 
tradition, we've enhanced our staff to provide even more in-depth 
research expertise and consulting strength in all areas of sampling: 
pure marketing research, administration of data collection, sam­
pling methodology. and sample design. 

You MUST STAKr RIGHT TO END RIGHT! 
By speaking to our sampling experts first. you can maximize the 
value of our high-quality samples. decide on the most appropriate 
sample design and methodology to generate the most accurate 
study results. Our dedicated and knowledgeable people provide the 
perfect complement to our high-quality RDD, listed consumer, 
and listed business samples. 

OUR 'ADDED VALUE" SERVICES ADD UPI 
• Authoritative advice on sample design 
• The highest -quality samples possible 
• Full line of targeted samples 
• Purging of nonworking numbers 
• Courteous friendly service always 
• Responsiveness to your deadlines 
• Competitive pricing 
• In-house sampling systems 

FOR THE "SMARTEST" SAMPLES AROUND, 
CALL MICHAEL McDONALD TOLL-FREE: 

SDR 
INCOilPORATED 

PHONE 1-800-683-1043 
SDR SAMPLING SERVICES 
Featuring GENESYSn' Sampling Software 

Ql993 SDR SAMPLING SERVICES 
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if male respondents are present. Also, 
when non-native/non-bilingual inter­
viewers are used Asian respondents are 
likely to hesitate in giving negative re­
sponses for fear of offending someone. 

Opportunities 
Halberstam believes that ignoring the 

multicultural populations in the U.S. 
and international markets would be 
short-sighted. With today's telecom­
munications capabilities it is possible to 
access opinions worldwide, 24 hours a 
ay. But the key to success is to have 
interviewers who are fluent in English 
and the language of the country being 
surveyed and who are also sensitive of 
the culture of the region being called. 

Polly Smith, director, international 
research, ISA: "It has been demonstrated 
during the bid phase that in many cases 
it is less expensive to conduct research 
from Los Angeles than going to that 
country. Local tariffs, unaffordable ex­
change rates on the U.S. dollar, and the 
convenience of dealing with someone 
in your own language all contribute to 
this fact." 

Profitable Niches 
continued from p. 27 

this potentially lucrative market? Lack 
of understanding and awareness seem 
to be the keys. 

QFact realizes that due to being cul­
turally uninformed, many marketers 
don ' t fully realize that African-Ameri­
cans are more than just "dark-skinned 
whites." In order to meet the unique 
needs of this consumer base, marketers 
must become more culturally sensitive. 
Different needs in areas such hair and 
skin care products, and different tastes 
in fashions and foods present challenges 
in terms of both product development 
and marketing approaches. Packaging 
and distribution needs must also be ad­
dressed. Further, a resurgence of pride 
in cultural values and heritage increase 
the need to better understand the Afri­
can-American market. 

Traditionally, when seeking to un­
derstand a target market's needs and 
preferences, marketing research has 
provided the answer. But, historically, 

GROUP DYNAMICS IN FOCUS 

researchers have not always made suf­
ficient efforts to learn about the unique 
needs of non-general markets. Research­
ers often lack the understanding of Af­
rican-American culture and values to be 
able to ask the right questions and ask 
them in a way that will provide the 
information they need. Further, appro­
priate sampling may be hampered when 
respondents are asked to leave their 
neighborhoods to attend research ses­
sions in areas that are not highly popu­
lated by people of their own culture or in 
locations not easily accessible. 

Finally, respondent cooperation is 
often low due to a lack of understanding 
of how marketing research benefits 
African-American consumers since, in 
the past, they were often excluded from 
this forum. 

