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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 WindowsTM 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. ~~ 

Con ct Joe M n II at 
Quontime Corporation 
11 t h Str t, 

N York, NY 10010 
~ I phone (212) 447 5300 

QUANTIME (212l 447 097 

Coni ct udy Bu l1tr t 
Quontime (Of1MWOtlon 
4010 E trv P rk On 

MICROSOFT WI OOWS IS A REGlSlEAED TAADEM.\AK 
OfT MIC~~TIOH 

c rcle No 154 011 Reader Card 



4 

6 Power play 

Cover 
How much extra are consumers willing 
to pay for renewable energy sources? 
Public Service Co. of Colorado used 
research to find out Photo courtesy of 
Electric Power Research Institute. 

Research fuels Public Service Co. of Colorado's 
development of a customer-driven renewable 
energy program 

8 Call result codes: A proposed universal 
system 

10 Interviewing: The impact of predictive 
dialing 

12 Data Use 

16 Survey Monitor 

22 ames of ote 

23 Research Company News 

42 Qualitative Research 
oderator Directory 

49 1994 Directory of Telephone 
Interviewing Facilities 

92 Classified Ads 

93 Usting Additions 

24 Product & Service Update 94 Trade Talk 

Publisher 
Tom Quirk 

Editor 
Joseph Rydholm 

Assistant Editor 
Michael Welch 

Marketing Associate 
Evan Tweed 

Production Manager 
James Quirk 

Circulation Director 
Mary Alan Christensen 

Directol)' Editor 
Stephn Quirk 

Art Consultant 
Dave Hahn 

Business Manager 
Marine Rohr 

Glilk"tllllrblill ..._. ..._, (ISSII £1931~1) 11 

10 llmelper JUI' - .11ft. Fdl, k . Av • Mly, .ki!J.M, 
AugJSep , Oct. rM. Dec. - by Quir1l Ellll!prila.lnc.. &607111111 
An. Sa , Mimellpall$, Mill ~23.Malng lldma: P 0 Bali235J&, 

Mvmupolta, Mlll55423 T .. • 612-«il-«151 ; fal. 112-«iHB 
Sand ella pcmge paid II ....,_ Mill and lddlliGnll 

~ ...... :u.s 111U111118(1011Ua) S50 1M 

~ (20 iaua) ' yan (ll Ius) $132. u.s. ... 
CIIIYPI1C $10 CNIJ,IIIIflllhallllii:ISihU!beiiiiiJIIIIflllllly; 

prllllidlllidmltllngllbelaWIIII lddma lndlldelJ'cadl 

orpWICGde. Ahw4~.-.-~PDSl1USlBI Pleat 

send t !If ana to 0MM. PO. fllll23536. ~ 

MNMW 

Qirt's,.,.,. /lafar;lr If llllt,.,.,.,. , .. 
,..,~ 

Quirk's Mari<eting Research Review 



C1rcle No. 155 on Re d r Card 



6 Quirk's Mari<eting Research Review 



Research fuels Public Service Co. of Colorado's development 
of a customer -driven renewable energy program 

Editor's note: Keith Baugh is senior 
analyst. market research. with Puhlic 

erricc ompany r~l Colorado . Brim1 

Bymes is preshlcm. and 'lil ·c Jones i . 
senior associate. at Insight Research, 
Bouldl'r. Colo. 

C on~umer produ l manufa tur­
rs ha a k n de~ir t kn ~·· 

\vhether n~umer attitudes 
about the environment translate into con­
sumer action. The question i~ so intrigu­
ing that the term .. gre n marketing'' has 
become part of th indu tr vema ~ ular. 

he answer i. important to el ctri utili­
tic~. and it became e tremel ~ignifi ant 
to Public, ervice o. of ~olorad when 
the company fa ed a r . our e plmming 
docket that included a renewable nerg 
component. 

P ois olorado'slargestelectricutil­
ity,scrvingab ut O'k ofth . tnt 'sp pu­
lation and _0% of the state's ge graphy. 
Thcs stemhasju. toveramilli nm t rs 
tmd ha~ b n growing at a rat f about 
1.-ck a y ·ar. 

The company wanted tor solve con­
tradicting opinions among customer and 
special interest groups ab ut the neces­
sity and cost of rene abl ~ . In re earch­
ing renewable re~ourc i ·sues. P' o hn 
an~w 'red a number of questi n. forth 
ele tric utility industry. nd by h eding 
th ad icc offered h its ustom r .P o 
wa ' able to develop a strateg for intro­
du ~jng r ·n ·wabl energy that promises 
to m et the need of Pgulators. sharc­
h lder. and customer · alike. 

To navigat · it · way through laruel 
uncharted wate , P ·. marketing cli­
vi. i n first recapp d past re~ ar h about 
consumers· en ir nm ntal attitudes. then 
conducted what may be the nation\ most 
ompreh nsive utility-sponsored . tudy 

of so-cal Jed green pricing. The . tudy, 
which wa m feted in December 199 ...... 
produced reliable ricing estimatc"i and 
market-pen tr< ti n pr 0ection"i of ·u~ ­

tomer.' willingne · · to voluntarily fund 
ace lerat d development of rcncwahl 
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anno\ nsid·rP o's 
maJI- ale rencwabl ·en-

ergy program that would b funded 
through oluntary eontributi n~ - on· 
that can b · enacted with ut an overall 
rate increas ·. his unhurried, gra root 
approach has the potential to mak · re­
newable energy a legitimate opti n in the 
minds f increasing number.· of cu tom­
ers, and the process has e tabli hed a 
·ulid l(mndation for th e pan ion r 
r newablc energy's role in P' pr -
duct ion mi . What's more. egmentati n 
<.maly~i~ of survey respon e ha"i given 
P o the ability to market renewa le 
n nry to thos · customers wh m t 

strong! suppot1 merging t hn I gie ·. 
All of this was achieved simpl 
the umpany was willing t list n. 

Hi torical per. pecti e 
C I mdo's growing commitm nt to 

demand-side mana gem nl, abundant 
natural gas and coul and a wealth f 
availabl · knowledge about mining and 
the ~nvironm ·nt have pro ided P 
with n · ·ibility in d :igning energ pr -
gram~ t m · ·t customer need~. P 
supply f cl ·an. well-priced coal and 
ine nsi vc purcha."icd power has re u lted 
in ~ me resi~tan ·e to indep ndent and 
renewabl· resources. om beli e 
renewablcs will raise the relati Jy I \ 
energ cost~ en joy ·d by P 
er"i. 

With the rc. ourccd<x.:ket appr nching. 
three P o i e presidents- Jame. H. 
Rannigerofratcs and r ·gulati n , arl E. 
McLaughlin Jr. f marketing. ·ustomer 
·ervices and support . ervicc ·,and \.Yill­
iam J. Martin of ·lcctric ngineering and 
planning - re4uested the r cap fen i­
ronmental research. oinci i ntally, 
P o '.s market re ' arch unit, along with 
Insight Re ·earch ln ., Bould r, olo., 
hal ju ·t mpl ted a successful experi­
mental study that e timated n. um r 
willingne . to pay for the environmental 
benefits of demand- ide manag ·mcnt. 

he"ie e ·timate were made u~ing: an 
econ m tri Ill de ling m ·thod known as 
contingent valuntion, are ear h tool orirri­
nally developed to a se the economic 
value of air quality and oth r public envi­
ronmental is. u . -: a re ' ult of their 

re.·earch r 

w-

David Mos' o itz, one of the origina­
tors or the gr en pricing concept, ha"' 
de ribed green pricing a"i "an optional 
ele tric ser icc being offered to ustom­
er who " ant to in -rea:· their utility's 
reliance n renewable r ourccs o ·rand 
abo e what uld ur with least-cost 
planning." in e renewable en ·rgy is 
currentl m re e pen ·ivc to produce, 
cu tomer wh h o. e this s ·rvic p­
tion pay a remium rate- the program 
can get c mpli ated when it com'S time 
to d tennin h w much th • premium 
h uld be and how much ren wable en­

ergy it finan e . 
P ' preliminary resc<.w h show d 

that while ome pecili market res ·ar h 
had been done, many utility pricing esti­
mate and proje tion of customer par­
ticipation in green pri ing programs ha v 
r lied n infonnati n drawn from con­
. umer pr du t re ar h: ·tudi ·s dealing 
with re y led pap r produ ·ts. environ­
mentally af tr h bag , hair sprays, and 
the like, r tudie of environmental is­
·ucs that didn't plore th is ue a they 

r latcd to utilitie ·. 
8 th c n. umer product rc · mch and 

en ironmental research consistently ug-
g ·t that between 40Cff and 70~ th 
population is willing to pay premium f 
6% to l 0% for products they Jieve are 
manufn tured u ing envir nmentally 
friendly methods and res urce . Rev­
enue estimate for many utility gre n 
pri ·ing fforts app ar to h e u d imi­
lar general data \vith ut validati n p -
cific to a utility. 

The greening of an indu try 
Early attempts by orne utilitie t 

continued on p. 30 
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Ca esul co s: 
A proposed universal system 

ditor' s Not : R. hristopher Horak 
i director of !he _/m Tree /fiance, a 
non-profil re earch group in an Fran­
ci co . 

were ini­
tially de igned by re earchers and the o­
r ti ian . Rarely if ev r have the inter-

iewer who u e thes cod s b n asked 
f r thei input. 

For in tance. an interviewer needs 
to know if th re p nd nt has heen 
briefed n the purpose o the call. If 
there pondent has been br1 ·fed. then 
the interviewer and the p rations 
management end up . ounding like 
idiot , when th int rvi ·w ·r starts 
with ·'Hi! I'm hristoph r Horak 
with ja R earch.We'r onduct­
ing a brief ·tudy ... " insl ~ad of "Hi 
Mr. J n ·! D ou hav time to d 
that urvey with m now?" Yet in 20 
ear: of res ar h. r e ' en no et of 
all re:ult od s that made thi dif­

cl ar. 
It would b wi ·e to impl menta 

uni rsal coding tern. Many in­
t rvi w rs work for vera] differ­
en t firm . frequently nationwide, 

8 

y hri t ph r rak 

vcn worldwide (one fthe rea n that 
those who like to travel gravitate to the 
trade is that it reliably of~ r. au able, if 
not lu Tativc. trad • \.vhcre er u g ). 
Having so many sy ' tem , de rea e pro­
du ti it and increa e th potential for 
miscommunication (e p cially be au e 

imilar. but different in ma11 

thi uni er al y tem of call resulteodes 
w re numeri al. umber are al ·o uni­
ver ala ro mo t language . With thi · 
a a tart. having poken to I iterally 
hundred. of intervi w rs over the years 
aboutthese probl ms, and with the great 
reative a i tance of aryl Bunting, 

w have d lop d the propos d sys-

f thi article will b an 
abbre iat d f rm of that which we gi 
t the interviewer . 

'a ll re ult code categoric, 
Th first 20 codes (0 through 19) arc 

listed indi idually, ·md pertain to call 
results that are for the most part univer­
sal to any tclcphon study. ode cat-

gori s in the 20s . . Os and 40s arc 
" tudy ·p cific," and pert· in to re­
spond nt qualifications uniqu to 
that particular ,'tudy. odes in the 
5 sand s gen rally arc used with 

A I and data entry system.·, and 
while they arc not usually th 
interviewer's con ·m, it i!-. ne ·c. ­
sary t be at least familiar with how 
they ar' us 'd. 

h ~ irst 20 od s ar divided into 
"call backs" and ''non-callback . . " 
Th fir t I 0 ··call bac " de r fer 
to call result. that p rmit an inter­
vi w r to ·all that numb r or indi-

idual again to complete an inter­
icw. Th"se n titute''li e" ample 

after the initial call. The , ond 10 

continued on p. 26 
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The impact of predictive. dialing 
! ) ( 

)· ,))~, 
J - ... 

\ l , 
f 
A' 

Editor' note: Jodi Mer}·! 
Wallace i enior vice pre i ­
dent of marketing at tamford. 
Conn. -based El Interna­
tional. a pro\'ider t~l outbound 
call center teclmoloRY· 

T he technology revolution 
is not just affecting the 
way market research in­

formation is being tabulated and 
analyzed - if tran ' forming the very 
nature of how telephone can are being 
made. Today, the telephone interview­
ing indu try faces such formidable ob-
ta le a ri. ing refusal rates, leaner 

client budget and a dwindling numb r 
of hour. that most con. umer · can be 
found at h me. That's why telephone 
interviewing companie · are on the look­
out for time-saving mea ure that can 
incr use productivity and control co t . 

Armed with system that combine 
c mputerized call management with 
automated dialing, telephone interview­
er are eluding the natural enemie of 
telephone interview - bu. y ignal , 

10 

By Jodi Meryl Wallace . \. 

1 ~ 

i 4 
J I 

·~ \ I 

} ~ I t 
\ I, \ 

I . -
j ~ 

an wering machine and no an wer -
to make more contact , omplete mor 
urvey in le time and be orne m rc 

competitive. 
Prcdictiv dialing ·y. tcm5, a. th y 

are known, automatically dial number ' 
from list ', deliver answered call · t 

waitingint rvi wers,andprovideonline 
acce · · to market 'urvey ·. nan wered 
call and "bu ie '' are detected and re­
scheduled for future callback. 

Market re earch companie that u e 
predictive dialers report double- or even 
triple-digit productivity gain , and ay 

that the y tern often pay for th m-
elve inprodu ti ityinle ' thanayear. 

\ 
\ .. 

.; .. 

z. 

\ ' \ -

In fact, they arc so ffici nt that 
u er: are . ometim . challcng d • . 
t pr vid a tcleph n sample 
li:t large enough to keep up 
v ith th sy tem. 

uch pr blem are able ing · 
to Valley orge Infom1ation • 

ervice, a telephone interview-
; li 

ing service in Langhorne, Pa. 
a divi ion of the 1 T 

f • 

Group, a pioneer in the u e of 
computer technology in tele- ( , 

phone marketing scrvi es, VFIS wa no , : 
tranger to th benefit: of prcdi ti 

dialing,ev nbc~ reitpurcha. dit · flrsl 
:ystem about l w years ag . In 19 , 
I T 's telemarketing divi . i n had in­
stalled one ofth fir 't pr dictive dialing 
·ystem · developed by I Int mational 
Inc. of tam~ rd, onn. Today, l T 
u e · I ·y tern at 550 of it 750 agent , 
workstation -, and in even of it nine 
calling center . ach month, 1 T agent 
use predictive dialing to make about 9 
million calL . VFI , which operate a a 

'1, 

eparate divi ion of I T, make half a 
mil1ion f th e call . 

;· ' 

"Prcdictiv dialing i a win-win 
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ow Available: 

h ompr hen av our eon .•. 

ow to Moderate 
Telephone Focus Groups 

B : G orge ilv nnan 
P id nt, Market avi ation, Inc. 

(Inventor of the tel phon f, u group) 

Telephon focus group are being us d increasingly. oner 
or later you'll be a ked to run them. Be prepared . 

ou will I arn how to ... 
• onvinc k ptic to try t I phon focu group 
• D ign th r arch 
• et up th logi tic 
• R cruit th r pond nt 

ctually moderate th ion 
• Interpr t th r ult 

anag eli nt pectation 
•.. All without having to at airlin food 

Includes: Tape of an actual telephone focu group a moderator training 
e ion , a "How To" manual which include m derator's introduction, 

inviting scripts confirming letters instructions to participants and 
clients special moderating techniques, and many other ecret de el­
oped from 26 cars experience in more than 50 0 group . Jso 
included is a pecial Report, Introduction to 1lleph ne Focus ,roup , 
a $50.0 value, de igned to introduce clients to telephone c; us groups, 
and a 1 credit toward telephone focus group facilities rental. Your 
ati faction guaranteed. 

PI a e fa or mail th ord r form b low to: 
" 

. Market Navigation, Inc. 
2~1Piu• 

" -,_...-:/1 A't'o.. ...... .._. I Orangeburg NY, 10K2 
814 35U123 (Voice) 
t1 4 38U122 (FUJ 

,---------------------, 
qrk d 4 

PI a end me: Ho To Mod rate Telephone o u Group 

Plea nd me an invoi for 3 0.00, hich I " 'iU p ithin 30 day · 
if at' fied. (I unde tand that I iiJ receive SlOO.OO credit on my fir t 

fa iUty rental with you.) 

am: 

Title: 

omp ny: 

Addre : 

it : tate: __ Zip: ___ _ 

Voi Ph ue: ---- ---Fa :--------

~---------------------J 
C1rcl No. I 03 on R d r Card 11 



Discrete choice modeling 
comes to the PC 

A review of CBC from Sawtooth Softwar and 

Ntelogit from Intelli ent Mark ting Sy t m 

By teven truhl 

Editor's nme: , 11!\'en 'tnrhl is vice presidelll and .\·cnior 
methodologist in the lticago office ufTotal Research Inc. This he 
in. tal/men! o.fDala e is thejirst of, lruhl' ,\' t}-t'o-part series on 
discrete choice modeling. ext issue's Data se will e.\plain 
the technique and it. u. e . . 

A f w other prmrrams that ha 
m fi • anal tically advanc d user. ( r perhap m r auda i us 
n ~) to do many of th ta:ks required to anal ze a discr te 
hoi ·e problem. Th two m st fully evel ped programs ar the 

stand-alone LOG I modul from S stat and th l gistic rcgres­
. i n modul ~ in S S. The logisti regre ' ion module in P S 
al has some capabiliti s for analyzing thi type f pr blem. 
Th s·altematives,howev r,aregen ralizedl gi ti ·r gr·:sion 
pr grams and do not pr vid feature e pli itly d signed to 
cas· Manaly:es. ffyoucanu eanyofthe epr ductstofully 
~mal z discrete hoi e pr bl rn . y u pr babl ' should be 
writin this review instead of r ading it. 

12 

attribut 
analyse. ou can perf nn and the kinds f c pcriments you can 
run. nd it pr vide a v.,, alth of diagnosti ·information use ul 
for formulating ound m Is. 

But th pr gram r quir t nsiv data setup. to th xt nt 
that y u mu t manually real pr duct "s ' enarios" (or ·• ards ... 
While tel gil run. from a clear. straightforwar m nu-ba ed 
sy tem, it u r quires som' · p ·rtise in anal si .. The manual 
pr vide pl nt ofe 'Cellentpointersontmal zingan inte pr t­

ing di rete h icc mod ·1.. but th' average reader will need to 
wad patiently through some fairly technical di u j n lo 
reach th m r · u. cful material. 

he program has on· particularly bother. ome featur . It 
requir .;; that y u u:, a hard war lock. a small de ice that fit , 

nth m ut r's para lle l printer port. The pr gram refu e 
t run without the lock. h lock is d signed to prot tthe 
w rk of industrious, impov rish d pr gramm r . wh th­
erwi ·e wou ld ~ l owly starve as pirated copie f their pr -
gram w nt into nearly universal use. t lea. t, that' hm: 
certain . ftwac manufactur rs plain it. 

Th s' lo ·ks ar • a nuisan , th ugh. If u in ·tall the 
pr gram on your lap-top comput r and f rget t bring the 
Jo k. you'r ·out of busines,. lf ou put the program n a 
desktop unit. you hav to squeez b hind the P and in en lh 

Quirk's Mar1<eting Research Review 



mputer. lf many dent are u edina study bas don a rand m de ign, then t 
many ombinations f attribut ·s may ne r appe:.u tog ther. 
Thi an cause problems in trying t e timate interactions or 
de I p even re lative ly straightforward m d I . 

them 
to malfun ti n, and may inteli r with uti lit pr gram that 
spc ·d printing. Be ide , the num rous companie · that d not 
usc lo ·k . Mi r ft f r ampl , do not sc m t tarving. 

ince ea h re pon ent shou ld g t a different et of ran­
d mly mi ·ed featur s in the scenario h or h · cs, this 

r quire. P -bas ·d interviewing to work effi-

onjoim from awtooth Sojiware 
his is th m t appr a hahl comm •r ial oft war f r 

0 M. User \ ho are familiar with any of awt th' th r 
products ( awt th c njoint prolYram in partkular) 
will feel at h me with B . Whil it is easy to operate, it ha. 
its limitation . Perhap mo t r stricti ·is that a h h i (or 
all ·mali "" te t d an ha no more than six attribute 
(although the program do all w each attribut· to ha e up to 
nine diff ·rent I v I ). 1 o, y u an not simultan u ly t t 

mor • than nine alternati e . 
The pro ram has ·orne ing niou. ~ atures. It cnerate 

scenarios for the user that ar not n c ssaril ba ·e i on 
.·tandard · p•rimental de ign . Rath r, B can mpl y 
random d signs, which allow th u. r to mod ·I many typ 
of intera ·tion n am ng pr du l attributes without creating n 
special exp ·rimental de ign in advance. 

Randomde:ign in lvemi ingupvariousattribut le el 
in a random fa ·hi n. F r thi npproa ·h to work well, ea h 
r spond nt should get a dif~ r nt set of rand ml 1 mi ed 
attri ut ·:,and the . amplt: hould large. If too few r .·p n-

sA c & As AN 
Ma keting Communication e earch, Inc. 

-- Our aim -
G i th g ld -- tandard in -- int rcultural -

and Latin Am c -:_ r ear 

ASIAN 
LAN UAGES 

In the US 
and A ia 

AFU L RV I QU TIV A QUANTIT IV U PLI R 

ocu group , in-depth interview , surveys, and interc pts 

Bilin ual profi s ional nz d rators, fa u roup facilities, and phon bank 
in the ntulticultural an Franci co-San Jose Bay Ar a 

P ycho-socio-cultural Hi panic and ian R earch eel 

11: lip K rz nny, h. ., B tty Ann orz nny, Ph. D., andra M.J. W ng, Ph. D. 

h n · 4 55 5 502 
' "'Y"'YYYYY YYYY"'Y'< 
,££AAA.A.AAAA.AAA.-~ F : 41 59 

1301 94002 
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1illgrm 

Providing 

Worldwide Re ar h 

,onsumer Re earrh 

• St~nsory F:val11at ion 

• Forus ;roups 

• TPiephonr R fruiting and lntPrVH' \\lJtl-t 

• Chilrlren's T sling 

• Hom -Us · Tests 

• 'enlral Loeaticm TPsting 

Busin To Busine R search 

• Custom r Satisfaction 

• H lative (~ualily 

• ln-cl ·pth lutt>rvwwing 

Whi le b th 8 and t I git will d the joh, th ir output 
is v ry lain. something lik a print ut from an old line 
printer. ei th r provides charts or grnph~. nor do they work 
wel l with the proport ional ~ nt a ai lable on mo. l print rs. 
Th yare limit ·d to hasic ty1 writer-st lc (non prop nional ) 
tc t. 

How th program work · 
W tried th • t o product~ with te t data. inc git ~an 

a c pt aggr gat ·-I ·vel data, we used it wi th d ta from a 
m dified real-world survey. Th ·tudy inc lude. a t ry that 
might nli n this rcvi w s m what - assuming uch a 
thing L p ibl . 

In th tudy, th' eli nt ompan , uiet inancial rvices 
(m tt , ' You ver Heard of ·"), has decid d to test 

, to th ·i r Big D bi t ard among 150m mb r of a 
sp ifi onsum r s gm nt. An arli ·r c nj int analysis 
r v al d that this segm m ar d most ahout the inter ·t rate 
charged f r the propo. ed d bit ard. h s gment wa al ·u by 
far the mo~t profi tab le, in p opl · who ar ab ut th · 
int r trat ·foracr dit rd bi t ardusuall maintainac unt 
halance and pay pi nty of int re l ~harg ·s. 

In identally. a debit ard i. like a cr ·dit card, but it taps 
dire tl into whatever r all savings you might hn ". You 
pay n in t r st as long a y u do not ov rdraw our account. 

uiet Financial. ervi e hns. omed ·tailsab uta proposed 
d bit ard from meri an Expr ·ss (th pr ~e t de name for 
thi ard, Am x. a. h am re ). With not at pi al mod ·sty. 
Arne plans to in trodu e thi ard with a high int re l rate and 
a fee . 

QF aJso fears that itibank wiiJ of~ r a comp titiv card 
pr j t cod" name, iti anlln adcr). me market 

int ll igence that thi m v is part of a susp t d itibank plan 
t take over the v.i ible un iverse by th year 2006. Q"' d 
n t knowdetai l fthe ard,butfcarsit uld f~·rcdata 

t rate , with a high cr dit limit. 
and alL •mative level. that QF has decid d 
ard are: 

11 %, 13%, 15% 
none, free with checking 
$4,000; $10,000 

mrey 
14%, 18% 
$25, free with checking 
$8,000; $1 0,000 ; $15,000 

itlbank Invader 
Interest: 10%, 13%, 15% 
Annual fee: always none 
Credit limit: $2,000; $12,000 

Bccau e th itibank annua l fee i 'always none," thi 
attribute will appear on the . nari , but will not part f 
th de. ign. 

