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Worldwid • 

Now, more 
than ever, Maritz 

goes beyond 
measurement to 

help you improve 
performance 

worldwide The 
Research Business 

Group (TRBG), 
formerly Britain's largest 

privately-held marketing research firm, 
has joined the Maritz team. The addition 

extends the international resources we 
already offer through Maritz Europa, head­

quartered in Marlow, England, and other 
international partners such as Marketing 
Intelligence Corporation (MIC), in Tokyo. 

You'll benefit from: 
• marketing research experience in over 50 countries. 

• reliable, comparable data provided by experienced, 
knowledgeable specialists who combine research 

expertise with extensive linguistic skills. 
• expert qualitative researchers with an understanding of 

cross-cultural implications. 
• leading-edge quantitative research using advanced 

analytical techniques. 
• extensive data collection services including state-of-the-art 

computer-assisted personal interviewing. 

Using worldwide resources, Maritz takes an integrated approach to turn 
research findings into winning competitive strategies. Whether you need 

custom marketing research; customer satisfaction measurement; customer 
relationship management; or product or advertising research, Maritz can 

help. D In the U.S. and abroad, More Than Measurement is a commitment that 
gets to the bottom line, not just the bottom of a report. To find out more about 

worldwide research, call your nearest Maritz office, or 1-800-446-1690. 
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1993 Q RR STORY INDEX 
E HI TORIE ~ 

January 
(p. 6) "A complete examination - Focus groups give a Dallas hospital 
insight into men's attitudes toward health care" 
(p. 8) "Help us help you - Through a mail survey, California PERS 
evaluates enrollee satisfaction with 25 health plans" 
February 
(p. 6) "Keep the kids interested - A computer-assisted interviewing 
system lets the Youthwear Division of Levi Strauss & Co. hold the 
attention of young respondents" 
(p. 8) "Automating market segmentation - Canadian firm uses 
classification tree software to identify bond owners" 
March 
(p. 6) "Here's looking at you , kid- Keep America Beautiful uses one· 
on-ones to test replacement for long-running TV spot" 
(p. 8) "Dialing for dollars - PBS station tests direct mail pieces with 
dial response measurement system" 
April 
(p. 6) "On the wings of an eagle - Research with business customers 
drives Georgia Pacific Corp.'s massive reorganization effort" 
(p. 8) "Making contacts - Contact lens manufacturer Wasley-Jessen 
focuses on customer opinion with ongoing research" 
May 
(p. 6) 'Scanning the seas - Scannable questionnaires give Princess 
Cruises accuracy and quick turnaround" 
June/July 
(p. 6} "Restoring power - Focus groups guide creation of automated 
customer assistance system for Detroit Edison" 
October 
(p. 6) "For GE Medical Systems each customer is a market of one" 
(p. 8) "Spur of the moment - Taco Bell gets fresh responses for its 
satisfaction research with 'moment of truth ' surveys" 
November 
(p. 6) "Let patients define quality - A Colorado HMO ties patient 
satisfaction to physician incentives" 

TE H IQ E DI 
January 
(p. 14) "Diskette-based surveys for qualitative research" 
(p. 16) "Report finds high satisfaction with point-of-service health 
plans" 
(p. 33) "Study predicts growth in home medical diagnostic market" 
February 
(p. 16) "A response to Grisaffe" 
(p. 18) "Data processing made easy" 
(p. 26) "A new approach for analyzing customer satisfaction studies" 
March 
(p. 16) "Qualitative ad research - Walk like a researcher, think like 
a creative person" 
(p. 18) "Studies find more proof that magazine advertising works" 
April 
(p. 14) "Customer surveys yield unanticipated benefits" 
(p. 18) "Researchers can learn from ethnography" 
(p. 34} "Understanding the mature consumer" 
May 
(p. 8) "Statistics software meets Windows- A review of SPSS, Systat 
and a new non-Windows alternatives" 
{p. 14) "Automating the coding process with neural networks" 
June/July 
(p. 8) "Omnibus study examines life in Russia" 
(p. 14) "Observations of a research curmudgeon" 
October 
(p. 1 0) "Do's and Don'ts of customer satisfaction" 
(p. 26} "Segmentation study aims to help marketers understand 
diverse seniors market" 
November 
(p. 8) "Europeans discoverT-Scope for packaging research" 
(p. 16) "Outsourcing for better quality, lower costs" 

January 1994 

(p. 26) 'The secrets of good product testing" 
December 
(p. 6) "Moderators know best - Designing a focus group facility, 
(p. 8) "Notes on the changing use of qualitative research" 
(p. 1 0) "Researching the leveraged influencer in telephone focus 
groups" 
(p. 12} "Faster is better when writing qualitative reports" 
(p. 14) "Serendipity happens - The element of surprise in qualitative 
research ~ 

(p. 16} "Story analysis in qualitative research" 
(p. 18) "Moderating - When gender matters" 
(p. 21) "Individual vs. group interviews - Is there a 'group differ­
ence'?" 
(p. 24} "The importance of context in conducting Asian research" 
(p. 28) "Observational research in a focus group setting" 
(p. 30) "Making storyboards work in focus groups" 
(p. 33} "Focus group listening and hearing" 
(p. 34) "From moderators to consultants" 

D T .E 
January 
(p. 12) "Back to basics: remember to rotate" 
February 
(p. 10) "Appropriate use of regression in customer satisfaction analyses: a 
response to William Mclauchlan" 
March 
(p. 1 0) 'Multivariate and perceptual mapping with discriminant analysis" 
April 
(p. 1 0) "Quadrant analysis" 
May 
(p. 1 0) "Data analysis improves service of Arizona Department of Weights 
& Measures" 
June/July 
(p. 1 0) "TURF analysis" 
October 
(p. 12) "Selection of a stratified random sample~ 
November 
(p. 1 0) "Charting and graphing software comes of age" 

R DE T ALK 
January 
(p. 54) "Bringing a little private enterprise to Medicaid" (How new laws 
have brought Medicaid into the market for research firms) 
February 
(p. 66) "Writing for the doers" (A review of "State of The Art Marketing 
Research") 
March 
(p. 62) "The ads were super if the game wasn't" (A report on 
viewership and ad recall during the Super Bowl) 
April 
(p. 54) "Message to business: know thy customer" (A report on a 
business-customer relationship study) 
May 
(p. 94) ''Two more possibilities for your research library" (Reviews of 
"Practical Marketing Research" and "Analyzing Your Competition") 
June/July 
(p. 46) "Syndicated study looks at healthy eating habits" 
October 
(p. 70) "How about some light fall reading on focus groups, spending 
habits and on-line databases?" (Reviews of ''The Handbook for Focus 
Group Research ," "The Official Guide to Household Spending" and 
"The Art of Being Well Informed") 
November 
(p. 78) "Do you trust your research suppliers?" (A look at the 
relationship between research users and suppliers) 
December 
(p. 138) "Should clients sit in on focus groups?" (Discussion of a 
controversial qualitative practice) 
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Ethnic Research 

y 

by Hy Mariampolski, Sharon Wolf, Debra Griffith , P. Rafael Hernandez and Kathryn Kuo 

Editor's note: The authors are prin­
cipals and associat s ofQualiData R -
search Inc., Brooklyn. N H-' York. 

C onventional qualitativ re­
s ar h meth ds ofl n do not 
work ffectiv ly with ethnic 

res arch studi s. Researchers fac such 
pn blems a: targctctl consum r. who 
may be suspiciou · of participating in 
market re. earch, invi. ibility of ubjects 
to outsiders and participants ' lack of 
acce s t the re earch infrastructure. 

ommunity-ba ed m thods - going 
into the fi ttl directly and recruiting and 
interviewing respondents in th ir own 
neighborhoods - i. a valuable alterna­
tive appr ach for condu ling r sear h 
with di ferent ethnic grou s, e:pecially 
in urban area . tandard qualitative 
methods work with relati ely assimi­
lated ethnic · but I ss ' O with n wcom­
er . elder and children. 

The. e methods ar of particular im­
portance to compani s and organiza­
tion who e u t mer and marketing 
trategies are neigh orhood-ba:ed, such 

as bank · and other financial servic 
provide , utilitie , health care provid­
rs, not-for-profits, retail chains and 

govcmm nt agcnci ·. 
ommunity-bas d methods f< r eth­

nic r s ar h are not for the in xp ri­
cnccd or the timid. Researchers must b 
ready to adapt and find oJution , to la t­
minut contingencies without th ass is-

6 

tance of hosts or aci lity manager .. Tn 
planning th project, you mu ·t be able 
and willing t navigate your way ar und 
in unfamiliar subculture . 

Limitation. of traditional re. earch 
method 

arg t d respondent' may b hard to 
find. first fall , b cau · they may not be 
full participant in main tream middle­
cia American iaJ life. They are n t 

like ly to be listed in the directorie , 
mailing Ji t and databa e where a er­
age con umer can be located. 

urthermore, many ethnics are un­
comfortableandsu piciou:ofout ·iders 
asking questions over the phone. Re­
cent immigrants , fore ·ampJe, may be 
unfami liar with merican cultural 
norm or their ommand of Engli h 
rna be :haky. In orne conte ts, per-
on may be inhibited rom an wering 
creening que tion becau e they iew 

them as a threat to their afety or liveli­
hood. particularly i they happ n to be 
undocumented immigrant or un on­
ventional l employed. 

R centJy, wh 'le cr en·ng ian­
meri an teenager , e eraJ pre aced 

their agr ement to re. pond by asking 
whether or not their answers would 
somehow get back to the government. 

hey were apprehensive about inad­
vertently inv lving their familie in th 
bureaucracy of the U. . go ernment - a 
situation that immigrant typically pre-

fer to avoid. 
Many p tential re ·pondent · fr m eth­

nic neighb rhoods may al ·o lack acces , 
t the re ·earch infra ·tructur which i 
typically lo ated in downtowns upsc·1le 
shopping malls and ffi parks. We 
imp I men ted a community- a ed study 
for an HM that serves low-incom 
and lderly thnics , f r example, b -
cau e potential p· rticipant · r fu ed to 
tra el to a re ear h faci lity l cated out-
ide of their r1eighborhoods. here wa 

no problem with the how rate when the 
group were cheduled at 1 cal comr m­
nity centers and, in one case, at a neigh­
b rho d d licatess n. 

The barrier to acce . are a likely t 
be cuJtural or s cial class- ased as ge -
graphic. r example, it may not be 
cu tomary for \ omen to tra el out ide 
of the neigh orhood a]one in the 
evening. imilarly,ethnic amilie may 

e eJu tant to allow der , teenager , 
and children to leave their n ighbor­
hood . orthi rea on, to interview H' -
panic pre-teen for a Manhatta 1 per­
forming art center, we et up group in 
th ba ment community r om of a 
barri mu ic chool rather than at a 
Manhattan re. earc h fac iIi ty. 

Hold in groups at n ighborhood day­
care centers, community center and 
churches was the . olution for a govern­
ment agen y re ·p n ible for planning 
an immunization databa efor ew Yor 

ity' children. 'We needed to pick 

Quir1<1s Marketing Research Review 



a 
place forth interviews that were n u­
tral in the community," ay Dr. Gerry 
Hendrick on, Project Director for the 

II Kid Count program.- a QuaJiData 
lient. 
When re ~earch i ng ethnic group mem­

b rs, th r spond nts · - rather than th 
res arch r ·' - convenienc counts. If 
marketing decisions arc made only on 
th basis of respondents who ·tre willing 
to come to a focus group facility, those 
finding may offer a biased picture of 
the ethnic community at large. 

Furthcrm r . community-based 
meth ds are es ·entiat when neigh or­
h d charact ristics ar under explora­
tion-f re ample, in situati nsofrapid 
thnic change. In a recent project con­

du ted f; r a major bank, und ·rstanding 
th banking attitudes and prcferen ·cs of 
recent aribbean and S uth American 
immigrant were among th . tudy's 
objectives. A eommunity-ba: d strat-
gy wa e ncial in organizing f cu 

groups among a broad p ctrum of r"'­
spondents in thes categories. 

Benefit of community-ba ed 
tudie 
Some of the principal benefit a o i­

ated with communit -ba ed method : 
• Interviewing ubject in their com­

muni tie pro ide richer data and a 
deeper under tanding of ultural i ue 
relevant t re. earch finding ·. 

• Re ruiting irgin re p nd ms. The 

January 1994 

majority of re pondent , in QuahData' 
recem ethnic marketing tudie have 
been fir t-time focu group participant . 
Often, faci1itie · databa e of ethnic 
are overu ed; additionaHy, re ruitment 
databa e , tend to 1i t individual more 
assimi lat d intomain ,Lr amcul tmethan 
p opl ou an recruit by going into 
ethnic neighborhoods. 

• Interviewing local consumer ·. 
Banks, dothing retailers and ho pi tal , 
for in. lance, often need to li ten to cu -
tomers at the neighborhood level - the 
pc pl wh fr qucnt I al branche ' and 
sl res. Chi ldr n, the elderly, teen and 
many small -business wners rarely 
leave their neighb rhoods and often arc 
not in t r sted in traveling to are ear h 
fa ilit . 

mmunity-bas d studic gi e you 
a more repre entative cro ection of 
ethnic c mmunities. Ethni market are 
multi-dimensional - there is great di­
ver ity within any ingle community. 
Thi ' approa h gives you a better way to 
understand the range of cultural nimi­
laritie and difference . 

Key to planning a ucce sful 
community-ba ed study 

Exira lead time. Allow e tra lead 
time for the recruitment pro e ~ . ince 
you ar often tarting from cratch -
from building ontact within a com­
munity to lo ~ating a . ite t condu 1 

interview - umayneedthreetof ur 

week per community to et up aneth­
nic tudy. lient need to be advised at 
the out et that the recruitment of ethnic 
doe not pro eed a quickly a conven­
tional recruitment. 

Understand community organi:ation. 
The tructure and leader hip of ethnic 
ub ommunitie are highly variable. 

Engage !he support of cornnumity 
leaders. The upportofcommunityliai ­

critical to any neighborhood 
partoftheirrole ,community 
uch a mini ter and ocial 

. r ic agen y director have a good 
deal of experience building bridge be­
tween their ommunitie and the larger 

iety. However, they are often be-
ieged with reque t and maintain hec­

tic chedule . Do not be put off by 
unreturned phone call ~ keep trying until 
you make ontact. 

Communicate the objective of are­
search projecl in the most conci e way 
po ible . e a letter of introduction to 
get your foot in the door but avoid 
ending detailed project outline to com­

munity leade · . The most efficient ap­
proach i to arrange face-to-face meet­
ing with community leader and dis­
cu thegoa and bjective ofaproject 
in imple, conci e term . AI o be clear 

continued on p. 26 
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Ethnic Rer:;earch 

rs a 
by Michael Halberstam 

~ditor' note: Michael Halherstamis 
pr sid nt of Interviewing ervice of 

m rica, an 11 , a/if 

g 

out of an 
ample. 

ager participants 
It wa pra ti ' lik thcs that I d 

many c mpanie down th " r ng path 
in getting a~ thold in th 
can market. But 1 d y w ar able to 
effe ti ly urvey in 11 A ian languag s 
and di I t in luding am dian, 

in me ant n , Hindi, Japanese, rean, 

that w n w u e in th 
urvey we compl t 

f rentiate each of th ommuni-

aotian, Malay. Mandarin, Ta alog. 
Thai and Vietnarne . 

n fth m t a ·t unding thin s we 
fir t learned in thi bu in s. was th s 

mploye s, many f wh m were b m 
utsid th nit d tate , to urv y 

r sp ndent: in their native languag . 
hese mployee have a keen awar -

ness fo cultural, c nceptual and idiom­
atic consid rati ns and nuance when 
collecting data, tran lating que ti n­
nairc: and moderatin f u group . 

ompani s wh p nd the time and 
effort r ting A ian and th ir ul­

mmunic te with them in 
their nati language, md th y ar r -
warded with nduring brand I yalt . 

The u e f native language i als 
important because many f the gr up 
w ha tra ked ar till primarily na­
ti e-lan uag p ak r . Thi i m t 

pr al nt in th ietname e, am 
dian. rean , hine e, tianandThai 
communi tie . wh r t lea t 70o/t of th 
group m mb rs r ly n their native lan­
guage. 

The value of nati e-language inter-
i win can b een with pen- nd d 

que ·tion · wh r re p ndent tend t 
pr id l ng r-than-n rmal answ rs 
that mu. t he rec rded in the native lan­
rruag to g t th full tla or of th r -

be-

for at I a. ·t five t even year 
n I i. h a · w II a their nati langu~ ge. 

However, they often ann t writ or 
also pro­

mpanie .) 
re the availability of thi: database, sian read the nati e language. 

a Quirk's Marketing Research Review 



ultural en itivit. a mu t 

January 1994 

• enca 

older. high-inc me traditional Japan 
men wh ·e compani · might buy a 
ondo in the nitcd tales~ r bu ine 

purpo s. 
The act r cho.'cn 

As many of you who work in the marketing research 
business know, it is increasingly difficult to find 
willing respondents, but the Asian communities are 
different. With a refusal rate at approximately 400/o of 
the industry norm, their desire to participate is driven 
by wanting to become a larger part of the American 
mainstream without losing their cultural identity. 
. . . . . . . . .. 

• . • • !. . • . 

• • • . . . 
• I I 'I I . I t t 

• • • • • • • •• 
. . . . . 

• o I • I f I • . . . . . • . I 

!. . . . . . . . . ' 

u ing an in tercul tural . . . . 
embarking on an A ·ian- m ri an mar­
keting cf~ rt an have a di a trou ef­
fect on the ultimat goal. 

I alway · think of three word when 
I'm dealing with an ian- merican 
pers n or pr ~e t: face, honor and re­
spc t. If you n ver forget the e three 
word. , y u 'll con iderably reduce th 
ri k f m ing a critica l err r that could 
pr ve mbarra ing and co tly. 
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Ethnic Research 

c al d • 0 0 
5 c oce 

• • I r IC 

a c es 
By Felipe Korzenny and Betty Ann Korzenny 

Editor's note: elip Kor:enny, 
Ph.D., i presid ntofHispanicMarket­
ing Communication Re earch, and its 

sian division A ian Marketing Com ­
munication Re earch, Be/mom, Calif 
B tty nn Korzenny, Ph.D .. i execu­
tive vi e pre idenr of !h firm . 

hat do you do when you 
need t have your que tion­
nair tran lated in o pan­

i h (or another language . Would you 
a k an analy t who took pani h (or the 
required language) in college to tran -
late it? Would you ank a native peaker 
in your office to do th job? Or would 
you call a friend from the country where 
that language i poken to h lp you" ith 
thl minor ta k? While all thre options 
might eem fea ible in theory, you ouJd 

ery likely find our elf with man 
dif tcultie . 

here are many peril lur ' ing in the 
hadow of cultu . al diver ity for the 

unaware re earcher. Ju t tlhink about 
the po ibility of omeone in are ear h 
hou e u ing a comput r program lo 
tran late an in trument for hi r her 

10 

late t tudy . There ult could be di a -
trou , not be au e a computer program 
hould not be u ed at aJI, but be ·ause 

thinking, judging and ulluraJ kno\1 1-
edg are a imponant a a big v abu­
lar in the target tanguag . Rescar h 
procedure and in trum nt ' are fuJI of 
intention that need to b dec1phered 
properly; thi cannot be done out of 
conte t, no matter who - or what ­
doe the tran lating. 

The falla y of cultural 
interpretation 

The unawar r . ar h r is likel y to 
mi. s the nuan es cu ltural interpreta­
ti nand nclude that adapting rescar h 
to anolhcrlanguagcisa r lativ lytrivial 
e er ·ise. Translation is more com pli-
ated than it may seem, how ·ver. Il is 

easy to a:sume that anyone with uni r­
·ity-lev I knowlcdg of th target lan­
gunge (Jet ' take Spani ·h in thi · cas ) 
hould be able t produ e an a ceptablc 

Spani ·h version of an original question­
naire in Engli .·h. Thi: is what we call the 
elusive fallac of cultural int rpr ta­
tion. 

Thi fallacy con ' i t of thinking that 
any intellig nt and educat d sp aker f 
two languages can interpret one an­
guagc into the other. he reader rna 
n Lice that we ha st pp d ·peaking 
about translation and are now peaking 
about interpretation. 

lnterpr tali n is th La. k f attaching 
meaning. Tran. lati n, nth oth rhand, 
deals with transforming one set o sym­
b Is into an th r. This is an imp rtant 
diff renee b cause interpretation i le 
cone rncd with the c de ( r words) and 
mor concern d with me· ning. 

ultural interpreter v . tran lator 
Adapting messages, qu stion: and 

instructions from one language into 
anoth r is an ambiguous task. inding 
th' ri gh t word may be what on n eds in 
:ome instanc s. n other ca ·ion , 
finding cultural equivalence ma be the 
key. 

Wh n onducting research. the inter­
pr t r must b versed in both the origi­
nal and targ t languages. he or he must 
al:o b cognizant of cu ltural nuance in 
both cu lture . And to top it all off. the 

Quirk's Marketing Research Review 



interpreter mus t be knowlcdgcabl about 
re ·emch methods, conv ntion: and cus­
tom. 

An interpreter culturally adapt te L 

o that it can b under. tood in the targ t 

language in the same way it wa. und r­
tood in the ri ina] language. The in­

terpr ter must redo th L tfrom .·cratch. 
There i no fea ' ible ompromi · . 

When y u c mbine idi mati xpr . -
ion in on umer language that arc 

a ailnble in one culture. but not in th 
other, you get a ery ompli ated set of 
circum tance . n innocent ·•tran. la­
tor" 'ace a formidable ta kwh n trying 
to tran late u h word and phra ~ . 