Culturally specific 
Given the importance to marketers of 

understanding the needs and preferences 
of this potentially lucrative niche, QFact 
has developed TAP, Targeted Access 
Panel of African-American households 

WIUCH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

• "City'' Consumers 

• Expertise in Medical/Health Care Recruiting 

• 800 Sq. Ft. All Purpose Room With Observation 

• 4 Focus Group Rooms Seating 1~ Observers 

• 8 Minutes From Amtrak Station 

• Founded In 1981 

VOORHEES, NJ 

• "Suburban" Consumers 

• On-Site Phone Room Recruiting 

• Commercial Test Kitchen 

• 2 Multi Level ObseiVation Rooms 

Seating 25 In Comfort 

• 20 minutes To Downtown Philadelphia 

• Designed By Qualitative 

Consultants (Opened 1992} 

BOTH FACILITIES: 

OWNER/OPERATED FOR PERSONAL SERVICE • 35 MINUrES FROM PHILADELPHIA AIRPORf • FREE PARKING 

CAlL 800-220-1011 FOR BROCHURES AND INFORMATION 
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in the Cincinnati and Dayton, Ohio 
markets. The goal is to provide market­
ers with African-American opinions on 
both culturally specific and general 
market products. 

TAP is the result of work begun by 
Renee Ruffin-Price, QFact program 
developer, who determined that while 
general information on marketing to 
African-Americans was available little 
data on. researching individual niches 
could be found. TAP is designed to 
meet client needs while minimizing 
some of the inherent difficulties in re­
searching this consumer group. It has 
done so by taking a grassroots approach 
to reaching the African-American com­
munity. Working with minister of Af­
rican-American congregations-the 
center of this culture's family, religious, 
economic and social life-Ruffin-Price 
and her group are educating community 
leaders and consumers about the ben­
efits of marketing research and the im­
portant role it plays in providing infor­
mation on the products and services 

. they want. 

Panelist data includes information on 
household size, occupation(s), and use 
of various consumer products. The 
amount of data will continue to be ex­
panded as the panel develops. 

Even as researchers of color, Ruffin­
Price and her team are constantly being 
challenged. They have found it neces­
sary to come up with innovative ways to 
improve the process. One such innova­
tion was the use of radio spots on local 
African-American radio stations to re­
cruit panelists. While this technique 
would not be needed for general market 
studies, it is very appropriate for tar­
geted recruiting. Another was the pro­
viding periodicals of interest to Afri­
can-Americans in client waiting areas 
to indicate respect and cultural recogni­
tion of the panel members. 

QFact believes that TAP is a success­
ful program which provides a needed 
service for both clients and the African­
American community by providing a 
culturally sensitive program which leads 
to better information, faster turnaround, 
and lower overall costs to the client. 

Business to Business 

MARKETING 
RESEARCH 

American Business Information is the 
leading compiler of business informa­
tion with a comprehensive database 
of 10 million businesses. Our tele­
phone verified information includes: 
name of key executive, franchise 
information, phone numbers , SIC 
codes, and much more. Our services 
include: 
• Market Potential Analysis 

Analyze your market potential by SIC, 
Size of Business, Zip Codes, or any 
combination . 

• Customer Profiles 
Profile your customers to help you 
zero -in on your best prospects. 

• List Enhancements 
Add to your customer file by overlay­
ing SIC Code, Phone Number, 
Employee size, and other information. 

For more informat ion , contact: 

Jeff Ferris, Marketing Research Division 

American Business Information, Inc. 
P.O. Box 27347 • Omaha, Nebraska 68127 

Phone: (402) 593-4646 • Fax: (402) 331-6681 
Dept. II 08-203 
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Save time and money 
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with Map Wise 2.04 
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lmput Data 
Hypothetical Car Image Data 

Car Cheap Room St~e Power Status M1tease 

Audi tO 40 ® 40 ® 
Olds 40 30 40 ® 40 40 

BMW 40 ® 40 ® tO 

Geo ® 40 tO 40 20 ® 
Saab 40 @ 40 30 40 40 

Ford ® 40 20 ® 

Output Map 

Perceptual Map of Car Images 

! •Status 
·BMW 
·Audi 

·Style 
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·Saab 
·Room 

·Power 
·Oids 

·Mileage 

G 
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• eo 
•Ford 

Perceptual Mapping PC Software 

• Flexible Relates most table data 
• Easy 
• Visual 
• Popular 

Runs correspondence analysis 
Presents research effectively 
Buyers in 23 countries 

• Guaranteed Useful results in 15 minutes 

Order Now! 
Call 800-998-0830 
Fax 708-986-0801 
Dr. Betsy Goodnow 
Market ACTION Resea rch Softwa re 
16W501 58th Street, Suite 21A 
Clarendon Hills, IL 60514 
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Fami 
Family Circle Studies 
continued from p. 21 

ircle 
of product purchase. 