T h analy i u. ing telo 1 it 
e attribute and I ve ls to be t ·ted wer put int a 

conjoint-typ fractional factorial de ign. t ·lo it d e. n t 
requir thi typ · of design t run, but sine the fra tiona! 
fa torial-typ d sign is both ffi i nt and ·impl t 
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we us d it. Ntelogit ann t, in fa t, pr du e u h desions for 
the u er. In tead, you 1 u. t usc another program that do s. 
such a. onjoint De igner from Bretton- lark ·oft ware, the 
c njoint program in luded in the PS Catcgori , option. or 

on urv from the mak ·rs of telogit Intelligent Mar e ting 
ystem . 
To m del thi · comp titi e si tuation , 16 "cards'' were 

generated, ea ~h ·h \Ving a specific combination of auribut 
level for nch provid r' ~ debit <:ard. The ·e ~:ard · then had to 
b rearranged into enarios. With t ·logit. the contents of 
the e ard al ' are n eded to g ·ncratc the D M ·ommand 
file . Two samples em rios appear in igurc 1: 

Figwe 1 

II 
DCM narlo I 

nruio 11 
Whlch otU would you boo ? 

Q AMEX m ONE 
BI H BAN OF 

DEBlT LAMPREY lNVADER THESE 

INTERESf ll% 14% 10% l w uld 
RATE choo e 

AN AL None S2S None 
none, if 
these 

FEE were 
RED IT $4,000 ss.ooo $2.000 the only 

UMIT choice 

.I the ooe that 
you wo\lld dloose 

Sttnarto ll 
w ""'would you clloo .... ? 

QFS AMEX CITI ONE 
BrG SH BANK OF 

DEBIT LAMPREY lNVADER THESE 

rNTEIU!;)r JJ% 1 % 10 I ,..ould 
RATE choose 

none 1f 
ANNlJ •L Fr c with S25 0~ tb~ 

liEF. d!ccting re 

CREDIT S10,000 SIO,OOJ Sl2,000 
the only 

UMfT boices 

.I tbe one Uw.t 
yoo "''OIIId choose 

h t logit data f11e 
\Vith Ntelogit, you must construct a D M data fit that 

contain everal ke e lement . You have to construct the file 
becnu e Ntelogit will not allow you simply to ·oil ·ct the data, 
fitting re ' p n ·es into a data fil ·that it has built for you. You 
mu. t et up e er thing, kn wing wher all the piece. go. 
The e are the prin ipal components you must specify: 

variable id ·ntifying the a ltematives. {In this example, 
the code for the QF Big Debit ardis I ; for the Amcx ·tsh 
Lamprey._: and forth· iticorp In ad ·r, 3.) 

• A variable shm; ing whi ·h altcrnativ was chos n, or ne 
giving a c unt of how man ·hose 'ach. 

• The d ign variables associated with that alternati c. 
• variabl · identi fyine the scenario in \vhich an alternative 

app ar ·. 
in e v.re a ls like to include a choic ·of "none of these" 

amono- the scenarios the minimum setup for four choice 
(including "none") in 16 scenarios is 641incs of data. Analy­
i on an individual-by-individual lev I therefor would 

require 64 lines of data p r respondent 

continued on p.36 
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Irwin Research Services, Inc. 

CODE OF 
EXCELLENCE 

A commitment to research that 
embraces the highest ideals of 
professionalism and ethics. 

Look to Irwin Research for the 
most sophisticated 80 station data 

collection service in America. 

Choose from two software packages: 

ACRS by BI~El~ 
and 

Ci2/Ci3 by Sawtooth Software 

Our NEW! complete research 
package integrates: 

• Questionnaire Programming 
• Sampling 
• Interviewing 
• Editing 
• Coding and tabulation into a 
single software system with onsite/ 
offsite monitoring capabilities. 

~ 
For more information or a quote 

on your next project call 

Denise Henry 
Vice President 

Director ofTelephone Operations 

Jacksonville, Florida 
(904) 744-7000 
C1 rcl o. 07 on Reader Card 

15 



Americans r main 
safety-consc · ous but 
heavy 

afety i more popular with meri­
can than ever. but th truggle to Io 
weight remain: a source of significant 
fru ·tration for man . Pre\·ention 
magazin "''s 1 1 th annual Prevention In­
de indicat s that the two ·eemingl in­
compatible trends -one relatively new. 
th "'oth "r a frustrating! intra £able a pe t 
of the culture - dominate th current 
pi ·turc of heaJLh and \vell - ing in th 
Unit d tate . 

Frequently rep rt d afe pra tice in­
cluded ha ing a ' m ked te t r in talled 
at h me 9_%), ande erci ing n a regu­
lar ba i 7 ~ ). Wearing eat belt white 
riding in the front ear of a car(73%) and 
not dri ing aft r drinking only 1 7~ of 
adult reported that they do drive after 
drinking) r ached the highe t level ever 

We Specialize 

recorded b th report. But the rep rt al o 
found that 6 %of adult 25 and older are 
o er their re ommended weight range. ln 
fa t, nly 19% fall within range, while 
nearly two out of five adult. (_ %) e -
ceed it by at I a~l I 0%. 

verall. th nation ·cored a 66.8 out of 
l OOon th I YY4 Prevention lnde , slightly 
I w r than the 67 .. registered in 1993. 

e overall score is hased on 21 health­
promoting behaviors, and includes rat­
ings of nutrition , rci:e, weight con­
trol. fr qu ncy of me ical examinations. 
moking and other toba co use, alcohol 

u.·e. and home and auto safety. ach 
behavior is w ·ighted for its impact, and 
the total values are adjusted to a seal ·of 
100. A Prevention Index score of 100 
" ould mean that all American. were 
doing all _I preventive acts; z ro would 
mean that no one wa'i oing any of them. 

Otherk yfindinas reported in th • 1994 
Prevention Jnde include: 

Spec· alists! 

· important to you, don't 
p -

MEDICAL MARKETING RESEARCH, INC. 

1-800-866-6550 

Circle No. 1 OB on Reader Card 
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• On -qua•ter (25%) of adults smok 
cigarett s, compared to _ 0% on year 
ago. h latestfinding is,however,inlin 
with I velsseen in 1991 (25%)and 1992 
( 26% ), indicating that last year's incr ·a-;e 
was a statistical ah ·rration, and that th ·rc 
hash en no real decline in th ·number of 
smokers sine· i990. moking d lined 
steadily throughout the '80s but . eems to 
have staJI "d at it.· current level. Toba co 
products. including cigarettes, igars, 
pipes and ch wing tobac o, are u.-ed by 
_ 2o/r of all adults. 

• Worn n appear to he exercising less. 
with onl a third 3%) now reporting 
that the get frequ nt ·trenu u e rei e. 
a decrease of five points fr m last year' 
report. 

•0 erhalf fadult (52%)arew rkin£ 
to reduce th. amount or fat in their diet; 
This represents a d" ·line from the two 
previous surv "ys ( -8% and 57~, r -pec­
tivel ). 

• Mor"than f'our-fifthsol\ men 81 %) 
have ·creenings for cervical cancer at 
l ast on e ry two year , while only 
50o/c do breast · lf-e aminmi n at lea t 
on ~e a month a re mmended. 

• i in ten adult (617o) e perience 
great ·tre at lea t n ea wee - a l el 
that ha remained fair! con i tent o er 
th pa l thr e ye. . 

• Aim t half f th adult urveyed 
(44%) never drink al oh li be erage . 

• L than half f dri r (45%) al -
way o y the pe d limit. 

• F uri n lOad u lt believe there i me 
likelih d that th y will be affli t d with 
heart eli ea e (4_%) orcancer(4 I tt ) dur­
ing th ir lifetime . 

TI1e Preventi n lnde is bas d on a 
nationwide Plin ·cton • ur y R ·search 
As ociates ·urvey of 1.-50 randomly :e­
lected adults aged 18 and older. he 
urvey wa"' condu t d hy telephone in 

vember 199_. Th margin fen-on as 

Quirk's Marketing Research Review 



plus or minus three percentage point ·. 
Prcrcntion is publi~hed y R dale Pr s 
rnc., mmaus. Pa. "or more inf nnati n. 
call Loui.e o er at _]5-9 7-7617 or 
Th( rna~ Dybdahl at _!5-t 7- 124. 

ealth consciousness 
driv fr h produce 
markt 

meri a' . grm -
inu interest in h allh and wellnes. is 
consumer · incr a ing de ire to buy food 
that is good for th m. "Fre. h Trends 
1994." a . tuLly of consumer per eptions 
of and attitud about resh produce, re­
veal that more than t;;: of Am ricans 
bu rre h produc f r pe ifi. h alth rea­
s n ·. TI1 1Oth annual r sh Tren s study 

published by Tltc Pader. a husiness 
new ·pnper for th fresh produce indus­
try. and Van e Re earch I"Vices - is 
base I n a telephone sui"V y of l ,000 
nati nally repre. en tat iv hou~eho lds. 

whi h were culle fr m th ~ 0.00 -
h u h I 11'\Uill r panel o Market 
Fa t Jn .. hicago. Both The Packer and 
Vnn Research ar part of Van ' Pub­
li hing [n ., Lincolnshire, Ill. 

The .survey revealed that pcopl" buy 
produ e r pecific health reasons. 
va t mnj rity ( Oo/c) of orang huyers get 
th fruit for the vitnmin it contains. 
When in ear h of fib r, 6 % of consum­
er a ' they purcha'\e fruit: appl ·s 39 t1) 
and bananas ( 15 c1r-) prov ·d must p pular. 

ignifi ant ponions of carrot fans bu the 
g tab I to g t h ta carotcn ( 48 k ) and 

vitamin A ( 19%). People also buy carrot 
15%) fortheirrolcincanccr-prc enti n. 

-..: hil many seek out broccoli (_7o/c) f r 
th . ame rea. on. People buy potato 
(24ck) for omplc carbohydrate . 

The numb rs denot • that merican 
ar aware of the health benefits f eating 
fresh produce. A· ording t .. Fre. h 1 

Trends 1994." r ur out of 10 

May 1994 
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rland Park., 

Consum r want 
p r onallane on info 
sup rh.ghway 

cale n~um ·r household n d, 

communir " rvic ·s. [ntcractive biJling 
and financial inf nnation a · · ·ss als 
appealed to c ~rtain type~ of onsum rs. 

The intormation-int ·nsi n umer 
hous 'holds repre. nt d in th · focus 
group . ai I the p·1id an averag f 75 
per month to ohtain information via TV, 
n w ·pa erstmd magazine . m house­
hold'\ a ily p nt twice this mu h or 
more. It wa"> hard r f r on ·umers to say 
hmv mu ,h tim· th 'Y spend en hing for 
infonnati n - 20 t 25 hours per we k 

m d to • th · av rage. 
he maj rity r articipant"> in th f -

,us groups w r willing to pay at least 
. ._0-. 3 r r a .. lection of s rvi e offer-

·stablish benchmark. data on the siz and 

' 'T urv y: , n umer & 
I lome lnf rmation s · D -
m nd," which wi II be produ ed in a ·so­
ciation with Th ma · E. Mill ,r A . •­
ate~. For m re inf nnation, call Dana 

imm ns at R00-965-4636. 

Kid call the sho hots 
ew Y rk-ba cl 

par nt in the markctpla e. 
Th par nt · of th ~,000-plu , y ung­

·ter urv yed forth· study ·aid thm th ir 
kid often have the Ia. t word n the brand 
wh n · lectin!! certain arti le f lolh­
ing. Th kids' inllu ·nee wa ntr: nge ·t 
wh n it ·~mle to th brand f nneakcr: 
(45.2Ck ),j ·ans (. R.6l~ ) w read ·e se ·-

nd, f II wed hy shirt • nd blouses 
(3 .2 Yc, , casual pant (34Ck ), and sweats 
(3_. ;t. . he surv y a! o tound that for 
all th items, girls have m r to ·ay 
ab ut brands purcha. ed than b ·do. For 
m re inf01mation, call Jerry Ohlstcn at 
21--c L6-R -2. 

Quirk's Marketing Research Review 







tising, pa ·kaging and promoti n f pri­
vate-lab ·I brands has had limit d ffe -

VCR don't slow 
moviegoer 

D spi te the rapid growth of V 
ba~i and pay cable, pay-per-v iew and 
sophistical ·d home ntertainment y -
t m. , m ·•icru1s still go to the movie . 

ccording to a t I phone survey on­
dueled by dison, N .. J.-bascd Bruskin/ 
G ldrinc-, one-half of adults have gon to 
th m vi ~on or more times in th pa t 
i · m nths. Young adults go to th mov­

ie mor fr·qu ·ntl than older one . 
early ne-half ( 48%) of all moviegoers 

are 1 t _ 4 year. ld and two-thirds of 
the ·e young adults have gon to th mov­
ie on or more tim s during th pa. t . i. • 
month. 

months. 

lder reported having 
in the pr 'vious si 

Moviegoers us film r view m re than 
any other source to d ide " hat t , e. 
Revie" s inllu nc th pi h of 38%; 
.... 5% cite new pnper reviews while 19%· 
follow th advi e of TV m vie critics. 

advertising and I ... % ay their h ices are 
based on newspaper adverti. ing. 

continued on p. 4 7 
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JUST A FEW OF THE 
REASONS CI3 CATI 
IS So WIDELY USED 

th r- ri nd-
r du t. A I's pop-d nvn m nu~ a nd n-

line help en, ble 11( vi user · to qu ickl m.aster i t 
vvcrful fun ti ns." 

hristoph er 'Rourk 
lnsiglrt anada Research 

"We l ked intc other syst n1s and c uld fin :.i n th-
ing at any pri th t pr )Vi je · the fie ' ibility and 

.fusew g tfrom ~ a\vt th' ~ i\TI ~~ ~ ten"\." 

hri t pher 'avette 
Public pinion La/Jorntory, lndia11a Uni·uersity 

"The bi li t ' to d ) c )m p lc m< th Jnd u c the results 
t( dri \ bran hing I L Ll ~ j b - f gr , t ( n1ple -
ity. IL has ga in ] u j bs others thought )ldd n't b 
jon ." 

Zarth 
Market trntegies 

A I is high ly ~ cr- fricndl _ . [nt rv iew rs vvith 
IH A 1 p r i nee C(ln learn it qui kly , nd c n b 
on th ph ) Jl vvi th in two hour., condu ting ctual 
surv ys f )f ur clien t " 

Professor lan Bay r 
cJitcr or urvcy Research , irgina Tech 

" awto 1th )ft\Varc h<lS f, r d d our e ' pecta-
ti HlS 1r serv ice a tcr the sale. ln th two y rs that 
vve hclV b n u ~ tom r , they have al \·\ ays be n 
th r for us \V h n w need th m ." 

ike M Clend on 
Cntcway 2000 

To learn more of th r a on why our i3 
C System for omput r- id d lephone 
Int rviewing is so widely u ed, call, fa , or 
writ for a free demo d i k. 

1007 
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Maril yn Mit hell has joined His ­
panic Market Connections.lnc .. Los 
Alto , ali f., n vi e pr ~ ident. Pre i­
ously . he wa n corporate manag rat 
Nissan rth America and a project 
dire t rat Gen va C mpnnies. 

.J nnifer Simmo n ha~ been pro­
moted to i e presid nt and director 
of r earch and strategic planning for 
Laughlin/Constahle Ad\·ertisinx and 
Puhlic Relations, Milwauk . She 
u eed orman E. Ross, who has 

r tired. Simmon j in d L/C in 1991 
a a r ear h . upervi ·or and was later 
promoted to senior res 'arch super I-

s/.: L outhcrn alff'ornia Inc ., Garden 
rove. aliL. as satellite TV project 

director respon~iblc for on-line tele­
vision program and commercial test­
ing. along with court TV simulated 
jury panel~. 

Sylvia Yeager has b ·en added to 
the staff of directors at on.wmcr 
Pul.w• of Baltimore. Tony Soares has 
joined onsum ·r Pulse of Denver as 
director or Denver mall. field and 
focus group facilities. Consumer 
Pulse Inc. · ~ corporate office is in Bir­
mingham. Mich. 

s r. Peter Schmitz has b en n<Jrn d 
sales manager in the hicago office 

'cott Biege l has joined the staff of of the Polk /Jirec ·t Group, a divi . ion 

Industry Leaders Management 

ETWORK MEMBERS 
'W' Irwin Research 'ervices, Inc. 'W' Par llenry ,\>larker Resear h, Inc. W J. Rock.n~r Associares, Inc. 

Jad®milk. Hnrid.1 r.kvcbnd, Ohin Pbib elplua, Pennl)'lv:mia 

'W' l)erformance l)lm, lnc. W jackson ·ociares, Inc. W Comumer urn'}' Company 

lh Inn, l\.f.m.JJJU\L1t~ Arl.tnl.l, ":mgtJ Chjc.lf.u. lllinois 

A Simple Concepl for Managing Comple I sue . 
W l.uth R ·earch, Joe. Fm !\fmc lnlum1Jiion J )tJ I ~Eli>?ORI\. 

'i.trl Diq:u.f..tlilnrni,t (JIIlmd.11\. Te"aror Ellen P. (;regnl) ar (606) 431-5431 or 

Fa., }OUI re,wch requiremems to (6061 31 -583 
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of R.L. Polk & o .. Detroit. In his 
new po~ilion, chmitz is rc~ponsible 
for all direct marketing ~al s activity 
for them ·mhcrship/travcl and enter­
tainment industry markets. 

J isoon Barto n has h n made a 
vice president in Mar/..et fact., In c.'s 

rlington Heights. Ill.. office - the 
company's headqunrters - \vhi le 
Virg inia Weil hash en promoted to 
vi ·c pr·sidcnt in the company's Nev.· 
YorkC'ityoHice. Bartonf rm erl yh ld 
the position of information cente 
manager. Wei I was an account group 
manng r in the pa kaged g d-; ar a. 

Ra rton Ru tma n 

Andre·w Rutma n has join d Prag­
nwlic Rcs(,arch In <'. . . t. Loui .. 
Rutman will manage the company·~ 
marketing research an analyti al 
services. He will also be responsible 
for information ~ervi es and i. ex­
p ·ctcd to h ·lp · pand the res arch 
models curren1ly employed by Prag­
matic Res arch. 

Lisa H ·r w "r · has be n promot d 
to s niorac ·oun! exec utive at Mi1111c -

continued on p. 47 
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Total R earch Cor p. has tenninated 
it . I Her or intent to acquire certain as. cts 
of a pu ler Marketing Re · •ar ·h Inc. 
of Arlingt n Hts., Ill. After '1 preliminary 
due diligence r vie\v of Kapulcr. tal 
Research management felt th invest­
ment required to complete the tran. a ·­
tion \vould , ceed the one encompassed 
in the I tl r or intenl. onsequ nlly it 
informed Kapuler of its intent lo termi ­
nate fu11her neg tiation ..... 

iti Lynn, a fonnere, ccutivc vice pn.:-si ­
dcnt \Vith, un Res"ar ' h. orwalk. onn .. 
ha..., founded ld a Exchange Inc. in 
Fairfield. onn. A qualitative mar"- t re­
. carch firm.ld a · ' hange spcciali7es in 
consumer and husine">S-Ll -business mar­
ket research. in luding focus uroups. in­
<.kpth interviews. and rcative and ide­
ation !-.e-.;sions. 

Chi ago -based I nformation Re-
ource. Inc. and Yen 7U lan marketin2 

r arch fitm Datos ·. . have completed 
the formation of a previou\ly announced 
j int venture (''R '\earch ompan 
Nev~,. ·:· March QMRN). Th ~ company. 
Dato Information Resources,\ ill pro­
videsyndi ·at·dmarketlrac"-ingandother 
research" rvi ·"s in V ·nczuela. Tenns or 
the den I w --rc not disclosed. 

Todd "'.Jones has formed Phon 
Res ·arch, a telephone data II ction 
company in t. oil ins, '1lo. J )11 . I ft 
\Vestcrn Wat~ ·ntcr. where he was di ­
rector of cl i nt !-.ervic ·s. to stan Phon 
Base R.e ... ear h, which ha'-; ~4-lelephones 
v.:ith full rem te m nitoring and employs 
a number f stud nt"> from nearhy lo­
rado State niv r~ily. The company' . 
addre!-.s and telephc n number arc: 1 15 S. 

ol!egc Ave.. uit -· t. ollin!-.. 0 
80521. - 03-~~4- 1152. 

Friedman Mark tin~ has opened ~l 

May 1994 

second mall fa ility in the Denver area. 
Bcvo Heavin" manages the new fa ility, 
\~·hich is local din the \Vcstminister Mall. 
The facility features onfcrcnccand iew­
ingroom!-..a la~l te tk.itchcn.and private 
intervic\ving nrea ·. 

' ard ifT . oftware Inc.. olana Bea h. 
ali f.. devel per I'TL:Icprint automated 

J"i •gistration softwnre and Tclefom1s for 
\Vindmvs fom1!-. pro s:ing s t't ware, has 
'-;ign d an OEM agreement with 
lntelliQucst 1nc .• an ustin. Te a!-.-based 
t hnology marketing inf nnation fim1. 

nder the terms of the agreement. 
lntclliQucst will integrate ardi iT .... 
T I print with its own ReplyDisk cle ·­
troni customer registmtion . stem to 
make fa - and s ann r-ba. ed r•gi!-.Lra­
l ion-.; available to In tell iQu . t ' ustomcrs. 
lntelliQuest is already usin::- T lefotms 
for Windows with TQintern tive. a new 
survey r spon!-.e service. 

Market Fa ·ts Inc. has announced sig­
nificantly improved amings and rec rd 
revenue for 199 .. R venu for the founh 
quarter was ~ 1_,652.000. an increase of 
20c1r over the same period last year. Th 
company reported aming. of$. 42.000 
for the 4uartcr com ared to 5,000 for 
the fourth quarter last year. "'or lh I_ 
months of 199 .• the company' revenue 
of $45.609.000 wa!-. !_% gr atcr than 
19()2 revenue and an all-tim record. 
Year-to-date net in ·ome was 1.074.000 
- ompa.I\:d Loa lossof$4_ 7,00 forthe 
previou · year. Mark 'l Fa t~ cred its ex­
pand d client a· ·eptance of it!-. propri-
tary r arch products with k.eying the 

93 rev nue gain. 

tlanta Fo us has opened a focus 
(!roup facility. The oiTic has thre r CLIS 

room~ with viewingroomsthathavetl or-

continued on p. 92 

When You' e oncerned bout Quality 
Pe formance and Yi ur Bottom Line 

all The Telephone Re earch Prot ional. 

'mpl 
• Least­

lient 

eil Bl ~ ld 
President 

ervices • ~ ull Support rviees: Que:-.lionnair 
all Routin !l. Assistance .. ample Dcve1opm nt. 
it' Monitoring Coding, Data Proccs!-.im.r 

ecutive, Industrial. Financial. Medical 

215-969-8500 
1916 Wei h Road 

Philadelphia, P 1911 5 
Mi ·ha I Feldman 

Executive V .P. 
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GENESYS-PRIZM now 
a ailable 

GE " YS amplin Syst ·ms intro­
duccsGENE Y -PRIZM, which make"· 
it possi hl to d vc lop telephon ·sample. 
pre-cod d with Claritas' PRTZM lus­
ter Syst m. Whether ROD or listed 
household , 1 • Y. can provide 
amp le pre-coded with PRlZM clu:­

ters, select sample: using PRIZM-de­
fin d targets. PRJZM-code survey re-

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

su its, or code historical survey data­
bases and ustomcr fi le". For more in­
fonnation call Dale Kulp at 2 15-521 -
6747. 

Service pro ides o e­
stop research project 
coordination 

hicago-bas ·d Fi ·ldwork Inc. now 
off ·rs a news ·rvice. 1-800-TO-FIELD. 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Er1ich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226-1338 
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Field rk will et up. c rdinate and 
monitor a qualitative tudy. in Juding: 

heduling tudie at any Field\ ork 
fa iiJty r in iti , without Fieldw rk 
facilities; de e loping reener with 
complet in tru lion : recruiting up­
date ' and daily report :arranging c1ient 
accommodation. and tra el direction . 
For mor infonnati n call andy tarr 
or Barbara Meeks nt 800-TO-FIELD 
(800-863-4353 }. 

offer 
videoco ferencing 

The Video onferencing A lli ance 
Network (V AN). an allian of 12 
independ ntly own d res ar h firms, 
presents roup ct. an interacti c video 
conf·rencing . rvi e. Through 
Group t, ·li nt · in m tro ar as across 
th · U.S. can i w fo u group · wi thout 
lc.,tvin town and without in sting in 
vid o quipment. F rmore inf nnation 
call 00-288-V AN. 

ew po table scan er 
from NCS 

National ompu t r yst ·ms Inc .. 
Minneapolis, has un cil"'d th Op can 
4 Scanner. The device is a quiet, full­
f atur d, portahl s anncr that us sop­
tical mark recognition tcchnolog , 
weighs 17 pounds and is contained in a 
slim- lin chassis. he OpScan 4 ·om­
piles data ~encratcd by p "'n or p neil 
responses on ·uslom or standard forms. 
The scann r dir cts data into a stand­
alone P . Macintosh or networks ~tern 

for furl her manipulation by off-th ·-shelf 
or custom applications. canning al-
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10\ ~ incr a ed p cd of data aplllre, 
virtual e liminati n of manual key entry 
and ' rror tracking. d r ·as ·d data pro­
cessing st , and impro ed accuracy. 
Th · p. an 4 y ' t m can pro e up to 
2.00 sh et per hour. Th aut mali ' 
fc ·d hopp r holds up t > I 0 he t.. and 
16-1 ·ve l gray- ' ak discrimination ca­
pability dif er ntiatcs e rasure and 
sm udges fr m alid marks. 

