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"Well, you aid you wanted 
fir t class ervtces." 

Funny how it'. alw y the little thing that make or break a fo u. group. 
But to keep tho e detail from being an i u , they've got t e right. 

And that ta e fieldwork. 

fieldwork I ts you ·onduct y ur work in a w rid Ia 
n ir nmcnt. We provide pr gr iv ffice fa iliti , c mpl t clienl 

services ... and big auention to the little things. Plus, your re. p ndent 
will b creened and sel ·ted fr m th b st database in the indu. try. 

~ u'll find '!.fieldwork lo ati n right wh r you need u . 
or the f u · group your proj cl deserv s, all us today . 
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CLICK 
TO PICKYOUR 
VARIABLES 

•• I ---. ---. ---. 

With Quanvert on your PC, you no longer have to depend on others to produce your survey tables. 
You can do it yourself from the original survey data, with no special skills whatsoever. 

The process is even easier with Quanvert for Windows a new version of Quanvert specially written for 
the friendly style of the Microsoft Windows r M environment. All commands are executed by on-screen 
buttons, menus and dialog boxes. Complicated concepts are displayed in simple pictorial form. 
We have added many new features too - all to help you do what you want to do more ~\' 
easily, in the manner that suits you best. ~~ 

~ 
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Find out why QCS Telephone Interviewing 
stands apart from the rest. 

In th business of telephone research only one 
name answers the call with the experience, tech­
nology, and valu today's smart researchers 
demand. uality Controlled Services. 

OCS is among the nation's largest providers 
of telephone research conducting nearly six mil 
lion interviews annually. ur National elephone 
Center Network includes up to 500 CRT­
equipp d stations and over 800 telephone lines 
supported by identically programmed HP 3000 
minicomputers. A unique feature is the ability to 
"add" CATI stations to match your project size 
and timing requi remen . Plus, we've recently 
introduced innovations like C MMANDR our 

Free Sample: Now, for a 
limited time onf.X OCS offers 
free residential telephone 

sample when you book your 
CAT/ study in one of our 

telephone centers! fuu could 
save hundreds, perhaps 

thousands, of dollars. So call 
our toll :free number today! 

you to monitor the progress of your studies from 
anywhere in the U .. And, when you consid r 

that we provid field coordination, project 
management, top quality sample, ophisticat d 

data reportin , expertly trained intervi w rs, 
and a commitment to data collection exc Ilene , 

CS becomes the clear choice for intelli ent 
telephone interviewin . 

Next time you need quality telephon data 
collection, one nam should ring a bell. CS. 

To learn more, call us today. 

project management software, which allows Quality Controlled Services. 1-800-325-3338 
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ADVERTISING RESEARCH 

• 

live 
or is · t 

Gold'n Plum 
"Hands on" copytesting cooks 
up a more effective campaign 
for Gold' n Plump Chicken 

By im Hub rty 

Editor's note : Tim Huberty is \'ice pre ident, dir !Or of 
r arch and account planning , at th larit ' O\ erda/ 
Rueff adv rtisinx a gene · in Minneapo/i . H a/ o 1 ach 
at th raduate chool of Busines at the nh· r it ·of t . 

Thoma in t . Paul . 

0 r th pa t few year , th r ha en many t h­
nologi ~at br akthr ugh in te tingad rti ing py. 

nC rtun t ly, n matter h w impressiv man of 
th . . y. tem ar th yare ft n t e pen:ive for ~mall r 

derate budg t . In fa t. 
t :tin a ampaign using n f th an 

ree pensi ethanth m di hedul f rmany lient. 
n equently th se f us at . mall r agen ie ju t h e 

6 Quirk's Marketing Research Review 



t b a I ittlc . mart rand mak ur r ·: ar h d liar tr tch 
a litrl furth r. 

h hall eng' 
Like many ompani "., ld'n Plump hi ·k n. a re -

gi n I pr ssor and mark t r f fr sh hi ken in t. 

1 ud, Minn., found that it 

cr·d a 

its dominan 
nfortunatel . 

ing budg 1. 

It" . hard to find '" p int ften 
een ao.; a comm dit t g ry. How ·v r, pr 
ear h had shown th'" t ld 'n Plump wa. p r ei d by 

March 1994 

·on. umer a th mor' "th r ughly lean d" hi en. 
onsum r w re urprised and di ap int d to find c m-

p ·titi hi k n had xtra fat r kin .. hidden" und ·r th 
hi ninth' pa kage. hi was tru 

w II as whol . In the pr i u: r ·s ·ar h, 
ept d c mp titi e chi k n for wh t it wa - a produ t 
f " ka " quality. t th am tim , they per ei d 

ld'n lump a · a b tter, I aner hi n. Th hallenge 
wa to ·ommuni c te ld n Plump' · unique diff ren to 

n umer · and get th m to de in and t dem n trate 
a tly what 'thoroughly I aned" meant to th m. 

T\ aking th ' m thod log 
ing that impl phras , the r ativ team de l ped 
rnl uti n:. few wee )at r, I 0 id a re 

:hown t ld'n Plump in r r ugh f rm. In this ·ase 
that m ant th ugh ket he . torn from 

continued on p. 47 

p 

Research showed that this ad - in which a hungry fox chooses a 
package of Gold'n Plump Chicken over the live hen standing next to 
him - worked in unexpected ways, communicating the idea that 
Gold'n Plump Chicken was as fresh as a live chicken. 
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ADVERTISING RESEARCH 

The 

Research uncovers keys to creating good 
advertising for soccer's World Cup 

ow' thi for a tall order: reate 
an ad ertising campaign that 
nti fie not one but 11 com­

pany client and their 11 re­
pectiv ad agencie . That' not all: 

The product you re ad enising has 
some\vha t of an image problem. 

These were some of the tasks fac­
ing the staff at th · New York City 
offices of Dentsu Corporation of 
America in developing a print cam­
pairrn to promote the .S. hostinu of 
the 1994 World Cup. The ~up. 

.so cer' . premier event, \.vill con. ist 
of 52 matche played in nine 
citie over 3 J day thi ummer. 

''Any time you have to come up 
\Vith a creative campaign that need.· 
to be appro ed b ll lient , if 
difficult."' ~ ay · Richard Levy, 

Dent u • Lenior vi e pre ident, cre­
ative director, and master of under-
·tatement. 

B 

By Joseph Rydholm/QMRR editor 

Billion of fan · 
It ' reaily quite a coup for the .S. 

to nare the World up, which is held 

in a different untry e ery four year 
to determine true world soccer su­
premacy. Unlike major league 
baseball's World erie . which only 
involves teams from two mea ly coun­
tri ·s, the World Cup is ought after 

by teams on si · continent . 
he vent holds billion. of people 

in rapt attention- except here in the 
.S. or while millions of Am ·ricans 

play soccer and various professional 
league · have made a go of it over th 
year , a a nation we've n ver been 
gripped by professional soccer ma­
nia. Most of us res ·rvc that energy for 

our wn er ion of football. 
Bringing the game ~ to Ameri a is 

no mal.l undertaking. e pecinlly from 
the financial end. Hence thee ent ha 
11 international ~ pon r . fr m 

McDonald's to Fuji Film. and eight 
worldwide marketing partners such 
as Sun Microsyst ·m · and Ameri an 
Airline ' . "The ads were intended as a 
way to r cogniz th sponsors, the 
people who had put up the money to 
bring the World up to the U.S. We 
had to make ure that the me:sage we 
were giving fit with the sponsors. We 
al o wanted to build e citement that 
the ev nt wa coming to the .S. 
becau e occer ha never been a ma­

jor part of the American pr fe ional 
sport mind et," evy ay . 

By playfully in erting a occer ball 
into . e era I familiar image of Ameri­
cana - an old phot of a leather­
helmeted football pia er, Grant 
Wood's American Gmhic. a nhot of 
an astronaut on the moon, a cowbo 
roping steers- the campaign make 
it clear that this time around, the U .. 
is part of the ··world" in World Cup. 

Quirk's Marketing Research Review 



The b d c py mention the ef­
forts of the "dedicat ·d so. r rnn . 
and i i nary companie ·•· \ ho are 
helping bring the up to the U .. It 
also communicate. th magnitude nnd 
lo ·at ion f the ent and invit the 
reader to all for ticket inf rmati n. 

"' achadnl featuresthelogo fthe 
:ponsor ' nnd mnrketing partner .. 

The ads ran in puhli ·ations su h a 

Time. Money. porL Illustrated and 
f-ortune. All the ads had th same 
dual targ "t: bu ine leaders- EOs 
of oth ·r ompanie . . hus in ·ss influ -

March 1994 

enc- ,,~ t 

·rs - and th 
g ncral publi . "Thes · 
giant m ullinat ional com pan ie . 
want their peer. to sec \i hat they'r 
doing. They want people to know that 
the 'r" a ·p n r of a giganti ~ event. 

thatth·yar g dcorporatecitizen ·,'' 
L vy sa s. 

Proj ecti ve t hniquc 
To assist in the development of the 

ads. Dcntsu u~ed apr 0 ctivc r ·~earch 

By playfully inserting a soc­
cer ball into images of Ameri ­

cana, the campaign makes it 
dear that this time around the 

U.S. is part of the "world" in 
World Cup. 

te hnique called Brand Keys, 
\~· hich s ek . to uncov r th le-

ment n that cause con ·umer t cre­
ate an m ti nal bond to a brand 

product. 
Brand Ke fr m an 

Adv ·rti ·ing undnti n 
opy R search Validit Pr ject , 

which sh we that emotional b nd­
ing to a brand or mmercial wa. the 
best predict r of . ale:. If you an 
discover the key . r that bond. the 

continued on p. 52 
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by Charlotte Rettinger and Lee Slurzberg 

Editor's note: harlot/e RellinKer 
is presid£•nt of lwrloue Rettinger 
Inc .. Great Neck. N.Y. Lee. lur:herf!_ 
is presidenr t~{Lce Slur:herg Re earclz 
Inc .. For! Lee. N..l. 

cus groups have been conducted 
for advertising ag ·n ·i s for at least 
40 ears and the technique has 

s HI ·d into a ··wa of life." At thi 
mature stag it is w rth re-e amining 
the state of the art to b sur that fo u 
gr up projects are honed to re. pond to 
the needs of the llJ90 . . ln particular. 
f us groups can he geared to develop 
and support brands and hrand adverti -
ing worthy of con um r tru t. 

To that end, this article di · u e : 
• Why ad erti ing agencie conduct 

fo ·us group · 
• he types of focus gr up they con­

duel 
• Appropriate te hnique for each type 

of focus group 
• 0 signing fo u gr up 

hy ad vcrti ing agenci u e fo u 
•roup · 

Adverti ing agencies conduct fo ·us 
groups to hetter under tand con umer 
needs. wants. ·ati a tion. burrier and 
pr bl m on a qua1itntive rather than 
. tati ticallevel.lnf nnati n from these 
group can be npplied in many ways, 
u h a·: 

larify m rketing i · ·ue ·; 

10 

• to identify alient con tuner i u 
and th ir r lative importance h n re­
ating initial ad erti ing trategi : 

• to develop a niche for differentiat­
ing a brand r pr duct; 

• to identif perceived pr du t or 
ervice b netit and "reasons why," 

which help n tru tad erti ing trat-
egy; 

• t find a .. hook" that will engage 

nsumer r actions to al­
ternati e ad ertising exe utions; 

• t de elop hypotheses on what mo­
tivate con umer n a giv n issue: and 

• to help write a questionnaire for a 
quantitati e study. 

Ad agencie g nerally usc three types 
offocusgroupsforth irre:ear hne d. : 
motivational, sc -hear-feel and devel ­
opm ntal. Research obj ·ctives del r­
mine which typ' of fo ·us ilroup to use, 
with some overlap in what eu h typ 
a hieves. 

Mmil·aJional focu group 
This typ of focu. group tries t un­

cover underlying motives intluen ing a 
particular behavior. ome t pi al re­
search objectives might inc I ude writing 
a more persuasive ad claim, modeling 
the decision -making pr e within the 
family, or under tanding the percei ed 
primary henefit (fore ample, building 
~har d famil memorie a the rn tiva­
tion for visiting a theme park). 

Un o ring moti ation is most use­
ful to an ad crtising ag ·ncy when 
creatives ar • I oking for a nc\v and 
comp ·lling \vay to motivate the target 
audience. hi mat· goals m i 'ht he a 
neV·/ busin ss pitch, positioning new 
products or repositioning an e i. ting 
brand. 

. ee-hear-feel fo(·us group 
Some mark t r have never een the 

faces or h ard the voices of the 
ersofth irhrand ·,produ t r rvi e ·. 
'h se marketers could be newly ap­

pointed company presidents, juni r 
·opywriters or brand man' ger inn new 
as. ignment. matter what their e­
niority, it': always worthwhile for the 
marketer t hav a pe ifi p r ·on in 
mind wh n making marketing and ad­
verti:ing deci . ion . The ee-hear-feel 
type of group all w marketer to ob-
er e typi al n urner and hear their 

language. reveal the tone-feeling r 
thegr upab unhecategoryand brand ·, 
elicit tated r a n wh p oplc us' 
the categ ry and e pi re feeling ab ut 
brnnd (in luding direct mpari ·ons). 

Det•elopmental j(>cu · group -
~ ·p rienced marketer ften feel th y 

kn w their on. urn rs and understand 
on umer m tivati n. What they need 

and want i t de el p a positi ning, 

continued on p. 51 
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Denver·s Excep ional 
Focus Group and 
Centr I ocation 

DENVER 

THE RESEARCH CENTER 
550 south wadsworth boulevard 
suite 101 
denver 
c olorado 
80226 
303-935-17 50 
fax 935-4390 

he Research Center is Denver's exceptional focus 
group and central location source featuring ou -

standing facilities and the highest quality recruiting 
and lnteNiewing . 

The focus group suite 1s o taste ully decorated, con­
temporary and private facility located in on easy-to­
find. high-profile building. The viewing room seats 15 
comfortably. The conference room teo ures wash­
able writing surface. oak rails and a bleached oak 
conference table. Video player and monitor are 
built in and available at no additional charge. 

'. ,• ~ 

~ ·! • • . ~,i. 
y --·~ . 

. . ~ ~-· 
. '" . ·~· . - , --~ . 

The central location facility is 24' x 24' and occomo­
dates up to 50 participants. The room is wired to 
provide audio and video feeds o he focus group 
viewing room. Includes o built-in easel and wet bar. 

All recruiting for focus groups 1s conducted rom The 
Research Centers 40-line telephone bank (equipped 
with CRT and ACS Query interviewing software). The 
Research Center uses a duplicate number database 
system to help Insure the highest quality recrui ting. 

C1rclo No. 138 on Read r C;lfd 

Annie Sampogna-Reid and Chris Balthaser 
manage The Research Center. They hove 
over twenty years combined experience 
recruiting focus groups and central location 
tests In the Denver market. Their goal is to 
provide clients with the highest qua lity 
recruit ing and the best facilities In Denver. 



What is significance? 
by Hank Zucker 

Editor's note: Hank Zucker is president of Crcatil·e 
Research • ystems. Petaluma, a Iff. 

' 'L eve I of significance'' is n mislending term thnt 
many re earcher .. do not fully under land. Thi . 
artie! may help you under tand the con epl of 

statistical significance and the meaning of ignificance num­
b rs. 

ln nonnal ngli . h.". ignificnnr·mean imp rtant, while in 
stntistic ... significant" menw probabl true. A res ·arch 
finding may be true \Vithout b ing imp rlan l. When statisti­
cians .·ny are ult L "highly ignificnnt" they mean it is very 
probably true. They do not nece. sarily mean it i · highly 
important. 

Take a look at the table be low. The bottom group of 

Unw 1ghted 

baso 

Yes 

No 

C 1-SqUdrtl 

Do you buy Brand X gasoline? 

AREA TYP!;. QE V!;l:::iiQ~c QBI~c~ 
Center Com-

I.Q1a.l Qit¥ ~ .car ~ Yan paQ1 

713 3 352 247 150 44 180 

506% 49 4% 34 6"/o 2 0% 6 .2% 25.2% 

428 215 2 3 131 74 29 131 

60.0'\·c. 59.6% 60.5% 53.0% 49.3'1;, 65 .9% 72.8% 

285 146 139 116 76 15 49 

40.0'\c. 40.4% 39.5% 47.0% 50. 7~-;, 34.1% 27.2% 

0.07 24.37 

p=.79 p=.001 

chi- (pronounced kic.like pic) squares show~ tw row. of 
figures. The figures of0.07 and 24.37 are the chi ---quare 

12 

. tatr . t1c them~ el e . The meaning of the statistic de­
pend on thee ·act number ~ of row and o lumn .· and the 
am r. l "ize and may be ignor d for the purposes of this 

artic le. lnt rested reader may wish to n ull a ·tati ·tics 
t ·t for a omplete e planation. The second row contains 

alue p = .795 and p = .001. These are the significance 
leve l . 

igni ficance levels sh(n you how probably Lru a result 
is. The most common level used to mean something i 
likely enough to be bcli ·vcd is 9)%. This means that the 
finding has a 95 l'J, chance of heing true. How ver, this 
value is also shown in a misleading way. No . tati.stical 
pack<. ge \Vi ii show you "'95£k" or·· .95" to indicate this 
level. Instead. it wi II shm,_,. you ··.OS". meaning that rhe 
finding has a five percent (.05) chance of not bein g true. 
"'rhich is the same as a tJY/n chance of h ing true. 

o find the sig.nifi an e level ubtract the number 
shown from one. For e ample. a value or ".0 1·· mean" 
there is a 99rk ( I - .0 I = .9tJ ) chan of it being true. ln 
thi tJble. there i a probably n ditl r n 'e in the purchas 
of Rrand gu oline by p opl in the city c nt rand the 

uburb , bee. u e p = .795 (i.e .. there i" onl a ~o.sc/c 
chnn e thnt th di iJ renee i.s true). In contrast the high 
ignificance level (p = .00 I or 9.9%) indicates th ·re is 

very probably a genuine differ nc in purchas ing Brand 
gasoline by ov.mers of different vehicles in the popula­

ti n from Vl··hich this sample was drawn. 
My company's cr s tab program, the Survey ystt:l1. 

u ·e significance I vels in several statistical tests. In all 
cases. the p va lu ·tells ou how likely something i~ not to 
be true. If a chi-s4uare test show'\ p = .04, it 111 ·ans that 
there is a 96{1,:, (I - .04 = 0.96) chance that the answers 
given by diffe rent group. in a banner really arc different. 

Quirk1s Marketing Research Review 



Relax. You'll never hove to worry about flowed research when the work is done by AHF. 
That's a promise you con count on because AHF has the unique ability to provide a full range 

of research services under the tightest possible controls . Everything we do is done in-house 
to ovoid costly errors and misleading results. Everything. From qualitative studies for concept 

development to quantitative work for help in reaching a final decision. 

Before you place another study, contact AHF President Scotty Levitt 
for more information about our worry-free approach . 

THE IN-HOUSE RESEARCH HOUSE THAT DOES IT ALL 
AHF Marketing Research, Inc. 

100 Avenue of the Americas, New York, NY 10013 • 212-941 -5555 • 1-800-TAKE AHF 
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FASt 
EASY, 

&DEEP. 
PAl helps the world's largest companies get in-depth 
analysis of market changes by giving planners easy 

access to large ( 100+K} samples as quickly as calling up 
a spread sheet on their PC. Find out how. Call PAl now! 

PAl 
Productin.· Accl'SS, lncorpot·at<:>d 
Advanced Research Analysis Tools 

19851 Yorbo Lindo Blvd., Ste. 203, Yorba Lindo, CA 92686 
(800) 693-3111 

If u t-test report n probability or .07, it mean~ that there 
i. n 93% chance that the two m ~ans being compared 
v ould be truly different if y u look. d at the ntire popu­
lati n. 

P ople sometime think that the 95lk· significanc • I vel 
is acred. If ate t h w a .06 probability, it means that 
it has a 9 %chan e of b ing true. You can't b ·quite as 
. ure about it a if it had a 5lk· chance of he ing true, hut 
the odd. till are that it i true. The 95% lc cl com s from 
academi publi ati n ·.where a theory usually has to huve 
at lea ~ ta 95CX. hance fbeing true to be considered worth 
r p rting. In the bu ine'i w rid if something has a YWk 
chance of being tru (p =.I, it ce rtain I can't h • consid­
ered pro en, but it may be bcller to act as if it were true 
rather than f.l e. 

If you d a large number of tests, false positiv results 
are a prob lem. Remember that a 95°/n chance of ~ome ­

thing being tru means th ·re is a 5% chance of it hei ng 
fal e. Thi mean ~ that r cry 100 tests that show a 
ignifi ' ant atth ·· 95% I ·vel, the odds are that five of them 

do o incorrectly. If you took a totally random, meaning-
le et f data and did I 00 si :rni ficance test. ·. the odds, r 
that fi v t 'st would be incorrect I y r p rt d , ign ificnnl. 
As you can sec, the more tests you do, the more a problem 
th ·e false positives arc. You cannot tell which the false 
re .· ul ts arc- ou just know they are there . 

Limiting the number of tests to a . mall gr up cho ·en 
before the data is collected is one \vay to reduce the 

------------------------------1 prohlem. If this isn't practicaJ there nre other v ... ays of 

STATPAC GOLD IV­
PROFESSIONAL'S 

& MARKETING 

RESEARCH 

New 
Updat 
Now 
Available 
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s r-fri ndly, ompr hensiv & 
d pendabl . Camera ready tables graphic . 
Ba ic , advc1nced · t~lti ·ti<.:s. "RT & r lephon 
interviewing. fa · ie~t to learn . .uaranlPed. 

StatPa In . 
4-12 Fran eAve .. ·Minneapolis, MN 55410 
{612) 92 -01S9 ·Fa (612) <:J2S-OH. 1 

#1 ~ hoice for urvey & Marketing Research 
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so lving this problem. The he . t appr a h fr m, tati ·tical 
point of vie\ is to repeat the tudy and . ee if you get the 
s;.m1 re ulr . If mething i , statistically ~ignificant in 
two separate tudie , it i. pr ba~ly true. In real life it is 
not u ually pra tical to r peat a surve , but ou can use 
the plit halv , te hniquc of dividin r your sample ran ­
domly into two hal e · and doing the tests on 'lch. If 
something i significant in both halves, it is probahly true . 
1 he main pr bl m with thi~ t ·chniquc is that when you 
halve the ·ample siLe, a difference has to b~ larger to he 
tnti ticnlly significant. This is hccause the margin of 

error in a sample increases as the sample size decreases. 
A final common error is also important. Most signifi ­

cance test~ assume you have a truly random snmple. If 
y ur sample is not truly random, u significance te. t may 
overstate the accuracy ofth result.. because the test only 
considers random error. It cannot consider biase re ult ­

inu- from non-random rror (for example a badly selected 
sample). 

To summariz : 
" Signifi ·ant" n ed n t mean "imp rtant." 

• Probability value. should b read in rever ' (1 - p}. 
• Too many significan ·e t ~ts \Viii show ome fal ely 

significant reltltionship ·. 
h k your "ampling pr dur to avoid bias. f_j 
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By Bill Buchanan 

1-:ditor' .\ note : Bill Bucltwwn is a senior l ' i('C president of Sf /Vfar/...et Ncscarch, 
Ran·ington . lll . He spent . e\'eral years int/u.> cUent service departmelll <~f'rhc Leo Bumell 
Company and also headed the marketing research departme/11 of The Nt~tra . wee! 
Compan_v in his pmition a director ofmar/...eting sen·ices. 

o you \VOrk. a~ a mark ·Ling r . arch supplier? When a manufa ·turer or 
service ompany needs to kn \V • methin, about their market. arc you one 
of the e pl they call? (fa ompany' . own r ·search department want.· to 
fielda . tudy.d theycallyouf rabid'?lfyoulittho ·ede ~ riptions.youmay 

\P,'ant to rethink your areer path. In fact, y u future employment ma be in jeopardy. 
Why? 

I'm not predicting a major .shake-out among marketing re ear h c mpanies. My 
opini n that research ~uppliers may be in trouble is based on three reali ties. all of which 
are not lik ly to change any time so n. 

Reality numhcr I : Btoinesse of all f.VJU'S are cutting costs h_v felling people go . 

Jf you haven't lived through a corporate down i7ing · ·rcise yet, giv it time: you 
pr bably will. If you hav . andy u were one of the . urvivors. you pr bably noticed that 
~ta fT positiom. were hit particularly hard. Produ ti nand sales personnel, tho e directly 
responsible for producing pr duct and lCnenting r venu . arc t •pi ·all y m re insulated 
fr m maj r head count reducti n~. DownsiLing urviv rs in mark ting r earch depart­
ment: qui kly di'>cover the l.)eC nd reality: 

Reality number 2: Managemem docsn'1 a st. fewer que. firms c\·en though !here arc 
fewer people to pro\'ide answers. The_v dr•mtmd increased produl·th·ityfi'om remaining 
employees. 

omm nsen'\C"'ay~thatify u ·ignilicanLiyredu e thesiz ofar"s ar hdepartment. 
then ome things need to chang . Ta:ks of que ·ti nable value n ·ed to b eliminated. 
lnf rmation requests need to be sere ·ned and pri ritized. dmini ·trative ta ks nc ·d to 
b . treamlin d. ommon ~en ·e. right'. Wrong! The arne qu ·stions get n ked. The same 
record keeping r quirement e isl. The informati n needs of the organiznti n don't 
d rea. . In fact, then edt build sales and pr fit • ~rhich pr ·cipitated the downsizing. 
may a tually increase the number and typ s of inf m1ation r ·que t ! The res archer. 
wh urvived th downsizing find themsel cs buri din work. They even tart wondering 
if urvivi1w the dovmsizing was a ble~sing r a urse! hey have more t do, less time 
to d it, an i a despcrali n l perform w ·ll b au. e they n ·ver know when the ne t 
d wn i7ing announ ·ement may b mad·. Th ir h pe'! Look Lo the out ide for help. 

continued on p. 41 
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litor' s note: Paula Kay Pierce is 
dh·euor, cmporarc comnwnications and 
pecial projecls. with Ml' o/lwn 

Spielman World11 •ide, Great Nee/... N.Y . 

'' H alf of my adv rtising money 
is wa:ted." John Wanamaker 
is report d to have said. some 

l 00 year ago. 
T day, studies usin, state-of-rhe-un 

~up •nnarket scann r te hnol gy d u­
rn ntthat only 49% of ad crtising ha~ a 
mcasurahl· impucton ·ule .John Philip 
Jon ·s tells us, u. ing re. ear h fr m mul ­
tipl sources, that halfofth .·75 billion 
spen t each year on advertising i \V::l ted 
on campaigns that don't ell. The rn re 
things change, the m r th y ·tay the 
!-.UITIC. 

Sti ll. rh ad erti ing indu~tr ··s an­
nual "hcst creative" uward. are given 
chiefly forac:theti :, t hni ala hieve­
mcnt, cin mar graphy and other pr -
duction values. Hav the arhiter. of 
''great creativ ·" lost sight of th pur­
po: of adverti ing'? The imp! tnuh is 
that it's not r ati if it do n 't sell. 

r'at cr ati by definition. i · a great 
s II in g. and mar eting t 1- the ·ale ·­
·ff<.:ctiv inte ration f hrand nnd rei-

16 

by Paula Kay Pierce 

e ant pr mi-;e into a unique audio-vi­
~ual c n pl. 

Th pra ti f market re'learch , by 
d ign. h Ips detennine \Vhat is go} I 
<.:r ative by exposing advertising to on-

sumcrs and gathering data from th ir 
reactions with sale!-.- alidat d m a. ure­
ments ofeffi ·i ncy. The mea~ur menls 
d t rmine how w II th adv rti!-.imr. .. 

