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hese are the only omnibus s rvic s that ar proven to d Iiv r th sam 

data as w 11 manag d d dicat d urveys, y t they are the arne low pri 

as s rvices without this quality. 
This new generation of accuracy is the result of extensive experimental 

research. While some of our improvements are propri tary, the obvious 

changes we have employ d ar : qu stion block rotation to liminat ord r 

bias~ ensuring that fiv call backs are made to maintain representativenes 
of the random sampl ; sample balan ing to census data on age, x, r gion, 

education and race (this insures that 
statistical variation is minimized-so 

important to stability in tracking studi 

and daily geographic quotas. 
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Components Include: 1,000 adults int rview d v ry w k nd; 72 hour surv y completion 

through ta ulation; computer generated ROD samples and standard demographi banner. 

Suggested Uses: Consumer satisfaction surveys; awareness, attitude and usage studies; 

media r search; opportunity identification; oncept scr ening and t ting; imag and 
positioning r s ar h; market structure analyses and pri sensitivity tudi s. 

When dedicated surveys take so much time and money it makes sense to use 

OmniTel/lsis for your custom research eeds. 

For Complete Information Contact: 

New York Metro: Richard B. Hare, Pr sid nt (90 ) 572-7300 • FAX (90 ) 572-7980 
Chicago Metro: Jeff Kay, Vice Pr id nt (312) 440-5252 • FAX (312) 266-1742 
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GO 1000 
TOAS 

Quancept CAPI can handle it. 

The powerful software for Computer 

Assisted Persona Interviewing on 

laptop computers as used by leading 

research agencies throughout the 

world. 

Fast and eHicient. The best solution 

for your largest surveys 

- even 1 000 questions. 

From Quantime. Who else? 

For more information 

contact Joe Marinelli at: 

Quanti me Corporation 

18th Floor 

545 8th Avenue 

New York 10018 

(212) 268 4800 
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WHALEY RESEARCH & AssociATES, INc. 
5001 RIVERDALE COURT 
COLLEGE PARK, GA 30337 
800-283-4701 I FAX 800-283-4733 
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o u .roupR earch -------------------------------------------------

gpower esto • 
1 

Focus roups guide cr ation of automated 
customer assistance system for D trait Edison 

y Mar ama k and ath ri n J hn n 

litor' s note: Mark 'a mad .. i 
president and Katherine Johnson iJ 
research direcror a/ The orp 

roup,a. t.Louis-ba dclm ulting 
firm servin~ !he health c·are, utility 
and telecommunications inlustries. 
The auth r were inrol\'ed at the 
\'endor lel'l.'l in the m 1rketing re
. earchforthi project. amackmod
crated the interac ·til ·e mice reJponsc 
system focu group . .Johnson as
sisted in tit anal_v ·is and interpretation of 
the result. for both the qu 'llitatirc and 
qualllitatire 1 ortion\ oft he research study. 

·ollcctcd. rout ~md 

o~t imt r-

h ur. o m re us ~ignaJs. 

mpani '. in.tallth •. int m ti 
till!"\ f, u~- re. n-;c unit~ ( R \) t imp e ·us-

6 

v ml lum•s of 
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With the installation of the voice response system, Detroit Edison's Customer Communications Center (above) can handle 42 000 calls per hour. 

data, n · ntml th m m rg d: R . id n
rial customers pia d a hjgh valu n a e. -
i ility. 

June/July, 1993 

Whilequalitath ere earclz 
cannot be definith e, it can 
erre a · a powe1jul 

demonstration of a 
·on1pan) 's ~t·illingne . . to 

li. ten to its cu ·tomer . . 
When a client i · read ' to 
listen. as Detroit Edi. on 
ha. , e\'erybody "in ·. 

mll 

7 



ibu R arch-------------------------------------------------------

Omnibus study 
• exam1 

y id L a h 

ditor' nole: David each is vi e 
presidelll and west coa t r presentative 

R lnt motional, a ew York ity
basedfirm that speciali:e in conduct
ing research outside the . . 

·fe es • n • 
USSia 

wor. 
Whil 

Personal life satisfaction in Russia 

TODAY 

Average rating on a 1 0-point scale 

,aboutaquar-

ndu ted in o-
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ith a now-dead c ·ntralit. ·d s st m 
an a gov ·mm ·nt in which the p pi 
hav • littl· faith, many seem to ha e 
r•alit d that th • onl wa to impro 
th ir lot in lire is to r ·I on their wn 

Family's economic position 

Do not have enough money for food 

--r- -r-
30 40 50 60 70 80 

Percent 

continued on p. 38 



TURF ana ysis 
by Ed oh n 

Edilor' note : Ed 'ohen is president of SuTTey Perspec
tives, In ., Baldwin, New York . 

S o what i · T Rl:- annlysis? o! othing to d with 
ith rlnwncareorhor eracing! TUR is an acr n m 

for 'Total ndup1i atcd Rea hand ""requency." 
RF anal ·is ises. entinll a stati ti al model , whi h had 

it start in m dia res ·arch. edia plunn r , seeking t rna i
mize "rea h" whil minimizing media sts, ne ded infor
mation that would indicate th c ten£ t which vari u m ·dia 

hi Je ha ov rlapping (i.e., dupli ated}-and, on ersely. 
"mutually ·xclu:iv ., (i.e., undupli ated) audien es. 

F r e ample, if Magazin deliv red an audience of 1. 
milli n reader. , h mu ·h \V uld the actual t tal audi n e 
in reas ·if agazin Y, with an audicn e f 1.4 milli n were 
added t the media mi '?Or what would he the in -rcmental 
audien e gain if Magazin Z. with an audien e f 1 million 
were added to h th Magazine and Magazine Y'. 

lf we w re to simply add up the three audience figure -
totaling 4.- million- and hinge our estimate n that number 
it would b mi l adin r. 

• Adding the thr ·e numb rs would b misleading b ·
cau ether ould be (and probably are) p pic who read two 
f th three rev n all thr e agazine . Th ·s · "'dupli at ·d'' 

people would th 'n b d uble- or trip le-c unted. 
Further, a um the media budget only allow d f r a buy 

in two o the three magnzines. Th que tion is,. hi h t\ o of 
th thr e w uld ma ·imize th · media budget eff ti cness, 
d moCJraphi and adverti ing rat sa ide for the moment? 

hould \Ve ·um each of th · vari u paired mbinations 
+Y, +Zand Y+Z)t detcm1inewhichpairofmagazin 

would yield rna imum rea h? h bvi us answer, a~ indi 
cated arli r, is n , be ause " e till would n t hav an 
stimate of audi nee erlap and unduplicated audience. 
Of cour e, m ·dia planners/buyer ar · c ntinuall faced 

with a far more mplcx array r media opti ns than th thr e 

10 

noted a vc. RF analysis i. an indisp n.'abl t ol in the 
d ci ·ion-making. media selection pr ·ess. While th RF 
m d l was d vel p d to mea ure the "tot 1 unduplicated 
r a hand fr qu n "given vari u' combinati ns of ad er
tising chi le. , T RF analy i has b en quite su c fully 
adapt d to marketing res ar h. 

What foil w is a simplified xp iti n of h w TUR 
anal 'sis. with it im rcssivel versatile rang fappli ati n ·, 
may be u ·ed t optimize a lin • f pr du ·ts, fragran es, 
Jlavors, color r size:. 

T UR analy i for marketin re earch 

Key Objecth·es 
A n ted. R analysis i mployed in mark ·ting re-

sear h rimarily t ptimize pr duct lin andidat s, fra -
grance, flavor, ol rand/or sizing off<·rings. 

ne objecti e f T R nnalysis is t id ntify the mi 
that will allra t th largest num r of con umers with the 
f, we t number of entri ~or vari tie ·. 

second bjectivc i to alculatc the in remental nlue 
to the full line f adding ea h additional po ·sibl pr duel or 
ariant. 

E ample#l 
For illustrati purp e , let us assum that a manu fa turcr 

i interest d in developing two flavor f ic cream ut of 
three candidate:- lav r , B, and -that hnve been 
·uggcsted. Whi ' h ofth tw navor combinations i likel to 
sell i ·e cream to Lh m t p ople- AB, A . orB ? 

In fa t, the numb r of andidat in luded in this kind of 
RF tudy typi ally ranges between · ·ven and 35 t opti 

mize a group f t\: o t lO different pr duct variant . 
hi h potheti al market re arch study involve. 200 

tara t market rcsp ndent · ·cr ened in mall I ations in five 
g ogrnphicall di per. d market. Each r p ndcnt i e -
p ed to th three na ors- rand ml pre ent d to minimiz 

Quirk's Marketing Research Review 



rd r ia~. 

~in g. a . tandard fi -p int pur ·has· int •nt . ·a! ·. r ·~pon 

d nt indi ate th ir I v I f pur ha~ commitment l< ·ach of 
th lhr na or.. 

• Th ril ri n~ ·or sma b· •ithcr"lopbo "or"topt-.: o 
b " pur has int nt ~ ·c r ·~. d ·p nding n their r"lati e 
I v I. . 

t nnin ·~ which avor~ ar • ·h l . ·n hy indi i lual re~p n

d nl~ . 

• or purp >s ~of thi . li . u~. ion , a tla 
irtu·of ·n·ratinga"loplv "pur ha. 

mitcl /prohabl would hu ·· 
rna ~e" allthr 

th 

TABLE I 

PERCENTAGE CHOOSING FLAVORS 

DEFINITELY/ 

PROBABLY 

WQULD BUY 

BASE: (200) 
, 0/o 

Flavor A 50 

Flavor B 45 

Flavor C 25 

and B. 

Th u~t mar '. ( b iou . . conclu. ion drawn fr >m th 
in Ta I I w uld b thatlh • ·Ji ·nt . h( uld produ · ·Flavor.· 
and B. whi h gcn ·rat ·d th • two high '\l J·v b < f pur ha · 
intent. 

But th R approa ·h would lead t >a diff r nl n lu -
• 1 n, r· eating th ·folic win': 

• Ia wa~ ·hos ·n b , sock . 

• Javor B wa. ·h ~e n 45 "f. . 

-. O'k ab h \e 
- I :rk h . B · lu~i I . 

June/July, 1993 

• Havor 'wa. . n h _5 %. 

- 5~ al 

Thu~. ba d n inter or and 

w ul wing: 

uld d finil I /pn abl bu or B. 

• 70o/c would d ·finit ·ly/prohahly hu 

• 55ck wou ld definit ly/pr ha ly buy B r 

- 45 ",1 B and I 0 ~ wh but n lB. 

h' r m th 
earli ·ron·. 

STATPAC G LD IV

PROFESSIONAL'S 

& MARKETING 
RESEARCH 

5 10 

for urv Mark ting R' arch 
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m "ntal valu of adding u e . ive products, tla or . et aJ: i.e., 
going from on to tw , from two to thr ·c, three to f ur. n t 
n+ I, etc. 

For example. in thi hyp theti ·al case, adding Pia r B to 
the A+ combinati n would "definitely/probably"' bring an 
additional 157c of th consum rs to the client· flavors, 
Lh ·r hy incren ing 11avor "reach" from 70% to 85%. W ·r • 
more fla r br ught t the mi , th 857c w uld ry likely 
increase t orne e tent, but that growth may n t co t-justify 
the additional nav r. . 

Put som whatdif~ rentJ . if a line currently con i ·ts of two 
(or ) p oduct . how much additional pur ha e inter st is a 
third , fourth. fifth . . i ·th, ·tc. product (n additi nal pn ducts) 
likely to elicit? Where is the point of dimini hing returns'. 

his lead t the f llowing R -ba ed e ·ample. 

ampl #2 
manufactur ·r of air fre hener a · in the process of 

evaluating it e isting array f e en fragran ·cs, four of 
whi h w~re doing quite well and three others not :o well. 
R D developed five new fragrance f r onsumer testing. 
Ba d on practical pr du tion, marketing and di tri ution 
con iderations, a lower limit f i · fragrances and an upp r 
limit of ·ight fragrance had b en set for the line. 

Further, since four of the even fragrance: were eff ti e 
market p rfonner , there was no intent to eliminat th m 
from the product line. The did, how ver, n d t be in lud ·d 
in the study for a comprehensive T R analy i . 

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

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

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

MOrketeam 
Associates 

3645 Warrensville Ctr. Rd. , Shaker Heights, OH 44122 

CircleNo.102onReaderCard 
I_ 

he question that needed answering w re: 
• What is the appeal f ea h n ·w R D fragran relati e 

to the four good mark t performers und the thr e weaker 
on s? 

• fth L2 fr~gran ~s. and building incrementally n the 
four ucce ful fragrances, which two t · ur of th remain
ing eight fragran es would most likely to yield the optimal 
line nfiguration? 

TABLE II 

PERCENTAGE CHOOSING FRAGRANCES 

DEFINITELY/ 
PROBABLY 

WOULD BUY 
BASE: (500) 

0/o 

EXISTING FRAGRANCES 

Better Market Performers 
A 42 
8 40 
c 39 
D 36 

Weaker Market Performers 
E 21 
F 18 
G 11 

R & P CANDIDATES 
v 38 
w 35 
X 17 
y 15 

z 10 

Table II ~ummarizes the purcha e inter st score · for the 
vari u · fragranc .. Jt i lear that, a. a group, the current 
''b tlermark ting performer "eli it d r ·lativ I high choi e 
I vels. TURF re ·ult , hown in Table lTT. d termined that 
thes · four fragrance were hosen by an aggr gute of 739L 
d arly justif ing and upp rting th ir r tention a u fra 
granc grouping. 

While two R 0 candidates (Fragrances V und W) ea h 
indi idually utpa ed th ir count ·rparts and the ''weaker 
p r~ rm rs"- b ing h s n by % and 35 o/t , r pe tiv ly 
( ce Table ll)- T R analysis discl . d that new candidate 
V offered th greate ·t in T'mcntal potential ( +8~ ). N w 
candidat V in rea e the p t ntial "r ach .. by five flavors to 

I% from the 7 ~ noted for thee ·i ting fragranc .· A-D. 
New candidate W. whil · ·li ·iting high choi e cor son a 

par with new candidate V C 5%, _ 1c re pectively , wa: 
f und n t l significantly enhance th breadth of the fra -

Quirk's Marketing Research Review 



TABLE Ill 

MAJOR TURF CHOICES 
(Partial Data) 

, alth ugh h . n 

Incremental Cumulative 
EXISTING FRAGRANCES Potential Choices 

Better Market Performers (A - D) 73% 73% 

Elus (Cumulative ARReal) 
New Candidate V 8% 81% 

New Candidate X 7% 88% 

Weaker Existing 
Fragrance E 2% 90% 

New Candidate W 1% 91% 

T R indi ate~ that retaining w akcr isting fra ,ranc " 
and/ r intr du ing n w andidat W w uld n t mat riall 
nhan int r :tin th cralllin '. h ·ir in ·tusi n, ba. d n 

th ir small p t ·ntial ontribution, uld not ju:tifi d n a 
·tfr tum asis. 

Th 

1. i. a v rsati I t' hniqu' that 

•T pi~ n ptimizati n of pr duct lin s. 
pro id • guidanc • for p >ssibl line c ·t n:i ns. 

It f~·r. 