Optional feature · that cnhan e the 
operation of the Op can 4 include: bar 
cod · identifi ation; a r ad h ad that 
scans both p nand p ·n ·i I mark :a dua1-
. ide rellecti e r ad head that pro e s 
both sid s of a do ·um nt in a ing le 
pass: and a tran port print r that pro­
vide~ appr priate feedback during ' an ­
ning. with no I ss of s ar111ing p ·cd. 
Ideal appli ali n~ forth Op an in­
dud payr II procc~s ing. pre-emplo -
m nt te ting. training and d el pm nt 
survey . u ·tomcr sati sfacti n urvcys, 
product and u ·tom r r gi . trati n ~ m1s, 
and nferenc' cv·tluation foml~. or 
more in rmati n, ·a ll 80 -3 7-7 __ 6. 
·xl. .. 00. 

Computer y tern 
monitor debuts 

, ntemporary mputcr ~ r i 
In .. Lionvill e, Pa .. ha · introduc d er­
vice Tra kcr, a :y tem int grity moni­
tor. Th ·oft ware y tem \.Vas des igned 
~ r early d ·t cti n of p tcntial p riph-

to rag 
34 0 and 3490 Tap · • ubs . tem . or 
mor · informati n, ·all Jim Bruno al 

215-74 1- 153_. 

continued on p. 90 
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DATA 

COLLECTION 

EXPERTS 

FOR 

THE 

NY 

TRI­

STATE 

AREA. 

WE 

FOCUS 

ON 

QUALITY 

SC HLESINGER 
ASSOCIATES 

We offer total data collection services encompassing all 

aspects of quantitative and qualitative research. 

• 
Complete focus groups facilities 

One·on·one 's 

Central location interviewing 

Moll intercepts 

Ooor·to·door interviewing 

Executive/ Medica lln·depth interviewing 

Central location taste tests 

Telephone interviewing 

Mystery shoppers 

In-store merchandising and distribution 

Product testing 

Store audits 

Couponing and demonstrations 

CALL 
OR WRITE FOR 

OUR 
BROCHURE 

Levinson Plozo, Suite 302, 2 lincoln Hwy.,Edison, NJ 08820 
908·906-1122 FAX 908-906·8792 
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ult codes 
continued from p. 8 SURVEY PRO . 

fast, Easy, 
Powerful 

SURVEY PROrv is a growing family 
of professional, easy-to-use 

integrated survey products that 
need no database programming! 

"Mouth, 
watering, e)•e 
appealing reports" 

'RVEY PRO Admn cd EO.itian or Windows 
1. 1 is designed for marketing profes ionals 
who need high 4uality wllhour busy""·ork. 

l"ype your que~tioru, ·elect ·calc ·, and get 
de ktop rubiU.hing lluahty automatically. 
Create report igurc. h)' -li king on the 
qu ti n and ~tatisti s. rns_~·tab , multiple 
an~wer and open-ended an ·\ven. included. 
Industry tam!anl data import and e rr. 

ENl R Y PRO provide~ data entry for 5 u er . 
reeru automatically generated to mat h 

the prtntl:d form. Or prinr s annahle forms 
and import the data. 

Limired-rime- both products only 695! 

all 00-2 7-4565 307 
or Fax 415-694-2904 

~Apian Softwar 
Practical tools for modem management 

Ctrc:l No. 115 on Reader Card 
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de'\ are ··non-call hack" categoric~. 
and con. i ~l of situa ti ons in wh ich no 
furl her contacts arc \Varranlcd ("d ·au·· 
sample). The 20s, JOs, and 40~ arc u~u­

ally '"dead'' hul may b · called back 
under cc1tain circumslance"i r on an­
other stud . Here is a summary of ·odes 
commonly used hy an in terv iew·er. 

CALL BACK 

00. Call Back. Par1tal 
01. Busy (Specify Type) 
02. No Answer 
03. Answering Machine/Service:Votcemail 
04. Call Back (Spec1fy when if possible} 
05. Call Back (Spec1fy when. respondent bnefed) 
06. Left Message (May call back) 
07. Will Call (Specify when CB if no call) 
08. Referral Number (Call bac } 
09. Other Call Back (Specify) 

YY. Complete 
20s Not qualified 
40s S udy Spec1f1c Codes 

Call ba ·k codes 
OPARTl L ALLBA 'K:Thi"icodc 

r f r") tO a Si1Ualion in \oVh i ·h a quali fi •d 
re"ipondent nnswer. a portion of Lhe 
main que")tionnaire. hut for some rca-
1.)011 annot continue at that tim ·. lmpor­
lantl y. the r p ndent in this case agrees 
lob~ ca ll d ba k , o that the interview 
an be c mpleted. In ~u h a case, please 

tran~fer nil pertinent information to the 
wri tten ")lJJ'Vey f rm. including page and/ 

r . ample number. so Lhal Lhc sample 
can b tracked down a flcr completion. 
and '\O that final call results can b · 
br ugh! current. If you are working on 
a A T ~ys t ·m. Lh is will be tl ne aut -
mati ally. 

I B SY ( ' pecify Lyp·*): Both short 
(major trunk line) and long (indi vidua l 
telephone line) husy signals are coded a 
I. Jn the first case, call had. after lunch 
in lhaL Lime zone or when whate er-is­
kcepi ng -Lhc-call-vol ume-high- in-that ­
area is o r. J n Lhe second c a~e cal l ba ~ 
in 20 Lo 0 minutes. 

2 NO W R: If you are calling a 
residentia l number and no on· answ· r" 
the phone after four to si ' rings. it i" 
coded a -· You ·hould n t a ll o~v more 
rings unlcs"i you are alling a busine"i~ 
or contacting a re ·p ndent at n prear­
ranged time. For bu")ine~. e.·. up t I 0 
rinu" arc allowed t give tim for the 
harried rc · •pl ioni ·t to nn. werth phone. 

3 AN \VERIN i M I HNE/~ ER-

VI /V l MAIL: Mo~t am.wering 
machin ~~ kick. in within -.i · nngs. 
'W'heth"r an un~wering machine or an 
<ln"i\Vering ~ervice, do not leave a mc~­
~age unle"" th ~tudy specifications au­
thori7 it. II \ ever. on lhc fir'\t cal l, you 
:-,hou lcl I i ~tcn to the message or Lal k lo 
the l perator to obtain any information 
\Vhich may help reach the n:'\pondcnl at 
another time and hopefully avoid Lhc 
i.lll"i\'.'Cring.machinc/operalora~ain. his 

DO NOT CALL BACK 

10. Commun1ca ions Barner 
11 . Not Avail . Dunng Study/ Int. Hours •Spec,tr CB l•m .: 

12. Term1nate 
13. Refuse 
14. D1sconnect·'Not Work1ng 
15. Wrong Number 
16, Phone Location Not Qualified 
17. Fax/Modem/Pager 
18. Referral Number (Non-call bac J 
19. Other Non·Call Bac (Specify) 

XX. Directory Assistance 
30s Over Quota 
Example: Over Quota. Oues ion 9a. Coded as 39a 

code al'\o includes getting lo")l in impo -
'\ihly comple oic mail stru tu re~ or 
heing put on ett:rnal hold. 

.f ALL BA , (Specify when.* if 
possible. If it i'i a Tl "Y:-.tem. be :urc 
to knmv what the parameter~ are for an 
un~pe ifi ~d all ba k - u~ually four 
hour. . A good ~y-; t m \Vill all w y u t 
specify th' parameter · li.e, cu ll bacl-. 
frequent ly b t~veen 4 p.m. and 5 p.m.J 
in cas· you have b"'en able Lo determine 
them from talking to a se relary. as~is­
tant. family member. friend, or col­
league.): ln all cases. someone has an­
"i\vered the phone. hul a qualified rc­
")pondent has nol yet been briefed on the 
purpo~e of the inter ie\v. and no tele­
phone number is left. Always ind icate 
lhe all back. in local time. I fit is a TT 
::-,ystem you may ha e a choice of speci­
fying v.-·hethcr you arc rccordin~ the 
ca ll bnck in eillr-rthc respondent'" time 
7one or in your lime zone. lL 's beloit 
though to get in Lhc habit of converting 
the r spondent'~ time inlo your own. 

5 'A LL 13 (, pccify \Vhcn: * re-
spondent hri ·fed): When a qualified 
respondent has been identified. bricf"'d 
on Lhc study purpose and agrees to par­
ticipate at another tim·. detennine a 
specific dale and Lime u. ing de: f r 
Lhe call r ''\ull. The key ditlerenc be­
l\'·/een codes 4 and 5 is thal with a 4. the 
pro-;pectiv · re"ipond nt has n t been 
briefed on the purpo~t: oft he ca lL while 
wi th a 5. Lhc pr :-.p clive resp ndent ha~ 
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b Il briefed on the purpo!-,e of the aJJ. 
L F ME..' ' • (May call ha "-) : 

Thi~ d is seldom u. ed for con~umer 
survey~. In fo ·us group recruiting and 
hu~in ss ~urveys it i\ a~ionally de­
sirabl to leave a phone number with a 
.s cr tar or on voi email. tate your 
name. th · puq1ose of y ur call, and a~!... 
the pol ntiai respondent to r"turn the 
call. I ave the pauc or re rd number 
(callitan tensionnumberif oumust). 
. o that you will be able to find the 
approprint ~ample with ut difficulty 
(a go d 1\ TI ~ystem . hould make it 
possihl I nil up a particular r ord at 
an time, * but failing that, •ou ' an ~till 
do the surv y on paper, and find the 
appropriate sampl · point later). 

7 WILL CALL (Specify wly•n to call 
back if n all* ): Here , the p tcntial 
respondent has been rea hed, cannot he 
interviewed at the time of the all. and 
has olunt red to (in. i~t d n) ' all( ing) 
back at nn th r time. lt i~ ~ugg sted that 
the inter ie\vercstar I ish an agre d upon 
time tor contact the respondent. should 
they he unable t call hack by th time 
~ heduled. Again. like cod 6. this i. 
rarclv a permi.·siblc ·ode for consumer 
surveys. Here. t o. n.:memb r to leave a 

rcn rd or . am le paue number. 
8 R •' FERRAL MB .R 

bad .. ):Therearet\vobasictyp sof de 
8.Thefir.ti~at lephonenum r hange 
announced by an aut mated operator. 
The second is a r ceptionist or any per­
son who give. a numb ·r where a quali ­
fi d rc!-,pondent an be reached. B sure 
to recoru the ncv,r number anu uraw a 
lin through th ld. * Wlrn you at ­
tempt thl: new numb·r. thl: call result 
will rc ·eive ill\ own appropriate re. ult 
cod . If th · new number is out of th 
area a ceptahl to study specificntions, 
th call i .. coded an I X (non-call hack). 

<) THER LL B CK (~ pecify*): 
d is used to er .. p Tiai situ-

ation. particular to stud n.:quir ·ments. 
For e amp I ·. if a respondent is . up­
p sed to have recei ed or used some 
item prior to the int r i ·w and has n t 
yet done · , the call i~ ded a and th 
resp ndent is not all d back for an 
appr priale amount f Lime to all w 
r ceipt r u. c of th item. In all ·as s, 
record all circumstan e. on both the 
:ample anu th' daily tally ~hl:et. * 

on-ca ll back cod' · 
10 --oMM Nl ATIO B R-

RIER:lngeneral,thi~cat goryinclud s 
all in~tan ' wheretheint r i er ·an't 
adequate I ommunicalc with a respon­
d nt to mplcte an int rvi w. Most 
commonly thi cod· is us d wh n the 
respondent d s not speak th langua c 
in \ hi h th intervi w i. t be con­
uucted. If an int ·rvi ·wer is bilingual. it 
is permi~sihle t communicate with a 
respondent in a eli llcrcntlanguag ab ut 
the purposeofthecall, hut the intervi ·w 
it~elf must he conducted in th riginal 
languag . E amples of other o a. ions 
when a c 10 is us ·d are hen a 
re pondenl is su fi ientl hard of hear­
ing.hasParkin~on' rAizheimer' eli ·­
ea:e. is mentaiJ unstabl., und r th 
intlul:nc • of drug . r not int II ig nt 
no ugh to neg tiate th questions. PI a e 

m tc that under no ircumstan ear y u 
l<H!:i cevid n eofdi:appro alorjudg­
mcnt of any kind, whatev ·r your 1 r­
-; nat opinion might b . 

I I A V ILABL · D RI G 
TUD /INT RVI WI H RS 

( p cif B time* ): Thi .. code is u eel 
h n a respondent cannot b · reached 

for~m int ·rvi ·w, eitherdurinu the hour 
of the int ·rvi wing , hifl r during the 
time criod schedul d for the study.lt i 

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

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record codtng and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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imp rtant to pecify the tim /date/h ur 
fa ailability inca e interviewing hour 

ar hanged ore rend d t in orp rate 
the e r p nd nt .* Thi deal o ap­
pli . \Vhen a qualified f U group re­
·pondent i unabl to attend a focu 
group discussion b cause of a . chedule 
conflict. 

1 ..... TERM IN T : When a re pon­
d nt fulfills all qualifying (screener) 
questions, but quit. becau e of bor -
dom or irritation bcfor the int rvi w is 
·ompl ·ted. it is cod ·d 12, t ·rminatcd. 
Her·. the r ·spondenl docs not agr e to 
b • called back for int rvi w compl -
Lion. n rare o ·casions. an interviewer 
ma choose to tem1inate an intervi \ if 
the respondent is e ces. iv ·ly abusive 
on the phon·. falsifies am.w ·rs. or makes 
the inter ic'.: cr's · b of completinl:! the 
intervi '\V too difficult. 

13 R FU E: 13 is us·d when a 
re p ndent hanu-s up or rcru~es to par­
ti ipate pri r to ansv•lcring all qualify­
ing ( · r ener) qu ·stions on the main 
qu ·tionnair" (if a re . pond "nt has an­
sw ·r d all yualifiers before refu.-ing to 
an~werany mor · yu ·stions, that is clas­
sified a "'t ·rminate," not a r ·fusal fsee 
abo 1). 

l4 Dl 0 E T/ OT WORK-
I G: Thi~ code refers t op ·rator an­
n un emenr that the ·ample telephone 
number has b · ·n disconn ct d or is no 

28 

ke t u ing 15 i. that the business or 
person reached is not what the ~amp! 
:aid it would be (obviously, ou have to 
be using a type of sampl that . p ·ifi s 
this information). Do not confuse this 
\: ith a 50. a numb r which the inter-

iewer has dialed incorrectly. 
16 PHO "' L A TO OT 

Q AU I ~ D: In consumer surveys, 
sampl · numbers conne ling to busi­
nesses, ao crnment office~. t ·lcphon · 
booths. etc., - in short. lo ·at ions oth ·r 

oded 16. In 

R: H. after 

"P cific to a region and you are ref rr d to 
a national hct~ yua11ers outsid of the 
area. Be ~urc to write down the referral 
numb r on the sam pi' sin ·e it may b • 
useful at a lat·r date.* If you h ·ar a 
recording that tells you that the number 
has b · ·nchtmued Loan unpublished num­
ber. code this an I as w ·II. 

19 OTl I R 0 - LLBA K : 
h se tend to be unusual or e treme 

ar u ed f r.specifi qualifier . r cning) 
uestions as ed either prior t 

beginning of the main que ti nnaire, de-
ign d to detennine re p nd nt eligibiJ­

ity.lfa re p ndent d e n 't qualify for the 
interview the code 20 i added to the 
number f the que tion whi h di quali­
fie there pondent. Th following i an 
e ample: 

Qu sti n 5a. How old arc y u'? 
Undcr_J ....... l (1H 1\K i\ DTERMINAl ) 

-1-30 ....... ...... - ( NTI UEJ 

31-40 .... ...... ... 3 EJ 

1 and vcr .... AT • 

If th re p ndenl i 4 7, then th ample 
i e 25a4. The two (25a4) onveys 
the r sp ndent wa. not qualified.th five 
a(-5a4) tells al what question number the 
interview was t rminated, tmd the four 
(25a~) indicates the category of the que:­
tion in \i hich the di . qualified re. pondent 
fell. For "om reas n the b· . ic pr edure 
has pro d . omewhm confusing in pra -

To r ceive a detailed field and tab bid within 24 hours 
call Jane Cook at (319) 377-7345, or FAX (319) 377-5861. 

Frank N. Magid Associates, Inc. 
• ONE RESEARCH CENTER MARION, IOWA 52302 
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tice t the interviewer.. Simpl put, just 
take the question number, and pin a 2 in 
front of it. then app nd the res pons· num­
ber ifthi i nece , ar to indicat ·: ·parate 
categ. ri -. ithin the same question. 

_ Os Y R Q OT A: orne studies ar 

40. 
50 : The~c arc for call results that are 

to obtain a complet interview 
from :tudy to tudy, but is genera II 
to five. 6 ). are only u ed for data entry 
purposes. umber that are till "live" 
after the total numb r of permitted ·ails 
arc now "d ad'' b cau e th numb ·rs 
have be ·n cal led the ma imum number 
of times. For data entry purp :e a "bus " 
that ha"i been call d the rna ·imum num­
ber of tim ·s is converted fr m I to 61. 
while a" usy'' that has heen all d le s 
than the maximum num er f time re­
main~ an 01 (a good ATI . y t m will 
all \'l all bach r04 and 05 J t h con-
erved h uld a potential respondent. fi­

nally conta ted on th · lifth call, agree to 
d th urvey at anoth ·r tim·*). 

IRECf RYASSI E: n 
a i n , usually in business sur­

vey r C u gr up rccruitin , ou may 
wish to tra k d wn a phon numb r by 
callingdirectorya . i. tan c.Thiscallwill 
be c d d a . K pin mind that direc-

May 1994 

t ry a. i~tan · ·osts money o try t wait 
until you can ask for at le· t two numb rs 
{thr e n theW st oast).* 

YY OMPLETE: compl ted inter­
view. r , omc reason, this i. the all 
re. ult that is most often left unr corded 
by inter iewcrs. Do not mak thi mi -
take. 

BAR CODE 
tor product number. 

t rntory cod , form ID, tc . 

0 c R (TYPE PRINT) 
lor preprinted job code, 

ord r numb r, form ID, etc 

CHECK MARK 
tor multiple cho1c , 

rating, trueJ1alse, etc 

pcrli ct d. Plea e write m in care of 
Quirk's Markeling Research Re\·ie~t'. r 
leave a message n my voicemai l at 415-
24-69 6. After a uitable p riod f, r 

comm nts it i.s my intenti n t ubmit this 
system to appropriate organizations for 
·onsiderution · a tandard. 

It cun hl' lwprt! th "anyone wlw i!l cl£' l'£'iopinx 

a m•w CAT/ sy.,·f('fll nr i~ reprogramming wt old 

.\,\'St£'111 will include memoranda bo.\es and dcci­

~ion trl'es to allow the mdusimt and use of the 

appropriate inj(wmatirm at tlw~r point . 

h d 

(~ 

0 0 D D 0 
'I 4 

0 
I 

0 0 0 Cl 
4 \ 2 I 

ll!l Cl Cl 0 0 Cl 
7 ~ 4 ~ I 

Cl Cl Cl Cl Cl 
7 ~ ;I 2 I 

0 0 ll D 0 0 
7 ~ 4 3 ~ I 

Cl II Cl 0 Cl Cl 
7 5 4 2 I 

wothmy ou l Cl Cl Cl 0 Cl Cl 
7 6 s 4 ::!. I 

cm!@)~··--h t~h1/JIPiM1WJ rr-~~~~~i"iiWiiiii::=c;;;:;~ 
for name, address, dale. time , 

dol ars and cents. phone numbers, etc . 

HEADS·UP KEY ENTRY 
lor comment ~elds 

utoData PROM II 
Desktop Forms Processing Software for Windows 3.1 

utoData I)RO II 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 variety 
of systems and desktop scanners 
to meet your application needs. 

AutoData A Windows 3. 1 

DLL is Available 

tor Developers 

10365 West 70th Street • Eden Prairie, MN 55344·3446 
Phone: 612/941·8180 • FAX: 6121941-7312 

Aun.tor Toll Free: 800/662-2192 
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Power Play 
continued from p. 7 

fund renev.'ables using green pncmg 
have en untered difficulties. Among 

ther thing. , the IJaborative pr e 
among environmental and puhlic inter­
e~t groups and the utilities has sl wed 
not only the implementation hut even 
the design of green pricing program . 

iven that the a ailable information 
wn ba:ed on on tuner product re­
. mch. "We thought it wi ·e to learn 
directly from ourcu tom r · if and hovv 
the wanted us to go about developing 
Lhi re ource," sa . R ney MeL ·non. 
P Co' manager of mark..et analysis. 
"Fr m what we could in other green 
pri ing fforts, limited u tom ·r input 
had been u d in pro ram d ign. espe­
cially wh nit came to pri ing and pro­
gram izi ng. 

··we ch e to aiiO\v program d ·ign 
to b driven by cu. tom r input. Our 
rcseur hi far more e tensive than any­
thing. \l e were able to document in clis-
·ussion with other utilities. The need 
to invol pu lie interest group in the 
design of programs may eventually tall 

a well. hut for the time 

being we beli v we have accurat ly 
r ·present d the public's interests in th 
program \V ha e d v I ped ... 

[n essence. P C has redefined th 
ground rules for de · igning r ·newubl 
energ program b a k..ing custom r . . 
through r ·s arch, what their preferen 
are forth ·se tech :1 I gies. 

Insight R ·sear h Inc. helped P~ o 
get an accurate repre entation of its 
u t mers' wishes. In ight Research's 

familiarit I with contingent valuati m, 
coupled with its solid under tanding of 
P · customers, r ·ulted in a valid 
cu tom design for the r ·earch. 

Man market analyst: agree that ·n 
in con umer product research, ub tan ­
tial d1 repancies c ·bt b tw en con­
. umer ' tat d int r st in en ir nmen­
tally friendly produ ·ts and th ir ulti­
mate behavior with r ·gard to them. It 
\Vas ohvi u · that P o 's u~t m r­
driven r newubl re'icarch would huve 
to tack lc a pr blem that has plugu d 
researcher f r years: the pr e r 
predicting what people do hased 
research that sh ws what th y . ay th I 

will do. 
[nan articl titled "Using Segmenta-

tion to Impro ale Forecasts Ba. d 

on Purchase Intent: Whi ·h 'Intender · 
Actually Buy'!" in the No ·mher 199_ 
Journal f~{ Mur~eting Research, Vicki 
G. Morwitz and avid Schmilllein . u -
cinctly outline cru ial qu ~~tions in in­
tenti n~ re~earch that often go unan­
. ""' red in predicting b ha ior: 

• How accurat is are p ndent· s stated 
intent to pur ·ha. ut me point in the 
future? 

• What qu ·stion. " ill b . t m ·asur 
intent? 

• Do all individuals c •wert intent to 
b ha i r in the sam way'! 

• What factors affect the c nvcr~ion 
of stated intent to behavior? 

Rc · a r ch p lore. th · unknown 
P o wanted answers to man f the 

pricing que tion~ Morwitz and 
. chmittl inp cd.P oalso\ anted to 
pr -diet how many of th ir cu. t m r · 
\vould actually volunteer to pay forth 
accclerat d de elop cnt of renewable 
energy. not mer ly measure cu. t mer 
interest. fterre i wing industry infor­
mation on on tuner opinions r gard­
ing r ·ncwable nergy .the ·n ironment. 
natural r sour e~. and gr ·en mark t. in 
g n ral. P~ o a umulatcd a :uhstan-

Ne1111 research report lro111 Packaged Facts ••• 

-

This aut h >ritative Packag • I 
Facts study analyz ·s 1 h _, rapidl.· 

expanding $ ..... 00 billion Tlispa ni · 

mark 'l. whi ·h grew S:3°t> in 

the pasr cl 'c1dc and now 

indu I ·~ mor · than 22 million 

Hispanics. l ·~ing tht most 

r " ·ent J .S. · ·nsus lata , the 

study breaks out the His1 anic 
popubtion in I •rm . .., of 

geographic disLrihuti >n, 

household incoml~. age , 

lucation . and numb r of housl'holds . It abo covers politics , language , Lh · lifT r -" I1t cllll i · 

ID .. 0 
gr ups , the fun bm ntals )f mark ·ting to His1 ani ·s. prohl "ms ir reaching an I s lling to them , 

v lS hislories of SU ' C ssful campaigns. a lv rtising to Jiisrxtnic..,, lli~l ani · Ill ' li <.l , ~ In J llis anic 

con. umer shopping and purchas~ part , rn~. 

Call no"" for your 
free tab e of contents! 

1-800-346-3787 
packaged facts· 

Q\l'i 
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tial I ist of unan we red questions spe­
ific t utility green pricing pro 'rams: 
• Arc lorad lectric cust mer. 

wi II ing to pay for merging rcncwabl 
technologi ·s, and if so, how much ar 
th y willing to pay? 