1 n rat .., brand <Hvarenc!-.s; 
• ' rnmuni at s m aningful "ialcs 

p ints: 
• 'onveys the brand·.., importance 

and uniqueness with redibility and 
pers mulization: 

• Imparts ognitive and affective clc­
m nts that reate b nding between me.­
:age and brand; 

• Cau"ie change: in the ·onsumer's 
consideration '\et that lead tu market­
place action. 

The ab v . in fa t, arc the objc ·tiv ·s 
of ndv rti~ing . R "iear~h measur '!-. hmv 
\ ell these obj ti ves are b "'ing rn ·t. 
Fut1h m1 r . r 'learch identifies adver­
tising that is attractiv . , tyli . h. enter­
taining and meets th prim goal of 
b ing an tTecti selling and market­
inu tool. R sear h al" h v.,.. · that this 
kind of gr at reative j hard t find. 

~ a-;e in point : r 4,637 on-air com­
mercinl c py-t "iled b our agency, 
M ..,o llum ielman W rldwidc 
(M W) in a recent p·riod. only I % 
achi ved abov -av rag performance. 
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Thirty -!' ur p rc nt ( ~ 49~-. ) v.rerc failur . 
from a ~ales tliciency point of vicv.1. 
The gr nter numhcr ofthc~c on-aircom­
mercial . 46(k (approximate! half) 
were av -'rage. medio ·rc . 

C lutter and zapt> •r · 
J narguably. advertiser. must approa h 

the task or renting effective commer­
cials in an nvironment of seemingly 
in .· unnountahle odds: cluttcr. cab le. 
V R~. zapp r-;, consumer indi iTeren e 
and mark t~eg.mentation . Today·s mnr­
ket facts offer little solace. 

On average, the consumer i~ sub­
jected J .176 commercials p r \Veek, 
causing adver1ising rend! to uec line 
drarnati ~ ally. In I 9X6, 64£/r of con um­
er. \Vere ahle to recall a c rnmercial 
seen in the pa<;t f mr weeks. In 1990, 
only 4 %of consumer-.; coulu do so. 

With a ·t d liar amounts at stake -
·20 J 0 (on averag. ) to prouuce a 

national TV spot and ahout "1-0,0 
(on average) each time. to air it - it i ~ 

un · tt ling t know that commercial 
can no l nger b aimed at a "'ma s 
market." T day's con.-umcr is seg­
mented into cor murkcts - defined 
and refined by dem )graphics, 
psychographi<.: . and lifestyles- and 
saturated with inf rmation. hi . con­
sumer is also increa ingly indiffcr~nt, if 
not cynicaL re. ulting in an erosion of 
trauitional brand 1 alri s. 

One ·way in v ... hi h MSW evaluate!-. 
commercials with the 
AD* VA TA 
\ hich utiliLes th f llowing primary 
evaluative mea~urements: 

• Iutter awar nes~. a measurem ·nt 
of a commcrcial's ability to impart the 
nam · of the brant! and pr du tor ser­
vice; and 

• P -rsua!-.ion/allitucle hift, tl pre-post 
measure of con ·urn r attitudes towards 
the advertised brand. 

core!-. fr rn th ~e two m asuremcnts 
arc plotted on a sales-validated analytic 
tool called D*MAP, \Vhich, on an -
Y gra h. pr vid a binary vie\v of a 
commercial's p rf nnance. AD*MAP 
enabl ~a om mer ial 's peli'onnance t 
b · p siti ned n n f four quadrants 
that de fin ·sit~ erall eff ctivencss. 

AD* VANTA •E/ CT primary mea­
sure~ ha e b en pr v n prcdicti c of 

continued on p. 26 
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DAN WIESE \1ARK TI G RE 'EA R 'H 

In ight - From 30+ y ar 
of exp rien comes 
in. ight into th mo. t 
imp rtant asp ct of 
market r ar h . .. th 
devel prnent f a plan 
tail red to m t y ur 
specific itu tion. 
Re. earch t chn ique. 
include but ar not 

XPE NCE 
Co s 

limited to: 

• o u. Group · 
• Mail and 

Telephon urv y. 

NSIG ' ... the power 
to see in o a situation, 
analyze it and interpret 

• Adopti n/ 
iffu i n 

Theory 
njoint 

Analy ·i 
• 

he practical truth of it'' . egmentati n 

Re ult - Factual reporting understandabl and 
dir ct ... important information up n which y u 
can rna decision · with onfidenc 

perien - R arch Dir r f r M Z 
dv rti . ing Succ s ifid Farming Maga~ine and 

Popular Science Publi hing· Inventor of 
A TRA K for hilton Re · arch· A .. ociat 
R arch Director for Reader 's Dige ·t. 

For a no bligati n examinati n of your r arch 
n d., call Dan Wie. e today. (319 364-2866. 

D WE M RK GR EARCH 
_lQ Grecnw od Drive .E. • cdar Rapid. , Iowa 52403 
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Like father, like son 
\.Yhat kind of s n would pas~ up a 

chan · · to h compared t his father? 
iWen's/Ieal!hmagazinewant dt know 
h v. ... today· s merican male m asured 
him · If again:t th e, ample ·et by his 
dad. nationwide teleph n urv -·y of 
50 men conduct d by Opinion Re­
search Corporati 11, Prine tun. N.J .. 
yielded finding. that th magazin · de­
ve lop ·d into a report called "Father 
Knev .. · Best." Not t 'lUrprisintrly. the 
survey\, finding indicate that paternal 
·torie. about\ alking_4mil s to~chuo l 

through waist-de p n w v ... illlik ·Iycon­
tinuc to he told for y ar ' to come. 

Over t\ o-thirds f the m n pull ·d 
70o/r) he I iev it i hanJer for them to he 

fathers than it \Vas for the dad~. This 
feeling isesp cia ll strong among fri ­
can-American m n: Of those ques­
tioned, ~-Cic tat d that it is more diffi -

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
1 20 South Central 
St. Louis, Missouri 
63105 

PHONE: 314-7 26-3403 
FAX: 314-726-2503 

Contact Vicki Sevala 

We Offer Both 
Qualitative & 
Quantitative 
Services: 

cult to be a father in to<..lay's ~ociety. 
Similarly. am ng aginu hahy-boomer 
men (ages 45 to 54), thn.:e-foUith\ f 
those . urvey d (76%.• ) bcliev ·it i.-harder 
to h · a father now. 

The Men'!>! Health 'iurvey al. o found 
that nearly hnlf (46o/c) of the men que<.;­
tioncd believe it is mort; difficult t 
. ucceed 11 w than it was for their fa­
ther.. n th r 16% agre ·d that the dif­
fi ulty of a hieving sue ·ess is .. ah ut 
th ~ame," \Vhile 36CA- stated that it is 

a. ier to ucceed now. 
'uriou~ly. 64% ofth · frican-Ameri­

ean men polled ~aid it is ·asier to :-.uc­
ceed todny. \Vhilc on ly 32l/r of \vhite 
m nand37 o/c of ll ispanicmensaidthey 
rhink it i ' ea~icr. imilarly. 49'/c r 
white men said it is harder to -;ucc ed. 
compared to .10C'/r) of black men. 

Despil their belief that it i'i harder f r 
them to succeed than it \Va~ for th ir 

FREE Videotaping 

Experienced Moderators 

Executive Interviews 

Mystery Shopping 

Litigation Research 
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dads. most men f·el they are more sue-
. ~rut than their father~ \~·ere. Th ~ur­

vey found th ·tt 5~ l/c of th m n que~­

tion db ·li ·ve they arc more succ ssfu l 
than their fathers" ere at the "ame age. 
Another third (. 1 CJr> hclieve th y are 
about tht; same in term. of \U ces~. 

hile 13Cfc. of the mt;n :-.aid they are Ies~ 
u cessful. 

Younger men, howev r. ar lea. t 
li~ ly t rate thcm<.;elves a. more suc-
essl'ul than their dads, \virh I e~s than 

half(43 };.)ofthos aged l~ro_4stating 
as much. The gr ·ate\t p rc ntage f 
m n rating themselves as m re .·u ce-;~­
ful wa~ found among tl10~e aged 55 to 
64. \Vith 60C/r of those que:-.ri ned . ay­
ing they've achieved more : u e . ~ than 
their fathers di L 

Th ·sur cydiscover d that \Vhik men 
in general said they admire their fathers 
"a lot." many hav r en·ati n~ about 
being like them. or e ample. three­
f urth, (76%) of the men qu ti ned 
said they admire their fnrh rli "a lot." 
Another 14(/r said they admire their 
dad~ "somewhat." Less than 10 Yc.· of 
those polled said th y admire th ·irdads 
··a littl ·· (6lff) r ··n l at all" (3'/t ). he 
one e Tcption \va:-. among younger men 
( I R to 24 ). only 65'/r f whom said they 
admire th ir dads "a lot." 

t the same tim . wh n a.· J.-.ed hmv 
much they try to be lik their fathers, 
66cYr said "a lot" r ··somewhat" -
compared to th 3Y'/c who aid th ·y try 
only a I ittlc or not at all. Only 29o/c of the 
men polled . aiel th y try a lot to be like 
th ·ir dads. 

lntht.::-.urvcy, 4ckofthem np lied 
claimed they spend m re time with their 
families th an their l'ath rs did. Yet 49c;, 
of those survey d said they ~till think 
th y i n 't-;p nd n ugh time with their 
spou\c and/or kids. 
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Finally. regardlc~~ oft he pressun.·~ of 
a tight economy and the modern era's 
requirt:ment that hoth parents work. men 
rate th quulity of their live~ a~ higher 
than the quality of their father~·. Among 
th se ..,urveyecl. over tv,:o-thirds (67 ~0 
"'aid the quality of their live~ i~ much 
(J~(lk· ) or~ mewhat (2lJ( 'r ) hcttcr than 
\'.·a..., their dad~· at the ~a me age. In fact. 

nly I Wl said it i. somewhat or much 
wor...,e. 

The improved quality of life i"' re­
flected in hov.·· men rate their health in 
comparison ro their father~·. For ex­

ample. while 37</r of the men surv ·yed 
rat their health as hettcr and 49t:1 rate 
it a.., ab ut the ~a me a"' their dad~·. only 
l_ '/c say it is \vor..,e .. imi larly. 79% ~aid 

their relationship with their spouse i. 
either better than (. 9(/r ) or about the 
~ame as (4W'k· ) the relationships their 
father~ had with their mothers. Only 
I (JC/r ~aid their relationships \vith their 
wives are worse. 

The Men 's 1/callh sur\'cy \\ ' a~ con­
ducted durin!! the week of May J. 19 B. 
and ha~ a m~.tr!!in of error t r plu:-, or 
minu~ ..Jlk. For more information call 
Patrick Taylor at 215-967-R62l. 

S niors are viable 
apparel market 

In analyzine. the clothing "!pending 
patterns of nearly 1.000 elderly con­
~umer~. Hazel Ogilvie Jack.~on. as. is­
tan! professor of textile~ and clothing at 
Ohio State l lniver.,ity. ha"' found that 
advancing. age alone doc~ not cau"!e 
r ople to . cale back their clothing pur­
t:ha~es . Her finding.., challenge the no­

tion that \Vhen people reach a certain 
age. they cease to care ahout how they 
look and therefore aren't a viable mar­
ket for apparel. 

Tal--en in tandem with recent d mo­
!2raphic trends. thc~e finding~ ould '\ig­
nal a new scn~itivity tov.ard the lei rly 
on the part of the clothing industry. 
Jad . ..,on "'ay~. 

"The number of peopl" 60 and over i~ 
grmvi ng at t wicc the rat or the popula­
tion a~ a \'-.:hole." "'he .... ays. "This popu­
lation probably repre~ent.., increasing 
purcha"'ing power and a growing mar­
k.ct." 

In her ">tudy. rec ntly published in the 
Clolhing and Te.\tile., Rescurcfl Jour­
nal. 1 ad. son exam in d comumcr pur-
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cha...,e diaric .... and qu~~tionnaire .... com­
pl ted a~ part of th~ federal 
government's 19X-+ ou~umer E\p n­
diture .·urvcy. The~tudy involved 2.927 
households headed hy ~omcone 60 or 
older. Each head of a hou~chold k..ept a 
purcha-;c diary for two con"!ecutive 
w "-~and wa"' intervic\vcd about hi~ or 
her ~rending habit~ every three month~ 
for 15 month~. 

In analyl.ing the pun:ha"'C\ or the~t..: 
seniorciti/.ens.Jacbon round that then: 
i~ little relationship betv.een age and 
..,pendin~ level - at least until about 

BAR CODE 
lor product number 

tomlory code. form 10, otc . 

0 c R (TYPE PRINT) 
for preprnted job code 

order ntJmbcr fo•m ID etc. 

CHECKMARH 

HEAOS·UP lEY ENTRY 
for cornmenl ftelds 

IMAGE CAPTURE 

age XO. :he ""Y:-. that improved phy.,tcal 
and L'l'onomic health amon ~ tod ay' ' 
elderly ar "' lilo.cly re'\ponsihk for thi :-.. 
Jacbnn also found - not ~urpri~ing l ) 

- thatth al"llu nteldcrlytendto"!pcnd 
more money on clothes than oth T"'. Rut 
she ~ay.., that in ome level alone cannot 
fully explain pur · ha~e deci ... ion .... amonl! 
the eld rl). 

(h r the year:-.. Jad. son "a.J "· the l' l' 

roneou..., a:-.:-.tllnpt ion that the ~lderl y '>lop 

huying cloth in~ ha~ re .... ultcd in an )arl'l 
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utoData PROM II 
Desktop Forms Processing Software for Windows 3.1 

AutoData PRO ll empowers you 
to automate and simplify the data 
collection process. Forms are 
read and the data is automatically 

exported to one of several popular 
file formats . Choose from a vanety 
of systems and desktop scanners 
to meet your applicatron needs. 

AutoData Systems A Windows 3.1 

DLL is Available 

tor Developers 
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Marjorie . Michitti, Deni e F. 
Winokur , William .J. ramk w ki 
and Rob rt J. Thoma have alI been 
prom ted as part of the e pan ion of 

hilton Re ear h errin's f. Rc­
ea r ·h ompany New . p. 23). 

Michitti has been named eni r vi c 
pr sident. he \vill ntinu to serv • 
a: hilt n Re ear h r i e:' gen-
eral manager. \V in kur will s •rve as 
vice pre ident and gro up manager in 
the c rnpan ' n w health care divi-

sion. Kramkowski ha be n pr m t d 
to vice president and gr up manager 
in consumer product. . urr nlly a 
vice presid nt and gr up manager for 

hilton R . earch. Th rna · \ ill now 
also head the husines. and indu trial 
services !!roup. Dan . Hagan , vi ·e 
presid nt and group manag"r, wi ll 
continue to mnnage the entertainment 
side of .hilton' bu in ss. Ellen _J, 

Rurg, vi e pr sid nt and group man­
ager. will b in harg ~of addr s. ing 

• Focus groups • Surveys • Board and Staff meetings • TV/Radio/movie testing • Training • 

The new wireless 
Learn more from any group meeting ... 

The new XPR 500 wireles polling y tem- th fastest vvay to get an 
hone t apprai I from an group on an ' i u . Cut through gr lup poli­
tic , bia , intimidati n, r · m ent reticence. Z r -in on th r I i ·sue ·, 
prioriti . P r n I k ypa re ·pon e en ure anon 'mit nd quality. ra­
mah ally impro s produ tivity. Get accurate, actionabl re ult -fa t!! 

Ju t nn t PRESS to your per onal omput r. Th n start gathering 
mor v luabl informationth n ver. Pd startat nly$3,990 f racom-

plet 10-r . pond nLy ' t m. 

Call (503) 626-0171 rww 
to get more information 

about the 
EXPRESS50 ~ 

Aff( rdabl group 
pollin sy tern 

from 
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ORTEK pata Systems 
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10 • X'iOO 1-. yp.ld mod~J. 500C shown 

• Market research • Strategic planning • Evaluate presentations/speeches • Votin 

22 
C1 cle No . 107 on R d r Card 

.!!1 
~ 
.r::. 
c: 
~ 
F 

the ne ·ds of the t I mmuni at ions 
and omputer indu . trie . Chill( n R ·­
search ervi e . ha. offic · in Radnor. 
Penn .. and Northbr k., I ll. It i: a 
divi . ion of hilton Ent rpriscs, which 
is an op rating unit of Capital ities/ 
AB , In . 

.Jeff ·ry '. M Wey has been named 
senior vi e pre id nt and gcn ·ral man-

r
·"'!;-..:h'f"···.···.··~.·~· ~111 •• :.-,.J 

v.>j:&····.··-····. ·· ··.··· .. ·.·. 

? y 

~ Jf 

·r; 
Me\· ·y 

ag r f th mnrketing scrvic s di i-
ion of th G£'ncrallnformarion Ser­

t•ic<' s Group - part of At lantn -ba. ed 
Equifax. Me\ ey \Vi ii lead quifa · 
marketin17 s rvic . . with . p ific r -
sponsibilit for Equifa · ati nal 
Decision Systems in 'an Dieg and 

ui k T . t in Framingham. la -;. 

H will aL o s rv a pre · id nt of 
ub idiary Elri J... and 

John V rdon i the new vi presi­
dent. marketing f r Polk Direct. As 
such, h i. re . p n. i I r r all f the 
company· marJ...eting efforts. H is 

harged with bo sting Polk's con­
selling and enhnncing its 

continued on p. 40 
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F O Rc ea rch, In . ha purchased 
P aym n t Sys t e m In c. P I), 
Tampa. Fla. The reported pur ha ·e 
price wa 6 million, half f which is 
payable in F . tock the other hal 
in cash. FO paid 0% of the t tal at 
I sinlr. The remainin 20% v,rill b 

payable o erthe nexttw y ar and is 
subject t adju tment ba 'ed n PSI·~ 
actual earning during that p riod. 
P l's 1 3 revenues were appro i­
mately 7 milli n. With the tran ac ­
ti n. P I become NF 's third per­
ating division d dicated to th inf r­
mati n need .· fa p c ializ ~ct ni ~ he 
market. P I is f cu ed on th 
and interwttional inan ial ~ rvic · 
market.·. FO' . therop rating divi -
i n are focused on th y I low pag 

and pharmaceutical/hea1th cur indus­
trie . 

G E a mpl ing S~· s t ' ms has 
relocated to new, larger fa iii ties. The 
company's address i~: 565 Virginia 
Dr., F rt Wa. hington. Pa . L l)Q _ 4. 
Phone i .... 15-65. -7 100: fa .... 15-65_ -
7114. 

"hil to n Re a rc h . end ha .· e -
pand d b cr <Hing f ur pecialty 
groups und r it auspice. : henlth care, 
consum r pr du t~ . bu ine 
dustrial en•ice . , and th T 

and in­
(tc l ·-

comm un icat ions/ ntenainment/com ­
puter~) group. The TE gr up ha~ 
hcen furth r brok n dow·n int an en­
t rtainment id and at ·le mmuni -
ations and omput rtechn I g id . 

The company has named gr up head: 
in each area. hilt n Resear h S r-
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vi e. has offi e in Radnor, Pa .. and 
rthhrook, Ill. 

ci ·io n na ly t Inc. has mo ed 
into a recently purcha ed _ .2.-acre 
~ omple · at 60 Ave. N. . in Arling­
ton, T a . Th comple · in ludes two 

building - each with ab ut 25. 
squar feet of spa e. The c mpany· · 
150 employe s ar hou ed in th' re ­
cently remod led ea~l building. The 
total t of th pr ject \Vas about 

· 1._ million. The 16-y ar-old com­
leased pa e in a 
· in Arlington. 

recent ·xpan ion. 
odate., Inc. ha 

moved intone" offi e: at ~26 Maple 
Ave. W., # 03. Vi nna, a. _2.1 0. 
Ph ne is 70 -2 l -9541; fa · 7 3-_8 L-
576_. 

continued on p. 44 

"The best tool I've ever seen for quickly 
extracting, organizing, and analyzing numbers 

grabbed from databases is 

Data Muncher." 
tM:ndows Sources MagaLtne, December I 993 
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Data Muncher is the most powerful 
cross table pacl<age on the marl<et. 

Data Mun her i · more p erful than . A.~ Tabulat , P Tables, Lotu lmprov, 
E e l, Quattro, and other r port writers . No other package ha the depth of 
option including multiple field . n ted Held ·, fiexibl oning, alue mapping, 
autoranging, computed tatistics and re rd dr111 down . Data Mun her reads 
your data dir tly rom over 23 different database and tati ti al package . 
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0 and ASI 
collaborat on new 
print testing product 

FO Rc-

In .. tamford, -. nn .. hav~ teamed 
up in a joint proctu t rr ring. he 
product, NFO/A . l Targeted Print 
T ~ling. provide~ ad ertisers with a 
meth d of comprehensively testing 
print ad: among targeted sample. of 
~onsum rs. 

Advertiser. wh plac ·ads in print 
m dia make signifi ant investment 
in ad <..lev lopm nt and ad placement. 
Print testing i. a mean. b \ hich 
advertisers cant 'it the effcctivene 
of an ad b fore total cost. are in­
curred. Targ ted print testing all w: 
te . t ing fads among the . p i fi au­
dience th advcrti:cr i. attempting to 
reach . " In th r al world , not all p pic 
rc'>pond to ad ertising the :a me\ ay :· 
says Bill Moult. president of A I. 
.. Thcref r .adv ortisinueffecti eness 
is best m • . urcd among the ~ nsum­
ers at whom the campaign i. targ •ted. 
rath r than a general audien ·c." Lo­
cating targeted group. f nsumcrs 
fort ~ling can he diffi ult and cost ly 
\Vith traditional print l sting meth­
ods. he says. 

F /A 1 Target d Print Testing 
allov..-s adv rtiser~ t te:t among tar­
get d audiences. lsing N FO's pre­
. re ~ ned 50,000 household panel. 
target d sample: of onsum ·rs m et­
ing virtually any criteria (i.e., suffer­
er. f chronic ailments. the matu e 
mark ·t. affluent h useholds, h u. e ­
h Ids with chi ld r n. brand user.) an 
be located . In -home t ·sting is adrnin-

24 

i tered by NFO u. ing A l's print t st 
m thod~. The t !'.t pr vides multiple 
measures ofth ad - c rnmunication 
e iTi ci ·ncy. communications effective­
ne . and diagno. tic rn asur ·s - to 
und rstand why the ad performed n: 
it did. For m re inf rmation cal l 
Melanic Mump rat 41 -6 I -R560. 

Claritas offers wast -
site data, ZIP code 
encyclopedia 

laritas/NPDC. I and ri a, Ya .. i 
ffering the Envir nmental Hazard. 

Databas . Th database is derived 
from information c mpilcd hy Envi ­
r nm ntal Ri k Informa tion & lmag­
ing Servi e (ER il ), also f le an -
uria. lnrita provides the hazard 
data on-line ia its ataly . t nn c t 
system. or a · a report, which an b 
ordered b ph nc. 1aritas . ny . it will 
ship within • ..4 h urs. Th sy . rem ~ an 

take any .. address and pr vide an 
cnvir nmental risk report ( Rll 
. can) that lists potentinlly hazardous 
site by type and pro imit to the 
. ubje t property. The data can also be 
formatted for us· in spr a heet soft­
\1 are and geographic inf rmation sys­
tem (01 ) mapping . oft ware. The data 
i. regularly updated and draws on 
nin f"d ·ral and . tat urce:. R ·gis­
tered underground torage tank~ are 
in luded. he ctataba. i availah l 
f r se era! geographi le cis, includ­
ing a ·itc radius around a giv ·n lati­
tude -lonl1itud • point. en us blo ·k 
group. censu: tra t. ZIP cod· county 
and state. 

In addition. laritas i~ no\1 offer­
ing Ne: ide. a directory fill d with 

comprehensive d ·rnographic details 
fore r , r sidential ZlP in th nited 
Stat s. For ·a ·h ZIP. Re; ide lists 122 
demograph i detai Is about that area· . 
population, age. income, empl y­
ment, marital status. housing type, 
edu ati n, cthnicit . numb r f ve ­
hicles and more. The dir cl ry con ­
sists of I 0 olumes, each of whi h 
cov r. one f the 1 five-digit ZIP 
po tal er icc ·tr as in th nitcd 

tales . So, fore ample, v lume nine 
contains data for ZIPs beginning with 
nin , o ering alifornia. reg n. 
\V a hington, Ha\1 aii and Ala ka . D -
mographic stati ti li ted for each 
ZIP ode include: 1993 ·:timates of 
populati n, households and families: 
fi -year projection. f r p pulation 
and households; hou eh l<..i siL.c and 
income range ; "ZlP Quality" rating 
(comparing incom . educat' n. etc. 
to . . n rm); age distrihution . edu ­
cation level ; ra ial and ethnic 
breakouts: hou~ing information su h 

as home values. housing type. , own ­
er:hip and r nt data; ccupati n and 
industry; \1 hit -c llar-t -blue-collar 
emplo m nt inde ·: and family typ . 
marital . tatus . The cost for ach vol ­
ume of the director is $195. while 
the complete set run c 5. Rc::idc is 
also a ai lahle on magnetic tape and 
, D-R M. and a Rc: ide dutaba . ts 

uvailable for geographic inf rmation 
. y. t m ( T ) soft\var . 

"' Or information on eith r n w 
Claritas produ t call 80 -- . 4-5973 . 

IRI gains drug chai s' 
canner data 

hi ago- ased Information Re -
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source Inc. ha announced that B ots 

the Chemi ' t and Superdrug, in epa ­

rate acti n , have decided to pr vide 

Info can NMRA, IRI' · nited King ­

domj inr venwre ompany, with ole 

access to the chains· s anner claw for 

health and beauty-aid (HBA) prod­

ucts. lt is estimated that t get her ,the e 

t\VO retailers account for over half of 

the U.K. retail market for HBA prod­

uct:. Thi · mark. . the fir t time that 

Boots, the U.K.'s leading drug chain, 

has made its point -of-sale scanning 

data available for research purpo ·es. 

With data from Boots and uperdrug, 

lnfoScan MRA is now able to pro­

vide a compr ·hensive source of in­

formation on health and beauty-aid 

use in the nited Kingdom. ontacL 

Bob Bregenzer at 312-474-2641. 

D&B, Prodigy provide 
info to small 
busin ss s 

Dun ' Bradstreet Information r-

vi e · , North America, and Prodigy 

S rvi e o., have igned an agree­

ment that allow ' D&B to offer its 

marketing information on -line to 

Prodigy ·ervice member ·. The er­

vice. D&B lution , offer informa­

tion on more than 9 million .. bu i­

ne'\ses via p rsonal computer that 

are linked to the Prodig ervice. The 

information can be used for direct 

marketing, sales prospecting, market 

analysis or job s ·arching. Conta l 

Pamela Spiridon al D&B 908-665-

5105, or Carol Wallace al Prodigy. 

91 -44 -2496. 

Simmons offers 
Choices I 

immons Market Research Bureau 

[nc. has released Choices II. The full 

integrated p·1ckage is available in 

\Vindows. and Macintosh platforms 

as well as local ar ·a networks. The 

first release. \l..' hich ·ame out in mid­

Decemher. included crosstab analy­
:is , crit ria s arching lhroul1houl th 

database, reach and frequency, pre ­

sentation-ready output and built-in 

continued on p. 38 
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DATA 

COLLECTION 

EXPERTS 

FOR 

THE 

NY 

TRI­

STATE 

AREA. 

WE 

FOCUS 

ON 

QUALITY 

SCHlESING ER 
ASSOCIAT ES 

We offer total doto collection servkes encompassing all 

aspects of quantitative and qualitative research. 