June/July, 1993 

VISUALIZE your Data 
with MCA+ 

Create Pre entation-Quality Perceptual Map 
from data ranging from cro -tab thru conjoint 

Communi ate complex relation with ea e. 
• 1'1anu ur o "9 

• orlhl" ~t 

a 9ra"a _F 

.Brand 

• e~ d _ D 

.s~rvlce 

a9rand C 
.s1ut he s' -I a LM• SN 
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Observations of a 
research curtnudgeon 

by homa. T. emon 

Editor's note: Thomas T. cmon is are earch consultant in 
markctinx ha. ed in Fort Lee. New Jer. eJ·. 

u s. 

hreat 
Re earch will usuaiJy pr e that :om body wns wronu. 11lere

f re it' a threat to som n - possibly you. 

just a"i wrong'? 
T rcduc that threat insist on U."iing the n we~t. most ad an d 

melhtx.l: in th ne t survey. It mak you 1 k prugressive and up 
to date: it aJso prev nt:-, em mr._L<.;sing hist ri al ompmisons, sin e 
th n w survey data will n t compambl t previous ones. 

14 

R 
Mu ·h of what we call markelinu research i 

but m "L."iLITCm nt. ur ultural bitL"i favors m • urem nt because it 
provid ·s numbe"', ymbol"i we a\sociate with i ntific. mti nal. 

rd rl proce.sse. ~ th num rs t ·II us how mu h. h w often, how 
many. Research, on th olh r hand, tell u h w and why, oft 
inf nnation that can't u eel in equations and i d pi sed b bean 
c unte . 

But ur mea'\urement fl n mea"iure thing · that are nJy crude 
appro imati ns of what we reall ,. tmt to mea ure. things that 
. und rea"i nabl and that we .ctu·tlly can me ure ea, ily. Audi

ratings are an e ample. A perverse effe t f comm rcially 
u . sful mea'\urement i a gr.tdua1 shift in th Larg t of th 
ptimization effort from th actual desi d effe t to th • measure 

that upposcdly reflect it. t a large ad agen y wh rc I once 
\ rked. print ad"i were carefully Tafted to acl1i e high tarch 
mting , rath r than to help sell th product. 

We an imp v • the uti lity of m a"iurcment by impr ing Lh 
aJ idity r what we actually measure. That's what arch is [! r, 

tmd w d n 't d cnouuh of it. 

How to buy r , .. arch 
ompctitiv bidding on standardiz d ifications may all 

right for som r utine me<: sur ·m nt j . ut not for research. 
Bef re you award a re. an:h contra ·t to a low bidd ·r y u mu t 
d tc..:m1in what y u are m t going t get and sure you d n 't 
n d it. 

1l1atmaynotbcw·ea." a it ounds.Thcbestwaytod itisdefin 
\ hat you :really want t kn \ , regard! s.- ffe ibility. From that 
point.younmdctin whaty ue pc ·uo leamf mth bestpossible 
"urvey, and what is pr' ti aJ in tenns of tim . m n y and inherent 
fe. ibility. Establishing th . n ·hmarks will aJmo t certainly 
entail a r ·-examination f th prcswn d infonnati n n ·cd; you 
might realize that even th t po .. ibl ' survey ma n t provid • 
infonnati n that i~ . ufficiently relia le; lh • sur ey approa h has 
limitati n · that ar > not alway re ogniz d. 

Most likely.th ugh,dmif ingth i u . willsh wtheimpor
tance f g tting th researcher involved from th beginning fthc 
planning ~ta e. f re any budoet is et r specs are written. 
Mm1ag m nt' · fai lure to d li . at the root f mu h of our 

Quirk's Marketing Research Review 



wa-;t ful UJV y work. 

.Jobin uranc 
Mo t middl manag rs are well aware of a special research 

ben fit: bad d i i n upponcd b a 'tudy is far lc~s threat ning 
tojobsccuritythanthe.sam·d ci i nwithoutarc~ear hba king
and the mpl y r pay · 11 r the in. uran 

Plus ((a cllallge 
.. urvey re · rch often fall hort of th careful design and 

m ·thodi al e ·ecution implied by the word 'res arch'; t many 
. urvey are m rely Tud m , urements of variabl t lievcd but 
n t pr ed to be rei ·vant t a given pro I m. TI1e . tatus of survey 
re. eaJi hi reflected in management\ rei uctan e t pend on it sums 
m1 \Vhere n ·tr those ·pent n product de el pment. •· 

That quote i · fr m an article in Media/scope, Apri l l 5. I 
wouldn t change a word of it today. 

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

w 've been train d to rea t to num "rical tatem nt. ·. 
,'ubtlcr p bl m with th e tati. ti al statcm ·nt i · tlle 

invariably assum a te t again t a nuJJ hy th is, even if th · 
hypothesis make · no · ·nsc whatever from a bu. ine perspective. 
"Top-<Jf-rnind awaren :s of ur brand nam has ri · n f m I I% 
before th tart of the campaign to 14.5o/c after the second month. 
an increa e ignificant at th l 5% conllden e le el." Bully! But 
what wa . tll target? or all the bef -<md-after ' tudie l hnv . ·ccn 
in the past couple of d nde. , only a handful u. d srn11ples large 
en ugh to pro viet th tatistical powerneed d to ao,;;scss' h th rthe 
mMagem nt tmg t had n met. o understan statistical povver. 
you may hav to con uJt ate ·thook. But it' real and may be more 
important th:.m th r utine onfidcn ~ limit! . 

' hoose )'our proverb 
Information u rs- wh ·ther the information i ba · d n 

scarchswvey"oranothcrsource- h uldhavcal\1 - ided ignon 
thcird ·sks.On id read~:·· Jirtle leaminuisadanger u d1ing'': 
th · oth r "il)': "Haifa loafi. n r than non ·.''It nd l fa rth 
latter. tlle danger in tl1" [! m1er can be minimiled with a hit of 
informed kepti ism. a health. attitudeforrc. earch rs::mdre: arch 
users. 

trap f r the umvar. rand manag r i to mi take in ·rtia 
f r brand lo ally. Inertia among your brand us rs is your 
area of potential vuln rabi lity, the Ie ping dog your c m
p titors will n tlet li . ustomer . ati faction surveys mu t 

distinauish active, e plicit brand 1 yalty from pa i e, 
ac ' epting in rtia. It's n tea. y. 

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

June/July, 1993 
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merican d finition of family i 
cha ging 

Most Ameri ans agree that a single parent raising n hild 
c n ' titut sa family. n unwed h terose uaJ c upl with a 

hild also qualifie . But rerno e hildren fr m the arrange
ment and the definition narr w : hi Idles coup I :-heter -
e ua l or hom e ual-<lo n t fit merican 'definition fa 

Percent of Americans who consider this a family 

73o/o 

Unwed 
Couple w/ 

Kid 
Couple No 

Kid 

ighty-eight per ent of re ·p ndents said th y on ·ider a 
single par nt with child a family; 10% di ' agree, whil 2~ ar 
unsure. 8 and large, thi p1111 n ~ uts acr ra ial, r li
giou , gend r, educational and g ographic lines. The one 

isible differ ·nee wa am on adult ag d 2 t 6, who were 
e n m r li ly (96~ to view thi typ of h u ehold a. n 
family. ven am ng older adult , however, a clear majority 
2~ · n id r d thi gr up to be a family. 
When it came to cohabiting heter e ual couple without 

hildren, h we er, only 6~ granted thi . group family 
tatu ; 62% nid the ar not a family. while 2~ w r 

undecided. Here on ·iderahle varian e e i ·t d betw en dif-

16 

22o/o 

Am rican ' d finition of a amily. An 
unwed oupl • wh ha e had a child to
gether i a family, a cordin to nearly 
thr e-quart r of th re p nd nt.s. The 
age breakd wn for thi . categ r om
pared to that of th ·ingle par nt with 

hild categ ry, with younger (und r 7) 
re p nd nt m re likely to agre than 
older. 
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Publi nal h alth in ur nc 

continued on p. 32 

ockwood arpens e focus 
of you group interviews 

ut f ~ u. . t R kw d 
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Phil Bock horn and J ·ff Gross ha e cati on , at Map!Jy(J Corp. ha. din Tro , 
joined St. ui -based Marit: Market - NY 
ing Resear It Inc. as ac aun t manager 

Rockhurn (;ro ·s 

~ rth finn' au tomotive re earch gr up 
in T l do. H. 

Bru Giffin ha been app in ted vic 
pr sident/r sear h director at Meldrum 

FeH' mith ommtmicatiou f I've
land. 

Roger Bank has been appointed vice C'huck ozicka ha. j incd Portland. 
chaim1an of w ork-ba ed Research R-bas d Image naly is as a unt 
International USA, a w ll a: ov r e r e ·e utive. 
of th firm's new I fanned cu tom r 
r earch divi ' ion. The firm al. o ha 
app in ted id immond a . enior ic 
pre idcnt of ne\i pr duct development 
re earc' in the firm's pr du t and com-
muni~ n di ision. 

Bank~ Sa\•age .Jr. 

.J .• avagejr.ha. b ennam d ice 
pre id nt at Pl ymouth , M -hased 
Prr~j ·1 Re eard1 Inc. 

Randy Drawa. has b en pr >mated 
to vi presid ·nt, marketing mmuni-

18 

Darren .pp r . on and Robert loop 
have j incd Market Direction Inc. f 
Kan as ity. MO. pp r ' on j in as 

pr je ·t director und Slo p join ~ a. data 
proccs. ing ·pcciali t. 

Da v J Michaelson has been named 
manager f cw York op rntions and 
Walte r Men es has be n named field 
director at an Diego-bas d Market 
De,·e/opment Inc. The fim1 p cia li ze. 

in market r ' ear ·h am ng is panics in 
the nited tate: and Me ico. 

amar ha joined 
Princeton, d Tow/ Research 

orp. a. vice pre ident of client ser
vices. 

ll1Cll1-

er\'iCe 

Lan Redford has h en named ad
vcrti . ing/publi relation. director at 
Paria Group. bas din Orem. T. Barry 

,unningham ha j in ·d th firm a 

research analy ·t and St phanie King 
has b en promoted to sehi r analy ·t. 

Dani I Bloom has b n named se
nior re. ear h con ultant at Promark 
Rcscarcli Inc. of an Ant nio. 

continued on p. 
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• 
Int lliQu t Inc. f 

mark ·Ling r 
the prin ·ipl 

June/July, 1993 

• 

• 

• 
u Plu. In ., f w r~ ity, 

ha en pur ha d by lizab th 
L bran , managing direct r. and h r 
partn r. J hn Markham . 

• 

in way 

• 

continued on p. 33 
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yndicated study e min 
Hi panic mar et, cable 

Slurz rg Re arch ln ., hw; an
n un d a yndicated stud of Lh · w 
Y rk Hi ·parucmarketand abletelevi:ion. 
TheFortLee, J,c mpanyhas~cntntck

ing the attiUJd and behaviorofl Iispanics 
(! r th p t 20 years. Th tud y is offi ·red to 
able televi i n pr: gramm rs and opem

t . Bilingual intcrvi ·wcrs will conduct 
600 naJ in-hom" intcrvi ·ws with a 
re t ntati e amp I of J Iisp~mics in Lhe 

w Y rk AD I. Th int rvicwi ng wi II take 
pla in Jun ; re ·ults will bed liv red in 
eptem r. F r m re infom1ation call20 1-

461-6100. 

Free bookl t e plain 
d mographic ~n.II"'II.,~OC'·tc-

m 
frame 

utlook ln . ha introdu ed 

ur n \V yndicated tudi 
from Mark t Direc · ons 

MarketDire tion. i~offl ring oursyndi
ated rescan:h ~ludic: to .- ubscribers: th 

Tracking rvi 
awaren ofa 
programs 

Market a t In . has introduc ·d 
BrandVision,acontinuou. cu. t m tra king 

service for us in adv rtising research. It is 
d signed toP~"' vid market with ng 
ing fcedba k n n um r awaren f 
and r :pon: to bF.md , and th mar: , ting 
andadvertisingp gramsthat up rtth m. 
IL" purpo: is t aid markete in media 
planning by allowing them to und land 
whi ·h udverti ing e ecuti are w rking 
hardest forth ir brand in relati n tom ne 
spent. or m inf nnati n all 7 -5 -
726R. 

urier. report co:L"' 2.90 per program 
meeting lh ·selection crit ria, with a mini
muJ cha.rg ~ of 50 per : arch. A yearl 
olumc dis ount mle of $4 i · availuble 

for up to I 0 searches. ft earch can a1 o 
pr vid an in-depth report on a parti ular 

ftware pa ka 1 •• Th report giv · m
pl t d tails on th progmm, in luding ar
ti I .-. re i ·ws and demon.'trdti n c pi of 
th progmm where available. d tail d 
r ·port ·osL" 125 and is usually mpleted 
within two t usiness days. oft earch i 
offering an in 'entiv · pmgran1 that all w 
people requesting searche can receive a 
1 Oo/c dis ·ount on purcha~ f . oftware, t a 
maximum of th ·search's cot. f r more 
informati n call 7-6503. 
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m toPap r 
,, 1nl'\.4n.trOd 

Data ap In .. a d 'Vel per f P -b" 
mputer ai d data entry . oft ware, has 

add d imag nhan ·cment. fonn -image 
remo al and bar cod rec gniti n to it 
Paper Keyboard I R software. 111 n w 

nhan ·em nl\1 augm nt Pa r Keyboard 
I R '. current hand print, ma hine print 
(0 ) and mark n: (OMR rc 

b in 

ffi ·ring accc ' t Bu~i-

'"' .... ~de n w offi r 
transcription 

a ' ad Bu in :s 

• • 
I It t t . . . . . . 

I • t I -
t t • I t ' I t • .. . . ' . 

:· ' . 
·on 2 of RI Arc 

n wavailabl 
nvironm nlal ystcm Research Insti

tute lnc. h.. introdu d reView Ve i n 
-· Th n 'W ersion of reView software is 
a full-featured d skt p mapping and geo
graphi infl rmation y tem I )program. 
Enhan ·e1 nts in power and functi nality 
in lude an ew y-l progmrn ripting lan
guag 1i r tle ibility in linking, c Lending 
and integrating View's b~ i fun ti ns; 

June/July, 1993 

Equifax ati nal De i ion y terns ha 
introdu ed lnfl mark- I .afullyintegrated 

g graphic infonnation y ·tern. Th · s -
t m provid so hi ticated analy i and 
mapping capabiljties. including e pand d 
internal data integmti n, high-d firuti nand 
3- mapping,andautomat dpr< lem ·olv
ing. whi h enable marketers toea ily int -
grate their intema1 data with infi nnati n 
f11 m m rethan 60nation .. 'llmarkelingdata
basc:. TI1 sy ·tem al: provid pti nal 
automated appli atior that are u tomiz d 
t sol e pe<.:ifi marketing pr bl ms m
mon within the retai I, taw·ant and r man-

199 , 1998 demographic 
projection from I 

ed 

continued on p. 27 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today' mark ling tralegie an'L be~ rmulated wi.Lh y terday' method . 1 R' 
Advanced R earch Technol gies Group prm~d tate-of-the-art Multivariate 

Analyti techniqu , to help you et the mo t from your r earch data. 

ClrcleNo.10BonReaderCard 
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Detroit di on 
continued from p. 7 

,''Th 
focu groupsalJowed us to immediat 1 fix 
[gen raJ pro lemsj." 

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

faced. 