When he or he i done with th transla­
tion th out om mL y mak no ·en t 
the peaker of the target Janguag 

aking en e of interviewer 
instruction 

When a naive translator take.· on a 
que tionnaire. he r h" will likely have 
a erie of problem under ·tanding the 
intended meaning. One particularl en-
itive area of con u ion in tran lati n i 

instruction to the inter iewer. The lingo 
u ed in the indu try for re ar h in­
truct1on can be p rpl ing wh ~n w rds 

alone are the fo us r allen lion. 
l11e e in truction , if literally tran . ­

lated, can make v r little scns . How 
will a nai e tran IaLor phrase something 
li e "If y n 2b go t B . If no n 

2b and e on B 1. tenninat . If yes on 
A2b and n on B l, kip to 30po''? In 
our e peri en e, the e and impl r t pes 
of in truction tend to b awkwardly 
and in orrectly translated. 

Ju t imagine the int rview r's confu-
ion a he or he trie. to mak scns of 

already ompli at d in ·tructions that 
have been expre ed badly in an lher 
language. If there i not an out id h k 
and erification, thedataobtaincdcould 
be simply tra h. 

he importance of conceptual 
under 'tanding 

An ther e. entia! area of re earch 
e perf e for interpreting are earch in­
strum nt or prot ol ha to d with 
- nsitivity to ubtle meaning otfered 
a. re pon e to a ue tion. Take theca 
of asking ab ut te1evi ion viewing pat­
terns. The optional re pon e of "prime 

continued on p. 27 
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Bay Ar a' ~ Pren1i r ocus Group acility. 
r 18 y ac of m·uketing re earch experienc 

Indepth interviews and quality recruiting 
in a paciou.- country dub selling. 

• E ·ecutive/ M clical/Pr f ssional recruiting d int r'Viewing 
• Produ t Pla ·m nt 
• 1 fall Inter e t 
• Star udits/ M t ry L hopping 
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Measuring sponsor longevity using 
survival analysis 
by Thay r AIIL n 

Editor' note: Thay r Allison is research manager with 
Compo ion lnr rnational, o/orado pring , olo. 

M any cnterpri depend n long-term relationship 
with licnt . Bank , in urance c mpani . and 
many non-pr fit organization ' provide a ser i 

r benefit that i realiz dover a I ng period of time. In return 
their client or don r: s nd in regular payment - u ·ually 
called premium - t the organiLation. 

For u h organizati ns th r are two part to the gr wth 
equati n: acqui iti n of n w eli nt and retention of exi ting 
client . Much attention i giv n t the a q i ition of n w 
client , but retention ·tudies ar few .1 Thi article pre ·ents a 
method of mea uring and analyzing retenti n f pon or in 
a hild p n or h"p rganizati n. 

mpa .. i n International i a hristian n n-pr fit rgani­
zation that pro ide a wide rang f ben fit for ab ut 
I 0,000 chi ldren in 22 countri around th rid. Compa -
ion hal) b n linking pon or from the .. wi th ne dy 

children ar und th world ince 1 52. 
Potential spon r are made aware f mpa .. ion' min-

i try through w rd f m uth , magazine ad . radio TV, and 
ther m ans. Wh nap r on agree to bee m a sponsor th y 

are linked t a spe ifi needy child. he ·p nsor rc ·e i 
letter from th chi ld as well a p riodic updates from th 
proje tab ut the ch ild ' progre . The p n. or sends $24 
each m nth to ompa ion to provid forth . c ben fit for 
the child. 

How long doe · the typical . pon or hip Ia t? 
The que tion of int re. t for th is article i : How long doe 

12 

the a rage pon rship last? ll s m lik a imple que tion , 
but n e ne d I es a I itt I deeper it i n t o imple. 

The mo t popular statisti u ed to d cri e the "typical" 
as when the di tribution i: highly sk w d i the median. the 

middle value. The di ·tributi n of mpa p n r hip 
tcnur . i e trem ly kewed. ( e Figur l . There are many 

Figure 1 

Active pon or hip ge Di tribution 

number of 1poo10rt 

15000 

10,000 

5,000 

24 42 60 78 96 114 132 150 168 11!8 204 222 240 258 260 

month1 old 

p n r who are in th arly mon th of their tenure. Butthere 
ar orne pon or hip that ha e Ia ted 12. 15 r even 20 
year ! The e ~ w a: . with su he ·tr me longevity pull the 
arithm tical mean up con iderably. 

ca e can b made for using mean Ionge ity ince the 
mean i more a curate than th m dian in calculating ex­
pe ted in orne. Butt get an accurat . timate of the mean 

u mu. t look al ohort p nsors who began long ago. 
Th further back in tim you go. the more ac urate the 
e timate of the mean. But the further ba k y u go. the Je 
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confidence one can have that the e timate i accurate for 
spon or entering t day. 

Besides the i. sue of which stati tic to u e there are a variety 
of ways to group the data in mea uring the long vity of a 
sponsor 'hip. ach grouping ha it own problem . 

edian longevity o active pon or - thi i perhaps the 
mo ·t common mea ure. lt i helpful but o ere timate the 
true length of the typical pon or hip becau e it doe n't 
includ the age. fall the p n. or hip. that have already been 
cane led. It undere timate the true length because all the 
curr nt sponsorships ha en't ended yet. They will continue 
for an unkn wn number of months. For ompa ion. thi 
m dian is almost 39 months. 

Median longevity of canceled pon or mean · all the e 
spon:ors have canceled s we know the length of time they 
stayed with the program. But thi · underestimates the typical 
length becaus it ignores all the ·ponsor who are ' till paying. 
For ompassion, thi median i about 14 months. 

edian long vity of active and inactive spon ·ors i · prob­
ab ly m re accurate than the ther two but ·ti II ha · the problem 
of ignoring the expected future Ionge ity of the active pon­
sors who haven 'tended their ponsor hip yet. ompa 
median longevity fo active and inactive sponso 
months. 

Borrowing l'rom medical re ea rch methods 
The problem of stimating longevit or survi al with data 

that has a large proportion of cases still surviving at the end 
of the ' tudy is one that medical researchers have faced f. r a 
I ng tim . o d termine if a medical procedure i effective 
th y run ate. ton a ample o pat}ent to ee which treatment 
makes p ople live longer. But u ·ually the te ·tend · before all 
th patient h· ve died. o there earcher doe n 't know the 
longevity or survival time of alI the patient , he only know 
for example, that I 0 of his 15 patients died at vari u · months 
into the treatment and that th otherfive were till alive when 
th study nded. his i called cen ored data. Figure 2 how 
an c amp! of c nsor d data. Data in which the cases' starting 

C8te$ 

s -

Figure 2 

en ored Data 

------------------------~---- ? 

------------------------~---- ? 

0 
beginning 
of tudy 

---5 6 7 
months end or 

study 

point i at arying time · i caiJcd progre ively censor d. 
ompa ion' pon or· hip databa e con i t of progre -

i ely cen ored data. We know when each sp n ·orship 
tarted. If the p n or hip has b ·n ·anceled w know their 
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ending date too. But for a huge number of sponsorship , we 
nly know how long they have lasted so far. How can we u e 

all of the data to get an accurate mea ur of longevity? 
Bio tati tician ha e de eloped . ur i al analysis t deal 

with thi kind of data. In statistical terminology, ·urvival 
anaJy i i efficient becau e it u e. all the data, not just a 

portion of it. Sur i val analysis idcntifi s thr h lpful func­
tion 2

: 

urvival function - · metim called the umulative 
urvival rate.lt an e timate of the numb r of cases surviving 

for a particular length of tim . From this fun tion it is ea:y to 
find the median life of a ample. For our purp ses, I use the 
term "longevi unction'· when applied to sponsorships 
in tead of urvi al function. 

Probability den ity function - ometime · call d th · un­

conditional i k. It i an e timate of the probability of a cas 
terminating in a certain interval. For our purpose. , I us the 
term "e p cted drop-off fun Lion" or ·imply "drop-off func­
tion"'" hen applied to pon or hip . 

Hazard function - ometime called the onditional risk. 
lt is an e timate of the probability of a cas tcnn.inating in a 
certain interval given that theca e has already survived up to 
the tart of that interval. 

Using survival analy 'i method on our sponsor hip 
data 

The information ervice department o our organization 
provided a data et with reco d for cohort of pon or hip . 

STATPAC GOLD IV-
--- -

. . 

& MARKETING 

RESEARCH 

New 
Updcte 
Now 
Availabl 

StatPac Inc. 
4532 Fran Av . S. • Minn apoli , MN 55410 
(612) 925-015 · Fa ( 12) 25-0851 

#1 Choice for Surv y & Marketing Re arch 
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Ea h re ord included the tarting month and year, the paid 
through month and year, the type of pon or hip, the ourc 
of Lh sponsor hip (TV program, magazine ad, volunteer, 
tc.), the statu oflhe spon or hip a ti e or inacti e), and the 

number of sponsorship · in that coh rt. 

Table 1 · the data 
begin date paid- sponsorship sponsorship status count 

, through type source 

date 

May89 Apr 91 I A i 12 

May89 Aug93 I A a 14 

May89 Aug 93 II B a 5 

Jun 89 Jan 92 I B i 11 

ln thi anal i we con idered the tart date to be them nth 
\ henthe sponson: a 1inkedtothechi ld. heendingdatewas 
the paid-th ough date. ing the e tw dates, the hort 's 
longevity in month wa calculated. 

Thi period of longevity, the status variable, and other 
categorical variable were u ed · n tt e urvivaJ analy j 

m dule in P . P produce a life table that include all 
the ab e urvival analy i functi.on plu the tandard error 
for each. SAS al o produce life table : nder the •·ti ete t" 
pro edure ho e the method= life option. 

BI ,i. 
BRAND INSTITUTE, inc. 

Develops Brand Name For You, 
S hering- Plough, Vertex, terl ing Winthrop ... 

James • Dettore 
Fonnerly with Interbrand 

and P p iU> 

Robin G. Niecko 
Formerly with Glaxo 

and Upjohn 

300 Park Avenue, 17th loor~ New York, 10022 
T (212) 572-63 1 FAX (212) 572- 411 
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Potential pitfall. 
There are ·ev ral things to be careful about in preparing 

data for survi al analy i . The data mu t be complete. A time 
period mu t b elect d for whi h information on all theca e 
that ~ tarted during that p riod i available. 

At one p int we di covered we had information on many 
ca e that tarred b fore 1988. The e ca e bowed ignifi -
antly greater longevity than ca es beginning after January 

1988. Thi wa be au e the p Ill or hip that had begun and 
ended before 198 were not in our data. They had been "left 
behind" when a new computer tracking y tern wa imple­
mented. Hence, we had to limit our tudy to ca e beginning 
after 1988. 

A econd potential pitfall i the de ignation of which 
p n or are active and which are ina tive to the , o tware. 

You mu t tell the urvival anaJy i module which value in 
your tatu variable indicate that theca e has experienced 
the tenn 'nal e ent - cancellation in our ca e. Jt c uld be a 
zero or a one or any number. Jn P y u must rccode 
nominal variable to numeric ones. he recoding egins with 
1, not 0, and proceed alpha eticatly. B ·ure y u get it right. 
In A ' lit: test pr c dure, y u mu:t indicate whi h as s 
are censored rather than which ase , have tenninated. 

Interpreting th r ult 
igure 3 plots the I ng vity (s urvival fun tion f r all 

Fi u.re3 

ongevity unction - otal Population 

perCent remalnong 
100'!4 

80'!!. 

70% 
medten lol'lgevity aboul41 month• 

50"4 

40'14 

30'14 
12 16 2. 30 36 42 48 54 60 

mont,. 

pon orship ince 1 8. otice that the percent remaining 
rosses th 50Dk gridl in at ab ut 4l months. Thi ~ mean that 

Figure 4 

Dropout Function - otal Population 

pwcenl dropp ng oot 
6% 

5'14 

3'14 

2'!!. 

1% 

UIUUJIIIIUIIIIIIIIUIU,IIUIIIlh••••···~ 0'!!. 
12 18 24 30 36 42 <46 54 &0 

mon1t11 
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Fi ure 

ongevity & Dropout- on or hip Type I 

percent ,..,.,in111g percent dropping out 

100% 

mon1 • 

12'11. 

10% 

6~ 

8% 

hip a ailable from ompa . . ion. The line repr ents th 
I ng ity function and i measur d n the l ft ax i "pr por­
ti n r maining." l11e dr p ut function i repre ented by the 
bar and i mea ured again ·t th right axi "dr p ut pr babil­
ity." 

Th e two function are bviously r lat d. ln them nth 
wh r there i a tall ar indi ating a high probability f 
dr pping out, the Ionge ity lin drop more. In m nth wh re 
th bar i hort, the longevity line doe. n 't drop a much. 

t the end of the fir t m nth ' 1" n the -a i ), a ut 4°k 
hav already dropped out. y th nd of 24th month ab ut 
6 ~ hav dropped out. Half hav dr pp d ut by 4l month . 

Figur 6 graph th am fun ti n f r an ther type f 

Figure 6 

Longevity & ropout - pon or hip Type II 

percent remaining 

1oo'!lt I 

January 1994 

pt!Ke&nt Clfopplng out 

12 11! 2<4 30 3e 42 48 54 60 

mon a 

e pecteddropoutrate i alm t 15 ;;{; injustth fir. t m nth for 
p n hip typ II wh rea it i nly a ut 4% for th fir t 

m nth f spons rship type I. Half the .sponsor ' hip f ty II 
have dr pp d ut by the 13th m nth wh r a it take almo t 
41 m nth fore haJf ha e dr pped ut from within t p L 

igur 7 mpar the l ngevity of sponsorsh ip that ha 
beenacquir d thr ugh different med ia ·ou rccs. Media our 

Figure 7 

Longevity by edia ource 

pt!Ke&nt rem1k'ling 

100% Source 

90~ 

c 

D 

0 1 2 3 4 5 8 7 8 9 10 11 12 

months 

i. learl th b tin tenn fl n vity. urce D i clearly 
the worst, with 40~ of the sponsors b ing an eled y th 

continued on p. 40 
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Ethnic Research 

yna 

by Andrew Erlich 

ditor' s note: Andrew Erlich. Ph.D ., 
is pre ident of Erlich Tran cultural 

onsultams, a research firm ba ed in 
Woodland Hills. a/if 

he mo t important action in th 
renowned u inn playwright 
Ant n hekhov' play urs at 

du k or awn- the tran iti n tw n 
light and dark, the pla wh re night 
and day m et. 

We ar living in an e ci ting in-be­
tween time f pr found dem graphic 
and cultural hange. very a p t f ur 
ociet , fr m our chool to our 

workforce, will affected. In all th 
mark t a ai I able, there ar f, w that 
will b a dramatically affe t d by 
tran cultural marketing a travel and 
touri m. 

ian and Latino typi ally ha 
deep off- hore ro t . Their en e of 
family and ommunity con i t fmore 
than a mall g graphic area. a a lo k 
nt a typical domestic and international 
I ng-di tance bill atte ' t'. ur tudie 
and e perience have shown u that 
Latino and A ian hav fri nd. and 
family throughout the Unit d tate and 
the entire world whom they trea ure 
and want to vi it. Th irs cial and bu i­
ne network ar qually far-renching. 

r e ample, n r c nt travel tudy 
we conducted h wed that among a 

16 

• 1ans a 

parti ular sian group living in L s 
Angele : 

• QCA had Oown in the pa t Jive 
year ; 

• 70 ~ had nown t sia in the pa t 

live yenr ~ 

• 90~ planned to fl omewhere in 
the near future; and 

• 61 ~ hav done both, i.e .. fl wn at 
least once in th past fi e year , and 
plan to fly again in th very near uture. 

ative-lan 'Uag ma rketing i k y 
Wh n you mark t to these p pula­

ti ns, in-language (i.e., in th ir native­
language) marketing and cultural un­
d r:tanding are the k ys to ·ucce . 

urrently, more than 0% of Latin in 
th ountry peak pani. hat home. he 
pr por1i n are imilar for hine e, 
Koreans and Vietnam s ·. Language i 
a k y to marketing e en with Jap<me e 
and Filipinos, group that have much 
high r prop rtion o English speaker . 
The profound gr wth f r th popula­
tion pr dieted by the 1990 nsu: wi II 
come mostly from immigration. Be­
cau e of this, th se group will ntinu' 
to be teep din th irown I· nguage and 
culture . 

A thes population grow, we ' ill 
al ntinuing manife tali ns of 

as xpre i n ofindividual 

w 
• 
I s 

An e nrnple thi · ph n m non 
handa mu i , \ hi hi all the rage with 
Latino young pe pie in L s ngele . 
You can hear it n panish-language 
radio station K A . Thi pr gramming 
h lp d to mak thi the N . 1-rat d 
radio station in the L.A. market in the 
last four con ecutive rating p riod -
that is, the o. J tation n when all 
English-language tation ar in luded. 
II ward tern, eat your heart out!) 

Latin adoles nts and adult lo e to 
li ten t this m ination f Nortefzo, 
country-\\' st rnmu ·icandcorridos,and 
dan e La Quebradita wearing th ir 
banda outfits - tight j an , owb 
hat and b ots, hand er hief ticking 
out of n ba ·k p cket and a leather key 
chain with the nam fthe M ican city 
or tat they ar fr m sticking out of th 
oth r. orte1io music r er t mu i 
a iated " ith n rthern Me i o; 
corrido are ballads that w r ung dur­
ing the M xi an R volution. Th y ar 
narrati e that may r lated to pecific 
citie r pla e . 

ther manife tation of this ethnic 
prid are the frequently en bumper 
ti kcr :aying • ("I lo e")foll wed 

by the nam of me ity r town in 
Latin Ameri n. Thi ethni pride is also 
ommon in the hine e ommunity, 

wh r y ung B ( meri an-B m 
hine. e) are ent by their families or go 
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- ---- -- --bac to Hong K ng or Taiwan to Jearn 
Chine and be exposed to hine e u1-
ture. 

, .. 
1 osAngeles 

Thi grm: ing ethni pride will re ult 
in increa ed internati nal trav I. Latino 
and A ian will want to visit their own 
or th iran e tor ' homeland. in Latin 

meri a, pain and Asia. Man of the e 
traveler have traditionally identified 
with. traveled clu i ely on and, to a 1 
great extent, be n tak n for granted by, 1 
their wn national airline . They will I 
Jook els wh r · for a carrier and will 
witch i they ar pro ided with in- I 

language, culturally en itive erviccs 

I 
I 
I 
I 
I 

at competitive price . Thu an impor­
tant :trategic marketing que ti n " ill 
be wh and when the traditionally loyal 
Latino and ian pa enger hang s 
earn r. 

An ther ke will b 

nccp-
pectations. 

Busin traveler important, too 
Th number of · atinoand Asian bu i­

ne traveler ha be n growing and 
will ontinue to grow in importan e for 
travel indu try re enue. An ex llent 
e ·ample f that i what the hin 
refer t a "a tronaut ,"or tai kong ren, 
in Mandarin. The, e are hinese men 
typically with u ine. ses in Hong Kong 
and Taiwan, and wiv :and hildren in 
the nited ate r anada. Be ide the 
fact that the e men spend o much time 
in the air that th y ar li e a tr naut , 
the ound of th Mandarin word i very 
imilar to the w rd meaning .. " ithout 

wife." The hinese lov to make ueh 
funny a und and 
meaning 

De pit what v r change orne in I 
1 97 with the new tatu of H ng Kong. I 
that city will remain exceedingly im- I 
p rtant for bu in p ople. D ng iao 1 
Ping' u ce or will play an important I 
rol , but, a can be een from the lev I of 
investment in Guang Dong pr vine in 
the pecial nomic Z ncs and 
throughout mainland hina, H ngKong 
and Taiwan, the e will ntinue to be I 
key area for bu inesspc pl one 1 
Hong Kong bu ine man r entJy aid, 1 
"In Peking, they are adept at making I 
Jaw , and we in Hong K ng are adept at I 
interpreting th m." 

Afterthe events in i nanmen uare, I 
continued on p. 30 

January 1994 

F\JU. 
KITCHEN 

818-783-2502 
Tony Blass 

President 

17547 Ventura Boulevard, Suite 308 
Encino, CA 9 316 

FAX 818- 5-3216 

• recruiting 

• location tudies 

• car clinics/ride & drive tests 
• product clinics/tests/placements 

• focu groups 

• one-on-one interview 

• t timonial commercials 

• taste tests 

• mu ic groups 

• jury imulati.on 

• telephone interview 

• executive/profes ional/medical 

• my tery hopping 

• pani h and Asian languages 

• nationwide field management 
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America's catching its Zs 
o t American - almo 70~ -

ay they get enough Jeep. The average 
American Jeep between i nnd eight 
hour on weeknight , according to a 

ru kin/ oldring 1,0 -re pondent 
telephone urvey. nly 3cn aid they 
sleep too much. But about a third more 
women than men say they could u e 
more time in pecting the in ide of their 
eyelid . Young adult agreed. Week­
end were their aving grace. Almo t 
half aid they lept at lea t eight hour 
then. 

n the other hand, if given an e tra 
two hour of ree time a week, Jeep 
didn't e en m e the top five preferred 
activities. ociaJizing with friend and 
family topped the U t, foJJowed by end­
ing, relaxing, working, e er i ing, leep­
ing, watching TV and writing. igniti­
cantly more women at lea t 10%) than 
men cho e reading, while the rever e 

wa true for working. (In other categ -
rie. , the di parity wa · bout 5% or le s. 

ounger respondents ( 18 to 24 years 
old) were more intere ted in ociaJizing 
or leeping, whi le 50-plu re pondent 
w rc mor like I to sp -nd their time 
reading, r Ia in , working and watch­
ing . Respondents could pick more 
than one choi ~c. For more info1111ation 
ca II 908-572-7 300 (New J rsey office) 
or ~ 12-440-5252 ( hicago offi e). 