"Most other studies have dealt with 
changes in awareness, recall, intent to 

advertising on either attitude or recall. purchase, or perceived purchase and 
5. Did not rely on consumer percep- this study clearly wasn't about aware­

chase," McPheters says. "One of the 
things that we learned was that people's 
perceptions, for example, of frequency 
of purchase, are different from actual 
purchase behavior. When you're ask­
ing people what they have purchased 
within a one month or six week time 
frame, as many of the syndicated ser­
vices do, it's difficult for people to 
remember. .. did they purchase it seven 
weeks ago or six weeks ago? There's a 
lot of room for errors in perception." 

tions of either advertising exposure or ness or intent, it was about actual pur­
----------------------------, Four metro areas 
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S A N F R A N C s c 0 

THE ONLY FOCUS GROUP SUITES IN TOWN 

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. 

• Silent, 24-hour air conditioning. 

• Professional audio system. 

• Completely reliable recruiting. 

• Sumptuous client meals from fine San Francisco restaurants. 

• Convenient financial district (downtown) location. 

• Competitive pricing. 

• 
Consumer Research 
Associates 
111 Pine St., 17th Floor, San Francisco, G4 94111 
TOLL-FREE: 800/800-5055 
415/392-6000 • FAX: 4151392-7141 
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The study was conducted with con-
sumers in four metro areas: Richmond, 
Virginia; Denver; Chicago; and South-

"Most other studies have 
dealt with changes in 
awareness, recall, intent 
to purchase, or 
perceived purchase and 
this study clearly wasn't 
about awareness or 
intent, it was about 
actual purchase. One of 
the things that we 
learned was that 
people's perceptions,for 
example, of frequency of 
purchase, are different 
from actual purchase 
behavior." 

em California (Bakersfield, Fresno, Los 
Angeles, San Diego). Participants were 
chosen from shopper's clubs · of the 
Von's Pavilion, Ukrop's, Safeway and 
Jewel supermarket chains. 

The sample was generated using data 
from the Citicorp POS scanner data­
base, which contains information on 
purchasing habits collected from par­
ticipating households, who receive pro­
gram benefits from supermarket retail­
ers in exchange for allowing their pur-
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chases to be tracked. 
The scanner information identified 

households that had purchased a single 
copy of the April 21, 1992 issue of 
Family Circle. That list was checked 
against a list of subscribing households 
to identify subscribers. Of the house­
holds exposed to the advertising, 52% 
had purchased the single issue; 48% 
received their copy by subscription. 
Th~ non-exposed group was weighted 

to make it similar to the exposed group 
in terms of market, household size and 

brands. This was demonstrated by: 
•Absolute sales 22.5% higher among 

exposed households during the period 
of advertising. 

• A rate of increase over base period 
sales 10% higher among exposed house­
holds. 

One of the nine brands, En dust Dust­
ing and Cleaning Spray, experienced a 
high increase in sales during the test 
period. In the first half of 1992, Endust 
advertised only in magazines. In addi­
tion to the ad in F amity Circle , Endust 

also ran ads in April in Good House­
keeping and Parade. Two additional 
En dust ads ran in the January 1992 
F amity Circle and March 1992 issue of 
USA Weekend. 

During the 12 weeks before the En dust 
ad ran in Family Circle, the control and 
exposed groups bought Endust at the 
same rate. After the ad ran in F amity 
Circle, the exposed group bought 25% 
more. During the post period, those 
who boughtF amity Circle continued to 
buy Endust at a 10% higher rate than 

income, age of the head of the house- t---------------------------­
hold, and average number of weekly 
shopping trips. (While the study con­
trolled for demography, it did not con­
trol directly for exposure to other me­
dia. However, use of Simmons infor­
mation on the media consumption hab­
its ofF amity Circle readers allowed the 
researchers to make some inferences.) 