• 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 

_4 
CircleNo.110onReaderCard 
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Keys to successful focus groups 
s groups can be an effective 

marketing research tool. But like 
all tool. , they need to be used 

properly in order to provid meaningful 
re ult~.Th mostsuccc:sfulf u. group. 
include the following chardcteristi . : 

• ppropriate r reb objecti 
Robert Bohle, president of Focus on 

1 . u s. a St. Loui -ba.~d marketing con
ulting and research company. says the 

primary puqx>. ftc us groups i. to test 
and develop hypothe. . . ' 'Focus gr ups 
help define various customer population 

gments. They help c mpanie.· make 
bener judgment • say B hi . 

WiJliam ewbold. upervisorofmar
keting research at Detroit Edison add'), 
··~ us groups are ideal for concept te 'l
ing, copy~ sting and preliminary adv r
tising testing." The focu~ group fonnat 
allows the moderat r to "chang thing. 
on the fly and ret st it. Wh n you need a 

number to attach to the t •l·ph n ~ 

• a printed mes:agc on Lh ut id fth 
envel pe introdu ing the VR . y tern, 
in tead of just inserting prom ti naJ mate
rial in ide th bi ll ; and 

• a "map" howing how t usc the YRU 

June/July, 1993 

real ta~t tuma11 und and fast input," focu · 
groups are appropriate. wbold say:. 

Bohle points out. however, that focu. · 
group. have a major limitation-they only 
provide directional information. 

skilled moderator 
The central tigure in focu~ gr ups is th 

moderator, who guides and leads th di. -
cu. si n. Thi role i crucial to the overall 
success of the groups. However, a good 
moderator must walk a tightrope betwt..-en 
asking que tion and e1iciting feedback 
from all of there pondenu . "The mod ra
torh to be able to manage without leading 
th re ·pondents) and has to be abl to 

control strong pers nalitie · in the gf up,'' 
ewbold says. "A moderator i 70 Ji, of 

what y u g t tium a focu , group. The 
mod rator has to make every n feel im
portant, so th y will talk.' 

''You need a good moderator who know ' 
th issu •s but isn't d fen 'iv modern-

signed bill in rt to du ate its cu ·tomers 
about the YR 

605 We~t 'tate 

tor can't be too clo to the i. 'ues. It 
should be a third party.· say ' Robert 
Sitkauskru ,directorof ommunication 
technology for Detroit Edj on· YR 
·ystem. Bohle agree . 'The discussion 
guide and th moderator are key. The 
most important part i the ability of the 
moderator to listen and probe without 
pru sing judgm nt." 

• (iood recruiting 
Another key to good focu , groups i ' 

pmper recruiting. Good repre ntation 
is <.'TU ial for achieving meaningful re
:ulu·. The ra.mting ·hould be really 
repre.- ntative of th cu tomer base," 
says cwlx>ld. Rcpre. ntative and bal
anced focus groups were one reason 
Detroit Edison'. VR groups were so 
ucce:sful. itkaurkassay ·focus groups 

are ideal fi rcliciring customerre pon 
fr m a variety of demographic groups 

continued on p. 26 

customer scrvi repre. entative to pend 
th irtimed"tl ingwithmorec mple u -

c l. 

Clrcle No.109 onReaderCard 
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y tern. 

u tomer~ love the 
But what has been th rea ti n to all of 

the e changes and propo d hange at 
Detroit Edison? e customers love the 
idea. Within just th ftr t ew m nth f 

ration, successful c tom r u age has 
e dcd c pectati n . 

During a 1992 ummer tonn. Detroit 
Edi.on's VR handJedm rethan 175,000 
all in three day, . F r th tirst time th 

utility was able to handle all the incoming 
all in a timely manner. M t important, 

the VRU , t m has m an effi ti e 
toolinre rting utagc: rt u h-t n and 
rotary tt t m rs. 

d what about the cu t mer repre n
tative ? After aJI , with an aut mated 'Y -
tern, who needs live employee ? Well, 
Detroit Edi. on sti ll doe ·- the utHity hired 
40% m re customer ,' rvice employee 
after thevoicere ·ponsesyst m'. introdu -
ti n. 

ln fa t, Detroit Edison's cw;t mer repre
: ntative · report that th ir workload h 
a tually increased. but wi th the ight kind 
of call . Rather than answering the arne 
qu . ti n all day long and speaking t 
·ust m who are fed up waiting I 0 min-
ute rrnore, th reprcscntati v snow peak 
to m re ustomer ·, fas t ·r, tmd actually 
accompli h more ea h da . 

troit Edison rcci cd m re call in 

26 

ten months in 1992 than we recei ed in all 
o t 9 \. W are a fu\\ two m nth. ah a i in 
the call . ll1at' a big hang·,'' itkau ·ka 
say . M re important. Detroit is n h 
been able to handle thi in TCc.t<.;ed caJ I 
vol ume with n dr p in ust m ·r satisfac
tion. 

system 

ha ing to wai t. With other automated s r
i s, you have to wait if y u ha e rotary 

t leph n · for an operat r to m on th 
line." 

tom r service. 

dditional refinement ' 
But th work is never really d n Ii r a 
i e ' Y ·tern like this. D troit Edi n · 

VRU is ing further redetined to a m
modate the needs of resid ntial and mall 

relatively quickly and easily. 
• Well-planned discussion guide 
While Detroit Edison's focus gmup. 

had a clear agenda, Detroit Edison wm; 
careful to build fle ibility and fluidity into 
the groups ... You hould have an agenda." 
itkaLL~kas explain.'i, .. but not a rule-bal d 

agenda.·· Bohle adds that adiscLL<>sion gui 
h uld be just that guide. Part of the 

success will depend upon the ability of the 
moderator and the re pondenL'i to go be
yond the original guide and delve into too 
important underlying i, ues. 

Indeed, the acce . ibility is. u wa~ never 
a part of the original focus group: 
moderator's guide. 1be utility thought 
power outage were the problem. How
ever, th moderator uncovered inacccssi 
bility as an underlying problem. 

• Proper nvironment 
Creating the proper environment is an

other key to the overall ucce. ·s of focus 
groups. To be truly effective, th re, an;h 
. ponsors must establish the proper ,· tting. 
··The setting has to provide the kind of 
environment where you can communicate 
not what you want to hear, but what you 
ought to h ar." Bohle say . 

• Interpretation 
F us groups are rnerulingle s if th 

findings are not inte~preted correctly. You 
need someone insightful to draw the con 
clw ionsfmmthcgroups.say ewbold,t 
make sure the findings are put in their 
proper context. ''People can jump to con
clu ·ioru based on focus groups and can be 
mi. led by on strong personality. We ad
v teholdingmultiplegroups.'' itkausk 
agrees. tres ing that relianl--e on just on 
group can I ad to skewed result . 

Quirk's Marketing Research Review 



Produ t pd t 
continued from p. 23 

and anal 

How To Find The Best Deal 
On WATS Interviewing. 

Th 
high 

• 7 line national coverage 

• 50 i2/ Tl tation 

• On time re ult 

• MRA rtified int rviewer 

• Hi he t quality 

• Low pri 

· y it ' ur n-g 
n h ppi r ar th 

ar h Or up an h lp - with th 

• Proje t bid in Oil hour 

• On/offpretni e monitoring 

• tate-of-the-art technology 

m r 
pn 

ut, 
w n 

gi 1/H/R R · ar h r up c II. W 'll ma ur y UfJ b 

I /R arch Group 
Quality Marketing Re earch That Work . 

4440 S. Maryland Pkwy.- Suite 203- Las Vegas, NV 89119- (702) 734-0757 

June/July, 1993 
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· i n e rnnibus surveys. tele 'und driv s 
and alumni infi nnation update tudi , ll:r 
:tudie andele ti n-da c itpoll .F rm re 
inforn1nti n call419- 52-437 L. 

xum update includ 2D, 
D and contour plotting 
dvan 

RI International 
eoV 

tion. 
each 

ocal info 
gmen 

We Cover The Northwest 

28 

We've be n collecting data and keepin£ eli nt 
happy in the orthwe t ~ r ver 0 year . all u . 

Consumer Opinion ervices ----------w an wcr to you 
I. 25 1st ve .. outh · cattiL: . W 9 I 

206 / 241 -6 50 a1'. 1... for Jerry. D roLh y or 

Cl rcfe No. 112on Reader Card 
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Market Lab has rclca-;ed si 
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arne of ot 
continued from p. 18 

T ripp ha. joined G Re
o/ution. as fi ·ld sup rvi r. 
ouis-ba: ·d firm al ha an-

Patton T ripp 

nounced th additi n of 

Larry L vin ha. been pr m ted to 
s ni r i e pre id nl in the . Ang ·lc. 
offi f Markel Fact . The fim1 has 
headquarters in Arlington H ights, lL. 

onsuhants. 

ndrea ~ak ha joined Phi/Halducci 
& Associates Inc. of ampa. l. a~ vi e 
pre idenl/re earch services. 

.Jeffr y r ~nb rg has be ·n nam d 
pre ident f the syndicated informati n 
divi ion f hicag -based Information 
Resource Inc. 

I an Buchalter, vice pr sid 
uy . -ba ed lnterriewing , cn·ice of 

America, died in March f ID -r lat d 
complications, Hi .· family ask. that any 
donation. go to A I Pn ject Los Ange
le . I "" mance ·pt., 6721 R maine 

I . ngeles. A 003 

nthony Gua glia rd o ha. ined 

June/July, 1993 

, aurage-Thihodeaux Nesearch Inc. of 
Baton Roug , LA, as proje t dire tor~ he 
al:o will handle publi relati ns. Jude 
Olinger . c rporate ac ount manager. 
ha been gi n fu ll r · ·pon ibility of cor
porate account relati n and resear ·h 
analy i . 

Maria Hill and Laura Hoa )e have 
joined th ~ sta TofHerron A soci01es lnc. 
Hill joins the firm' Tampa office as 
faci lity manager. H ag j ins the finn's 
Indianapolis ffice a f u faciliti ·: su
pervisor. 

nn Ti rn y has joined Rocht·ood 
Research, t. Pau L M , as a rescar h 
consultrmt. 

tarr Me eely has been 
ctor, .·ale: and marketing 

anta Monica. 

J anie riffiths has be ·n appointed 
marketing. res arch analyst at Pentagon 
Federal Credit ninn, AI· ~mdria, V . 

cott Waller ha: joined ew Y rk
d R ' !J~fnrrnarion .. r ·tem Inc. a.~ 

vi pre id nt. sa les £md marketing f r 
the fim1' 11ark ting scrvi e gr up. 

rt Klein has join d the San ran
o offic of NFO Research i nc. as 

Brian Kidd h<.Ls join d A1arJ....e/ Direc
tion , Kan:as ity, MO, as a eni r ana
ly. t. 

Rob Bi. ciglia ha j ined lnte/liQuest 
Inc., Austin. T , a a n. ultant and 
analyst. 

Ron , ell r. ha joinedBankOne,Phoc
ni , AZ., a. senior r ear h analy. L. 

Joan Balte Lord ha. j ined 1/iance 
Research Inc .. Cre tview Hills. KY, in 
gr'at ·r in innati. Balt s, who joins as 
p si ent, client ervi e , wi ll manage 

the mpany's newly opened Dalla li 
cnt s ·rvi ··office. 

Mark R }' land r ha · join d 
lntclliQuest Inc., Au tin, T , ~L'\ man
ager, cu tomer r gi . tration :ervices. 

l sab I Vald . f under an president 
of Hispanic Markel rmnections Inc .. 
L Alto . A. has been named to the 
Citizen · tamp dvisory committe by 
P tma t r ~enera l Marvin Run n. 

Gregg Stickclcr has heen promoted 
to manager. data collection s rvi e , at 
lmerl'ie~t·ing . en·ice of America, Van 

, A. 

Immediate Quality Data 

coding 
keypunch 

tables 
statistics 

cross-tabs 

Data on floppy or 
te lecom m u n icated 

(315) 458-9327 

A database of 
10 Million Businesses 

... on one CD-ROM! 

Sales Territory Assignment- determine the sJZe of 
potential market~ and depl1y your S<lb for · 
mor · c fe tivch• 

Lead Ge erat'o - id ·n~fy hi:)h-potential pro pect 
<lnd prm 'de timely information to vour ales 
force and di tributor 

D'r M.aJ!- target ex.1ctly the right market and 
make your mailing · more re ·ptm in• with 
key deci ion-maker ' nam ' · 

Telemali<etin - id ntify the right prospect~ to all 
and have our ~oftwarcdo thedi ling for you· 
the ultimate in productivity 

teet by company nam . typ;? Llf bu~in~ , ( I · od •s), 
number of ~mplovtes, al - \'olume, even dedsson-ma ers.' 
title! All vou need is an IBM PC or compatible, and a CD
R0\-1 drive. Experience th pvwer oi Busin America 
on CD-ROM fo your:.clt. 

Call Steve Bergeron : 1·402-593-4565 
merle n Busine Information, Inc. 

71 1 <,L>1th SNh lir • J'O llo\ '1.7. 7 • Omah,l, I· I> 1:!7 
['IH•rw 141121 ;•n 4'it>'i • F<~x (4I r.!l 11 t-N-11 

li'· H 1 
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urvey Monitor 
continued from p. 17 

income ta .41 % fa ored a gas ta hike of J 0 ~ cnts per gnll n. 
and . 7 :;?; th ught a 3c7o national sales ta wa a good idea. 

Respond nt blam d the high ost ofh alth arc on several 
fa tors. or m st were d t r ( (1 and in urancc ·ompa
ni s 19%). Older American (61 +)particularly held d t r· 
r sponsib l . On I 1 oc~c thought lawyers dr e up health ar 
c ts, and ju t lightly m r (14%) attributed high ·ost t 

politician r th gov rnmenl. 
On another i u , w II o r half th re p ndent~ (6_ % ) 

. upp rt d lint n · ffort. t r ucc the federa l budget 
defi it. But a maj rit (52%) i till worri d that th go ern
ment will r main ' add led with debt. Older Am ricans (61+) 
are more concerned about g vernment sp nding than are 
adults under _ 0 (61 %.· ·ompared with 42%). 

Dad i e them el e a pa on the back 
merican fath r think th y · re doin1.1 a great j b a. par nt . 

Redhoo/..: magazin ~ urvcycd 420 husbands on thi and oth r 
a:pe t ' of fatherho din January. TI1 husband were drawn .. co read to buy Am rican ca 
from Redhoo/..:'s previ us ''Mommy Track'' national survey fter y ·ars \ her for ·ign ar ruled th ·mar et. American · 
of L 0 mother J t 54 year. ld, with chi ldren und r I appar ntly \vant t driv a dome. tic car again, a c rding to t\i o 
living at home. ::o oK A~:ociate llaborlted on the study. ·eparate studie ·.More than tw -third of American planning 

Nearly half th fath rs thought th ·y could raise th ir to buy a n w ar in th. n t year plan to "Buy meri an," 
·hi ldr n a~ w II a their wiv ·sand 42%· think they are b ·tt r a rdin to a recent! survey by hilton R :earch ervi es 
par nt than their fathers. A whopping 9%. aw fathcrho d Radn r. Pa. fth roughly 15% f 111 rican wh a they'll 
as a de irable and appreciat 'd role. How ·ver. the urvey als bu a new car. 69o/c int nd to ch e ad mcstic aut . c mpared 

....:r=ve=a=Je=d=th=a=t =w=o=m=e=n=ti=ll=t=ak=c=· o=n=th=e=J=i =n=·=.-=sh=a=r=o=f=pa=r=e=n=ta=l ;1 with 22% wh ny it docsn ' t make much differen e. nly 9o/t 
plan to buy a for ign car. 