Hispanic teens dig Da 
Bulls 

The only things foreign 
about us are Scott & our 

language capabilities. 
Call us for a free estimate on our research service assistance. 

~ 
P A R A G R 0 U P 
MARKET RESFARCH • BE.HA VI ORAL llJDrES • OPINIO. PO lUNG 

1-800-346-0255 or (801)226-8200 
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·tpparel in the last _ 0 days. with 19£'h 
ch ing hi ag Bull item . o n­
geles Raid rs clothing accounted for 
lOo/t ofpur hase ·.,followedb theUni-
er. ity of iami Hurricane ( % ), the 

Lo · Angele ·Dodger and th N w York 
Knick {b th at 7% ). 

M I gcn ral manager RogerS nnolt 
aid their was a clear link between the 

p pularity ofBulls merchandis 'and the 
team ' · tar pia er i ha lJ rdan. E en 

ewYorkteen e pre edaslight 2 ~ 
pr fcrcncc for Bulls m rchandi e over 
their home team. (El ewhere, however, 
apparel choices tended toward th h m -
town r regi nal team fa orite . The 
effect of Jordan' retirement remain · to 
b ·een. 

Profes ionnl team merchandi e wa · 
the c l ar favorite ver · liege t am: 
(58% . 2 L %). Pro ba etball wa the 
t p choic , f I lowed y ba ·eball and 
f< tball. Pref rred co1leg t am m r­
chandi e wa (in order): niver ity of 
Miami Hurrican s, orgetown Hoya , 

tre Dame ighting lri h, the A 
Bruins and the lorida tat minoles. 

Of i ialJy licen ed item were more 
popular among b y than irl , by ab ut 
a 6 t 5 maro-in, bul nj yed about the 
arne le el o p pularity between . . 

and foreign-born teen: 9o/t to 4 ~ ). 
Howe r, 63 o/t. of foreign-born Hi panic 
teen bought an item with a p o team 
logo., mparcd with 54~ ftheir .. -
born counterpart . early twice a many 
U .. -b m respond nts b ught c ll g 

, team mer handi e, howe er. For more 
informati n ·all ony L vitt at 619-
2 2-562 . 

Ma ied girls are a 
diamond's best friend 

he U .. r ·tai l diamondj welry mar­
ket posted gains in 1 92, thank: in larg 
pa11 toth ··'mmTi d-wom n's · gment.'' 
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alue f r w men' ,' diam nd jewelry. 
This i. an o/t ris by al ue and a o/t 
in rc in numb r of pi c . . ld in 
1991. The 1992 sales ar alued at about 

th sales to 
h total d 2.1 

Americans for better -
o maybe worse 
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ang li al and hri . tian who 
in hur h life. 

continued on p. 31 

SURVEY PROn1 is a growing family 
of professional, easy·to·use 

integrated survey products that 
need no tlotobose programming! 

i Created my first 
u.roey within 

two hour of 
installing!" 

"Mouth~ 

watering, eye 
appealing reports n 

I ~ HI WEEK Nits ease of use and impressive 
LABS survey-and report-publishing 
ANALYST'S features earn it the Analyst's 
CHOICE Choice ." ~~oo~~n~tnkiao1.01 711 1t1 

URVEY PRO Ad anced Edition for Wind w 

.I i d igned for mark ring pro~ ionals 
who need high quality without busyw rk. 

E R Y PRO pr vi des data entry for 5 u ers. 
r n utom ti ally g n rat d m mat h 

the printed form . r print cannabl form 
and import the data. 

Limited-time - both produc onl 6951 

Call800 .. 237-4565 307 
or Fax 415.-694--2904 

~Apian Softwar 
Pra tical tools for modem maMgi m nt 
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ichael chol - has joined mexa 
Group, Haverford, Pa., as executive vi 
pre ident, consulting servic s. anc 

auzor ave has join d as vice presi­
dent, client services. Both E hoi and 

ave will b involv din the 'On ulting 
and resear h a tiviti sat th firm. 

Palace Brands o., Fannington, 
onn., ha , appointed ichael G inley 

marketingmanagerf r inlandia Vodka. 

Ed~ in la u hter ha been named 
dir ctor f Par/..'11-•ood Research As oci­
ates, All ntown, Pa., an independent 
' Ub. idiary of Lieberman- ppa1ucci. In 
hi. n w p st, Slaughter will be r pon­
sible for the d si n, implementation 
and evaluati n f r . ar h tudie , and 
will pr videanaly. i and mark tingrec­
ommendations. 

Loui Turner has joined Minneapo­
lis-based ustom Research Inc., a ac­
count manager. He wHl be handling 
new product re earch bu ine . 

J erry Ohl. ten has been appoint d 
direct r of mark Ling at Simmons Mar­
ket R s arch Bureau, cw Y rk. He 
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will be responsib le for all marketing 
and publi relati n for immon . 

tepha nie Bende l ha · j in d all le­
ba ed Marketing A(l\>er1ish1g Commu­
nications Specialists a qualitati e re-

ar h manager. h i r p n ible for 
th da -to-day upervi ion and man­
agement of qualitati ere arch project . 
in luding b oking and recruiting and 
th sup rvi ion f th facility c ordina-

Geor ge Garrick has een nam d 
pre .· ident and of IRI orth 

m rica. a bu:in ss unit f hicag -
based Information Res urccs In . ' , vari­
ous in~ rmation scr i cs. Garrick has 
b en presid nt and E f Ni lsen 
Marketing Re earch merica. a 
unit of the Dun Brad treet orp. 

Howa rd Bendet has been appoint d 
dire t r of market re ·earch at Western 
Union Financial S rvices Inc., Upper 

addl Ri er, .J. 

R yan Wahlstrom, <1 marketing re-
ear h on ultant and anthropologi t 

with Omaha-ba ed Three Cedar , Inc. 
ha been named co-winner of the 19 3 
Pra i ward, a national competition 
recognizing e cellence in anthropology. 
Wahl trom i being recognjzed for hi 
out tanding contribution to a three-year 
pr ~e t that mbined anthrop logy and 
mar eting. The proje t helped increa e 
the inc me o ative American 
craftmaker in the outhwe t by gener­
ating ale and developing new market 
for their raft item . Wahl trom con­
duct d th mar eting analy i for the 
pr ject, and made recommendation . 

Jo. eph Erchul ha been named data 
proce ing uper i or at Rockwood Re-

E rchul 

s arch orp., t. Paul Minn. His r -
ponsibiliti s includ supcrv1smg 

Ro kwood' s ·taffofr setu- h spec writ­
cr. and d., ta ntry per onneL 

a ' 'id F r eed has been appointed se­
nior vice pr sidcnt, division manager, 

continued on p. 52 
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Chi ag - a ' ed Informa tion Re­
Ine. ha entered int a I Her of 

January 1994 

tiona! ·li ·nts. he two ompanie. e -
p ct t sign a fonnal agr ment ,' O n, 
und ·rwhich fK will pur has th right 
to market and devel p th A e or 
modeling syst min urope. The e -
sor mod I all w · the u ert g nemte an 
ass ·ssm nt of olumetric p tential and 
pr di t sal ·s I ·vels across a range f 
mark ting aria I s. 

Quantime ew Y rk of-
fi s ha moved to: 11 . 26th l., 16th 

. 1 
2L .. -447-5~ 

onstanc · P ten; n ha founded 
"a p. ton Re ·ea r c h . ba ed in 

Lyndhurst, .J. he firm pr ide cu -
tom mark ting res ar hand pr prietary 
. rvi ·s on an intemati nal, nati naL 
r gional and local caJe. ervice in-

lud cu. tom and syndicated ·ales tra k­
ing studies, distribution audits, con­
trolled slor testing, mystery hopper 
pr gram ·,custom r ·atisfaction ,'urvey , 
and product purcha:ing. Petersen, a 
partner in A P Research, :aid that 
Cap ·t n will c ntinue to offer 
"TR NO :· a national in-stor obs r­
vation scrvic that has b n part f 
A P'so erations,andD.A.R.T., whi h 

de liver dntnin24hour u ingt le m­
muni nti n technology. Th firm i. at: 
623 Ridg Road. yndhur t. .J. 7 71. 
Phon is 2 J -93 -0600. 

Klar i the firm' pre ident. 

Hi 'panic Marketing ommunica­
tion Re ar h and on urn r Re­

ociate I uperoom . tw an 
ran i co ay area finn , ha e e tab­

li . hedaj intly wnedfirm, up rDato 
de e ico. The ne~ company ha. head­
quart r in M i ity and pr vide a 
ranue f quantitative and qualitative 
research ervice throughout Me i o, 
including entral lo ation int rc pt in­
t r iewing, t I phoneintervi wing, data 
tabu lation and analy ·i '• ~ cu gr up 
r ruiting f u gr up fa iliti , and 
focu g oup m deration and analy ·is. 
The finn i at: San Migu l 
Delegaci6n yoacan, Me ico 
M xic P 04030. . . phone i 

.. fa i 415-392-71 l. 
F r m r inf rmati n all Ri h nder-
onat 00- 00-5055orF lipeK rzenny 

at 415-595-502 . 

attl , 
has changed its name and moved to a 
larger facility in elle ue, Wa h. Th 
company n w i caJled orthwe t Re-
earch Group Inc. F r mor infonna­

tion, ·all Kri: Lau at (20 ) 54 - 144. 
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Teleform software price 
rises 

ardiff oftware In ., olana Bea h. 
ali f., ha. announced n price increas for 

its Telef< nn for Windo\J oftware. n 
v. 15, the pri ~e in r a ed from 995 to 

$1 ,49 5. h price change will affect on I y 
the singlc-u:cr ve ion. For more inf< r­
mation call 619-259-6444 or -659-
755. 
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Paria Group acqu· es 
new CATI system 

Paria r up, Orcm, tah, ha a quir d 
anew computer-assist d t lephone int r-

THE WINNING TEAM 
FOR 

CONSUL IVE MARKETING RESEARCH 

Over 47 years of combined Front Line Success 
• Full Service Research 
• Qualitative (Focus Group)/QQPS/Quantltative 
• Populations: General/Asian/Hispanic 
• Management Support Services 

ANALiY I / 

4655 Ruffner Street • San Diego , Californ ia 92111 
(619) 268-4800 • (800) 998-4801 • FAX: (619) 268-4892 

Cir1ceNo.410onReaderC rd 

Rao oft offers Survey 
upgrade 

eattJe-bn ed Ra : fL In . ha relen ed 
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di r e a ti itie :and auditing and track­
ing pr ~ · t r rvi e u ag . Th pro­
gram run on ingle r multiple tl ppy r 
harddi kdri e andn d 5J2Kmemory. 
DO 2.0 or higher. Both are net\ orkabl 
and an run under the Window environ­
ment. r more infonnation all 206-
525-4025. 

qu · ax, Vista offer 
env· onmental info 
hotline 

ful C r pr perty owner • who are legally 
rc.,ponsibJ f< r any en ir nm ntal ite 
hazard that may urface on their pr perty 
(e en it e i ted long before the ught 
the pr perty). The to.JJ -fre number al­
low cu t m rs t qui kly rder and r ·­
ceive the infonnation they ne to per­
f nn an en ironmenta1 hazard du dili-

Simmons launc es 
ispa ic study 
imm nsMarketR s archBureauln . 

has launched its tudyofHi. pani ~ di£ 
& arkcts. The ·tudy u e a ample 
more than I 0,000 Hi. panic and repre-
ents tel ph n and non-tclcph ne hou e­

holds. Information wiU be a ailable n 
m dia habit , a broad range f dem -
graphi h·rra teri tic . and buying pat­
tern for hundred of pr ducts and ser­
vi e . Hi panic are projected to be th 
large tethnic egmentinthe nitcd latcs 
by the ·· ear 2000, and current! compris 
a market worth I 9 billion. icld wor 
will tart in the fi~t quarter of 1994; data 
will b a ailabJe Jat r in the ear. or 
m re inf rmati n, call 212-916- 00 
( ew Y rk or ~ 12-951-4400 hi ag ). 

BMDP begins sh.pping 
DIAMO D 

o tati ' tical 
oftww·Jn .has ·ignedalicen ingagree­

menl with IBM to market and upp rt a 
highly intera ·tiv graphical i ·uaJizati n 

continued on p. 52 

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 

ss remember little niceties. Like a 1 OOo/o 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record cod1ng and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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Community-based 
continued from p. 7 

ab ut what they can do to help y u. 
ncecommunity leader understand the 
jecti e of your tudy, they are typi-

all willing to provide a core et of 
nta t nam . Their endor ement of 

your tudy al o help gain the coopera­
tion of c mmunity member ; being able 
to .-ay, for e ample. that ·'Reverend 
Adam.· sugg sted I contact you .. :· 
p~ns d rs during r cruitment. 

\: ord f caution: If community 
I aders are to be tudy parti ipant , they 
·h uld interviewed ·eparately from 
rank-and-fil ecause the pre ·ence of a 
ommunity leader in a g oup can way 

and/orinhibitparticipant fro11e pres -
ing their own opinions. 

Snowball sampling: reating a chain 
of per. onal r ferrals i · essentiaJ in re­
ruiting community member . 

Ethnic match of recruiter and ub­
jects ·an h lp but is no panacea. An 

thnic match between re earcher and 
ubject · can make the pro e · more 

effi ient be ause it can facilitate sub­
je ts' trust and comfort lev Is. Haw-

ver, impJi tic matching on the basis of 
ra e or Janguag oft n omplicates 
mall rs . in intra-group dif eren s 
may utweigh imilariti .. F r ample, 
an a imilated Ameri an-Jewi h per-
on d e not nece. arily hav the ad~ 

A )1;'0 rd of caution: If 
community leaders are to 
be stud) participants, they 
should interviewed sep­
arately fronl rank-and:file 
be ause the presen e of a 

onuuunity leader in a 
group can sway and/or 
inhibit participant ji·on1 
expressing their Ol-t ' n 

opinions. 

We Cover The Northwest 
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W ' e b n collecting data and ke ping clients 
happy in the North we t for ver 30 year.. all u . 

Consumer Opinion Services 
----------•We an wer to you 
12 25 lsi Ave. St uth · Seattle,\ A 9 l6 

206/241-6050 a~k for Jerry, Dorothy or Greg arler 
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hoose an ace . ihle me ring pace. 
Your location should be neutral in term 
of th t pic und r :tudy and where re­
spondents will feel most c mfortabJe ­
a c mmunit center, ch ol o church 
m eting r om. During a recent rnulti -
thnic study f r a bank, we could not 

us the well-equipp ·d ·onferen e room · 
at our client's ncighborh od bank 
branch s b cause the were not n utra] 
territory. 

Sile interviel-Wi with the convenience 
of the respondem, not the research rs. 
in mind. Th r om itself should b larg 
enough to comfortably s ·atre:pondents 
and ob r er ' . dditionall , pro iding 
child car i. oft ·n n cessary in conduct­
ing ommunity-based studi s. 

Be preparedforcontingencies. Ther 
will be no two-wa mirror or hidd ·n 
micr phone . Thi mean that u mu:t 
arrange for note taking or bring your 
O\ n audio Laping ·quipm nt and that 

li nt ob. rvers must :it within vi w of 
r sp ndcnt.s. B · sure to intro uce ob­
server: in a way that makes r spond nts 
feel omfortable. 

onfirm, confirm and reC"onfirm _ 
Car fully e plain th purp , • of th 
study t participant and emphasize the 
importance of their participation. 

riendly and fr quent r minder calls 
guarant e a high show rat . 

Leave exira time for daw anaiysi. _ A 
report that is based on comparisons and 
·ontrasts b tw n diff rent thnic 

groups cannot be written in haste. or 
each of th ·study's research objectiv s, 

tra attenti n und time are required in 
the data analysis phase to uncover subtle 
cu1Lural cues and attitudinal .similarities 
and differ nee by ethnicity. 

ommunity-based methods are an 
s.sential t ol for client inve. tigating 

immigrants, low-income and other hard­
to-r ach group:. h y r quir car ful 
sup rvision by .so iologicall and an­
throp logically-trained re earche e -
p ri n din community studie. . iv n 

the changing demographics of th 
nit d Stat ·s. r .search managers ·tudy­

ing America during the '90s and be­
yond cannot ne l ct thi: appr ach. he 
primary refit i to di cover a world 
otherwi e unreachable. 
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Cultural adaptatio 
continued from p. 11 

to li t, by hour the actual time eg­
ment during \1 hi h p opl might watch 
TV. 

time for untry mu · ic 
m ney. howe er. hould have b en 
pla ed in M i an randzera . tati n . . 

n in. trum nt may n t c ntain r 1-
ant ateg ries. If the int rpret r 
e. n 't know ab ut th r s arch inten­

tion and/or the targ t ulture, h or he 
may all w the li nt to only a: a 
cat g that ar irr le ant t th 

m to indi-
at th y li t n t boleros, ranchera, 

romantica,salsa, banda and many ther 
Mexican musi gcnr s on the radio. 
With thi . om is ·ion, it w uld app arthat 
thi . publi list ns t th radi very little. 

he wa given to tran late i final . That 
a urn tion t nd to be g nerally dan­
ger us. Rar ly i everythin inclu ed 
wh n m ving from one languag and 
ulture to another. 

any 
im- which would di crepanci 
at-

ultural verification through 
empirical re earch 

A more cientific but co tlier appr a h 
to interpretation and cultural adaptntion 

We bend over backwards to do qualify research 

January 1994 

Roc 

In gymna tic p rfi t or i 1 0. A Ro kwood R arch 
th t' our oal, too. 

wood Research 

bring your company 
r h w b nd over 

R kw d 

1751 We t County Road B • St. Paul MN 5511 3 • 61 2-6 1-1977 
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i to rify th int rpr tati n by ubmit­
ting it to a panel fbicultural and bilin­
gual judge . This can be done in a£ cu 
group etting in whi h ilingual mem­
ber of th targ t audience are a k d to 

int rpr tati n tend to fo u on th 
pli it ymbol f languag e pr ssi n. 
In nducting re earch aero cultur • 
parti ularly in th Hi panic market, oth r 

ultural i ue emerge that aff t the 

There are member. of Hispanic culture who are not used to 
rankin or rating conceptual tatement . The notion that 
ab tract ide can be quantitative/ compared may be not be 
a · er. all hared notion. In addition, quantitative kill 
tu1 not uni ersall hared. There are occa ions in which 
re pondent. are emba"as ed by a client who insi ts on 
obtainin rank-order compari ons among concept . 
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de ign and p rati · n of re earch. 

anguage 

e focu on the detail 
you can focu in L. 
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0 

• 

What t p of p r on ould a a nd 
barb ? 

andy ar ·arenotp ple,"or"H w an 
a andy ar e an anima]?' Re. pon­
d nts may baffled at how tore p nd 
and may tend to view the group pr ss 
with I s eriou ne . 

ach of 

tati 
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There are o ca ion. in which r sp n­
dent are embarra .' d by a licnt who 
in i t on obtainintr rank-order com­
pari on among concept . 

What doe it tak to get re ult ? 
To alleviate the e problem , th rc-

earcher, acting a a cultural in lerpr t r, 
adapt the e e erci e to the require­
ment of the culture involved. In the 
ca e of the imagery e erci ' e, one would 
a k for rele ant conceptualization , e.g. 
"What type of per on would eat that 
candy bar?" 

A more powerfu l ·magery que tion 
would be ' What image come to your 
mind when you try thi candy bar." 
Thi more direct approach tend to be 
productive. Ita k fore periential reac­
tion , ometh ing the per on can relate 
to. 

In the ca e of the rating or ranking 
e erci e, re p nd nt hould pr bably 
be a ked to read with the mod rat r 
each concept at a time. In group wh r 
literacy level tend to be lower than in 
the . . general market, tho e who can' t 
read till have the option o following 
along. Then re pondent are a ked to 

thinkof theconceptthatconvinced th m 
the mo t about the product. Th ut­
come i di cu ed. 

Then re pondent are a ked to think ' 
about the concept that would follow the 
one ju t d' cu ed, and o on. Thi ap­
proach make theta k le burden. orne 
becau e the comple ity fth j udgment 
is c nfined to one item at a time. 

onclu ion 
ulturaJ relevance depend on the 

ability fthe re earcherto adapt in tru­
ments and procedure to the cultu ral 
groups she or he wor with. Adapta­
ti n r quire , kiH beyond tho e nor­
ma lly held by a repre entative of the 
cu lture. 

cu ltu ral in terprete for re earch 
c mbine re earch kill , bicultural en­
. itivity and e perience in cultural inter­
pretation. ucce ful intercultural re-
earch goe beyond culture in earching 

fo r un iversality. t the arne time, the 
int rcultural re 'earcher mu t be willing 
and able to look through the mu lti­
paned window f culture to make en e 
out of uncertainty. 

0~..-.. 

ty 
Manual Data Entry of Information 

Gathered from Forms is Expensive, Tedious, 
Tough on Personnel and Error Prone 

utoData PR<Y .. for Windows 

reads fonns and enters the data 

for you. AutoData Systems 
can get your ·fonn processing 

problems under control, from 

the Software to the complete 

Workstation, including your 

fonn design. 