"These studies are good 
news for magazines and 
for marketers of 
consumer products. They 
provide hard data 
showing definitively that 
consumers respond to 
product advertising in 
magazines by purchasing 
more of the advertised 
brands. We feel we've 
broken ground in tying 
magazine advertising to 
clearly documented 
changes in consumer 
behavior." 

Increased sales 
Nine brands that ran one or more paid 

four-color ads in the April 21 issue 
participated in the study. Overall, the 
study found that magazine advertising 
increased sales for eight of the nine 

March, 1993 

Why Guess When You Can 
Have The FACTS 

A successful marketing plan begins with a good 
understanding of the market. The Mrican-American market 

comprises $270 billion in purchasing power. Many companies 
miss opportunities in selling to the African-American 

consumer simply because they fail to understand this market. 

The African-American Panel, located in Cincinnati and 
Dayton, is a targeted access panel (T.A.P.Thl) that provides the 

views of African-Americans - facts that can help businesses 
more effectively reach African-American consumers. 

!for nwre information ca£[ 1(atftleen rrliorman at 

891-2271. 

MARKETING RESEARCH INC. 
9908 Carver Road 

Cincinnati, OH 45242 
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those in the control group. According to 
the study report, "There was virtually 
no change in the Endust purchasing of 
the control group throughout the 28 
week measure-
ment period." 

with only four couponed ads measured 
we can't generalize. Over time as we 
develop a larger database including more 
coupon ads we'll be able to address that 

remainder of the budget went for pur­
chasing space in six Family Circle and 
five other magazines, such as Parents 
and Better Homes & Gardens. During 

Effect of 
coupons 

The Endust ad 
featured a cou­
pon, which may 
account for its ef­
fectiveness. 
McPheters says 
she suspects that 
coupons have an 
impact, but the 
study didn'tmea­
sure coupon im­
pact directly. A 
subsequent study 
may investigate 
that. 

Week Vol/100 HH 

25 

FURNITURE CARE 
Weekly Volume/] 00 Households 

20 

15 

10 

5 

QL-----

"I have the 
Exposed 
+3.1% 

20.2 

strong point of Source: Family Circle Advertising Impact Study 
view that cou-
pons make ads 
more effective. But in fact across the 
studies we've done we have only mea­
sured four ads with coupons. The En dust 
ad had a 75 cent coupon, which cer­
tainly would seem to have generated a 
high degree of consumer interest but 

more directly." 
The study also tracked the impact of 

an ad for Nabisco Teddy Grahams. In 
the first half of 1992, approximately 
65%oftheadvertisingbudgetforTeddy 
Grahams was spent on television. The 

Control 
-4.6% 

II Base 

Dijf. 
+7.7% 

the pre-test period, households that were 
exposed to the ad in F amity Circle pur­
chased 10.6% more Teddy Grahams 
than the households who weren 'tknown 
to have purchased Family Circle. In the 
observation period, the control house­
holds were outpurchased by exposed 

---------------------------~ households by 21%. In the 12 weeks 

We focus on the details so 
you can focus in L.A. 

Marketing Matrix is dedicated to provide you with the highest quality focus 
group support. Our facility has been designed with your needs in mind. Located 
conveniently. Fashioned for comfort. Maintaining the highest quality recruit­
ing and client services. 

With many years of experience in qualifying the types of respondents you're interested 
in, such as: Consumers, Teens and Children·. Executives • Specialized professionals 
and managers • Hi-Tech experts • and Health care professionals. 

Whatever amenities you desire: special foods, hotel reservations, tape transcriptions, 
qualified moderators, or any other needs -- we'll provide you with 

MARKETlNG top-quality service. 