• What i. the p cted voluntary par­
ticipation at different pri lev ·Is? 

• hould all custom rs pa foremerg­
inl1 rcn wable t hnologi 's'? 

• r th re '·fr rider" concern with 
th · program'? 

• I green pricing the be t "mark t 
pu II " approa h '? 

hould rate premium · be flat 
amount or a p ·rc 'ntage f th 
customer' bill? 

• 0 e green pricing. a. pr p sed, 
o erl ad an air ady burden d Public 

tilitie ommission p licy s ~t m? 
• \Vhnt mi of renewa Jc t hnolo­

gi ·s i b st from th cu~tomer's per­
. p ctiv ? 

• What kind of commitm nt p riod: 
·h uld b required for progrnrn partici­
pati n? 

• What is the b ·t name for a volun­
tary rene\vable en "rgy prognm? 

To answer the. and the many other 
que. tions posed pri r to . tudy design. it 
wa obvious an hau . tiv proccs~ 

would her quir'd. 
Th h st way to an w r pric ing ques­

tion. wao.; through a 'iimulated test mar­
k r. At th · sam time. a arefully d -
. ign d s ·t fattitud questions \Vas u ed 
to provid · mor in. ight on the reas n 
custom ·rs b have th way they do. More 
o.;pecifically, re car h de~ ign fo u ed 
on d ·tailed de riptions of r'n a l 
en ·rgy program cenarim; to b u~ed in 
the contingent valuntion mod ·ling pr -
cess. Ea h of the. e ~ccnario. wn are­
ful ly structured u ing input tak n fr 
cu~tomer r u. groups. 

The re enrch design u. ed by P.' o 
and ln ight Research analy-;t br k new 
gr und in th us of contingent alua­
ti nand mnrk t simulati n t establish . . 

• • • 
: " 

. • t . . 
. . . 

• • 

• • 

already condu ted r search about green 
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pnc1ng. P.. o began its primary r -
. earch pro ·ess by de igning focus 
groups Lo e · pl re u. t mer p rceplion 
of and inl rest in r newable en ·rgy, and 
methods cusl m r might find app ·al­
ing for funding the r sourcel-1. P o 
I arned rrom Lh groups that its cu~­

tom rs have slr ng f clings about the 

environment and the nati n · natural 
r s urce ~ . ~ cus group re ult at o 
help d out line a numb r f ealur ·s 
cu tom rs would be mo t ·omfortablc 
with in actua l program de ign. Many of 
these wcr · Lest d during telephone in­
ter iew: with a repre entative sample 
of re idential customer . 

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

grabbed from databases is 

Data Muncher ... 
I.Mndows jources Maqazme, December 1993 

1992 al ~ 

£uwti~f11•tJII.IYtl'f..f ~..-11.-.1 ...,., .,.,,.,.,,..,, • it ""• t•n ..... lr41t ,.,.,. .... fll"''••tt.-o~ •••I HI ... , r.tt..t t' ~..,, • .,; 1-••f...., • 
Tt4el I ••rn•4f'tph-.f"t.4W~, ... .,u ·•nroto .... ,.-_., , .... ,.. .. •••r-•«.Wpnrtofl ·•...t "'-'' ., .. ~.-.·1 _...,.~, 

•rr 

-· ----1:. : 
5,.... I 

~ ll t. ii•U ,,.,. A"11 ... ,, .. , .... tul Aoof 

:r.. ~~ :~ ~: 
..... DIG'!~. 1) 5• 

1G- ~ ~~~ ~~ r: 
~ •• :: ••• w.:.:...,:-: -.. I 
~.=f::d•- I"~• :•1:: :.~ II U. 

h..-t, CAM~t-.,. 
o .................. . 

--:--""TTl •. 

Data Muncher is the most powerful 
cross table pacl<age on the marl(et. 

Data Munch r is more p w rful than A · Tabulate, PS Tables , Lotu lmprov 
E eel, Quauro, and thcr report \: rit rs . o oth r pa kage ha th depth of 
options in luding multiple fi Ids, neMed fi · Ids, flexible sorting, alue mapping, 
autoranging, comput d statistic and record drill d wn . Data Mun her reads 
y ur data dir lly from over 2:1 different databa c and stati ti aJ pa kage . 

:. . . . . . -. . 
' . . . 

: . . . :. .. : ~ . 

"They didn't just tell me how my 
customers felt about our service, they 

showed me how to improve it.'' 

"I see." 

"No ... ICR." 

A ati ficd cu tom r i a repeat cu to mer. I R' ustomer aLi faction re earch giv 
you the infonn lion you need to improve th quality of your produ t and rvi 

in way that ar truly meaningful to your targ t market 

W do m r Lhan xcel. 

) 7Jo-30'10 
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It wa ob ious that cu:t mer wanted 
r newable en ~rgy resource develop­
men t n the th 'T hand. cu t m rs 
indicated that they would not oluntar­
ily fund elab rate, c perimental ap­
proach s to deve l ping renewable re­
·ourccs. Fo u group partJ 1pant · 

pricing.Th yb· lic dthenamealign"'d 
renewable encray - v hich th ·y con­
sid r d are ·p ctablc power ption ­
too cl 1 wi th less rcputabl onsumer 
product gre n marketing pr grams. 

ollm: ing this re ·lation. P e cu-
tivcsdir ted thccompany'sc mmuni­
cations and marketing staff t develop a 
new nam f r green pricing at PS o. 
The name ECO-Option was coin d .t h n 
discarded in favorofVolun tary Renew­
abl ' "' nergy Program. he mpany 
envision "'d cu tamers playing a role in 
the fina l sele tion f a n·un f r th 

quick l b cam frustral ·d with 
pi pncmg 
d t rrn ining th am unt of future re­
ne\: able produ ti n. "Keep it simp! ., 
wa · the common u t m ·r sugu tion. 

During the fo u group process. cu -
t mers shm. cd di ·I ike for the term green 
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Quality Work ... On-Time/On-Budget 
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And Con umer Re earch 

3 Ultra-Modern Focu Group Room (Including 
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Expan ive Networked CATI Phone Center 

In-Hou e Data Proce ing, Including Data Entry, 
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And Graphic Output 

or an on-the-spot bid, CALL: 
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pr c-ram. 
F us groups were u ed to test . ev-

ral ntingcnt valuati n enarios de­
signed to refine n t nly the basis of the 
re. ar h. but such mundan elements a. 
\ ording and tem1in I gy a · w ·II. or 

umple. ustomcrs , emed to under­
stund ·'p unds' of parti ulates more 
easily than "tons" of particu lates, and 
th ·y wnn ted to know c nctly how many 
cus tomer l 0 m ·gawatt of ener2:y 
would .' rve. R ·su its from onting ·nt 
valuation f u gr up c ncept te t · re­
sulted in m r und r~tandab le enarios 
for the uctual te lephone interview 

'ontingent valuation 
P o ch ontingent valuati n as 

the analytic m th d for d termining 
v luntary r ·n wable pro1rram revenue . 
The design of any nting ·nt valuati n 
pr is crucial. Precise specifica­
tion. must be fol lowed to assure the 
a ura y of the m d I. But the ·om­
pany mad' the hoice aflcr reviewing 
pa. t efforts tha t demonstrated contin­
gen t valuation': appr priat ·n ss (a 
opp eel tooth r stati ti at procedure 
su h a choice m deling and conjoint 
analy i ) f r usc in regulnt ry pro ·c d­
ing · .In ight Research had demonstrated 
how mingent va lua tion resu lts ar 
accept d b reaulatory and environ­
Ill ntal conomist:. ontingen t valua­

ms to enjoy great r . p ct as a 
rcsour e in litigation and environmen­
tal re ear h. and though it remains some­
what new to the uti lit inclu trJ , it i. 
being u d to value quasi-public ser­
vices such a energy program that have 
cnvironm ntal . ignificance. 

'" on tingenl aluation repr . ents a 
n '\V way to . hare information b tween 
the uti I ity. it cu t mers, and regulatory 
commissi n about th v· lue f pro­
grams huving en ironm ntal impli a­
lions," says Renee d Alba, vice pre i­
dcnt with In ight R search. 

Th 'contingent aluationmeth d pro-
ides a direct e timat of how much 

customers are \: illing to pay for envi ­
ronm ·ntal and r sour ·e con. ervatjon 
b ncfils. Rc ent omputational break­
thr ughs. ~uch a. neural net work.-, hav 
made estimates r cu ·tomer wi lling­
ne · · to pay mu h mor accessibl . r n 
e. · nee, th ~ t' ·hnique ha om· of age. 

II surv ·y and p lling methods are 
u:ceplibl · to p t ntial di~crcpancie 

between ustom ·rs' g d intentions and 
their actual beha ior. Man utili tie.- can 
rememb renvironm ntal r nerg con-
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scrvation program that re eived high 
marks from cu. tomer during mark ·t 
re ar ~h, but were less than . u e. ful 

standing f cu tamer motivations, ran­
dom inter iews with thos ·who did not 
return regi trationcards \verccon u ted. 
Th interview plorcd reasons those 

had chosen not to partici-

R . ear ch re ul t 
ustom r upp rt r r th voluntary 

rcn wahle program enarios \ as 4uite 
high when survey r spondcnts wer 
pres nted \Vith monthly rate premium. 
o between $1 ~ nd 4 (about _ l]{ to 8 Yc; 

of the a rage monthly P o residen­
tial I tri bill). Almost _% of tho.· 
surveyed rep ned the would b • will­
ing to pay thi initial amount to volun­
tarily support of de lopmcnl of renew­
able nergy. Ab ut 75% of the . tudy 
participants said th y w uld like tore-

i ·additional inf rmation and a pro­
gram r gi . trati n ard. 

th r gre n pri ing pr grams and 
th 'r industrie ' nvir nment-friendly 

products have garner d . imilar lev ·Is of 
d lar ·d intere. t. The intere t e pr ss ·d 
inth voluntaryren wabfepr gramal o 
parallels a 1992 review r public p ·r­
ceptions and pref ren e n energy 
p li . The r view, publi hed by the 
Nati nal Renewabl nergy La 
t ry, highlighted . tudie in\ hich 7 % 
of urvey r"spondcnts pr ed L n in­
ter t in pa ing more than . 6 perm nth 
t recei e lcctricity from our e le 
hannful l the en ironment. 

ln ightRes·arch'stallyofth r 
f th r tum ·d rcgi:trati n ard 

quir dadramati and fundamental 
in pr je ted u:l mer participation in 
voluntary renewabl · program. While 
75% f urvey rcsp nd nts r que ted 
regi . trati n cards, with an appro imate 

May 1994 

2 p r month pledge. nly lOCk r sur­
e r'spondcntsto kthen t tep.siun­

ing and r tuminu the . elf-addre d, 
~lamp ·d r' istration toP' o. Bas don 
returned r ·gistrations, the ontingent 
vnluati n mud ·I estimated an a erage 
per custl mer participati n f lightly 
I s than _ per month, r appr ·i-

mat ly Yk 
month! I 

Insight R nta ted thus· who 
had not returned a regi tration card and 
ask ·d ifth r wa. any particular reason 
f{)r th ·ir hesitati n. The o erwhclming 
response wa: thut n problem c ·isted 
other than remembering to return th 

ttl We Cover The Northwest 
Po tland 

po ne 
• 01 

• llllnterc 

W v been colle ting data and ke ping client 
happy in the rthwe ·t for over 30 y ar . Call u . 

Consumer Opinion Services ----------•We an. wer to you 
l2 25 1st ve. South Seaule. W 9 168 

206/_41-6050 a. k for Jerry. Dorothy or Greg 

Today' marketing trategies can't be formulated with ye l rday' m thad . lCR' 
dvanced Re earch Technologic roup provide tat -of-th -art Multivariate 

Analytic technique , to help you get the mo t from your re ear h data. 

than c l. 
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card. The cu t mers v ere then given 
additi nal tim t retum the card, and 
m l indicated they wou ld. Yet few did. 
empha izing thi group's inabi lity to fol ­
low throuuh on their commitment.\ hat­
ever th reason. 

Thi. fi cognized shift in cu ·t mer be­
havior ha: allowed PS o L a curately 
e timat initial program pledge · and par­
ticipation. rather than ac epting market 
penetration 40o/r to 70%) and pricing 
premiums 6o/r to 10%) ba ed on previ­
ous consum r product and en vir nm n­
tal r 's ·arch. In a nut hell, P Co's re-

ispanics t nd 

to r er e their 

cultural values, 

traditions, and 

identity. 

earch was designed to validate or deny 
these g ncrall accepted e timates of 
pmticipation <.mel pricing. The value of 
these results is that P ' ' program, 
which is de~igned to eek. voluntary fi­
nancial assi~tan e fort he d velopmenl of 
ren ·wabl ·energy. wdl be vi v ed posi­
tiv ·ly h ov .. r 80% r all re ·idential ·us­
tomer~, r gardle r actual participa­
tion. This i. an enviabl position for any 
new utility pr gram. 

Bonu benetit 
P Co \Viii al o be able to us' customer 

The ahility to under ran f Hisp<Jnic 

cultural value~ and for asr their 
influence on a purcha~ing deci ion 
i viral ro '-LJCcessful Hio.;panic 

markcrin • programs. 

In f~ t, an under~t;:mding of 

I Ji pani · life tyl· Jnc..l value\, ;l\ well 

a~ an appr ciarion of the ~ubtleties 

of their cultural come ·ruali1.arions, 

c::1n mean the Jifferen -r bct\\'Cen 

marketing sun:e"~ and ailure. 

Hi~panic lark\'t ~.onn ·riom, Inc. 

is a hilingu::I!, bicultural full en·icc 

market rese:1n.:h firm rhar pr vide 

in ighrful anc..l timely market intelli ­

gence ab ut rh Hi panic commu­

nity' per · prion , attitudes and 

purch:t ing patrern . 

Hispanic MARKET 
CONNECTIONS, INC. 

415/965- 859 
51 SO El Camino Real 

uire D- 11 

Los i\ I tm, California 94012 

Fa ·: 41 ~I 5- 74 

W'om~1n/rn111orit y mvnrd. 
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information from it analy. i · in the dc­
~ign of a communicati n · plan for the 
voluntar renewable program. l s:ue~ of 
primar imp rtan e to cu. t mers can be 
addre~sed a ' P o 's entry into renew­
able energy ev lv . ' gmentation re­
su Its r ·veal lear differences in customer 
attitude ab ut the environment, renew­
abl energy and onservation programs. 
Three eli tinct market segment~. ba ·ed on 
the e measures of attitude. show "d large 
ditleren e in customer willingne · · t 
linan ially suppottlhe voluntar renew­
able pr gram. To more effective! mar­
ket th pr gram, P... o will u. e infonna­
ti n from the -; ·gmentati n anaJy i t 
targ t c mmunications to th e cu t m­
er ~ air ady inclined to support the volun­
tary renewable program. 

ustomcr preferences f r a number of 
ren wable tc ·hnolo!!i s "vcre al o mea­
. ur d. Inter ·st in retrofit hydr -electric 
proj ·ct~ wa~ strong, but upport for new 
dam construction wa weak.. Ph to ol­
taic solar and wind te hnology proj cts 
were also well a ·epted. When a ked in 
telephone interviews if the w uld like t 
ee P 'o develop the renewable ource 

they s lected a~ their primary preference. 
or if th 'Y would rather PS be the one to 
choose ami of r newable f r develop­
ment, ·ustomer-; support d, at a rate of 
nearly 3-to-1, the ideaofP detemlin­
ing a pm er mix of renewabl re ource ·. 

urvcy respondent:-. were aJ o ensi­
tive toP. o 's n cd to pr fit from activi­
ties it might undertake. F u gr up told 
researcher~ the und r t d that P 
had to cam a profit fr m renewable pro­
grams,espe iall t getth ball rolling. A 
strong majority of u t mers int rvi wed 
hy phone agreed that it would he appro­
priate for the utilit to profit from the 
voluntary ren wabl pr grams d scribed 
in the research. 

Th · fo ·u:-.gr up finding. al. r vealed 
that cu~tomers b lie e it would be b·tter 
forP 

phon intervie\ ,m rethanhalfofthose 
surv • ed ·tr ngl agreed that th se pro­
grmn~ would betterd velorx: hy o 
than b the tate or federal govcmment. 

program evolv ·s 
Detail fthi. c mprchensive resear h 

proce ·s ha e allowed P o officials to 
answer many f th ir questions about 
program netration and pricing. The 
~amc I tail have en us ·d to de~ign 

mmunications and an implem ntati n 
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strategyforrene\ ableenergyatP' o. etration e ·timate, we should perform ing in the same direction," PS o's 
One re earch finding that interested additional res arch to mea~ure con~umer Mel .en on suy . . "From our ob ervation , 

PS o executives\ as th un:olicited in- response to tho. e change . . Market Re- 110 one had specifically dctined how the 
put from customers requesting a cu. - s arch has provided a roll-out plan for customer \\'anted us to go about intro-
tomer board of some kind 10 provide renewables that i cu tamer driven. We clueing renewable energy. Our research 
direction toP.· o regarding the develop- neecllo I i"ten long and hard to that input has provided that added component, and 
ment of renev ... nble resource . Par1icipant before \Ve proceed." aid. us indcsi&'lling tml y customer-driven 
in there. earch incli atedthal if residential ''Many in our indu try seem to be go- pnwram:." 0 
cusk>mcrswe~volunteeringfunds,they ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

should have a say in how Lho~c funds 
were spent. PS o official~ agreed. 

It \Vas decided the Renewable Energy 
Customer Advisory Panel. a randomly 
selected group of residential customers, 
could be the key tocr ·atingand maintain­
ing cu. tomer interest and involv •mcnt in 
the progrmn well into the future. AP 
members ' ill be educated in the work­
ings of an "lectric utility. in the cost~ and 
bencJits of renewable resources, tmd in 
the many facets of the decision-making 
process rt;garding the growth of renew­
able eneruy rn supplyin!! PS o electric 
customers. he CAP will offer direction 
to PSCo officiab regarding future renew­
able energy opportunitie~ at P o th< t 
fall within the budget e~tablished through 
the Voluntary Renewable Energy Pro­
gram. 

Another primary role forth" AP will 
b to provide insight into how best to 
encourage voluntary funding of rene\~'­

able energy by olorado resid ·nts through 
the limited promotional efforts pre~c1ibed 
for the progn.m1. Fo ·us group ptu1ici­
pant were not interested in gl · y bro­
chure and promotion~. Instead, they in­
sisted on nccurate, factual infonnation 
about PSCo · effort to develop ren w­
ableenergyre Ollfi es.Gi enthis on er­
vative approach to aclverti~ing and the 
media. the CAP \VilJ be caJled upon to 
creatively e, panel customer involvement 
in the Voluntary Renewable Energy Pro­
gram as it matures. 

onting m valuation m deling com­
bined with conventional segmentation 
procedure. and market imulation have 
instilled confidence that re. earch predic­
tions of customer participation in such a 
voluntary renewable program are accu­
rate. "The k y i~ to implement progrnms 
based on market resear h result.._, .. says 
McLaughlin. PS o 's vice president of 
marketing. customer services and sup­
port services. '"Th program concepts 
that were t ·sted came from the customers 
themselves. They arc prud nt tmd prag­
matic. tmd it would b to our advantage to 
implement bas ·don those findings. If we 
choose to alter the design of our renew- · 
able program and still want accurate pen-
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Tir d of th d lay and cxpcn c of ordering hard copy reports . \·\lith new 
Mark rPro'" sofm,Tarc from DataMap and your personal computer you can 
instantly generate detailed, cu tomizcd clcmogmphic reports just the \vay 
you need them, whenever you need them. \.Vith over 170 demographic 
variables and powerful tools for market analysis and site selection. 
MarketPro lets you overlay census demographic~ and your cu tomer data 
to produce what-if reports at \Vill. And MarketPro i the onl ' y t m that 
combine U. ' . censu data \Vith quarterly updated U . . Po_ tal rvi data 
to c mduct demographk - arch down to the postal carrier rome level. 
Take control c f your reporting n eds 
with Mark tPro. 

MarllcLPra· Metro Editivn ....... ...... J 49 
MarhcLPra· Rq~ion Edition ..... ....... 999 

OrdCJ lvda 1, or al1jor afrce demo dish: 

1-80().533-7742 
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"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 to pro\~de you with the b t of both u tom and 
fumnibu world . The co t- ffi iency of an omnibu tudy, the overall pre i i n 

and reliability of a full custom are tailored to your p ific need . 

\Ve do more thane eel. 
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Data Use 
continued from p. 15 

Figure 2 corresponds to a few lines from an telogit D 'M 
data file. \vith added variable lab Is. The data shown con·e-
pond ~ to the two scenarios in Figur · I. t log it's actual data 

file \i ould not include the boxes- which have been added 
here forth sake of larity- nor would th variahle name 
appear in thL: Jik. You would simp ly type the data in olumn 
in S II format and specify th variable names using 
Ntelogit' · menu system. 

card eholoe count qfs qfs qfs amex mex amex citi cili 
int. fee lim. inl fee lim lnt lim 

1 1 50 11 - 1 4,000 0 0 0 0 0 

1 2 25 0 0 0 1-4 ·1 6,000 0 0 

1 3 35 0 0 0 0 0 0 10 2.000 

1 4 40 0 0 0 0 0 0 0 0 

2 1 40 13 1 10,000 •0 0 0 0 0 

2 2 15 0 0 0 16 -1 10,000 0 0 

2 3 60 0 0 0 0 0 0 10 12,000 

2 4 25 0 0 0 0 0 0 0 0 

fe" points arc worth noting ahout the data. 1 he ··count'' 
column r ·fers to th numher of respondents electing each 
alternative. 
hoice 3 is 
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hoice 1 is Lhe QF. curd, choice 2 i Ame . 
itibank,andchoicc4 i.s none. Also, this file .show 

Specializing in: 
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• mar1<et segmentation 
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product penetration 

• estimates of program 
participation 

• accurate pricing 
models 

• valuation of public 
and quasi-public 
assets and programs 
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data at th · aggregate lc ·I only . f cour.·e, you al o can 
aggr ·gate Lh · data for various suhgroup , not ju t the total 
sample. 

Note also that all variahl s are conditional. That i . eL h 
variabl ~ ·xists only for one of the alternati e . Tho e vari ­
ables that re4uire ''dummy coding" us a 1/- 1 . cherne, rather 
than the usual 1/0 scheme (whi ·h uses a I wh nth attribute 
lev I is present and a 0 wh n it is not}. Here. - 1 mean 
··absent," while I means "'present." 

In the ·odinu- scheme here, zero values are r erved for the 
variables that do not e ist for an alternative. The "none of 
thes ,. a ltcmativ · (choice4 in the tahle) is ah.vay~ repr emed 
by a string of Leros. 

Dummy codes can co· ist nicely with actual value for 
ontinuous variables in th datu de, as they do here. You 

probably will u- ·t betler results h standardizing all the 
variable~ (con erting them to a common sca le with a mean of 
zero and a standard deviation o I) when ::~ l ed ariable and 
dummy codes arc mixed like this. 

Kt•y NTELOGIT outpur 

Model Coeflicient and , ignilicance a lue · 
We first ran a model with all the attribute , pre ent jn it. 

These first figur ·s rcllcct that model: 

Oeva11c 40 43 698778 1.0924694 

Para'Tieter SEol Asymptottc 
Est•mate Paramete• t-Stat Pr(Z> q: Gr dt nl 

qf tnt .21330173E 01 .10384126E-01 2054 .0400 .0000000 
qfsann .1427750tE 01 .45053751 -0 I - 310 .7555 .0000000 
qfshm .58023103E 05 .15656577E-04 -.371 .7109 .0000052 
amextnt 41015151E-01 .14768415E-01 -2.777 .0055 .0000000 

m xann .58094523E 01 .57548518E-O 1.008 .3136 .0000000 
am xltm 202254 75E 04 .2 948813E-04 922 .3568 -.0000192 
c•ttnt 18262593E-01 .64448951 E-02 -2 .834 .0046 .0000000 
c•tiltm 62026133E-04 .89946865E-05 6.896 .0000 .0000069 

Note that only four ariab1es are ignificant. This infomut­
tion appem.s in the column labeled "Pr(>ltl ... whi ·h indicates 
the probabilit value . 

There is a problem with thi , hart. The sign on "4fsint" 
(Q S intere:t) point~ the \: rong \Va - th worth of an 
interest rate ' hould god wn a · the intere ·t rat in rca:cs. We 
used Ntelogit t try tore lify the problem. as Ntelogil allows 
great tlexibility in re hnping the model. 

sing Ntelogit' imple menu-based system, w tried 
several step that we thought would improv · th model. We 
dr pped all non ignificant variables. This didn't h lp. We 
e ported the A ll data fil to a . preadshcct, added squared. 
cubed and quare root terms for Lhe o f nding variable, and 
reimported the data in ASCII f01m. The new variables didn't 
help. 

Finally, we began dropping the significant vuriabl that 
eemed le ~ imp rtant. Doing this r ·vealed that no model 

with more than t\\-'0 significant variables behaved .' nsibly. 
The le urviving ariablcs were QFS int ·rest and itibank. 
intere t. 