Form Processing 
Applications Include: 

Order Forms 

Insurance Claims 

Government Forms 
Human Resource Forms 

Inventory Control 

ISO 9000 Documents 

AutoData Systems 
10365 West 70th Street Eden Prairie, MN 55344~3446 

A Unit of Electro-Sensors. Inc. 
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Call Toll Free: 800/662-2192 
Fax: 612/941-7312 In MN: 612/941-8180 
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A database of 
10 Milllion Businesses 

I. I on one CD-ROM! 
Busin America- on CD-ROMa i th ultimate 
marketing tool or anyone who sells to bu i 

ld al for: 
Mar 

SiJtttl§gt£U.uigl!llll§:n.l - determin th iz of 
potential mark t and deploy your sales force 
more effectively 

Lead Generation - identif' high-potential pro pects 
and provide timely information t your les 
force and di tributors 

· -target e actly the ri ht mark and 
make your mailing more responsive with 
key decision-mak ' nam 

Telemarketing - identi~· th right pro pects to call 
and have our ftwar d th dialing for you-­
th ultimate in producth.ity 

lect by company name, typ f bujn ( IC codes), 
number o mpl yees, ale volume, even d i ion-mak r ' 
title! All}' u need · an IBM PC or compatible, and a CD­
ROJ..·! drive. Experien th power of Business America­
on CD-ROM for yourself. 

Call1-402-593-4565 Today 

Clrlce No.415 on Reader Card 
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Travel trends 
continued from p. 17 

orne 5,000 to 50,000 

now in olved in bu ine e thntrequire 
int rnational travel. n of these stu­
dents is n wan Asian upervi or in my 

hine e tu- office. 
An ther indication fth pre ·ent and 

futu e gr wth f internati nal bu ine 
trav.el i the r cently pa ed orth 
Am rican re rade greement, which 
will undoubtedly boo t tra el between 
the United tate and M i o. I often 
work in Me ico and over th pa. t ev­
eral year I' e een dramatic change 
not only in Me i an busin ss and the 
de elopment of infra tructure but al o 

--- - ----- ------ in the attitude f many U.S. ompanie 

30 

lhat had previ wly be n sk pti al of 
invo lv ment ther . or proof, imply 

. lra k the mo ment of many U.S. busi-
n sses t th outhwest. In the futur , 
you will see more and more bu ine e 
moving to the border corrid r e.g., 

uth w stern Bell's move t an An to­
nio, e a ). 

Wear also se ing A. ian population 
growth in the outh\.ve t. We recently 
onducted a mdy in Hou ton of Latino , 

Mandarin hines and Koreans. hi · 
population hift can be e plain d to 

me extent by deprc .. · d r al state 
alucs, but it al:o relate · to A ian go­

ing where there i the promi e of pre ent 
and futur omm rc . 

A ·an busine people do tra el and 
will ntinuc t tra el to Latin Ameri a. 
A an a id , you may be familiar with 
Me ican Pre ident Salina · modemiza­
tionofM ico,or··salinastroika. 'D 
it me a a "urpri e to you tha he i a 
tudent of Japane e culture fluent in 

Japanc. e and that he sends his children 
to a Japane e chool? alina , an ar hi­
teet of world trad , seem to realize the 
imp rtance of tran ·cultural awarene 

Growing ma rket mean new 
products 

The prof< und growth to the Latino 
and A ian market wiJl a] o require the 
development of new travel product . 

F r ample, this mon th ie. ta Ma-
rina ., a divi ion of the profitable 

arni al rui e orp., will launch the 
i . ta Marina. th w rid's first ship 
atering e Ju ively to pan· h peak­

er on a year-round ba i . According to 
a recent arti Je in th Los ngeles Times. 

amival Pre ident Robert Dicken on 
aid the iirm' Latin bu inc. s had in­

crea d threefold in the pa t five year . 
"It' read , we think, to plodc:' 

Dicken on aid. Fi e per ent of the 1 
miJlion gue t arnival now arrie 
annually ar Spani h peaker from the 

nited tates. Latin Am rica and pain. 
arnival believe the e atino pa en­

ger: are more affluent than their typical 

·ian • a ega 
Las V gas is a favorite destination for 
sians. and the lure fthatcitycan shed 

light nth n edforculturally en itive 
marketing. aesar's Palace ha already 
dev loped a theme-park-like sh pping 
ar a and is c n ·idering other "therned" 
attracti ns· he Mirage has pened a 
permanent home for le irque du oleiJ 
a uniqu , n n-v rbal intcmati nal cir-

u. that draws huge numb r · of Asians 
- who face no language barrier · for 
thi ntertainmcnt. 

Las Vegas pr m ter · al ·o know that 
th Japan s I v th m parks like 
Di ·n yland ar}d that many f th m love 
golf. With th op ningofM 's th me 
park, Tr asur Island, and s v ral more 
g If fa ilitic in th works, w should 
eeanewbo minJapane evi it t that 

gambling oa i . Japane e touri m will 
al o grow a Japan re o er from it 
re ent rece i nand the yen gain alue 
ag jn t th dollar. 

hine e fr m Taiwan and H ng K ng 
are drawn to La Vega ecau e they 
I ve to gamble. lt doe n · t matter if the 
are p or r rich, th moti ation for the 
majorityoftho ewho i itLa Vega to 
gamble i the arne - when they go to 

a Vega to gamble, they go with the 
mind et of winning a ortune. Now you 
can egin to under tand the inten ity in 
th ca ·inoaira youpa tho erow and 
row. of Pai w table. . La Vega. i 
al o c tremely popular with Koreans. 

W ar in an Cltmg tim ftransition, 
which is likely t Ia. t for · me time. hi . 
transition i · a g lden pp rtunity [! r 
mark t rc:earch rs to e pi re n w av-
nue:. b th at home and abroad. 0 
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Su ey o ito 
continued from p. 21 

dit r ad r ar ad Sporting good imports, 
pot grow 

How To Find The Best Deal 
On WATS Interviewing. 

• 75 line national covera e 

• 0 i2/ TI tation 

• On tim r ult 

I y u'r tir d 
d n right and at c 

• Certifi d interviewer 

• Hi h t quality 

• Low price 

ar h Gr up an h lp - with th 

• Proj ct bid in one hour 

• On/off pretni e tnonitorin 

• tate-of-tlz -art t chnology 

ur n-..., ing train in pr grarn r 
th r ally mp titiv pri 

... But, 
w n 

l/H/R R< · ar h Gr up a all.~ ll mak ur y ur j 

I IR earc Grou 
Quality Marketing Re earch That Wor.k . 

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

RESEARCH 
First Market Research helps 
its c lients ··get the facts•• with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• Notional telephone inter­
viewing -paper & pencil or 
computer aided with 
remote monitoring 

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

• Multivariate analysis & 
affordable conjoint designs 

The common-sense comma. 
It turns 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 
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th se b m ut ·ide the nited 
or m r n call Ton 

Women pastors OK 
with the flock 

pini n ut acr io con mi , , 
denominationnJ and demographic lin ·s, 
c cpt f, r e angelical hri tians. "'V n 
th re,h we r,n arlyhalf 45%)favor 
women pa t r (54% don't . Roman 

ath li , wh e church doctrine cx­
pli itlypr hi it w menfr mthcpri t­
h d. erwh Jmin ly (7601£) agr ed 
that women mit i ter wer perfe tl y 
a ceptable. The str ngest support r of 
women J rgy were mainstr am Protes­
tant · ( 6 7c , p le who d n 't att nd 
hur h regularly ( 5 ~ ), rcgist red ''in-

dep nd nt" oter 4".k , c II ge grads 
and Gen rati n -e ( I% each . 

Boomers to benefit 
f om health reform 
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uSingle" wome ar 
diverse bunch 

Although unmarried women are, t h­
nically,"singl ,"inthi dayandage,it' 
pos ·ibl to be unmarried and till hav 
a p rmancnt partner. recent tudy ha 
founddi.·tincts ndingpau m 
thi gr upand·'sol " ·ingle . " 
singl s sp nd m re money n th m-
elves, and m re tim n th i app ar-

anc , a cording t a natiom ide ur ey 
f 500 merican w men, c ndu t d by 

v York-baed r ear her thel Klein, 

and ar 
their . p nding than . ingle w m n with­
out partner . Th y al o ay th y're 
happy: n ·arty 70~ r oupled ingle 
think th y ha happi rand m re ati -
fying li v · than their m ther '. 

• Almo ·t 40% . aid they e erci e t 
lo e weight, compar d with le than 
0% of all women. bout a third would 

bu exc rc i. lothe t pur them 1 v ·s 
tow rk ut, compared wi th n1y I ~ of 

solo singles. 
• Mor than a th ird pent mor than 

7 ntheirlastdr :s,c mparedt nly 
a quart r f solo ·ingle . 

• Almost two-third (63%)ofcoupl ·d 
singles w ar mak up everyday, aJth ugh 
57 ~ of . · I single aJ did. 

• About 60% aid if the won 500 in 
the lottery, they'd pend, not save, th 
m n . Ab ut 40% f Jo ing le.· :aid 
th y would . pend it. F r more in forma­
tion call Li . a L dereror ancyThomp­
son at 202- 71-1999. 

Biz, government 
buying mo e - from 
fewer 

Busin s: and go rnment ar gr w­
ing. ut th y'r buying fr m fewer sup­
pliers. r ani.zation b ught mor than From a marketing per pective, ·ing lc 

w m n with partner are wi ll ing and 
abl t p nd m ney n l king go d 
and sta ing thin. p ifically: 

7.7 trilli n in good and rvic : in re infonnation call 00-

.--
1 
I 

-
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19 2, a rding t leve land-bas ·d 

------ -- -------- ----, 

1 • 800 • 346 • 3 787 
·om tim s you n · ·d in-depth infom1~ tion ab uta mark ·tor produ t. But 

vou d n't know· wb T • to find it. That' wher FIK I VP om·~ in. \"X7e'll 
' · mdu 't a ~ ar h of all e i. ting re ·earch r ·ports in th " \Vorld, provide you 

\ 'ith a description f their nl nl ·, and \V ~·11 d it ab. olut ly FREE. Ju t 

·all our hotline . 

fr mark ·t rc~car h . earch. \'\le call it market free eat•ciJ. 

d some market fr s ar ·h. ·all our hotline at 1- -3"16-3787. 
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DIRECTORY OF QUALITATIVE RESEA CH/ 
FOCUS GROUP MODERATORS 

Access Research, Inc. Calo Research Servlces Creative & Response Svces., Inc. Ebony Marketing Research, Inc. 
8 Griffin Road North 10250 Alliance Road 500 N. Michigan Ave., 12th Fl. 2100 Bartow Ave. 
Windsor, CT 06095 Cincmnati, OH 45242 Chicago, ll 60611 Baychester Bronx. NY 10475 
Ph. 203-688-8821 Ph. 5131984·9708 Ph. 312-828-9200 Ph. 718·217-0842 
Contact: Gerald M. O'Connor Contact: Nick Calo Contact: Sanford Adams Contact: Ebony Kirkland 

Extensive Technology, Bus.-Bus., Thirty Years of Leadership in Qualitative Spac. Conf./Viewing Rooms/Client 
ADI Research, Inc. Positioning Experience. Research. Lounge/Quality Recruiting. 
(See Matrixx Marketing) 

Cambridge Research, Inc. Cunnlnghis Associates Erlich Transcultural Consultants 
Analysis Research limited 5831 Cedar lake Rd. 6400 Flotilla Or., #56 21241 Ventura Blvd., Ste. 193 
4655 Ruffner St., Ste. 180 St. Louis Park, MN 55416 Holmes Beach, FL 34217 Woodland Hills, CA 91364 
San Diego, CA 921 11 Ph. 612-525-2011 Ph. 813·778·7050 Ph. 818·226·1333 
Ph. 619·268·4800 Contact: Dale Longfellow Contact: Burt Cunninghis Contact: Dr. Andrew Erlich 
Contact: Arline M. Lowenthal High Tech, Executives, Bus.-To- 37 Years Exp., Moderator & Moderator Full Service Latino and Asian Marketing 
All Qual. Needs: Eng. & Span. Bus., Ag., Specifying Engineers. Training. Research. 
Recruit/Moderate/ Analysis. 

Chamberlain Research Consultants The Davon Group FlndiSVP 
The Answer Group 4801 Forest Run Rd., #101 10 W. Broad St. 625 Avenue of the Americas 
4665 Com ell Rd., Ste. 150 Mad1son, WI 53704 Columbus, OH 43215 New York, NY 10011·2002 
Cincinnati, OH 45241 Ph. 608·258-3666 Ph. 614·222·2548 Ph. 212-645-4500 x208 
Ph. 513-489·9000 Contact: Sharon Chamberlain Contact: Barry J. Mastrine Contact: Ann Middleman 
Contact: Lynn Grome Full-Service Marketing Research/Busi· Specialize in Focus Groups and Execu- Mktg. Consulting & Rsch. Health Care, 
Consumer, Health Care, Prof., ness & Consumer Studies. live Interviews. Telecomm., & Technology. 
Focus Groups, One-On-Ones. 

The Clowes Partnership DMSC Research First Market Research Corp. 
Asian Marketing Communication P.O. Box 791 3790 El Camino Real, #398 2301 Hancock Drive 
Research/Division of HMCR South Norwalk, CT 06856 Palo Alto, CA 95448 Austin, TX 78756 
1535 Winding Way Ph. 203/855-8751 Ph. 415-969-5475 Ph. 80Cl-FIRST·TX (347·7889) 
Belmont. CA 94002 Contact: Rusty Clowes Contact: Donna Schaffer Contact: James R. Heiman 
Ph. 415-595·5028 New Product/Advertising/All Ages! Extensive High Tech. Expertise and High Tech, Publishing, 
Contact: Dr. Sandra M.J. Wong Focus & Mini Groups. Capabilities. Bus.-To-Bus., Colleges. 
Oua/JOuant Rsch. in Gantcnese, Mandarin, 
Japanese, Korean, Tagalog, etc. U.S. & Inti. Communications Workshop, Inc. Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 

168 N. Michigan Ave. 94 Lincoln St. 121 Beach St. 
Auto Pacific Group, Inc. Chicago, IL 60601 Waltham, MA 02154 Boston, MA 02111 
12812 Panorama View Ph. 312·263·7551 Ph. 617·647·0872 Ph. 617-482·9080 
Santa Ana, CA 92705-1340 Contact: Usa J. Hougsted Contact: Reva Dolobowsky Contact: Linda M. Lynch 
Ph. 714·838-4234 Consumer, Executive, Technical & Chi/· Experts In Ideation & Focus New Product Development. Health Care. 
Contact: George Peterson dren Grps. Groups. Formerly with Synectics. Advertising, Retail. 
Auto Marketing & Product Experts. 
700+ Groups Moderate & Recruit. Consumer Opinion Services Doyle Research Associates, Inc. First Market Research Corp. 

12825·1st Ave. South 919 N. Michigan/Ste. 3208 121 Beach St. 
George I. Balch Seattle, WA 98168 Chicago, IL 60611 Boston, MA 02111 
635 S. Kenilworth Ave. Ph. 206·241·6050 Ph. 312·944-4848 Ph. 617-482-9080 
Oak Park, IL 60304 Contact: Jerry Carter Contact: Kathleen M. Doyle Contact: Jack Reynolds 
Ph. 708-383-5570 Consumer, Business Groups and Specialty: Children/Teenagers Business To Business, 
Contact: George Balch One-On-Ones. Concept & Product Evaluations. Executives, Banking. 
Experience With Advertisers, Agencies, 
Government. Corporate Research Center, Inc. 0/RIS HealthCare Consultants Focus Plus 

236 Hwy. 68 S. 3127 Eastway Dr .. Ste. 105 79 5th Avenue 
Brand Consulting Group Greensboro, NC 27409 Charlotte, NC 28205 New York, NY 10003 
17117 W. Nine Mile Rd./Ste. 1020 Ph. 919-812-3500 Ph. 704-532-5856 Ph. 212·675·0142 
Southfield, Ml48075 Contact: John Deuterman Contact: Dr. Murray Simon Contact: Elizabeth Lobrano 
Ph. 313-559-2100 Dual Moderating: M + F Moderators; Specialists in Research with Providers Impeccable Cons. & 8-B 
Contact: Milton Brand Video N/C; Kids. & Patients. Recro1tmg/Beautiful Facilities. 
Consumer, Advertising Strategy, 
New Product Strategy Research. 
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Focus Research lntersearch Corporation Market Navigation, Inc. Jack Paxton & Associates 
1828 Audubon Street 132 Welsh Rd. Teleconference Network Div. 4 Jefferson Court 
New Orleans, LA 70118 Horsham, PA 19044 2 Prel Plaza Princeton, NJ 08540 
Ph. 504-865-1687 Ph. 215-657-6400 Orangeburg, NY 10962 Ph. 908-329·2268 

Contact: Kirsty D. Nunez Contact: Robert S. Cosgrove Ph. 914-365-0123 Contact: Jack Paxton 

Qualitative/Quantitative Research & Pharm. -MedJHigh-Tech/Bus. -to-Bus./ Contact: George Silverman Pkg. Gds., HBA, Fnce., Rtlg., Hi-tech, 

Consultation. Consumer IT efecomm. Med., Bus.-to-Bus., Hi· Tech, Jndust. , BusJBus. , Adv. Rsch. 
Ideation, New Prod., Tel. Groups. 

D.S. Fraley & Associates Irvine Consulting, Inc. Randolph & Daniel 

1205 East Madison Park 2207lakeside Drive The Marl<eting Partnership 49 Hill Rd., Ste. 4 

Chicago, IL 60615 Bannockburn, IL 60015 90 Hamilton Street Belmont, MA 02178 

Ph. 312·536-2670 Ph. 708~615-0040 Cambridge, MA 02139 Ph. 617-484-6225 

Contact: Diane S. Fraley Contact: Ronald J. Irvine Ph. 617·876·9555 Contact: Stephen J. Daniel 

Full Qual. Specialty: Child/Teen l in- Pharm!Med: Custom Globa/QuanJQua/. Contact: Susan Earabino FOCUS/IT Understanding the High Tech 

Home/Observational Rsch. Res. & Facility. Experienced, Gust. Immersion Focus Buying Process. 
Groups, Invention. 

Grieco Research Group, Inc. KidFacts5"' Research Research Data Analysis, Inc. 

743 North Avenue 66 34405 W. 12 Mile Road, Ste. 121 Matrixx Marketlng·Rsch. Div. 450 Enterprise Court 

los Angeles, CA 90042 Farmington Hills, Ml 48331 Cincinnati, OH Bl'oomfield Hills, Ml 48302 

Ph. 213·254·1991 Ph. 313-489·7024 Ph. 800-323-8369 Ph. 313·332-5000 

Contact: Joe Grieco Contact: Dana Blackweff Contact: Michael L. Dean, Ph.D. Contact: Sanford Stallard 

Marketing and Advertising Qual. & Quan: Specialty Kids/Teens. Cincinnati's Most Modem and Conve· Fuff Svce. Quai./Quan. Analysis/Auto./ 

Focus Groups. Prod./Pkg./Advtg. nient Facilities. Adv./Comm. 

Groups Plus KS & R Consumer Testing Center MCC Qualitative Consulting Rockwood Research Corp. 

23 Hubbard Road Shoppingtown Mall Harmon Meadow 1751 W. County Road B 

Wilton, CT 06897 Syracuse, NY 13214 700 Plaza Or ., 2nd. Fir. St Paul, MN 55113 

Ph. 203·834-1126 Ph. 800·289·8028 Secaucus, NJ 07094 Ph. 612·631·1977 

Contact: Thomas L. Greenbaum Contact: Lynne Van Dyke Ph. 201-86~4900 (NJ) Contact: Kevin Macken 

Groups Plus Offers Unique Approach Qualitative/Quantitative, Intercepts, 800·998-4777 (Outside NJ) FLtll Svce Oual/Quant., Consumer, 

To Groups; Call to Find Out Why. CA Tl. One·on·One. Contact: Andrea C. Schrager Bus-To·Bus, High· Tech, Ag. 
Insightful, Results-Oriented Research. 

Hammer Marketing ,Resources Lachman Research & Mktg. Svces. Locaf or National. Rodgers Marketing Research 

179 Inverness Rd. 2934 1/2 Beverley Glen Cir., Ste. 119 4575 Edwin Drive, NW 

Severna Pk. (Balt/D.C.), MD 21146 Los Angeles, CA 90077 Susan McQuilkin Canton, OH 44718 

Ph. 410·544·9191 Ph. 310·474·7171 1117 Everg(een Court Ph. 216-492-8880 

Contact: Bill Hammer Contact: Roberta L13chman Indianapolis, IN 46240 Contact: Alice Rodgers 

23 Years Experience- Consumer, Busi- Advg. & Mktg. Focus Groups and One- Ph. 317-84~9753 Creative/Cost Effective: New Product! 

ness & Executive. on·Ones. Consumer! Business. Contact: Susan McQuilkin Consumer, Etc. 
Moderating For Medical or Consumer 

Hispanic Marketing Leichl iter Associates Goods Industries. Pamela Rogers Research 

Communication Research 252 E. 61st St., Ste. 2C·S 2525 Arapahoe Ave ., #E4 

· 1535 Winding Way New York, NY 10021 MedProbe Medical Mktg. Rsch. Boulder, CO 80302 

Belmont, CA 94002 Ph. 212-753~2099 7825 Washington Ave. S.,# 745 Ph. 303-494·1737 

Ph. 415-595·5028 Contact: Betsy Leichliter Minneapolis, MN 55435 Contact: Pamela Rogers 

Contact: Dr. Felipe Korzenny Innovative Exploratory Rsch./ldea De- Ph. 612-941 -7965 Fui/Svce.Ouai.·Grps.; t-1s;Consumer; 

Hisp. Bi-LingJBi-Cult. Foe Grps. Any- velopment. Offices NY & Chicago. Contact: Asta Gersovitz, Phrm.D. Hi· Tech; Bus.-to-Bus. 

where fn U.S./Quan. Strat. Cons. MedProbe Provides Full Service Gus· 
Nancy Low & Associates, Inc. tom Market Research. Rudick Research 

Horowitz Associates Inc. 5454 Wisconsin Ave., Ste. 1300 One Gorham Island, 3rd Floor 

1971 Palmer Avenue Chevy Chase, MD 20815 Medical Marketing Research, Inc. Westport, CT 06880 

larchmont, NY 10538 Ph. 301-951·9200 6608 Graymont Place Ph. 203·226·5844 

Ph. 914-834·5999 Contact: Stephanie Roth Raleigh, NC 27615 Contact: Mindy Rudick 

Contact: Howard Horowitz Full-Service Market Research/Health/ Ph. 7919-870-6550 10 yrs. Experience Utilizing 

CableNideo Marketing-Programming- Medical/Environment. Contact: George Mat1j'ow Innovative Techniques. 