• 
Complete focus groups facilities 

One·on-one·s 

Central location interviewing 

Mall intercepts 

Ooor·to-door interviewing 

Executive/ Medico lln·depth interviewing 

Centrollocotion taste tests 

Telephone interviewing 

Mystery shoppers 

In-store merchandising and disrribution 

Product testing 

Store audits 

Couponing and demonstrations 

CALL 
OR WRITE FOR 

OUR 
BROCHURE 

levinson Ploza, Suite 302, 2 Lincoln Hwy.,Edison, NJ 08820 
908·906·1122 FAX 908·906·8792 

C1rcle No 1 09 on Reader Card 25 



What is great creative? 
continued from p. 17 

"real world" m<lfk t curren e in ali­
dation studie~ ondu t d at the interna­
tional le el. in luding BehaviorS an 
Mi r Market tudi (publi hed val i­
dati n d umentati n i available up n 
reque ·t) . Per LJa ' ion i them a ure that. 
in validation tudi . \Va f und t or-

GOOD CREATIVE 
AD*VANTAGE/ ACT AD*MAP 

SUCCESSFUL COMMERCI ALS 

- -.., 
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PERSUASION /ATTITUDE SHIFT 

rant . he remaining two quadrants. ITT 
and IV. indi ate \1 ea perf rman e n 
p r ua. i n ron both mea:ur s. 

D*MAP nable advertis rs to sec 
ho\v reati e ucce and fai lur look. 
G d reative fall into the t\vo ri ght 
(p rsuasi n-driven) quadrants of th · 
AD*MAP.l and IT. or creative failure, 
look to the left at Quadrants II [ and IV. 
Av rag ommercia ls cluster around 

BAD CREATIVE 
AO *VANTAGE/ACT AD*MAP 

UNSUCCESSFUL COMMERCIALS 

c -
L 
u 175 • T 
T 150 • 
E • A 125 • • a .111 Q.l 
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w •. Q.IV Q.ll 
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75 ••• R ••• E 50 

N • E 
25 •• s 

s 0 
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PERSUASION/ ATTITU DE SHIFT 

"most popular" ( e ·t-1 iked) and pi tred 
thci r s ·or ·son the D* M P, on I 1 % 
of th ·sc met high ffectivene ' rite ria 
Quadrant 1) . . izable 3 %were inef­

fective, falling into Quadrant IV rIll. 
The larg ~t number. 43 ;f,, were aver-

AO*VANTAGE/ACT AO*MAP 
OF BEST-LIKED COMMERCIALS 

HIGHCA 
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II 
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P RSUASION/ ATTITUDE SHIFT 

age, p itioning ar und th middle of 
the map. 

While the purp e f thi · arti I is to 
identi( ''g d reative·· in al - ff -
tive t rms, it is valuable to plac • the r late to . ale .. Quadrants I and 1 I of th 

AD*MAP arc persuasion-driven quad- rated ··good" in p rspcctive. All too often. 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ adverti ing n1isfir .· in th name of 

• 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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·•creativity. " ~rom our observation of 
re f mmer ial from the last 

t year harv t. here are f ur om­
mon blunder that fre u ntly ab -
tage brand in the name of creati ity. 

product '? \-\' hat' the 

d es n e plain the preva-
1 ·n ·e f ~ travagant. high-t h pro ­
ductions that ·hamele ly a rifice. 
ob cure and ov ·rpt wcr brand .? The 
inc lination of many adverti · r 1 put 
their brands in the hands of antic 
presenter: who dance around them 
w·ith di tracting shti ·k? ho ·kingly. 
among mmercial: that fail, a fre­
quent pr bl mi. th ir failure to ·om­
muni ate the brand or servic name . 
The name i verpowered by e p ·n -
ive pe ial e f ts, sacrifi ed for en­

tertainment or humor without pur­
po • or buri d under mist ·ading and 
inappr priat word play or imagery. 
\Vhen the pr du t. brand, me. sage 
and n um e r benefit ar th 
·omm rcial" · be t-kept e ret. thi i 
n t reati e. It i n 't even adverti sing. 

Quirk's Marketing Research Review 



II that glitt r i not go ld 
There arc a I ertis r. \vho be I ieve 

that the hotte t lebrity nav r of the 
m ment will mak sales s ar. Then. 
the .. make sure that most oft he brand's 
30 . e·onds are pent on the h t 

property' . p rsona. life . tylc. m od . 
idio ' yncrasics and lei . ur acti ities. 
If the ce lebrity i~ a omcdian. ·•make 
them laugh" (comedians arc alway 
prepared \:vith score · of div ·ning _ 0-
s nd routines). Heard the one ab ur 
the two comedians lradinu jokes in a 
din r ( era pen)'? Wh n star p \Ver 
fai b. it i b cause th ndvertis ·r ha 
failed t work the star int th brand 
or. for that matter, failed to link the 
star to a con ·umcr benefit. tar power 
without purp s is not creative. 

ood comrn rcials that abota ,.e 
th ' m:elve 

A 7 roup f grea:y m · ·hani . . at 
lunch in the h p, pour ~ leak ' auce on 
u d car part · and, yes, ca t th m. n 
addlehrained pitchwoman keep ge t­
ting her dirty. ti cky fin ·r: in a g lass 
full of soda p p and refuses t drink 
it. A prim etiquette t a h r dunk · h r 
fa e trnight int a half 'a llon ~on ­

lainer f i cream. emits hoggish 
grunt and slurps. and em rges with 
ice ream all ov ·r her fa e. on front d 
with a h i l ctw ·en a disgu~ting. 
thin, dry burger and a de licious, jui ·y 

ddly-a coutcrcd ''freak of natur " 
(how I e do s one d ~ cr i be person · 
with tv.lo heads. three I gs. purple 
hair. et .? fro li c to the accompani ­
m 'Ill f c py d ·livered in roboti 
sty I whi h suggest · that you sh uld 
f el free en ugh 1) lo k and behav · 
like th se pe pi . young man (ap­
parently) falls to his d nth during a 
hun gee jump because he wa w aring 
the wronc- neakers. Ani ten e group 
of thi rt om thing "aut m tive en­
gineers" trade trend new age . mall 
talk to give y u onfid nee that the 
car they' e created is for you . An 
underg:arment manufa ·turer trie ~ t) 
entice you to buy th ir brand by h w­
ing a cava l ade f pinching. pu hing, 
cutting, t\.visting uncomfortable c r­
·et. of pre iou · enturi s. A v lup­
tu u model flaunt · her hody in fr nt 
of t o pr -pubescent pe pin r tom . 

hom le .. old man i dri en mad y 
a gang of teens wh for him ou t f 
his ardboard box \Vith loud h -·wy 
metal mu ic. 
from the hev ha 
scene. from far-out n-air c mm ·r-

ials that ju t didn't ge t it. 

Re ·earch ' . reativ winner 
Fortunately, we an ·i te man 

amplcs ofh w go d cr ·ative \vorks in 
practice. h follO\ving ·ase · are from 

recent hi . tory. v ral are c nrinuino­
campaigns. They wer • very uccess­
ful in py t . ts and in the market­
place, a ording t se ndary sour e 
. ales r p rt . Thi . is adverti ing that 
is sty lish. individuali ·tic and gc n •r­
ate ales- trul y great creative. 

D* AP ·c re for thi · gr up po-
irion the overwhe lming majority in 

Quadrant [: high lev Is f art ntion 
and persuasi n (th h ·st r both 
w rids). lthough a f ware marginal 

n th awarenes dimen. ion, they 
·h \ved clear ' trength on p r ua i n. 
thereby placing in Quadrant II . Quad­
rant , 1 and If are driv n by per ua­
sion). 

lebritie · used ""'ell 
We know that · ·lebritie . . e ll only 

if they are cho. en appr priat ly and 
arc credible u er:. clebrity present­
e r: bring their wn publi images, 
p rsonaUti e . . and va lue to the pr d­
ucts th ·y nd rs . 

A fev .. · year ago. Tommy a orda. 
the outspoken and tr verted man­
ager of the L Angel s Dodger . and 
a kn \Vtl go urmand. burst on the en 
for lim Fast \1./ith hi s pers nal h -
f re/aft r tcstim nial. trim and e l­
egant aSorda r p rting that he felt 
great was pro f of th 
pr du t' . b nefit. 

one. a cu ton1er cho s · the former. ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

he camera foil )\VS a fa l fo d m al 

stream wi th a . orted garbage.. en'S 
from.. nimal Hou"lc. th u I'' r 
'·You an't 

me 
are even recipients of ' reati 
awards). Yet. it i. not unc mrnon. in 
our xpcr ience. t . e unappetizing 
f d comm rcial - food ' omrner­
cials that sab tage them~ ~tve ·. 

Th 'Y just don't g ' t it! 
Pi nail ... the failure . include emo­

ti n or imag · driven efforts that ar 
clearl y out of lou h w·ith consumer ' 
n d , ·tspirati n , fantasies, m re 
and th conv ·nti nal wisdom. The 
adv rti . rs (or their ag n ies totally 
mi unci rstood their ustomer . 
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"They didn't just tell me how my 
customers felt about our senrice, they 

showed me how to improve it." 

"I see." 

"No ... ICR." 

A atisfied cu tamer i a repeat customer. ICR' u tamer atisfaction r earch give 
you the information you need to improv the quality of your product and en:ice 

in \vay that ar truly meaningful to your target market. 

\V do more than e eeL 
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cr) \\ "" ~?ne r getic. e utitu :-.Ia'itic and 
authentr ·. Hy uu\V a "cia. '>IC .. grea t 
creative, ~lim Fa:-.t ha'> 1-..ept up the 
momentum\\ ith :-.everalntLH\.· appro­
pn~lll' and · redible cekbritic~. the 

and other hot BA player'\ v.:erc 
;;eamle..,~ly me~hed into McDonald'" 
me~~age. attitude and o.;tyl with highly 
entertaining and clever ~roryline com­
mcn.:ial.., that o.;h<nved th r\ BA play -

The ·e lay Pepsi and Diet Pepsi tend to he 1 ociated 
~rii/1 a rosrer of· tarni ·hed star . . uch as Mike Tyson, 
Madonna and Michael Jackson. The n1oral of' the tory 
IJla_\' he 1ha1 older cclehritie ·are les likely to give their 
spo11sors Maalox tnon1ents. Indeed, our tests oj.hundred 
ofcelehrilie. Ill rough the years denzonsrrate thai older 
celehrirics arc 1nore trusted, heliered and he/cn·ed ­
and n 1 ore reI i a hIe i 11 1 he I o 11 g run . 

nHhl r~?cem being \Villard 'col t and 
· nn Jillian. 

1\o panucr\hip bet\\'l'L'n marketer 
and \tar pro perty could be mon.: itkal 
than that ol McDonald'.., and Mich ael 
Jordan: the \\ orld cla'i~ bran i name 
indu'>try kadcr and the # I pcr~onality 
and roll' model worlthvide. Jordan 

er. in action for the brand. The BA 
c·1mpaign 1-.icl-..off ~pob. which 
"hov.· ~d Jordan and Bird ~hooting 
hoop~ in a fri endl y wager for a Big 
Ma · and frie~ (" First onL" to mi . .., uL" ts 
to \vatch the utller one eat'') arT an 
object le'i\O il in how to managL" ~tel­
Jar endor1'e r~ ~o that they enhance thl' 

brand, not ovL:nvhclm it or split it up. 
The ri r~t " 'hov .. dov.m '' \vao.; \O ~uc ­

ce~s ful that it spawned a sequel \vhich 
le ft consumer"'i wantinv even more . 

oft drink advertisinu crnho lies the 
old cliche, " [f you don ' t have any­
thing to -.;ay, "'iing." Because soft drin ].." 
are targL: tcd to a youthful market. 
many advcrti~ ·r~ in thi'\catego ry have 
cnli . teu tel:n idols to rock the . creen 
away \\ ith their prai~e'i . But. which 
teen idol i"'i ~ h<>Liling the prai se'\ of 
\Vhal brand '.' Hard Lo tell. A few· year'\ 
ago, Diet P ·psi broke out of the mold 
with a catchy ..,)ogan/s oml. "You've 
got the right one. hahy , uh -huh," and 
a hip, older ~i ngcr v .. ·ith Cf'O\'>-ge nera­
tional appl:al. Ra y 'hark~. The o.;lo­
gan/so nu bcntmL" bonded to the brand. 
pa..,~cd into the culture. and '\eedecl a 
cottage indu"Lry of promotional items. 
1'\ot only wa'i thi'\ one of the most 
memorable campaigno.; ev r but, in 
our era of ulohal brandin g, it wa~ a 
campaign idcally -de~igned for cro...,~ 
cu ltura I travc I. 
Thc~c da y~. h wever. Pep-.;i ami 

Diet Pep~i tl!nd to he a~sociated with 

BALTIMORE. . 
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A FREsH FoR YoUR 
NEXT Focus GROUP. 

People om to Baltirnor lo ample the city' 
world-famou afood. -

But you can ampl more lhan eafood in 
BaJlimore. You can iap into the city' fr sh and 
rich dcmographi diver ·ily in your next focu 
group. Che apeakc urv y can help. I Jere' 
ome of whal we hav to offer: 

• C ntralizecllo ation - Ball imor i clo to 
\Va. hin ton D ... N w Jer ev. Phil d lphia 
and ew York. -

• Executi\'C. Mcdi al , Consumer recntiling 
which al ·o include the 2% incidcn proj cls. 

• Accurate and proper recntiting done in-hou e. 
'ompurerized daiaba. e of mor than 4,000 
hou ehold and growing alllhe lime. 

• All specs are met to vour qualifications and r -
-creened prior to the roup. 

• Telephon int n.i \vin<fi compl tcly up r 
vi eo at all time .. 

• 25line phon c nter campi le with on & off 
pr mi t lephone rnonitoring capabilitie . 

• 45 full & part lime lrain d interviewer u ing 
lh MRA Video taped training pro~ram. 

• Executiv & xten ive medica.I incf€plh inl r 
viewing with 0.000 doctor & complete 
ho pita.I databa eon comput r. 

• onv nlion inlen.'iewin . in- tor inl niev.rin 
tor audit and myslerv 

shoppin . ~ 

For more inJormation 
on your nch.i focus group 
or ( lephon urvey. calf 
Elitabeth B irn . (41 0) 
356-35 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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a r ~ter of tarnished . tar. . u h a. 
Mike Tyson, Madonnu und Micha I 
Ja k. n. The moral of th -;tor may 
be that older celehritie-; are le . likely 
t gi e their sponsors Maalo mo­
ments. r ndeed, our test. of hundreds 
of celebrities thr ugh the years d ·m­
onstrate that older lebritie. are more 
trusted, bel i ed and helo d - and 
more reliable in th long run. 

. tro ng executi ona l ignatu re 
s more product:-. g lut the market 

and brand loyaltie-; ontinue to erode, 
a v ... ay t distingui sh a brand is with a 
. trong e ecuti nal ~ignature. 

H irw. the undi~puted leader in 
ket hup. h. s uilt and maintained its 
r putation \Vith "iignature thickne . 
dem nstrations of last ::tnd quality. 
Heinz ha · kept the mes:agc fr sh via 
a varict ofindi idualisti humor u · 
vign ttes built around slow p uring. 

ne recent J lcinz effort proffered the 
thickne~s m ·ssage with imaginative 
u e of animated ant.. Most imp r­
tantly. the product wa. the enter f 
th . cenario, shown in the ntext of 
appetite-appealing food. 

The Pi tisbury D ughb y signature 
r ·cently returned t the . c nc- up­
dated, hip and nt rnporary for the 
1990s. Familiar lem nts of the 
Doug.hbo emblem remained, nota­
bly the ign-off. where a finger pok s 
the D ugh boy in the b ·tty, he gi 'gles, 
and repeat ' th r frain." othin ' say 
I in'." Using th Doughboy, 
Pill bury has also employ d e e)­
lent demon. trations of how the dough 
pr duct: arc us d . In addition, 
Pill bury's tempo and mood support 
a . peedy. convenient preparation fa 
d liciuus and still hom made procl­
u l. Ta ' lC appeal r in forced by 1 t r 
enj yment im·tges work with the em­
blem in an e c II nt branded f od 
ap r ach. 

In the cro\i d d and fi r ly orn­
petitivc health and beauty aid at­
egory. many n w pr du t hav 
~wiftly plummeted to blivi n. The 
cat·gory is fill d with look.-alik . 
~ound-alikc and opy at name and 
products- and few product that are 
truly unique . Arguabl .th mo t sub-
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je tiv fpn duct categories, it i" one 
in \vhich the c ecution often "i. "th 
produ t. Th re is strong dependence 
on em tional appeal , personal id nti ­
fi ati n. e ·tend<.;d hcnefits and i ntan ­

gibl r wards. 
The <.;nduring 'hanel campaign is a 

. ignaturc ·ampaign that has work.ed 
e ·tremely well for year". lt i. surreal ­
i. tic. ~tartling, .· xy, m "teri u. and 
~tylish. It ·onveys all th appropriate. 

or mu~ic t create feelings ::tnd mood 
as an advertising trend for the 1990 . . 

M r rec ntly. Lubridcrm d ·vel­
oped a campaign that stood apart from 
d Len · of hand and body cream spot. . 
u~ing contrastina images of an alli­
gator. lithcring uway from a nearly 
nude model care. sing. her tender k.in. 
the point was clearly made of h w the 
product ''banishes'' rough , kin. 

Lubriderm 's alligator ha .. lithered 

Hein:, the undi. put "d leader in ketchup, ha. huilt and 
n1aintained its reputation Y1'ith . ignature thickness 
den1onstrations q{ ta ·te and quality. 1-1 in:: has kept th :1 

nze , ·age fre. h \ ia a variety qf indivi iualistic hun1orou · 
vi~nette. huilt around slow pouring. ne recent Hein: 
effort proffered the thickness n1e ... age w·ith imaginative u ,e 
of anin1ated ant '. Mo ,t in1portantly, the product »'a · the 
c nter of the .\cenario shown in the context of appetite­
appealing food. 

intangible "value plus" h nefit. of 
the brand. The c·tmpaign work \ ith 
\.Vomcn h ·cause it ay b ldne-;. , in ­
dependence. and . en uality. t the 
~arne time, han I kn \.V h ""' to ca­
ter to men who buy c I gne as gifts 
fur women. Al~o w rth n ting is the 
importance of mu ic in thi . ampaign. 
We have observed th increasing role 

lhr ugh . evcral new season: in ar­
ied e ecutions, with no sign yet f 
\\-'caring out its welcome. So far. the 
campaign has I gs- and teeth . 

Power fu l com par i on 
0 drugs and hou. ehold pr du b 

often rely on c mparative demonstra­
tions (sometime called "negative 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today' marketing trategie can't be formulated with ye terday' methods. I R' 
Advanced Re earch Technologic Group provid tale-of-the-art Multivariate 

Analyti · t chnique to help you get the mo t from your re arch data. 

W d more than e eel. 

AU 
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ad ").The chall ng i finding fre. h 
new reatives to e e ute demonstra­
tion p wer, a ·ha ll enge met in rec 'Ill 
campaigns for Ad vii and Liquid Plumr 
Profe ion a I Str ·ngth. 

Advil" . in-your-fa attack on 

ben fit that con ·umers 'vvant, clearly 
and imply. 

Th major battle forth consum ·r's 
·hare of drain p.ip ~ i ~ b ing \ aacd on 
TV by rh t\vo indu try heavyw ·ights: 
Liquid Dram> Plus and iquid Plumr 

Tapping into the rnoods .leeling yn1ho/s aspirations 
and music of' the JOuth cultur , Ford inter ·utfast fla h 
ofpoM eJful neration X icons v.'ith beauty , hots of fa I, 

mu cular car in action. H ea1 y tn tal rock n1u ic youthful 
slant;? expression , and a san1egeneration announcer 
lOice-o\'er »'ere other en1hellishn1ent that said to young 
drivers, "Ford is in touch vvith my need and knoM'S ho» 
to comn1uni ·ate ~-vith me." 

lenol, \J ith a belittling backward 
glan ·eat a ·pirin. io;; a reminder f why 
Advil has captured 5 cy,.. of the fa t· 
growing ibuprofen pain-kill r eg­
ment. Touting dvil as the only ef­
fe tiv pain killer for really tough. 
p unding heada hes addr ·sses the 

Profes. i nal.'trcngth. [n the Ia t year, 
both brand have introduced impr ed 
versions. ach laiming to be thick r, 
faster. better and : tron gcr than rhe 
or her. 

Both brand f cused on a ·ingl 

GROUP DYNAMICS 

benefit and did so in ·e uri ns with 
lear- ·u t clog crushing d mon ' tra­

tions. llowev r, th · -reative context 
ma<.lc the diff renee that gave Liquid 
PI umr Pr fe . i nul trength a i7ah le 
dge. 
''Profc · ional plumb "rs on Liquid 

Plumr Profe~ ·ional Strength·· tand 
ut f >r it · human interest. warmth, 
tyl and unique personalit a com­

plishe through relu d. believable 
dialogue and the asting of "pr re w 

' ion a! plumb r ··who ·onsumer ~ an 
wat h. hear. like and trust. 

ff 'ctive a utomotive adverti . ing 
M,' W's Triple A ervice ( ulomo­

tiv dvcrti:ing udit) valuates na­
tion<.tl car and truck TV spots. lnter­
e ting exp ri1 cotati n ha . given di~ ­

tin tion, cl ·ar po itioning and c rn ­
petiti e muscle to ~e rtain mak sin an 
indu tr toooftenruledb "caronlhc 
open r · d" p ·rforrnan e d monstra­
tion . . 

Honda found a fr . h new way to 

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

• "City'' Consumers 

• Expertise m Medical/Health Care Recruiting 

• All Purpose Room. With Observation 

• 4 Focus Group Rooms/Client Suites providing 
privacy and cOmfort 

• Fotn1ded In 1981 

• Brand New Audio Visual System 

VOORHEES, NJ 

• 'Suburban" Constnners 

• On-site Phone Room Recruiting 

• Cotmnerdal Test Kitchen 

• 2 Multi Level OOOervation Rocms Seating 
25 In Comfort 

• 20 minutes To Downtoc.vn PhiladelphJa 

• Designed By Qualitative Consultants 
(Opened 1992) 

OWNER/OPERATED FOR P RSONAL SERVICE • 35 MINUIES FROM PHllADELPHIA AIRPORf • FREE PARKING 

CALL (800) 220-1011 FOR BROCHURES AND INFORMATION 
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the desert. It wa a deceptively simple. 
singl ·-minded e ution that not only 
con yed economy but also great styl ­
ing and perf rmanc . Aided b da-.;­
sicalmu. ic. Le, u. used a memorabl ~ 
vi~ual image t po~ition Lexus in its 

dramatization, lif· . tyle. feeling or 
ana logy. 

2) The brand is the maj r pia er in 
th p ·ri ·nc ·, the brand make~ the 
good tim ~ better. 

3) The I i nkagc bet \i een brand and 

s. ntial. 
9) The best crcati es for mature 

brands frequently employ fresh new 
way · f revit:Jlizing th • m ·:sag . 

e ·e uti n i cl ar 
r-------------------------. (scenario revolve · 

I 0) Mu:ic (m ~morable. b nded 
tunc-; and lyri . ) i. often integral to 
. u ce ful e ·ecutions f< r many 
brands. 

ON·AIR COMMERCIAL PERFORMANCE 
AD* VANTAGE/ACT CLIENTS vs. NON-CLIENTS 

around and high­
light. the brand). 

II) When humor is us ·d, it i~ re l­
e ant. with clear product purpo e. 

r 1 LJ Non-Clients Clients 
4) The e e u­

ti n has a focus 
(ther·'s a limit t 

hov,/ many images 
and igncttcs the 

12) Wh ·n c I britie are m ploy d, 
th y ar \Veil-matched to brand , have 
credibility a: u~er '/endor · er . , arc 
trust d, and th ir de liver is ·nthu:i­
a ti . "elebrities t ·nd to impr ve \ ith 
age. Older star~ po e Je ri . k, and arc 
less like ly to ause th ir sponsors 
embarrassing mom ~n t , . 

Base: 4,637 Commercials 

54% 

34% 
36% 

9% 

FAILURE AVERAGE SUCCESS 

con~um ~rcan pro­
c s: ). 

In ·losing, \1/ reiterate h w hard it 
i: to reate g d. a le. - ffcctive cre-
ative. ftcn, ad rti ·er will ettl 

~---------------------------------~ 

S) Feeling · 
·motional 

c nneetiv ) are 
anch red to the 
needs and a. pira ­
ti ns f the tar­
get d custom ·r. 

for a campaie-n that i a erag and 
d e n harm. A. not d "trlicr, of 
4,6. 7 on-aircomm rcial te ted. only 
19%· w re better-than-average. whil 
34% fai I d and 46(k were f average 
grad·. However, in a e wh r M, W 

luxury niche: a pyramid f cham­
pagn la~scs that remain . intact when 
the car is revved up l high p edson 
roller . 

In the past year, ord nticed len-
ration \vith scort GT. Pr b and 

Mu tang . pots that convinced them, 
·'if y u haven't driven a Ford I at ly, 
you \Ve it to yourself to h ck out 
the · F rd mod Is." Tapping in t the 

6) triking. dra-
matic imager i ~ haracteristi · of 
man u e fu l e ecutions, en han ·ing 
their ability to break out ol' Iutter. 

7) An original, cr ative ignature or 

.. my ·tiqu ·· e i. t. in many of the be t 

ommercials, to bond the n um r t 
th brand and gi e it a unique personal-
it . 

In food and b erage adver1ising, 
high ta ·t appeal is almost alw·ay · 

I ient have pre-tested at variou 
tag b for producing mrnercial 

in final form, the · u~ce rate f r the 
fini hed, air d efforts increased t 
36%, while the fai lure rat declined 
to l'k·. Re ·ear h ontrihut s to the 
deve lopment of creative that m ·cts 
marketing obje tive .0 

mo d .~eling . . syn1bols.a~piration r---------~--~~~----------------------~--------~~ 

and mu ~ i of th youth culture. Ford 
intercut fast Oa he of powerful 
eration X icon with beauty shot , of 
fa:t, mus ' ular ar in action. H ·av 1 

metal rock mu ·i , outhful slang · -
pression , and a amegeneration an­
nouncer oi e- ver were Hhcr em ­
bell ishm nts that aid toy ung dri -
ers, "Ford i · in t u h with my n ·cds 
and knows how to ommuni ate with 
me.'' 

umma ry: 12 creat ive hot button. 
What is good ·r <Hive - reativc 

that sells? H re are the 12 creative hot 
button. that recur in the m t . ales­
effe rive ad crtising we ha e mea-
ured in 25 years and ·ome 25, 00 

AD*YA TA /ACT py t ts. 
1 Brand r wards/b nefit are 

high I vi . ihle through dem n tration. 

March 1994 

~~very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

I en i~ uniquely po itioned tt provide you with th b t of both Cll tom and 
1\.omnibu world . he co t-efficiency of an omnihu tudy. the overall preci ion 

and reliability of a full cu. tom ar tailored to your pcciflc n d . 

I C R We do mor than excel. 
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Survey Monitor 
continued from p. 21 

product lines that offer f \'.l choice~ to 
elderly consumers. Sh hopes that her 
research \v·ill be a first step toward re­
vt:rsing th is trend. Jackson plans to look 
more closely at clothing purchase. of 
the elderly in future r .search. She al o 
b ·lievcs th at retirement, income 
change.· , marital status and h usehold 
siLc - as well as income - all likely 
work together to influence purchases. 
For more information cal l K lly 

Kershner at614--92-43 5. 

Food-service companies 
repelled by giants 
Food -~ervin:! manufacturers general! y 

refrain from 'ntering product eatego­
rie in v ... hich the leading two brands 
have a combined market share of 25% 
or more. Foodservice Research In sti­
tute. Oak Park.. Ill.. ana lyL.ed RO product 
careg ries after in terv icwing 3.500 food­
. ervic operator~ for it ·yndicatcd ~ur­
vey titled Brand Equily . hare Trends. 