We hop you haven't been holding you r breath for this, but 
the tory do have a lear r solu tion : The two remaining 
variable are the only ones that truly malt r to thi . gment. 
Ame imere t i ' too high to matt r. verything e lse i 
windm dre sing. 
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t's look at the co•ffici nt-; for the two remaining ~t ­

tributes: 

qfs1n1 
c1t1n 

Asymptotic 
1-Stat Pr(Z>!t ) 

8.665 
7.334 

0000 
0000 

Grad,en 

0180364 
• 275508 

Then;: is . ome good nc\vs here. but not much : Roth ~~ ­

tributes are highly ~ignificant; QF interest i~ more important 
to ustom r~ than itibank. interest. Thi-; i~ "ihmvn hy the 
relative -;izc~ of the parameter e~timntes. 

We abo encounter "iom • bad n w~: othing. ahout the 
me 'ash Lamprey ap car. t ent r into the choice proc 'SS 

. ignifi ~ntly . 

tel git also pro lucc~ an iteration r port, which can he 
U"ieful in diagnosing the goodness of the ll1 del. "] his report 
. h ·.v~ hm many run~ (or iterations) it takes to achieve 

nvergence - or \vhat it tak.e~ for them d I to ~cttlc into a 
. table pattern. 

Most well-hehaved m< d ·I~ will onverg.e in eight itera­
ti n-; or less. A model that require. 15 r more it r~tions 

pr bably ha~ data problem~ . It could have. for e ample. 
err r~ in mod I ~pccification (wTongly identified variables. 
data in the \vrong locations). th r po~~ible cause~ of 
n n nvergence include ha ing very infr quentl elms n 
alternativ sin the Ill( d I. or having variables th~t < ccur very 
infrequently. 

n it ration report from telogit: 

Iteration 

0 00000000 00000000 

32735911 E -0 1 27559463 0 1 

2 185 86207 24025883E-05 325613B6E-O 1 2824 7941 01 

The repor1 :how~ that th ·mod ·I converged on the~ cond 
~tep .. oat least it hchuvcd \veil in thi~ r gard. 

Ntel git also provide-; one of th ·more 'ornm n 111 ans of 
diagno. ing the goodness of the model. nam "ly th Rho 

quared ( RhoSq) measure. which is ~imilart the R- in lin ar 
regre. sion. ik the R .... it vari ·s from 0 to I. 

In i ntally. the RhoSq forth' final model \Vi.lS o._l (a 
po r vnlue). However. the carli -r model that mad n ~ !l">e 
had a value of 0.40. H~ving more parameter<.; in the model 
u~ually tends to hoo~t the tc~t al uc~. even if th ·~ param ter~ 

do not \Vork sensibly t<>'rcthcr. 
The number of r 'spondents that chose each all rnative 

was.n n theles. , reasonably close in each ca~e I the predic­
tion r r the final model. Thi~ 'lllCfi!Cd in Lh predi lion r port 
pr du eel ))" Ntelogit: 

Figure 3. Ntelogit Prediction Report (excerpt) 

Group. Alternate Observed Predtcted Lower Upper 
req Froq 95% 95°/c 

1. 50 00 45 11 43.50 46 7 
2. 2500 31 53 3011 32.97 
3 3500 4182 40.55 43 .07 

1 4 40 00 31 3 3011 32.97 
2 40 00 44 05 4207 4 .03 
2 2 15 00 28 85 27 39 30.32 
2. 3. 60 00 38 26 37.29 3918 
2 25 00 28 65 27 39 30.32 

!':tel git also produces prediction success tabl . and cia.­
. ification table .. Thes, arc similar to the orre t classifi a­
t ion tnbles proclu ed hydi . criminant analysis. Theclas~ifica-
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tion table i onsid~n.:<.l a more extreme test , but sometimes 
there ult it pro<.luccs arc slightly better. Ntcloe:it shows only 
the ob r ed frequencies (counts). and not percentages in the 
table body. Th last line in the table shows th p rcentage.s 
correctly cla~sified (or pn.:dict ·d) overall. 

The prediction success for our e ample follows. These 
re uh are scarce ly better than chance. 

Prediction success t ble 

Altern 1 2 3 4 TOTAL 
1 226.887 149.330 214.453 149.330 740 000 
2 16.565 76 5808 110.274 76.5808 380 000 
3 215. 75 141.268 202.289 141 .268 700 000 
4 176.675 116.065 166.19 116.065 575 000 

TOTAL 735.301 483.244 693.211 483.244 2395.00 

% Correct 30 .6604 201529 288985 20 1852 25 .9633 

In th classification table that follows, we sec that levels of 
orrect prediction are better forthe QFS card and forCitibank . 

but ab smal for Ame and for those who wou ldn ' t choo·e 
any of the thre ·. 

Classification table 
Ob erved Pred1ctoo A ernat1ve 

Altern 1 2 3 4 TOiAL 
1 495.000 .000000 245.000 000000 740 000 
2 260.000 .000000 20.000 .000000 380000 
3 490.000 .000000 210.000 000000 700 000 
4 405.000 .000000 170.000 000000 575 000 

TOTAL 1650.00 000000 745.000 000000 2395 00 

%correct 6.8919 .000000 30 0000 .000000 29 4363 

Interpreting the output 
Knowina in terest rates for the QfS card and the Cit ibank 

card, \Ve can correctly pr ·diet that the QF. card \Vi ii be 
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chosen ahout 1\VO-thirds of the time. We an corre tly predict 
that the Citihank card \viii be cho, n about one-third ofth' 
lime. nfortunately, we have no idea why anybody would 
choose the A me ash amprey, r n n r the three. 

B operates diff r ntly th · n telogi t, and cons quently, 
it Lakes les~ spuce IO des ribe its analy')iS r the DCM 
problem. C'BC is a complete survey, y tern in whi h you <.lo 
all of the op rations needed to deve lop th necessary experi­
mental dc~ign~ you g nerate th survey instruments and get 
them out into the fi e ld; and you ultimat ly c llect. aggregate 
an<.l analyze the data. Also, ~ R ~doe n l provide quite the 
level of analytical detail that Ntelogil d s. It do s not. for 
instance. produce the pred iction report or correct classifica­
tion tahl s. h main menu fr m CB (Figure4) offers some 
sense or the scope of its nctivitie . 

Figure 4: The B Main Menu creen 

ale SYSTI'>I HR <miCE-B11SED ro<JOINl' 1\10\LYSIS Jl 

WUN MENU 

Press 1 o Link your Word. Processor 
2 o Chooee S udy Name 
3 to O:xnpoee and Test (),lestionoa.ire 
4 to Prepare for Field 
5 to Coni.':luct Data Analysis 

Fl for Help 
ESC to cancel. 

is strictly a P -ba ed ·y tern. You create and s ·nd 
di . k out t th vari u. field l cations, r ·spondents usc them 
on P , and then ou aggregate the data collected. As Figure 
5 show'\. ou mu t edit ')ev raJ file~ to !!Cl the questionnaire 
ready t nm. The e p rations arc fairly straightforward. The 
pr hibition fil e i~ u~e<.l to creal' the conditional ariahle. -
those that appear only in combination \Vith certain choic s m 
the scenarios. 

igure 5: B Compose Qu stionnaire Menu 

Press ~ ~~ :tt~ it~~l;ile 
3 o Edit Prohibi icna File 
4 to Run Questionnaire 
5 to Test Design 

Fl or H lp 
ESC to urn o Main Menu 

l 

We used the sample data file provid d by B '. The 
e 'ample \V~b a r"lati ely simple one that involv d choo~ing 
among four notebook P s. We updated thee ample to make 
the PCs more ·imilar to today 'schoiccs. and substituted a fe\v 
foolish company names for . awtooth'~ more b nign "Brand 
A" through .. Brand D." 
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Perhap~ the mosttime-c( no..;uming (but not difficult) th in 
n ut u ing thi~ program i~ gctlinl! the ·om put ·r . crccn~.thc 

one~ that re p ndents will . e. toy ur li king. Th pr gram 
requir . y ut pecify coordinate~ for any bo e~ you want to 
appear n the ·creen. and to follml\' a fairly strict tc t format 
when pecifying \:vhat g e~ \l\1here. Sa\vtooth characteristi ­
cally va lu sea:· of usc, ~owe hop· they \Viii be movinu to a 
fonnatthnt mploys a mor · intuitiv 'o..;crcen-paintinl! proc ·ss 
( n in which y u can clra\v what you wmJ!dlik.e to sec), or 
per hap even t a Windowo..; in terrae~. 

Figur 6 ·h w · a ~reen :hot or a B scenario. Not' that 
all th alternat i e · being 1 o..; ted do not need to app ~ar in each 
~cenari with BC. (The screen shot show~ only thre ·brands 

Figure o: Sample B Scenario 

WHI Cll CXMPUI'ER ~ YOU PREFER? 
Type th nurroer in that box 

Mi~Tth OJw I Gian Blue 1'elca9 TOlJ9h 
- I 

4. 86 []){ 486 sx 48 4X 

7 lbs 5 l.bs 3 lbs 

Pavsi ve ex>lor Act:i ve ex>lor 64 gr-ay scale 

200 Meg hard diR 14 Meg hard dtsk 330 Meg hard disk 

$1,900 $3,100 $2, 400 

Press a key t 1 and 4. 

of P s. n t all f ur te:t d.) This i~ ~( mcwhat surpri ~ in u-. 

lth ugh thi s\: ill simpli fy each ta~k. the responden t docs. it 
seems contrary t the spiri t of D M. in which rc~pond ·nts 
ideally should see a "marketplace· · con~is t ing of all al l ·rna­
lives. The ~ct of choices arguably should remain constant for 
the ~akc of realism. unless ou have reason to believe ~ome 

product~ wi ll move in to or out of the marketplace. or th at 
product a ailability cou ld he a problem. 

\\'hat ' B ' will produc 
Once you ha c gath ·red all of the information, CB 

con tinues wi th procedures to aggregate and anal 7C the data. 
Th ~cop· of its activ it ies i"' shown in B 's data ana lysis 
m ·nu~: 

Press 

Figure 7: B Analysis Menu 

C0NIJUCr DATI\ ANALYSIS 

1 to Cumulate Da a F'les 
2 to Merge Data Files 
3 to Set Respondent Condit i ons 
4 o Analyze by Counting Cho'ces 
5 o Choose Effects for Logi Analysis 
6 to Build Files for Legit Analys ' s 
7 to Run Logi Analysis 
8 to Simulate Choi ces 
9 to Make a Data File for Export 

Fl for Help 
ESC o return to the Main Menu 

l 

Let's take a look at the analy~is and output possihl with 
CB . Li\.. · tclogiL. B will provide an iterati n rep rt and 
detail~ on Lhc wo11h and o..;ignificance of each leve l of ea h 
attribute. Thio..; is the output from the '" Run Logit nalyo..;is" 
choice. (The option labeled .. Analy7e by ounting hoiccs·· 
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al~o produ e · a wealth of intuitively nppr achablc output. ) 

Iter 1 log-likeli ood 103 23058 rlh 0.29260 
Iter 2 log-likel,hood 102 86158 rlh 029389 
Iter 3 log-like! hood = 102 86040 rlh 029390 
Iter 4 log-li elrhood = 102 86040 rlh . 0.29390 
Iter 5 log-liKelihood • 102.86040 rlh • 0.29390 
Converged 

Log like ihood for this mod I = 02 86040 
og likelihood for null model= 116 44873 

Difference = 13 58833 Chi Square 27.177 

tfect Std Err t Rat10 At ribute Level 
0 06456 0.30190 0.21386 1 G1ant Bluo 
0 01519 0.30874 0.049 9 1 2 M1dnorth Cow 
0 16469 0.29739 0 55379 1 3 Texas Tough 

4 0 21407 0.31607 0.67727 1 4 Occ1d nlal Traveler 
5 034191 0.20578 1.66154 2 1 486 ox 
6 010014 0 19552 0.5 218 22 486 sx 
7 0 44205 0 17896 2.47015 23 4864X 
8 0 14634 0.19792 0.73941 31 31bs 
9 0 0 1454 0.18919 0.07688 32 5 lbs 
10 0 16089 0. 8349 0.87682 33 71bs 
11 0 08326 019563 -0.42561 4 1 Activ color 
12 0 42397 0.17866 2.37301 4 2 Pass111 color 
13 0 34071 0.20569 1 65645 4 3 64 gray seal 
14 0.57176 0 22568 2.53352 5 I 330 M(}£1 hard d•sk 
15 0 37182 018304 203139 52 200 M(}£1 hard d1sk 
16 0 19995 0 18773 .06507 53 145 Meg hard d' k 
17 0 57345 0 28230 2.03138 61 $1.900 
18 0 00452 0.30294 0.0 492 62 S2.400 
19 0 56893 0.32019 1 77684 63 $3.100 
20 0 06776 0 28428 0.23838 NON[ 

The B 'manual provides some guidan em Interpret­
ing the output. ulTicc it to say that them <.1 I ba~e<.l on the 
small sample data file (like the Ntel gil e ample) did not 
do too well. M st levels of 1110'\t attributes would not 
influence the decision. The tabl e provided by CB v.·· ould 
he . tronger if it provided significance 1-'vels liJ.-.c tho~c in 
the telogit report. 

CB :how~ . trength in its simulations. Y u simply type 
in the attribute lcvd~ you \-vould lik t appear, and run 
the simulation. CB even allow. you t interpolat · b· ­
twe n attribut levels that have numerical value-; (such a'\ 
pri e. ). 

The CBC ')imulation reports. li"- the report from the 
analysi. menu, arc quit hal\ic. but th y get the job don . 

Product spec1f1cations 
Att1 Att2 

1 G1ant Blue 1 000 3 .000 
2 M1dnorth Cow 2 000 1 000 
3 Texas Tough 3 000 1 000 
4 OCCidental Traveler 4 000 1 000 

1 G1ant Blue 
Sh r s of cho•ce 

2795 
2 Mid orth Cow 
3 Texas Tough 
4 Occidental Tr v I r 
5None 

26 70 
8 93 
1650 
1992 

Att3 
3 000 
2 000 
3 000 
2 000 

A correctiOn for producl s•m•lanty was used. 

Wh ere el. e can D M go'! 

Att4 
1000 
2000 
1.000 
3.000 

Att5 A1t6 xt t 
2.000 3.000 1 000 
2 000 2.000 1 000 
1.000 2 .000 1 000 
3 000 1 000 1 000 

Dissatisfaction \.Vith th · alt ·rnutive~ nvailabl forD M 
analy. i ~evcral years ago led s me companies to write 
their own DCM software. My e ·perien c with a ·ustom 
package that captured many element on the D M ··v,rish 
li t .. has led to a perhaps bia ' eel view of what D ' M 
analy e~ can and should do. 

F r in · tanc ', neither of the~e pncJ.-.ages can create a 
·eri f '· base case'' scenari -;, onsisting of the alterna­
tives in specific configurations. and then show the market 
~hare effects of varying attributes from that base ca11e. b 
a feature like that n ce. ary to run D M? Of course n t. 
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but nee you have acces . to it. yo u may find it so useful 
that it become~ difficult to foreg . 

' BC ha~ made an interesting advance in its capabil itie~ 
f r generating anti using random. as well as standard 
(fi:ed), dc-..ign-; . Thi~ i'i a v ry ing nious approach to the 
design limitations that I 'M sometimes suffer~. But ran ­
dom de-;i gns arc relutively ne\v, and their propertie . are 
le'l~ \veil knm: n than stnndarcl ~ perimental design:. In 
particular. sample siz r quirements necessary for . uch 
designs to work prope rly arc n t that clear. CBC' provide'\ 
a brief appendi · talk.ing about the issue of sam pi size. 
But it '\ecms that mu h m re guidance on ace ptable 
minimum sample sizes is needed for the effe tive use of 
thc'\c de~iun" by CR . us •rs. I hop' awtoolh \viii pr vide 
that vuidance in up oming relca~cs of BC. 

he output of b th rogram~ is quite plain. It is r~ ­

strictect to s imple. charactcr-ba~e I S ' 11 fil e-.. . Neither 
~tclog it nor ., RC puts data into -..prcadsheet f rm. nor do 
th ·y create chart. or g raphs. 0 M analysi~ leads to a 
\vcalth of information that can and should be <.lisplaycd 
!1-raphically. Th s pr grams' output is far les~ sophisti­
cated than that of some conjoint analysi:-. programs . In 
particular. they lag behind the conjoint module of~ PSS 
for Windows. which produce~ ncar publication-quality 
charts or the allribute~. importance and attribute-level 
utiliti es. A~ D M rc ts more e~tablished and as migration 
from the old charactcr-ha~ed DO inl rfac ·to Window~ 

continues. p li~hed pre~entation li" ly will ccomc the 
norm. Both programs have their worJ... cut out for them in 
thi~ area . 

'onclusions 
ach of th ·. e programs will hrin you closer than 

you've ever been before t complete . in-d pth DCM 
analysis. telogit doe-.. all that yo u arc likely ever t want 
in terms of investigating a mo<.lcl. It has complete diag ­
no. tics. including large ly automated tc-;ting. for I lA . Th 
depth of it~ unaly·ti cal capabilitie~ i" c cellent. Y u \viii 
probably not encounter any real -world prohlem that is too 
big for Ntclogi t to han<.llc. You can look at up to 200 
alternative~ and u-;c hu ge design~ . 

Rut Ntelogit maJ...e~ you do '\ome f the har<.l ~rork 

your~e lf. It d s not. for in~tancc. create the~ enarios that 
yo u will need to administer the D ' M ta. "- - you mu'\t 

reate these by hand. and you have to have some under­
'itanding or hov.' to !Jet ad ~ign int scenario form . 

Ntel gil i~ most scriou~ly limit d in it~ handling of 
s imulation~. You must ~et up "imulations a-; if you \vere 
deve loping respondent latu. so that the s imulation fil e 
I JOJ.-.~ like a data file. fill ed with LCros or fictionul value-.. 
This i-; mor · viork than ' R ·~ ~traightforward procedure. 
\vhich requires "imple changes to a "P ·cification file. The 
maJ.-.crs or Ntelogit are at \Vork. now on are is ion to their 
manual that 'ih ulcl maJ.-.e the -;imulation pro ess in thi-.. 
pacJ.-.age more access ible . 

BC k ps mu ~ 11 of its inner \Vorking'i discrete ly out of 

Quirk's Marketing Research Review 



~ight. Y u an iew the data and the dc~ign fil ""·but you 
d not ne ·d to do ... o. Al~o. B take~ care of II ting 
and aggr gating the data with a minimum of help. But to 
u. e CBC effective! , you ~I ill need to kn \V • me thing 
ab ut "pecifying di~crctc choice mo leb , su h as th · 
meaning of interaction" hct\vccn attribut ~. And a~ ai ­
\Va s with di~crete choice, you \Viii need to be alert to the 
po~sibility that a model can run, and an app ar "ignifi ­
~ant. but ~till \Viii not make any ~en~e. D M almo"t 
alway~ require~ more attention to the final model than 
other analyses, ~uch a" ·onjoint. 

B represcnb an enormous "tride in making D M 
analy~i~ more accessibl , just a~ Ntclogit represent~ a 
huge ~tep in hringing analytical power ~p ·cifically to 
D M. ·or ull ih relati e ea..,e, CB still has a fc\v areu . 
\vhich J hope will get ~om attention. Mo~t -;ignifi ·ant. it 
docs not allow dire t te. ting for the independence of 
irrelevant alternativ ~. 

While JIA has nut often proved to be a pr 1blem in the 
DCM analyse~ I have seen. you probably ..;;hou ld have 
some mean to know when a failure of this condition is 
pres nt. The B proi!ram not having this f ature is 
~ mething lik.e a I inear regrc~sion progrmn not having the 
ability t check for correlations bet\v en r 'iidual and 
predicted values. ~ vcn if you rurely u~ a te~t ~tatisti · lik.c 
thi'i. r chouse to ignore u probl m \Vhen it i~ pre~ --nt, it 
seenH prudent to have ~u:ce~" t the diagn ~tic tool. 

Perhaps the salient limitati n f B is that you ·ann t 
test more than nine allernativco..; o..;imultancously, and m r 
important, cuch alternative can nly have six attribute . or 
feutures that you an vary . 1 hope that Suwtooth \vill \ rk. 
to lift the restricti n on the number of uttrihute~ in par­
ticu lar. 

If you d n t mind the I imilat ion~ thut C BC place~ on 
the si1.e f th problem you work on. and want a mplt:te 
~y . tem r r D M that work.~ smoothly und . imply. this i , 
the h i ~ e for you . 1f you want them st in analyti ' ai and 
diagn ~tic power, and can to lcrute doing ~ome e:tra work 
to s t up a DCM ~tudy (and purl icularly <;irnulati ns), ou 
will find pknty to like in Ntelogit. 

The CBC System (Choice-Based Conjoint) 

Sawtooth Software 

1007 Church Street. Ste. 402 

Evanston , IL 60201 

Phone : 708·866-0870/Fax : 708-866-0876 

Ntelogit 

Intelligent Marketing Systems 

12907 97th Street , Ste . 204 

Edmonton, Alberta T5E 4C2 Canada 

Phone: 403-944-9212/Fax : 403 -476-1196 

How To Find The Best Deal 
On WATS Interviewing. 

The high c . ts of telephone intervie" in2. getting y u d wn? 1/H/R R . car h roup can help - with the 
highe ·t quality. lowe~t pri s, and b ~t ~ r i ·e a ailable anywhere. 

• 75 line national coverage 

50 i2/C TI stations 

• Certified interviewer • Project bid in one hour 

• Highest quality 

• On titne result • Low price 

• On/off prenlise nzonitoring 

• tate-of-the-art technology 

What make~ I/H/R the be t'? me ·ay it' · ur on-g ing traininb, program or mr !!reat 'Uper i or 
what~ m: to make our eli nt · en happier ar the really comp titi prices. We're gr wing, . can 
afford t >bid ry aggr s:ive))~ 

Ifyou'retired )fthe ame ld ·onganddan e.gi ei/H/RR s ar h roupacall. W. 'llmake urcyourj b'. 
done right and at a co ' t y u can Jive with. 

1/HIR searc Group 
Quality Marketing Re earch That Wor.ks. 

4440 S. Maryland Pkwy.- Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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D RECTORY OF QUALI :ATIVE RESEARCH/ 
FOCUS GROUP MODERATORS 

Li ted l dmv ar nam s of ·ompunie · ·pecic1lizin in focus group . . Indud~d are ontJ t p 'r" mncl, ilddressc~ and phon 
numbers. C mpanie. are l i~ted alph(lbeticallv und arc illso clas -ified by. tate and -.pe ·i,1lt ' for your convenience. Contact 
publishl'rfor listing rates: Quirk'~ Marketing l~escclrch Review, P. . Bo 23:136, Minnenpoli~, Ml\' 5t:;423. 612 / 861 -80-1. 