Advertising Strategy. 
Maritz Marl<eting Research, Inc. 

Specialist, Medicai/Pharm. 20 yrs . 
healthcare exp. James M. Sears Associates 

12 1297 No. Highway Drive 48 Industrial West 

3904 NW 73rd Street Fenton, MO 63099 Nordhaus Research, Inc. Clifton, NJ 07012 

Kansas City, MO 64151 Ph. 314/827·1854 20300 W. 12 Mile Rd. Ph, 201n77~6000 

Ph. 816·587·5717 Contact: Mary E. Rubin Southfield, Ml48076 Contact: James M. Sears 

Contact: Kavita Card Specialize in Customer Satisfaction Ph. 313-827-2400 Business· To-Business and 

Consumer/Business/Black/Children/ Research, Consumer and Business· to- Contact: John King Executives a Specialty. 

TraveVHi Tech. Business. Fu/1-Svce. Qual. and Quant., Fin. , Med., 
Uti/., 3 Discussion Rms. Smith Market Research 

In-depth Probing & Practical Reports Maritz Marketing Research, Inc. 200 S. Hanover Ave. 

16 W. 501 58th St., Ste. 21A 3001 W. Big Beaver, Ste. 500 PACE, Inc. Lexington, KY 40502 

Clarendon Hills, IL 60514-1740 Troy, Ml48084 31700 Middlebelt Rd., Ste. 200 Ph. 606/269-9224 

Ph. 800·998·0830 or 708-986-0830 Ph. 313-643·6699 Farmington Hills, Ml 48334 Contact: Larry Smith 

Contact: Dr. Betsy Goodnow Contact: Michael Dawkins Ph. 313-553-4100 Consumers, Business, Women's fssues. 

15 Yrs. Experience, New/Revised Prod· Extensive Qualitative Experience in Contact: Peter J. Swetish 

ucts, Strategies/Tactics. Automotive. Full Service Vehicfe Specialist-OEM & 
Aftermarket Experience. 
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James Spanier Associates JaneL Stegner & Ascts. Sweeney International, ltd. The Travis Company, Inc. 
120 East 75th St. 2215 Penn Ave. So. 221 Main St. 509 Cathedral Parkway, Ste. 8E 
New York, NY 10021 Minneapolis, MN 55405 Danbury, CT 06810 New York, NY 10025 
Ph. 212·472·3766 Ph. 612·377·2490 Ph. 203· 7 48·1638 Ph. 212-222-0882 
Contact: Julie Horner Contact: Jane Stegner Contact: Timm Sweeney Contact: Jerry Travis 
Focus Groups And One-On-Ones Bus.-To-Bus./MedicaVFncl. Svcs./Agn'c., Qualitative Research. Member: QualitaUve Research and Consultation. 
In Broad Range Of Categories. Groups/1: 1's. ORCAIAMA/Advt. Club. 

Dan Wiese Marketing Research 
Dwight Spencer & Associates Strategic Directions Group, Inc. Thome Creative Rsch. Svces. 2108 Greenwood Dr., S.E. 
1290 Grandview Avenue 119 N. 4th SL, Ste. 311 65 Pondfield Rd., Ste. 3 Cedar Rapids, lA 52403 
Columbus, OH 43212 Minneapolis, MN 55401 Bronxville, NY 10708 Ph. 319-364·2866 
Ph. 614·488·3123 Ph. 612·341·4244 Ph. 91~337·1364 Contact: Dan Wiese 
Contact: Betty Spencer Contact: Doran J. Levy, Ph.D. Contact: Gina Thorne Highly Experienced: Farmers, Consum-
4'x16'MirrorViewingRm. Seats B-12. /n Nationally published authority on ma- fdeation, teens, New Product ers, Business. 
House AudioNid. Equip. ture market. Ad Concepts, Package Goods. 

Yarnell Inc. 
Spier Research Group Strategic Research Three Cedars Research 147 Columbia Tpke., #302 
1 Lookout Circle 4600 Devonshire Common 

533 N. 86th Street Florham Park, NJ 07932 
larchmont, NY 10538 

Fremont, CA 94536 
Omaha, NE 68114 Ph. 201 ·593-0050 

Ph. 914·834-3749 Ph. 402-393-0959 Contact: Steven M. Yarnefl 
Contact: Daisy Spier Ph. 415-797·5561 Contact: Sara Hemenwa.y New Product Development & PosWon-
Advtg.!Dir. Mktg.!Prod. Dev./Cons./Busi· Contact: Sylvia Wessef Executive Appointed Facility, Qua/ita· ing. HW/SW Cos. 
ness/FGI's/1 on 1 's. 400 Groups, Hi·Tech/MedicaV Finan· tive and Quantitative Research. 

cialrr ransportation Svces. 

TATECRO X OF MO ERA TOR 
Refer to Preceding Pag 

California Indiana Minnesota The Travis Company 

Analysis Research Ltd. Susan McQuilkin Cambridge Research, Inc. 
North Carolina Asian Marketing MedProbe Medical Mktg. Rsch. 

Auto Pacific Group, Inc. Iowa Rockwood Research Corp. Corporate Research Center, lnc. 
OMSC Research Dan Wiese Marketing Research Jane l. Stegner and A sets. DIAlS HealthCare Consultants 
Erlich Transcultural Consultants Strategic Directions Group Inc. Medical Marketing Research, Inc. 
Grieco Research Group, Inc. 

Kentucky Hispanic Marketing Missouri Ohio 
Lachman Research & Marketing Svces. Smith Market Research 

j2 The Answer Group 
Strategic Research, Inc. Maritz Marketing Research The Davon Group 

Louisiana Calo Research Services 
Colorado Focus Research Matrixx Marketing 
Pamela Rogers Research Nebraska Rodgers Marketing Research 

Maryland Three Cedars Research Dwight Spencer & Associates 

Connecticut Hammer Marketing Resources 
Aix;ess Research, Inc. Nancy Low & Associates, Inc. New Jersey Pennsylvania 
The Clowes Partnership MCC Qualitative Consulting lntersearch Corp. 
Groups Plus Massachusetts Jack Paxton & Associates 
Rudick Research Dolobowsky Qual. Svcs .• Inc. James M. Sears Associates Texas 
Sweeney International, Ltd. First Market Rsch. (L. Lynch) Yarnen Inc. First Market Rsch. (J. Heiman) 

Florida 
First Market Rsch. (J. Reynolds) 
The Marketing Partnership New York Washington 

Cunninghis Associates Randolph & Daniel Ebony Marketing Research, Inc. Consumer Opinion Services 

Illinois Michigan 
Find/SVP 
Focus Plus Wisconsin 

George I. Balch Brand Consulting Group Horowitz Associates Inc. 
Chamberlain Research Consultants 

Communications Workshop, Inc. KidFacts Research KS & R Consumer Testing Center 
Creative & Response Rsch. Svcs. Marilz Mar1<:eting Research, Inc. Leichliter Ascts. 
Doyle Research Associates Nordhaus Research, Inc. Market Navigation, Inc. 
D.S. Fraley & Associates PACE, Inc. James Spanier Associates 
In-depth Probing & Practical Reports Research Data Analysis Spier Research Group 
Irvine Consulting, Inc. Thorne Creative Research 
Leichliter Associates 

36 Quirk's Marketing Research Review 







P CI ~ c 0 s 0 OD RATORS 
Refer to Preceding Page Number and Contact arne 

ADVERTISING 
Analysis Research ltd. 
Brand Consulting Group 
Cambridge Research, Inc. 
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 
Maritz Marketing Research (MI) 
PACE, Inc. 
Research Data Analysis 
Rockwood Research Corporation 
Spier Research Group 
Sweeney International, Ltd. 
Thome Creative Research 
Dan Wiese Marketing Research 

AFRICAN-AMERICAN/ 
BLACK 
Ebony Marketing Research. Inc. 
J2 

AGRICULTURE 
Cambridge Research, Inc. 
Maritz Marketing Research (MO) 
Market Navigation. Inc. 
Rockwood Research Corporation 
Dan Wiese Marketing Research 

ALCOHOLIC BEV. 
Access Research, Inc. 
George I. Balch 
Creative & Response Rsch. Svcs. 

APPAREUFOOTWEAR 
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 TransculturaJ Consultants 
Maritz Marketing Research (MI) 
Maritz Marketing Research (MO) 
Matrixx Marketing-Research Div. 
PACE, Inc. 
Research Data Analysis 

BIO-TECH 
Calo Research Services 
lntersearch Corporation 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research, Inc. 
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BUS.· TO·BUS. 
Access Research, Inc. 
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 Research (J. Reynolds) 
lntersearch Corporation 
Maritz Marketing Research (MO) 
Rockwood Research Corporation 
James Spanier Associates 
Spier Research Group 
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 
Maritz Marketing Research (MI) 

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

CONSUMERS 
Chamberlain Research Cnsltnts. 
Consumer Opinion Services 
Creative & Response Rsch. Svcs. 
Diener & Associates, Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
lntersearch Corporation 
Maritz Marketing Research (MI) 
Maritz Marketing Research (MO) 
The Marketing Partnership 
Rodgers Marketing Research 
Thorne Creative Research 
Dan Wiese Marketing Research 

CUSTOMER 
SATISFACTION 
Strategic Research, Inc. 

DIRECT MARKETING 
Mantz Marketing Research (Ml} 
Spier Research Group 

EDUCATION 
In-depth Probing & Practical Reports 

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

ENVIRONMENTAL 
Diener & Associates, Inc. 

EXECUTIVES 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
First Market Research (J. Heiman) 
First Market Research (J. Reynolds) 
lntersearch Corporation 
PACE, Inc. 
James Spanier Associates 
Sweeney International, ltd. 

FINANCIAL SVCS. 
Access Research, Inc. 
Cambridge Research, Inc. 
Creative & Response Rsch. Svcs. 
The Davon Group 
Oolobowsky Qual. Svcs .• Inc. 
lntersearch Corporation 
Mantz Marketing Research (MO) 
Matrixx Marketing-Research Div. 
Nordhaus Research, Inc. 
The Research Center 
Rockwood Research Corporation 
James Spanier Associates 
Sweeney lnt'l. Ltd. 

FOOD PRODUCTS 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 

KidFacts Research 
Leichliter Associates 
Rockwood Research Corporation 
James Spanier Associates 
Thorne Creative Research 

HEALTH & BEAUTY 
PRODUCTS 
The Answer Group 
D.S. Fraley & Associates 
Mantz Marketing Research (MO) 
Thorne Creative Research 

HIEAL TH CARE 
Access Research, Inc. 
George I. BalCh 
Diener & Associates, Inc. 
Dolobowsky Qual. Svces., Inc. 
D/R/S HealthCare Consultants 
Erlich Transcultural Consultants 
Find/SVP 
First Markel Research (L. Lynch) 
First Market Research (J. Reynolds) 
lntersearch Corporation 
Irvine Consulting, Inc. 
Maritz Marketing Research (MO} 
Market Navigation. Inc. 
Matrixx Marketing-Research Div. 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research, Inc. 
Nordhaus Research, Inc. 
James Spanier Associates 

HISPANIC 
Analysis Research ltd. 
Ebony Marketing Research, Inc. 
Erll ich Transcultural Consultants 
Hispanic Marketing 

Communication Research 

IDEA GENERATION 
Analysis Research ltd. 
George I. Balch 
Brand Consulting Group 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
Leichliter Associates 
The Marketing Partnership 
Matrixx Marketing-Research Div. 
Sweeney International, Ltd. 
Thome Creative Research 

INDUSTRIAL 
First Market Research (J. Heiman) 
lntersearch Corporation 
Maritz Marketing Research (MO) 
Market Navigation, Inc. 
Strategic Research, Inc. 
Sweeney International, Ltd. 
Dan Wiese Marketing Research 

MANAGEMENT 
In-depth Probing & Practical Reports 

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

· Nordhaus Research, Inc. 
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MODERATOR 
TRAINING 
Cunninghis Associates 

NEW PRODUCT 
DEVELOPMENT 
Brand Consulting Group 
The Clowes Partnership 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
First Market Research (J. Heiman) 
First Market Research (L. Lynch) 
lntersearch Corporation 
KidFacts Research 
Leichliter Associates 
Maritz Marketing Research (MI) 
The Marketing Partnership 
James Spanier Associates 

PACKAGED GOODS 
The Answer Group 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
Maritz Marketing Research (MO) 
Thorne Creative Research 

PARENTS 
Doyle Research Associates 

PET PRODUCTS 
Calo Research Services 
Cambridge Research Inc. 
Rockwood Research Corporation 
Thorne Creative Research 

Data Use 
continued from p. 15 

PHARMACEUTICALS 
The Answer Group 
Creative & Response Rsch. Svcs. 
DIAlS HealthCare Consultants 
ln·depth Probing & Practical Reports 
lntersearch Corporation 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research, Inc. 

POLITICAL RESEARCH 
Chamberlain Research Cnsltnts. 

PRODUCT DESIGN 
In-depth Probing & Practical Reports 

PUBLIC POLICY 
RESEARCH 
George I. Balch 
The Davon Group 
Leichliter Associates 

PUBLISHING 
First Market Research (J. Heiman} 
D.S. Fraley & Associates 
Thorne Creative Research 
Dan Wiese Marketing Research 

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

SENIORS 
Diener & Associates, Inc. 

tenth month of the pon or hip. 
Longevity varie con iderably according to media ource. 

Thi ha big impJication when the organization i trying to 
improve it retention rate. lf a large portion of the marketing 
budget is given to media ource D. you can expect the retention 
rate to be drop. 

f course there are other con ideration be ide longevity to 

Figure 8 

Longevity by Year Sponsorship Started 
(Media Source C) 

percent rem n ng 

100% 

95% 

90% 198!1 

85% 1990 

80% 1991 

75% 

70% 

0 1 2 3 .. 5 8 7 8 9 10 11 12 

mon 1 

con ·ider when appropriating funds among competing m ·dia 
avenue . The co t of acqui ·jtion for orne media can becom 
prorubitive. orne media ource can be e hausted rather 
quickly and even if those sources do produce long-Jived spon-
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Erlich Transcultural Consultants 
In-depth Probing & Practical Reports 
Strategic Directions Group, Inc. 

SMALL BUSINESS/ 
ENTREPRENEURS 
Yame111nc. 

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

TEACHERS 
O.S. Fraley & Associates 

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

TELECOMMUNICATIONS 
Cunninghis Associates 
OMSC Research 
Find/SVP 
first Market Research (J. Heiman) 
Horowitz Associates Inc. 
lntersearch Corporation 
Maritz Marketing Research (MO) 

TELECONFERENCING 
Cambridge Research, Inc. 
Rockwood Research Corporation 

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

TOYS/GAMES 
KidFacts Research 

TRANSPORTATION 
SERVICES 
Sweeney International, Ltd. 

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

UTILITIES 
Chamberlain Research Cnsltnts. 
Nordhaus Research, Inc. 

WEALTHY 
ln·depth Probing & Practical Reports 

YOUTH 
Doyle Research Associates 
D.S. Fraley & Associates 

sors, they may not produ e en ugh , pon or to maintain the 
growth that i. expe ted. 

Besidesloo ingatvariou, gr up. of pon or. by .ourc orby 
type of sponsorship, we an look at spons rship longevity by 
year of joining. Figure 8 compare. long ity for pon or 
ace rding to wh nth y j ined. Only ·p n or hip from media 
·ource are consid red in this graph. Longevity fun tion are 
·hown for pon or hip that began in 198 , 1989, 1990 and 
199 J . The proportion remaining at the end of the twelfth month 
sh w that there ha been a decline in retenti n in each of the 
foury ar. shown. bout74o/t ofthe p nor hipfrornthel9 8 
ohort wer still active at the end of the twelfth month while 

only about 69% ofthos from 1991 were. Evidently longevity 
o· sponsors fr m thi m dia our e i beginning to lip. Other 
media our es were analyzed imilarly. ome were holding 
stead while oth r were lipping. 

onclu ion 
urvival anaJy ' i can be very useful in analyzing th retention 

of clients or p n ors ov r a period of time. It i. ca Lo tell from 
a graph of longevity functions which group isla ling longer and 
how much long r. It is al o a to tell whi h months are critical 
months wh nth rate of dropping out i high. tep can be taken 
to stem the loss of spon ·ors or client and improve retenti. n. 
1 One of the fBw is "The Benefits of Customer Retention Research" by Paul C. 
Lubin in Quirk's Marketing Research Review from October, 1992. 
2 A definitive book on survival analysis is ''Statistical Methods for Survival Data 
Analysis" by Elisa T. Lee, 1980, Belmont, California: Lifetime Learning Publica· 
lions. Survival analysis is a fairly broad topic which encompasses parametric and 
nonparametric assumptions about the data. Statistical tests for comparing 
survival functions, cumulative probability functions and hazard functions for 
different groups are available if you need to work with samples. The current 
analysis was performed on the total population of sponsorships which precludes 
the need tor concern with sampling error and all the statistical testing that implies. 
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h • irectory 
Editor' note: Due to the growing popularity of ethnic marketing research, QMRR is happy to introdm:e this 

directory of firms providing ethnic research services. The directory was compiled by sending listing forms to 
companies that had advertised a specialization in some aspect of ethnic research. As an added feature, we have 
placed an asterisk next to firms that indicated they are owned by a member of an ethnic minority, in response to 
reader requests for lists of such firms . We hope you find this directory useful. Please let w• know how we can improve 
next year's edition. 

Aim Research 
1 0456 Brian Mooney 
El Paso, TX 79935 
Ph. (915) 591 -4777 
Fax (915) 595-6305 
Linda Adams, Owner/director 
2 - Hispanic 

•Kathryn Alexander Enterprises, Inc. 
215 W. 95th St. , Ste. 14L 
New York, NY 10025 
Ph. (212} 222-0216 
Fax (212) 222-0528 
Beverle Perry, Research Associate 
1 - African-American, Hispanic 

Analysis Research 
4655 Ruffner St., #180 
San Diego, CA 92111 
Ph. (619) 268-4800 
Fax (619) 268-4892 
James F. Smith, President 
1, 2 - Hispanic 
(See advertisement on p. 24) 

January 1994 

•Asian Marketing Communlcatl·on 
Research 

1535 Winding Way 
Belmont, CA 94002 
Ph. (41 5) 595-5028 
Fax(415)595·5407 
Sandra M.J. Wong, Ph.D., Director 
1 - Asian 

Fu ll-service quali tat,ive and quantitative re­
search in most Asian languages. Copy test­
ing , motivational discovery, product design 
and evaluation, and cultural analysis for the 
positioning of products and services among 
Asians in the U.S. and abroad. Focus groups, 
in-depth interviews, surveys and tracking stud­
ies. Psycho-socio-cultu ral Asian researc c 
is our unique approach . Our own facilities in 
the multicultural San Francisco Bay area 
available. 