N F R A N C s c 0 
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PANEL DISCUSSION 
ROOM (18'X20') 

OBSr RVATION ROOM 
W TH TIERED SEATING 
FOR 15 PEOPLE 

BAY AREA'S LARGEST FACILITY 
• 31uxurious suites, plus new mini-group room; floor to ceiling mirrors. 

• Silent, 24-hour air conditioning. 

• Professional audio system. 

• Completely reliable recruiting. 

• Sumptuous client meals from fine San Francisco restaurants. 

• Convenient financial district (downtown) location. 

• Competitive pricing. 

• 
Consumer Research 
Associates 
111 Pine t .. I th Floor. an Francisco. CA 9 171 
1Dll-FREE: 800/800-5055 
4151392-6000 • E4X: 415/392- 1 1 

C• rcle No. 4 on Raade Cmd 

·1 he compan · finding · ' ould seem to 
indic:He that unle ~ ou have inno alive 
packaging. a new deliver "i)'~tem or a 
new product fonn. it i · unv,'i e to at ­
tempt to gain ground in a prmJucl area 
dominat d by ne or two name'). 

Still, while such a . itualion may be 
intimidating at fir. t blu ·h. Jo')eph E. 
Brady, managing director of 
r.:ood~ervice Re. ear h Jn~titute, say~ that 
initial impre. sion might b deceiving, 
and that if~ diffi ult to tell \vhether it is 
best to comp te in a category that is 
heavily, moderately or ~lightly Jomi­
mated by one r two manufacturer.. 
" Profit opportunitie" e ·i tin all areas," 
Brady :ays. ' "In fa t. it might even be 
more profitable having a small share of 
a Jar •e cat gory than ha ing a large 
share of a smtall ategory." 

Of the product areas Food ·ervice 
Res ·arch Institute e ·amined, dominance 
by the top two hrand aried ide ly. 
The canned . oup (with 87 o/c held by the 
top tv.·o name ). ice cream one (6-%) 
and ric ( 60% ) market proved to be the 
mo ·t trong ly controlled by the top pair. 
For more infonnation call Joseph E. 
Brady ut 70!5-386-7579. 

Mexican marketers 
head north after 
NAF 1\ 

Even before NAFTA made it over 
Capitol Hill, Me ican producers of con­
~umer good planned to step up market­
ing effort in the United State , a FA 
poll onducted by trategy Res arch 

orp. ( R ), Miami. Fla. shows. he 
poll described in the Januarv 1994 
i". ue ofSRC 's news letter. Inside. "!rar­
egy - wa. conducted just before pas­
sage of NAFTA in the .S. House. It 
·urveyed Me ican producers who were 
believeu to be exporting to the nited 
State~. asking them about their future 
marketing and sales efforts- with or 
without NAFTA. 

he re~ ult~ show that the passage of 
NAFT A wi ll bring a strong increase in 
marketing anu sales efforts to both the 
U. . I li ·panic mark ·t and the .S. mar­
ket in gene ral. Of the cornpanie~ polled, 
95% are urrently exporting consumer 
products to the nitcd Stat s. ore 
than half of thus<.: companies an; tar­
geted primarily at the .S. Hi :pan ic 

Quirk's Marketing Research Review 



market: 22tY, of the ompani ·s sa the 
maj rit of their produ t ' . al s ar in 
th Hispanic market, 3_ £;{- say th mn­

jority f their sal are equal! -;plit 
b tween the .. Hi panic and g"n raJ 
markets. he produ t produced b the 
companies in the p ll rang d from Mexi ­
can art and crafts t tequila and win . 

E enifN FTAdidn tpass -andat 
the time it app ·arecl thnt the agreement 
' ould not win appr val - . 2% of the 
Me ·ican finns p I led <>aid they planned 
t increase their . ales and marketing 
efT rt in the Unit d Stat s during the 
corning years. w, with the : ucc fu I 
pa ' age of AFTA, the fol lowing an 
bee ·pect d: 

Almost four-fifth of the pn du er 
surv yed will increa e th ir mark ling 
e fort · in th nited Stat ·. Only lO% 
will de rea: such effort and ahoul th 
sameporti n will sti ·k. with whatth ·y' e 
got going now. ftho ompanie: that 
will incr a. e their effort , 53% say they 
will tep up their "ff rt a I t: _ 3% will 
bump up ~omewhat: and 13% say they 
will in re~l. e activities minimally. 

Many Me ican producers of con­
sumer goo s mention d thm they con-

sid ·r the . . Hi ·panic mark t to beth 
natural mark t f r their g d in th · 

nited tate - and with a ompara­
tive advantage in pani h-langua e 
packaging and advertising already, th · 
stand t give . . pr ducers of con­
sumer go d a run for thcirm n yin the 
Hispanic marker. for more information 
·all 305-649-5400. 

ec · sion-makers 
remain elusive 

Busine s and gov ·mm nt purchas ~ 
d cisi n ar u:u-
ally mnde by a 

tion , to almost five for high-buck pur· 
cha e uch as con tru tion work and 
rna hiner . 

Further, Penton found that twi a 
many people are in lved in pu r ha e 
at 1arge plant and offices than at mall 

perations. Fore ·ample. ad ·cisi n t 
~ontract out for a ' ervi e is normally 
mnd by a group f two or three at an 

offic with fewer than I 00 emplo ee . 
Five or six p ~ ple will be involved in 
the . ame kind of de i. ion when it take 
pine at a I ~mion with I ,0 or more 
employees. 

group. not an indi­
vidual. rding 
to a survey d ne by 

Average Number of Individuals Involved 
In a Purchase Decision 

I veland-bn ed 
Penton Re ·earch 

ervices, th nver­
~ ge number f 
p ople involved in 
a buying deci . ion 
ranges from ab ut 
thr e. ~>r ser i e All yp 1 c1 Purchllleo 

4.9 

4.6 

3.7 

and iten1s u. d in .............. - ..................... ....,.. ....... _.. •• , .... ,..fl,""'""""""' ... """" -
torthworgrtrnr Aw.._lttta.J:Ih~M~~• PRO,..,on"''II lf i ;-"•-." "•••Jif'~ 111ctl 

day-to-day opera· L-----------------------l 

We bend over backwards to do quality research 
In gymna tic a p . r~ ct ore i 10. At Rockwood ar h 
th t' our oal. too. 

ockwood earch 
unty Road 8 • t. Paul, M 5 5113 • 612-631 -1977 
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IRST, 
MARKET 

RESEARCH. 
First Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National 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 
(6 17) 482-9080 

2301 Hancock Drive. Austin. TX 75756 
(5 12) 451-4000 
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It's not going to gel any casi r for 
sales reps. A Center for dvanced Pur­
chasing Studie 'iurv y found that ~nik 
of the purcha. ing e ecutives at ·ortun 
I OOOcompanie. e ·p ct teams ofp ple 
from differ nr departments and fun -
ti ns lo he ma ing buying decision.- in 
the year ~000. Only 60. %of the am 
group said that reams arccun-ently mak­
ing sourcing de i. i n~-

Penton publi hes its survey finding. 
in a :eric~ of what they call R sear h 
Overview Report. r more informa­
tion call 00-326-41 4. 

Meet the t chthusiasts 
E p rt 'ia high-t h pr duct. su ·h 

as V ' Rs, personal computer. and CD 
ar just a hint things to come in the 
l'iber-oplic/intera tive \\>'orld of the near 
future. A rcc ·nt issue f th Bruskinl 

Goldring Research Report , addresses 
the questi n of hm: ne\v te hn Jogi ·s 

oft day 'sclcctroni devi es. ompris­
ing _o (' of U ... adult . tcchthusia. t. 
b nsl a median hou . eh ld income of 
$56.500 - almost two-thirds more 
p J1lling pow ·r Lhan the a rage house­

h I d. Th y ar · b ·tter-edu a ted than the 
a erag adult ( 14. 1 median cars of 
. h oling s. I ~.7 year. ) and their m -
dian age is n ·arly three enrs young r 
than that or the a rage adult. 

Techthusiasts ar m r Iikel than 
the gen rat p{ pulation t ha c el c­
tr ni audio and video equipment. or 

ar1ple, almost all (97% techthusiasts 
own a V R, com par d t 79% f total 
adult ; m re than two-third \ naper­
: nal rnput •r and a D pia er, com­
pared t le ·s than a third oft tal adults; 
and half f alllechthusia. t. \J n a com­
put r m dern. versus only 12%-· of total 
adult . Th y ar' early purcha cr. of 
new h me appliances nnd n w food 
product . in de ing 246 and _o I. r spcc­
tiv ly, againstlotal adult . 

Techthu. iasts are 
Consumer interest in buying/subscribing 

to new technologies 
eager to usc new 
techn logi s, with 
more than four in I 0 
saying that they will 

P rsonal commun-••••••••••••••• 55% 
!Catron serv1ces 39°/o 

·-------·-·54% CD:ROM 33% 

................... 52% 
V1d o t lephone 45% 

.............. 45% 
lnteraCii've TV 32% 

·-------42% V1rtual reality 
30

% 

.. echthUStaSIS Total adul s 

ations service . 
video telcphon s. or 

D-ROM de ice . 
Although the gen­
eral adult popula­
tion is also inter­
e ted in th se tech-

'------------- So-Jr_c ___ _ _ :....._ _ _ ___;;_, n 0 l 0 l1 i e .s • 

will affc ·t Ameri ans product and 
media consumption - a question of 
vital impo11ancc to ad agen ies and ad­
verti . er . 

Ha k r pielvog ·I Bate. (BSB) om­
missioned Bm kin/Goldring to in enti ­
gatc the purcha e p tential of th ne t 

generation of t hn 1 gi ". for a B, B 
ret ort called ··Proje ti n : 20 2." h 
study analyzed dev lopment in per­
sonal-u e,consumcr-oriented te hn lo­
gics and Am ri ans· receptivity to ad­
vertising for su h sy~tems. 

The BSB study identified consumer 
mo t likely to u: new technologi ·s. 
Th e o-callcd "t chthu iasts"arctech ­
n I gy enthusiasts and early ado lers 

techthusiasts are 
b·twcens venand21 point. mor likely 
than total adult t .. nticipate c ntinu­
inl1 to he high-te h onsumcrs. While 
techthusia. t are m sl interested in per­
sonal-communication · scrvic s. total 
adults ar mo ·tinter sled in video tele­
phones . Techthusiasts are al. o more 
likely than t tal adult · to a ·ccpt limited 
amounts of adverti ing through the e 
tcchnologie , but b th groups are om -
what rcc pti e. 

Marketing te tb 
c ample. f le tronic innovati n that 
ncv rcaught n with the Ameri an n­
sum r. Will the e new product j in 8-
track tape players. sub: ·ripti n ver­
the-air TV de der · and Betama rna-
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hin s in Ameri a's clcctroni attic? 
Craig 1ugel, seni r vice president nnd 
e ecutiv dire tor of m dia res arch 
nnd t ·chnolog for B._ B d e n 't think 

. H predi t thnt systems with the 
·trong backing of the tcleph ne, cahl · 
• nd entcrtainm nt indu1-.tries ar me 

fthe probable winn rs. "Personal- om­
. (P S). intera tive 

Beverage drinkers 
clearly unimpressed 

'onsumer ' verdi ·t on cl ar h v ·r-
ages is thumb down by aim -;t two to 

ne, according to a re cnt issue f The 
!topper Report, publi . hed the on ­
urn r et\vorJ..., In .. a Philadelphin-

bn ed research organizntion that main­
tains a pan I of 5,000 shopp r drawn 
through retai I outlets thr ughout the 
Unit d tales. In the ctober 199_ i. ·ue 
f the nc\v. letter. ~onsumer Network 

head ona Do le predicted that I ar 

I 

drink soon would go flut with c n um­
ers. O\V consumer re ear his proving 
her saga ·ious. The sec-through bever­
age. have a fundamental problem: Th y 
don't taste as g od as their ~ I red 
c unterparts. Con. umers like th con­
cept f n add ·d col ring, bullh reality 
disappoints them. ome s e it as a illy 
fad. Oth rs arc w rried about acciden­
tal1ydrinkingPalm liv insteadofPepsi. 

till. enough n ·urn r etwork pan-
li · t enjoyed th cl ar drinJ...s t ug-

ge t that they will. at least, "ta n 
shelv s for a while longer. For more 
inf nnation call _I5-3X6-5 0. 

nt ractive m dia 
boom·ng 

Th I J th annual Communicalion 
lnduslry Reporl, relea ed last Decem­
ber by the inv 'Siment banking rirm of 
Vcroni , ' uhlcr iatcs lnc., New 
York. N.Y., indicates that the high-t ch 
c mmunications and interactive media 
indu. triesarcind dbooming.Alrh ugh 
unable t match th d uble-digit gr wrh 
of the boom year · - 19XY to 19 0 -
k.e · financial indicat rs for the nation ·s 

349 publicly reporting communications 
industry mpanies grew signifi antly 
in 1992. according to the report. 

fter a di:appointing IYY I, an im­
proved economy -aided b restructur­
ing and rigid ·ost control - h ·lp ·d 
boost the industry's overall re nucs by 
h.4o/r to l37.1 billion. perming in ­
come r e 17 .Yk to l8. 1 bill ion. Fol ­
lowing ad cline of 4.8% in 1991. oper­
ating a ·h tlmvzoomed L.1 7c to ·27.4 
billion. 

The averag op ·rating inc me mar­
uin for all publicly owned comnmnica­
tion. companies reached l3.2'Jf·, up I.­
points over I 991, and the average cash 
flmv m:ugin climb ·d l point to ~Oo/r . 

he substnntial1992 margin gains com­
pensated in large m a ure for sharp 
decline in 1990 and 199 L \Vhen mar­
gin~ forb th p rating income nndca:h 
flow fell. 

Included for the first tim in the in­
dustry result were . 0 intera tive digi­
tal m dia finns. Th ·s ~ companies pro­
vid oftwarc for n urn r refer ·nee, 
education. games, and con umer data 
and transactions, along w·ith h me shop­
ping and infomer ·ial ·.The Report notes 

If you buy random digit samples, our s s 
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 

remember little niceties. Like a 100% 
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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SURVEY PROt. is a growing family 
of professional, easy-to-use 

integrated survey products that 
need no database programming! 

''Mouth~ 

watering, eye 
aptJ alin~ report " 

"Cl·eated mv first 
sun• 'I tvithin 

tu·;J hour of 
installing!" 

IUHI WEEK lilts ease of use and impressive 
LABS survey- and report-publishing 
ANALYST'S features earn it the Analysf1

S 
&t:t o 1 c E Choice." ~~on~aod .. k~oo 1 o1 711191 

SURVEY PRO Adt.~an ed Edition for Window 
. 1 i de igned for mark ting professional 

who n d high quality without bu ywork. 

T ypc your questions, cl r cales, and get 
de ktop publishing quality uLOmatically. 
Create r p rt tgure by clicking on the 
que tions and stati ri - . Cro Habs, multiple 
an w~r and open-ended answers included. 
lndu try randard data import and export . 

NTR Y PRO provides clara ntry for 5 users. 
Screens auromati ally generar d to match 
the printed form . Or print scannabl orms 
and import the clara . 

Limit d-rime - both produ ts only $695J 

all800·237~565 x307 
or Fax 415 .. 694-2904 

~.Apian Software 
Practical tools far modern management 
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that thi . emerging indu try is signifi­
cant to the ommunicati n · industry a 
a whole n t nly b cau e it pro id . 
investment opportunitie . but becau. e 
of its p tential impact on th traditional 
media. 

The imeractivedigital media segm nt 
:h wed impr ·ssiv gr wth in 1992. the 
report a . The . 0 publi ly reporting 
s ftware ompanie pa ed the entir 
indu tr in '92, with revenues growing 
20.6%, operating inc me up55.5o/c ,and 
op rating ash up . 6.5o/t. 

Yeronis. uhier' Report, c vering 
I t)g to 1992, is de igned to enable 
:enior fficers of rporations and fi ­
nan ial institution t e amin in detail 
the finan ·ial p rf nnanc • of all 349 
pubJi ly reporting mpani ·s in radio 
and tel ·vision br ad asting. cable t I -
vi. i n. filmed ent rtainm nt, recorded 
mu i .newspaper publishing. bookpub­
li hing, ma azine publishing, bu iness 
information, ndvertising agencie and 
- forth fir t tim - intera ti e digi­
tal media. F r further information call 
Col ·ttc Murphy at Gavin Ander ·on 
Company, 212-921 -1 60. 

Clinton makes 
executives nervous 

Apparent! the pr . ident i: making 
executi e nervous. A couple of lin ­
ton adrnini. tnuion initiatives topp d the 
li. t of the most pre ing con ern. f 
American bu iness e ecutive · in 199. , 
according to FI D/ VP. < consul ting 
and re ear h firm ba ed in New York 

it . 
Ba ed on a re iew of the ten of 

thou 'ands of que tion · posed t it n-
ultants during th past ar by me 

2.000 dient companies, IND/SYP re­
ported that health carer form app ared 
t b the hi f on mof .. bu incss 
in 199. , a lient. sought inf rmation 

n what the .lintons' h alth pr posal 
en tailed , how it would affect their com­
panics or indu tries, and wh would 
emerce a. winner and to er if the pro­
p sal were pa ed. Request c m from 
all kind f compan ie - th gamut 
stretched from insuran ec mpanics and 
bank t ad agenci s and in estm nt 
firms I oking to profit fr m the plan' 
provi . ion . 

I e n its tail!'. in t nn.- of impor­
tan e to .. firm \ a the Family and 
M di aiL·ave ct( LA),which\ a 
.signed n F bruury 5. 199_, and took 
effe t n August 5. It provides eligible 
employees with up to 12 weeks of un ­
paid I ave for vent u h a~ childbirth. 
ad ption, and illne . or if a purent ha · 
to arc for a seri usly ill famil m m­
b r. FIN /. VP lients wanted to kn \\i 

h w their companie · should go ab ut 
drafting th 'ir O\VI1 FMLA policie ; 
wh re they sh uld post noti e : and 
how· health ar paym •nts sh uld b 
handled \ ... ·hen an mploycc is on leave. 
R c rd-kc ping r quiremcnts were al ·o 
a subj ct of inquir . 

Rounding th li t of the year· m ·t 
p pular husine t pies. according to 
Fl D/. r·. e p rts, w r the educa­
tion crisis, the -called lectroni ·u­
p rhighway, N Ff , w )men' health 
issue . , Int rnct. brew pub. and 
microhrewerie ·. casino and riverboat 
gambling,< nd lcctroni ta filing. 

IND/ YP'~consultant aid Lhcnc t 
I 0 mo t p pular topic. with its cl i nts 

wer the 1996 0 I mpics and 1994 W oriel 
up(bothof\ hich will take pia·· in the 
nit d tate ·), "u ltra·· laundry d ·ter­

gent'. rporat ·-sp n or d hild care, 
rugged ca~ual fo twear. "generation . " 
gun and ammuniti n legi ·Jation, h me-
h ppingnctwork ,e lectricandga utili ­

tie . gourmet coffe bar~ and entertain­
m nt retai I store , u has tho. e opened 
by Di ·ncy and Warner' . . Form re in­
f nnation call Beth Rubin. -1--6 S-
450 

C r al continues to 
pour 

In 1992. the r ady-to- at cereal mar­
ket gre\i 5.4% (in terms f retail dol­
lars) to tally ale: of X.l4 bill ion. a·­
·ording to Pa kaucd u t , \ York. 
N.Y. V lumegr·wata mewhatslower 
rut , ri . ing 3. % to hit -.75 illion 
pound . 

Through ut the I 9HO. , annual dollar 
gains (whi ' h hovered ar und double­
digit ) w re usually 200% to . 00% 
higher than pound increas ·s. So despite 
th fn tthat dollar gain e ceedcd p und 
in rea ·es by ov r 40o/c last year. 1992 
a tuall marked an ad ancincr quity 
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betv .. ··een the t\ o growth rat . . 
Thi~ i~ probably n re. ult of the 
increasing popularity of private­
label brand. putting downward 

Projected ATE Cereal Sales: 
1993-1997 

grow7%to 4. 1Rbi11ion.Bran 
and nutritional are e pect to 
grow4%cach, reaching$1.0 I 
billion and .·677 million. re-

pres-.ure on pri es. spectively. But de. pite the 
The ~lmvdov,rn in price in - $10 aero. : -the-board gain . the 

crease') may ~imply have been real glory til l belong ' to a 
inevitable after the blistering niche, a. rh natural egment 
pace of the ·so~ . Fr m 1983 to i.- expected to grow I 0% to 
I 992. the average per-unit price reach ' nle of $268 million. 
ofrendy-to-eat erenlro-.e67%. This will bring 1993 total 
Much of that increa~e was "im- rhe . 8.64 billion 
ply clue to a ~ ros~ -the -board mark, a gain of 6CX. o er 
prit:e rai ~ing. But a great mar- 1992. 
k.eting effort \Va'i al'io in, tru- 1993 1994 1995 1996 1997 The annual grov.··th rate ' 
mental in the up-~caling pro- of the variou~ ready -to-eat 

~-----------------------------------------~ t:eo.;"). ~1any new niche~ were cereal egm " nt~ are pro-
uncovered and ·ploited to their fullest 5%. Those numb r. nr in marked con- je ted to remain re lative ly constan t 
a~ marketers mounted appeals to con- trast to the fate of the "regular'' ·eg- through 1997. Forecast totals for tha t 
sumers from every concei able angle. ment. \Vhi h gained only l.9o/c . well year ar :presweetened up 5% w$5.48 

The sc~ments hc~t -suitcd to such lar- below the 5.4% gain p ted by the car- billion: regu lar up % to .. I. bil-
gi,;tin~. however, continued to xhibit egory as a whole. Packaged Facts is lion~ bran up 4% to $1 . 12 billion~ 

the stron~c~t gnnvth in 19<.J2 . predicting. however. that the regular nutritional up 5o/r- to 82_ million: 
Pres\veetcned, a segment~ ith a great ·egment \~·· ill pring bad. this year. natural up 10% to 405million. Pack-
deal of cartoon adverti sing and motion- By the end or 1 c 93. the regular seg- aged Fac ts prcd ict: that th ·mark Lin 
picture tic - in~. was up 7.7(/c . 1 hree mentis proje ·ted to gain a h ·althy 6lfi·, general will lTO up 5% to reach total 
health-oriented s g.ments (bran. nutri - which wiiJ bring its sales up to $2.5 sales in 1997 of $10. 5 bi ll ion. all 
lional . and natural) all grew· more than billion. Pres\vcetcncd is projected to 212-627-3228 for more information. 

Hispanic Ma et · ng 
Communicat· o 
Research 

SPANIS 
LA GUAG 
In the US 
and Lc: tin Americ 

A ULL SERVI E SUPPLIER 

Our aim 
is the gold 
tandard in 

intercultural 
research 

Asian Marketing 
Communication 

Research 
a Divi ion of HMCR 

ASIA 
LAN UA E 

In the US and Asia 

VERING THE UNITED STATES, LATI Atv1ERICA, AND ASIA 
ualitativ and Quantitativ 

Focus groups, in-depth interview , urvey , and intercept 

Bilirz~ual professional 1noderator 1 focus ~roup facilitie 1 and phone 
bank in the nzulti ultural San Francisco-San jose Bay Area 

Psycho- ocio-cultural Hispanic and A ian Research <O 

Call: F lip Korz nny, Ph. D., B tty Ann Kor enny, Ph. D., andra M.J- Wong, Ph. D. 

Ph n : 415 595 5028 AX: 415 595 5407 

94002 
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Product & Setvice Update 
continued from p. 25 

graphi :. 'hoice 11 a l o offers non­
. imm n datnba e in luding Mon­
roe Mendel "Ohn and JD Po\\'' r car 
and truck tudie . The c nd relea~e 
i ~ hedu led r r the end or the first 
quarter f 1994. Thi · r lease will 
in Jude: Trender. full-help system. 
mean /median • nhanc 'd counl cod­
ing, and per ·eptual mapping. 

immon-; a lso has al lied \Vi lh 

MedinPian In . With hoic ·. [J and 
MediaPI. n'-; Manas planning soft­
\vare, th us rl:ancreatca total media 
plan in luding reach and frequency 
for print and broadcast. all ~l:?. -

916-g900. 

Trans Union and Fa·, 
Isaac introduce Re enue 
Proj ction Model 

Trans n1on orp. und Fair, 1 anc 
and o., In·. hnve intr du ed Re -
enuc Projection Model (RPM). a to I 

:=========---===~for pr ·dieting r venu fr m pre -

.__~r> 
t} 

THERE IS A DOCTOR 
IN THE HOUSE 

fJJhf~ 
D!RIS HealtbCare Consultants, 
established in 1979, is the only heallh care 
market research lirrn with a former provider 
as pres1dent . .. 

. We speak the language 

. We recognize the nuances 
• We reach respondents olhers canT 
. We have a different perspective 

I•JJ : l~i has done market research for 
major pharmaceutical companies, 
manufacturers of medical, dental and 
veterinary products. insurance companies, 
advertising agencies and information/da~a 
management companies. We a1e an 
outside consultant to a number of market 
research firms. 

I '.JJ :Ui has done research on products as 
simple as dental floss anrt as complex as 
CAT Scans. We have dealt with issues as 
fundamental as office waste anagement to 
iss es as complex as Managed Care. 

lrJJ:U1 has interviewed specialiss in 
medicine, veterinary medicine and 
dentistry. We have worked with 
pharmacists, heal~h care/hospital 
adminis rators. nurses, office staH and a 
wide variety ol patients. 

I~J : l~1 specializes in the face-to-face 
focus group and we also have extens1ve 
e)(perience in telephone focus groups, 
one-on-one interviews. national telephone 
quantilative surveys and group panels. We 
have developed and executed international 
studies 

We are pan of the tight knit 
health care community ... 
our clients get more usable 
infonnation. 

t:tmk.ICt: 

Dr. Murray Simon 
3127 Eastway Drive, Suite 105 

Charlotte, NC 28205 
phone 704-532-5856 .fax 704-532-5859 
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screen ·d solicitati n pr r e t . RP 1 
ranks solicitation pr p ct by th 
relative amount of revenue likel to 

be generated in the fir ·r J _month of 
hank ard account life. Bank ·ard i~­

suerscan u. e RPM \Vith theire ·i ting 
pr s reen strategie determine 
w h i h i n d i v i d u a I to o I i c i t fo r 
prenpproved ~ red it offer ·. h • prod­
u t i m I eff ~ tiv \vhen used in 
conjuncti n \vi th a risk model. 1t can 
nl be integrated \.Vith clustering and 
egmentation toob, and custom re­
pon models. RPM was dcv loped 

u ing a large :ample from diverse 
bank. ~ard portfolios. ·ombincd w·ith 
credit bureau history informati n pr -
vided by rans nion. ' h databn e 
was analyzed by Fair. Jsaa to d ter­
minc th cr dit bureau hara teri~ti 'i 
most pr ·dictive of revenue . RPM 
amines chanelcristics in categ ri s 
in ·luding length f redit hi tory. 
current lev J. · of activity and U'iage. 
and payment informati n. Tran · 

ni n and Fair, 1 na ~ a ! · ITer too ls 
f r validating RPM and con~ulta t ion 

for in orporating RPM into solicita­
tion tra t egie ~ . Ca ll Michelle 
Ble hman at _ 12-466-8567. 

G obal purchasing 
new letter launched 

W-Two Publi ations Ltd .. Ithaca, 
. Y .. and I bal Bu · i ness pportu­

nities. P und Ridge, N.Y .. have in­
ti' du ed Mar/....et: Basket. a ncwslet­
t r that fo l lov.~ ~ trends in gl bnl pur­
cha ing ower. h • ne\vs l ttcr will 
lo k at relationships b t'Neen n­
~um ·r demot1 raphic and I if style 

trend ·, inc me and spending power. 
The goal of the new. lett r i~ t help 
read r make comparisons among 
c untrie-; and to help them acquir a 
\.V rk.ing kmn.,..ledge of th different 
k.ind · of income measurements that 
are available and what they mean in 
the as~ ·ssm ·nt of spending power. 
Contacl oris Walsh at 607 -277 -
0934. 