Access Research, Inc. Calo Research Services Cunninghis Associates Find!SVP 
8 Gnftin Road North 1 0250 Alliance Road 6400 Flotilla Dr .. #56 625 Avenue of the Americas 
Windsor, CT 06095 C1ncmna i. OH 45242 Holmes Beach. FL 34217 New York. NY 100 1-2002 
Ph. 203-688-882 Ph. 513i984·9708 Ph. 813-778-7050 Ph. 212-645-4500 x208 
Contact: Gerald M. O'Connor Contact: Nick Calo Contact: Burt Cunninghis Contact: Ann Middleman 

Extensive Technology. Bus. -Bus .. 37 Years Exp., Moderator & Moderator Mktg. Consulting & Rsch. Health Care. 
Analysis Research Limited Pos1tionmg Expenence. Trammg. Telecomm., & Technology. 
4655 Ruffner St .. Ste. 180 
San Diego. CA 92111 Cambridge Research Inc. The Davon Group First Market Research Corp. 
Ph . 619-268-4800 583 Cedar Lake Rd. 1 0 W. Broad St. 2301 Hancock Drive 
Contact: Arline M. Lowenthal S. Louis Par , MN 55416 Columbus, OH 43215 Austm , TX 78756 
All Qual. Needs: Eng. & Span. Ph. 612-525·2011 Ph. 6 4-222-2548 Ph. 800-FIRST·TX (347-7889) 
Recru1t·Moderate·Analysrs. Contact: Dale Longfellow Contact: Barry J. Mastrine Contact: James R. Hetman 

High Tech, Executrves, Bus.-To- Specialrze 1n Focus Groups and Execu- High Tech. Pubhshmg, 
The Answer Group Bus .. Ag .. Specifying Engmeers. twe Interviews. Bus.-To-Bus., Colleges. 
4665 Cornell Rd .. S e. 150 
Cincrnnati, OH 45241 Chamberlain Research Consultants Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 
Ph. 513·489·9000 4801 Fores Run Rd., #1 01 94 Lincoln St. 121 Beach St. 
Contact: Lynn Grome Madison, WI 53704 Wal ham. MA 02154 Boston. MA 021 11 
Consumer, Health Care. Prof .. Ph. 608-258-3666 Ph . 617-647-0872 Ph. 617 -482·9080 
Focus Groups. One-On-Ones. Contact: Sharon Chamber/am Contact: Reva Dolobowsky Contact: Linda M. Lynch 

Fu/1-Serv~ce Marketmg Research Busr- Experts In ldeatron & Focus New Product Development. Health Care. 
Asian Marketing Communication ness & Consumer Stud1es. Groups. Formerly w1th Synectics. Advertising, Retatf. 
Research/Division of HMCR 
1535 Wtndtng Way The Clowes Partnership Doyle Research Associates, Inc. First Market Research Corp. 
Belmont, CA 94002 P.O. Box 791 9 9 N. M1chigan:'Ste. 3208 121 Beach St. 
Ph. 415·595·5028 South Norwal , 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 1n Cantonese, Mandann. Contact: Rusty Clowes Contact: Kathleen M. Doyle Contact: Jack Reynolds 
Japanese. Korean, Tagalog. etc. U.S. & Inti. New ProducMdvertrsing·A/1 Ages. Specialty: Children Teenagers Busmess To Busmess, 

Focus & Mini Groups. Concept & Product Evaluations. Executives. Banking. 
Auto Pacific Group, Inc. 
2812 Panorama View Communications Workshop, Inc. D.IR/S HealthCare Consultants Focus Plus 

Santa Ana, CA 92705- 340 168 N. Michigan Ave. 3127 Eastway Dr., Ste. 05 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 Marketmg & Product Experts. Contact: Lrsa J. Hougsted Contact: Dr. Murray Simon Contact: Elizabeth Lobrano 
700+ Groups Moderate & Recruit. Consumer, ExecutiVe. Technrcal& Chi/- Specialrsts in Research with Providers Impeccable Cons. & 8-B 

dren Grps. & Patients. Recrwtmg-Beautlful Factllttes. 
George I. Balch 
635 S. Kenilworth Ave. Consumer Opinion Services Ebony Marketing Research, Inc. Focused Solutions 
Oak Park. IL 60304 2825- s Ave. South 2100 Bartow Ave. 907 Monument Park Cir., Ste. 203 
Ph. 708-383·5570 Seattle. WA 98168 Baychester Bronx. NY 10475 Sal LakeCity. UT 84108 
Contact: George Balch Ph. 206-241-6050 Ph. 718·217·0842 Ph. 801 -582-99 7 
Expenence With Advertisers, Agencies. Contact: Jerry Carter Contact: Ebony K1rkland Contact: Bill Sartain 
Government. Consumer. Business Groups and Spac. Conf. .iViewing Rooms/Client 30 yrs. Exp.; 2500 Groups w1th U.S. & 

One-On-Ones. Lounge Oualtty Recruiting. International Goods & Serv. 
Brand Consulting Group 
17117 W. Nme Mile Rd ..:Ste. 1020 Creative & Response Svces., Inc. Erlich Transcultural Consultants D.S. Fraley & Associates 
Sou hfield. Ml 48075 500 N. M1ch1gan Ave .. 12th Fl. 2124 Ven ura Blvd .. Ste. 193 1205 East Mad1son Par 
Ph. 313-559-21 00 Chicago. IL 60611 Woodland Hills. CA 91364 Chicago, IL 60615 
Contact: Milton Brand Ph. 312·828·9200 Ph. 818-226-1333 Ph . 312·536-2670 
Consumer, Advertismg Strategy, Contact: Sanford Adams Contact: Dr. Andrew Erlich Contact: Diane S. Fraley 
New Product Strategy Research. Thirty Years of Leadershrp in Qualitative Full Serv1ce Latrno and Asian Marketmg Full Qual. Specialty: Chrfd;Teen i/n-

Research. Research. Home..- Observational Rsch. 

42 Quirk's Marketing Research Review 



Freeman, Sullivan & Co. lntersearch Corporation Maritz Marketing Research, Inc. Michelson & Associates, Inc. 
131 Steuart St .. Ste. 500 132 Welsh Ro. 297 No. H1ghway Dnve 3805 West Lane Drive 
San Franc•sco, CA 94 05 Horsham. PA 19044 Fen on. MO 63099 Atlanta. GA 30080 
PI'J. 415· 777-0707 Ph. 2 5·657·6400 Ph. 314!827·1854 Ph. 404·436-0330 
Contact: Martha Wilson Contact: RobertS. Cosgrove Contact: Mary E. Rubin Contact: Mark L. Michelson 
Research design. recrwtment, faclllta· Pharm.-Med. Htgh TechBus.·to·Bus. Spec1alize in Customer Sattsfactlon lnstghtful sess1ons:Useful reports.t 0+ 
t1on and reportmg Consumer Telecomm Research, Consumer and Business-to· year expenence 

Business. 
Grieco Research Group, Inc. Irvine Consulting, Inc. Nordhaus Research, Inc. 
743 North Avenue 66 2207 Lakes1de Dr1ve Maritz Marketing Research, Inc. 20300 W. 12 Mile Rd. 
Los Angeles. CA 90042 Bannockburn. IL 60015 3001 W. B1g Beaver. Ste. 500 Southfield. Ml 48076 
Ph. 213-254-199 Ph. 708 615·0040 Troy. Ml 48084 Ph. 313·827·2400 
Contact: Joe Gneco Contact: Ronald J. lrvme Ph. 313-643-6699 Contact: John Kmg 
Marketmg and Advert1smg Pharm Med:CustomGiobaiQuan .. Qual. Contact: Mrchael Dawkins Fuii-Svce. Qual. and Quant., Fm .. Med. . 
Focus Groups. Res. & Facility. ExtensiVe Qualitative Expenence in Util .. 3 DISCUSSion Rms. 

Automotive. 
Groups Plus Kehr Research, Inc. PACE, Inc. 
23 Hubbard Road 720 Walnut Ave. Market Navigation, Inc. 31700 Middlebelt Rd .. Ste. 200 
Wilton. CT 06897 Wilmette. IL 60091 Teleconference Network Div. Farming on Hills. Ml 48334 
Ph. 203-834· 126 Ph. 708·251 -9308 2 Prel Plaza Ph. 313 553·4100 
Contact: Thomas L. Greenbaum Contact: Bt/1 Kehr Orangeburg. NY 10962 Contact: Peter J. Swetlsh 
Groups Plus Offers Umque Approach Phone Now to Meet Your Specific Re- Ph. 914-365-0123 Full Serv1ce Vehtcle Spectaltst-OEM & 
To Groups: Call to Fmd Out Why search Needs I Contact: George Silverman Aftermarket Expenence. 

Med .. Bus.·to-Bus., Hi-Tech. lndust .. 
Hammer Marketing Resources KidFacts5'• Research Ideation. New Prod., Tel. Groups. Jack Paxton & Associates 
79 Inverness Rd. 34405 W. 2 Mile Road. Ste. 121 4 Je erson Court 

Severna P . (Bai .:'D.C.), MD 2 146 Farm1ngton Hills. Ml 48331 The Marketing Partnership Princeton. NJ 08540 
Ph. 410-544-9191 Ph. 313-489-7024 90 Hamil on Stree Ph. 908·329·2268 
Contact: Bt/1 Hammer Contact: Dana Blackwell Cambndge. MA 021 39 Contact: Jack Paxton 
23 Years Expenence -Consumer. Bust- Qual. & Quan· Specialty K1ds Teens. Ph. 617·876-9555 Pkg. Gds .. HBA. Fnce., Rtlg .. HI-tech, 
ness & Executive. Prod Pkg. Advtg Contact: Susan Earabmo Bus.Bus., Adv. Rsch. 

Experienced. Gust. lmmerston Focus 
Hispanic Marketing KS & R Consumer Test ing Center Groups. Invention. Randolph & Daniel 

Communication Research Shopping own Mall 49 H1ll Rd .. Ste. 4 
535 W1nd1ng Way Syracuse. NY 13214 Matrixx Marketing-Rsch. Div. Belmont. MA 02178 

Belmont. CA 94002 Ph. 800·289-8028 Cmcinnatl, OH Ph. 617·484·6225 
Ph . 415·595·5028 Contact: Lynne Van Dyke Ph. 800-323-8369 Contact: Stephen J. Daniel 
Contact: Dr. Felipe Korzenny Oualltattve Ouantrtattve. Intercepts , Contact: Mtchael L. Dean. Ph.D. FOCUS IT Understanding the Htgh Tech 
Htsp. Bi-Lrng .. Bt·Cult. Foe Grps Any- CA Tf. One-on-One. Cmcinnatt's Most Modem and Conve- Buying Process. 
where fn U.S .. Ouan. Strat. Cons. ment Facll1ttes. 

Lachman Research & Mktg. Svces. Research Data Analysis, Inc. 
Horowitz Associates Inc. 2934 /2 Beverley Glen C1r .. Ste. 119 MCC Qualitative Consulting 450 Enterpnse Court 
197 Palmer Avenue Los Ange es. CA 90077 Harmon Meadow Bloomfield Hills, Ml 48302 
Larchmont, NY 0538 Ph. 31 0-4 7 4-7171 700 Plaza Dr .. 2nd. Fir. Ph. 313-332-5000 
Ph. 9 4-834-5999 Contact: Roberta Lachman Secaucus, NJ 07094 Contact: Sanford Stallard 
Contact: Howard Horowitz Advg & Mktg. Focus Groups and One Ph. 201·865-4900 (NJ) Full Svce. Qua f .. Quan. Analysis Auto. 
Cab/e. V1deo Marketmg-Programmmg- on-Ones. Consumer Busmess. 800·998·4777 (Outs1de NJ) Adv .. Comm. 
Adverltsmg Strategy Contact: Andrea C. Schrager 

Leichliter Associates lnstghtful. Results-Onented Research. Rockwood Research Corp. 
12 252 E. 61st St. , S e. 2C-S Local or National. 1751 W. County Road B 
3904 NW 73rd Street New Yor , NY 10021 St. Paul. MN 55113 
Kansas C1ty. MO 64151 Ph. 212-753-2099 MedProbe Medical Mktg. Rsch. Ph. 612-631-1977 
Ph. 816-587-5717 Contact: Betsy Le1chlrter 7825 Washing on Ave. S.,# 745 Contact: Kevin Macken 
Contact: Kavtta Card lnnovattve Exploratory Rsch .. ldea De- Minneapolis. MN 55435 Full Svce Qual Quant.. Consumer, 
Consumer Busmess Black. Children: velopment. Offices NY & Ch1cago. Ph. 612-941 -7965 Bus-T o-Bus. Htgh· Tech. A g. 
TraveiH1 Tech. Contact: Asta Gersovttz. Phrm.D. 

Nancy Low & Associates, Inc. MedProbe Provtdes Full Service Gus· Rodgers Marketing Research 
In-depth Probing & Practical Reports 5454 WISCOnSin Ave .. Ste. 1300 tom Market Research. 4575 Edwin Or ve. NW 
16 W. 501 58 h St.. Ste. 21A Chevy Chase. MD 20815 Canton, OH 44718 
Clarendon H1lls, IL 605 4-17 40 Ph . 30 1-951 ·9200 Medical Marketing Research, Inc. Ph. 216-492-8880 
Ph. 800-998-0830 or 708-986-0830 Contact: Stephanie Roth 6608 Graymont Place Contact: Alice Rodgers 
Contact: Dr. Betsy Goodnow Full Servtce Market Research Health Ra eigh. NC 27615 Creative Cost Effective: New Product 
15 Yrs. E penence. New'Revtsed Prod· Medtcal Environment. Ph. 919-870-6550 Consumer, Etc. 
ucts. Strategtes Tact1cs. Contact: George Mat1j'ow 

Specialtst. Medtcai'Pharm. 20 yrs. 
healthcare exp. 

May 1994 43 



Pamela Rogers Research 
2525 Arapahoe Ave., #E4 
Boulder, CO 80302 
Ph. 303-494-1737 
Contact: Pamela Rogers 
Fuff Svce. Qual. -Grps.: 1-1 s; Consumer; 
H1· Tech; Bus.·to·Bus. 

Rudick Research 
One Gorham Island, 3rd Floor 
Westport, CT 06880 
Ph. 203·226·5844 
Contact: Mindy Rudick 
1 0+ yrs. Experience Ut1l1zmg 
lnnovatrve Techniques. 

James M. Sears Associates 
481ndustrial West 
Clifton. NJ 07012 
Ph. 201 /777-6000 
Contact: James M. Sears 
Business-To-Busmess and 
Executives a Specialty. 

Smtth Market Research 
200 S. Hanover Ave. 
Lexington. KY 40502 
Ph. 606/269-9224 
Contact: Larry Smith 
Consumers, Business, Women's Issues. 

California 
Analysrs Research Ud. 
Asian Mar etrng 
Auto Pacific Group, Inc. 
Erlich Transcul ural Consultan s 
Freeman. Sullivan & Co. 
Grieco Research Group, Inc. 
Hrspanic Marketing 
Lachman Research & Marketing Svces. 
Strategic Research. Inc. 

Colorado 
Pamela Rogers Research 

Connecticut 
Access Research. Inc. 
The Clowes Partnership 
Groups Plus 
Rud ck Research 
Sweeney International, Ltd. 

Florida 
Cunninghrs Associates 

Georgia 
Michelson & Associates. Inc. 

Illinois 
George I. Balch 
Commun1cahons Workshop. Inc. 
Creative & Response Rsch. Svcs. 
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James Spanier Associates 
120 East 75th S . 
New York, NY 10021 
Ph. 212·472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categones. 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus. OH 43212 
Ph. 614-488-3123 
Contact: Betty Spencer 
4'x 16' Mirror Viewing Rm. Seats 8·12. /n 
House Audio.· V1d. Equip. 

Spier Research Group 
Lookout Circle 

Larchmont, NY 0538 
Ph . 914-834-3749 
Contact: Daisy Spier 
Advtg.iDir. Mktg .. Prod. Dev. 'Cons./Busi­
ness/FGI's ,. l on 1's. 

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

Strategic Directions Group, Inc. 
1 9 N. 4th St ., Ste. 311 
M nneapolis, MN 55401 
Ph. 612-341-4244 
Contact: Doran J. Levy, Ph.D. 
Nationally published authority on ma­
ture market. 

Strategic Research 
4600 Devonsh1re Common 
Fremont, CA 94536 
Ph. 510-797-5561 
Contact: Sylvia Wessel 
400 Groups. Hi·Tech!Medica/1 Finan­
CialiTransportatron Svces. 

Sweeney tnternational, Ltd. 
221 Main St. 
Danbury, CT 06810 
Ph. 203· 7 48·1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCAAMA.·Advt. Club. 

Thorne Creative Rsch. Svces. 
65 Pondfreld Rd .. Ste. 3 
Bronxvtlle. NY 10708 
Ph. 9 4-337- 364 
Contact: Gina Thorne 
fdeation, teens. New Product 
Ad Concepts, Package Goods. 

FMODERATO 
Number and ontact Name 

Doyle Research Associates Minnesota 
D.S. Fraley & Assocrates 

Cambndge Research. Inc. 
In-depth Probmg & Pracllcal Reports MedProbe Me<Jrcal Mktg. Rsch. 
Irvine Consulting. Inc. Rockwood Research Corp. 
Kehr Research . Inc. JaneL. Segner and Ascts. 
Leichliter Associa es Strategrc Direchons Group. Inc. 

Iowa Missouri 
Dan Wiese Marketing Research I ~ 

Kentucky 
Maritz Mar eting Research 

Smith Market Research 
Nebraska 

Maryland Three Cedars Research 

Hammer Marketing Resources 
Nancy Low & Associates. Inc. New Jersey 

MCC Oualrtative Consulting 
Massachusetts Jack Pa ton & Associates 
Dolobowsky Qual. Svcs., Inc. James M. Sears Associates 
First Market Rsch. (L. Lynch} Yarnell Inc. 
Frrst Marke Rsch. (J. Reynolds) 
The Marke ing Partnership New York 
Randolph & Daniel Ebony Marketing Research. Inc. 

FindiSVP 
Michigan Focus Plus 
Brand Consulting Group Horowitz Assoc1ates Inc. 
KidFacts Research KS & R Consumer Testing Center 
Mar1tz Marketrng Research . Inc. Leichli er Ascts. 
Nordhaus Research. Inc. Market Navigation. Inc. 
PACE. Inc. James Spanier Associates 
Research Da a Analysis Spier Research Group 

Three Cedars Research 
533 N. 86th Street 
Omaha, NE 68 14 
Ph . 402·393·0959 
Contact: Sara Hemenway 
ExecutiVe Appointed Facility, Ouafita· 
live and Quantitatrve Research. 

The Travis Company, Inc. 
509 Cathedral Parkway. Ste. BE 
New Yor , NY 10025 
Ph 212-222·0882 
Contact: Jerry Travts 
Qualitative Research and ConsultatiOn. 

Dan Wiese Marketing Research 
2108 Greenwood Dr., S.E. 
Cedar Rapids, lA 52403 
Ph. 319·364-2866 
Contact: Dan Wiese 
Highly Expenenced: Farmers. Con sum· 
ers, Business. 

Yarnell Inc. 
147 Columbia Tpke., #302 
Flo ham Park, NJ 07932 
Ph . 201 -593-0050 
Contact: Steven M. Yarnell 
New Product Development & Position­
mg. HWSW Cos. 

Thorne Creatrve Research 
The Travrs Company 

North Carolina 
D/R/S HealthCare Consultants 
Medical Marketing Research, Inc. 

Ohio 
The Answer Group 
The Davon Group 
Calo Research Services 
Matrixx Mar eting 
Rodgers Marketing Research 
Dwrgh Spencer & Associa es 

Pennsylvania 
lntersearch Corp. 

Texas 
First Market Rsch. (J. Heiman) 

Utah 
Focused Solutrons 

Washington 
Consumer Opinron Servrces 

Wisconsin 
ChamberlaJ n Research Consu ants 
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PE lA ~YCRO I DEX OF MOD R~ OR 

ADVERTISING Calc Research Services DIRECT MARKETING Erlich Transcultural Consultants 
Cambridge Research, Inc. Find/SVP 

Analysis Research Ltd . Chamberlain Research Cnsltn s. Maritz Marketing Research (MI) First Market Research (L. Lynch} 
Brand Consultmg Group Consumer Opmion Services Spier Research Group First Market Research (J. Reynolds) 
Cambridge Research. Inc. Creative & Response Rsch. Svcs. Freeman. Sullivan & Co. 
The Clowes Partnersh1p The Davon Group EDUCATION lntersearch Corpora ion 
Crea ive & Response Rsch . Svcs. Diener & Associates. Inc In-depth Probing & Practical Reports Irvine Consulting, Inc. 
Dolobowsky Qual. Svcs., Inc. Ftrst Marke Research (J. Heiman) Kehr Research. Inc. 
Doyle Research Assocrates First Market Research (J. Reynolds) Maritz Marketing Research (MO) 
Erlich Transcultural Consultan s lntersearch Corporation ENTERTAINMENT Market Navigation, Inc. 
Ftrst Market Research (L. Lynch) Mantz Market1ng Research (MO) D.S. Fraley & Associates Matrixx Marketing-Research Oiv. 
D.S. Fraley & Associates Rockwood Research Corpora ion MedProbe Medical Mktg. Rsch . 
Kehr Research. Inc. James Spamer Associates Sweeney International, Ltd. Medical Marke ing Research, Inc. 
Mantz Marketing Research (MIJ Spter Research Group Nordhaus Research, Inc. 
PACE. Inc. Sweeney International. L d. ENVIRONMENTAL James Spamer Associates 
Research Data Analysis Yarnell Inc. Diener & Associa es, Inc. Rockwood Research Corporatron 

HISPANIC Spier Research Group 
CANDIES EXECUTIVES Analysis Resear{;h L d. Sweeney International, ltd. 

Thorne Creative Research D.S. Fraley & Associates Creative & Response Rsch. Svcs. Ebony Marketing Research. Inc. 
Dan Wiese Marketing Research Dolo bows y Qual. Svcs .. Inc. Erlich Transcul ural Consul ants 

CHILDREN First Market Research (J. Heiman) H1spanic Marketing 
AFRICAN-AMERICAN/ Creative & Response Rsch. Svcs. First Market Research (J. Reynolds} Communication Research 

BLACK Doyle Research Assoc1ates lntersearch Corpora ion 
IDEA GENERATION Ebony Marke ing Research , Inc. D.S. Fraley & Assoc1ates PACE, Inc. 

K1dFacts Research James Spanier Assoc•ates Analysis Research Ltd. I' 
Matrix Mar eting-Research Div. Sweeney In erna ional, Ltd. George I. Balch 

AGRICULTURE Brand Consulting Group 

COMMUNICATIONS FINANCIAL SVCS. Creative & Response Rsch. Svcs. 
Cambndge Research , Inc. Dolobowsky Qual. Svcs .. Inc. 
Maritz Marke ing Research (MO) RESEARCH Access Research, Inc. D.S. Fraley & Associates 
Marke Naviga ion . Inc. Access Research. Inc. 

Cambridge Research. Inc. Kehr Research. Inc. 
Rockwood Research Corporation Diener & Associates, Inc. 

Creative & Response Rsch. Svcs. Leichliter Assoc1ates 
Dan Wiese Markehng Research The Oavon Group The Marketing Partnershtp D.S. Fraley & Associates Dolobowsky Qual. Svcs .. Inc. Matrixx Marketing-Research Div. 

ALCOHOLIC BEV. 
Mantz Marketmg Research (MI) lntersearch Corporation Sweeney International, Ltd. 

Maritz Marketing Research (MO) Thorne Creative Research 
Access Research, Inc. COMPUTERS/MIS Matrix Marketmg-Research Div. 
George I. Balcll 

Calc Research Services Nordhaus Research. Inc. INDUSTRIAL Creat1ve & Response Rsch. Svcs. 
Creative & Response Rsch. Svcs. The Research Center First Market Research (J. Heiman) 

APPAREL/FOOTWEAR 
Find/SVP Roc wood Research Corpora ion lntersearch Corporation 
First Market Research {J. Hetman) James Spanier Assoc1ates Maritz Marketing Research (MO) 

Brand Consul ing Group Leichli er Associates Sweeney lnt'l. Ltd. Market Navtgation, Inc. 
Market Navigation, Inc. Strategic Research. Inc. 

ASIAN The Marketmg Partnership FOOD PRODUCTS Sweeney International. ltd. 
As1an Marketing Randolph & Dame! Creative & Response Rsch. Svcs. Dan W1ese Marketing Research 
Communication Research James Spanier Associates Ooyre Research Associates 
Erlich Transcultural Consultants Strategrc Research. Inc. O.S. Fraley & Assocrates MANAGEMENT Sweeney International. Ltd. Kehr Research, Inc. In-depth Probing & Practical Reports 
AUTOMOTIVE Yarnell Inc. KidFac s Research 

Leichliter Associates Auto Pacrhc Group, Inc. CONSUMERS Rockwood Research CorporatiOn MEDICAL PROFESSION Creative & Response Rsch . Svcs. 
Erlich Transcultural Consultants Chamberlarn Research Cnsl nts. James Span1er Associates Diener & Associates, Inc. 
Mantz Marke ing Research (MI) Consumer Opinron Services Thorne Creative Research 0/A/S HealthCare Consultants 
Maritz Marketing Research (MO) Creat1ve & Response Rsch . Svcs. lntersearch Corporation 
Matri x Marke ing-Research D1v. Diener & Associates, Inc. HEALTH & BEAUTY Kehr Research. Inc. 
PACE, Inc. Ooyle Research Assocta es 

PRODUCTS Nancy Low & Associates, Inc. 
Research Data Analysis D.S. Fraley & Assocra es 

Matrixx Marketing-Research Div. In ersearch Corporation 
Kehr Research, Inc. 

The Answer Group MedProbe Medical Mktg. Rsch. 
BIO-TECH Mantz Marketing Research (MI) 

D.S. Fraley & Associates Medical Marketing Research. Inc. 
Calo Research Services Maritz Marketing Research (MO) 

Mari z Marketing Research (MO) Nordhaus Research, Inc. 
lntersearch Corporation The Marketing Partnership Thorne Creat1ve Research 

Irvine Consulting, Inc. Rodgers Mar etmg Research 
HEALTH CARE MODERATOR TRAINING 

Mar et Navigation. Inc. Thorne Creative Research 
Cunninghis Assoctales MedProbe Medical Mktg. Rsch. Oan Wtese Marketing Research Access Research. Inc. 

Medtcal Marketmg Research. Inc. George I. Bach NEW PRODUCT CUSTOMER D1ener & Associates, Inc. 
BUS.-TO-BUS. SATISFACTION Dolobowsky Qual. Svces .. Inc. DEVELOPMENT 
Access Research, Inc. D/RiS HealthCare Consultants Brand Consultmg Group Strateg1c Researcll . Inc. 