.. Asian Perspective, Inc. 
386 Broadway, 5th fl. 
New York, NY 10013 
Ph. (212) 431 -9366 
Fax (212) 431 -1282 
Grace Chin, Project Manager 
1 - Asian 

Behavior Research Center 
11 17 N. Third St. 
Phoenix, AZ 85002-3178 
Ph . (602) 258-4554 
Fax (602) 252-2729 
Earl de Berge, Research Director 
1 , 2 - Hispanic 

Belden & Russonello Research & 
Communications 
1250 I St. N.W., Ste. 460 
Washington, DC 20005 
Ph. (202) 789-2400 
Fax (202) 789-0022 
Nancy Belden, Partner 
1 - Hispanic 

•Bilingual Unlimlted Research 
P.O. Box 600923 
San Diego, CA 92160 
Ph. {619) 984-2111 
Carlos Ordaz, President 
1 - Asian, Hispanic 
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Cod 1-4 show the types of research e firm provides 
1 Full s rvice 
2 Data collectJon 
3 Data prooess11g1 ware 
4 Olner (spedredl 

ex1 re the gener I e1hnrcgroups the lrmspecialrzes in res archirog 

*Calle and Co. 
132 Round Hill Rd . 
Greenwich , CT 06831 ·3745 
Ph. (203) 661 -4889 
Fax (203) 661 -4989 
H. Martin Calle Jr., Chairman 
1, 2, 3 

·covington-Burgess Market Research 
Service 

666 11th St. N.W., Ste. 730 
Washington, DC 20001 
Ph . {202) 626-4640 
Fax (202) 628-3840 
Elizabeth Burgess, President 
1 · African-American , Hispanic 

*Data Collection Research Co. 
1683 N. Claiborne Ave. 
New Orleans, LA 7011 6 
Ph. (504) 947-7075 
Fax {504) 943-0407 
Linda DeCuir, Field Supervisor 
2, 3 - African-American, Asian, Hispanic 

DataSource 
3939 Priority Way S. Drive 
P.O. Box 80432 
Indianapolis, IN 46280-0432 
Ph . {800) 800-8370 
Fax (317) 843-8638 
Teresa Young , Director-Business Develop­
ment 
2, 3 - Hispanic 

Directions In Research, Inc. 
5353 Mission Center Rd., Ste. 310 
San Diego, CA 92108 
Ph. (800) 676-5883 
Fax (619) 299-5888 
Pat Funes, Account Executive 
1 - Hispanic 

Eastern Research Services 
130 South State Rd. 
Springfield, PA 19064 
Ph. (21 5) 543-0575 
Fax (215) 543-2577 
Kean Spencer, President 
2- Hispanic 

· *Ebony Marketing Research , Inc. 
' 2100 Bartow Avenue 

New York, NY 10469 
Ph. (718) 217-0842 
Fax(718) 320-3996 
Bruce Garfield , Vice President 
1,4 (qualitative) - African-American , Hispanic 

Erlich Transcultural Consultants 
21241 Ventura Blvd ., #193 
Woodland Hills, CA 91364 
Ph. {818) 226-1333 
Fax (818) 226-1338 
Andrew Erlich , President 
1 - Asian , Hispanic 

ETC is a full -service Latino and Asian qualita­
tive and quanti ative research firm . Focus 
groups, in-depth individual interviews and 
quantitative studies are conducted and super­
vised by bilingual, bicultural marketing profes­
sionals. Over 20 years marketing research 
experience for major companies in the U.S., 
Latin America, Canada and Asia. We also 
conduct cultural competence training semi­
nars. 
(See advertisement on p. 42) 

*Ethnic Marketing Research 
5714 Lankershim Blvd. 
N. Hotlywood, CA 91601 
Ph. (818) 762-8081 
Fax (818) 762-5144 
Karen Espanol, President 
2 - African-American , Asian, Hispanic 

Field Dynamics, Marketing Research 
17547 Ventura Blvd., Ste. 308 
Encino, CA 91316 
Ph. (818) 783-2502 
Fax(818)905-3216 
Tony Blass, President 
2 - African-American, Asian , Hispanic 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ F~~Dynam~s ~Los Ang~e~lea~ngpro­

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Erlich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226·1338 
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vider of ethnic field services. From our on-site 
telephone facility we recruit all ethnic back­
grounds in Spanish, Cantonese, Mandarin 
and many other languages and dialects. Our 
focus facility is equipped with translating equip­
ment and interpreters are available. Find out 
why the largest ethnic research firms choose 
Field Dynamics in Los Angeles. Call (818) 
783·2502 for a list of references. 
(See advertisement on p. 17) 

Findings tnt'!. Corp. 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. (305) 225-6517 
Fax (305) 225-6522 
Orlando Esquivel , President 
1, 2 - Hispanic 

Freeman, Sullivan & Co. 
131 Steuart St., Ste. 500 
San Francisco, CA 94105 
Ph. (415) 777-0707 
Fax (415)777-2420 
Patrice Souders, Business Development Mgr. 
1 , 2 - African-American, Asian, Hispanic 

GENESYS Sampling Systems 
Scott Plaza II , Ste. 630 
Philadelphia, PA 19113 
Ph . (215) 521 -6747 
Fax (215) 521 -6672 
Amy Starer, Vice President 
4 (sampling)- all ethnic groups 

GENESYS has the sampling experience and 
the technical expertise to help you target any 
low-incidence target group. Our ethnic sam-
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piing capabilities include gee-targeted ROD, 
listed surname, dual frame and many other 
sampling options. We will outline all your 
alternatives so you can decide which option 
will provide the optimal balance of represen­
tational accuracy and data collection cost. 
(See advertisement on p. 46) 

*Hispanic Market Connections, Inc. 
5150 El Camino Real, Ste. 0 -11 
Los Altos, CA 94022 
Ph. (415) 565-3859 
Fax ( 415) 565-387 4 
M. Isabel Valdes, President 
1- Hispanic 

Full service customized Hispanic marketing 
research with bicu It ural professionals . Focus 
groups, surveys, mall intercepts. Specialty : 
National Hispanic Databas c, brands and 
media annual tracker, acculturation, language 
and media mix segmentation, Hispanic Health 
Trends©, multivariate analysis, advertising 
copy test. 
(See advertisement on p. 43) 

*Hispanic Marketing Communication 
Research 

1535 Winding Way 
Belmont, CA 94002 
Ph . (415) 595-5028 
Fax (415) 595-5407 
Felipe Korzenny, Ph.D. , President 
1 -Hispanic 

Spanish language marketing research in the 
U.S. and Latin America. Full-service qualita­
tive and quantitative. Copy testing, motiva­
tion discovery, product design and evalua­
tion, and cultural analysis for the positioning 
of products and services among Hispanics. 
Focus groups, in-depth ·interviews, surveys 
and tracking studies. Psycho-socio-cultural 
Hispanic researc c is our unique approach. 
Our own facilities in San Francisco-San Jose 
Bay area available . 
(See advertisement on p. 45) 

Horowitz Associates Inc., Market Research 
& Consulting 
1971 Palmer Ave. 
Larchmont, NY 10538 
Ph. (914) 834-5999 
Fax (914) 834-5998 
Howard Horowitz, President 
1 - African-American , Asian, Hispanic 

Interviewing Service of America 
16005 Sherman Way 
Van Nuys, CA 91406-4024 
Ph. (818) 989-1044 
Fax(818)782-1309 
Michael Halberstam, President 
1 , 2, 3 - Asian 

Interviewing Service of America, Inc. , the 
largest computer-assisted telephone inter­
viewing marketing research data collection 
firm on the West Coast, is headquartered in 
Van Nuys, CA. Now with an office on the East 
Coast, the firm continues its 11-year history 
of multi-lingual service to clients in a wide 
range of industries including health care, 
transportation, entertainment, high technol­
ogy, media and telecommunications. 
(See advertisement on p. 44) 

*JAG Corporation 
617 Fourth Ave. S.E. 
Minneapolis, MN 55414 

January 1994 

Ph. (612) 331 -1586 
Fax (612) 628-0342 
Noel Jagolino, Manager, Marketing & Sales 
3 

• Juarez & Associates, Inc. 
12139 National Blvd. 
Los Angeles, CA 90064 
Ph. (310) 478-0826 
Fax (310) 479-1863 
Nicandro F. Juarez, President 
1 - Hispanic 

*Mari Hispanic Field Services 
2030 E. Fourth St. , Ste. 205 
Santa Ana, CA 92705 
Ph. (714) 667-8282 
Fax (71 4) 667-8290 
Mari Ram 
2 - His anic 

Hispanic te d 

their 

alu 

to 

cultural 

rese v 

traditi n , and 

id ntity. 

Maritz Ma~eting Research D. H. Macey Div. 
143 E. Main St. 
Lake Zurich, IL 60047 
Ph . (708} 438-4941 
Fax {708) 438-5896 
Dan Macey, Vice President 
1, 2, 3 - African-American. Hispanic 

Hispanic and non-Hispanic syndicated mea­
surement of product sales and share, pricing/ 
promotion, consumer buying behavior, among 
all consumer packaged goods outlets in top 
Hispanic markets. See market shares among 
Hispanics , Hispanic retail buying behavior, 
track sales, promotion analysis , Hispanic loy­
alty. 
(See advertisement on p. 3) 

The ability to unci r tand Hi pani ~ 

cultural valu and fore ast their 

influenc on a pur ha ing deci ion 

i vital to ucce ul Hi panic 

marketing program . 

In fact, an under tanding 

Hi panic lifestyl and value , · well 

a an appr iation of rhe ubderie 

f rh ir cultural conre.·rualizatiom, 

can mean the differen e b twe n 

mark ring u ess and f ilure. 

IIi pani M rket C nne rion In . 

i!. a bilingual, bicultural full er i c 

marker r ear h firm that provide 

insightful and tim ly market intelli ­

gence ab ut the Hi panic ·ommu­

nity' · p r ~eprion , attitude~ and 

purcha ing parr rn . 

Hispanic MARKET 
CONNECTIONS, INC. 
Billngcai/B1cullJral Ma·ket Research 

415/965-3859 
.51 0 ' I ·amino Real 

uit D-11 

Lo 

Woman/minorir owned. 
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Cod s 1-4 shov.• ltl types of researdl the firm proVld s 
1. Fulls Moe 
2. D ta collect1oo 
3. Data process1ng!so ware 
4 Olher (specWJed} 

eX! are the gener I e htucgroups tile 1rm spooa s 1n r searching 

*In responoo lo reader requests for lists or research nrms owned by 
mlnotitles, '"'e have used an asterisk to 111dicate 1rms 11n the directory 
that are owned by a member of an ethnic m1norrty. 

*Market Development, Inc. 
1643 Sixth Ave. 
San Diego, CA 92101 
Ph. (619) 232-5628 
Fax (619) 232-0373 
Roger S. Sennott, Vice PresidenVGeneral 
Manager 
1 - Hispanic 

*Market Intelligence 
9100 W. Bloomington Fwy. 
Bloomington, MN 55431 
Ph . (612) 888-8750 
Fax(612) 933-6825 
Ahmed T. Abdelaal, President 
1 - African-American, Middle-Eastern 

Market Segment Research, Inc. 
1320 S. Dixie Hwy., #120 
Coral Gables, FL 33146 
Ph. (305) 669-3900 
Fax (305) 669-3901 
Gary L. Berman, President 
1, 2 - African-American, Asian , Hispanic 

MBC 
60 Sutton Pl. S. 
New York, NY 10022 
Ph . (212) 888-1960 
Fax (212) 888-1960 
Mary Baroutakis, President 
1 - Asian, Hispanic, Middle-Eastern 

•Mclaughlin Research lnteNiewingSvce. , Inc. 
1118 Galloway St. N.E. 
Washington, DC 20011 
Ph. (202) 526-0177 
Fax (202) 526-8747 
Alma Mclaughlin, Owner 
2 - African-American, Hispanic 

.. Monterrey Research Group 
3069 N. Bartlett Ave. 
Milwaukee, WI 53211 
Ph. (414) 961 -7733 
Fax (414) 961 -7734 
Dr. Angelina Villarreal , President 
1 - Hispanic 

*MT& T Market Research 
Rt. 1 , Box 278 
La Feria, TX 78559 
Ph. (21 0) 797-4211 
Fax (21 0) 797-4244 
Ruben Cuellar, President 
2 - Hispanic 

•Multilingual Marketing Research 
P.O. Box 29023 
San Diego, CA 92129 
Ph. (619) 583-6243 
Fax (619) 632-5628 
Pablo Bernal , Ph.D., President 
1 - Asian, Hispanic 

*OmniTrak Group, Inc. 
17702 Cowen St. , Ste. 104 
INine CA 92714 
Ph. (714) 756-8305 
Fax (714) 756-8306 
Chris Stewart, Managing Director 
1, 2 - African American, Asian , Hispanic 

OMR (Oichak Market Research) 
7255-A Hanover Parkway 
Greenbelt, MD 20770 
Ph. (301) 441 -4660 
Fax (301) 474-4307 
Jill Siegel, President 
2 - African-American 

Paria Research Group 
390 W. 800 N. , Ste. 104 
Orem, UT 84057 
Ph. (800) 346-0255 
Fax (801) 226-4819 
Stephen Zimmerman, President 
1 

Our location gives us access to several prac­
ticing linguists, many of whom have been 
trained in the world's foremost language­
training facility . There are more than 50 differ­
ent languages to choose from. Our practicing 
linguists are readily available, prepared to 

-----~==========================~====================~---------t conductyoursuNeys in the language you 

HO;N'E or Qf(J7( SPECIJZL£./IPES H 

.2lS I 32{-.!llMt£1?_ I C.212{S 

S " f'PL/7{{; fJh' 'EmJ.(JC {j9WUP 

U.'Tl(Y)(S (i 'llLTU L/f'DIW~'TIC) 'D ['J(J'E 'IIPI:!WJ 

'Er.;r:,'J)~"[L!J. 'Wl(j'£.5/ Dt LU'JS 

With over even y ars experience and 7 5.000 Asian-American surv y ompleted. 
Interviewing Service o Am ri a Is the best solution for urv ying this population 
group. 

Cantoru.St Carn6orfifJII. 
Manrfan'n Laotian 

OT'tan 'ITWi 
Japantst ::Uian·lmfi!ln/ Jfanrfi 
'Vittnamue Malay 

'Tagalog/ lwcano/Ct6uarw 

Call for a bid or to dl u your next project. 
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or 
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at 

need. We'll conduct your suNeys using our 
state-of-the-art CATI software. 
(See advertisement on p. 18) 

Phase Ill Market Research 
1150 N. First St. , Ste. 211 
San Jose, CA 95112 
Ph. (408) 947-8661 
Fax (408) 293-9909 
Nancy Pitta, President 
2 - Asian, Hispanic 

QFact Marketing Research, Inc. 
9908 CaNer Rd. 
Cincinnati , OH 45242 
Ph. (513) 891 -2271 
Fax (513) 791 -7356 
Kathleen Thorman, Dir., Sales/Marketing 
2 - African-American 

Oua!iData Research, Inc. 
170 Garfield Pl . 
Brooklyn, NY 11215-21 06 
Ph. (718) 499-4690 
Fax (718) 499-0576 
Sharon Wolf, Principal 
1 - African-American, Asian Hispanic, Middle­
Eastern 

*Rainbow Research 
101 N. LaBrea Ave., #1 01 
Inglewood, CA 90301 
Ph. (31 0) 672-0045 
Fax (31 0) 672-0248 
Freda Spaulding, President 
1- African-American, Asian , Hispanic 
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RIVA Market Research 
4800 Montgomery Ln., Ste. 1000 
Bethesda, MD 20814 
Ph. (301) 652-3632 
Fax {301)907-0209 
Naomi R. Henderson, CEO 
4 {moderating/moderator training) 

Lee Slurzberg Research , Inc. 
158 Linwood Plaza, 3rd fl. 
Fort Lee, NJ 07024 
Ph. (201) 461 -6100 
Lee Slurzberg, President 
1 - African-Americans, Hispanic 

·carol Smith & Associates 
3706 TreeCrest Pkwy. 
Decatur, GA 30035 
Ph. (404) 593-9174 
Fax (404) 593-9368 
Carol G. Smith, President 
1 - African-American 

Spanish Business Services 
220 E. Fourth St. , Ste. 208 
Santa Ana, CA 92701 
Ph . (714) 568-0450 
Fax (714)568-0454 
Greg May, President 
1 - Hispanic 

•strategic Directions Group, Inc. 
119 N. Fourth St. , Ste. 311 
Minneapolis, MN 55401 
Ph . (612) 341 -4244 
Fax (612) 341 -4127 
Carol Morgan, President 
1 - Hispanic 

"Ray Suh & Associates , Inc. 
5696 Peachtree Pkwy. 
Norcross, GA 30092 
Ph. (404) 263-3773 
Fax (404) 263-3705 
Ray Suh, Principal 
1 - Asian 

SuperDatos de Mexico 
San Miguel 31 , #3 Delegaci6n Coyoacim 
Mexico D.F., CP 04030 
Mexico 
U.S. Ph. (800} 800-5055 
U.S. Fax (415) 392-7141 
Rich Anderson 
1 - Hispanic 

SuperDatos de Mexico provides a wide range 
of quantitative and qualitative research ser­
vices throughout Mexico, including central 
location intercept interviewing, telephone in­
terviewing, data tabulation and analysis, fo ­
cus group facilities, and focus group modera­
tion and analysis. It is jointly owned by two 
highly regarded U.S. firms , Hispanic Market­
ing Communication Research and Consumer 
Research Associates/Superooms. 

Hispanic Marketing 
Communication 
Research 

Our aim 
is th gold 
standard in 

inter ultural 
res ar h 

SH 
L GU E 
Inth u 
and a tin America 

Survey Sampling, Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. (203) 255-4200 
Fax (203) 254-0372 
Terrence Coen, Vice President, Sales & 
Marketing 
4 (sampling) - African-American , Asian, His­
panic 

The nation's leading source for statistically 
accurate , projectable and cost-efficient 
samples fortelephone , mail and door-to-door 
survey research . Specify from a wide array of 
geographic area definitions. Target Asians , 
Blacks, Hispanics, income and age. Since 
1977, over 30,000 samples selected for more 
than 1,600 market research companies, uni­
versities, media, health care, financial and 
political organizations. 
(See advertisement on p. 2) 

Surveys Unlimited, Cultural Research & 
Consulting 
1971 Palmer Ave. 
Larchmont, NY 1 0538 
Ph. {914) 834-6564 
Fax (914) 834-5998 
Alisse Waterston , President 
1 - African-American, Asian , Hispanic 

Asian Marketing 
Communication 

Research 
a Divi ion of HMCR 

ASIA 
UA ES 
and Asia 

A FULLS RVI UPPLIER V RIN UNITED STATE , A IN AMERICA, A D A IA 
uantitati e 

ocu s group , in-depth interviews, survey , and intercepts 

Bilin ual profe sional moderators, focus group facilities, and phone 
bank in th multicultural San Francisco-San Jose Bay Area 

Psycho- ocio-cul tural Hispanic and Asian Research© 

all: lip Korz nny, Ph. ., B tty nn Korz nny, Ph. D., Sandra M.J. Wong, Ph. 

Ph n 415 595 5028 FAX: 415 595 5407 

1535 Winding Way, Belmont, Calif rnia 94002 
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ETHNIC SAMPLING 
•Armenian 
•Cambod"an 
• Chinese 
• ilipino 
• Hispanic 
• ndian 

• Iran· an 
• Japan s 
• orea 
• hai 
• Vietnamese 
• tc ... 

balancing 
representation & 

efficiency 

ampling an ethnic population often po e a uniqu 
to urvey researchers. As with any low-incidence targ t gr up, 
th r s archer' goal i to collect data in an efficient cost- ffi c­
tiv manner while providing the eli nt with a r pr n ati 
ample of their target group. 

omp icating matters, study objective oft n vary. Bud t mi h 
be the primary concern today while tomorrow tudy d mand 
full r presentation. 

with the choic 

igned to your clients' specific needs. 

Our cu tom r s rvic taff wi1l happy to 
help you ·n determining the option that 
meet your needs. 

GENESYS SAMPLING SYSTEMS 
SCOTT PLAZA II + SUITE 630 + PHILA., PA 19113 

215-521 -67 4 7 
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Codes 1 show the types of r ardl oo fiflll provides 
1 Fulls MOO 

2 Data collection 
3 Data process1ng.'softwa r 
4 Q1her (spOCIIOO) 

ex are the {1Cn a me gro~s 111 iflll specializes., researching 

"Target Market Research 
5805 Blue Lagoon Dr. , Ste . 185 
Miami, FL 33126-2019 
Ph. (305) 262-1606 
Fax(305)262-0372 
Martin G. Cerda, President 
1 - Hispanic 

Full-service quantitative research among U.S. 
Hispanics on a national level. Specializing in 
custom-designed marketing and creative 
strategy studies, concept/product research , 
advertising presenting/tracking and market 
segmentation studies. Emphasizing quality 
in project design, implementation and analy­
sis. Approved supplier for 11 of the top 30 
advertisers according to gross Hispanic me­
dia expenditures. Brochure available upon 
request. Minority Business Enterprise (His­
panic). 

•rechnometrica, Inc. 
85 Kinderkamack Road 
Emerson, NJ 07630 
Ph. (20 1) 986-1288 
Fax (201) 986-0119 
Ravi lyer, Executive President 
1 

VAAl Market Research 
7022 Lattimore Drive 
Dallas , TX 75252 
Ph . (214) 407-9554 
Fax {214) 931 -5305 
JoAnn Hairston, President 
4 (qualitative) - African-American 

Venture Marketing Associates, Inc. 
3155 Hickory Hill Rd., Ste. 203 
Memphis, TN 38115 
Ph . {901} 795-6720 
Fax (90 1) 795-6763 
Alex Klein, President 
1 - African-American, Hispanic 

"Willmark Research Corp. 
16 N. Astor St. 
Irvington , NY 10533 
Ph. (914) 591 -3211 
Fax (914) 591 - 3213 
Patrick W. Lopez, President 
1 - Hispanic 
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s 
993-94 e ea c 

ur e ook S pple 
r 

t 
Alphabetic 

Section 
Accumark Services, Inc. (WV} p. 50 
The Advisory Group, Inc. (AB} p. 51 
AHF Marketing Research , Inc. (NY) p. 49 
Albany Field Research Center (NY) p. 49 
Ask Southern California, Inc. (CA) p. 47 
ASPEN RESEARCH, inc. (FL) p. 48 
The Burke Institute (KY) p . 50 
The BASES Group (CT) p. 48 
The BASES Group (NJ) p. 49 
The BASES Group (KY) p. 50 
Business Comm. Conslts., Inc. (MT) p. 49 
Business Information Center (NY) p. 49 
California Retail Survey (CA} p. 47 
Capstone Research , Inc. (NJ) p. 49 
Certified Marketing Services, Inc. (NY) p. 49 
Coast To CoastTelephone Center (CT) p. 48 
Echo Ultrasound (PA) p. 50 
Fitch, Inc. (OH) p. 50 
Fitch, Inc. (Br.) (MA) p. 48 

Geographic 
Section 

ARIZO A 

Phoeni 

The Insight Group Inc. 
311 W. Lynwood St. 
Phoenix , AZ 85003-1206 
Ph . (602) 340-1610 
Christopher J. Herbert, President 

Custom public opinion and market research . 
Full-service: focus groups , depth interviews, 
copy testing, survey research. Nationally­
recognized moderator with experience 
throughout the United States. Specialists in 
public affairs and public policy research for 
industry, associations, governments, and 
ballot proposition campaigns. Healthcare, 
insurance, land use and development, mem­
bership/non-profit organizations, and service 
industries research. Member: ORCA, 
AAPOR, AAPC. 