1994 'Red Books' now 
out 

ational Regi . tcr Puhli~hing's 

I 994 , tundard Dirccwry ofAdrerti -

ing Agencies and 'tandard Directory 

ofAd,·erti.\cr.\. or "R d Books," n­

tinue to be enhanced by Reed Refer­
ence Publishing, whi h a quir d the 
publications in 1992.. The 'tandard 
Directory rl th ·crtiser pr vide in ­
depth profi I ~ of m re than _ , 0 

national and regional adverti~er · with 
advertising budget ' of at l·ast 
·· 75.000. Th ire t ry i available in 
two editi n : one arranged alphab ·ti­
callybybu. ines: ;the thergeographi-

aJiy. The 1994 ecliti ns feature mor 
than 1.000 new adverti · r · and 1,000 
new per nn l. M re than 90 (' of the 
Jio;;ting · hav bt.:en completely up­
dar d. r lle ting changes in person­
n I. sales, media e · pendi ture~ nnd 
brands. Featur ·s ncv.~ to the I <)94 edi ­
tion include: product categori ~ by 
·tat inde (all companies are orga-
niLed g ·ographi ·ally within ach of 
52 clas!-.i fications ); i ncrea . ed c r­
age of anadian advertisers; three 
ncwhu!-.ine'\. ·las ifi ati n · (f dr­
railers. oovernment nnd tat ag n­
cies. and cu ltural andre reati nal en ­
t rtainm nt): and n ervice and sup­
pliers section . The J9CJ.J tandard 
Directory of ch·crt ising gencies 

profile. more than .7 0 ngencie" \·vith 
at lea"t $_ 0. 0 in billing · < nd pro-

ides compl t nta t information. 
with more than 59.000 till s. More 
than 9(Y'/(' f th li ·ting · have b ·en 
updated; th re ar 3 -o ne\\1 listings. 

ew featur s in the 1994 edition in -
Jude: ag ncy profile~ with enhanc d 

ba ic li ting'i; ~p cia! market: indc · 
v ... ith nine n ·w categories; agency 
ranking sum mane~ puhl ish d 
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by ch·erti, ing Age magaLine; and er-
ices and suppli ·r. :ection . An inter­

national ·dition of the Red B k. is 
al available. h' , tandard Direc ­

tory (~l in l<' rna l ional lh ·e rr i sen, and 

Agencie i. also available. ll feature 
informati n n mor than -· 0 ad -
en i ers and ,000 a enc ic. in J_7 

untrie.' . all 00-521- 11 . 

SPSS debut newS C 
Wi dows package 

Chi ago-based P In . ha tn -
trodu ed a new sta ti . tical pr ~ 

~ ontr I P _) oft ware pa ·kage for 
LJU nlity impr v m nt. Dubbed QI 

naly t. the soft\: ar' pa ·kag i~ de ­
signed f r P in manufacturing. The 
packag \Vas devel ped to he lp use rs 
improve pro e ' e , cut 'Nnstc, redu ce 
non-conforman e and m t u. tom­
crs' and managem nf . quali ty im­
prov ·ment re4uirement . . Ql nal ys t 
is one of the f ir ·t P 

lution variable and attribute ontrol 
·harts, hi stogram and Pa reto, short 
run and tr nd han : appl ie. h whart 
control tes ts ; c I r d . c harts to 
indicate th -. stat or the pro ss -
gr 'en for in c ntr I. red f r out of 

ntrol ; run: capability stati ti · ~ u h 
us pK. r. p and pm; te ts f r 

normal distribution; and cal ulates 
Ire nd I i ncs and statisti c . nra 
Randolph Pitz ·rat 800-543-9_6_. 

Inv s text bumps up it 
databa es 

The Inv ·t ' t Gr up, Bo.'t n, has 
added re. ea r h from tv .... o consulting 
firms- Killen & · o iate , In . and 

trat gic Dir ti n International. Inc. 
( Di ) - t it. Marklntcl market re­
search databases. he tvv' finn are n­

line c, du. ivel thr ugh Mark lnt I. 
Rep rt fr m K i lien As so ·iat ·s f u: 
on majort lecommunicati ns,computer 
and informari n t chnology compan i . 
with o cragc of bu ·in · d v I p­

ment ·, emergi ng mark t opportunities 

and strateg ic . ' Di supplies research 
and analysis on th' highly p iali zed 
analytical in.,trum ntation industry. 
These report: provid t ·chnology a ·­
sessmcnt, strategi infonnati nand in­
:ight int industry trt: nds and develop­
ment . The Marklntcl d·uabas 
Marklnt ·I and Marldntel Ma. l r- pro­
vide n-line a ·cess to studies from con­
su ltin' and market r search fiml ~ . The 
data a ·e current! y off r ov r 2~.000 
full -t ·t, full y ind, ·d rep rts. over­
ing hundreds r indu trie and highly 
targ r d market scumenls. Both data­
bases arc availabl only thr ugh 1/PL 
Direct, the Inv ' l ·r )roup· . on-line 
del ive ry serv i · . all 617-]45-2 0. 

nalna l1uest ® 
The Science of Name Creation 

For Information Contact: 
John Hoeppner 

602-488-9660 
P.O. Box 5587 • Carefree, A2 85377 

Name Creation: 
Name Testing. 
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FREE 
RES ARCH 

SEARCH 

• 800. 346. 3787 
,'ometimes you nec>d in-c.l ·rth information al out a market or proc.lu ·r. Rut 

you don't know wh ·r · to find it . That\ where FI\ i,_'VP come~ in . \Ve'll 
condu ·t ' 1 ~·arch of all existing research reports in the work! , provide you 
with ~l d ·scriplion of £heir con£ent ·.and we'll c.lo ir. absolutely FREE. Just 
call our hotlin ·. 

Imagine. A free market rl'~car ·h search . \\~'e all it ma1·k ~tjreesearcb. 

_ ext time you n · ·d som · market freesearch, clll our ho1linc ar 1-HO -3 16-37H7 . 
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ames of Note 
continued from p. 22 

been tabbed as vice pre · ident. clien t 
. r ices. llcr background i in quali ­
tiltive and quantitative meth dologic.s, 
and lCR has made her respon ' iblc for 
devel ping bu. iness in the tel"com­
munica tions and consumer package 
good inclu ·tri ·s. As an ace unt man­
ager. ancy · . ishcr wi ll handle 
tele ornmunications, n urner pack­
age g ds ami finan ·ial service ac ­
count. f r I R. 

customer relations. Dctro it-hased Polk 
D ir ct i. a division of N.L. Polk & Co. 

I N Sun•ey Research Group, a di­
vision f AU onsultant lo at din 
Media. Penn .. has added three tnfT­
·rs: Dr. ' teven J. C o ·grove. vice 
president. \v ill be \1 o rking with cli-
nts who need c u tomized research 

designs . Donna Tinari -. iegfricd has Eric -.. Halata has been named 
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Softlin-Enenstltin 500 North Dearborn Street, 
R .... rch Sena, Inc. Chicago, Illinois 60610 

Telephone (312) 828-0702 

DO YOU KNOW WHAT YOUR CUSTOMERS 
WANT AND WHAT ALIENATES THEM? 
Knowing your customers, according to some observers. 
can be as important as knowing or improving the products 
you make. 

We at SEAS have developed unique strategic techniques 
to determine what makes YOUR CUSTOMERS " tick:' SERS 
measures their worth. their loyalty and their alienation. 

SEAS can help you increase their worth and loyalty by 
giving you answers to such hard-nosed questions as: 

WHO ARE YOUR CUSTOMERS? 
• What do they want? 
• How well do you fulfill their needs? 
• How loyal are they? Why? 
• Which are your best prospects? 
• How satisfied are they? And why? 
• Do they know what you offer and deliver? 

ARE YOU GETTING AS MUCH BUSINESS FROM YOUR 
CUSTOMERS AS YOU COULD? 
• How can you get more of their business? 

ARE YOU LOSING CUSTOMERS TO THE COMPETITION? 
• And, if so, why? 

SERS has been performing customer satisfaction research 
for over 26 years. If you 'd like more information, call us or 
send the enclosed postcard. 

Please send me information: 

Name (Mr., Ms.) --------- Title ______ _ 

Company--------------------
Address _ ______________________ __ 

City __ _______ State ____ Zip _ ___ _ 

Telephone ( ___ _ 
0191 
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vi e president in the lient se rvices 
division of All F Marf..eting Rcscardt, 

e\: Y rk ity. H omes to A H ~ 

from rosslcy Surveys. the comm ·r­
ial mark ~ting r ~earch division of 

We. tar. Inc. 

tephen Kresl has been named di­
r ct r of third-party sale at Map!J~f'o 
Corp .. Troy. .Y. Kres l will market 
Map Info· d ·sktop mtlpping soflv ... arc 
through rh company's V AR and 

EM hannels. 

Jnc ·o I. n L\ovo rkino and tel com­
municati IH specialist. has joined 
InrelliQuest. l ie \\'' ill b part of the 
Austin. Te ' <1.. company's l'fort to 
expand ib telecommunica t ion ~ • nd 
data communications informa tion 
S~fV I CC . . 

he 1'\ew y rk hapter r the 
Ameril'lJIJ .Marketing ssociolion has 
announced the appoin tment f ~lar,y 

Lee cane as execu tive dir tor. Her 
major resp nsibili t i~s will inc l ud~ 

professional conferences. cdu ational 
pr<H!rams unci membership . ervice and 
development. 

Joining M W-Mc ollum ·pie/man 
Worldwide. Gr~a t N ck. ~ . Y .. arc 
Flo)·d Poling ·1s senior i e presiden t 
and Pet r .John. un as vice president. 
Both c m toM W from AS I Mar~ct 
Research. 

Brad alii and Jonathan lark have 
been promoted by Norrhwesl Rease 1rclr 
Group, Bellevue, Wash. Kalil i n IN a 

seni( r as. ociat . He \:viii manage full ­
service quan titative projects, sp cializ­
ing in Lransportati n research. lark ha~ 
been named field ·ervi c~ manager. He 
will manage N rth\v~st's field servi es 
per onnel and over. research projects. 
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Is three a crowd? 
continued from p. 15 

RNt!iry 1wmhcr 3: '/'lt(' no fur ' of 1 supplier. 

~upplier is defined a~ . omeone wh furni'ihc:/provides 
(a per. on. cstablishmcnt, etc .) that which is lackino. Some 
. upplier~ wait for the phone to ring, other'i have salespeople 
outmak.ing call~ and drumming up busin !'1!'1. good suppli r 
is often thought to operate on the prin iple, "The , call. we 
haul!" In the case of market! ng research ~uppliers, som 
provide unique products or servi . not available elsewhere, 
other pr vide what arc perceived a. mm dity services. 
Hut in everything I've said •m far. the idea has revolved 
around th idea of a supplier. Therein lie th is:u . I ~ubmit 
that th mindset of a typical o.;upplier i · inappropriate for 
toda '!-.marketplace. 

o ' \-'hat the an. wer '? 
Companies don't need suppliers. they need partners -

wheth r they recognize it or not. partner i~ a sharer or 
partaker. an asso ·iate. A ptmnership m ans there i!-1 a joint 
intere ' t. Beino a partner means m re than deliverinU' a high 
quality product or service in a timely. c st efficient manner. 
There are a number of ne\v a~pects to a partnership with a 
client: 

I. Don't ~it around waiting f r the ph net ring, have as 
much "fa e to face"time with the client a p 'i'iiblc. Establish 
some p r onal relationships as well a The bu · ine~s relation-

~hip. This is basic to .-ale. , but h \V ften i!-1 it really practiced? 
2. Go beyond on rn for what the eli ·nt \Vants, he on­

ern da outwhatthecli ntneeds.lftheclientfails.youfail! 
3. Are there ways to de pen the bu in s · relationship? ev,, 

way'i to help the client? If the lient ·ucc ds, you ~ucceed! 
.f. Building and maintaining bu inei)S r lationships takes a 

lot of time and ·ffort. For thi · rea on. there may be a quantity 
v ·r!'lus quality trade-off in dealing with eli ·nt:. Staffing n ds 
to allO\v a partn rship to he built and maintaineu. Senior 
management of a service organization need. to understand 
what it tak ·s to build a purtner~hip with a client. Th y must 
und rstand changinU' marketplace realiti s. 

Any relationship means different thing ' to each person in 
that relationship. All the parti . involved have unique needs 
and want to be satisfied hy the . arne relationship. Because 
my background r ·volv ·s around adverti ing, I'll usc that 
indu'itry as an c ·ample for rh partnering opp rtuniti ·s that 
e ' i. t today. 

'opy resea rch, rur exampl · 
For 13 years I was in the li nt rvi ·c dcpartm ·nt of a 

maj r advertising agency. Those who w rk with ad agenci s 
ften p ~rceive the ag ncy to ha e a "bunker" mentality. 

\Vhy'? The agcncy is quick to defend it work. and clients often 
fe I they're not being heard. The ag n y's creativcs som ·­
tim s e m to b loose cannons; agency people are often seen 
a. b ing highly political in the \Vay they\ ork with the eli nt. 
Th y need to be! he agenc 's pr du t is judged by suhjec­
ti e criteria by everyone involved. both by the client and 

How To Find The Best Deal 
On WATS Interviewing. 

Th high costs oft leph ne intervic\J ing getting you d< wn? 1/H/R Re earch Group n help - with the 
hi2:he t quality. lowest prices. and b st service avaiJabJ any\ h re. 

• 75 line national coverage 

50 Ci2/C TI ·tations 

• On time result 

• ertified interviewers 

• Highest quality 

• Low prices 

• Project bids in one hour 

• On/off prenzi e tnotzitoring 

• State-oj~the-art technology 

What mak s 1/ H/R the be ·t? me ay it'. our on-going training pro!2ram or ur great . up rvisor.· ... But, 
what . cern. to mak our clients even happier arc the r ally c )mp titive price . We're growing. so we can 
afford to bid v ry aggre:siv ly. 

Ify u'r tir dorth ·am ld nganddancc.givel/H/RR search r upacall.Wc'llmak . urey urjob' 
done right, nd at·~ cost you can ljve with. 

/H/R es arch Group 
Quality Marketing Research That Work . 

4440 S. Maryland Pkwy. - Suite 203 - Las Vegas, NV 89119 - (702) 734-0757 
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v,:ithin th agency. The ag ·ncy is ullimately a ountab l 
f r the . ales re , ult.- for the advertised pr duct or ervi e 
- r suits over which they have no dire t ntr I. 

If that's not cnouah, the ag n y know· that when/if 
ale. no. edive, the first fingers point d will be in th ir 

dir ti n. What the alrencies don't \vanr i. a third p;uty 
joining the advertising proce. s lat . grading their work. 
i uing opinions, and then disappearing into th night . 

Fr m the client': perspective, they internnlly may hare 
many f th agency's problems. They ar mmnttng 
large . um . of mone · with no quantitati e und r ·tanding 
ofth return they'll re -eive on the inve tment. The ngency 
i~ always talking about the 1 ng-t m1 value of ·tdvertis­
ing , but th c li ent people are e aluatecl on sh rt -t rm 
r . ults . Each part of th · client organizati n ha .· its O\Vn 
opinions about ~ hat the adv rti ' ing hould he . Those 

r ating the adv ·rtising are held a untabl for sales, 
ju. tlik th agency. ndliketh ag n y.th y n'thav 
dire t control. They hav f'inan ial goals . thy ~omeonc 
l~e. and like the agency they don't have direct control 

oversales.Therc'sth sal sf r etheyw rkthrough,and 
of course there's ahvay~ the mpetition . The client n ·eds 
!-iome objective cri teria to ju tify th ir de isions and to 
help them rcduc the ri">~ a ' O iated w·ith their decision . . 
Fromth·clicnt' . pero..;pe tiv. met olt h lpjudgethe 
ag ncy's v.:ork .... ven if it may be an imperfect on·. is 
h tter than no tool at all. 

In addition t( th · eli nt an th agen y, th r i: the 
third I ·g of th st I, whi h i. the advertisin research 

companJ. It provides the client \'»'ith inf rmation to h lp 
mak adv rti~ing dcci~ions le . "> ~ubj rive. Whether the 
decisions arc "b tter" i s m time d bated but th d ci­
sion .· arc I ·~s su je tiv ly dri n. nd to the client. that 
i.- critical. hat is good bu in . '\l 

opy test result~ a lw·ny affect ugenci s. but too oft ·n, 
agencies don't mak.e effe tiv u. of the learning. licnt~ 

perceive that i r test result , ar g d. th ag n y a ·ccpts 
congratulations and m v · n. Th agency is s en as 
buying into the r ~ult . vVh n the re. ults are poor. the 
ag ncy sc ·m~ to argue that th t . ring is '>Omehow flawed. 

aencies arc often ·een b r li nt~ as b ing hypo ·ritical. 
hey'rc not really h p criti al, they'r simply focu~ed 

on their goal. 
Ag ·ncie~ tend to be very goal -oriented. and their goal 

is to g ~ t the p th y re omm nd d on-air. If copy test 
result~ are not an obstacl , th n th y don't worry about 
them. (f th' ' are a pr bl m. th y try and explain the 
r ·suit~ away. "It'll b fi, d in production!": or. "That 
m thod I gyd n'tworkforthi~typcofadvertisinc-l") 

s suppliers, py te. ting ompanies have tended to be 
sa t i~fied with the situation and accept alienation from the 
agen y. A a r ult. this third leg of the stool has tended 
to make the \Vh le tem a hit wohhly. 

The opportunit)' 
either agen i nor lient. t pi ally have the internal 

research support they on e did . Wh n 1 head d th · mar­
k ting r earch departm nt of h · utra \1 eet ompany. 

------------------------, we percei ed our ~eJ e ~ a un ierstaffed and overworked 

BI ,i. 
BRA D I TITUTE, inc. 

BRA,11•<'D 1 r1L·\JJN , • DE JGN • 1\·fARK r R AR H 
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For AT&T, 1\.ferck & o., j olmsor1 & John son 
mzd companies like You. 

Formerly 1l'tth Interhrand 
and PepsiCo 

Park Avenue • 17th Fl 
L (212) 572-6 1 L 

Vice Pre ident 
General Manager 

f o,·merl)' wJth G ldxo tmd Ujijohn 

r · N w York 10022 
FA (212)572-6 II 
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-just li~e res ar h department. eve rywh r . W ·wanted 
to f rm tighter partner hip'> with r search ·ompani , ut 
found most of them w r unprepar d or umvilling to 
provide the I·vcl of ·er i \ve ne d or w re will in to 
buy. 

For C( py testing mpanie'>. the opportunity is to be-
·om ·an adverti ing re ear h partner. Join th proces~ a~ 

·arty a: p . ible. Don't just grade the agency· s w rk. 
help find \Vay . t mak th advertising better. eel atlea~t 
partially r p n ible f r th end r . ult - the advcrti~ing 
that i~ c. ir d. R gnize that ad ertisina stems from more 
than the c y. R ult inv lv (among many thing~ ) 

factors like the media plan and . p nding allocations 
bet\v ·en adverti · ing < nd pr m tion programs. Adv ·rtb­
ing res ·arch c mpanie -h uld . triv to build a partner­
ship with their client and \Vith their eli nt's ad a 1encyl 
Don't "di. app ar int the night'' after the research project 
is completed. 

A case hi . t r)' 
Building partner hip. r quires much mor than ~imply 

issuing a n V/ mi ion , tat m nt . ~ I Mark ·ting Re­
s ·arch, In , . or which I ant as nior vic· president, i"> on· 
rc ·enrch ompany in the pro ·es~ of forging lo er part ­
ncro..;hip. \.Vi th li nr . Hi . t rically , . [ has f( cu~cd on 
recall and p r:ua ion t ting for ·1 V advertising. Forging 
clo">er eli nt P< rtner hip. t. requ tnn our company to 
rein ent it~eiL 

In our ase. w beli v d ne way to build tics with 
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eli ·nts \vould be to gd inv lv d nrli r in th advertisin r 

development proc ·s~. Tod that, were gniz d \Ve ne ded 
a m re diagnosti r ear h tool. o when we wer • ap­
proached by a major ad ag n y. \),.'e va lunt d and then 
hou!!htthe ag ncy' · propri tary. internal diagnosti copy 
testing . ystem. W th n married that approach with a 

creative diaU'no. Lie ~ .. '>tern u eel by ur nt rtainm nt 
Research Divis ion to tes t movi . movi pre i ws. and 

~hows. There ult i an advertising development tool 
called r·ative Re. p n ~ \-York hop Plu'> ( RW+). 

With it. we ge t inv lv cl • rlier and add more value to 
the adverti. ing pro e ·. W f el it allows us to provid · 
insi ghts into how the ad ve rtising is being internalized by 
the audience and m a ure the . trength of creati ve cle­
ment.. RW+ al reat . an pportunity for us to forge 
closer r lationship~ with the lienfs ad agcn ·y. Because 
the methodol gy \.Vas dev I ped in part h ' an a re ncy. it s 
output is de ·igned t be r ative-friendly. 

Anoth r way\. ntri ut t the adv rtising process is 
w·ith a ct mpanv unit cn ll d . lR . A. l 's Rcspon .· · 
Analysis en·ices , which can dev lop adv rti sing re ­
sponse models that have demon trnted th abi lity to de­
compose and quantify sa l impn t for th various cle­
ment. of a mar~ ting prog ram. That information is useful 
to th lie nt. b au . e h many times has a ·Ii ·nt asked 
it. age n ~y whnt nJ impa t it's gettin T from the adver­
ti si ng or wha t the impact of an alternati c spending lev ·I 
or media mi · would b '? 

Lastly , any relati n hip n eds constant attention. Pro-

vidinU' a range orr ear h pr du ts i. not cnou h; rela­
tionships are based n p opl . W ar in rea. ing our ac ·ount 

I · fo u on u. t m r . atisfaction. Mor • important. 
I is stri ing to lenrn a mu h as possihl ahout what 

supetior ~ 'r ic mean t each li nt. Helping to id ·ntify 
"vhat the I ienl need , and not simply supplyinU' w·haL they say 
th 'Y want, is only part fit.lfthe lielll sen:es you're putting 
their interc. ts fir ·t. you -.viii r ap the re-.vards. 

I. three a crowd'! 
\Vhil• thi · article hn . talked about the copy research 

bu~ines ·, th pportunity to form deeper relationship · 
e is t: in m t re ear h area . li ntcxp ri ·nc' is that f w 

account people from re. earch supp li ers know their cli ­
ents· bu s ine ~ .,e we ll en ugh to interpre t data and mak.e 
n eanin~Jul. actionable rec mme ndations. Res ·arch. up­
plier: think they do. but clients don't U'Cnerall perc iv 
it. It may mean\) ren hing hange for a r scar ·h suppli r. 
but th pp rtunity to be ar . ar ·h partner c ists~ 

The partn r hip betw en a li nt and its ad agen ·' is 
widely r ·c.:ogniL d and talked about. lf a research supp li er 
inserts its·lfb tvleen th e two. you can het it g·ts real 
crov.,·· ded r al quickl y. Th luti n is to partner with them 
both. B th th lient nnd the agcn y n · ·d to rcc iv 
a ti onable inf rmation from the research company. 

ge n y r , ar h departm nts arc lean, if the e ist at all, 
and client r s arch departments ar often overwhelm d. 
Both gr up will welc me meaningful assistanc . The 
cha ll enge i~ to 1 rovide itl 

I.\\ hal 1, your bigg~'l cnnrern abmrt 
Intelligent 
Market Analysis using 
t e TAP Service 

the romp an)' I odD)'? 
lthmk that there tsn 't enough 
communtca/Jon between 
managors and tho workers. 
Afso. the recent fay-offs nave 
really ere, ted bad fcclmgs 
throughout the plant 

Introducing computerized analysis of 
text responses to questionnaires 
and surveys. 
The Te t naly i Program (or "T P") group te t responses into 
te t clu ter 1 electing the mo t repre entative tatement a a label 
for the cluster, and calculate ummary tati ti . ny set of 
re pon e to open-ended que tion may be analy ed and 
ummarized by the t naly i rogram. AP qui kly analyze 

telephone interview 1 poll , focus group que tionnaires1 attitude 
urvey and other 1 at low co t. Fully e amine the targ t 

population without having to truggle with the con truction of 
quantitative questionnaire . 

Pre en tly tlte I P ervice i bei11g offered at pecial 
introductonJ fee . I o, call for information about 
program purcha e and li en i11g. 

2.11o" can 'lltimpnH our products~ 
Our products a~ baste ally fm , 
b I have compromtsed 

TAP Analysis 
Summary 

r dtJC costs We 
arge more if our 
ar worth more. 

Representation of how TAP will analyze and 
cluster an open-ended question. 

for more in(ormatio11, all or write: 

RESEARCH 
CORPORATION 

17 John Ale ander Dr., Cortlandt Manor, Y 10566-6303 
(914) 734-4900 Fa frad: (914) 739-1671 

mail: tap@comstat.pani .com 
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Research Company News 
continued from p. 23 

Data Niche Associates, nc. hn . 
moved into new· office pace. The 
company's addre. 5> i~: 540 Frontage 
Rd., Suite 2135, Northfie ld. Ill. 60093. 
Phone is 70 -50 1 -5575~ fa · 70g-so l -
5o5X. 

Quality 'ontrolled S r vice . t. 

Loui . , ha~ been named the 1993 re ­
cipient of N .R Corp.· Supplier E ·­

ce llen e \Vard. Thi marks the . ec­
ond con. ecutive year QCS ha been 
se lec ted. The ' i ~l\:vnrd criteria are 
quality, perti e. reativ ity, partner­
ship. time line ·and co ·t management. 

Information Resource. , Inc .. Chi­
cago. and the Hong Kong- ba ed "ur­
vcy Re arch Group (SRG) have 
announced that they ha e ·igned an 
agreemen t in principle providing for 
IRI to acquire privately held SRG in 
an exchange of stock va lued at $76 

million. SRG is Asia's largest market 
re ~earch firm, op rating retail track-

ing ·ervice in Australia. China. Jlong 
Kon g. Indonesia, Japan Korea, Ma­
lay-;ia. Ne"v Zealand. the Philippine~. 
Singapore. Tai\van and Thailand. In 
1993. the company had \.vorldwidc 
·ale · in exec ·s of $70 mil lion. up 
_Q% over 199_. he transac tion is 
expected to c lose in the second quar­
te r of 1994. 

In as parate action, lRT has sign ·d 
a lellcr of intent to purchase Conn. ­
bas d Neo, Inc. fo r an undisclos~d 
amount. Nco is a management con­
su ltin g firm that focuses on the con­
sumer packarred goods industry. IRI 
int ~nds to operate co as an autono­
mous operating division wi th it. · cur­
rent management and staff. The t\VO 
companies expect to close the trans­
action by Lhe end of March 1994. 

IRI also has announced a joint de ­
velopment partnership with Th ~ 
Partnering Group, Inc. (T PG ). Cin­
cinnati.lR l and TPG are developing a 
softwar product that will provid 
retailers and manufacturer with an 
indu. try -accepted method fore ecu t· 
ing cat go ry munagement. The 

For all your 
interviewing needs: 

• National and Local coverage 

• Consumer 
• Industrial 
• Executive 
• Medical 
• Mall Intercept 

• Complete CRT Interviewing SeJVices 
• 120 Telephone Interviewing Stations 
• Off-premise monitoring 
• Pennanent suburban Philadelphia 

mall location 
• Modem-to-modem access 

Call Tom Ramsburg, 
Barbara Felderman 
or Joe Calvanelli 

(800) 220-1190 • (215) 359-1190 
FAX: (215) 353-5946 

TMR, Inc. 
197 4 Sproul Road, Broomall, P A 19008 
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Partncring Group i~ a consuhancy spe­
cializing in manufacturer and r tailer 
partnering and E ' R initiative~ such a. 
category management. he product of 
the TRI- P i partner~hip \~,-· ill comhine 
the catctrory management practices de­
veloped and standardized h. the 
Partn ring Group with I R 1' . analytical 
software and the I nfoScan-Censu. data 
that is a prerequisite for these rype~ of 
appli ation .. 