BI ~i. 
RR '\J D I .'l I ITUTE. in, , 

Develops Quality Brand arne 
for AT&T, Lederle Laboratories 

Chesebrough-Pond's ... 

James L. ettore 
Formerly with Interbrand 

and P psiO> 

0 ParkAvenue 17th 
T L(212)572-6 ll 

----

or, New York, NY 10022 
FAX (212) 572-6 11 
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R . car ·h Datn nat sis (RDA). of Bloomfi ld II ills, MI. 
un o cr d imilar r su it: in it national tra king stud . The 
percentage f new car uyer (January through Mar ·h wh 
agree with the ' tat ·m nt "The Ja anc:e and Gennans make 
much higher-quality vehi le than we make in the nited 

taLes" dr p d from 5 (lk in J 2 to 55ck in 19 2. her cent 
upswing in me ·ti ·auto ale would seem to · orr borate thi 
tindin1.1. RDA' ub~idiary on umer ttitud R . ear ·h ·ur
v ys appro imat I 40,000 n w car buyer e ry year; the 
urv ·y ha. a margin of rr r f plus-minu. l%. 
The hilt n tudy a! · found that Lh publi rated merican 

car: high on perc i d quaJity, with 5 .. % f the public nying 
that gen rally, dome. ti ar arc about good as import . 
·imilar prop rtion ( I%) f ar owners or le er 880;; f th 
population) thought the wer truly equal. Th . wh didn't 
own car w rc ev n mor nthusia. ti (55%) about Ameri an 
cars· quality. More men (62% than w men (42% th ught 

meri an and imported ca w r· ·omparable. 
nd 70%: of th p pulati n C It that the g cmment hould 

raise import tariff~ on f reign ars. as Pre ident linton ha 
~uggest d. On the th r hand, only _ % upportcd linton's 
prop ed gas ta ·,while 55~ disappr e. Re p ndents making 
l sthan 25,000aycar. rwith utahigh. h ldipJoma,were 
particularly un. upportive (I % and 24 7o. re pe Lively). 

Th p ll wm; conducted by t ·lephon April 15-19 am ng a 
random nati naJ sample of 502 adults. The ur cy overed 
h ·althcare,thcd fi ·itand ialcon em , w llasautomoti 
i:. ue . Results ha e a margin of error of plus or minu 5%. 
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R reb ompa y ew 
continued from p. 21 

omput r-ba ed , ftwar firm whi h 
p cialize in linking computerized 

map with demographi and geogmphi 
data.DMI i a ·uppli rofd mographi 
data f r bu. in . : an·tl sis and targ t 

marketin . The unified c mpan will 
offer both soft war and data a well a · 

• 

• 

nati nal. 

• 
chulman Ron a & Bucuvala Inc. 

ha m edt pand ·d offi e atl45 . 
2nd t. , uit 500. New Y r . NY 

10 16.T I phone i: 212-779-7700: fa 
i 212-77 -77 5 . 

• 
In titute 

w 

• 
ynectic. In . ha m ed to 20 ni

versity Road , ambridge, MA 0~ 1 8. 
elephon i. 617-86 -65_ 0; fa is 617-

-- 4-292 . 

• 
Kirk T_y on International has mo ed 

its hi ag -area offi es to 4 43 m-
urt, uite6l5 , Lisle, JL 60532-

- 61 . I phone will remain th :am 
at 70 -96 -01 0. 

• 
uburban ociate. Marketing 

R . ear h . Ridgewood, J ha an
nounced the redecorating and updating 

+ ofth LheirW dbridge, J, fo u group 
fa ility. F r mor informati n all 

t. Louis-ba. d Maritz arketing 55-89 . 

June/July, 1993 

MARK 
ESEARC 

F irst Market Rese rch helps its 
clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter
viewing with remote 
monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health care 

The common-sense comma. 

• 

It tums our name into an agenda. 

1-800-FIRST-1-1 
1-800-FIRST-TX 

First 
Market 
Research 

121 Beach street, Boston. MA 02111 
(617) 482-9080 

2301 Hancock Drive. Austin. TX 75756 
(512) 451-4000 

CircleNo.114onReaderC rd 
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DIRECTORY OF QUALITATIVE RESEARC I 
OCUS GROUP MODERATORS 

Access Research, Inc. Brand Consulting Group Corporate Research Center, Inc. Dolobowsky Qual. Svcs., Inc. 
8 Griffin Road North 17117 W. Nine Mile Rd./Ste. 1020 106 Fairidge Ct. 94 Lincoln St. 
Windsor, CT 06095 Southfield, M I 48075 Jamestown, NC 27282 Waltham, MA 02154 
Ph. 203-688-8821 Ph. 313-559-2100 Ph. 919~884·8614 Ph. 61 7-647-0872 
Contact: Gerald M. O'Connor Contact: Mi'lton Brand Contact: John Deutennan Contact: Reva Dolobowsky 

Consumer, Advertising Strategy, Dual Moderating; M + F Modera- Experts In Ideation & Focus 
Action Research, Inc. New Product Strategy Research. tors: Video NIC; Kids. Groups. Formerly with Synectics. 
230 Western Avenue 
Boston, MA 02134 Calo Research Services Creative & Response Svces., Inc. Doyle Research Associates, Inc. 
Ph. 617-254-0360 1 0250 Alliance Road 500 N. Michigan Ave., 12th Fl. 919 N. Michigan/Ste. 3208 
Contact: Steven Davis Cincinnati, OH 45242 Chicago, IL 60611 Chicago, IL 60611 
Advert .. Consumers. Publishing Ph. 513/984-9708 Ph. 312-828-9200 Ph. 312-944-4848 
New Prod. Dev., Small Business. Contact: Nick Calo Contact: Sanford Adams Contact: Kathleen M. Doyle 

Extensive Technology, Bus.-Bus., Thirty Years of Leadership in Specialty: Chifdren!T eenagers 
ADI Research, Inc. Positioning Experience QuaNtative Research. Concept & Product Evaluations. 
(See Matrixx Marketing) 

Cambridge Research, Inc. Cunninghis Associates D/R/S HealthCare Consultants 
Analysis Research Limited 5831 Cedar Lake Rd. 6400 Flotilla Dr., #56 3127 Eastway Dr .. Ste. 105 
4655 Ruffner St. , Ste. 180 St. Louis Park, MN 55416 Holmes Beach, FL 34217 Charlotte, NC 28205 
San Diego, CA 92111 Ph. 612-525-2011 Ph. 813-778-7050 Ph. 704-532-5856 
Ph. 619-268-4800 Contact: Dale Longfellow Contact: B(Jrt Cunninghis Contact: Dr. Murray Simon 
Contact: Arline M. Lowenthal High Tech, Executives, Bus.-To- 37 Years Exp., Moderator & Specialists in Research with 
All Qual. Needs: Eng. & Span. Bus., Ag .. Specifying Engineers. Moderator Training. Providers & Patients. 
Recruit/Moderate/Analysis. 

Chamberlain Research Consultants Daniel Associates Ebony Marketing Research, Inc. 
The Answer Group 12 East Olin Ave. 49 Hill Rd., Ste. 4 2100 Bartow Ave. 
4665 Cornell Rd., Ste. 150 Madison, WI 53713 Belmont. MA 021 78 Baychester Bronx, NY 10475 
Cincinnati, OH 45241 Ph. 608-258-3666 Ph. 617-484-6225 Ph. 718-217-0842 
Ph. 513-489-9000 Contact: Sharon Chamberlain Contact: Stephen J. Daniel Contact: Ebony Kirkland 
Contact: Lynn Grome F(J/1-Service Marketing Research! FOCUS/IT Understanding the High Spac. ConfM ewing Rooms/Client 
Consumer. Health Care, Prof .. Business & Consumer Studies. Tech Buying Process. Lounge/Quality Recruiting. 
Focus Groups. One-On-Ones. 

The Clowes Partnership The Davon Group Ertlch Transcultural Consultants 
Answers Research P.O. Box 791 10 W. Broad St. 21241 Ventura Blvd., Ste. 193 
225 Stevens Ave., Ste. 108 South Norwalk. CT 06856 Columbus, OH 43215 Woodland Hills, CA 91364 
Solana Beach, CA 92075 Ph. 203/855-8751 Ph. 614·222-2548 Ph. 818-226-1333 
Ph. 619-792-4660 Contact: Rusty Clowes Contact: Barry J. Mastrine Contact: Dr. Andrew Erlich 
Contact: David Farlow New Produc 'Advertising/All Ages/ Specialize in Focus Grovps and Full Service Latino and Asian 
Business-to-Business. Hi-Tech, Focus & Mini Groups Executive Interviews. Marketing Research. 
Medical, New Product, Biotech. 

Communications Workshop, Inc. Diener & Associates, Inc. Flnd/SVP 
Asian Marketing Communication 168 N. Michigan Ave. 200 Park Bldg., Ste. 111 625 Avenue of the Americas 
Research/Division of HMCR Chicago, IL 60601 Research Triangle Park, NC 27709 New York, NY 10011 -2002 
1535 Winding Way Ph. 312-263·7551 Ph. 919·549-8945 or 800-467-8945 Ph. 212-645-4500 x208 
Belmont, CA 94002 Contact: Usa J. Hougsted Contact: Mary E. Diener Contact: Ann Middleman 
Ph. 415-595-5028 Consumer, Executive, Technical & B(Jsiness/Communicationsl Mktg. Consulting & Rsch. Health 
Contact: Dr. Sandra MJ. Wong Children Grps. Environmental/ Health!Medicaf/Ed. Care, Telecomm., & Technology. 
Ouai.!Ouant. Rsch. in Cantonese. 
Mandarin, Japanese, Consumer Opinion Services DMSC Research First Market Research Corp. 
Korean, Tagalog, etc. U.S. & Inti. 12825-1 stAve. South 3790 El Camino Real , #398 2301 Hancock Drive 

Seattle, WA 98168 Palo Alto, CA 95448 Austin, TX 78756 
Auto Pacific Group, Inc. Ph. 206-241 -6050 Ph. 415-969-5475 Ph. 800-FIRST-TX (347-7889) 
12812 Panorama View Contact: Jerry Carter Contact: Donna Schaffer Contact: James R. Heiman 
Santa Ana, CA 92705-1340 Consumer, Business Groups and Extensive High Tech. Expertise High Tech, Publishing, 
Ph. 714-838-4234 One-On-Ones. and CapabilitJ'es. Bus.· To-Bus., Colleges. 
Contact: George Peterson 
Auto Marketing & Product Experts. 
700+ Groups Moderate & Recruit. 
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First Mart<et Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 617-482-9080 
Contact: Linda M. Lynch 
New Product Development, Health 
Care, Advet1ising , Retail. 

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

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

Focus Research 
1828 Audubon Street 
New Orleans, LA 70118 
Ph. 504-865-1687 
Contact: Kirsty D. Nunez 
Qualitative/Quantitative Research 
& Consultation. 

D.S. Fraley & Associates 
1205 East Madison Pari< 
Chicago, IL 60615 
Ph. 312-536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty: Child/Teen 1 
ln-Home!ObservaUonaJ Rsch. 

Frieden Qualitative Services 
14802 Addison Street 
Sherman Oaks, CA 91403 
Ph. 818· 789-6894 
Contact: Gary Frieden, Ph.D. 
Blends Soc. Psych. & Mkt. Rsch. 
for Dynamic Sessions. 

Gault Associates 
2006 Exeter Ad., Ste. 1 04 
Germantown, TN 38138 
Ph. 901-756-3958 
Contact: Chris Gault 
Consumer Products/Home 
Services. 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles. CA 90042 
Ph. 213-254-1991 
Contact: Joe Grieco 
Marketing and Advertising 
Focus Groups. 

Groups Plus 
23 Hubbard Road 
Wilton, CT 06897 
Ph. 203-834-1126 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach 
To Groups; Call to Find Out Why. 

June/July, 1993 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Pk. (Balt.IO.C.), MD 21146 
Ph. 410-544-9191 
Contact: Bill Hammer 
23 Years Experience - Consumer, 
Business & Executive. 

Hispanic Mart<eting 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
Ph . 415-595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Bi-UngJBi-Cult. Foe Gtps. 
Anywhere In U.S.!Ouan. Strat. Cons. 

Horowitz Associates 
2 East Avenue 
Larchmont, NY 10538 
Ph. 914-834-5999 
Contact: Howard Horowitz 
CableNideo Marketing-Program
ming-Advertising Strategy. 

iNFOCUS Group Services 
5101 Cleveland St., #304 
Virginia Beach, VA 23462 
Ph. 804 90-1351 
Contact: Grace Fuller-Stanton 
Full Qual. & Facility. Consumer & 
Bus-to-Bus. Training. Seminars. 

lntersearch Corporation 
132 Welsh Rd. 
Horsham. PA 19044 
Ph. 215-657-6400 
Contact: RobertS. Cosgrove 
Pharm. -Med./High-Tech/Bus. -to
Bus.!Consumer/T elecomm. 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
Ph. 718-786-9640 
Contact: J. Robert Ham's, II 
Experience Counts: Check out the 
rest but USE THE BEST. 

Kidfacts"• Research 
34405 W. 12 Mile Road, Ste. 121 
Farmington Hills, Ml48331 
Ph. 313-489-7024 
Contact: Dana Blackwell 
Qual. & Quan: Specialty Kids/ 
Teens. Prod.!PkgJAdvrtg. 

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

Leichliter Associates 
252 E. 61st St. , Ste. 2C-S 
New York, NY 10021 
Ph. 212-753-2099 
Contact: Betsy Leichliter 
Innovative Exploratory RschJidea 
Development OffiCes NY & Chicago. 

Management Research 
& Planning Corp. 
303 Blake St. , #200 
Raleigh, NC 27601 
Ph. 800-347-5608 
Contact: John Watkins 
FORT. tOO Elec .. Comp. , lnt7. Food & 
Chem, Pol .. Sprts .. Pub., Cons. Pdcts. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 10962 
Ph. 914-365-0123 
Contact: George Silverman 
Med .. Bus. -to-Bus., Hi-Tech. lndust., 
Ideation, New Prod., Tel. Groups. 

Marketing Perspectives, Inc. 
535 127th Lane NW 
Minneapolis, MN 55448 
Ph. 612-755-4227 
Contact: Donna Naeve 
MedicaJ/Consumer Experience
USA!Intemational. 

Matrixx Marketing-Rsch. Div. 
Cincinnati, OH 
Ph. 800-323-8369 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's Most Modem and 
Convenient Facilities. 

Mature Marketing Research Oiv. 
Consumer Sciences, Inc. 
245 Federal Rd., Ste. B-22 
Brookfield, CT 06804 
Ph. 203-797-0666 
Contact: Dr. Leslie Harris 
Reg., Nat'l. Studies. Full Svce. 
Qual. & Quan. 

MCC Qualitative Consulting 
Harmon Meadow 
700 Plaza Dr., 2nd. Fir. 
Secaucus. NJ 07094 
Ph. 201 ·865-4900 (NJ) 
800-998-4777 (Outside NJ) 
Contact: Andrea C. Schrager 
Insightful, Results-Oriented 
Research. Local or National. 