May 1994 45 



The Clowes Partnershtp 
Creative & Response Rsch. Svcs. In-depth Probing & Practical Reports SMALL BUSINESS/ TELEPHONE FOCUS 
Dolobowsky Qual. Svcs., Inc. lntersearch Corporation 
D.S. Fraley & Associates Irvine Consul ing. Inc. ENTREPRENEURS GROUPS 
First Market Research (J. Herman) Kehr Research, Inc. Yarnell Inc. Creattve & Response Rsch. Svcs. 
First Market Research (L. Lynch} Mar et Navrgation, Inc. lntersearch Corporation 
lntersearch Corporation MedProbe Medical Mktg. Rsch. SOFT DRINKS, BEER, Mar et Navigation. Inc. 
Kehr Research. Inc. Medical Marke ing Research. Inc. Medtcal Markehng Research. Inc. 
KidFacts Research WINE 
Leichli ter Associa es POLITICAL RESEARCH Access Research, Inc. TOYS/GAMES Maritz Marketing Research (MI) 

Chamberlam Research Cnsltnts. Creative & Response Rsch. Svcs. 
The Marketing Partnership KidFacts Research 
James Spanier Associates 

Gneco Research Group, Inc. 

PRODUCT DESIGN Thorne Creative Research 
TRANSPORTATION 

PACKAGED GOODS In-depth Probmg & Practical Reports TEACHERS SERVICES The Answer Group 
PUBLIC POLICY D.S. Fraley & Associates 

Creative & Response Rsch. Svcs. Sweeney International. Ltd. 
Doyle Research Associates RESEARCH TEENAGERS TRAVEL D.S. Fraley & Associates 
Kehr Research. Inc. George I. Balch Creative & Response Rsch. Svcs. James Spanier Associates 

The Davon Group Maritz Marketing Research {MO) Doyle Research Associates Spier Research Group 
Thorne Crea ive Research D.S. Fraley & Associates Sweeney International. Ltd. 

PUBLISHING KtdFacts Research 
PARENTS First Market Research (J. Hetman} Matrixx Marketing-Research Div. UTILITIES 
Doyle Research Associates D.S. Fraley & Associates Thorne Creative Research Chamberlain Research Cnsltnts. 

Thorne Creahve Research Freeman. Sullivan & Co. 
PET PRODUCTS Dan Wiese Marketing Research TELECOMMUNICATIONS Nordhaus Research, Inc. 

Calo Research Servtces RETAIL 
Cunninghis Associates 
Find/SVP WEALTHY Cambridge Research. Inc. 

Kehr Research, Inc. Brand Consulting Group First Market Research (J. Heiman) ln·depth Probrng & Practical Reports 
Roc wood Research Corporation First Market Research (l. Lynch) Horowitz Associates Inc. 
Thorne Creative Research In ersearch Corporation YOUTH 

SENIORS Maritz Marketing Research (MO) 
Doyle Research Associates 

PHARMACEUTICALS Diener & Associates. Inc. D.S. Fraley & Associates 
The Answer Group Erlich Transcultural Consultants TELECONFERENCING 
Creative & Response Rsch. Svcs. In-depth Probing & Practtcal Reports Cambndge Research. Inc. 
0/RlS HealthCare Consultants S rategic Directions Group. Inc. Rockwood Research Corporation 

Pr dictive dialing 
continued from p. 11 

onduct urveys that would nol have 
been co t effective in a manual environ­
ment. "TI1e y tem I t. us ace ss rc­
pondent in the con um r marketplace 

who ar difficult t i entify and ven 
harder t reach," King . ays. 

lth ugh predi ti dia ling is used in 
tel rnark.eting. II tion nd other 
fields. its benefit are stiJl being con id­
e red b 1\ome market re ear h firm . 
Rcc nLiy. VFIS did its O\i n market re­
s arch t ·st by conducting th rc '\urvey ~ 
of varying lengths and incid ·nee using 
manual and pr dictiv 'dialing m ·thods. 
The r suiLs"? Productivity gains for pre­
dictive dia ling ranged from 74% for a 
fiv -minute survey of convention at­
t ndees \;\,.r ith 70(.U in idcn · , to R6ck for 
a ' e en-minu te 'Urvey of 40 I k-plan 
ho lder with 43 'k in idence. to I ~2(1(' 
for a IS-minute study ofwhiskeydrink-

rs with only 5% incidenc . 
lncrea. ed pro luctivity i th most 

compelling reason to u. e predi tive di­
aling. c-;pccially in an indu try \i here 
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timer ally i moneJ. Ru t there's more 
t market r ear h than simply dialing 
calls. King believe. that the key t a 
productive datacollecti n enter is find­
ing \vays to bring out the b , t in inter­
VI wcrs. 

To this end, King says predictive di ­
aling hash •lped reduce caller burn ut, 
boost morale and improve per~onn l 
managcm nL Interview ·rs make more 
ontact. · \Vith less frustration. The ha e 

le pap n.vork, and Lhey n ·cd only 
~imp le trainin~:- t learn the ~ystcm. 

''Predi ti edia ling and computerized 
call management free . upervisors to 
concentrate on c a hin~:- and m tivat­
ing instead of worrying about keeping 
the project m ving.'' King says. Super­
visors monitor activity and real -time 
sLaLi . tics to see h w· the re!'lear h project 
is going. he succe~~ ofth stud an b 
analyzed every step of the \i ay and. if 
necessary. adjustm ·nts can be made 
\ ithin minutes instead or hour ', 

ccording to ing, th · EIS system 
paid for itself in less that a year. '·Butth 
b nellt fare cecd the retum on invest-

ment . PredicLivc dialing has made Ide­
phon int rvicwinl! more cost effectiv 
at a time when the ~t of mail and face­
t -fa e intervi \ s keeps going up," he 
says. 

F r Jac~ Kerins. ( T' vi e president 
of ~ystems and t hn logy, another 
~trong '\elling p int \1 a. that the predic­
tiv dia ling , ystem cou ld be linked to 
c i-;ting ' mputer-a ' i ted telephone 
intcrvi ·wing :-.oft war". "'Itt k about a 
month to wor~ out the k.ink in the C T l 
soft\vare. buL .. . the prcdicti e dialing 
sy~t m \ orkcd the first time \VC tried 
it," Kerins says. 

a. t month. VFL added ·ight more 
\"l rhtation-; Lo th · EIS , yst ·m. Th =­

company plan~ to e pand even further 
a!'~ additi nal YFI ' p r~onn I arc hired. 
~Kerins explains. "Manual dialing is 

about a. effe ti in market r s arch a: 
hand typing th w.and. of lett rs for a 
direct -mail campaign. Frankly. 1 don't 
unci r~tand hO\.v market r o.;ear ·h firn1~ 
·an operate elle lively without the ben-

efitsofpredictivedialing. lt ·sdefinitel 
made VFIS m re mpetiti 
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Names of ote 
continued from p. 22 

• ota Surrey Re::,i>arch. a clivisi n of 
Meyer As. o inte Inc ., r. Cloud, 
Minn. h i re pon ibl for the de­

sign and implementation of telephone 
res arch studies . ' hc il a De Vin ha 

joined the firm us dir ctor of national 

sales and is re pon ible for new bu i­
ness d v lopment. 

reengine ring effort , and on acceler­
ating the return rr m the ·e inve ·t­

mcn ts in new technology. Jam G. 

ndr s . vice chairman and o-chief 

e ·ecutive ffi er. replaces A raham 

a pre ident and COO. Andress ~r ill 

con tinue to share 0 duties with 

Gian Fulgoni, IRJ's chairman , who 
will fo ~ us his dTorts on the company's 

long-term s trategic plans, with par­

t icular emph·tsis on the expansion of 

its internationa l informution busi­

nesses. R porting to Andre will be 
Thomas \Va lkcr , presid nt. Finance 

and Admini:tration Divi i n: J effrey 

• tam •n , president, IR I Software; 

G·orgc Garrick. r re ~ ident and CEO. 

I R I North Am rica: and Randall 

of dire tor . Further, Walker has been 

promoted to ·xccut ivc vice pr ·sidcn t 

of the orporat ion and is a member of 

corporate..: cxccutiv ·committee . 

(r e n e Gras ·o . ndrea P. 
Hochman and teve F . imon have 

he n appointed to new po iti n at 

aps1nne N e earch Inc., yndhur t , 

N.J. Ora ·so ha a umed the role of 

execut ive vi e pre ident. h il e 

Hochmnn and Simon both have be­

come ice pre idents. 

.Joe Antognazzi has relocated lo 
become the assi .· tant manager al 

Friedman Markctill ,f!, Organi:atinn'. 

Northgat Ma ll facility in San Rafa l, 

Citing the n ed to recover from a 

health probJ m. M agid , bra ha m has 

. tepped do\ n a~ pr ~sident and chief 

operating offi ~er of h~lormation Re­

sources In c. . hicago. braham will 

continue with the company as a direc­
tor and vice chairman. He w i I J f )CU · 

his efforts on IRI's applications de­

vdopmcnl and datu processing 

mith , pr sident. Int rnational Op­

erations. In addition, Walker and Sta­

men have been ckc tc..:d to JRI's hoard 

a lif. H · wo rked pr viou ly at the 

company's Tallahas . ee. Fla .. office . 
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S AT/ab 
Interactive Exploratory Data Analysis for Windows 

More than just a statistics package 
STAT lab seamlessly combines all the tools you 
need to analyze. explore and present data­
with exceptional simplicity and ease of use. 
STAT lab takes advantage of Windows to help 
you get your job done. 

Exploratory Data Analysis, par excellence 
STAT/abwas designed for Windows; it's highly 
interactive. Click on any point in a graph and 
STAT lab will immediately display the underlying 
data. Use graphical tools to find points, select 
subsets, identify outliers, code categories or 
select groups of points for further analysis. 

All the statistics and graphics you need 
STAT/ab has a complete set of descriptive, uni­
variate and multivariate statistics, including 
cross tabs, cluster analysis, multiple regression, 
correlation matrices, principal components 
analysis and correspondence analysis. 
STAT lab has more than 60 different graph 
types, all hot-linked to your data. Add GEO/ab 
to create maps rich with data analysis. 

SciTech 2231 N. Clybourn Avenue, Ct11cago, IL, 60614 

It's easy to get data into STAT1ab 
STA Tlab has a unique data dictionary that lets 
you work with your data more easily than ever 
before, especially if you work with large num­
bers of records and variables. Code missing 
values. specify complex criteria to select a sub~ 

set of your data, and generate new data using 
other variables. Cut-and-paste data and graph­
ics to other applications. Use Excel, dBase or 
ASCII files. 

Large problems - minimal requirements 
STAT lab can handle an unlimited number of 
records with any number of variables. All you 
need is Windows and at least 2MB of available 
disk space. 

Call SciTech for more details or a free demo 
disk. 

1.800.622.3345 

Tel. 31 2.472.0444, Fax 31 2.472.0472, 7471 0,2400 iij CompuServe.oom B Y S L P 
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Survey Monitor 
continued from p. 21 

De~pitc the innucnce of media. 'Nord 
of m uth Gm mak · or hrcak a relea. e, 
with _5% of respt ndents saying they rely 
on re ommendations from friends. Other 
factor~ itcd include the actors and ac­
tr s~es in the film ( 12c.k) and th at r 
''coming attractions" pr ·views oc;. }. 

ot all movi goers follow the same 
path t the theater. AI mo. t half of adult~ 
50 to 64 (47o/c:) a new~ aper rcviev s 
are th ir fir~t ur r mo i' informa-

. \~ . / 
··-~~.r· .. 
~ 

THERE IS A DOCTOR 
IN THE HOUSE 

PJhl~~ 
D!RIS HealtbCare Consultants, 
established in 1979. is the only heallh care 
market research firm with a former provider 
as president .. 

. We speak the language 

. We recognize/he nuances 
• We reach respondents others can 1 
. We have a different perspective 

ltJj :J~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 are an 
outside consultant to a number of market 
research firms. 

l~tl~1 has done research on products as 
simple as dental floss and as complex as 
CAT Scans. We have dealt with issues as 
lundamental as office waste management to 
issues as complex as Managed Care. 

lrJi:n1 has interviewed specialists in 
medicine, ve erinary medicine and 
den istry. We have worked with 
pharmacists, heal ~h care/hosp1tal 
adrninis rators. nurses, olfice staff and a 
wide variety of patients. 

1•11 :1~1 specializes in the face-to-face 
locus group and we also have extensive 
experience in telephone focus groups. 
one-on-one interviews, national elephone 
quantitative surveys and group panels. We 
have developed and executed in ernational 
studies 

We are part of the tight knit 
health care community . .. 
ortr clients get more usable 
information. 

cnnlaCL· 
Dr. Murray Simon 

3127 FA.stway Drive, Suite 105 
Charlotte, NC 28205 

phone 704-532-5856 .fax 704-532-5859 

C1rcle o 36 on Reader Card 
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tion. foil wed by \ ord-ol'-mouth rcc-
mmendati n (349~ ). Mo icgocr~agc~ 

I t 24 cite TV r vi w~ (_ ... %), 

ad erti'iing (_I%) and ord of mouth 
(21 lk) n'i their top three way. to gel 
movie inf nnntion. 

Wh n 1 king for show times, there 
is virtually n ub titute forth· ncw~pa­

p r as I% of m vieg rs c n~ull ncw~­

pap rdir ct rie f rl ati nsandsh \.V 

tim "'· F w r ~p ndents ( 13% all th -
aters directly and nly 3 /c call an elc '­
tronic movi directory. 

More than . even in 10 movi fans 
slop at the snack bar before the light 
dim. Mor · women (7Yk) thnn men 
(69%·) ~nack at th movies. Movieg r 
age~ ... 5 to 49 are the mo 'tlik.el (H 1% 
to bu refreshm nl.. compared t 6o/c: 
of I to ~4 year olds and only ~ 7(/c f 
those 65 and over. Pop orn i. the m ~t 

popu lar ~nack ( 9% ). followed c losely 
by soft drink.s (R7l'k,). Of all movicgo-
r.. -~%admit they purchas cun ly. 

For more information, call 90X-57 ... -
7300 or~ I ~-440-5252. 

Managed health ca e 
exp ct d to continue 
growing 

\.Yheth r or not the linton adminis­
tration i~ ahl to get its health ar 
r f rm I gi lati n appr v d by on­
gre , th growth of managed health 
care will con tinue in th years ahead. 
industry analysts say. After reviewing a 
number f industry tudies. analy~ts 

wi th the Mnnaged Care Inf rmation 
~enter. \.Yal l Township, J .. conc lud ·d 

that the health care market wi ll c nt inue 
its lr ·nd toward managed are thr ugh 

th re I ofthi d cadc. Their conclusion 
is ba~ d n the fact that manugcd ·are 
merged as a result of excessive health 
·arc costs - not as a re~ult of h alth 

care r f rm. 
Rising h alth 'ar~ c pcnditures drov 

health car providers and pa ycrs t l ~car · h 

for ways to ·ontrol co~t s. TI1 f und that 
th h st way to d with ut gi ing up 
quality r a cessibility i~ through man­
aged care - liMOs, PPOs, utilization 
r ·vi '""' and cost containment. 

or c am pic. nearly 6-(k· of the human 
re~ ur ~ and beneJits olficrs that par­
ti ipat·dinan mst&Ytung~urveysaid 

their companies will not \'·/:.tit to <.;CC v.lhat 
r ·form a c mplish. but instead will take 
aggres..,ive a I ion to c ntr l h alth care 

cost~ in the ne 1 f w years. 
Anoth r stu ly pr di t d that nine out 

of I 0 compani s will in Jude managed 
care component~ in their enefit plan~ by 
1996. 

Jn addition. health carer cipi nts arc 
beginning to accept manag d care as a 
r ·asonahly pri ed alternative t tradi ­
tional indemnity plans. 

An cstimat ·d 45 million Am ri ans 
rccci cd their care through a health main­
tcmmc · organi?ation in 199~ . an in rease 
of 3.5 mi II ion from the pre ious y ar nnd 
an increase of _o million from the num­
ber fl lM members in 19X6, according 
to th roup Health sso 'JatJon f 
America, the l I M 0 ind ustl)1 1 rade gr up. 
The 1 l estimate. that the number f 

Health care prl vidcrs and pa cr~ ha e 
put addi ti nal pressure on cmplo crs 
and their employe ~s to accept som' of 
the resp nsibility for risinl1 h ·alth care 
co~ts by prom ling and practicing rc­
. p n~ible, health h ·havior- a~ illu.­
trat d by th inc rca. d numh 'r of cor­
p rat wcllne~~ program~. 

Other managed care trends that wil l 
continue regardlcs~ of health care re­
form include the further development 
ofpoint-of-~er i e plan~. in T'ased self­
funding and direct contracting hy ·m­
ployer<.;. th ntinued devclopm ·nt of 
managed are ""' rk.ers · compensation 
program ' the r rmation of new pur­
chasing arrangements and the c pan~ ion 
of electroni claim, administration. 

The Managed Care Information en­
ter , which pu lishe Competili\"(' 
ll ealthcare Mar/..ei Reporl and 
llcalth< ·arc . ) 'Siem Reform, ha~ pr ·­
pared a free rep rt, "The I 94 
H alth are Mar"- tpla ·e: ran~1t1ons 

and Opportunitie . .'' obtain a copy, 
send a 9-inch by 1 ... -in h self'-addres~cd 
cnv lop v ith 75 cent. po tag to: "The 
19 4 Hcalthcare Marketpla e: Trami­
tions and Opportunitie-;," m rican 
Busines<.; Puhli~hing. Brinle Profe~­

sional Plaza. _ 100 Highwa 13 , Wall 
Township. N.J. 07719- J 44 .... Cnll Ed­
\ ard Mile~ at 90g-6g 1- 1133 f r more 
information. 
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CODES- (e.g ., 25-10-25-10) 

STATIONS - No o mterv1ew1ng st t1ons tlh1 locat1on 
2 CRT'S - No. of stations usmg CRT's or mt rv1 wmg 
3 ON-SITE - No. of stations wh 1ch can be mon1toroo on s1te 
4 OFF-PREMISES - No. ofstattonswh1ch c nb mon1to d 
ott-premises 

ALABAMA 

BIRMINGHAM 

Connections. Inc. 
#4 Office Park Circle. Ste. 310 
Birmingham, AL 35223 
Ph. 205-879-1255 
Fax 205-868-4173 
Contact: Rebecca Watson 
25-0-25-0 

Polly Graham & Ascts. , Inc. 
3000 Riverchase Galleria, #31 0 
Birmingham, AL 35244 
Ph . 205-985-3099 
Contact: Jim Jager 
20-0-20-0 

New South Research, Inc. 
700 S. 28th St. 
Birmingham, AL 35233 
Ph . 205-322-9988 
Contact: Amy June Wilhite 
20-0-20-20 

Scotti Research, Inc. 
612A Brookwood Village 
Birmingham, AL 35209 
Ph. 205-879-0268 
Fax 205-879-1058 
Contact: Nell Cain 
8-0-0-0 

ALASKA 

A CHORAGE 

Dittman Research Corporation 
8115 Jewel Lake Road 
Anchorage. AK 99502 
Ph. 907-243-3345 
Fax 907-243-7172 
Contact: Terry O'Leary 
16-0-16-0 

ARIZONA 

PHOE IX 

Arizona Market Research 
Ruth Nelson Research Svcs. 
Executive Park Offices 
10220 North 31st Ave., #122 
Phoenix. AZ 85051 
Ph _ 602-944-8001 
Fax 602-944-0130 
15-0-15-0 
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Ask Arizona/B rgo & Ascts . 
1948 W. Main 
Mesa, AZ 85201 
Ph. 602-464-5885 
Fax 602-464-9284 
Contact: Beth Aguirre 
10-10-10-0 

Behavior Research Center. Inc. 
1117 N. 3rd St. 
Phoenix, AZ 85004 
Ph . 800-279-1 212 
Fax 602-252-2729 
Contact : Earl de Berge 
19-0-12-12 

DataSource 
4515 S. McClintock Dr .. Ste. 101 
Tempe, AZ 85282 
Ph. 602-831 -2971 
Fax 602-838-8856 
Contact: Bev Neidert 
70-70-70-70 
(See advertisement on p. 63) 

Innovative Query , Inc. 
8687 E. Via De Ventura 
Scottsdale , AZ 85258 
Ph . 602-483-7505 
Fax 602-922-0302 
Contact : Clare Stewart 
48-36-48-48 

O'Neil Associates, Inc. 
412 East Southern Avenue 
Tempe, AZ 85282 
Ph. 602-967-4441 
Fax 602-967-6122 
Contact: Michael J. O'Neil 
12-12-12-0 

Quality Controlled Services (QCS) 
6360-3 E. Thomas Road , Ste . 330 
Scottsdale , AZ 85251 
Ph . 800-64 7-4217 or 800-325-3338 
Fax 602-941 -0949 
Contact : Johen McCullough 
10-0-10-0 
(See advertisement on p. 51) 

Response Research 
6868 N. 7th Ave., Ste. 110 
Phoenix , AZ 85013 
Ph. 602- 277-2526 
Fax 602- 247-4477 
Contact: Martha Spears 
20-20·20-0 

Strictly Medical 
Scottsdale Place 
5725 N. Scottsdale Rd. 
Scottsdale, AZ 85250 
Ph. 602-423-0200 
Fax 602-423-1548 
Contact: Wendy Walker 
8-0-8-0 

Target Marketing Research 
6868 N. 7th Ave .. Ste. 110 
Phoenix, AZ 85013-1150 
Ph . 602-277-2526 
Fax 602-24 7-44 77 
Contact: Michael Engelhart 
17-0-17-0 

Time N Talent 
5725 N. Scottsdale Ad. 
Bldg. C, Ste . 105 
Scottsdale , AZ 85250 
Ph. 602-423-0200 
Fax 602-423-1548 
Contact: Wendy Walker 
8-0-8-0 

West Group Research 
1110 E. Missouri Ave .. Ste. 780 
Phoenix, AZ 85014 
Ph . 602-264-4915 
Fax 602-631 -6844 
Contact : Don Collier 
25-25-25-25 

Winona MRB, Inc. 
8800 North 22nd Avenue 
Phoenix , AZ 85021 4258 
Ph. 602-371 -8800 
Fax 602-943-3554 
Contact: John Muller 
256-220-256 256 
(See advertisement on p. 53) 

uc 0 

FMA Ascts. 
6045 E. Grant Road 
Tucson, AZ 85712 
Ph. 602-886-5548 
Fax 602-886-0245 
Contact: Jess De Vaney 
50-22-37-0 

Quality Controlled Services (QCS) 
4500 N. Oracle, Box 360. Space 183 
Tucson, AZ 85705 
Ph. 602-887-3502 or 800-325-3338 
Fax 602-887-4480 
Contact: Annette ldso 
10-0-10-0 
(See advertisement on p. 51) 

VNU Operation Center 
5055 E. Broadway. #A 1 05 
Tucson , AZ 85712 
Ph . 305-753-6043 
Contact: Dave Lustig 
50-50-50-50 
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Find out why QCS Telephone Interviewing 
stands apart from the rest. 

In the busine of telephone research, only one 
name answer the call with the experience, tech· 
nology, and value today's mart researchers 
demand. Oualiry Conlroll d ervic s. 

OCS is among the na ion's largest providers 
of telephone research, conductin nearly six mil 
lion interviews annually. ur ational1 lephone 
Center Network includes up to 500 CRT 
equipp d stations, and over 800 telephon lin 
supported by identically programmed HP 30 0 
minicomputer . A unique feature is the abiliry to 
'add" CAT! stations to match your project size 
and timing requirem nts. Plus, we've recently 
introduced innovations lik MMA DR", our 

Free Sample: Now,jora 
limited time only, QCS offers 
free residential telephone 

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

telephone centers! You could 
save hundreds, perhaps 

thousands, of dollars. o call 
our tolljree number today! 

you to monitor the progress of your tudi s from 
anywhere in the U.S. And when you con id r 

that we provide field coordination, project 
management, top quality sample, sophisticat d 

data reporting, exp rtly trained intervi w rs, 
and a commitment to data collection excellence, 

CS becomes the clear choice for intelligen 
telephone interviewing. 