IRI and Datos .A. have announced 
pl~ms to form a joint venture in Venelu -
la that \viii operate the pre . ent Dato~ 

market r search husinesse~ in that coun· 
try and provide opportunitie . for future 
growth. Datos :-.uppli ~ syncli at eel mar· 
ket track ing and other research sendee~ 
in Venezu Ia. IRI will own -+9 % of the 
joint v nture, \vhile the Datos ..;hare­
holders wi II own 5 I fJi·. At pre. ~rime, the 
trunsa ti on \vas e ·p ted t b com­
pleted in mid ·February. Terms of the 
agreement \vere not disclo~ed. 

Gar)'· lVlull t As ociate , Inc. has 
relocated. Th company's new offices 
are located at: 466 onnemara Cros"· 
ing. Lawrenceville. a. 30244-4R54. 
The company·.- phone number i~ 40-l-

931 -1 060: r. · 404-93 1·3654. 

Que. tionnai r e Con. ultants has a 
new address. It is: ~0 hurch St., B 13, 
Greenwich. onn. 06R. 0. The phone 
number is 203- 61-19R6: fax 20. -X6l-
19R9. 

Jan Bush of Van Bush Marketing 
has announced the formation of Ad· 
vance Marketing Group, LLC. This 
new company reflecr. the addition of 
two nc\V partners, Sharon Arne, and 
Delvin Holdeman. to her field market­
ing company. Van Bu~h Marketi n.=- has 
mergedintoAdvan eMark tingGroup. 
LLC. The ne\ company \viii . peciali7 
in produ t demon~tration~. my tery 
shopping. employee training. exe urive 
interviev .. ·s. group interview. and mar­
ket res arch. AMG-.: ill concentrate it~ 
fforts in Wichi ta and commun itie. 

a ro. s Kansa: and Missouri. The om­
pany is lo ated at: 340 South Laura. 
Wichita. Kan. 67211. Phone i. 316-
265-g585: fa , 3l6-262· 2221. 
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ADVERTISING RESEARCH 

Gold'n Plump 
continued from p. 7 

a yellov.' 1 gal pnd. The ag n y and 
eli nt eliminated seven of th I 0 e ·-

ution~. but ould n t d cid which 
one of the remaining three \ auld I e 
m ~• IT ctive in c mmunicating 
"thoroughly cleaned" to consumer~. 
on~equently. it \Vas decicl d to ask 

th m. 
Both client and ngen , y had been 

ll ng-time believer. in a r r d expo­
~urc method of c pyte"iling. H w ­

ever. \Vith three e · ecution~ and little 
money ror testing. '\OtnC twcak.ing of 
the estab lish ·d way or copyt ~ lin g 

One problenz with te ting 
.. torvb ards ~as that th 
inter~ iewer l1'G reli d 
upon to ~~walk' the 
respondent through the 
c 1n nz e r cia I. 0 u r o l't-' n 

alidation tudies had 
sho~ n that tor 'boards 
presented by "livelier' 
inter\ iewers garnered 
higher scar . In this a e 
there were no sto1yboards, 
but there }1\ ere rou 1 h 
k tches-and a creative 

teanz. 

\Vas nee e. sary. 
Neither cl ient nor atrcncy had the 

time or the mone to produce e pen­
sive testing materials. In the past. 
resp nd nts had h n ~hown actual 
storyboards and probed for their re­
acti tH . n problem w·ith testing 
st ryh ards " as that the int rvicwer 
\V<:a . reI ied upon to .. \val k" the respon­
d nt thr ugh the comm r ial. Ourmvn 
vnlida ti on studi s had shown that 
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storyboard~ pr ~ nted by ·'livelier" 
intervi \~' r~ garn r cl higher scores. 
In this ase th re were no . toryboards, 
but there w re r ugh sketche. - and 
a r alive team. Purring rho. e t\vo 

together. id otap . were made of 
the c pyvnit r exp laining the 
sk tch ~. Three . eparate videotape. 
\Vere made. all u. ing the . arne pre­
sent r. a ' h videowasappr · imately 

Hi panic t nd 
t rve their 

cultural valu 

pr 

tradit · ons, 

id ntity. 

nd 

two minute~ I ng. 
c , t. a supp lier "va~ ch sen t c 1-

lcct the data. Although the ·uppli r 
had done c ·cel l nl work in the past. 
we rcqu ·sled thai they a ·sign their 
·'best'' interviewers to the project. T 
further ensure th · hiahest qualit ' of 
data col lec tion . the agency'~ re~carch 
director \Vent on-site and pers nai l 
trained the interviewers. li e '\taycd 

The ability to under rand IIi panic 

culrur.1l v. lues ~1nd foreca t rhcir 
intlucn ·c on a purchasing deci~ion 

i. vital rn . w.:cc-..,ful Hispanic 

markcring pro •ram-.. 

In fa · r, an under. randing of 

I Ii~panic li c rylc and valu . .,, a'> well 
as an appre ·iat ion of rh 'IU hrleties 

of their ·ulrural · nrcxrua liz:uions, 

can mean the dif cn:nc bcrw en 

marketing succe ·sand failure. 

Hispanic ~vlarker 'onnc ·rions, In ·. 

is .1 I ilingual, t icultural full en i ·c 

m.Hk r res ·;m :h firm that provide~ 
in ighrful and timely market intelli ­

gen ·cab ur rh Hispanic commu­

niry' p rc ptions, attitudes and 

purcha ing patrcrn . 

Hispanic MARKET 
CONNECTIONS, INC. 

415/965-3859 
SJSO ~ 1 ··amino R al 

uite D-ll 
Los It , ··ali ornia 94()2_ 

F:.tx: 41.-/96--3874 

\\lom:1n/minority ownl'J . 
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on-site for the fir-;t two day~ 
of int rvi v .. ring and critiqued 
eachint rvi "" raflerherfirst 
f \V " s. ion-;. 

A vcr ion to number. 

rr:=-- '/w.. c....1 '4Z 

~ C.~l<.~N, .. 

arr ~·r c,1c::.e: 

el pm ntf rsometimeand 
had alw< -; be ·n very help -
fu I. orne here along th 

r nti e-; have long had an 
aver i n t numbers. o over-

~cess pr-r, t!'l<c.~s 5>1''"'' 
6 (2_ et(('t15 .At: 'FeA~~ / 

lin . \) e had b gun to take 
ph tographs of Lh · rc:pon­
dents. When pr ·s ·ntin' the 
res ar h re~ult. to Lh · cre ­
ative~. these photographs 
\V uld b • ~hown Lo them with ome this negativity, quan­

tity \Vas traded for quality. 
In teatl of -;hO\ving the vid­
e , t I 00 p pie and having 
them rat statement1-. or give 
~h rt, five -word answers, it 
wa. d cid\;d to slash sample 
size. but oil ct in-dep th . 
m aningful ans\\>'ers. lnter­
vie\v r wc.:;re encouraged to 
pr b e ·tensively. [nstcad of 
d ing hundred1-. of inter iews, 
90 _5 -minule ·'sessions" were 
c nducted in which each of 
the thr ·c viti ·os \Vas revi w d 
by 30 people. 

To understand h w n h 
concept wa.· \vorking and t 
obtain informati n which 
woul<..l be of ma imurn ben-

-r(lY C!:PJ)'N Pu.w.f 
O.t~ U<~ i.N Sl~ · 

C'::P'~Q'N '?UJ/\/'1 •{) (c/'IIQ 
:':lr U,Ze"'":{}{ \(Z.i .. N'. t·./1.~ 

l~"J0 .cu::r ... ..Je(). 

~ 0~~·5 /\.)0 

~r:z.~ :...;J 0 rZK 

-r~t= C(fr)ICe' Is 
u~ ( 0 '(ov\, 

0oi..,P'J\l pu.;;v P. 
Nor?c C*IC~N . 
U!:.S ~ 

the planation, .. he . c ar 
the people that we talked r , 
the are the people\ ho you 
are going to be \\TiLing to.'' 

J\t the same time, V.' e 

d ubted the int ·r i ""' r~ 
\ re capturing everything 
the respondents ~aid xa tly 
a th y said it. ~ urther vali ­
dati n studi ·s demonstrated 
that interviewer~ oft n 

mi sed at lea. I 50% f what 
th respond ·nts said . N in ­
l ·rvi ·wercan write a fa ~ ta 

a p ·rson can sp ak. Further­
en if an int r i v .. ·er 

·ould write that fa ' t, the in ­

·fi t to th reativ team. re - '-------------------------' 

er cap­
ture th ' emoti n f \Vhat the 
r spond nt wa sa ing. 

spondcnts were urged "get in 
touch with their feeling ,. and 
d scribe h w ea h commer­

Videotapes of copywriters explaining the rough sketches (such 
as the one above) were shown to respondents to determine 
which execution was most effective . 

Sin · vid otaping had 
work d .·o well at the front 

cial aff ted them. ft r all. one ver­
batim i worth 10 numbers. 

In -depth vcrbatims ha i b en u ed 
at ur agcn ·y to impact r ativ d -

TI-ll; OUJ;oTIOH o~Op , Inc. 
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2 60 N. Santiago Blvd., Suite 100 
Orange, Calif mia 92667 

Phone: (714) 974-8020 • Fa : (714) 974-6968 

C1rCitl No. 129 on Reader Card 

• Conveniently located in Orange 
County. 

• We now have two spacious locus 
group rooms with state of·the-art 
audio/Visual equipment. 

• Separate client loonge. 

• Extensive database guarani s 
clean. honest recruiting. 

• All phone worl< dona on site . 

• We also offer special expertise in 

./ Tetephone Interviews 

./ Pre-Recruits 

./ Mystery Shopping 

./ location Studies 

./ Car Clinics 

./ Store & Field Audits 

./ xecutiveJMedicallnterviews 

./ Convention Services 

For more information or a 
brochure call Ryan Reasor 

nd, \: e de ' ided to try it at 
the "ba k end.'' vide camera v as 
set up ut the fie ld s rvice and about 
one-half fthe inter iews w ·rc tap d. 
1 he inter i w r · ·till co llected the 
data. f ri hly writing down all that 

aid. but b hind them a video 
rued the intervi w. 

A 'terwar ·, a three-s tar rating sy.·­
tem wa · u:ed to eva luat ach int r­

i w. This rating syst m v a ·n ·r u ed 
to indi ~ a te how much r spondents 
liked the c ·cu tions. but rnther t 

·how hmv articulat . imaginative and 
thoughtfu l the wcr . N w. there wer 
numb ·rs, verhatims and a vide r rd 
of respondent. ta I king about th three 

In-depth analy i: 
When the interviewing wn om -

pi L d, th ag n y' r ·earch tl part­
ment coded and rnbulat d all ques ­

rionnuir ' · 
rivity fan ad ag ncy eva luatin ' its 

Quirk's Marketing Research Review 



O'.Vn creative \V -re mitigated by the 
fir~t - hand understanding and intimate 
kno\vledge the agency had f the 
project. 

Initially, the clo~ed-cmled JHllll ri ­
cnl ratings for each of the thr e ~ n­
cept were very similar. Purchas in ­
tent and attribute ratings \Vcr amaz­
ingly id nti al. That' . why the in-

In-d pth verbatim. had 
been u ed at our a )ency 

to impact -- r ati~ e 
devel pment for some 

time and had alwa b en 

very helpful. omea here 

along the line l1 e had 

b unto take photograph 

of the respondent . When 

pre enting the research 

results to the creatil e 

the e photo raph would 

be shown to them with the 

explanation 'The e are 

the people that we talked 

to, these are the p ople 

l1 ho you are oing to be 
writing to. 

d ~pth pr bing b ame , o es~ ntial. 
With one person coding and tabu­

lating the re ult , a mmon basis of 
compari. on wa l)t bli'\h d. It \Vas 
simpl ·to com par the strength of the 

March 1994 

pen-end ·de ecutional and me sag 
lements across each concept. gain. 

they were very si 11ilar for each of the 
thr on ·epts. Jl m.v • er. \Vhat real ly 
~epantted each of lh • concept~ were 
the~ ondary message~ tha t had been 
generated from ·ach ·oncept via the 
in -d pth probing . 

As expected, in r ·~pon~e to all f 

th conce1 ts. re"pondcnts talked about 
h \: .. lh roughly cleaned .. meant that 

r ld'n Plump had the "e · ce~s fat 

remo ed," ·'no pinfeathers" and \.V:l~ 

"already trimm d.·· H we er, in ­
depth pr bing un vered that one 
con -cpt had also mmunicated to 
tv,ricc as many people that "thoroughly 

"O:J{'E O:l O'U;R SPECI!JL[/IIr£5" 

!itS I 32{ .91.%'Etg I CJI2{S 

SJtMPLI g f}3y 'Er;b.(J, y'l(011P 

f£'1<; f U:'TJO'J{$ ~ ULTUf}{, Ljl'lJI ']!.f5J/TI ) ~ r'D f'J(PE1('VI'E/WI G I 

T,L'EVE ( LJt'J{..(jWlq'£5/l)[ L'ECT: 

']) 'T.9l P'l(OC'. I ~(j 

With over even year e peri n and 7-,000 Asian-American surveys completed. 
Interviewing Service of America i the be l olution for surveying this population 
group. 

Cantcm.ese 
?.{anaarin 
'}(ore an 
Japanese 
Vietnamese 

Cam6oaian. 
Laotian 
riJiai 

5tsian-Jntfian./:Jfinai 
?.{a[ay 

'Tagafog/ Ifocano/Ce 6uano 

Call for a bid or to di · u your next project. 

:Micfi.ae( :Haf6erstam 

or 

Po[[ySmitfi 

at 
818-989-1044 
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lean cf' meant that Gold'n Plump 
chi k. n \.vas·· ·onv nient'': 

"/thought it was a good presenta­

tion. It made you thinA. alum/ the 

chicken you hough! in the pas/ and 

how much cleaning and fH·cparation 

it took and COIJJf)(JF<' it /o !he Oold'n 
Plump hic ·kcn . This is more con\·e­
ni 'nf to fix . ·· 

he in-depth probing during th 
inter iev.· ··se:si n ··abo r=-vealcd that 
thi . parti ular ~on ' pl- in \ hi h a 
hun~ry fo · h o . e"> a packa 'e f 
Gold'n Plump Chi k.en over a live 
hen standing n ' It him- was com­
municating thnt G ld 'n Plump was 
"Fresh - i d as li e chicken:· 

campaign wa. h rn. n: maga1.inc ad~. 
in -store poster~ nnd e en outdoor 
b ard~ were pr due d. d ~monstrat­
ing old'n Plump's unique selling 

iiiiiiiiiiiiiiil \:Vhen the c ncepl was cone iv d. propc si Lion . 
nobody had ever irnagi n ·d Lh at th i. 

THE INTELLIGENT 
CHOICE FOR 

HARD-TO-FIND 
INFORMATION 

Whether vou have a soecilic question or a 
large-scale study, we specialize in obtaining 
hard-to-lind information on a timely and cost 
ellective basis. 

Our techniaues lor ~athering information !rom 
orimarv and secondary resources rely on 
knowinD how to tao the knowledge and 
experience ol our information and expert 
networks_ Jhese networks enable us to provide 
our clients with the most currem and accurate 
information and opinions 

• lnduslrv Analysis 
• Company Profiles 
• Trend MonitonnD 
• Competitive Analysis 
• Product/Service Assessments 

You make the decisions_ Business lntelli~ence 

Associates will supply you with the inlormation 
vou need to make the riDht decisions. 

50 

m ·ssage ~ ould be communicated: 
"The J(n i · hungry, sees a fil 'l' 

chicken . It aJJf?l'ars he will eat the 

chicken . Then the hand reaches in 

ll 'itlt Gold'n Plump clticken . Tlti!l 
cause' s the fo.\ to de ·ide u:Jun chic/.. en 

ltc wants . He decides he H'ants !he 

dtide" that is already <'leaned up. 

'Gold'n Plump - if's a. Ji·esh as li\ 'l' 

ciJicA.£'11 .' .. 
Finally. from thi . ne e ·ecut ion , 

rnany more consumer~ t k av,:a the 
id a that old'n Plump hicken \.va~ 
al · healthier. Again. thi s was not 

n of the messag s that \.Vas ori i­
nall intended to mmunicated 
(in fa ·t, iL was never vcn imagin d): 

"I! is Ita . sle-Ji·ee . It sa1·es _vou lots 

of l~ff'ort and you don' I hm·e to H'orry 

alum! a lot of wasll•. /( s ron\ 'ellient . 

It' s fresher, flu refore if's heal! !tier . 

A fox. hcing a clet ·er animal. know.~ a 

good deal11'hen he sees one _" 

dionable results 
When the numbers \ver tnbulatcd 

and the e rbatims Vier typed, the 
r suit w re presented t o ld 'n 
Plump and the ·n~ative team. All ~vcre 
hovm clips of re:poncl nt dcfininu 

a tly ho\.v ·ach of the thr e con­
e pts d · fined Lo what ext nl Gold'n 
Plump was Lhe .. thoroughly cleaned 

hi ck n. ·· Th · written r p rt ·on­
tained over thre time . a-; many pag s 

f verbatims as written tables. 
The television comm r ial, ·· o · 

nnd lien," \vas produ d and ran in 
several markets la ' t falL 1 [m ever. in 

addi tion Lo Lh televi. i n commer­
cial. a t tally integrated marketing 

F ollo"H -up telephone 
tracking rev aled a 
·ignificant in rease ln 

ad\ erti ing awarene for 
Go/d'n Plunzp Chicken. 
More inzportantl , de pite 
the fa ·t that the t I ~ i ion 
canzpaign ran only three 
rnonth , attribute ore. 
of Gold' n Plump's 
c onzpetitor actually 

de lin d. 

Follow-up t leph ne tracking re­
in ad­

vertising awareness fo r Jold 'n Plump 
hi k n. Mo r importantly. de pile 

th e fa t th at the television cnmpaign 
ran nly thr · · month . attribu t ·s 
score. f GoltJ'n Plump' . ompeti ­
tor a ~ tuall y dec! in d. 

I t f r ·searc h tim and fforL 
,,., .. nt in t Lhe project. but th n-~ite 

m nil ring of data collec tion and 
hand '- n involvement luring data 
una! is identifi ·d wh i h ommer­
cinl p rformcd at a 'Uperior level. 
The r ·~ult~ prov thnt y u can ~trctch 
y ur research dollnr. and ~ t ill do are at 
\Vork. :J 
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Review of focus groups 
continued from p. 10 

con pt. adverti sin r claim r pr t -
t_ pe for their product or servi . The 
developmental focu~ l.!roup i · tailored 
for that pro ess. 

0 lopmenral focus group~ 

po. e group memhers to som k.ind of 
~timu lu s and ask for in-d pth r ac ­
tions. The stimulus can b aim . t 
anything: comm ·rciab. print ad . , 

on pt stat ·ments, product-;, n TV 

'\hO\ "· packaging alt rnative~. I 
tronic equipmen t or ho. pitnl furni­
ture. 

Appropriate techniques for focu , 
-r roup ty pes 

The" different group"i c. 11 f r dif­
ferent npproaches and intervi 
techniqu : within th pen­
cant t f qualitative rc~earch. 

• Them tivational t pe lean. m re 
henvily towards an unstru lured ap­
proach, open ina wi th the broadest sa­
lient dis ·ussion, th n all wing pnr­
ti ipants to guide th di ' CU . si n. V r­
bal and non-verbal pr je rive t h­
niqu s are often used, including r I 
playing. dra\ving games. ph 1 sort , 
mental imauing and p r~onifi ation. 

• Th sce-hear-f ·el type tend. I a 
more stru ·turcd appr ach; the ques­
tioning tcchniqu ~. \\o'hile stil l open­
ended, arc more apt t guide potential 
respon~ ·s in a parti ular direction. 

he devel pm ntnl typ · is u u­

ally the most stru lured )f the three 
approa ·hcs, using a mi of alterna­
tive questioning te hniqu ·s r gard ­
ing the -;timu li . Th sc could includ 
ohservati n: t'r a tions,dir· tque ­
tion"i and losed-cnd prer r n es as 
\'/ell as th m r traditional p n­
ended qu sti on . nnd projective te h­
mques. 

De. igning a fo ·us gruup proj ·t 
B ~ide . the research o j 

cu . ')ed above. mark. ·t ' Ondit i n. al~o 
play a ro le when choosing the v rail 
d sign of a research pr je 1 that us s 
fOCU'\ gr up~. 

The 4u ~rion~ h ·low· can h lp de­
cide wh ro interview. in what ci ties, 
numb r of groups need d and the 
length and composition of th groups 
( hould we mi · men and w men? 

March 1994 

In om g r mps? se r~ of different 
brands'! de.) 

• What other categ riel\ l'i II th e sam · 
consumer need? \Vhat i'i th ir r la­
ti e market s i1. · in dollar~ and on ­
sumcrs? 

• Is the catego ry and/or brand in 
dev lopm nt, ne\v, grov,:ing. matur 

r declin ing'? 
• How many brand~ ar there? What 

arc they and \vhat are th ir resp ·tive 
share . of v< lum and c n"iumcrs·. 

• What ar ·the relative brand sp ·nd-

20 

Tel: 313 • 

23 

ing kv ·Is? Ar· the brand. national or 
r uiona l? 

• \:Vh at i. th definition of the pri ­
mary user group? Who i th primary 
purchaser? Is the mark.et heavily seg­
mented? H v./? 

Focu~ vro ups laun hed from thi . 
knowledge \Viii r v al the nature of 
the opportunit y for the hrand and the 
challeng ~it wi ll fa in the mark ·t­
plac ·.Findings fr m these groups will 
be on target. ntaining new ideas 
instead f e nfi rm i ng the f ami I iur .f.J 
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World Cup occer 
continued from p. 9 

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

A database of 
10 Million Businesses 

... on one CD-ROM! 
Bu in merica - 011 D-RO,\ i tht> ultim<~te 
marketing t I for anyt nc who ~II:- tn bu..,im~-.c."i . 

Jdeal for: 
Market Research & Planning - develop morc cflccti\' ' 

ale · and marketing strategies, determine 
vv·hat type. o indu tril!:.> to ~ell to, and what 
eographi m<tr ct~ to targ4.' t 

Sales Territory Assignment- J ·tl•rmint· the ~i"e of 
potential markets and deploy your . ales force 
mor ' eff~ ti\·ely 

Lead Generation- identify high-potential pro pect 
and pnwid ' timely inf(1rmati m t l your sales 
iorce and di. tributors 

t M il- tilrgd ·xa tly th ' right market::. and 
make your mailing more re pon ive with 
key dea ion-makers' name 

Telemarketin - identifv the right prospects to call 
c'lnd have our softwart' do the dialing for you- ­
the ultimah' in produ ti\1ty 

' led by C11mpany name, ype o bu~mes ( IC codes). 
number oi emp ovees, sales volum . even dcci>ion-mtlkcrs' 
title! All vou need is an IBM' PC or compJHble, and a D· 
ROM dnve. Exp rience the power of Busines America-
011 CD-ROM for your. elf. 

Call 1-402-593-4565 Today 

1115-444 

"Brand Keys tells you , a tly whi ·h 
buttons to pu~h. andy u can measure 
how ""'ell you ·ve pu h d a ccrta in 
button," Levy snys. ··u I'm trying to 
get someone t r act to a certa in at-
tribute of a produ l r service, I can 
create my adv rti ing in that direc­
tion and test t ~ e if l' v' actually 
done it. 

'' It' s also helpful be aus ·when you 
push o ne button you've oft n hurt 
another and y u can ~e very pre ­
cisely where if y u im rove on· areu 
you ·1ff c t lh rs.. Most t flen you nd 
up try in to hang or improve upon 
pcr ·eption nnd the n thin g ou're 
hurting i re brand equity. whi h 
you never want t do.·· 

l n th Brnnd Keys ~ch ·me. con­
sum rs hnve pr di ·positions or f l ­
ings toward the products and brands 
in the marketplace. Thcs · ar cal led 
lock . At th ·arne time, each brnnd 
or produ t ha a s t of attribute r 
k y . . Bran I K ys aims to define th e 
nttribute . u ~inu- proj ·ctiv t hnique 
in whi h ~onsum ·rs answer standard ­
i7ed que ti n ·. 

ore ampl ·, resp nd nt nre a ' ked 
h \ they would fee l or a t if th y 
were n erta in brand. " If y u w r 
Brand \ ould you tend to plan things 
in advance or tend to d thing~ on th · 
pur of th moment?'' Or. "If you 

W focus on the detail o 
you can focu in L.A. 

Marketin 1 Matri i., d di ' at ·d to pro ide you wi th th · high . t unlit focus 
gr up support. Our fa ility ha · been designed withy urnecds in mind. o ated 
conveni ntly. ·1sh ioncd for omfort. Maintaining the highest quality recruit ­
ing and eli nt -;e rvi ·es. 

With many years f e pcricnce in qualifying th ~type~ of re. ponden · y u'r ·interested 
in. u ·h <.L'i: onsurn r. . Te n. <U1d hildrcn • E. ecutive • pc ·iali7.ed p f sionals 
and manage~ •I Ii- ech c pens • and Health care pmfes i nals. 

What ver ameni ties you de. ire: cial f{xxls, hor I re ervations. tape tran. cripti ns. 
qualified moderat r.-;, r <my other needs-- '.ve'll pr vide ou with 

MARKETING t p-qualily service. 

M AT R I X Ask us for a hid. In adcliti n to being pmkssi nal. wc'rc cost­
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competiti e. Ju -;t call Lori a. mgnoln or Marcia .. cl7. W '11 f u-; 
on the d tails and h lp you f(X.:U.'i in L.A. 

2566 Overland, uite 716 
L . Angel 90064 
(310) 842-8310 • FA (310) 842-7212 

Circle No. 133 on A ader Card 

crov,rd f fri nd~ or have a few l o ~ e 

friends?" Respondents al. o ansv.:er 
these qu sti n-; as if the r ere their 
ideal brand. 

Thr ugh thcs · qu ·st ions the tech­
niqu h Ips determine what n. um­

ers are wi lling to believe ahout a brand 
or pr ucl and how that brnnd r 

produ mpares to th con-;um r'-; 
ideal brand. Respon~es are grouped 
int two <.limen. ions. attitudinal and 
hehavi raL "vith ·ach con.,isting f 

t\V ~ ts of oppo. ing attribut s. outer 
directed/inner directed. dedu live / 
intuitiv. car·ful/casunl. rational/ 
moti nal. 

inc· scores are g nerated for the 
brand(-;) in qu .~nion nnd the 
re ~ pondenl ·~ideal brand. adv rtisers 
nn t . t ads lo determine how V·lcll 

they fit into th · target nudi nee· s 
"I cks.·· 

In addi tion . the techniqu can guide 
th ' rcati v pro ays Robert 
Passikoff. creator the Brand Keys 
tec hniqu · and pre . ident of Brand 
Keys, ew Y rk Cit •. "The. e dimen­
·ions. wh ·n given toagen y creati cs. 
offer them horiz ns - rather th an 
boundari s - to think about when 
deve loping ad ~ ." 

Pas ik n La ' the techniqu aro e 
out f hi e p ri nc' as an ad agen y 

doing prorno­
ato 

" In re. ar hing romotions, you 
\V re I oh.ing r r ~ome consum r be­
havior in lh markctp lace on a very 
short-term asis. Advertising \),/a al ­
way~ an attitudina l thing where _ ou 
hnd. at lea-;t in year~ pa. t, th lu ·ury 
f wai ting it out and seeing wha t 

happ ned in the marketr la . But in 
prom ti n research, if ou \V r go­
ing t us a ·rtain measure, nnd tah.e 
the con umer's pulse, you wan t d 
som thing that \ovould correlate highly 
to a r at sal . 