Susan McQuilkin 
1117 Evergreen Court 
Indianapolis, IN 46240 
Ph. 317-846-9753 
Contact: Susan McQuilkin 
Moderating For Medical or 
Consumer Goods Industries. 

MedProbe Medical Mktg. Rsch. 
7825 Washington Ave. S.,# 745 
Minneapolis, MN 55435 
Ph. 612-941-7965 
Contact: Asta Gersovitz, Phrm.D. 
MedProbe Provides Fu/1 Service 
Custom Market Research. 

Moosbrugger Mart<eting Rsch. 
901 West Hillgrove Ave. 
LaGrange, IL 60525 
Ph. 708-354-5090 
Contact: Mary C. Moosbrugger 
Moderation with Physicians. 
Nurses, and Consumers. 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield, Ml 48076 
Ph. 313-827-2400 
Contact: John King 
Fuii-Svce. Qual. and Quant., Fin., 
Med .. Uti/., 3 Discussion Rms. 

PACE, Inc. 
31700 Middlebelt Rd .. Ste. 200 
Farmington Hills, Ml 48334 
Ph. 313-553-41 00 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist
OEM & Aftermarket Experience. 

Research Data Analysis, Inc. 
450 Enterprise Court 
Bloomfield Hills, Ml 48302 
Ph. 313-332-5000 
Contact: Sanford Stallard 
Full Svce. Quai./Quan. Analysis/ 
Auto./Adv.!Comm. 

Rockwood Research Corp. 
1 751 W. County Road B 
St. Paul, MN 55113 
Ph. 612-631 -19n 
Contact: Scott Mutphy 
Full Svce Oual/Ouant., Consumer, 
Bus-To-Bus. High-Tech, Ag. 

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

Pamela Rogers Research 
2525 Arapahoe Ave .. #E4-17 4 
Boulder, CO 80302 
Ph. 303-494-1737 
Contact: Pamela Rogers 
Environmental Issues-Healthy 
Food/Products/Packaging. 
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Rudick Research 
One Gorham Island, 3rd Floor 
Westport, CT 06880 
Ph. 203-226-5844 
Contact: Mindy Rudick 
1 0+ yrs ExperienC8 Utilizing 
Innovative Techniques. 

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

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

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph. 614-488-3123 
Contact: Betty Spencer 
4'x16' Miffor Viewing Rm. Seats 
8-12. In HouseAudioNid. Equip. 

California 
Analysis Research Ltd. 
Answers Research 
Asian Marketing 
Auto Pacific Group, Inc. 
DMSC Research 
Erlich Transcultural Consultants 
Frieden Qualitative Services 
Grieco Research Group, Inc. 
Hispanic Marketing 
Strategic Research, Inc. 
TrendQuest 

Colorado 
Pamela Rogers Research 

Connecticut 
Access Research, Inc. 
The Clowes Partnership 
Groups Plus 
Mature Marketing Research Div. 
Rudick Research 
Sweeney International, Ltd. 

Florida 
Cunninghis Associates 

Sunbelt Research Associates 

Illinois 
Communications Workshop, Inc. 

Spier Research Group 
1 Lookout Circle 
Larchmont, NY 10538 
Ph. 914-834-3749 
Contact: Daisy Spier 
Advtg.!Dir. Mktg.!Prod. Dev./ 
Cons./Business/FG/'s/1 on 1's. 

JaneL. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
Ph. 612-377-2490 
Contact: Jane Stegner 
Bus-To-Bus!Medicai!Fncl. Svcs./ 
Agric., Groups/1:1 's. 

Strategic Research, Inc. 
4600 Devonshire Common 
Fremont CA 94536 
Ph. 415-797-5561 
Contact: Sylvia Wessel 
400 Groups, Hi-T ech/Medica/1 
Financial/Transportation Svcs. 

Sunbelt Research Associates 
1001 U.S. Highway One, Ste. 310 
Jupiter, FL 33477 
Ph. 407-744-5662 
Contact: Barbara L. Allan 
20+ yrs. Exper; Business & 
Consumer Studies; Svce. Oriented. 

Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
Leichliter Associates 
Moosbrugger Marketing Rsch. 

Indiana 
Susan McQuilkin 

Iowa 
Dan Wiese Mkt. & Rsch. Direction 

Louisiana 
Focus Research 

Maryland 
Hammer Marketing Resources 

Massachusetts 
Action Research , Inc. 
Daniel Associates 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch. (l. Lynch) 
First Market Rsch. (J. Reynolds) 

Michigan 
Brand Consulting Group 
KidFacts Research 
Nordhaus Research, Inc. 
PACE, Inc. 

Sweeney International, ltd. 
221 Main St. 
Danbury, CT 06810 
Ph. 203-7 48-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QACA!AMA!Advt. Club. 

Thorne Creative Rsch. Svces. 
65 Pond 1eld Rd., Ste. 3 
Bronxville, NY 1 0708 
Ph. 914-337-1364 
Contact: Gina Thorne 
Ideation, teens, New Product 
Ad Concepts, Package Goods. 

The Travis Company, Inc. 
509 Cathedral Parkway, Ste. 8E 
New York, NY 10025 
Ph. 212-222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation. 

TrendQuest 
16959 Bernardo Ctr. Dr., #216 
San Diego CA 92128 
Ph. 619~674-1031 

Contact: Ann C. Klimowicz 
Health Care: Focus Groups. In-
Depth One-on-Ones. 

ame 

Research Data Analysis 

Minnesota 
Cambridge Research, Inc. 
Marketing Perspectives, Inc. 
MedProbe Medical Mktg. Rsch. 
Rockwood Research Corp. 
Jane L. Stegner and Ascts. 

New Jersey 
MCC Qualitative Consulting 
James M. Sears Associates 
Visual Rsch. Comm ., Inc. 
Yarnell Inc. 

New York 
Ebony Marketing Research , Inc. 
Find/SVP 
Focus Plus 
JRH Marketing Services, Inc. 
Horowitz Associates. Inc. 
K S & R Consumer Testing Ctr. 
Leichliter Ascts. 
Market Navigation, Inc. 
James Spanier Associates 
Spier Research Group 
Thorne Creative Research 
The Travis Company 
The Winters Group 

North Carolina 
Corporate Research Center, Inc. 

Visual Research Comm, Inc. 
441 Main St. 
Metuchen, NJ 08840 
Ph. 908-906-6556 
Contact: Rica!do A. Lopez 
10 Yrs. Exper. in Hispanic Mkt. Bi-
ling., Focus Grp. Anywhere in US. 

Dan Wiese Mart<:et & Research 
Direction 

2108 Greenwood Dr., S.E. 
Cedar Rapids, lA 52403 
Ph. 319-364-2866 
Contact: Dan Wiese 
Highly Experienced: Farmers, 
Consumers, Business. 

The Winters Group, Inc. 
14 Franklin St. , Ste. 920 
Rochester, NY 14604 
Ph. 716-546-7480 
Contact: Nancy Volkmuth 
Ouai./Ouan., Secondary, CA Tl, 
Cnsftng., Ethnic Rsch. 

Yarnell Inc. 
147 Columbia Tpke., #302 
Florham Park, NJ 07932 
Ph. 201 -593-0050 
Contact: Steven M. Yarnell 
New Product Development & 
Positioning. HW!SW Cos. 

Diener & Associates, Inc. 
D/R/S HealthCare Consultants 
Management Rsch . & Ping. Corp. 

Ohio 
The Answer Group 
The Davon Group 
Calo Research Services 
Matrixx Marketing 
Rodgers Marketing Research 
Dwight Spencer & Associates 

Pennsylvania 
lntersearch Corp. 

Tennessee 
Gault Associates 

Texas 
First Market Rsch . (J . Heiman) 

Virginia 
iN FOCUS Group Services 

Washington 
Consumer Opinion Services 

Wisconsin 
Chamberlain Research Consuttants 
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ADVERTISING 
Action Research , Inc. 
Analysis Research ltd. 
Brand Consulting Group 
Cambridge Research, Inc. 
Chamberlain Research Cnsltnts. 
The Clowes Partnership 
Creative& Response Rsch. Svcs. 
Dolobowsky Qual. Svcs ., Inc. 
Doyle Research Associates 
Erlich Transcultural Consultants 
First Market Research (L. Lynch) 
D.S. Fraley & Associates 
Management Rsch. & Ping. Corp. 
PACE, Inc. 
Research Data Analysis 
Rockwood Research Corporation 
James Spanier Associates 
Spier Research Group 
Sunbelt Research Associates 
Sweeney International, Ltd. 
Thorne Creative Research 

AFRICAN
AMERICAN/BLACK 
Ebony Marketing Research , Inc. 
JRH Marketing Services, Inc. 
The Winters Group, Inc. 

AGRICULTURE 
Cambridge Research , Inc. 
Market Navigation , Inc. 
Rockwood Research Corporation 

ALCOHOLIC BEV. 
Al:x:;ess Research, Inc. 
Creative & Response Rsch. Svcs. 

APPAREL/ 
FOOTWEAR 
Brand Consulting Group 
Corporate Research Center, Inc. 

ASIAN 
Asian Marketing 
Communication Research 

Erlich Transcultural Consultants 

AUTOMOTIVE 
Auto Pacific Group, Inc. 
Creative & Response Rsch. Svcs. 
Erlich Transcultural Consultants 
iNFOCUS Group Services 
Matrixx Marketing-Research Div. 
PACE, Inc. 
Research Data Analysis 

BIO-TECH 
Calo Research Services 
lntersearch Corporation 
Market Navigation , Inc. 
MedProbe Medical Mktg. Rsch. 
TrendQuest 
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eus.-To ... eus. 
Aroess Research, Inc. 
Answers Research 
Calo Research Services 
Cambridge Research, Inc. 
Chamberlain Research Cnsltnts. 
Consumer Opinion Services 
Creative & Response Rsch. Svcs. 
The Davon Group 
Diener & Associates, Inc. 
First Market Research (J . 
Heiman) 
First Market R search (J. Reynolds) 
lntersearch Corporation 
Management Rsch . & Ping . Corp. 
Rockwood Research Corporation 
James Spanier Associates 
Spier Research Group 
Strategic Research , Inc. 
Sweeney International, Ltd. 
Yarnell Inc. 

CANDIES 
D.S. Fraley & Associates 

CHILDREN 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
KidFacts Research 
Matrixx Marketing-Research Div. 

COMMUNICATIONS 
RESEARCH 
Access Research, Inc. 
Diener & Associates, Inc. 
D.S. Fraley & Associates 
James Spanier Associates 
Sunbelt Research Associates 

COMPUTERS/MIS 
Answers Research 
Calo Research Services 
Creative & Response Rsch. Svcs. 
Daniel Associates 
DMSC Research 
Find/SVP 
First Market Research (J. Heiman) 
Market Navigation , Inc. 
James Spanier Associates 
Strategic Research , Inc. 
Sweeney International , ltd. 
Yarnell Inc. 

CONSUMERS 
Action Research, Inc. 
Chamberlain Research Cnsltnts. 
Consumer Opinion Services 
Creative & Response Rsch. Svcs. 
Diener & Associates, Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
lntersearch Corporation 
Management Rsch. & Ping. Corp. 
Rodgers Marketing Research 

Thorne Creative Research 

CUSTOMER 
SATISFACTION 
Strategic Research , Inc. 

DIRECT 
MARKETING 
Spier Research Group 

ENTERTAINMENT 
D.S. Fraley & Associates 
Sweeney International, Ltd. 

ENVIRONMENTAL 
Diener & Associates Inc. 
Pamela Rogers Research 

EXECUTIVES 
Chamberlain Research Cnsltnts. 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
First Market Research (J. Heiman) 
First Market Research (J. Reynolds) 
iN FOCUS Group Services 
lntersearch Corporation 
PACE, Inc. 
James Spanier Associates 
Sunbelt Research Associates 
Sweeney International, Ltd. 

FINANCIAL SVCS. 
Atxess Research, Inc. 
Cambridge Research , Inc. 
Creative & Response Rsch. Svcs. 
The Davon Group 
Dolobowsky Qual. Svcs., Inc. 
lntersearch Corporation 
Matrixx Marketing-Research Div. 
Nordhaus Research , Inc. 
The Research Center 
Rockwood Research Corporation 
James Spanier Associates 
Sunbelt Research Associates 
Sweeney lnt'l . ltd. 

FOOD PRODUCTS 
Creative& Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
Gault Associates 
KidFacts Research 
Leichliter Associates 
Rockwood Research Corporation 
James Spanier Associates 
Thorne Creative Research 

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

HEALTH CARE 
Atxess Research, Inc. 
Chamberlain Research Cnsltnts. 
Diener & Associates, Inc. 
Dolobowsky Qual. Svces., Inc. 
0 /R/S HealthCare Consultants 
Erlich Transcultural Consultants 
Find/SVP 
First Market Research (L. Lynch) 
First Mark t Research (J. Reynolds) 
lntersearch Corporation 
Market Navigation, Inc. 
Matrixx Marketing-Research Div. 
MedProbe Medical Mktg. Rsch . 
Moosbrugger Mktg. Rsch . 
Nordhaus Research, Inc. 
James Spanier Associates 
Sunbelt Research Associates 
TrendQuest 

HISPANIC 
Analysis Research Ltd. 
Ebony Marketing Research, Inc. 
Erlich Transcultural Consultants 
Hispanic Marketing 

Communication Research 
Visual Research Comm., Inc. 

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

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

INTERNATIONAL 
Marketing Perspectives, Inc. 

MEDICAL 
PROFESSION 
Answers Research 
Diener & Associates, Inc. 
D/R/S HealthCare Consultants 
lntersearch Corporation 
Marketing Perspectives, Inc. 
Matrixx Marketing-Research Div . 
MedProbe Medical Mktg. Rsch . 
Nordhaus Research, Inc. 

MODERATOR 
TRAINING 
Cunninghis Associates 

37 



NEW PRODUCT 
DEVELOPMENT 
Action Research , Inc. 
Answers Research 
Brand Consulting Group 
The Clowes Partnership 
Creative & Response Rsch. Svcs. 
Daniel Associates 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
First Market Research {J. Heiman) 
First Market Research (l. Lynch) 
I ntersearch Corporation 
KidFacts Research 
Leichliter Associates 
Management Rsch . & Ping. Corp. 
James Spanier Associates 
Strategic Marketing Svces. 

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 
Calo Research Services 
Cambridge Research, Inc. 
Rockwood Research Corporation 
Thorne Creative Research 

Life in Ru aa 
continued from p. 9 

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 Research Associates 
D.S. Fraley & Associates 
KidFacts Research 
Matrixx Marketing-Research Div. 
Thorne Creative Research 

1B....ECXJvM..tliN3 
Answers Research 
Cunninghis Associates 
OMSC Research 
Find/SVP 
First Market Research (J . 
Heiman) 
Horowitz Associates, Inc. 

iNFOCUS Group Services 
lntersearch Corporation 

TELECONFERENCING 
Cambridge Research, Inc. 
Rockwood Research Corporation 

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

TOYS/GAMES 
KidFacts Research 

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 

ers. is the Jump in economic utput. 
Man sugg tion wer • made t im
prove produ tivity. The most frequent] 

·yst ·m to manage the 
·conomy, wh re there wer ~ win en
tive: to inerea productivity. (A p pu
lar jok w nt, "The go ernm nt pr -
tends t pay u , and we pretend t 
work.") With that kin of hi t ry. man-

saw them I e as inferior to 
rn bu ine m n. I lowever, tak

ing a longer view, few di agreed that 
Russia poss ·ed the human, te hno
lorrical and natural resources t ev ntu
all get the joh done. 