M AT R I X Ask us for a bid. In addition to being professional, we're cost­

58 

competitive. Just call Lori Castagnola or Marcia Selz. We'll focus 
on the details and help you focus in L.A. 

2566 Overland, Suite 716 
Los Angeles, CA 90064 
(310) 842-8310 • FAX (310) 842-7212 

Circle No. 741 on Reader Card 

after the ad ran in Family Circle, ex­
posed households bought 20% more 
than the control households. 

Both the Teddy Graham and Endust 
examples also show that advertising 
had an impact on sales in the products' 
respective categories. In the ready-to­
eat cookie category, the study found a 
16.7% sales differential between the 
exposed and control groups during the 
four-week observation period. Weekly 
volume per 100 households in the furni­
ture care category was higher for the 
exposed group than for the control group 
through all three periods of the study. 

Awareness of advertising 
The magazine study was followed up 

with 500 phone interviews with a na­
tionally projectable sample of women 

Quirk's Marketing Research Review 



to find out if women were aware that 
magazine advertising affected their pur­
chase habits. 

•58% of the women surveyed said 
that magazine advertising affects their 
purchase decision. 

•Almost two-thirds (64%) said that 
magazine advertising affects their pur­
chase decision even more than TV ad­
vertising. 

•The respondents said an ad's cou­
pons "(86%) are most useful, followed 

"These studies are good news for 
magazines and for marketers of con­
surnerproducts," McPheters says. "They 
provide hard data showing definitively 
that consumers respond to product ad­
vertising in magazines by purchasing 
more of the advertised brands. We feel 
we've broken ground in tying magazine 
advertising to clearly documented 
chmges in cqnsumer behavior. 

turn generated by various media md 
promotional alternatives. Mmufactur­
ers have a history of using systems like 
this to track promotions but they haven't 
used them as extensively to track the 
effects of advertising and certainly not 
the effects of advertising in magazines. 
At least now we know that if you adver­
tise in magazines with enough consis­
tency, you em not only increase your 
sales but you can also maintain that 
increase." 0 

"In the future, I expect that marketers 
will have the information necessary to 
calculate differences in the rates of re-by its recipes (81% ), product informa­

tioo07%),'~ow~d'ti~D3%)md~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

"education" (61 %). 
"We had the proof of magazine ad­

vertising effectiveness but we wondered 
if people were aware of it," McPheters 
says. "It was interesting that in fact they 
knew that it worked. They were asked 
about whether they responded to adver­
tising in different media, they said they 
responded particularly well to maga­
zine advertising." 

Schedule impact study 
Using a methodology similar to the 

Advertising Impact study, the second 
study, theFamilyCircle Study of Sched­
ule Impact, tracked sales to 80,000 
households over 68 weeks. It found that 
high frequency advertisers achieved sig­
nificant sales gains that were maintained 
for the duration of the advertising sched­
ule. 

Other findings: 
• Advertising schedules generated sus­

tained sales increases for six of the 
seven brmds measured. 

•For the six brands, increases in sales 
attributable to advertising averaged 13 
percent. 

•The advertising schedules increased 
sales of the advertised product catego­
ries by five percent. 

Of the seven brmds tracked in the 
Schedule Impact Study, Spray 'NWash 
Stain Stick was a top performer. The 
brand, which advertised three times in 
the magazine over a four-month period, 
saw its sales increase at a rate 37 percent 
higher among households exposed to its 
advertising in one or more issues than 
among the others. For its product cat­
egory, the rate of increase was 15 per­
cent higher. 
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OPINIONS 
unlimited 

A M A R I L L 0 

What Makes Us Different, Makes Us Better 

Amarillo, unlike more cosmopolitan mar· 
kets, is a city of "Real Texans". The relative 
lack of transplants from across the country 
means you get the true Southwestern rep­
resentation you need. And, with a trade 
area of over half a million consumers, fresh 
respondents are no problem. 