CA I OR A 

Lo Angeles 

Haug International 
1545 Wilshire Blvd., Ste . 214 
Los Angeles, CA 9001 7 
Ph. (213) 484-1207 
Fax (213) 484-6575 
Arne F. Haug, President 
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Focus Plus, Inc. (NY) p. 49 
Focus Probe, Inc. (NY) p. 49 
Focus Research (NY) p. 50 
G.M.K. Market Focus (DC) p. 48 
Gongos and Associates, Inc. (MI) p. 48 
Greenleaf Associates , Inc. (MA) p. 48 
Gulf States Research Ctr. (Br.) {LA) p. 48 
M.l. Harrison & Co. {OH) p. 50 
M.L. Harrison & Co. (Br.) (OH) p. 50 
Haug International {CA) p. 47 
Horizon Field Service (IL) p. 48 
Horowitz Associates, Inc. (NY) p. 50 
lnfoTek Research Group, Inc. (OR) p. 50 
INRA Europe (BEL} p. 51 
The Insight Group Inc. (AZ) p. 4 7 
JAG Corporation (MN} p. 48 
Kearney & Associates, Inc. (CO) p. 47 
Kearney & Associates , Inc. (Br.) (DC} p. 48 
Lee & Associates (NY) p. 50 
Linden Research Services , Inc. (LA) p. 48 
Linden Research Services (Br.) (TX) p. 50 

Los Angeles Field Research Center 
9846 White Oak Ave., Ste. 202 
Northridge, CA 91328-0676 
Ph. (818) 727-0929 
Fax (818) 727-7426 
Elizabeth Stevens, Vice President 

Orange County 

Ask Southern California, Inc. 
12437 Lewis St. 
Garden Grove, CA 92640 
Ph. {714} 750-7566, (800) 644-4ASK 
Fax (714) 750-7567 
Sue Amidei , CEO 
Jennifer Kerstner, President 

Your reliable data collection partners in South­
em California. Located between Los Ange­
les and San Diego in upscale Orange County 
near Disneyland and Anaheim Convention 
Center. Over thirty years in the field serving 
the Top 50 and other discerning clients with 
competitive prices. Efficient, dependable, 
well -dressed professionals. Large staff for 
overnight turnaround. Litigation interview­
ing, simulated juries, automotive clinics and 
conventions. Monitored central telephones. 
Accurate recruiting . SIGMA validation of all 
pre-recruited respondents . Area's largest 
focus group rooms. Observation rooms have 
tiered seating for 20. Private client lounges 
and restrooms. New mini-theater seats 50. 
Open seven days a week. Four airports; top 
hotels and restaurants . 

Linden Research Inc. (Br.) (LA) p. 48 
Los Angeles Field Research Ctr. (CA) p. 4 7 
M & M Research (PA) p. 50 
Market Potential, Inc. (CT) p. 48 
Marl<eteam Associates (MO) p. 48 
Penton Research Services (OH) p. 50 
Quality Strategies (TX) p. 50 
Quantime Corporation (NY) p. 50 
Rapid Research (ME) p. 48 
Rapid Transcript (PA) p. 50 
RSVP/Research Services (PA) p. 50 
Sachs Communications Grp., Inc. (NY) p. 50 
Saporito & Associates (NY) p. 50 
The Sensory Sciences Group {NJ) p. 49 
Silver Qualitative Research (MO) p. 49 
Southern Research Group (MS) p. 48 
TAl-Chicago', Inc. (ll) p. 48 
Technical Analysis, Inc. {NJ) p. 49 
Westfield Marketing , Inc. (NJ) p. 49 
Win·Loss (CA) p. 4 7 
Woods & Poole Economics, Inc. {DC) p. 48 

Sacramento 

California Retail Survey 
5303 Nyoda Way 
Carmichael, CA 95608-3082 
Ph. (916) 486-9403 
James Vaughn, President 

San a cisco 

Win·Loss 
716 Laurel St. , Ste. 12 
San Carlos, CA 94070 
Ph. (415) 595-8774 
Brett Welch, Project Manager 

COLORADO 

Denv r 

Kearney & Associates, Inc. 
1380 Lawrence St. , Ste. 820 
Denver, CO 80204 
Ph. {303) 534-3044 
Fax (303) 623-5426 
Kevin Kearney 
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CO ECTICUT 

artford 

Market Potential, Inc. 
77 Tunxis Road 
W. Hartford, CT 06107 
Ph. (203) 521 -8243 
Fax (203) 521 -3543 
Tom Fontaine, President 

Stamford 

The BASES Group 
55 Greens Farms Rd. 
Westport, CT 06880 
Ph . (203) 222-2100 
Fax (203) 222-2197 

Coast To Coast Telephone Center 
1351 Washington Blvd. 
Stamford, CT 06902 
Ph. (203) 325-2335 
Fax (203) 964-8269 
Ellen Guion, Vice President 

DISTR C 0 
COL MBA 

G.M.K. Market Focus 
1700 Wisconsin Ave. N.W. 
Washington, DC 30007 
Ph. (202) 337-0700 
Fax (202) 298-3400 
Susan Birrell, Dir. of Operations 

Kearney & Associates, Inc. (Br.) 
61 00 Executive Blvd. 
Rockville . MD 20852 
Ph . (303) 816-2511 
Fax (303} 816-2550 

Woods & Poole Economics, Inc. 
1794 Columbia Rd. N.W. , #4 
Washington , DC 20009-2805 
Ph . (202) 332-7111 
Martin Holdrish, Senior Economist 

County projections to 2015 for population, 
households, employment, income, earnings 
and retail sales. Available in print, disk, tape 
or CD-ROM. More than 300 variables for 
every county for every year from 1970 to 
2015. 

LORIDA 

iami 

ASPEN RESEARCH, inc. 
401 Miracle Mile, Ste. 411 
Coral Gables, FL 33134 
Ph . (305) 444-9788 
Fax (305) 444-9670 
Margery Isis Schwartz, President 

Survey and qualitative research with exper­
tise in new product development and evalu­
ation, pre/post-advertising research, ATU 

48 

tracking studies, concept testing and market SSAC US TTS 
segmentation. Highly experienced in travel 
and tourism and restaurants/fast food indus-
try. Certified minority business enterprise Bo ton 
(CMBE). 

ILL OIS 

Chicago 

Horizon Field Service 
609 W. Barry 
Chicago, IL 60657 
Ph . (312) 525-2101 
Fax (312) 525-2104 
Tina, Office Coordinator 

TAl-Chicago, Inc. 
Two Prudential Plaza, Ste. 4450 
Chicago, IL 60601 
Ph. (312) 565-4343 
Fax (312) 565-4450 
Mark DiVito, Manager of Operations 
(See advertisement on the back cover) 

LOU S NA 

ew Orlean 

Gulf States Research Ctr. (Br.) 
4436 Veterans Memorial Hwy. 
Metairie, LA 70006 
Ph. (800) 848-2555 
Fax {504) 925-9990 

Linden Research Services, Inc. 
197-36 Westbank Expwy. 
Gretna, LA 70053 
Ph . (504} 368-9825 
Fax (504) 368-9866 
Marty Olson, Director of Operations 

linden Research, Inc. (Br.) 
Metairie, LA 70002 
Ph . (504) 837-0013 
Fax (504) 837-0012 
Myrna Linden 

M I E 

Bangor 

Rapid Research 
115 Essex St. 
Bangor, ME 04401 -5301 
Ph. {207) 942-6454 
Fax (207) 942-6664 
Doris Des Isles, Owner 

A full capacity field service with over 30 years 
experience offering efficient, dependable and 
professionally trained personneL We spe­
cialize in all areas of consumer research : 
door-to-door, telephone, mall intercept, pre­
recruit, executive and professional , in-depth 
and on- and off-premise interviewing ; focus 
group recruitment, product placement/pick­
up, taste tests, mystery shopping, couponing/ 
sampling . audits and in-store demonstrations 
and merchandising. 

Fitch, Inc. (Br.) 
139 Lewis Wharf 
Boston, MA 0211 0 
Ph. (617} 367-1491 
Fax (617) 367-1996 

Greenleaf Associates, Inc. 
800 South Street 
Waltham, MA 02154 
Ph. (617) 899-0003 
Fax (617) 899-5545 
Marcia N. Trook, President 

Custom-designed market research and con­
sulting services . International experience. 
Complete professional services for qualita­
tive and quantitative studies. Particular ex­
pertise with new product research on 
children's products, publications and direct 
mail. 

MICH GA 

Detroit 

Gongos and Associates, Inc. 
3271 Five Point Dr. , Ste. 105 
Auburn Hills, Ml 48326 
Ph. (313) 340-9090 
Fax (313) 340-9393 
John Gongos, President 

Minneapolis/St. Paul 

JAG Corporatfon 
617 4th Ave. S.E. 
Minneapolis, MN 55414 
Ph . (612) 331 -1586 
Fax (612} 628-0342 
Noel Jagolino, Mgr. Mktg . & Sis. 

MISS SSIPPI 

Jack on 

Southern Research Group 
460 Briarwood Or., Ste. 300 
Jackson, MS 39206 
Ph . (800) 777-0736 
Terri Abraham, Vice President 

MISSOURI 

St. Loui 

Marketeam Associates 
1807 Park 270 Dr., Ste. 300 
St. Louis, MO 63146 
Ph . (31 4) 878-7667 
Fax (314) 878-7616 
David Tugend, Vice President Client Services 
Victoria Thies, Director Field Operations 

Specialists in conducting research among 
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consumers, farmers, medical professionals, 
business executives and technical support 
staff. CRT center and focus group facilities in 
trend setting West County. Marketeam offers 
a full range of research services including 
data collection and analysis. 

Silver Qualitative Research 
27 Crosswinds Drive 
St. Louis, MO 63132-4303 
Ph. (314) 991 -2739 
Fax (314) 569-1368 
Robert M. Silver, President 

MOTA A 

Billing 

Business Communication Consultants, Inc. 
P.O. Box 555 
Billings, MT 59103 
Ph . (406) 248-4404 
Chuck Tooley, President 

WJ RS Y 

othem wJ r y 

The BASES Group 
1055 Parsippany Blvd., Ste. 301 
Parsippany, NJ 07054 
Ph . (201) 299-2200 
Fax{201)299-2270 

Capstone Research, Inc. 
623 Ridge Rd. 
Lyndhurst, NJ 07071 
Ph. (201) 939·0600 
Constance Petersen 

· The Sensory Sciences Group 
501 George St. 
New Brunswick, NJ 08903-2400 
Ph. (908) 524-6816 
Fax(908)247-7482 
Dr. Stephen Wiet, Principal 

Technical Analysis, Inc. 
20 E. Oakdene Ave. 
Teaneck, NJ 07666 
Ph. (20 1) 836-1500 
Fax (201) 836-1959 
Pat Herman, Gen. Mgr.- Teaneck 
(See advertisement on the back cover) 

Westfield Marketing , Inc. 
234 West Dredley Ave. 
Westfield, NJ 07090 
Ph. (908) 654-0200 
Fax (908) 654-0290 
Mary Brautegam, Managing Partner 

EWYORK 

bany 

Albany Field Research Center 
7 Hudson Street 
Kinderhook, NY 121 06 
Ph. (518) 758-6400 
Fax (518) 758-6451 
Diane Montes, Manager 

January 1994 

Certified Marketing Services, Inc. 
7 Hudson Street 
Kinderhook, NY 12106 
Ph. (518) 758-6400 
Fax (518) 758-6451 
Sherry Gildersleeve, Manager 

ew York City 

AHF Marketing Research , Inc. 
1 00 Avenue of the Americas 
New York, NY 10013 
Ph. (212) 941 -5555 
Fax (212) 941 -7031 
Beryl L. Levitt, President 
Tiber Weiss, Chairman 
Bill Monsky, Senior Vice President 
Marshall Bias , Senior Vice President 
Mindy Rhindress, Vice President 

Full-service, custom-design qualitative/quan­
titative research . Small-scale tests to full­
scale national studies, using AHF's national 
probability sample. Consumer, executive, 
business-to-business research; legal re­
search concept and copy testing, position­
ing, segmentation and tracking studies . Full 
multivariate skills; LoMACAST MODEL for 
new product forecasting , 1 GO-station in-house 
CATI/WATS facility or personal outside inter­
viewing . Spacious on-premises conference/ 
focus group center with state-of-the-art au­
dio/video capabilities. Test kitchen ; on-site 
Hispanic division, in-house computer and 
graphics divisions. Brochures available. 

Business Information Center 
At The College of Insurance 
101 Murray St. 
New York, NY 10007-2132 
Ph. (212) 815-9270 
Fax (212) 815-9272 
Patricia L. Saporito Director 

Secondary research services specializing in 

the insurance industry including online and 
manual research and document delivery. Our 
onsite reference collection is The College's 
Library, the oldest and largest insurance li­
brary in the U.S. We have over 140,000 book 
volumes, 70,000 items in our subject files 
and 400 trade and business periodicals dat­
ing back before 1901 . Other sources used, 
as needed. 

Focus Plus, Inc. 
79 Fifth Ave. 
New York, NY 10003 
Ph. (212) 675-0142 
Fax (212) 645-3171 
Elizabeth Lobrano, Director 
Jim Ralston , Account Executive 

NYC's most beautiful, spacious, state-of-the­
art qualitative research facility. Superior qual­
ity control procedures include in-house re­
cruiting. Luxurious client amenities with large, 
comfortable client rooms seating up to 20. 
Nationwide network. Facility rental , recruit­
ment, moderation, analysis. Owner operated. 

Focus Probe, Inc. 
18 w. 45th, #'1000 
New York, NY 10036 
Ph. {212) 819-0430 
Fax (212) 819-0497 
Mike Anastas, President 

Custom studies among professional, execu­
tives, homemakers or teenagers, based on 
focus groups or the FOCUS PROBE™ 
method of one-to-one interviewing. Espe­
cially experienced in communications re­
search, analyzing product ideas, advertising 
concepts and television advertising before or 
after production. 

When ou're o cerned out Qua· 
erformance and our Bottom Line 
all The elepho e Re earch Pr fe iona 

eil B1 feld 
Pre ·id nt 

• Full upport ervic :Questionnaire 
A i tan e, ample D velopment, 

ring oding, Data Pr e . in 

ecutive, Industrial. Finan ial, Medical 

2 5-969- 500 
1916 I h Road Mi hael F ldman 

Philadelphia, P 1911- Executiv V.P. 
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Focus Research 
1 02 West 75th St. 
New York, NY 10023 
Ph. {212) 580-3294 
Or. Barbara Swanson, President 

Horowitz Associates, Inc. 
1971 Palmer Ave. 
Larchmont, NY 1 0538-2439 
Ph. (914) 834-5999 
Fax (914}834-5998 
Howard Horowitz, President 

Lee & Associates 
100 Surrey Commons 
Lynbrook NY 11563 
Ph . {516} 887-4157 
Fax (516) 596-1537 
Lee Wolff Saltz, Managing Director 

Quantime Corporation 
11 East 26th St., 16th Fir. 
New York, NY 10010 
Ph. (212) 447-5300 
Fax (212) 447-9097 
Joseph Marinelli , President 

Sachs Communications Group, Inc. 
200 Varick St., Ste. 910 
New York, NY 10014 
Ph. (212) 924-1600 
Fax (212} 924-1638 
Kathleen Torrey, Facility Manager 

Saporito & Associates 
1 01 Murray St. 
New York, NY 1.0007-2132 
Ph . (212} 815-9270 
Fax (212) 815-9272 
Patricia Saporito, President 

Full service research firm specializing in the 
insurance industry information. Services in­
clude market and general research , competi­
tor analysis , custom surveys, and research 
training and consulting. 

0 0 

Cincinnati 

The Burke Institute 
BBI Marketing Services, Inc. 
50 E. Rivercenter Blvd. 
Covington, KY 41011 
Ph. {800) 544-7373 ext. 6135 
or (606) 655-6135 
Lisa Raffignone, Mktg. Mgr. 
B. (Sid) Venkatesh 

When you attend a Burke Institute seminar 
you participate in more than an exciting, o~ 
target learning experience. You learn from 
what we have learned by doing1 tens of thou­
sands of marketing research studies. Our 
seminars reflect this invaluable depth of real ­
life expertise not available to you anywhere 
else. Offered are 30 plus seminar topics 
ranging from practical marketing research, 
questionnaire design, writing actionable mar­
keting research reports, to intense tools & 
techniques of data analysis and practical 

50 

multivariate analysis. We cordially invite you 
to learn marketing research methods and 
applications from the professionals who have 
done more customized marketing research 
and have taught it to more people than any­
one else in the world! 
(See advertisement on p. 55) 

The BASES Group 
50 E. Rivercenter Blvd., #1 000 
Covington , KY 41011 
Ph . (606) 655-6126 
Fax (606) 655-6100 
Steven A. Wilson , President 

M.L. Harrison & Co. 
1522 Dixie Highway, Ste. 110 
Park Hills , KY 41017 
Ph. (606) 431 -2599 
Margaret Harrison, Pnesident 

M.L. Harrison & Co. (Br.) 
P.O. Box 141017 
Cincinnati, OH 45250 
Ph. (606) 431 -2599 

Clev land 

Penton Research Services 
1100 Superior Ave. 
Cleveland , OH 44114-2543 
Ph . (216} 696-7000 
Fax (216) 696-4135 
Kenneth Long , Director 

olumbus 

Fitch , Inc. 
1 0350 Olentangy River Rd. 
Worthington, OH 43085 
Ph. (614) 885-3453 
Fax (614) 885-4289 
William Faust, Vice President 

OR GO 

Portland 

lnfoTek Research Group, Inc. 
4900 S.W. Griffith Dr. , Ste. 274 
Beaverton, OR 97005 
Ph. (503) 644-0644 
Fax {503) 641-0771 
Bill Fye, Operations Manager 

PE SYLVA lA 

arrisburg 

Echo Ultrasound 
R.R. 2, Box 118 
Reedsville , PA 17084-9772 
Ph . (717) 667-3266 
Fax (717) 667-6843 
Barbara Karr, Marketing Assistant 

M & M Research 
609 Bolser Ave. 
Lemoyne, PA 17043 
Ph . (717) 763-4811 
Fax (717) 737-7116 
Mary Ellen Donohue, Owner 

Philadelphia 

Rapid Transcript 
3405 Elizabeth's Ct. 
N. Wales, PA 19454 
Ph . (215) 362-5838 
Joy Bitetz, M.A. 

Transcriptions: depth interview and focus 
group. Eight years experience ; references ; 
strong medical and English background. 
Rough or manuscript quality. Wordperfect 
5.1 . Also offers full secretarial support includ­
ing report and questionnaire drafts and prepa­
ration. Reasonable rates. Will Fed Ex fin ­
ished products. Joy Biletz 215-362-5838. 
3405 Elizabe·th 's Ct. , N. Wales, PA 19454. 