Efforts to establish a free market economy 

Approve strongly 

Percent approving/disapproving 

m ntion wa en ouraging the d veJ
pm nt of n " bu. inesscs, cutting ta , . 

and attra ting Western capital. 
D · the ountry current! have the 

management fi rep wer to get the j b 
done'? Mtmy think n l. Thi. is a untry 
that not I ng ago relied ·olcly on the 

8 

agers feel ill-prepared f r the new vi
sion. The~e business p ople rated th "m
selve n the lm end f th seal· for 
r sour efuln , nee ssary kill and 
taking r p nsibility. opping th list 
ofnegativ qualities wa thinking short
term rather than long-t nn. and a ma-

o rom all of thi~ ~an we I ok int 
the cry tal ball and picture Ru ia five 
or 10 year · from now'! What eem. to 
b th • case i thnt th re i.' a br ad 
~upp rt f r th "rightn ss '' f the r -
onn programs, and an und rl ing will 
f th • people to endur th • hard. hip 

until measurable result begin to be 
realiz ·d. What i. la ing, however. i 
confidence in the g vernment t lead 
'O iety out of its CUlT nt cri i , a situa
ti n that is unlikely to chang until th 
r ·maining old guard c ase th ir fight to 
r ·tum to the ld ~yst m, and let a n w 
go ernm ·nt m ·orward with so ·ial 
and economi ref nn . 

In the end, howev r. it' the p opl 's 
a ti n that i~ the ke t the prorrram '. 
·ucc ss. Little bu ·in s ·es springing up 

on ry tre t m ·rare po ·iti e igns 
f las ·icalcapitali matw rk,andpro f 

that wh n the going g ·ts tough, the 
tough get g ing. Ru. sia n doubt will 
make it down the r ad to prosp rity
it's just that for many, at thi . p int the 
road i full of rocks and poth le . 0 
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1993 SYNDICATED/OMNIBUS DIRECTORY 

Section One 
Alphabetical Listing 

Editor's Note: This list was developed by mailing forms 
to those organizations we have found who offer Om· 
nibus!Syndicated Research Studies in their advertise
ments. publicity or other published material. 

Advertising Research Corp. (ARC) 
77 Brant Avenue 
Clar1<, NJ 07066 
Ph. 908·388·5955 
Fax 908·388-5645 
Contact: Sallie Bernard 
ARC Yellow Pages Ad Size Study (S) 
ARC M asurement Study of Yellow Pages (S) 
ARCI1"AG Voice Information Serv•ces Study (S) 
COMPPAREJComparison o Med•a Product Purchase 
and Reach Evaluation (S) 
SIMS!Syndicated Usage Measurement Svce. {S) 

American Sports Data, Inc. 
234 N. Central Ave. 
Hartsdale, NY 1 0530 
Ph. 914·328-8877 
Fax 914·328-1823 
Contact: Harvey Lauer 
American Sports Analysis (S) 
Athletic Footwear Monitor (S) 
Sports Med1a lnde {S) 

Behavior Research Cen er. Inc. 
1117 N. Th1rd StJP.O. Box 13178 
Phoenix, AZ. 85002-31 78 
Ph. 602-258-4554 
Fa 602·252·2729 
Contact: Earl De Berg, Rsch. D1r. 
Border Business Track (SIO) 
U.S. Symbol Study (0) 
Consumer Track (0) 
Metro Track {0) 
Htspanic Track (SIO) 
Business Track (S) 

Beta Research Corpora!Jon 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph. 516-935-3800 
Fax 516-935-4092 
Contact: D•ck Welch 
BOE - Beta Omnibus Exchange - Adults (0) 
BOE - Beta Omnibus Exchange - PlM's (0) 
BOE - Beta Omnibus E change · Healthcare (0) 
SPACE • Syndicated Pharmaceutical Advertis1ng 
Communicative Evaluator (S) 

Irwin Broh & Assoe1ates, Inc. 
1011 E. Touhy Avenue 
Des Plaines, IL 60018 
Ph. 708-297-7515 
Fax 708·297-7847 
Contact: David Waitz 
Electric Appliances (S) 
Hardware {S) 
Home Heatthcare {S) 
Lawn & Patio (S) 
Marine Products (S) 
Outdoor Power Equipment (S) 
Sporting Goods (S) 
Travel Industry (S) 

June/July, 1993 

Bruskln/Goldring Research, Inc. 
100 Metroplex Dnve 
Edison, NJ 08817 
Ph. 908·572-7300 
Fax 908-572-7980 
Contact: Dick Hare 
OmniTel • Weekly national consumer study. For 
times when you need answers to a few marketing 
questions. It furnishes the same data quality as well· 
run dedicated surveys. (0) 
Integrated Survey Information System-ISIS -
Weekly national consumer study. For custom surveys 
up to 1 5 m1nutes in length. It also furn•shes the same 
data quality as well- run ded1cated surveys. (0) 
(See advertisement on page 2) 

Cambridge Reports, Inc. 
955 Massachusetts Avenue 
Cambridge, MA 02139 
Ph. 617-661 -0110 
Fax 617-661 ·3575 
Contact: Gene Po orny 
Cambndge Reports Omnibus Surveys (0) 
Cambndge Report Program (S) 
Quarterly Opinion Review Program (S) 
Quarterly Opimon Bnefing Program {S) 

Canadian Facts. D1v. SKlCF Inc. 
1 075 Bay Street 
Toronto, ONT, M5S 2X5 
Ph. 41 6-924-5751 
Fax 416·923-7085 
Contact: Donald Monk. Pres. 
Momtor (0) 
Mulllfacts {0) 

Chemark Consulting 
9916 Carver Rd./Ste. 103 
Cincinnati, OH 45242 
Ph. 513-891-9502 
Fax 513-891 ·2196 
Contact: Roger Lohman 
Chemical Industry Studies (S) 

Children's Market Research, Inc. 
1385 York Ave. 
New York, NY 1 0021 
Ph. 2 2 794·0983 
Fax 212-879-8495 
Contact: Dr. Selina S. Gruber 
Youth OmnibusTM (0) 
Kid Trends Reports (S) 
Snacks & Prepared Foods Reports (S) 

Claritas/NPDC, Inc. 
201 N. Un1on Street 
Alexandria, VA 22314 
Ph. 703-683-8300 
Fax 703-683-8309 
Contact: Howard Lax 
The Market Audit (S) 

Com-Sc1 Systems. Inc. 
444 Frontage Road 
Northfield, IL 60093 
Ph. 708·446-0446 
Fax 708·446-0504 
Contact: Richard J. Schlesinger 
BPI - Brand Penetration lnde (S) 
On Premise Liquor & Beverage ·BPI {S) 
Price Tracking Study (S) 

Creat.ve Research International, Inc. 
100 Sheppard Ave. E. 
Toronto, ONT, M2N 6N5 
Ph. 41 6-250-8500 
Fa 416-250-8515 
Contact: Elisabeth Jaye 
Yankelovich Monitor1" In Can da (S) 
Youth Target (S) 
Green Action Trend (S) 

Custom Research, Inc. 
P.O. Box 26695 
Minneapolis, MN 55426 
Ph. 612-542-0800 
Fax 612-542·0864 
Contact: Jodie Palmquist 
Criterionr'9 Omn1bus (0) 

Danis Research International 
383 Route 46 West 
Fairtield, NJ 07004-2402 
Ph. 201 -575-3509 
Fax 201 -575-5366 
Contact: Carl S. Raphael 
Fresh Track " (S) 

Dittman Research Corporation of Alaska 
81 , 5 Jewel Lake Road 
Anchor ge. AK 99502 
Ph. 907·243-3345 
Fax 907-243-7172 
Contact: Terry O'Leary 
Multi-Quest (0) 
The Alaska Poll "' (S) 

Doane Marketing Research, Inc. 
1807 Park 270 Drive, Ste. 300 
St. Louis, MO 63146 
Ph. 314-878-7707 
Fax 314 878-7616 
Contact: DaVId M. Tugend, V.P. Client Svcs. 
Pesticide Profile - Hard copy and database identify. 
ing the crop protection products used for traditional 
agricultural crops as well as specialty crops. Done 
annually. (S) 
Animal Health Market Study - Quarterly study iden
tifies marketshareofbeef, dairy & swine an helmintics, 
feed medications/additives, implants and pharmaceu· 
ticals used on U.S. livestock farms. (S) 
Com Seed Market Study - Annual study identifies 
speci c hybrid brand shares of corn seed planted on 
U.S. farms. (S) 

Ehrhart-Babic Ascts. 
120 Route 9W 
Englewood Cliffs, NJ 07632 
Ph. 201-461 -6700 
Fax 201 -461 -0435 
Contact: Tracy Bacon 
National Alcoholic Beverage Index (S) 
National Retail Tracking Index (S) 

Erdos & MorganlMPG 
116 East 27th St., 7th Fir. 
New York, NY 10016 
Ph. 212-685·9393 
Fax 212-685-9629 
Contact: Pat Botwinick 
Frequent Business Travelers (S) 
Frequent Le1sure Travelers (S) 
Opinion Leaders (S) 
Purchase Influence in Amencan Business (S) 
Pro essionallnvestment Comm.-WorldwKle (S) 
U.S. Professional Investment Community (S) 

Gallup Canada. Inc. 
180 Bloor St. W .. 1Oth Floor 
Toronto, ONT, MSS 2V6 
Ph. 416-961-2811 
Fax 416·961 -3662 
Contact: Gerald Germany 
National Telephone Omnn1bus (0) 
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1993 SYNDICATED/OMNIBUS DIRECTORY 
Gallup & Robinson, Inc. 
575 Ewing Street 
Princeton, NJ 08540 
Ph. 609-924-3400 
Fax 609·924-3400 
Contact: Jane Sherry 
Advertising Impact Research Services (S) 

Gikas lntematronal Co. 
11611 Old Georgetown Rd., Ste. 201 
Rockville, MD 20852 
Ph. 301 -468·2380 
Fax 3301 -770-0171 
Contact: George Gikas 
Consumerlab (S) 

Graham Research Service, Inc. 
P.O. Box966 
Pelham, NY 10803-8966 
Ph. 212-986-8301 
Fax 212-297-9025 
Contact: Robert Schultz 
GRIPS(O) 
GRIPS (S) 

Healthcare Commumcations, Inc. 
CN 5273 
Princeton, NJ 08543 
Ph. 609-452-0211 
Contact: Mahesh Naithani 
Vanous Medrcal Studies (S) 

HeatthFocus. Inc. 
216 Fourth Street 
Emmaus, PA 18049 
Ph. 215-967-2233 
Fax 215-967-6778 
Contact: Linda Gilbert 
HealthFocus On U.S. Consumers (0) 

Hospital Research Associates 
One Gothic Plaza, Hollywood & Ate. 46W 
Fairfield, NJ 07004-2402 
Ph. 201 -575-3650 
Contact: David Hillman 
Medical Related Studies (S) 

ICR Survey Research Group 
605 West State Street 
Media, PA 19063 
Ph. 215-565-9280 
Fax 215-565-2369 
Contact: Fred Soulas 
EXCEL - A consumer ommbus using ADD sampling 
andCATirnterviewrng. Oneweektumaroundforeach 
of two samples of 1 000 interviews each week. (0) 
Teen EXCEL - Same procedure as regular EXCEL 
except the weekly sample size is 125 ot which hal · are 
male teens and half are female teens. (0) 
(See advertisement on page 21.23,25) 

IMR Research 
140 Bur1ington 
Clarendon Hills, IL 60514 
Ph. 708-654-1077 
Fax 708*654-0147 
Contact: Kaye Wilson 
Continuing Consumer Survey-U.S. (S) 
Continuing Consumer Survey-Canadian (S) 
Continuing Consumer Auto Maintenance Survey (S) 
Continuing Auto Dealer Maint nance·'Parts Survey (S) 

Information Resources, Inc. 
150 N. Clinton Street 
Ch1cago, IL 60661 
Ph. 312-726·1221 
Contact: Robert J. Bregenzer 
lnfoScanT" (S) 

lnteliiQuest. Inc. 
1 250 Capitol of Texas Hwy. S. 
Bldg. 2, Plaza One 
Austin, TX 78746 
Ph. 512-329-2424 
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Fax 512-329-2434 
Contact: Kevin Stepan 
Desktop Computer Trackrng Study (S) 
Portable Computer Tracking Study (S) 
Computer Printer Tracking Study (S) 
Desktop Computer Tracking Study (S) 
Color Printer Trackrng Study (S) 
Work Station Tracking Study (S) 
Networking Tracking Study (S) 
Home Computing Tracking Study (S) 
lnvesTrack 10 (S) 
(all studies offer an omnibus option) 

lntemational Demographics, Inc. 
3355 W. Alabama, Ste. 500 
Houston, TX 77098 
Ph. 713-626-0333 
Fax 713·626-0418 
Contact: Bob Jordan 
The Media Audit (S) 

Interviewing Servrce of America 
16005 Sherman Way, Ste. 209 
Van Nuys, CA 91406·4024 
Ph. 818-989-1044 
Fax 818-782-1309 
Contact: Michael Hafberstam 

Gene Kroupa & Associates 
222 N. Midvale Blvd., Ste. 29 
Madison, WI 53705 
Ph. 608-231 ·2250 
Fax 608-231 -6952 
Contact: Dr. Gene Kroupa, Rsch. Dir. 
Dane Trak (0) 
Badger Track (0) 

MACA Information Sources 
4 Landmark Square 
Stamford, CT 06902 
Ph. 203-324-9600 
Fax 203·348-2087 
Contact: Ken Murphy 
National Consum r Purchase Panel (S) 
Menu Census, Causuaf Apparel Usage, OTC/Use (S) 
Communrcation Awareness (S) 

MacKay & Company 
One Imperial Place, #300 
Lombard, IL 60148 
Ph. 708-916-611 0 
Fa 708-916-4661 
Agncultural Equipment Parts Market (S) 
U.S. & Canadian Heavy Tf\Jck Parts Market (S) 

Marltz Marketing Research/O.H. Macey Division 
143 E. Main Street 
Lake Zurich, tl 6004 7 
Ph. 708-438 4941 
Fax 708-438-5896 
Contact: D.H. Macey, V.P. 
Hispanic Market Measurement Services - Hispanic 
& Non-Hispanic population sales, share, promollons. 
pricing, and buying behavior. Measured for brands/ 
categones, includes shopprng behavior in all retail 
outlets. Measures targeted Hispamc business perfor
mance & total market performance. (S) 
Hispanic Facts - Collects mail questionnaires, data 
on Hispanic and Non-Hispanic samples. Telephone 
oontact with mail panel samples also available. (0) 