That's why at Opinions Unlimited we go 
out of our way to assure: 

• Results you can trust 
• Service you can rely on 
• Security you need 
• A friendly attitude you'll get used to 
• Firm budgets and deadlines 
• A professional staff who cares 

Of course, the best research market is use· 
less unless there's a quality data collection 
company in operation there. • New facilities, computers and monitor· 

ing equipment 

Opinions Unlimited: Different and Proud of it! 
50 Station WATS/CATI • Moderator-Designed Focus 

High Traffic Regional Mall/CRT 
For a two hour bid or more information, contact: Anndel Hodges or Neil Norwood 

1-800-658-2656 
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MARKETING RESEARCH 
National Field Director 

Top-1 00 research firm, specializing in national 
Hispanic market, seeks an experienced NATIONAL 
FIELD DIRECTOR. Applicants must have excellent 
command of English and Spanish, as well as 
substantive quantitative field experience in the major 
U.S. Hispanic markets. We offer highly competitive 
compensation, an attractive benefits package, profit­
sharing and room to grow. Please send cover letter, 
detailed resume and salary history to: President, 
Market Development, Inc.; 1643 Sixth Avenue; San 

·Diego, CA 92101. No phone calls, please. EOE. 

Investors Wanted 

Individuals or companies wishing to invest, as silent 
partners, in one or more focus group facilities in 
selected cities are invited to talk with people who 
really know all aspects of this business and how to 
manage them. Call 201-692-0208 in confidence for 
initial conversations with the principal. 

Business For Sale 

Incredible opportunity to buy a well established 
Atlanta focus, phone and field service for sale. 
Prime location with two luxury focus rooms and a 
one on one room. Latest in audio and video taping 
equipment. Respondent database with 30,000 
records. Large client database. Serious inquiries 
only. Asking $100,000. 

Send to: 
Quirk's Marketing Research Review 

Dept. A-25 
P.O. Box 23536 

Minneapolis, MN 55423 

Please note the following correction to the 1993 Directory 
of Focus Group Facilities: 

Due to an editing error, the listing for Catherine Bryant & 
Associates was placed under the Charlotte, North Carolina 
metro area; it should have been listed under the Winston­
Salem metro area. 
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Trade Talk 
continued from p. 62 

actually higher than the game average." 
Some other findings: 
•66.8% of the viewers said they find the Super Bowl 

commercials to be more interesting than TV commercials in 
general. In 1992, 55% held the same view. 

•More people (35%) watched the game at a Super Bowl 
party this year than last (28.4%). 

•22.8% said they would be willing to shell out $25 to watch 
the game on pay-per-view TV. 

Enough bang for the bucks 
Over the years there has been debate about the value of 

Super Bowl advertising, with advertisers wondering if they're 
getting a big enough bang for all those bucks. Widi says that 
some marketers have learned how to do Super Bowl advertis­
ing right. "The advertisers understand now that the more you 
can link executions together into a campaign within the Super 
Bowl the betterrecall you're going to get and the better you're 
going to communicate your message." 

Indeed, the poll found that some of the best-liked commer­
cials were those of McDonald's, Lee Jeans, and Anheuser­
Busch, all of whom ran multiple executions. "The campaigns 
that were strung together, for example McDonald's or 
Budweiser, those are the companies that came to the top in 

· terms of score. Lee Jeans also did an excellent job this year." 
Still, advertisers have to know what they're getting into­

Super Bow 1 ad rates and budgets aren't for the timid. "I think 
there's a danger if you haven't bought a lot of time and you 
don't have a great execution. You can get lost. And I think we 
saw that with some of the advertisers," Widi says. 

Widi breaks the Super Bowl ad experience into three 
segments: "You're either a household name and you buy a lot 
of time and you get real good recall, or you come up with 
some real creative executions and you get real good recall, or 
you're not a household name and you don't have a very 
creative execution and within that environment you get very 
low recall." 

No terminations 
The interviews began with the questions on commercial 

recall, then moved on to a section of proprietary questions 
from subscribers. Next came questions from the agency, on 
such things as food and drink consumption during the game, 
and finished up with demographics. Widi says the interview­
ers had no terminations. "Once you start talking about the 
commercials, the respondents really get into it." 