RSVP/Research Services 
1916 Welsh Rd. 
Philadelphia, PA 19115 
Ph . (215) 969-8500 
Fax (215) 969-3717 
Neil J . Blefeld , President 
Michael G. Feldman, Exec. Vice President 

Large, independent WA TS service directed 
by research professionals. State of the art 
technology with strong quality control em­
phasis. Over 20 years experience in tele­
phone research. 60 stations, complete CRT 
services, computerized least cost routing , 
client on-site and off-site monitoring. Na­
tional , regional , local coverage. Consumer,· 
executive, business to business financial 
and medical interviewing. Provides full sup­
port services including: questionnaire assis­
tance, sample development, coding, data 
processing , printing and collating. 
(See advertisement on p. 49) 

TEXAS 

Dalla I t. Worth 

linden Research Services (Br.) 
4800 Hulen St. 
Ft. Worth , TX 76132 
Ph . (817) 370-7678 
Rhonda Linden 

Quality Strategies 
7850 North Beltline Rd. 
Irving, TX 75063 
Ph . (214) 506-3431 
Corinne Maginnis, President 

W STVIRGI I 

Parker burg 

Accumark Services, Inc. 
501 Avery St. 
Parkersburg, WV 26101 
Ph. (304) 424-5951 
Fax(304)424-5776 
Judy Sheppard , Account Executive 
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CANADA 

lberta 
The Advisory Group, Inc. 
990-407 2nd St. S.W. 
Calgary, AB T2P 2Y3 
Ph . (403) 264-2440 
Karen Paul, Senior Consultant 

I TER AT 0 AL 

Belgium 
INRA Europe 
18, Avenue R. Vandendriessche 
1150 Brussels, Belgium 
Ph. 32-2-772-44-44 
Fax 32-2-772-40-79 

B 

Specialty 
Cross-Index 

RI'.,,.,. I'~~"--

Marketeam Associates (MO} p. 48 

0 EPT DEVELOPMENT 
Greenleaf Associates, Inc. (MA) p. 48 

0 UMERR .E R "H 

FO GRO P- OD R TOR 
TR I I 
BBI Marketing Services, Inc. (KY) p. 50 

0 GRO -R R TI 
Lee & Associates (NY) p. 50 
Rapid Research (ME) p. 48 

0 P-
RIPTIO 

Rapid Transcript (PA) p. 50 

INTERVIEW! G ERVI ES­
DA T A OLLE "'TION FIELD 
SERVI "'E 
Marketeam Associates (MO) p. 48 
INTERVIEWI G ERVI ~E -
MEDIC 
Marketeam Associates (MO) p. 48 
I T RVI WI R I 
TELEPHO E 

RSVP/Research Services (PA) p. 50 

LEGAL RE EAR ,H 
Marketeam Associates (MO) p. 48 

M JL R EY 
Greenleaf Associates, Inc. (MA} p. 48 
MALL INTER PT 
Marketeam Associates (MO) p. 48 
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M R ETI G RE E R H-F LL 
ERVI E 

Greenleaf Associates, Inc. (MA) p. 48 
Marketeam Associates (MO) p. 48 
Saporito & Associates (NY) p. 50 

T RE EAR H 
Greenleaf Associates, Inc. (MA) p. 48 

PRIMARY RESE RCH 
Saporito & Associates (NY) p. 50 

Q ANTITATIVE RESEAR H 
Greenleaf Associates, lnc. (MA) p. 48 

ODRR RH 
Bus. Info. Ctr. at Coli. of Ins. (NY) p. 50 

TE ~H I ~AL EV LU TIONS 
Marketeam Associates (MO) p. 48 
TRANS , RIPTION SERVICES 
Rapid Transcript (PA) p. 50 

GRI T RE/ GRIB I E , 
Marketeam Associates (MO) p. 48 

B JNE -TO·B I ES 
Marketeam Associates (MO) p. 48 
RSVP/Research Services (PA) p. 50 

HILDR 
Greenleaf Associates, Inc. (MA) p. 48 

OMP TER. 
Lee & Associates (NY} p. 50 

0 , MER 
Greenleaf Associates, Inc. (MA) p. 48 
Marketeam Associates (MO) p. 48 

Marketeam Associates (MO) p. 48 

M T/ 

Marketeam Associates (MO) p. 48 
RSVP/Research Services (PA) p. 50 

HEALTH "'ARE 
RSVP/Research Services (PA) p. 50 

HO PIT AL I R I G HOl\tlE 
Marketeam Associates {MO) p. 48 

I URA E 
Bus. Info. Ctr. at Coli. of Ins. (NY) p. 49 
Saporito & Associates (NY) p. 50 

LEGAL 
Marketeam Associates (MO) p. 48 

MEDI AL 
Marketeam Associates (MO) p. 48 
RSVP/Research Services (PA) p. 50 

MEDICAL/ URGICAL PROD. 
Marketeam Associates (MO) p. 48 

PH RMA L 
PROD T 
Marketeam Associates (MO) p. 48 

PH I I 
Marketeam Associates (MO) p. 48 

RSVP/Research Services (PA) p. 50 

0 IAL ERVICES 
Marketeam Associates (MO) p. 48 

T ,. H OLOGY 
Lee & Associates (NY) p. 50 

Personnel 
Index 

Abraham, Terri, Southern Research Group p. 48 
Amidei, Sue, Ask Southern California, Inc. p. 47 
Anastas, Mike, Focus Probe, Inc. p. 49 

Biletz. Joy, Rapid Transcript p. 50 
Birrell, Susan, G.M.K. Market Focus p. 48 
Bias, Marshall, AHF Marketing Res~arch , Inc. p. 49 
Blefeld, Neil, RSVP/Research Servrces p. 50 
Brautegam, Mary, Westfield Marketing, Inc. p. 49 

Des Isles, Doris, Rapid Research p. 48 
DiVito, Mark, TAI·Chicago, Inc. p. 48 
Donohue, Marry Ellen, M & M Research p. 50 

Faust, William, Fitch, Inc. p. 50 
Feldman, Michael, RSVP/Research Services p. 50 
Fontaine, Tom, Market Potential, Inc. p. 48 
Fye, Bill , lnfoTek Research Group, Inc. p. 50 

Gildersleeve, Sherry, Certified Marketing Svces. p. 49 
Gongos, John, Gongos and Associates, Inc. p. 48 
Guion, Ellen, Coast To Coast Telephone Center p. 48 

Harrison, Margaret, M.L. Harrison & Co. p. 50 
Haug, Arne, Haug International p. 47 
Herbert, Christopher, The Insight Group, Inc. p. 47 
Herman, Pat, Technical Analysis, Inc. p. 49 
Holdrish, Martin, Woods & Poole Economics, Inc. p. 48 
Horowitz, Howard, Horowitz Associates, Inc. p. 50 

Isis Schwartz, Margery, ASPEN RESEARCH, inc. p. 48 

Jagolino, Noel, JAG Corporation p. 48 

Karr, Barbara, Echo Ultrasound p. 50 
Kearney, Kevin, Kearney & Associates, Inc. p. 47 
Kerstner Jennifer, Ask Southern California, Inc. p. 47 

Levitt, Beryl, AHF Marketing Research, Inc. p. 49 
Linden, Myrna, Linden Research, Inc. p. 48 
Linden, Rhonda, Linden Research Services p. 50 
Lobrano, El izabeth, Focus Plus, Inc. p. 49 
Long, Kenneth, Penton Research Services p. 50 

Maginnis, Corinne, Quality Strategies p. 50 
Marinelli, Joseph, Quantime Corporation p. 50 
Monsky, Bill , AHF Marketing Research, Inc. p. 49 
Montes, Diane, Albany Field Research Center p. 49 

Olson, Marty, L'nden Research Services, Inc. p. 48 

Paul, Karen, The Advisory Group, Inc. p. 51 
Petersen. Constance, Capstone Research, Inc. p. 49 

Raffignone, Lisa, BBI Marketing Services. Inc. p. 50 
Ralston, Jim, Focus Plus, Inc. p. 49 
Rhindress, Mindy, AHF Marketing Research, Inc. p. 49 

Saporito, Patricia, Bus. Info. Ctr. at Coli. of Ins. p. 49 
Saporito, Patricia Saporito & Associates p. 50 
Sheppard, Judy, Accumark Services, Inc. p. 50 
Silver, Robert, Silver Qualitative Research p. 49 
Stevens, Elizabeth, L.A. Field Research Center p. 47 
Swanson, Barbara, Focus Research p. 50 

Thies, Victoria, Marketeam Associates p. 48 
Tooley, Chuck, Business Comm. Cnsltnts. p. 49 
Torrey, Kathleen, Sachs Communications Group p. 50 
Twok, Marcia, Greenleaf Associates, Inc. p. 48 
Tugend, David, Marketeam Associates p. 48 

Vaughn, James, California Retail Survey p. 47 
Venkatesh, B. (Sid), BBI Mar1<eting Services, Inc. p. 50 

Weiss, Tiber, AHF Marketing Research, Inc. p. 49 
Welch, Brett, Win•Loss p. 47 
Wiet. Stephen, The Sensory Sciences Group p. 49 
Wilson, Steven, The BASES Group, p. 50 
Wolff, Saltz, Lee, Lee & Associates p. 50 
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Product & Service Update 
continued from p. 25 

tool fore pl ring relation hip in multi­
variat data. The tool wa d el ped by 
thee pl ratory i ualizationg11 up at the 
IBMre earchcemerin Yorktown Heigh , 

.Y. BMDP will market the package a 
BMDP/DIA D. It began hipping 

/2 and IX e i n thi fall. The 
package tran £ nn data and tati tic 
into graphic . lt provide many imulta­
n u ·data pre entation , in ludingacon­
ci egl balview,vari u tw -, three-·nd 
four-dimen i nal pl t and orted table 
of univariat and bivariate ·tati:ti . Jt 
als in tude thre -di mensional 
. catterplot , para1lel c rdinate pi t. and 
panun tric nakepl ts.AIIdataandgraph­
ic: wind w · are dynamically link d. All 

perations are ba. ed on simple m us 
and k ystr k functions. The pa kagc 
in ·lud ·s th utility I , a multidimcn­
si nal visualization to I. or more in~ r­
mati n call William and rs at 00--3 -
26 7. 

Gale offers ispanic 
sourcebook 

GaleR s arch Inc. , D troit, has pub­
li h d th .. Hispani ~ Mark t I Iandbook." 
written y M. I a I ald ~ ·. ofHispani 
Market onnection ·• · Altos, ali f .• 
and d mograph r Dr. Marta ane. e 

ok i a reference c v ring hi ·torical 
background, ial networks.demograph­
i ·s,k ymarketindicators,J1•gionalization. 
IIispani pr fil s, . p nding habits, . l -

ot p s language,advertising, ·a:· ·stud­
i sand quantitative/qualitali e rcsear ·h, 
and m r . or more infonnation, call 

- 77-

Mercator releases Snap 
Professional 

M rcat r orp.. w ury. Ma'\s .. has 
11 I ased nap Profes ·i nal , a P -ba:ed 
que ti nnaire de ign and analy. is soft­
war for or ind w ·. nap Profe ·­
:ional provides a comprehensiv frame­
work for an type of questi nnaire re-

ar h pr ~ ct. It caleulaL multi-l vel 
fillers, weight. :cor . , ind alu : and 
table-ba. ed tatistics, with a batch facil­
ity to produc multi pi tabl :. nap Pro­
~ ssi nal pr ides a range f ' rt fa­
cilitie · to word proce ing, . preadsheet 
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and pre entati n graphic oftware t r 
analy i and lh riginal ur y data. It 
can al be u ed to analyze data fr m 
other y tern . Pr duct infonnation and a 
free, fully intern ti e Snap Pr fe i n~ l 
evaluati ndi ketteareavailable; allJe -
ica Rathke at 50 -463 Ot 3. 

Rockwood to offer feed 
dealers study 

R w d Re earch, t. P uL inn., 
will offer an mnibu. tudy H d d al­
er , tarting in ebruary. l11e omnibu 
tudy will onta tarepre entative ample 

of200 .. ~ ed dealer . . a h with m r 
than 250, 0 gro feed ale . arne 
will be rand mJy elected from Fam1 
Journal magazin 's databru e. Th study 
will meru·ure awarene ·s, brand ·atisfa -
tion and ·ale. repre. entati n ati. fa ti n. 
among other issues. D ad line for partici­
pating in Lh study is Jan. 31, 1 4. 
mor information call 612-6 1- 1977. 

SPSS offers Windows 
developer's kit 

hicag -ba. ed P In . has intro-
duced the P SforWind wsDcvelopcr's 

Judith Kobler at 212 0- 5 5. 

Q!Media introduces 
Windows presentation 
upgrade 

/Media ftware orp., Vane uv r, 
B .. , anada, ha introduc d Q/Media 
or Window ver ion I .2, an enhance­

ment to it entry-le el multimedia pre-
entation t L Th pr gram can b u ed 

m a stand-a! ne tool or in c njuncti n 
with p pularpres ntation graphics pack­
age from which u · rs can import e i t­
ingslidesh ws. The program's "clip list" 
multimedia fil fr nt-end all w · u · r: t 
"drag and drop" graphic , animati n, 
ound and vid nto the . ere n. : r. 

can rep :iLion, r siz and syn hroniz 
bje t · with ut scripting. pr gramming 

or file c nvcrsions. nhan em nls in­
clude: a "vi wcr" application forroyalt -
fre distri uti n ffinish d pr s nlati ns~ 

multilin t • t fields; alignment, sizing 
and Ia ut tools plus pand d mo ing 
and dragging fun ti n:; a preview ea­
tur fi r e amining fil s for bringing 
objects int the diting · TC ·n; and mul­
tiple additions LO lh "dip Jist." 

Kit,atoolkitforint grating P graph- r-------------­
ing. r; ·porting and statistics to any n w or 
existing Wind " s- ased applicati n. 
With th n " kit. oftwar d 1 per. 
canquicklyintegrateand u t miz P 
6.0 for Windows in specializ d applica­
tion. . 1 kit include :The P b~ect 

linking and embedding 2.0 aut mation, 
whi hint grate: P S for Windows with 
other appli ·ati ns: user int rface m difi ­
cation kit for customization; third-party 
application programming interfa , \ hi ·h 
all ws other applicati n t be launched 
rom within P for Windows: P 

d velop r's kit handbook: and appli a­
tion ample ·. or more inti nnati n call 
00-54 -92 2. 

Market acts introduces 
customer satisfaction 
serv1ce 

arket a ts [nc., Arlington H ight.. 
Ill.. has introduced C mPet · cusl m r 
sati. fa ti n scrvi . Th n w s rvic in­
t rviews clients' custom rs plu: u:er: of 
th comp ·tition, and explores the d pth 
of custom r commitment, not just satis­
faction al ne. or more in om1ati n call 

ames of Note 
continued from p. 22 

ow ha been named vice 

ichard on ha been ap­
point de e uti e vi e pre ident f ale I 
mark ting at u tomer In ighr o. lnc., 

nglewood, lo . Richard . on is a 
found r of the firm, and the original 
de igner the u tom r ln ight y -
tern. Hi primary re p n i ilitie in hi 
n w po ition are leading the ale ·/mar­
keting d partment. 
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Please add the following finn to the 1993 
Directory of Mall Research Facilities: 

Kirk Research Services, Inc. 
Roosevelt Mall 
4525 Roosevelt Blvd. 
Jacksonville, MS 3221 o 
Ph. 904·387-{)883 
Fax 904·387·0268 
Contact: Rebecca Kirk 
H-24% M-40% l-45% 
Stat.-5 1,3,4 

Please add the following !inns to the 
1994 Directory of Focus Group Facili­
ties: 

Accurate Data Market~ng , Inc. 
4267 Commercial Way 
Glenview, IL 60025 
Ph. 708~390· 7777 
Fax 708·390·7849 
Contact: Karen Burger 
1 ,3,4,6,78,8 
Am. 1) 14x17 Obs. Rm. Seats 12 

HMA • New Orleans 
300 Poydras St., #1710 
New Orleans, LA 70310 
Ph. 504·524-1311 
Fax 504·522-0147 
Contact: Mary Ann Bange 
1,3,4,6,78 
Rm. 1) 19x13 Obs. Rm. Seats 8 
Rm. 2} 15x18 Obs. Rm. Seats 8 
(See advertisement on p. 53) 

Opinions of Sacramento 
2025 Hurley Way, Ste. 105 
Sacramento, CA 95825 
Ph. 91~443-7090 
Fax 916-443-7293 
Contact: Hugh Miller 
1,3,6,78 
Rm 1) 16x20 Obs. Am. Seats 12 

Phoenix Systems Inc. 
525 W. 22nd St. 
Sioux Falls, SD 57105 
Ph. 60~339-3221 
Fax 60~339·0408 
Contact: G. Richard Ambrosius 
1,3,6,78 
Am. 1} 12x22 Obs. Rm. Seats8 

Research Strategies, Inc. 
605 Bel Air Blvd. 
Mobile, AL 36606 
Ph. 205-471 ·1858 
Fax 20~476·6567 
Contact: Eugene Talbott 
1,3,6,78,8 
Am. 1) 24x27 Obs. Am. Seats 8 

January 1994 

Strategic Marketing & Research, Inc. 
9200 Keystone Crossing, Ste. 400 
Indianapolis, IN 46240 
Contact: Lynell Newell 
Ph. 800-424-6270 
Fax 317-574-7700 
1,3,6,78 

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

Please note the change to the following 
listing from the 1994 Directory of Focus 
Group Facilities (corrected text shown 
in bold): 

Metro Research Services, Inc. 
9990 Lee Hwy., Ste. 110 
Fairfax, VA 22030 
Ph. 703·385·11 08 
Fax 703~385·8620 

Contact: Nancy Jacobs 
1 ,3,4,6,79,8,9 
Am. 1) 15x20 Obs. Am. Seats 18 

N w and out tanding 
focu group facilitie 

with the mo t paciou client 
eating in the region. 

all (800) 235-5028 

Survey SailfTM for Windows 
Introducing an incredible software package ror administering surveys. 
Harness the power of windows for lhe most powerfu l and flexlble survey 
package avai lable. Starts at $495.00 networl<ed . Phone (414) 788-1675 
Marketing Masters PO. Box 545, NEENAH WI. 54957-0545 ~ 

Look ahead. See above it all . 
Custom-designed quantitative research among U.S. 
Hispanics on a national level. Specializing in 
marketing strategy studies, product research, 
advertising pre-testing/tracking and market 
segmentation studies. Emphasizing quality in 
project design, implementation and analysis. 

U.S. HISPANIC MARKETING RESEARCH SPECIALISTS 

... ~ .. Targ t larket R 'Carch Group, nc. 

FOR BROCHURE: (305) 262-1606 • (305) 262·0372 (FAX) 

Opportunity for Focus Group Moderator 

Modern luxurious field service facili ty has office space for 
you. North suburban Chicago location. Full use of IBM 
computer, photocopier, telephones, conference room and 
kitchen. Write for details. P.O. Box46458,Chicago, IL 60646. 

NEW ORLEANS ... 
Hygeia Marketing A ociate · 

up c le f cus group facilityr 

• RECRUITING- medical, 
executive and consumer 

• U. 7QUE- the ONLY facility in 
New Orleans- walk to 
convention center, French 
Quarter, hotels and restaurants 

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

The Lykes Center • 300 Poydras Street, 17th Floor 
New Orleans LA 70130• (504) 524- 1311 
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by Tom Quirk 
Publisher 

M perception i that most of the 
people who operate res arch rganiza­
tion have had e perienc at th corpo­
rate le el. But perc ption d . alwa 
equal reality. 1 d ·idcd t t • t myth ory 
when we were c ntactcd r • ·cntly by a 
n wly f, nn rganizati n, Brand In ti­
tut , ln . 

M E 

cooperative. At my reque ·t th y : nl 
copie of their bi graphic ·, credentials, 
and reference and agreed t a follow-up 
intervi w. l f, und th pr css very n­
lightening. 

tt re, Brand Institute's pr · id nt and 
. . ., wa-; c ·uti vi pre ident at 

T nterbrand orp. ( 19 5-1992 , a quiring 
brdlld id ntity cxperien e a a trategi t 

on appro imately 400 branding a ign­
mcnls ofpr du ts, erv ice ' and corp ra­
tions. Pri r to thi , Dettore held brand 
manag m nt position at Pep i o., In . 
and J. Walter Th mp on ompany. 

I li. branding e peri en e ha inc lud d 
a wid ariety f indu trie uch a tel -
communication , pham1aceuticals, au to­

m tive, be erage high-tech, fimm ial 
ervice . indu trial and pa ka ed goods. 

Hi work ha involved randing stratcg . 
brand name developm nt, trad mark 

reening lingui tic creening. market 
re earch, and graphic/packaging d sign 
for the e and other finn . 

iecko, Brand h1 titute's vice presi-

c 0 
In-store and mall interviews throughout Mexico. 

Dependable focus group recruiting . 

SuperDatosrMde Mexico 
San Miguel 31 , #3 , Dellegaci6n Coyoacan, Mexico, D. F. CP 04030 

Call Ton Free 1 800 800 5055 
or Phone: 415 392 6000 Fax: 415 392 7141 

Jointly owned by Hispanic Marketing Communication Research 
and Consumer Research Associates/SuperoomsTM 

A unique blend of expertise, qualtty and reliability. 
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ce Is The Best Teac • • 
w rdiaJ1y invit y u to I arn mark ling re ear h m th and applications from the pr fe i nal who have don more 
u mized marketin res 'ar~h and have taught it to more p oplc than anyon in the world . 

When ou attend a Bur e ~M :eminar ou 
part• •pate in m re than an e citing, on-tar 
learning perien e. Y u I arn from what we 
ha I ~ rned b doing tens of thou. and. f 
marketing re ear h tudie . ur s minars refl ct 
thi in aluable depth f r al - Ii~· · p rtise, n t 
a ailable toy u anywhere else. 

It i · ju t one f the many reasons for the rave 
revie\i we ha received worldw·ide fr m pa t 
p rticipant. at more than I, 9 marketing re ear h 
·er inar c ndu ted by us during the pa t I 
ear . Here re ju t a fj w v rbatim fr m r ent 
eminar e aluation.-: 

Th best semmar rn mar1let1ng l'v ever t ken Very 11m ly. Th 
content is bsolutely xcell nt Sp aker • excellent, eng tging . It's 
moo to have someon who c n help us to und rstand . F1nally. a 
ma eting sem1nar wh1ch 1 both in·d pth and practic I. 

D~rector of Market R arch. Fsultl · ss Starch/Bon Ami 

Fantastic- I flnall~ und rst nd th stuff that good col leg prof s ors 
couldnotexpl 1n 1fthe1rltv sd p ndedonr . Gr at manu I Sp aker 
IS re lly gr at - I hav I rn d more from h1m 1n 2 days than I did 1n 
2 years rn grad sc ool1 

Markel Admm1strator, GTE Directories 

3. I th wealth of 1nform uon. l(nowl dge and und rstand1ng I wal cd 
awayw1thcouldb conv rt <Homoney, lwouldbeamilllon 1refrom 
here fer. I was n v r more impress d wrth an mstructor and a 
s monar as I was w1th thl . Workbook hke non I h ve ever be n 

xpos d to .. so wh t srmrtar to the Encyclop ocha Britlanrca. 
Speaker dynamrc, exc1t1ng bnlll nt, show d tremendous tnterest in 
th subjecl as well as each p rt•crp nt. 

ProJ ct Coordmator, Gen rat Foods 

Super - b st 2 d y s m~nar I've ever h d. Tot lly tar ted Best 
workbook I've s en 1n terms of wa k1ng away With a gr at m mory 
jogg r Super spe k r 

M nag r. ICI Ph11rmsceutlcsls 

5. I have listed more than 30 id as for 1mmed1at 1m pi m ntahon at my 

~~~~!rn~s ~~~s a~~~~ :r k r exp rt. enthusiastic, s good a 

Manager, Consum r R s arch, H lnz 

6. F tastic nd on-track' The m nual Will be a gr at dd1110n to our 
r terence library• Pncel ssl So well I ld out. Spea er exc II nt, 
mteresllng - on-track 

Product R arch r, Midmsrk Corporation 

7. 

B. 

9. 'lnt n 1v • IS n und rstatem nt But, I sure feel I got my mon y' 
worth. I got everything I cam for, and mor lncr d1bly h lpful nd 
u ful1nforma11on. Temf1cworkbook. Untqu Instructor someon 
who can "do' nd ' te ch" Wond rtully enthus1as!Lc 

Pnnc,pal, CreBive Focus 

10 Incredible - better than I xpected. ' B1g st Bang for th Buck" ol 
any semonar I've ver attend d F n1ast1c. 

Mark trng Research Analyst, D puy 

rl'i e. 
roup 

i11cimwri orporote lieaclqrwrr r~ 

50£. Ri1 •erc mer Hou/el'(m/ 
m •ington, Kenwcky 41011 
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