Maritz Marketing Research, Inc. 
1297 North Highway Drive 
Fenton, MO 63099 
Ph. 314·827-1610 
Contact: Roy Cleveland. V.P. 
Farmers' Pesticide Use Study - Annual syndicated 
study among 30,000 grow rs which provrdes brand 
share and tracking of farm pesticide usage rn the U.S. 
and Canada. (S) 
Farmers' Pesticide Satisfaction Study Annual 
syndicated study with growers providrng information 
on growers' satisfaction with pesticide products. (S) 
Golf Course Pesticide Use Study - Study with 1 .500 

golf course superintendents determines pesticide use 
practices and brand share in the U.S. (S) 
Pest cld Use Study On Specialty Crops • Study 
provides brand and dollar e pendrtures tor pestrcides 
on 19 vegetable and 18 fru1t. nut and vine crops. (S) 
(See advertisement on the back cover) 

Marltz Marketing Research, Inc. 
3035 Moffat Drive 
Toledo, OH 43615 
Ph. 419-841 ·2831 
Fax 419-841 -8349 
Contact: Tim Rogers, V.P. 
Initial Buyer Study - Syndicated study among early 
buyers of recently rntroduced automotive vehicles. (S) 
Earfy Model New Car and Truck Buyer Study 
Primary research study of 24,000 new car buyers and 
6,000 new truck buyers regarding product satisfac
tron, purchase oonsiderations, shopping pattems, 
dealer satisfaction, trading dynamics, and demograph
rcs. Report released in March. (S) 
Second Quarter New Car and Truck Buyers Study 
-Primary research among 36,000 new car buyers and 
9,000 new truck buyers regarding product satisfac
tion. purchase consideratron, shoppmg patterns, alter
native fuels , trading dynamics, and household demo
graphics. Report released tn August. (S) 
Canadian New Car and Truck Buyer Study - Pn
mary research among 21 ,000 new car buyers and 
7,500 new truck buyers regardtng product satisfac
tion, purchase considerations, dealer satisfaction, trad
ing dynamics, and household demographics. Report 
released tn September. (S) 
{See advertisement on the back cover) 

Market Development, Inc. 
1643 6th Avenue 
San Diego, CA 92101 
Ph. 619-232-5628 
Fax 619-232-0373 
Contact: Dave T b r 
MDI Hispanic Omnibus (0) 
MDI Hispanic TEEN Omnibus (0) 
MDI Mexioo Omnibus (0) 

Market Dir ctions 
P.O. Box 13407 
Kansas City, MO 64199 
Ph. 816-842-0020 

ax 816-472-5177 
Wholesale Club Shopper (S) 
In-Home Entertainment (S) 
Life Insurance Agent Study (S) 
No Till/Conservation lllag Study (S) 

Market Facts, lnc. 
3040 West Salt Creek Ln. 
Arlington Herghts, IL 60005 
Ph. 708-590-7238 
Fax 708-590-7114 
Contact: Tom Mularz 
Tet Natron (0) 

Market Facts of Canada 
77 Bloor St. West 
Toronto, ONT, MSS 3A4 
Ph. 416-964-6262 
Fax 416-964-5882 
Contact: Peter Greensmith 
Nahonal Flex1bus (0) 
TeleNatJon-Canada (0) 
Canadian ating H bits Study (S) 
Beverage Consumption Study (S) 
Household Equtpment Survey (S) 
Household Flow of Funds Survey (S) 
Customer Service Index (S) 

Market Segment Research, Inc. 
1320 S. Dixie Hwy., Ste. 120 
Coral Gables, FL 33146 
Ph. 305-669-3900 
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Fa 305-669·3901 
Contact: Gary Berman 
MSA Omnibus Study (0) 
MSA Mtnonty Report (S) 

Market Trends 
3633 136th PlaceS . St . 110 
Bell vu , WA 98006-1451 
Ph. 206-562-4900 
Fax 206-562-4843 
Contact: Lesl1e Huberty 
Seattleffacoma SMSA Op1n10n Mon1tor (0) 
Washington State Optmon Mon1tor (0) 
Portland, ORNancouver,WASMSAOpcmonMon or(O) 
Oregon State Opimon Monitor (0) 

Marketing Ev luatJonsfTVO 
14 Vanderventer Ave. 
Port Washington, NY 11050 
Ph. 516-944-8833 
Fax 516-944-3271 
Cont ct · St ven L VJtt 
TVQ Program Rat1ngs (S) 
Performer 0 (S) 
Cartoon a (S) 
Sports 0 (S) 
Product a (S) 

Med1 mark Research, Inc. 
708 Th1rd Ave 
N w York, NY 10017 
Ph. 212-599 0444 
Fax 212-682-6284 
Contact Cynthia Evans 
Th Study of Th Am ncan Consum rs (S) 

Metromark Market A se rch, Inc. 
3030 Devin Stre t 
Columbia. SC 29205 
Ph 803-256-8694 
Fax 803-254-3798 
Contact Emerson Sm1th 
Metromark E ecu ve Panel (0) 
Mertomark Aes1d nt1al Pan I (S) 

Monroe Mendelsohn Research 
841 Broadway 
N w York, NY 10003 
Ph. 212 677-8100 
Fax 21 2-6n-8833 
Contact: Tony Motta, V1ce Pres 
Mendelsohn Affluent Omnibus (0) 
M ndelsohn Affluent Surv y (S) 
Afflu nt Recontact Surv y (S) 

NFO Research, Inc. 
2 P1ckw1ck Plaza 
Gr nw1ch, CT 06830 
Ph. 203-629-8888 
Contact: Lawrence D. Whit 
CARS/Carpet and Rug Study (S) 
Mult1card (0) 
NFO Travels Am nca (S) 
SIP Share of Intake Panel (S) 
Nallonal Yellow Pages Mon1tor (S) 

AC. N1elsen 
N elsen Plaza 
Northbrook. IL 60062 
Ph. 708 498·6300 
Fax 708-498-7280 
Scantr ck (S) 
Scantr ck Household Panel Serv1ces (S) 

The NPD Group 
1300 W. Hlgg1ns Road, #300 
Park R1dg , IL 60068 
Ph 708-692-6700 
Fax 708-692-6049 
Contact. Bob O'Bnen 
Crest (S) 

June/July. 1993 

The NPD Group 
900 W. Shore Ad 
Port Washington, NY 11050 
Ph. 515-625-2220 
Fax 516-625-2222 
Contact: Cla1re Ham1 on 
lnsta-Vue (0) 
Med cal Influence Stud1es (S) 

NuStats 
901 W Martm Luther King 
Austm, TX 78701 
Ph. 512-469-6400 

a 512-469-6408 
Cont ct: d Cantu 
Hispanic lnfoSouroe (S) 

OmniTrack Group, Inc. 
220 S. King Stre t, Ste. 975 
Honolulu, Hl96813 
Ph. 808-528-4050 
Fax 808-531-0176 
Contact Barbara Ankersm1t 
OUI Track (S) 
Consum r H lth Trends Study (S) 
VISitOr Med1a Usage Studies (S) 
Ban Trak (S) 
As1an-Amencan Study (S) 

Opinion Research Corporation pr vid 
and hared-c t tudie , designed to c 
y ur m t important public . All tudi 
b th th U.S. and Europe. 

CARAVAN ® 

• A weekly con umer telephone mnibu 
urvey 

• Pr vid a nationally representative 
projectable ample f 1, 0 U.S. 
adults 

Executive ® 
CARAVAN 

• Re ul provided in three 
bu in day 

• An ideal vehicle for: 
image measurement 
adverti ing tracking 
product awarene 
c n ept te ting 

• Quarterly telephone 
omnibu urvey f t p 
and middle-level 
bu in executive 

• Conducted am ng the 1500 
large t indu trial and 
ervice- ector c mpanic 

• Re p ndent repre nt influential 
bu ine deci ion-mak r and 

Corporate Reputation and 
Busines 1 ues Today 

• Public urveyed are: the General Public, u in 
Executive , Media Pr fe ional and the man ial 
Community 

ClrcleNo.1 16onRe d rCard 
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1993 SYNDICATED/OMNIBUS DIRECTORY 
Opinion Research Corporation 
P.O. Box 183 
Princeton, NJ 08542 
Ph. 800-999-0213 
Fax BOO· 759·5785 
Contact: Jud1 Lescher 
Caravan • National telephone omnibus survey of 
1,000 adults conducted weekly, Thursday through 
Sunday. Prel1minary results available on Monday. 
Full tabulations delivered on Tuesday. CAT! inter
viewing utilizing state-o ·the-art ROD sample. In
house professional interviewers and data processing 
staff. (0) 
Executive Caravan · Three studies: One 1n the U.S .• 
one in the European Economic Community, one in the 
United K1ngdom. Si-mon hly telephone survey of 
senior and mid-level managers. (0) 
Corporate Reputations Today - Three coordinated 
annual studies ach conducted in the U.S. and 1n the 
European Economic Community: (1) General Public 
Corporate Image; (2) Executive Corporate Image; (3) 
Susrness Relations with the med1a. Focus of these 
stud1es is on perceptions of participating companies 
and benchmarked companies. their competitors, their 
industries and business in general. (0) 
European Household Caravan · Telephone omm· 
bus survey of 1,000 households monthly. (0) 
United Kingdom Household Caravan · Telephone 
omn1bus survey of 1 ,000 households weekly. (0) 
(See advertisement on page 41) 

Perception Research SeNJces 
One Executive Dnve 
Ft. Lee, NJ 07024 
Ph. 201 -346·1600 
Fax 201 ·346-1616 
Contact: Elliot Young 
PASiFSI Audit (S) 

J.D. Power And Associates 
30401 Agoura Road 
Agoura Hills, CA 91 301 
Ph. 818-889·6330 
Fax 818·889-371 9 
Contact: Patty Patane 
Automobile Owner Satisfaction Program (S) 
Computer End-User Satisfact1on Study {S) 
Dealer Sat1s action Programs (S) 

Restaurant Research Associates 
6 Hutton Center Dr., Ste. 1245 
Santa Ana, CA 92707 
Ph. 714·241 ·7930 
Fax 714-241 -7933 
Contact: Ron Clark 
LosAngelesJOrangeCo. Family Restaurant Tracking (S) 
San Francisco Family Restaurant Tracking (S) 

Rockwood Research Corp. 
1751 West County Road B 
St. Paul, MN 55113 
Ph. 612·631-1977 
Fax 612·631 ·8198 
Contact: Jodie Wehrspann 
Ag-Tel Crop and Livestock Study · Ag-Tel is con
ducted en times a year. Us1ng Farm Journal Data 
Base, Rockwood Research surveys crop and live· 
stock producers throughout the U.S. Participants pay 
a $375 initializa ion fee, $375 for each question asked 
o the total sample, and $325 for each question asked 
of less than 1 00% of the base number of respondents. 
The farm segments surveyed are cow/calf operators, 
hog producers, wheat growers, dairy farmers, farmer 
cattle feeders , com growers, peanut farmers. cotton 
growers, and soybean growers. (0 } 
(See advertisement on page 17} 

The Roper Organiza ion 
205 East 42nd Street 
Mamaroneck, NY 0017 
Ph. 212-599-0700 
Fax 212-867·7008 
Contact: Stuart Himmelfarb. V.P. 

Roper College Track (S) 
Roper H1gh School Report (S) 
Roper Reports (S) 
Roper Youth Report (S) 
Roper Green Gauge (Environmental Marketing) (S) 
Roper Limobus Service (0 ) 
Roper's Logomotive {Logo Test1ng Omnibus) (0) 

Russell Marketing Research Inc. 
1775 Broadway 
New York, NY 10019 
Ph. 212-246-4343 
Fa 212·246-4489 
Contact Alan C. Russell 
Qualitest-NYC MSA (0 ) 

Simmons Market Research Bureau 
420 Lexington Ave. 
New York. NY 101 70 
Ph. 212-916·8900 
Fax 212-916·8918 
Contact: Joan Chiaramonte 
Kjds Study (S) 
Simmons Teen Age Research Study (S) 
Study of Media and Markets {S) 

Lee Slurzberg Research, Inc. 
158 Linwood Plaza. 3rd Fir. 
Ft. Lee, NJ 07024 
Ph. 201 -461 -6100 
Fax 201 -461-6102 
Contact: Lee Slurzberg 
LSR New York HispaniC Omn1bus (0 ) 
LSR New York HispaniC Mkt. and Cable Tei8VISion (S) 

Southeastern Institute o Research 
2325 W. Broad Street 
Richmond. VA 23220 
Ph. 804·358-8981 
Fax 804-358·9761 
Contact: Robert M. M1ller 
Insight Studies-Tidewater, Baltjmore, Richmond and 
Washington, D.C. (0 ) 

Starch INRA Hooper, Inc. 
205 E. 42nd Street 
New York, NY 10017 
Ph. 212·490-3197 
Fax 212·867 7008 
Contact: Larry Schneider 
Starch Plus (S) 
Starch Ad Readership Studies (S) 
Starch Editorial Research Service (S) 

Strategy Research Corporation 
100 NW 37th Avenue 
Miami, FL 33125 
Ph. 305·649·5400 
Fax 305-649·6312 
Contact: R ul Lopez, Sr. V.P. 
STAR · Spanish Television Audience Ratings (S) 
SRC Hispanic Omn1bus (0 ) 

Talmey-Orake Research & Strategy. Inc. 
100 Arapahoe, Suite 4 
Boulder. CO 80302 
Ph. 303·443·5300 
Fax 303·447-9386 
Contact: Paul Talmey 
Colorado Omnipoll (0) 

Teenage Research Unlimited 
601 Skokie Blvd. 
Northbrook, IL 60062 
Ph. 708-564-3440 
Fax 708-564·0825 
Contact: Peter Zollo 
Teenage Marketing & L1festyle Study (S) 
Teenage Market1ng & Lifestyle Study (0) 

Total Research Corporation 
5 Independence Way · CN 5305 
Pfince on, NJ 08543-5305 
Ph. 609 520-91 00 

Fax 609-987-8839 
Contact: James P. Alleborn, V.P. Mktg. 
EQUITREND·- (S) 

Trendata, Inc. 
9 Mott Ave., Ste. 201 
Norwalk, CT 06850 
Ph. 203·866·3113 
Fax 203·866·2228 
Contact: Louis Pappalardo 
Trendata Report (S) 

The Unide Reports 
1260 Winchester Pkwy. 
Smyma. GA 30082 
Ph. 800·528-5342 
Fax 404-434-4097 
Contact: Matthew Ford 
The Unidex Report {S) 
The High Balance Quarterly (S) 
The Business Owner & Professional Quarterly (S) 

U.S. Travel Data Center 
1133 21st Street NW, 8th Fir. 
Washington, DC 20036 
Ph. 202·293·1 040 
Fax 202·293·3155 
Contact: Steven R. Jones 
National Travel Survey (0 ) 

V1deo Storyboard Tests 
107 E. 31 st Street 
New York. NY 10016 
Ph. 212-689·0207 
Fax 212-689·0210 
Contact: Dave Vadehra 
Campaign Monitor (S) 

The Wagner Group, Inc. 
53 West 21st Street 
New York, NY 10010 
Ph. 212·627·0066 
Fax 21 7-727-7492 
Contact: Jeff Wagner 
College Scan (0 ) 

West Group Marketing 
1110 E. Missoun Ave .. Ste. 780 
Phoenix, AZ85014 
Ph. 602·264·4915 
Fa 602-831 ·6844 
Contact: Mr. Glenn Iwata 
W stTrack Market Mon.tor (0 ) 