In general, results were similar along age and gender lines, 
although recall was higher with younger people, which is to 
be expected, as many of the ads were geared to a younger 
audience. "Some of the Pepsi ads, for example, a lot of the 45 
and older viewers aren't used to that MTV style. But Pepsi is 
going after a younger age group, and they follow it all. They 
get the message," Widi says. 0 

March, 1993 
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By Joseph Rydholm 
managing editor 

The ads were super if the game wasn't 

A funny thing happened to me while watching the 
Super Bowl. Actually, it was more disturbing than 
funny. As the Buffalo Bills began self-destructing 

(a la our own Minnesota Vikings, four-time Super Bowl 
losers), I found myself more interested in the commercials 
than the game itself. Once, I even timed a trip to the bathroom 
so I wouldn't miss the commercials. 

But who can blame me? Advertisers go all out to make the 
Super Bowl a memorable experience for viewers (sometimes 
I think they put more effort into it than the football players), 
unleashing a parade of high-buck ads with eye-popping 
special effects and star-studded casts. And while it all gets to 
be a bit overwhelming, at least it's not dull-which is often 
more than you can say for the actual game. 

According to the annual SuperPoll, a post-game survey of 
1000 Super Bowl fans conducted by Milwaukee-based 
Cramer-Krasselt advertising, the average total commercial 
recall figure for ad spots in this year's game was the highest 
it's ever been. So, like me, a lot of other people must have 
been impressed (in some way) by what they saw. The average 
recall was 66%, a big increase over 1992's 59% and the 57% 
average of previous years. 

The agency began conducting the poll in 1989 to test 
audience recall of Super Bowl commercials. The interviews 
are conducted by telephone on the Monday following the 
game. The best-recalled spots this year were those by 
Anheuser-Busch, Goodyear, Lee Jeans, Master Lock, Pepsi­
Cola, and Reebok. 

"The commercials continue to be a more important part of 
the game, and we keep seeing the recall scores at those high 
levels and increasing year after year. It's part of the Super 
Bowl atmosphere and people get into it," says Larry Widi, 
marketing research director, Cramer-Krasselt. 

Kept watching 
Although the game was one-sided, the survey found that 

viewers kept watching. "We still had some pretty darn good 
viewership in the fourth quarter, at least in terms of the people 
that we talked to. We didn't see a tremendous drop off in 
audience. And the people who watched in the fourth quarter 
seemed to be aware of the ads. Maybe they were getting a 
little bored with the game at that point and they paid more 
attention to the ads but our fourth quarter recall score was 

continued on p. 61 

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

Compaq_, Cycolar, Geo, Lumina, Sequa and Zaprrmil 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·NameLab 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 studies. 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 
reviews 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 -I finallY. understand the stuff that good college professors 
could not explain 1f 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, brilliant, 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) l'veattended. 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 stats 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 possibilities. 

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 
:rnMfttfte 

The BASES Group 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington , Kentucky 41011 

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

The Burke Institute 
Partial Schedule of Seminars Through August 1993 

101. Practical Marketing 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. Q uestionnaire Constr uction Workshop 
Los Angeles ........ .. .......... ov. 9- 11 
New York ................ .... ... Jan. 25-27 
Cincinnati .. ....... ..... ......... . Mar. 8- 10 
Cincinnati ........ ................ May I 0-12 
Atlanta ............. ..... .......... June 28-30 
Cincinnati ..... ........ .. ... ..... . Aug. 9- 11 

105. Q uestionnaire Design: Applications and 
Enha ncements 
Los Angeles .................... Nov. 12- 13 
New 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 

203. 

301. 