"When I work.ed as an ag ncy re­
~ ·arch dire t r. it got tougher and 
touuher to pr vi I th ' crcati cs with 
real in.,ight-;. Th re wa~ a n d for 
something that would pr vid s me 
con. um rdirection that \Vas different 
than hat we had." 
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ew product 
For the W rid up ad campaign 

resear h. the product \Vas aim ~ tap­

pr n h d as if i L \IVer · a new product. 
be au e f r many m rican . , that' · 
what pr f : · ional soccer is. Pas. ikoff 
~ays. ''The ampaign was not only 
introdu ing th \V rl Cup to the .. 
but it wa nlso an umbrella for the 
spon-;ors and th re~enrch gave D ·ntsu 
an understanding f each on of the 
sponsors and how the h st fit und ·r 
a \Vorld up umbrelln. W we re able 
to find ut not n ly what people be­
liev cl ab ut World . up ~oc -cr but 
\Vhatth were willing to beli vc and 
I think ultimat ly that' , the most im­
portant thing.·· 

h's important. f r ·ample. cau. 
whik it's true that th W rld up i. 
bigger than th · uper Bowl. il w uld 
he fooli . h to make those claims in an 
ad if no one ~rould believe you. 

Jn addition. says Richard evy, 
.. Brand K ·ys help ·d us d t rmine 
\ hich approa ·hes w uld fit \l ith cer­
win companies. hat was imp rtant 
with I I international sp nsors and 

ight \· rldwid marketing p·trtncrs. 
We found goino in that there \Vere 
~ertnin c mpani s th at consumer. had 
no tr ubi beli ing would sponsor 
an even t like the World up. F r 
~ me of th other ompanies. people 
had a hard time thinking of them as a 
\·vorldv.iicle orp rate sponsor of an 
event f thi magnitude. 

"Brand Keys gav lL th pportu-
nity tor mm nd t ertain compa­
nies. that if they wanted to do World 

up specifi ti -in ·. certnin kinds 
\voulu be more appropriate. -or 

anon. for e ·ample. the research 
shov.' ·d it would b m re <:appropriate 
todoa'rul ~ fth garne' ti -in.For 

ok~,; it wou ld b n ·world wide nt 
tic-in.'' 

Ed ucati on ne ded 
For the World up ad r :-.earch, 

in terviC\v-.; were condu ted in ~i · cen­
~us regions, using c ntral I ation 
intercepts. with thr·e segment'\: gen ­
eral consumers ag ·d 16-49. . er 
enthusiasts, and a busines~ , gment. 
"\Ve had a feel in!! going in that p ople 
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knev..' what the W rid up was, but 
we thought there \Vould be more · ·­

itement about it coming to th · nited 
tat than there \Vas," L ·vy says. 

"W found that we had to do mu ·h 
m r edu at ion about the event. There 
was a need t under rand rul s and 
rcgulati n . how the game i: pla cd. 
There\ n a! o a need to tell an Ameri­
can audi n about the magnitude of 
the event, that it wa. as big as ]_ 

up r B wl , with ut sp cifica ll y 
comparing itt other · port~." 

The ad \vith I he fo tball player \Vas 
meant t di tler ntiat f tball as \:ve 
define it rr m the V.lay the rest f the 
\) orld dcfin ·sit. '' vV f und that th r 
\) as some nfu i n b tween what'-; 
·ailed football in the re t of the world 
and what's called football her . We 
n ded to show them that it' ju t a 

·cit in g as U. ~ . football. That· me-
thing that we probabl would not hav 
done \Vithout Brand K y . 

''The ad that shows il Arm · tr ng 
on the moon talks a out the magni ­
tude of the event. that it's a nee in a 
lifetim happ ·ning. That, too, i · an ad 
that we may not have created if it 
wa n 't for Brand Ke s. We test d 
l\V e ecu tions to sec if there W r 
differen e between the two. th · 

merican Gmhic ad and the man n 
th moon nd. They both did well in 
communicating. the s ize of the ·v ·nt, 
thefa tthalit ' . omingtothc nited 

tat ·.and that it's being brought to 
you by these c mpanies ... 

More information , b It ·r '''o rk 
Levy ay~ that there . arch filled a 

gr·at inf rrnat iona l need. '" In creative, 
them retool you hav , and the more 
informati n you hav a e s t . the 
better th \VOrk. T get great work 
you have t p re over it until it b ,_ 
comes a good piec r creative. You 
hav · to do y ur h mew rk and r -
~earch i. a big part f that. 

" he fact that th \ ork wa. well 
rcc ·i ed and that million . of ti ckets 
\vere sold has very much to d \Vith 
not only the cr ·ative pr du t but the 
thinkin rand the resear h that went 
into it. It wa. an impo~ ·ible task nnd 
we pulled it off.'' U 

I -
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DIRECTORY OF QUALITATIVE RESEARCH/ 
FOCUS GROUP MODERATORS 

Access Research, Inc. Calo Research Services Cunninghis Associates Find!SVP 
8 Griffin Road North 1 0250 Alliance Road 6400 Flotilla Dr., #56 625 Avenue of lhe Amencas 
Windsor, CT 06095 Crncinnati. OH 45242 Holmes Beach, FL 34217 New York, NY 10011-2002 
Ph. 203-688-8821 Ph. 513/984-9708 Ph. 813-778-7050 Ph. 212-645-4500 x208 
Contact: Gerald M. O'Connor Contact: Nick Calo Contact: Burt Cunmnghts Contact: Ann Middleman 

Extensive Technology, Bus.-Bus., 37 Years Exp .. Moderator & Moderator Mktg. Consultmg & Rsch. Health Care. 
Analysis Research Limited Posrtioning Experience. Training. Telecomm .. & Technology. 
4655 Ruffner S ., Ste. 180 
San Diego, CA 921 11 Cambridge Research, Inc. The Davon Group First Market Research Corp. 
Ph. 619-268-4800 5831 Cedar Lake Ad. 10 W. Broad St. 2301 Hancock Drive 
Contact: Arline M. Lowenthal St. Louis Park, MN 55416 Columbus, OH 43215 Aust1n, TX 78756 
All Qual. Needs: Eng. & Span. Ph. 612-525-2011 Ph. 614-222·2548 Ph. 800-FIRST-TX (347-7889) 
Recruit/Moderate/Analysis. Contact: Dale Longfellow Contact: Barry J. Mastnne Contact: James R. Heiman 

High Tech, Executives, Bus.-To- Specialize in Focus Groups and Execu- High Tech , Publrshing. 
The Answer Group Bus., Ag., Specifying Engineers. live lnteiViews. Bus.· To-Bus., Colleges. 
4665 Cornell Rd ., Ste. 150 
Cincinnah, OH 45241 Chamberlain Research Consultants Dolobowsky QuaL Svcs., Inc. First Market Research Corp. 
Ph. 513-489-9000 4801 Forest Run Rd .. 1!101 94 Lincoln St. 121 Beach St. 
Contact: Lynn Grome Madison, WI 53704 Waltham, MA 02154 Boston, MA 02111 
Consumer. Health Care, Prof., Ph. 608·258·3666 Ph. 617-647-0872 Ph. 617-482-9080 
Focus Groups, One-On-Ones. Contact: Sharon Chamberlain Contact: Reva Dolobowsky Contact: Linda M. Lynch 

Full-Service Marketing Research/Busr- Experts In Ideation & Focus New Product Development. Health Care, 
Asian Marketing Communication ness & Consumer Studies. Groups. Formerly with Synectics. Advertising, Retail. 
Research/Division of HMCR 
1535 Winding Way The Clowes Partnership Doyle Research Associates, Inc. First Market Research Corp. 
Belmont, CA 94002 P.O. Box 791 919 N. Michigan/Ste. 3208 121 Beach St. 
Ph. 415-595-5028 Sou h Norwalk, CT 06856 Chicago, IL 60611 Boston, MA 02111 
Contact: Dr. Sandra M.J. Wong Ph. 203!855-8751 Ph. 312·944-4848 Ph. 617-482-9080 
Qual .!Quant. Rsch. in Cantonese, Mandann, Contact: Rusty Clowes Contact: Kathleen M. Doyle Contact: Jack Reynolds 
Japanese. Korean, Tagalog. etc. U.S. & lnU. New Product/Advertising/All Ages/ Specialty: Children/Teenagers Business To Business, 

Focus & Mmi Groups. Concept & Product Evaluations. Executives. Banking. 
Auto Pacific Group, Inc. 
12812 Panorama View Communications Workshop, Inc. 0/R/S HealthCare Consultants Focus Plus 
Santa Ana, CA 92705-1340 168 N. Michrgan Ave. 3127 Eastway Dr .. Ste. 105 79 5th Avenue 
Ph. 714-838-4234 Chicago. IL 60601 Charlotte. NC 28205 New York. NY 10003 
Contact: George Peterson Ph. 312-263-7551 Ph. 704-532·5856 Ph. 212-675-0142 
Auto Marketing & Product Experts. Contact: Lisa J. Hougsted Contact: Dr. Murray Simon Contact: Elrzabeth Lobrano 
700+ Groups Moderate & Recruit. Consumer, Executive, Technrcal& Chrl- Specialists in Research w1th Provrders Impeccable Cons. & B·B 

dren Grps. & Patients. Recruitmg!Beautiful Facilities. 
George I. Balch 
635 S. Kenilworth Ave. Consumer Opinion Services Ebony Marketing Research, Inc. Focused Solutions 
Oak Park, IL 60304 12825-1st Ave. Sou h 2100 Bartow Ave. 907 Monument Park C1r., Ste. 203 
Ph. 708-383-5570 Seattle, WA 98168 Baychester Bronx, NY 10475 Salt Lake C1ty, UT 84108 
Contact: George Balch Ph. 206-241-6050 Ph. 718-217-0842 Ph. 801-582-9917 
Experience With Advertisers, Agencies, Contact: Jerry Carter Contact: Ebony Kirkland Contact: BiJJ Sartam 
Government. Consumer. Business Groups and Spac. Cont./Viewing Rooms/Client 30+ yrs. Exp.: 2500+ Groups with U.S. & 

One-On-Ones. Lounge/Qualrty Recruiting. lntema/lonal Goods & Serv. 
Brand Consulting Group 
17117 W. Nine Mile Rd./Ste. 1020 Creative & Response Svces., Inc. Erlich Transcultural Consultants D.S. Fraley & Associates 
Southfield, Ml 48075 500 N. Michigan Ave .. 12th Fl. 21241 Ventura Blvd., Ste. 193 1205 East Mad1son Park 
Ph. 313-559-2100 Chicago, I L 60611 Woodland Hills, CA 91364 Chicago, ll 60615 
Contact: Milton Brand Ph. 312-828-9200 Ph. 818-226-1333 Ph. 312·536-2670 
Consumer, Advertising Strategy, Contact: Sanford Adams Contact: Dr. Andrew Erl1ch Contact: Diane S. Fraley 
New Product Strategy Research. Thirty Years ofLeadership in Qualitative Full Service Latino and A stan Marketing Full Qual. Specialty: Child/Teen /In-

Research. Research. Home/Observational Rsch. 
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Grieco Research Group, Inc. Irvine Consulting, Inc. Maritz Marketing Research, Inc. PACE, Inc. 
743 North Avenue 66 2207 Lakeside Drive 3001 W. Big Beaver, Ste. 500 31700 Middlebelt Rd. , Ste. 200 
Los Angeles. CA 90042 Bannockburn. IL 60015 Troy, Ml48084 Farm1ngton Hills, Ml 48334 
Ph. 213-254-1991 Ph. 708-615-0040 Ph. 313-643·6699 Ph. 313·553-4100 
Contact: Joe Grieco Contact: Ronald J. Irvine Contact: Michael Dawkins Contact: Peter J. Swetish 
Marketing and Advertising Pharm/Med: Custom Globa/Quan./QuaL Extensive Qualitative Experience in Full Service Vehicle Specialist-GEM & 
Focus Groups. Res. & Facility. Automotive. Aftermarket Experience. 

Groups Plus Kehr Research, Inc. Market Navigation, Inc. Jack Paxton & Associates 
23 Hubbard Road 1720 Walnut Ave. Teleconference Network Div. 4 Jefferson Court 
Wilton, CT 06897 Wilmette, IL 60091 2 Prel Plaza Princeton, NJ 08540 
Ph. 203-834-1126 Ph. 708·251 ·9308 Orangeburg, NY 10962 Ph. 908·329·2268 
Contact: Thomas L. Greenbaum Contact: Bill Kehr Ph. 914-365-0123 Contact: Jack Paxton 
Groups Plus Offers Unique Approach Phone Now to Meet Your Specific Re- Contact: George Silvennan Pkg. Gds., HBA, Fnce., Rtlg., Hi-tech, 
To Groups; Carr to Find Out Why. search Needs.' Med., Bus.-to-Bus., Hi-Tech, lndust. , Bus./Bus., Adv. Rsch. 

Ideation, New Prod., Tel. Groups. 
Hammer Marketing Resources KidFacts5,. Research Randolph & Daniel 
179 Inverness Rd. 34405 W. 12 Mile Road, Ste. 121 The Marketing Partnership 49 Hill Rd ., Ste. 4 
Severna Pk. (Balt.ID.C.), MD 21146 Farmington Hills, Ml48331 90 Hamilton Street Belmont, MA 02178 
Ph. 410·544-9191 Ph. 313·489·7024 Cambridge, MA 02139 Ph. 617-484-6225 
Contact: Bill Hammer Contact: Dana Blackwell Ph. 617·876-9555 Contact: Stephen J. Daniel 
23 Years Experience- Consumer. Busi- Qual. & Quan: Specialty Kfds!Teens. Contact: Susan Earabino FOCUS/IT Understanding the High Tech 
ness & Executive. Prod.!Pkg.l A dvtg. Experienced, Gust. Immersion Focus Buying Process. 

Groups, Invention. 
Hispanic Marketing KS & R Consumer Testing Center Research Data Analysis, Inc. 

Communication Research Shoppingtown Mall Matrixx Marketing-Rsch. Div. 450 Enterprise Court 
1535 Winding Way Syracuse, NY 13214 Cincinnati, OH Bloomfield Hills, Ml 48302 
Belmont. CA 94002 Ph. 800·289·8028 Ph. 800.323-8369 Ph. 313·332-5000 
Ph. 415·595·5028 Contact: Lynne Van Dyke Contact: Michael L. Dean, Ph.D. Contact: Sanford Stallard 
Contact: Dr. Felipe Korzenny Oualrtattve/Ouantitative, Intercepts, Cincinnati's Most Modern and Conve- Full Svce. OuaUOuan. Analysis/Auto./ 
Hisp. Bi-Ling./Bt-Cult. Foe Grps. Any- CAT/, One-on-One. nient Facilities. Adv./Comm. 
where In U.S./Ouan. Strat. Cons. 

Lachman Research & Mktg. Svces. MCC Qualitative Consulting Rockwood Research Corp. 
Horowitz Associates Inc. 2934 112 Beverley Glen Cir .. Ste. 119 Harmon Meadow 1751 W. County Road B 
1971 Palmer Avenue Los Angeles. CA 90077 700 Plaza Dr .. 2nd. Fir. St. Paul, MN 55113 
Larchmont, NY 1 0538 Ph. 310-474-7171 Secaucus. NJ 07094 Ph. 612-631-1977 
Ph. 914-834·5999 Contact: Roberta Lachman Ph. 201-865-4900 (NJ) Contact: Kevin Macken 
Contact: Howard Horowitz Advg. & Mktg. Focus Groups and One- 800-998·4 777 (Outside NJ) Full Svce Quai/Quant., Consumer, 
CableNideo Marketing-Programming- on-Ones. Consumer! Business. Contact: Andrea C. Schrager Bus-To-Bus. High· Tech. Ag. 
Advertising Strategy. Insightful, Results-Oriented Research. 

Leichliter Associates Local or National. Rodgers Marketing Research 
p 252 E. 61st St .• Ste. 2C-S 4575 Edwm Drive, NW 
3904 NW 73rd Street New York. NY 10021 MedProbe Medical Mktg. Rsch. Canton, OH 44718 
Kansas City, MO 64151 Ph. 212-753-2099 7825 Washington Ave. S.,# 745 Ph. 216·492·8880 
Ph. 816-587-5717 Contact: Betsy Leichliter Minneapolis, MN 55435 Contact: Alice Rodgers 
Contact: Kavtta Card Innovative Exploratory Rsch./ldea De· Ph. 612·941 -7965 Creative/Cost Effective: New Product! 
Consumer/Business/Black/Ch ildren/ velopment. Offices NY & Chicago. Contact: Asta Gersovitz, Phrm.D. Consumer. Etc. 
Travel/Hi Tech. MedProbe Provides Full Service Gus-

Nancy Low & Associates, Inc. tom Market Research. Pamela Rogers Research 
In-depth Probing & Practical Reports 5454 Wisconsin Ave ., Ste. 1300 2525Arapahoe Ave., #E4 
16 W. 501 58th St. , Ste. 21A Chevy Chase, MD 20815 Medical Marketing Research Inc. Boulder, CO 80302 
Clarendon Hills. IL 60514-1740 Ph. 301·951 ·9200 6608 Graymont Place Ph. 303-494-1737 
Ph. 800-998·0830 or 708-986-0830 Contact: Stephanie Roth Raleigh. NC 27615 Contact: Pamela Rogers 
Contact: Dr. Betsy Goodnow Full-Service Market Research/Health/ Ph. 7919-870-6550 FulfSvce. Qua/.-Grps.: 1·1s;Consumer; 
15 Yrs. Expenence. New/Revised Prod· Medical/Environment. Contact: George Matijow Hi- Tech: Bus.-to-Bus. 
ucts. Strategies/Tactics. Specialist, Medicai!Pharm. 20 yrs. 

Maritz Marketing Research, Inc. healthcare exp. Rudick Research 
lntersearch Corporation 1297 No. Highway Drive One Gorham Island. 3rd Floor 
132 Welsh Rd. Fenton, MO 63099 Nordhaus Research, Inc. Westport, CT 06880 
Horsham, PA 19044 Ph. 314/827-1854 20300 W. 12 Mile Rd. Ph. 203-226-5844 
Ph. 215·657-6400 Contact: Mary E. Rubin Southfield, Ml 48076 Contact: Mindy Rudick 
Contact: Robert S. Cosgrove Spectalize in Customer Satisfaction Ph. 313-827-2400 10 yrs. Experience Utilizing 
Pharm. -Med.!High· Tech/Bus. ·to-Bus.! Research, Consumer and Business-to- Contact: John King Innovative Techniques. 
Consumer!T elecomm. Bustness. Full-S vee. Qual. and Quant. , Fin., Med., 

Uti/., 3 Drscussion Rms. 
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James M. Sears Associates Spier Research Group Sweeney International, Ltd. Dan Wiese Marketing Research 
48 Industrial West 1 Lookout Circle 221 Mam St. 2108 Greenwood Dr .. S.E. 
Clifton. NJ 07012 Larchmont, NY 10538 Danbury. CT 06810 Cedar Rap1ds, lA 52403 
Ph, 201/777-6000 Ph. 914-834-3749 Ph. 203-748-1638 Ph. 319·364-2866 
Contact: James M. Sears Contact. Daisy Spier Contact: Timm Sweeney Contact: Dan Wiese 
Business-To-Business and Advtg.!Dir. Mktg.!Prod. Dev.!Cons./Busi- Qualitative Research. Member: Highly Experienced: Farmers, Con sum-
Executives a Specialty. ness/FGI's/1 on 1 's. QRCAIAMAIAdvt. Club. ers, Busmess. 

Smith Market Research Jane L. Stegner & Ascts. Thorne Creative Rsch. Svces. Yarnell Inc. 
200 S. Hanover Ave. 2215 Penn Ave. So. 65 Pondfield Rd., Ste. 3 147 Columbia Tpke .. #302 
Lexington, KY 40502 Minneapolis, MN 55405 Bronxville. NY 10708 Florham Park, NJ 07932 
Ph. 606/269-9224 Ph. 612-377-2490 Ph. 914-337-1364 Ph. 201-593-0050 
Contact: Larry Smrth Contact: Jane Stegner Contact: Gina Thorne Contact: Steven M. Yarnell 
Consumers, Business, Women 's Issues. Bus.· T o-Bus./MedicaVFncl. SvcsJAgnc., Ideation. teens. New Product New Product Development & Position-

Groups/1:1 's. Ad Concepts, Package Goods. ing. HW/SW Cos. 
James Spanier Associates 
120 East 75th St. Strategic Directions Group, Inc. Three Cedars Research 
New York, NY 10021 119 N. 4th St., Ste. 311 533 N. 86th Street 
Ph. 212-472-3766 Minneapolis, MN 55401 Omaha. NE 68114 
Contact: Julie Horner Ph. 612·341-4244 Ph. 402-393-0959 
Focus Groups And One-On-Ones Contact: Doran J. Levy. Ph.D. Contact: Sara Hemenway 
In Broad Range Of Categories. Nationally published authority on ma- Executive Appointed Facility, Qua/ita-

lure market. tive and Quantitative Research. 
Dwight Spencer & Associates 
1290 Grandview Avenue Strategic Research The Travis Company, Inc. 
Columbus. OH 43212 4600 Devonshire Common 509 Cathedral Parkway. Ste. 8E 
Ph. 614-468-3123 Fremont, CA 94536 New York, NY 10025 
Contact: Betty Spencer Ph. 510-797-5561 Ph. 212-222-0882 
4'x16'MirrorViewingRm. Seats 8-12. In Contact: Sylvia Wessel Contact: Jerry Travis 
House AudioNid. Equip. 400 Groups, H1- T ech/Medicaf/ Finan- Qualitative Research and Consultation. 

ciai/Transportation Svces. 

DEXOFMO TORS 
tName 

California Kehr Research. Inc. MedProbe Medical Mktg. Rsch. North Carol ina 
Analysis Research Ltd. Leichliter Associates Rockwood Research Corp. D/RJS HealthCare Consultants 
Asfan Marketing 

Jane L. Stegner and Ascts. 
Medical Marketing Research, Inc. 

Auto Pacific Group. Inc. Iowa Strateg1c Directions Group. Inc. 

Erlich Transcultural Consultants Dan Wiese Marketing Research 
Missouri Ohio 

Gneco Research Group. Inc. The Answer Group 
Hispamc Marketing Kentucky 12 

The Davon Group 
Lachman Research & Marketing Svces. 

Smith Market Research 
Maritz Marketing Research 

Calo Research Services 
Strategic Research. Inc. Matnxx Marketing 

Colorado Maryland Nebraska Rodgers Marketing Research 
Dwight Spencer & Associates 

Pamela Rogers Research 
Hammer Marketing Resources Three Cedars Research 
Nancy Low & Assoc1ates. Inc. 

Pennsylvania 
Connecticut Massachusetts New Jersey lntersearch Corp. 
Atxess Research. Inc. 

Dolobowsky QuaL Svcs .. Inc. 
MCC Qualitative Consulting 

The Clowes Partnership Jack Paxton & Associates Texas 
Groups Plus 

F1rst Market Rsch. (l. Lynch) James M. Sears Associates 
Rudick Research 

F1rst Market Rsch. (J. Reynolds) Yarnell Inc. 
First Market Rsch. (J. He1man) 

Sweeney International, Ltd. 
The Marketing Partnership 
Randolph & Daniel New York Utah 

Florida Michigan Ebony Marketing Research, Inc. Focused Solutions 

Cunningh1s Associates Find/SVP 
Brand Consulting Group Focus Plus Washington 

Illinois 
KidFacts Research Horowitz Associates Inc. Consumer Opinion Services 
Maritz Marketing Research. Inc. KS & R Consumer Testing Center 

George I. Balch Nordhaus Research. Inc. Le1chliter Ascts. Wisconsin Communications Workshop, Inc. PACE, Inc. 
Creat1ve & Response Rsch. Svcs. Research Data Analysis 

Market Navigation, Inc. 
Chamber1aJn Research Consu~ants 

James Spanier Associates 
Doyle Research Associates Spier Research Group 
D.S. Fraley & Associates Minnesota Thorne Creative Research 
ln-dep1h Probing & Pracocal Reports 

Cambridge Research. Inc. The Trav1s Company 
Irvine Consulting, Inc. 
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p IALTYC OS I D OFMOD ATOR 
ddrcss, Phon ntactName 

ADVERTISING Calo Research Services DIRECT MARKETING Erlich Transcultural Consultants 
Cambridge Research, Inc. Find/SVP 

Analysis Research ltd. Chamberlain Research Cnsltnts. Maritz Marketing Research (MI) F1rst Market Research (L. Lynch) 
Brand Consulting Group Consumer Opinion Serv1ces Spier Research Group First Market Research (J. Reynolds) 
Cambridge Research, Inc. Creative & Response Rsch. Svcs. lntersearch Corporation 
The Clowes Partnership The Davon Group EDUCATION Irvine Consulting. Inc. 
Creative & Response Rsch. Svcs. D1ener & Associates, Inc. In-depth Probing & Practical Reports Kehr Research, Inc. 
Dolobowsky Qual. Svcs .. Inc. First Market Research (J. Heiman) Maritz Marketing Research (MO) 
Doyle Research Associates First Market Research (J. Reynolds) Market Navigation, Inc. 
Erlich Transcultural Consultants lntersearch Corporation ENTERTAINMENT Matrixx Marketing-Research Div. 
Fust Market Research (L. Lynch) Maritz Marketing Research (MO) MedProbe Medical Mktg. Rsch. 
D.S. Fraley & Associates Rockwood Research Corporation D.S. Fraley & Associates 

Medical Marketing Research. Inc. 
Kehr Research, Inc. James Spamer Associates Sweeney International, Ltd. Nordhaus Research. Inc. 
Maritz Marketing Research (MI) Spier Research Group James Spanier Associates 
PACE, Inc. Sweeney International, ltd. ENVIRONMENTAL Research Data Analysis Yarnell Inc. Diener & Associates, Inc. HISPANIC Rockwood Research Corporation 
Spier Research Group 

CANDIES EXECUTIVES 
Analysis Research Ltd. 

Sweeney International, Ltd. Ebony Marketing Research, Inc. 
Thorne Creative Research D.S. Fraley & Associates Creative & Response Rsch. Svcs. Erlich Transcultural Consultants 
Dan Wiese Mar'keting Research Dolobowsky Qual. Svcs ., Inc. Hispanic Marketing 

CHILDREN First Market Research (J. Heiman) Commun1cation Research 
AFRICAN-AMERICAN/ Creative & Response Rsch. Svcs. First Market Research (J. Reynolds) 

BLACK Doyle Research Associates lntersearch Corporation IDEA GENERATION 
Ebony Marketing Research, Inc. D.S. Fraley & Associates PACE, Inc. Analysis Research Ltd. 
f2 KidFacts Research James Spanier Associates George I. Balch 

Matrixx Marketing-Research Div. Sweeney International. Ltd. Brand Consulting Group 

AGRICULTURE Creative & Response Rsch. Svcs. 

COMMUNICATIONS FINANCIAL SVCS. Dolobowsky Qual. Svcs., Inc. 
Cambridge Research , Inc. O.S. Fraley & Associates 
Maritz Marketing Research (MO) RESEARCH Access Research, Inc. Kehr Research, Inc. 
Market Navigation, Inc. Access Research, Inc. 

Cambridge Research, Inc. Leichliter Associates 
Rockwood Research Corporation Diener & Associates, Inc. 

Creative & Response Rsch. Svcs. The Marketing Partnership 
Dan Wiese Marketing Research 

D.S. Fraley & Associates 
The Davon Group Matrixx Marketing-Research Div. 
Dolobowsky Qual. Svcs., Inc. Sweeney International, Ltd. 