Youth Research. CSi 
246 Federal Rd., Ste. 8·22 
Brookfield, CT 06804 
Ph. 203-797-0666 
Fax 203-748·1735 
Cont ct: Karen Forcade 
Youth Research Omn1bus (0 ) 

Section Two 
Specialty Cross Index 

d rti ing 
Advertismg Research Corp. (ARC) {S) 
Beta Research Corp. (S) 
Custom Research (0 ) 
Gallup & Robinson (S) 
Graham Research Serv1ce (0 ) 
Healthcare Communications {S) 
International Demographics (S) 
Marketing Evaluation/fVQ (S) 
NFO Research (S) 
OmniTrad< Group (S) 
Perception Research Svcs. {S) 
Simmons Markel Research Bureau (S) 
Starch INRA Hooper (S) 
V1deo Storyboard ests (S) 

Quirk's Marketing Research Review 



1993 SYNDICATED/OMNIBUS DIRECTORY 
ricultural 

Doane Marketing Research ($} 
MacKay & Company (S) 
Market D1rect1ons ($) 
Rockwood Research Corp. (0 } 

m ri n 
lnterv1ew1ng Serv1ce of Am nca (0) 
Omn1Track Group (S) 

u om ti 
IMR Research (S) 
Marltz Marketing Re arch (S) 
J. D Power and Associates (S) 

Bu in 
Beta Research Corporation {0) 
Erdos & Morg n (S) 
Mecllamark Research. Inc. (S) 
Opin ion Re arch Corp. (0 } 

arp tin 
NFO Research (S) 

h mi al Indu tr 
Chemark Consulting (S) 

hildr n 
Children's Marke Research (S} 
Creat1ve Research Group (S} 
The Roper Organ1zation (S) 
S1mmons Ma et Research Bureau (S) 
Youth Research, CS• (0) 

II tud nt 
The Roper Organ1zat1on (S) 
The Wagn r Group (0) 

Behav1or Research AZ (0) 
D1ttman Research-AK (0) 
Gene Kroupa & Assocaat s-WI (0) 
Mark t Trends-OR (0) 
Marke Trends-WA (0) 
Metromark Market Rsch.-SC (0) 
Russell Mark ting Rsch.-NY MSA (0) 
South astern Institute of Rsch.-M1d All. (0) 
Talm y-Dr Research-CO (0) 
West Group Marketmg Rsch AZ (0) 

n urn r- nada 
Canad1an F cts (0) 
Creat1v Research In ernat1onal, Inc (S) 
Gallup Canada (S) 
Gallup Can da (0) 
IMR R search (S) 
Mantz Marketing R earch (S) 
Ma et Facts of Can da (0) 
M rket F CIS of Canada (S) 

n urn r- urop 
Opin on Research Corp. (0 ) 

on urn r-
aeta R arch Corporat1on (0) 
lrw1n Broh Ascts. (S) 
Bruskin/Goldrlng Research, Inc. {0 ) 
Cambfldg R po R search lnternatJonal (0) 

June/July, 1993 

Cambndg ReportS/Research lntemat1onal (S) 
Custom Research Inc. (0) 
Erdos & Morgan (S) 
Gi as lntematton I Co. (S) 
ICR Survey Re arch Group (0 ) 
Marltz Marketing Re earch {S} 
Market D1r ct1ons (S) 
Market Facts. Inc. (0) 
Market R search Solu ions (0) 
Marke Segment Research (0) 
Med1amark Research, Inc. (S) 
Monroe M ndelsohn Research (S) 
Monroe M ndelsohn Research (0) 
MACA Information Svcs. (S) 
NFO R search (0) 
A C. Nielsen (S) 
The NPD Group (S) 
Op nlon Research Corp. (0) 
J D. Pow rand Assoc1ates (S) 
The Roper Organ1zauon (0) 
The Roper Organization (S) 
To al Research Corp. (S) 
Trendata, Inc. (S) 
U.S Travel Data Center (0) 

nt rtainm n 

n ironm ntal 

ClantaSINPDC (S) 
rdos & Morgan (S) 

lnteii!Quest. Inc. (S) 
lnteii!Ouest. Inc. (0) 
Market Facts of Can da (S) 
OmniTra~ Group (S) 
The Umd x Reports (S) 

era e 
Children's Market Research (S) 
Com-Sc1 Systems (S) 
D ms Research (S) 
Ehrhart-BabiC Ascts. (S) 
HealthFocus. Inc. (0) 
Market Facts of Canada {S) 
MACA InformatiOn Svcs. (S) 
The NPD Group (S) 
S1mmons Market Rsch. Bureau (S) 

Beta Research Corporation (0) 
Beta Research Corporation (S) 
lrwm Broh Ascts. (S) 
Healthcare Communications (S) 
HealthFocus. Inc . (0) 
Hosptlal R search Ascts (S) 
Hosp1tal R search Ascts . (0) 
MACA Information Svcs. (S) 
Omn1Tra Group (S) 

Behav1or R search Center (S) 
D.H. Macey Divis on (0 ) 
D.H. Mac y Division {S} 
Market Developm n (0) 
M rket Segment R search (0) 
NuStas (S) 
Lee Slurzberg Research. Inc (0) 

Strategy Research Corpora!Jon (S) 
Strategy Research Corpora on (0) 

In uranc 
Market D1rect1ons (S) 

lndu tr 

an gement 
Opinion Research Corp. {0 ) 

M dia 
Advert•smg Research Corp. (S) 
Amencan Sports Data (S) 
Beta Research Corporat1on (S) 
International DemographiCS (S) 
Marketmg Evaluat•ons!TVQ (S) 
Med1amark R search, Inc. (S) 
Opinion Research Corp. (0} 
The Roper Organ1zauon (S) 
S1mmons Market Rsch. Bureau (S) 
Strat gy Research Corporation (S) 
Total Research Corp. (S) 

oth r 
Children's Market Research 

R taur nt I a t 
Market Facts of Canada (S) 
The NPD Group (S) 
Restaurant Re arch Ascts. (S) 

Ehrhart-Babtc Ascts (S) 
Information Resources (S) 
MACA Information Svcs. (S) 
A. C Nielsen (S) 

(S) 

n 
Creat1ve Research lntemallonal, Inc. (S) 
ICR Survey Research Group (0} 
Market Development, Inc. (0) 
S1mmons Marke Rsch. Bureau (S) 
Teenage R search Unllm1ted ($) 
Teenag Research Unlimited (0) 

~ til 
MACA Information Svcs (S) 

r 
lrw1n Broh Ascts. (S) 
Erdos & Morgan (S) 
NFO Research (S) 
U S. Travel Data Cent r (0) 

Truck in 
McKay & Company (S) 
Maritz Marketing Research (S) 

d 
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lED ADS 

TRANSCRIPTIONS Plus .. . Many years of 
experience organizing and transcribing Focus 
Groups, One-on-Ones, Telephone Interviews, 
Meetings, Symposia, etc. Specializing in Medi
cal/Pharmaceutical. Fast turnaround, com
petitive prices. Rush jobs Fedexed along with 
disk and printout! Plus, computerized mailing 
lists, manuscripts, etc. No job too big. Excel
lent references. Call or Fax ... 

Rosaria Sammaritano at 516-287-6744 

ati nal marketing 
intervi wing/fi usg upfacil ity. Must hav manag rial 
1 el or high r e perien e in A TJ cnvironm nL Dy
nmnic, ntrepren wial,growth oriented full rvicecom
pany is of W hington D. . area' old ·t & large t. 

ati nal cl ient ba~e in ludes varicly of rtun 500 & 
th rc mpanie. . ompetitivc alary & ben fits p ckage. 
ubmil re urn s in confid nee t : 

QMRR,D pt.J/J,P.O. x23536, pls., MN 55423 

TWIN CITIES • MINNEAPOU I ST. PAUL 
MULTIPLE-YO CE TRANSCRIPTION 

Focus Group Specilllisu -14 Yean of Maruting Support 
• Complete • Accurate • Confidential • Fast Turnaround 

CA CADE BUSINE S SERVICES 
612 I 932-7282 

Headquarter :Quirk' Marketing Research Re\·iew, 6607 
I th v •. o., Mi nn apolis, M 55 23. Phone FAX 
6 12- 6 1-R051. 

We t ,oa ·t: Lane Wei & A. ciatcs. 10 Bla ·k og Rd. , 
Kentfield, A 949 4. Phonc4 15-46 l - 1404, FA 4 15-46 1-
9555. 
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Please add the following facility to the 1993 Directory of 

Telephone Interviewing Facilities: 

Gene Kroupa & Associates 

222 North Midvale Blvd., Ste. 29 

Madison, WI 53705 

Ph. 608-231 -2250 

Fax 608-231 -6952 

Contact: Gene Kroupa 

15-0-15-15 

Please note the following corrections to the 1993 Direc

tory of Telephone Interviewing Facilities (corrected text 

shown in boldface): 

On page 72, the phone number for Datatrack, Inc. 

should be 616-954-0303. 

On page 76, the address for Bruskin/Goldring should be 

Bruskin/Goldring 

100 Metroplex Dr. 

Edison, NJ 08817 

In the Whaley Research & Associates ad on 

page 2 of the May issue, the phone and fax 

numbers shou ld read as fo llows: phone 800 -

283 -4 701 ; fax 800-283 -4 733. 

just a reminder. .. 
T h August/ eptember is ue of Quirk's 
MarketingResearchReviewwill eature the 1993-

9 Re earcher ourceBo k li ing over ,200 
pr vide of mark cing r earch pr u tsand rvice 

Quirk's Marketing Research Review 



Trade lk 
continued from p. 46 

were manager , just ver a 
quarterwe inv t ,heal rsand trugglers 
each weigh din ataboutl 0%, and disciple 
were th small t group at 2% f th t tal. 

Manage think about h althy eating in 
the h rt ~ nn; th y kn w that eating well 
makes them fee l ttcrrightaway. Tnve. t 
cat well as a pre enti emeasurc: lh y'.vill 
my healthy. Healers feel th y hav health 

problems and th . rc[i re m t mak · dietary 
and other lifestyle changes l regain good 
health. tmggJ arc int re ted in h althy 
eating but an' l , tick t it. bouncing be
t~ n a 0 an bad di t. i cipl s are 
comnutted healthy eaters. Th y follow a 
trict rcgim n. for h alth r piritual rca-

Incenti\'es go to charity 
HcaJthF u put~ <m int re ting twi. ·t n 

the idea of respond nt in entivcs.ln read of 

June/July, 1993 

of 

willing to pay f r it. With a quick 
littl 10-minu~ telephoneintcrviewwehavc 
a p uy g idea of who' going L the 
rcc ptive market.·· 

Moderation in '94 
ilbertc pect t secfurtherevidenccof 

mod ·ration in th 1994 urvey. along with 
rn rcsponden who call them lves veg
etarians. Though as. he f und rcccntJJ, the 
'9 definition of eg tarian , r to be a 
bit different than the on f und in Webster' . 

owaday, , lh' ran , f lf-dcscri d veg
etarians are welling with fol · who . hun 
red m at but.'till cat ulti)' and seafooct.'·J 
w at a party wearing a Vegewrian Times 
T-. hirt,'' ilbert say , "and a woman cam 
up to me and said. 'I'm a vegetarian too! Of 
oursc, I tilJ eat chi ken and fish ... ' 

''Within the I w-fattrend we're ingan 
m rging tren tO\i ard vegetarianism that 1 

think i going to c me up much , tronger in 
th '94 survey: n t nc ·e, sariJy that people 
are egetariru1 in th cla~sic s n e f n t 
eating an meat. but the 're eating meatJe 
meals more often.·· 

SURVEY PR<h is a growing family 
of professional, easy·to·use 

integrated survey products that 
need no database programming! 

"Mouth, 
watering, eye 
afJpealing repart ' 

"Created my first 
UTV ' within 

two hours of 
installing!" 

"Its ease of use and impressive 
~'-"--"==-==:::::9 survey- and report-publishing 

features earn it the Analyst's 
"""'-'-'--=--'--=-= Choice." StandonlldihOn Re on I 017/1/91 

UR VEY PRO Ad~ancetl Edition or Window 
. I is de ign d for markettng profes ionals 

who nc d high quallry without busyw rk. 

ype your qu srions, elc r ale., and et 
desktop publishing quality automatically. 
Crear report figur by licking on rh 
qu . tions and t tis tics. Cro s--rabs, multiple 
an. wer and p n-ended answ r included. 
lndu try tandard data trnport and e ·porr. 

N1 R Y PRO provide~ dara nrry for 5 u er . 
r n automatically g nerated to mar h 

th primed form . Or print cannabl forms 
and impon th data. 

Limited-time- hoth produ t only$ 95! 

CallS 0·2 7·4565 307 
or Fa 415-694·2904 

(.,Apian Softwar 
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By Joseph Rydh 1m 
managing dit r 

Syndicated study looks at healthy e ting habits 

L ately, I' e gotten th impre i n 
that Am ri an hav ~ fallen off 
the "nutrition wag n" and are 

back t wolfing down harnburge and 
banana split . Fore ample. T!Je Wall , treet 
Journal recently report d that teak restau
rant<.; are making a siz?Jing c m ·back, d -
ert al s are up, and hearty fare i all the 

mgcatf: tf joints.l ur1ovcaffairwith 
l w-fato cr? indaGiJbcrtd n'tthink:o. 

ilbert i president of Health u , an 
Emmaus. Pa.-ba ed consulting firm that 
wo with the [! industry. in e 1990 
th · ·ompany ha'i condu ted a bi -annuaJ 
rudy, th HealthF us on .S. nsum '. 

"People are going back to eatin r . ·om red 
meat and d rts- indulgen e kind: of 
food! ut I think th y r~ going t d it 
m re thoughtfuUy,'' ·h say . . "I think that 
·on um r are smarter than pcrhap a lot of 

markcL r. and adv rtisers gi e th ·m redit 
for. Th l kat what th 're d ing a ro:s 
th board. There is m re vidence that 
pe pi arebalan ingth irdiet.takingabig
picture ie of it all." 

Makingna 
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Expe • ence 

TheB . Group 
rnc11111afl mporarc I l caclquwtcl s 

. 0 I Rn t n L'llfCI Rouh••·anl 

'mull:ron . i<. £' flfud.\' .J/0// 
f, 'OO .-.J -8tJ3 e1r M .r 1 

t •/<)CJJ , T/w 811!/..£• /n \1/fufl' 

TheBffit 
e in learning. Wh ~n u attend a Burke ln. titul . minar, y u parti ·ipat " 

ll learn from th e r ri ·n ' d pr f 'i'iionalo.; who hav ' d n 
p ·ople than anyone else in the wor.ld! 

n~ I -:!0 
reb. :!4 l~ 

S S. P illonln nd . gm ·nt tl n K rch 

nd 
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Customer Satisfaction Research 

hat Gets To The Bottom Line. 

At Maritz, we bel ieve it's one thing to define 

customer satisfaction . And another to achieve it. 

Research firms can conduct programs that stop at 

measuring satisfaction levels. Maritz goes beyond 

measurement to improve performance. 0 Maritz is a 

leader in Customer Satisfaction because we deliver More 

than measurement·"'- we put research into action. We 

wor with you to deploy the voice of the customer throughout 

your organization and integrate it into your Total Quality process. 

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

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

MA TZ 
~ I R K T I. 1 R E . · :\ H ' II I N '. 

?!l#tetktut~ ---
Clrcl No.121 onR ad rCard 
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