San Francisco .................. Nov. 5-6 
Boston ................. ............ Apr. 15- 16 

Focus Group Moderator T raining 
Cincinnati ................... ..... Nov. 17-20 
Cincinnati ........................ Jan. 4-7 
Cincinnati ...... .. .... ... ....... .. Feb. 2-5 
Cincinnati ... .. ... ... .. .... .. .. ... Mar. 2-5 
Cincinnati ....... ..... .... ...... .. Mar. 30-Apr. 2 
Cincinnati ......... ............... June 15- 18 
Cincinnati ...... .. ....... ... ... .. . July 20-23 

Writ ing a nd Presenting Actiona ble 
Marketing Research Repor ts 
Cincinnati ...... .. .. ... ........ .. . Dec. 7-9 
New York ....................... Feb. 15- 17 
Cincinnati ........... .. ...... .... . Mar. 22-24 
New York .. ........ ........ ... .. June 7-9 
Cincinnati ........................ Aug. 23-25 

401. Managing Marketing Research 
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. 1 1-12 
Cincinnati ........................ Mar. 4-5 
Cincinnati .............. .......... May 6-7 
Atlanta ...... ........ .............. June 24-25 
Cincinnati ............ ............ Aug. 5-6 

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

504. Adver t ising Research 
Cincinnati ... ... ... ....... ... .. .. Nov. 19-20 
Cincinnati ........ ....... .. ...... Feb. 24-25 
New York ........ ... ............ Apr. 22-23 
Cincinnati .. .......... ... .... .. .. July 22-23 

505. Posit ioning and Segmentation Research 
Cincinnati ......... ..... ....... .. Nov. 17-18 
Cincinnati ....................... Feb. 22-23 
New York ....................... Apr. 20-21 
Cincinnati ...... ...... ........... July 20-21 

506. Customer Satisfaction Research 
Cincinnati .. .... .. .............. . Nov. 2-3 
Chicago .. .. .... .. ... .... .......... Jan. 21-22 
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 18-21 
New York ..... .................. July 6-9 
Cincinnati ..................... .. Aug. 17-20 

603. Practical Multivar iate Analysis 
Cincinnati ............. .......... Jan. 20-22 
Cincinnati ....................... Apr. 7-9 
Cincinnati ....................... June 2-4 
New York ....... ................ July 28-30 

701. International Marketing Research 
New York .... ........... .. ...... Jan. l2-13 

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

Four-Week Cer tificate Progra m 
Cincinnati .............. Mar. 1-26 
Cincinnati .......... .... Aug. 2 - Aug. 27 

2-Week Segmen ts 
Cincinnati ... .......... . May 3- 14 
Atlanta ...... ..... ........ June 21 -July 2 

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

Marketing Research for Deci ion Makers 
Focus Group : An Applications Workshop 
Effective In-person Presentation of Marketing Information 

• Pricing Strategy and Research 
• Using Multivariate Analysis: A P.C. Based Workshop 
• Experimental Designs for Marketing Research 
• Industry Specific Seminars 

• Healthcare 
• Pharmaceutical 

• Financial Institutions 
• Public Utilities 

• Telecommunications • Automotive{fransportation 
Planning Marketing Strategies and Tactics Using Actionable Research 

• Effectively Selling Marketing Research Services 
• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 

ALL OF THE ABOVE SEMINARS ARE AVAILABLE FOR IN-HOUSE PRESENTATION. 

Please look over the list of our current seminars. Then call us toll­
free. We will help you select the best seminar or other educational 
opportunity to meet your specific needs. Please call Lisa 
Raffignone, Marketing Manager, or Dr. Sid Venkatesh, President, 
at 800-543-8635 (ext. 6135) or 606-655-6135. 
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Find out what hundreds of researchers already know ... 

Focus Suites is like no other facility you've ever tried. 

• The expertise of our professional recruiters is unsurpassed in this industry. 

• We have three separate, totally private 3-room suites. 

• These extraordinary suites are available for the same cost or less than that 
of an ordinary facility. 

Call today for a competitive bid on your next qualitative research project. 
Once you've tried us, you'll never be satisfied with an ordinary facility again. 

The Right People ... The Right Price ... The Right Place 

One Bala Plaza, Suite 622, 231 St. Asaphs Road, 
Bala Cynwyd, PA 19004 (215) 667-1110 
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