ALCOHOLIC BEV. 
Maritz Marketing Research (MI) lntersearch Corporation Thome Creative Research 

Access Research , Inc. COMPUTERS/MIS 
Maritz Marketing Research (MO) 

George I. Balch Matri:xx Marl<eting-Research Div. INDUSTRIAL 
Creative & Response Rsch. Svcs. Calo Research Services Nordhaus Research, Inc. First Market Research (J. Heiman} 

Creative & Response Rsch. Svcs. The Research Center lntersearch Corporation 

APPAREL/FOOTWEAR 
Find/SVP Rockwood Research Corporation Maritz Marketing Research (MO) 
First Market Research (J. Heiman) James Spanier Associates Market Navigation. Inc. Brand Consulting Group Market Navigation, Inc. Sweeney lnt'l. Ltd. Strategic Research, Inc. 
The Marl<eting Partnership Sweeney International, Ltd. 

ASIAN Randolph & Daniel FOOD PRODUCTS Dan Wiese Marketing Research 
Asian Marketing James Spanier Associates Creative & Response Rsch. Svcs. 
Communication Research Strategic Research, Inc. Doyle Research Associates MANAGEMENT 
Erlich Transcultural Consultants Sweeney International, Ltd. O.S. Fraley & Associates In-depth Probing & Practical Reports Yamelllnc. Kehr Research, Inc. 

AUTOMOTIVE KidFacts Research 

Auto Pacific Group, Inc. CONSUMERS Leichliter Associates MEDICAL PROFESSION 
Creative & Response Rsch. Svcs. Chamberlain Research Cnsltnts. Rockwood Research Corporation Diener & Associates, Inc. 
Erlich Transcultural Consultants Consumer Opinion Services James Spanier Associates DIR/S HealthCare Consultants 
Maritz Marketing Research (MI) Creative & Response Rsch. Svcs. Thorne Creative Research lntersearch Corporation 
Maritz Mar'keting Research (MO) Diener & Associates, Inc. 

Kehr Research, Inc. 
Matrixx Marketing-Research Div. Doyle Research Associates HEALTH & BEAUTY Nancy Low & Associates, Inc. 
PACE, Inc. O.S. Fraley & Associates 

PRODUCTS Matrixx Marketing-Research Div. 
Research Data Analysis lntersearch Corporation 

MedProbe Medical Mktg. Rsch. Kehr Research, Inc. The Answer Group 

BIO·TECH Maritz Marketing Research (MI) D.S. Fraley & Associates 
Medical Marketing Research, Inc. 

Maritz Marketing Research (MO) Nordhaus Research, Inc. 
Calo Research Services The Marketing Partnership Maritz Marketing Research (MO) 

lntersearch Corporation Rodgers Marketing Research Thorne Creative Research 
MODERATOR TRAINING 

Irvine Consulting, Inc. Thorne Creative Research 
Cunninghis Associates Market Navigation, Inc. Dan Wiese Marketing Research HEALTH CARE 

MedProbe Medical Mktg. Rsch. 
Medical Marketing Research, Inc. CUSTOMER 

Access Research, Inc. 
NEW PRODUCT George I. Balch 

BUS.-TO-BUS. SATISFACTION Diener & Associates, Inc. DEVELOPMENT 
Dolobowsky Qual. Svces., Inc. Brand Consulting Group 

Access Research , Inc. Strategic Research, Inc. D/RJS Hea1thCare Consultants The Clowes Partnership 
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Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
Ftrst Market Research (J. Heiman) 
First Market Research {L. Lynch) 
lntersearch Corporation 
Kehr Research, Inc. 
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 
Kehr Research, Inc. 
Maritz Marketing Research {MO) 
Thorne Creative Research 

PARENTS 
Doyle Research Associates 

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

PHARMACEUTICALS 
The Answer Group 
Creative & Response Rsch. Svcs. 
D/R!S HealthCare Consultants 
ln·deplh Probing & Practical Reports 

lntersearch Corporation SMALL BUSINESS/ TELEPHONE FOCUS 
lrvtne Consulting, Inc. 

ENTREPRENEURS GROUPS Kehr Research, Inc. 
Market Navigation. Inc. Yarnell Inc. Creative & Response Rsch. Svcs. 
MedProbe Medical Mktg. Rsclt lntersearch Corporation 
Medical Marketing Research. Inc. SOFT DRINKS, BEER, Market Navigation, Inc. 

Medical Markettng Research, Inc. 
POLITICAL RESEARCH WINE 
Chamberlain Research Cnsltnts. Access Research, Inc. TOYS/GAMES 

Creative & Response Rsch. Svcs. 

PRODUCT DESIGN Grieco Research Group, Inc. KidFacts Research 

Thorne Creative Research 
In-depth Probing & Practical Reports TRANSPORTATION 

PUBLIC POLICY 
TEACHERS SERVICES 
D.S. Fraley & Associates Sweeney International. L d. 

RESEARCH 
George I. Balch TEENAGERS TRAVEL 
The Davon Group Creative & Response Rsch. Svcs. James Spanier Associates 
Leichliter Associates Doyle Research Assoctates Spter Research Group 

PUBLISHING 
D.S. Fraley & Associates Sweeney International, Ltd. 
KidFacts Research 

First Market Research (J. Heiman) Matrixx Marketing-Research Div. UTILITIES 
D.S. Fraley & Associates Thorne Creative Research Chamberlain Research Cnsltnts. 
Thorne Creative Research Nordhaus Research. Inc. 
Dan Wiese Marketing Research TELECOMMUNICATIONS 

Cunninghis Associates WEALTHY RETAIL Find/SVP In-depth Prob1ng & Practical Reports 
Brand Consulting Group First Market Research {J. Heiman) 
First Market Research (L. Lynch) Horowttz Associates Inc. YOUTH 

lntersearch Corporation 
Doyle Research Assoctates 

SENIORS Mantz Marketing Research (MO) 
D.S. Fraley & Assocrates 

Diener & Associates, Inc. 
TELECONFERENCING Erlich Transcultural Consultants 

In-depth Probing & Practical Reports Cambrrdge Research, Inc. 
Strategic Directions Group, Inc. Rockwood Research Corporation 

... to send for the latest copy of the free Consumer 
Information Catalog. 

It lists more than 200 free or low-cost govern­
ment publications on topics like money, food, jobs, 
children, cars health, and federal benefits. 

Don't waste another minute, send today for 
the latest free Catalog and a free sample booklet. 
Send your name and address to: 

Consumer Information Center ~-: 
Department TH 
Pueblo, Colorado 81009 

A public service of this publication and the 
Consumer Informat on Center of the U.S. G eral Services Administration. 
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Marketing Research Manager 

Colony Communications, a leading national cable 
television company with more than 750,000 sub­
scribers in 9 states, has an immediate need for a 
Marketing Research Manager to work in its Provi­
dence headquarters. 

The successful candidate will coordinate all mar­
keting research activities including overseeing ad­
ministration of the marketing database, compos­
ing marketing surveys, coord inating customer fo­
cus groups, tracking marketing campaigns, ana­
lyzing customer retention reports and acting as a 
resource to our cable advertising sales division. 

Qualified applicants must have strong analytical 
skills and have previous marketing research expe­
rience , preferably in cable TV or another media 
related industry. Superior knowledge of Lotus 
spreadsheets is also requ ired. A bachelor's de­
gree is preferred. Familiarity with either Donnelley, 
Claritas or other marketing database programs 
will be a plus. 

We offer a competitive wage and benefit package 
including health and dental coverage, tuition reim­
bursement and 401 (k) retirement plan. Please 
send cover letter and resume to : 

Colony Communications, Inc. 
Human Resources Manager 
20 Washington Place 
Providence, AI 02901 

An Equal Opportunity Employer 

Experienced ACS Query person needed 
on free-lance basis for programing complex 
phone interviews. Call Bob Pierce 
at (202) 223-4747. 
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ev.·· and outstanlling 

focu · gr up fac il i ties 
\Vi th th most spaciou lient 
seati ng in the region. 

H •adquarter : Quirk's Marketing Research Re\'iew, (IJJ7 

18th c. o., Minneap li . M 55423. Phon · FA 
612- 61- 5 1. 

Asso ·iates, I Black L g Rd ., 
415-46l -1404. F 4 15-461-

Please add the following firm to the 1994 Ethnic Research Directory: 

Field Response Co. 
855 E. Golf Rd., Ste. 2135 
Arlington Hts., IL 60005 
Ph. (708) 439-8990 
Fax (708) 439-8992 
Linda Hunt, Owner/President 
1 - African American 

Please add the following firm to the 1994 Data Processing/Software/ 
Statistical Analysis Directory: 

Freeman , Sullivan & Co. 
131 Steuart St. . Ste. 500 
San Francisco. CA 941 05 
Ph. {41 5) 777-0707 
Fax (415) 777·2420 
Contact: Patrice A. Souders 
Section I, II 

Th articl "Fr m th p , bl i her" in the January 1994 
i. sue of QMRR inc rr ctl y stated that Jarne ttor 
and Robin iec had w rk d tog th r on the naming 
of Zant· c f. r laxo Inc. Detto re and iccko have 
worked with Ia o Inc. but w re not in vol in the 
naming of Zanta . 
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Trade Talk 
continued from p. 62 

refu nl~ that da . They were elad t be 
talking top ·oplc, t hav .'omebody to 
shar it with. Jt was hard t keep them 
f< ·u . ed n the interview~" 

Bro k reports similar e periences 
i re ruitingintheday. nfterJanuary's 
quake. "People were v ry kind and 
p< I it for the fi r~t week l \Vhen they 
were nll d for r · -ruitingj. I think 
people \Vere just glad to be a] ive . And 
then after that it was back. to th .'ame 
stru!!gle ~ .. 

J\lti . pe rc ptio n · 
Even the firms that w ·ren't cl . e to 

th quake ha e felt it~ effect~). ue 
Amidei. 0 f ~k , outh ·rn ali ­
fornia, a r~search firm located Gar­
den Jrov ·- \ hi h i. half\ ay be­
t ween L. . and an Di ego in Orange 
"ounty - a that area bu in 

hav he ·n hurt by misperception. f 
the . cop· of the disa ter. ·· h · m dia 
coverage ha · ut of to"'n eli nt s 
frightened about coming west of the 
Mi si ippi,'' sh • ~ays. 

In addition. th ~ ge graphy of the 
L. . area i ·n 't well-under tood by 
peopl in ther rnrts of the untr . 
Peopled n't reali.Lc that while some 
parb f L.A. were damag d, .A. a~ 
a v hole i · huge and many area us­
tained minimal damag ·. "When you 
~ee the fo tage n th news it makes 
y u think the whole area has been 
aff cted.'' say · Ryan Reasor, pr i­
dent of the Que ti n Shop, which i 
al o local ·d in Orange 'ou nty. 

Mary Rife an ympathi.L ·. he' 
presid nt of Miarni -ba. ed Rif Mar­
k t Re earch, and he faced similar 
perceptions when Hurricane Andrew 
de imated part~ of Florida in 199 ..... 
"Clients thought that the whole area 
wa , damaged and they felt that re­
spondents wouldn't b in the frame f 
mind for res ar ·h... he . ays. 

Neith r wa~ tru . The onl real 
problem was that area h t Is \.,.,, ·r 
jammed with di~placed re idents, in ­
suran e adjusters and government 
official , which made it difficult for 
client. vi iting to obs r e gr ups . 

March 1994 

Good thing 
, om· lYOOd thing. hav come out f 

the quake. F r one, it help d rancin' 
Cafarchia land a j b. afarchia. a nevl 
f us roup fa ility manager with L.A.­
based Mar eting Matrix, was hired af­
ter h r pred ·cess r m ved out of the 
area as a resull of th quake. "Their 
apartm nt \Vas ndemned and s the 
de ided to mov ·. lt \ a a life decisi n 
that the quake shook them to make.'· 

afar hi a says. om muting is diffi ·ult, 
but ·he· . glad to have the job. 

Cafar hia sa s that traffic problem: 
have been the most frequent c n rn of · 
clients ho ha e called after the quake. 

ortunately.traffic hasn ' t been the night­
mare it was e peeled to be. 

rue, recruiter have to remind re­
spondents to all we tra time. and · me 
re-routing has een ne ·essary. but tho e 
are minor concern . "Peopl · out here 
pride themselve on knowing the be t 
routes. Th 'r pretty r sour· -fut:• . ays 
Ton Blass, pr ident of Field Dynam­
ic. , En ·ino. 

Bla~~ admit · to f eling a bit rattled 

and says his company, which i about 
10 mil s south f piccntcr. 1 t me 
work but i · ··very much ba k on track." 
He's made phone calls to orne clients 
and traveled t i. it oth ·r · to t u h 
base. "It wa nice to get out of town," he 
a . 

He , too, report - little difficult d ing 
re earch after the quake. ln fact,ju ·t the 
oppo. ite: .. We had r pond ·nts who 
were bitt rly disapp irlled about groups 
that were cane ·lied be au: of it. In 
som" way , respondents ha e v ant d to 
gel ba k t n rmal. We did groups the 
ne l week, and other than a little on­
vcrsation at the b ginning, the mod ra­
tor said the t pic didn ' t come up in the 
groups.·· 

Blass says that n a pcr~onal l vel. 
th disaster ha · help d him focus on the 
values that are imp rtant to him. nd 
he' been pleased by th respons of 
I al husine~spcople . •· .y phone ha · 
been ringing off the hook ith p pie 
calling to h ·lp. The marketing mrnu­
nity out here ha. re ponded by rcall ' 
pullino togeth ·r." U 

We Cover The Northwest 

We'v been ol1ecting data and k ping client 
happy in the N rthwe. t for over 30 year . CaJl u . 

Consumer Opinion Services 
----------we an wer to you 
t2 2: 1st Ave. outh · . eattle. \VA 9 16 

_06 / _4 L -6 50 a~k for lt!rry. Dorothy or ireg Carter 
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By Jo eph R dholm/QMRR edit r 

Researchers: f s business as usual 
1n the Wake Of~e CJl:t~e 

W
ith damage e timat sin th ten f bi11ions. it 

will be year before the Los ngele area fully 

recover fr m the devastating earthquake that 

rocked re idem from their bed: n January 17th. And a 

if bu ·kl d roadway and burst water main wer n 't bad 

en ugh, in the we k after the temblor L.A. has had to 

deal" ith a ho to other ills, including mud . tides, vall y 
fever and regular aft rshocks. 

ut de pite the adv rsity, th re' r ear h being d ne 

rn . . Ju t ask thel Br ok: 'We take fire, tlo d , 

earthquake , and w take ri t . W 'r · marketing r -

s archer ow 'r ·in it to the end." ay · Brook, pre ident 

of outhern California Intervi wing ervice, a re ear h 

irm with fa ilities in Encino and Burbank. 

he i ne of a hand fu I of re ear hers I contacted in late 

February to find out how . .- r a res arch firm w r 

doing in th wake of the qua e. The consen u '? Things 

are pretty much back to normal. "We ' ve had a number of 

aftersho ks but unl it' a 4.0 or better we don't ques­

tion it," Brook . ay . 

Fir ·t we k was awful 
Ev ryon I p k with agr ed that th week after the 

earthquake wa awful, but things settled d n after that. 

o on su rained major damage . "The fir . t week saw 

orne cancellation . But now w 're lowly onvin ·ing th 
public and the g n i · and th market re earchers that 

we'r in full perati nand we have been ince the second 

week," Broo a ·. 

Tog t thew rd ut, h . like m t of the folks I talk d 

t , phoned and fa ·d ·I i nt · t let them know they were 

open f r bu in .. 

Ted Heiman, own ·r ofT d Heiman and ssociate , ha 

office in Woodland Hi]) , ju t a few miles fr m the 

62 

quake' rthridge area epi enter. The worst pro I em in 

the day after th' quak wa traffi ~ ,he says, which made 

it tough for employ e to get t work. He ha ·n 't een a 

dr p ff in busines and in fa t sa s s me ympathetic 

client ha e given him t n i ns to complete job . 

Fallen light , 
Hard t hit wer the firm with offices in mall near the 

epicenr r. u:an Wi niew ki, assistant manager, ubur­

ban Associate , ~ y their offices in the herman Oaks 

allcria, ab ut eight miles from the epicenter, sustain d 

som damage - fallen lights and iling pan 1:, tipp d 

filing cabinet , et . - but it s been r paired. 

ow they're ju ' t waiting for the mnJI to get back on its 

feet. Though the anchors ar sti II re uilding, m st of the 

smaller tore are op nand th mall wners arc adverti -

ing t welcom ' hopp ·rs back. And the 've r sponded. 

Wi ' niew ki ays though the mall i I . s busy during the 

week - pr bably becau pe ple are at hom waiting f r 

c ntrnct r and insuran e adju ter - on the weekend 
it' rowded. 

Wisnicw ·ki, wh e house is only a mile and a half from the 
epi enter say he e p ct that in th corning we k it will be 
e n busier a p ople like h ·r head out t replac it ms 

damaged by th quake. oing to the mall is another fa et 

of the "normal" I if that pe pie eem anxiou t return to, 

he ay . 

he learn d that in 1987 after another early morning 
quake. he made h r w· y into work b cause she knew that 

de pite the rumbling, pe pie would b out shopping. ur 

enough, they w re and they w re more willing than ever 

to participate in are ear h proj ct. "People didn't wantto 

be alone, so th y came t th mall. W had n qualified 

continued on p. 61 
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Expe ·ence Is TheBES 
Wee rdiall invitcyoutoleammark tingr searchmcthodsandapplicnti n~fromth profcssionalswh haved ne mor 
ustomized marketing re ear hand have taught it to more p pie thnn anyone else in the world t 

When you all nd a Burke Institute seminar, y u 
participate in more than an e ·c iting, on-target 
learning e perience. You learn from what we 
have learned b doing tens of thou . and f 
marketing resear h . tudie . . Our seminar~ refle 
this invaluable depth of real -life c pertise. n 
available to u anywhere cis·. 

It i~ ju ·t ne r the many r ·asons for the ra e 
review · we have received worldwide fr m pa. t 
parti ipant. at m r than~. marketing re earch 
seminar-. condu ted by us during th ~ pa t _o 
years. Here nre jus t a few verbatims from recen t 
~eminar e aluati ns: 

6 

The best sem1nar 1n mark tmg l'v v taken . Very tomely The 
conten t IS bsolutely exce lent Spea er exc II nt, ngag1ng. Its 
n1ce o hav som on who c n h lp us to understand Fmally a 
m rkeltng semtnar whtch ts both tn -depth and practtcal. 

0Jrector of Mar: et Research. Faultless Starch· Bon Ami 

FantasltC-1 tnally und rstand the stuff that good coli g pro! ssors 
could not expla n 11th tr ltv s d pcnded on 11. Great manual Speaker 
tS really great -I have learned more rom htm 1n 2 days than I dtd 1n 
2 years tn grad school' 

MJrk. t AdnllniStrator, GTE Directories 

If the wealth oltntorma tOn nowlodg and understandtng I wal ed 
aw y wtth could be converted to money I would b a mtlltonatr from 
her att r I was nev r mor tmpressed With an Instructor and a 
s m1nar as I was With hiS Workboo 11 e non I hav ver be n 
exposed to som what s1m I, r to th Encyclopaedia Bnttantca 
Spoa ar dynamtc. exctttng bnlllant, showed tremendous tnt r s1 tn 
the subJeCt as wel l as each part c1pan1 

Pro1ect Coordmator Genet~rl Foods 

Sup r - best 2 day semonar I've ever had Totally arg too. B s 
workbook I've seen tn terms ol walktng away wtlh a great memory 
JOQQ r Sup •r p k r. 

Mvn<Jg r. ICI Ph rm ceutfcsls 

I have hsted more han 30 td s for tmmedt te mplementatton at my 
comp ny Outsland•ng speaker e pert . ent ustas tc , as good 
tstener as he ts a teach r 

Man,Jg£.'r Consumer Research. Heinz 

FantastiC and on·track ' The m nual wtll b a gre t addttton to our 
rn r nee ltbr ry1 Pnceless1 So well latd out Speak r xc IJ nl, 
tnterestlng - on track 

Product R so,Jrcher, Mldm rk Corporation 

Thebes fsem,nar) I've at ended Outstanding assoctalton of stahsttcs 
to marke tng r arc problems Ltnked satisttcal background o f 
MBA to study concerns I lac v ryday . (The speaker) explatns 
staltSitCS nd m !hods better 1n 2 days than most prof ssors hav 
done 1n a semes er of und rgrad and grad wor . 

Busmess Research Analyst, Dow Chemical 

8 . FantasttciEv nthoughlhave nM .S tnstaslhaveneverhadsuch 
a clear ptctur of how to apply st:11 fechntqu s before Wonderful 
examples lo explain toe theones. tdeas , p •losopht s ·superb 
(speaker)' Help d o mottvat m to xpand my use old erent 
1 hntqu s nd xp ore more poss btl! 1es 

Marketing liesearch Analyst Consumer Power Company 

9 "lntenstve· ts an und rstat m nt But , I sur f ell got my money's 
wor1h I got everythtng I came lor and more I ncr dtbly h lpful and 
usetultnforma ton T rnftcworkboo Untque tnstructor someone 
w o can "do" ancl"teach" Wonderfully enthustasttc 

Pnnc,pal, CreBive Focus 

lO lncredtble- b tter than r xpoct d "Btgg st Bang for the Buck" ot 
ny sem n r I've ever attended Fantastoc 

Marketmg Research Analyst. Depuy 

RurA.e ·· Educational Serrices 
Cim 111/utll Conwrate J-l£•aclqttarl£'1'1 

50 E Rh•cJH'IIICI Houlcrord 
'ol'i ll(ltrm . Kcnttu ~I' ..J /()/I 
( tl00-5.f3 -8635 l'.\1 ' (> /35 J 

· •/9W The Bttr~c !1 /llitltlc 

101. 

IC).I. 

1115. 

201. 

202. 

urke Institute 

Pr· t ku l \1 rk ling R 
New Yo ........ ....... J.m. 1 ~ 
80( RJton ............. , ...... Jan '1 -Feb. 2 
Cmc111na11 . Feb 2H-\1llr. ~ 
Bo,ton .. .. ................... Mar. 2K -.l0 
1 ooonto ...................... . Apr. I -.20 

1-u ·u£\l . May 16- 1 
C.nunnah .................. June (>-II 
Ail.tr11;a ....................... June 27-:!Y 
CtllCitlllUh . U)l. 1-.l 
Nc"' Yo , ................... Au~. :!Y-;ll 
Cl!l 1111\Uil ....................... Cpl . I \)._ . 
Octrmi .. ... ............... 1. 10- 12 
1Hrt>l\lcl . . .......... Oct. J l - OV , 2 
Nc,.Orlc '" ......... , .. Nu~ . 21 - ::! .\ 
San Antonou ............. ,, De~ 12·1.li 

(Jue<~lionnaire ' oil' I ruction Work~hup 
Nc"' York ..... , .......... Jan. 2 <!to 
CnlCulno~t• .. Mar. 7 \l 
Bo,ton ............ pr. -1-o 
Ctn ·umu11 .. May 1 
Tororuo .................... June 20-22 
C'ntc tnnut• ............ Aug K 10 
Nc,.York .............. ,. pt 12-1 ~ 
Ru<.a R.ll()ll ....... . .. o" . I 16 

(Jue<~tionnuire Design 
New Ywk .............. Jan . 27 2 

'1 11 tnn.oll ................... \1 ur. 10- 11 
Bn,lnn .. . . . .................. .. pr 7 K 
l'lll 1111\dll \1 lt) ~-t> 
Tnmnln ..... June 2.\ 2 
CtnCIIlllJ.It AU!,! I 1-12 
"'~wYur~ .... .. ... 'cpl I. It> 
Ho,:a Ra10n ... ...... .... '" . 17-1 ' 

•·oc:us Groups 
Bc,.,lun ............................ ret>. 2-1 ~~ 
Toronto .. .. ................. pr, ~ 1-2:?. 

1l.on1.o .......... . ..... Jul' 21 · ~~ 
Cht~aj!O O.tnher 2«1-::! I 

t' ucu · <;mup Moder lor 'I r lning 
Conunn • .uo .................... Jan I -21 
Cin..:mnati .................. M~r. I ~ - 1 
Cincnltlali .................... Mu) W IJ 

inunnalt June 1-1- 17 
Ctnunnau Jul) II I 

in1.mnalt .. Au£ 1.'\-IY 
C.nunna11 l , _ 7 

tn '"""'' .. IA'L .'\ -'1 

Application or '\tarketln!l K e rch 
CulCollrlil l t ..................... M.tr J. 
Chtca~to ................ ..... Ma) tY.::!O 

tlanta .. Jun' O·July l 
mcinn.tll ..................... Au!!. 4-.~ 

Detrml ....................... .. 1. l.l- 14 
,n'Amoniu ................. 0..'1: . 15- 16 

502. J•rodu t Re rch 
Ctncmtull ........ Jo~n 2-1-~. 
Con · inno.~lt .. .................... Jun 2·J 
Chico~go ......... .......... .. cpl . H-\l 

5CJ.I . ~d•ertislnjit R urch 
Cin~i n nJ i t ..... . .......... F..-l'l 17 I !I 

cw ork .. .. .......... Apr 2 -29 
Ci11 •inrlJII ............ Jul} ~K :2<1 
CtnctnnJit . <At . 27-2 

505. • I'Jtm ntutiun 1tr1d Po itioning Ke<>earch 

506. 

601. 

602. 

60.~ . 

Ciii~IIUIJ II ..... .. .... ........ F..-b I. 16 
'lew ork ... .. ............ Apr 211-27 
Cin~i rln~ l r ................ ....... Jul y 46 27 

11\CII\OJ.It .. .. .... , (}..;1. :!. -2o 

·u~lum r :uti\~ ctinn KtM"arch 
B<ot·u Raa n .. ...... .. Fch 1 
\ c" '\" ork ..................... May 26-::!7 

cw Yorio. .. ......... .. cpl . 1-2 
oronto .......... . m . 1. 

••· ran'\l:lling Uata into ctionubl 
Information 
Bmltltl .......................... \1 ar. 1 1 . pr I 

tnunnJII _ .. Jun ·'I-I 0 
in<.inno~to ...................... ept 22·.J 
tnunn It .......... Dec . I Y-20 

Toub and 'I C( hnlqu of Data nul)·sis 
Bmlon ............... Jan . I !1-21 

mctnnalt ... ... . ...... \1 ur. 1.'\-1 H 
Cinctnnali ....................... 11.1u ~ Ill 1.1 
"'<'"'Yo ................... July 1'1-22 
C'JilOJ111Uli ......... - ......... 1\ U• lf>-(1,1 

ht.<l •o ................. O..:t. I -:! I 
\tnetnnulo ....................... De 6 9 

l'r ctlcat \1ulth riate Anal} b 
Nc"' Ym-1. ..... hu. 10- 12 
80~1011 .. ....... ........ ··h 21-~.l 
Cm ·tnnull ........ Ap . I I I 
Ctn tmuu . ............. . Jill) ~-

tm Fr.tn ...................... epc. 27-.\0 
~. ncntn~h ..... 1\ov :29-D · , 

20 • r, ·u, ( lrvup Appli mlon~ 7111. Jnlernalionul \1arketing R :-.carch 
CtllCIIliH11t .... ~c. 12- 1-1 

264. Qu lituth·e R turch R J)t rh 
C.nonnu11 ....... ........ , .. IX.: I I o 

_l(ll. Communi at ing \1arl.elln • Rc ar h 
Bo,t<>n ............... Fell. 7-'1 
Ctn<:ullltoll .. .............. .. 1ar 21-2.' 

·w Ynrk ...................... Mu ' 2.1-2.'\ 
Ctnctllllilll ... ........... , l\u~ 2:! -24 
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