Next time you need quality telephone data 
collection, one name 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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CODES- (e.g ., 25-10-25-10) 

1. STAT IONS No of interv1ew1ng stations at th1s loc;~tlon 
2. CRT'S No of stat1 ons us1ng CAis tor 1nterv ew1ng 
3.0N·SITE o olstationswhichcanbemonltoredon 1te 
4.0FF PR MISES- No olst<l'lonsw lchcan bemonl\ored 
ofl -pr m1ses 

ARKANSAS 

FORTSMIT 

C & C Market Research 
Central Mall. Ste. 40 N. 
Fort Smith, AR 72903 
Ph. 501 -484-5637 
Fax 501-484-7379 
Contact: Craig Cunningham 
19-8-19-19 

LIT RO 

Miller Research Group, Inc. 
10 Corporate Hill Dr., Ste. 100 
Little Rock, AR 72205 
Ph. 501-221 -3303 
Fax 501 -221 -2554 
Contact: Sandy Gourley 
19-19-19-19 

Sygnis 
425 w. Capitol, #1 ooo 
Little Rock. AR 72201 
Ph . 501 -661 -7000 
Fax 501 -661 7099 
Contact : Bob McNeice 
50-0-50-31 

CALIFORNIA 

Facts 'n Figures 
1233 W. Ave. P, Ste. 701 
Palmdale, CA 93551 
Ph . 805-272-4888 
Fax 805-272 5676 
Contact : Tammy Tallant 
12-6-1 -0 

Marketing Works 
425 18th St. 
Bakersfield. CA 93301 
Ph . 805·326-1 012 
Fa:x 805-326-0903 
Contact: Dee Simpson 
12-0-3-0 

FRES 0 

AIS Market Research 
2070 N. Winery 
Fresno. CA 93703 
Ph . 209-252-2727 
Fax 209-252-8343 
Contact: Kimberly Rudolf 
20-20-20-0 
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Barters Research 
145 Shaw Ave., C 1 &2 
Clovis. CA 93612 
Ph . 209·298-7557 
Fax 209-298-5226 
Contact: Joell n Bartels 
25·0-18-0 

Nichols Research 
557 East Shaw 
Fresno, CA 93710 
Ph . 209-226-3100 
Fax 209-226-9354 
Contact : Sherrie Hastay 
15-8·1 0-0 

LO NG L S 

Area Phone Bank 
3607 W. Magnolia. Ste. N 
Burbank. CA 91505 
Ph . 818-848-8282 
Fax 818-846-9912 
Contact: Ed Goldbaum 
20·0-20-0 

Ask Southern California 
12437 Lewis St.. Ste. 1 00 
Garden Grove, CA 92640 
Ph. 800-644-4275 
Fax 714-750-7567 
Contact: Jennifer Kerstner 
27-0-27-0 

Assistance In Marketing 
Huntington Center Mall 
7777 Edinger Ave. 
Huntington Beach. CA 92647 
Ph 714-891 -2440 
Fax 714-898 1126 
Contact : Cindi Reyes 
8-6-6-0 

Assistance In Marketing/Los Angeles 
3760 Kilroy Airport Way. Ste. 1 00 
Long Beach , CA 90806 
Ph . 310-981 ·2700 
Fax 310-981 2705 
Contact: David Weinberg 
10-6-6-0 

Barna Research Group 
647 W. Broadway 
Glendale, CA 91204 
Ph. 818-9241 -9300 
Fax 818·246-7684 
Contact: George Barna 
30-30-30-0 

California Survey Research 
5400 Van Nuys Blvd ., Ste. 307 
Van Nuys, CA 91401 
Ph . 818-986-9444 
Fax 818·986-1353 
Contact : Ken Gross 
40-20 40-40 

Consumer Pulse of Los Angeles 
Galleria at South Bay #269 
181 5 Hawthorne Blvd. 
Redondo Beach,CA 90278 
Ph . 31 0-371 -5578 or 800-336·0159 
Fax 310-542-2669 
Contact: Angie Abell 
20·12-20-20 

Creative Data, Inc. 
7136 Haskell Ave .. Ste. 100 
Van Nuys, CA 91406-4198 
Ph. 818-988-5411 
Fax 818-988-4057 
Contact: Jennifer Von Schneidau 
22·0-10-0 

Davis Market Research Services 
23801 Calabasas Road. Ste. 1 036 
Calabasas, CA 91302 
Ph . 818-591 -2408 
Fax 818-591 ·2488 
Contact: Carol Davis 
70-52-70-70 

Field Dynamics Marketing Research 
17547 Ventura Blvd., Ste. 308 
Encino, CA 91316 
Ph. 818-783-2502 
Fax 818-905-3216 
Contact: Tony Blass 
12-0-10-0 

Facts ·n Figures 
14550 Chase St. , Ste . 78B 
Panorama City. CA 91402 
Ph . 81 8-891 -6779 
Fax 818-891 ·6119 
Contact: Dee Escoe 
8-4-1-0 

Ted Heiman & Ascts. 
20350 Ventua Blvd .. Ste. 140 
Woodland Hills , CA 91364 
Ph. 818· 71 0·0940 
Fax 818-887-2750 
Contact: Ted Heiman 
19-1 0-1 9-1 9 
(See advertisement on p. 55) 

Hous of Marketing 
8544 Sunset Blvd. 
Los Angeles, CA 90069 
Ph . 310-854-8286 
Fax 310 652-4703 
Contact : Kevin Howe 
41 -0-41 ·0 

1/H/R Research Group 
6 Hutton Centre Dr., Ste. 1240 
Santa Ana, CA 92707 
Ph. 714-241-7920 
Fax 714-241-7933 
Contact: Lynn Stalone 
1 00-1 00-1 00-1 00 
(See advertisement on p. 41) 

Interviewing Service of America 
1 6005 Sherman Way. #209 
Van Nuys, CA 91406 4024 
Ph. 818-989-1 044 
Fax 818-782-1309 
Contact: Michael Halberstam 
135-135-135-135 
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CODES · (e.g., 25·10·25-10) 

1 STAT IONS- No. of mterview1ng stations at th1s locat on 
2 CATS No. of stat•ons us1ng CRT's for mtervleW•ng_ 
3 o SITE No.of st t'onswh,chc nb mon~toredon -s1te 
4 OFF PREMISES- No. of stahons whlchcanbemoMored 
off prom,ses 

Maritz Marketing Research 
Automotive Research Group 
1515 W. 190th St. 
Gardena, CA 90248 
Ph. 310-217-4600 
Fax 310-323-2459 
Contact: Charlie Lupul 
796-644-780-688 (nationwide) 

Maritz Marketing Research 
Performance Measurement Group 
17100 Pioneer Blvd .. Ste. 400 
Artesia. CA 90701 
Ph. 31 0-809-0500 
Fax 31 0-809-0422 
Contact: Julie Williams 
796-644-780-688 (nationwide) 

MSI International 
12604-A Hidden Creek Way 
Cerritos, CA 90701 
Ph. 310-802-8273 
Fax 31 0-802-1 643 
Contact: Dick Hurlburt 
45-45-45-45 

PKM Marketing Research 
1240 West La Habra Blvd. , #A 
La Habra, CA 90601 
Ph . 31 0-694-5634 
Fax 310-697-8964 
Contact : Patt Koerner 
35-0-35-0 

Plog Research 
18631 Sherman Way 
Reseda. CA 91335 
Ph . 818-345-7363 
Fax 818-345-9265 
Contact: Shelly Sasson 
16-0-10-0 

Quality Controlled Services (QCS) 
17100 Pioneer Blvd ., Ste. 400 
Artesia, CA 90701 
Ph. 31 0-402-6640 or 800-325-3338 
Fax 310-809-0422 
Contact: Mel Gerber 
50-50-50·50 
(See advertisement on p. 51} 

Quality Controlled Services (QCS) 
3528 Torrance Blvd., Ste. M120 
Torrance , CA 90503 
Ph . 310 316-0626 or 800-325-3338 
Fax 31 0·316·4815 
Contact: Carol Balcom Amundson 
8-0-0·0 
(See advert;sement on p. 51 ) 
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The Question Shop. Inc. 
2860 N. Santiago Blvd., #1 00 
Orange, CA 92667 
Ph. 714-97 4-8020 
Fax 714-974-6968 
Contact: Ryan Reasor 
20-0-20-0 

The Research Line 
11631 Victory Blvd .• Ste. 207 
N. Hollywood. CA 91 606 
Ph. 818-766-1246 
Fax 818-766-3033 
Contact: Samuel Weinstein 
80-60-80-80 

Sievers Research Company, Inc. 
1414 Fair Oaks, Ste. 9 
south Pasadena. CA 91030 
Ph. 818-441 -5900 
Fax 818-441 -3350 
Contact: Robert Sievers 
20-0-20-0 

Southern California Interviewing Svce. 
17277 Ventura Blvd., #200 
Encino, CA 91316 
Ph. 800-872-4022 
Fax 818-783-8626 
Contact : Ethel Brook 
1 0·0·1 0·0 

The Verity Group. Inc. 
680 Langsdorf Or., #1 02 
Fullerton , CA 92631 
Ph . 714-680-9611 
Fax 714-680-9676 
Contact: Scott Kincer 
70-60-70-0 

C.A. Walker & Ascts., Inc. 
11631 Victory Blvd., Ste. 207 
N. Hollywood. CA 91606 
Ph . 818-766-1246 
Fax 818-766-3033 
Contact: Sam Weinstein 
70-50-70-70 

Western International Research 
8544 Sunset Blvd. 
Los Angeles, CA 90069 
Ph. 310 854-4869 
Fax 310-652-4703 
Contact: Joan Delisio 
23-0-13-0 

s RAM TO 

Ask America Marketing Research 
1932 Stockton Blvd . 
Sacramento, CA 95816 
Ph . 916-452-3300 
Fax 916-452-3547 
Contact : Michael Pettengill 
39-0-25-0 

J.D. Franz Research 
1050 Fulton Ave., Ste . 230 
Sacramento . CA 95825 
Ph . 916-488-1550 
Fax 916-481 -4838 
Contact: Jennifer Franz 
25-0-25-0 

Research Unlimited 
1 012 Second St. 
Sacramento, CA 95814 
Ph. 916-446-6064 
Fax 916-448-2355 
Contact : Tom Green 
18-0-18·0 

SA DIEGO 

Analysis Research Ltd . 
4655 Ruffner St., Ste. 180 
San Oiego,CA 92111 
Ph . 619-268 4800 
Fax 619-268-4892 
Contact: Jim Smith 
11 ·2-6·0 

CIC Research , Inc. 
8361 Vickers St. 
San Diego. CA 92111 -2112 
Ph . 619-637-4000 
Fax 619-637-4040 
Contact: Joyce Revlett 
35·8-35 35 

Directions In Research , Inc. 
5353 Mission Center Rd .. Ste. 310 
San Diego. CA 921 08 
Ph . 619-299-5883 
Fax 619-299 5888 
Contact: Pat Funes 
80-50-80-80 

Fogerty Research 
5090 Shoreham Pl .. #206 
San Diego , CA 92122 
Ph . 619-550-3878 
Fax 619-550-3875 
Contact: Patty Fogerty 
25-25-25-25 

Luth Research , Inc. 
2365 Northside Drive, #1 00 
San Diego , CA 92108 
Ph . 619-283-7333 
Fax 619-283-1251 
Contact: Charles T. Rosen 
44-44-44-44 
(See advertisement on p. 22} 

Market Development, Inc. 
Hispanic Interviewing Services 
1441 Sixth Avenue 
San Diego. CA 92101 -2706 
Ph. 619-685-8356 
Fax 619-685-8387 
Contact: Jose Suarez 
50-30-29-29 

San Diego Surveys. Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph_ 619-265-2361 
Fax 619-582-1562 
Contact : Dan Satre no 
28-0-28-0 
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Taylor Research 
1545 Hotel Circle S., Ste. 350 
San Diego, CA 92108 
Ph. 619-299-6368 
Fax 619-299-6370 
Contact : Harriet Huntley 
30-0-30-4 

Westat, Inc. 
3156 Vista Way. #300 
Oceanside, CA 92054 
Ph. 609~ 721 -2800 
75-75-75-75 

SA RA 

ADF Research 
1456 Lincoln Avenue 
San Rafael , CA 94901 
Ph . 415-459-1115 
Fax 415-457-2193 
Contact Art Faibisch 
30-30-20-0 

ConStat 

0 

450 Sansome St., Ste . 11 oo 
San Francisco. CA 94111 
Ph. 415-274-6600 
Fax 415-274-6610 
Contact Blaine Leroy 
11 0-80-11 0-11 0 

Consumer Research Associates 
111 Pine St. , Ste. 1715 
San Francisco, CA 94111 
Ph . 415-392-6000 
Fax 415-392-7141 
Contact: Mike Mallonee 
27-0- 0-0 

Corey, Canapary & Galanis 
447 Sutter St. 
San Francisco. CA 94108 
Ph . 415-397-1200 
Fax 415-433-3809 
Contact : Elizabeth Canapary 
25-0-6-0 

Elrick & Lavidge 
111 Maiden Ln. at Union Sq. 
San Francisco, CA 94108 
Ph. 415-434-0536 
Fax 415-391-0946 
Contact John Glazier 
23-23-23-23 

Richard Evans & Associates , tnc. 
120 Howard St. , Ste. 660 
San Francisco , CA 94105 
Ph . 415-777-9888 
Fax 415-777-9281 
Contact: Lucinda Gonion 
28-20-20-0 

Field Management Associates 
400 El Cerrito Plaza 
El Cerrito, CA 94530 
Ph . 51 0-527-8030 
Fax 51 0-524-2077 
Contact : Hal Berke 
20-0-20-0 

Field Research Corporation 
550 Kearny St., Ste. 900 
San Francisco , CA 94108 
Ph. 415-392-5763 
Fax 415-434-2541 
Contact: Bob Friel 
45-45-45-45 

Fleischman Field Research 
220 Bush St. , Ste. 1300 
San Francisco, CA 94104 
Ph. 415-398-4140 
Fax 41 5-989-4506 
Contact: Molly Fleischman 
80-0-80-80 
(See advertisement on p. 36) 

Freeman, Sullivan & Co. 
131 Steuart St. , Ste . 500 
San Francisco, CA 94105 
Ph . 415-777-0707 
Fax 415-777-2420 
Contact: Patrice Souders 
28-28-28-0 

22 Years Of Experience At 
Your Disposal ! ! 

• 16' x 20' GROUP ROOM 

• 16' X 12' VIEWING ROOM 
• 1 0' X 4' ONE WAY MIRROR 

IN-HOUSE RECRUITING 
Phone Bank 

Focus Groups 

May 1994 

• 
• SILENT AIR CONDITIONING 

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

PACIFIC TIME 
• SILENT MONITORING SYSTEM 

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

TED HEIMAN & ASSOCIATES 
CALIFORNIA QUALITATIVE CENTER 

20350 Ventura Boulevard Suite 140 
Woodland Hills, CA. 91364 

1-800-283-2133 FAX 818-887-2750 
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CODES- (e.g. , 25-10-25-10) 

1. STATIO S- No of mterv1eW1ng stat1ons at tl11s local on 
2. CRT'S o of stat•ons us1ng CRT's for mterviewtr g 
3 0 -SITE - No of stat ons wh ch can be mon1tored on -s11 e 

OFF-PREMISES - o ofstat1onswh1chC nbemoMored 
otf-premses 

MR&A Field & Tab 
1650 S. Amphlett Blvd .. #202 
San Mat o. CA 941 02 
Ph . 41 5-358-1480 
Fax 415-574-8055 
Contact : Sarah Fraser 
30-25-30-30 

Nichols Research. Inc. 
1155 Newpark 
Newark, CA 94560 
Ph. 51 0-794-2990 
Fax 510-794-3471 
Contact: Jane Rosen 
20-8-15-0 

Nichols Research , Inc. 
2300 Clayton Rd .. Ste. 1370 
Concord. CA 94520 
Ph . 51 0-687-9755 
Fax 510-686-1384 
15-8-9 0 

Parallax Marketing Research 
535 Pacific Ave., 2nd Fir. 
San Francisco, CA 94133 
Ph . 415-956 6988 
Fax 415-956-6536 
Contact: Brad Woolsey 
20-20-20-0 

The Research Spectrum 
182-2nd St., 4th Floor 
San Francisco, CA 94105 
Ph. 415-543-3777 or 800-876-3770 
Fax 415-543-3553 
Contact: Rick Snyder 
30-30-30-30 

Tragon Corporation 
365 Convention Way 
Redwood City, CA 94063 
Ph. 415-365-1833 
Fax 415-365-1833 
Contact: Brian McDermott 
24-0-24-0 
(See advettisement on p. 14) 

Margaret Yarbrough & Ascts. 
934 Shore Point Ct. , Ste. 100 
Alameda. CA 94501 
Ph. 510-521 -6900 
Fax 510-521 -2130 
Contact: Margaret Yarbrough/Dian Kientz 
20-0-20-20 

S JOSE 

Nichols Research, Inc. 
333 W. El Camino Real. Ste. 180 
Sunnyvale, CA 94087 
Ph. 408-773-8200 
Fax 408-773-8564 
Contact: Mimi Nichols 
40-8-30-0 
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Phase Ill Market Research 
1150 N. 1st St. , Ste. 211 
San Jose, CA 95112 
Ph . 408-947-8661 
Fax 408-293-9909 
Contact: Nancy Pitta 
15-0-15-0 

San Jose Focus 
3032 Bunker Hill Ln .. #1 05 
San Jose. CA 95054 
Ph . 408-988-4800 
Fax 408-988-4866 
Contact : Colleen Flores 
50-0-50-0 

COLORADO 

OL DO SPRINGS 

Consumer Pulse of Colorado Springs 
750 Citadel Drive East 
Citadel Mall #1 084 
Colorado Springs, CO 80909-5341 
Ph . 719-596-6933 or 800-336-0159 
Fax 719·596-6935 
Contact: Mary Schneider 
8-4-8-8 

v 
Colorado Market Research 
Ruth Nelson Research Svcs. 
2149 S. Grap St. 
Denver, CO 80222 
Ph . 303-758-6424 
Fax 303-756-6467 
Contact Cristy Reid 
70-0-70-8 

Consumer Pulse of Denver 
Thornton Town Ctr .. #1 05 
10001 Grant St. 
Thornton. CO 80229 
Ph. 303-280-9747 or 800-336 0159 
Fax 303-280-97 44 
Contact: Tony Soares 
16-12-16-16 

Eagle Research 
12157 W. Cedar Drive 
D nver. CO 80228 
Ph. 303-980 1909 
Fax 303-980-2270 
Contact: Christine Balthaser 
70-0-70 70 

Insight Research , Inc. 
2450 Central Ave .. Ste. P-4 
Boulder, CO 80301 
Ph. 303-447 9059 
Fax 303-44 7-2414 
Contact: Renee de Alba 
8 8 8-8 
(See advettisement on p. 28) 

Information Research Inc. 
1 0650 E. Bethany Dr. 
Denver. CO 80014 
Ph. 303-751 -0190 
Fax 303-751 -8075 
Contact: Norm P tit 
15-0-15-0 

Phone Surv y Inc. 
1 95 Emerald St. 
Broomfield , CO 80020 
Ph. 303-466-4056 
Fax 303-469-0852 
Contact : Cathy Wahl 
5-1-5-5 

The Research Center 
550 S. Wadsworth Blvd .. Ste . 101 
Denver. CO 80226 
Ph. 303-935-1750 
Fax 303-935-4390 
Contact: Anme Reid /Annette Loucks 
30-1 0-30-30 
(See advettisement on p. 57) 

Talmey-Drake Research & Strategy 
Box 1070 
Boulder, CO 80306 
Ph . 303-443-5300 
Fax 303-447-9386 
Contact : Mark Miller 
54-54-54·54 

ORT COL I S 

Phone Base Res arch 
113 South College Ave., Ste. 2 
Fort Collms. CO 80521 
Ph. 303-224-2202 
Fax 303-224 1152 
Contact: Todd Jones 
24-0-24-24 

CONNECTICUT 
I 

ART OR 

Beta One 
270 Farmington Ave., Ste. 126 
Farmington , CT 06032 
Ph . 800-447-2382 
Fax 203-677-4967 
Contact: Mike Sahno 
25-0-25 25 

W K 

J. B. Martin Research Svcs., Inc. 
4695 Main St. 
Bridgeport, CT 06606 
Ph . 203-365-4900 
Fax 203-365-4912 
Contact: Nancy Salk 
9-0-9-9 

Smith & Co. 
755 Main St.. Bldg . 8 
Monroe. CT 06468 
Ph. 203-268-0200 
Fax 203-261 -4545 
Contact : Steve Smith 
18-0-18-0 
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DENVER 

550 S.Wadsworth Blvd. 
Suite 101 

Denver, Colorado 80226 
(303) 935-1750 
Fax : 935-4390 

Faciliti s 
The Focus Group Suite is a contemporary, tastefully 
decorated, private fadlity centrally located with easy 
accessibility. 
• Conference Room includes washable writing 

surfaces, movable easel, oak rails, 20" monitor & 1/2" 
video players. Conference table seats 13. Wired to 
provide audio & video feeds to Focus Group . 

• Viewi~ Room 2 tiered, seating 15 people comfort-
ably. Wnting surface, muted lighting & state-of-the-art 

sound system. Snack & beverage bar also in 
room. Catering service provides Denver's 
best cuisine. 

• Central Location Facility 500 sq. ft provides 

i
~~~i!!i!l multiple configurations of seating, holding 40-50 respondents. Can be used for multipur-

poses, including client work area, de-briefing 
f~cility, ~or mock jury tests, store 
s1mulat1ons, or taste tests. 

• Secured Storage Room Adjacent to central 
location facility for product materials. 

C1rcla No 159 on R1mdar C;Jrd 



CODES - (e.g., 25-10-25-10) 

1. STATIONS - No. of 1nterview1ng stat onsatthis location 
2. CRT'S - No. of s lions using CRT's for interv• wing 
3. ON-SITE · No. of stations which can be mon1tored on-SIIe 
4 . 0FF-PREMISES - No . olslationswhlch can bernonlto~ d 
off- pr rn ises 

STAM ORD 

Coast To Coast Telephone Center 
1351 Washington Blvd. 
Stamford, CT 06902 
Ph. 203-325-2335 
Fax 203-325-4995 
Contact: Lorraine Kweskin/EIIen Guion 
30-28-30-30 

Consumer Dialogue Center 
25 Third St. 
Stamford, CT 06905 
Ph. 203-356-1678 
Fax 203-327-9061 
Contact: Susan Baines 
40-0-40-40 

DISTRICT OF 
COLUMBIA 

Consumer Pulse of Washington 
831 OC Old Courthouse Road 
Vienna, VA 22182·3809 
Ph. 703-442-0960 or 800-336-0159 
Fax 703-442-0967 
Contact: Jeff Davis 
15-8-15-15 

Decision Data Collection (Decision DC) 
1489 Chain Bridge Rd., #100 
Mclean, VA 22102 
Ph. 703-556-77 48 
Fax 703-356-1680 
Contact: Gary Brown 
16-0-16-0 

Peter D. Hart Research Ascts., Inc. 
1724 Connecticut Ave. N.W. 
Washington, DC 20009 
Ph . 202-234-5570 
Fax 202-232·8134 
Contact : linda Rosenberg 
84-0-84-0 

HTI Custom Rsch./Div. of NPD Grp. 
6525 Belcrest Rd ., #50 
Hyattsville, MD 20782 
Ph . 301 -779-7950 
Fax 301 -779-4210 
Contact: Richard Ackah 
45-45-45-45 

KCA Research/Div. of David C. Cox & Ascts. 
5501 Cherokee Ave,#111 
Alexandria, VA 22312 
Ph. 703-642-5220 
Fax 703-256-1061 
Contact: Arnie Greenland 
20-20-20-0 
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Metro Research Services, Inc. 
9990 lee Hwy., #11 0 
Fairfax , VA 22030 
Ph . 703-385-1108 
Fax 703-385-8620 
Contact : Nancy Jacobs 
16-0-16-0 

National Research, Inc. 
5335 Wisconsin Ave., #71 0 
Washington, DC 20015 
Ph . 202-686-9350 
Fax 202-686-7163 
Contact: Rebecca Craig 
50-0-40-7 

National Telecommunications Services, Inc. 
236 Massachusetts Ave . NE, #610 
Washington, DC 20002 
Ph. 202·675-4500 
Fax 202-546-0984 
Contact: Ginger King 
25-0-20-20 

OMR (Oichak Market Research) 
7255-A Hanover PKwy. 
Greenbelt, MD 20770 
Ph. 301 -441 -4660 
Fax 301 -474-4307 
Contact: Jill L. Siegel 
18-0-18-13 

Shugoll Research 
7475 Wisconsin Ave ., Ste. 200 
Bethesda, MD 20814 
Ph. 301 -656-031.0 
Fax 301 -657-9051 
Contact: Joan Shugoll fRick Seale 
20-0-20·0 

Westat, Inc. 
1650 Research Blvd. 
Rockville, MD 20850 
Ph. 301 -251 -1500 
Contact: Pat Skinner 
7 5-75-75-75 

Westat, Inc. 
5303K Spectrum Dr. 
Frederick, MD 21701 
Ph . 301 ·662-0027 
60-60-60·60 

Woelfel Research , Inc. 
2222 Gallows Road , #200 
Vienna, VA 22182 
Ph . 703-560-8400 
Fax 703-560-0365 
Contact: Jeffrey Adler 
49-31 -49-49 

'FLORIDA 

FORT u 
Mar's Surveys 

R 

1700 University Drive , #205 
Coral Springs, FL 33071 
Ph. 305-755-2805 
Fax 305-755-3061 
Contact: Eric Lipson 
40-28-40-40 

Mar's Surveys 
4300 University Drive, #205 
Fort Lauderdale , FL 33351 
Ph . 305-755-2805 
Fax 305-755-3061 
Contact: Micki Dwoskin 
18-0-18-18 

VNU Operations Center 
12350 N.W. 39th St. 
Coral Springs. FL 33065 
Ph . 305-753-6043 
Fax 305-344-7687 
Contact: David Lustig 
40-40-40-40 

GAINESVILLE 

Perceptive Market Research 
2306 S.W. 13th St. , Ste. 806 
Gainesville , FL 32608 
Ph . 800-7 49-6760 or 904-336-6761 
Fax 904-336-6763 
Contact: Dr. Elaine Lyons-Lepke 
10-10-10-0 

JACKSONVILL 

AT & T American Transtech 
8000 Baymeadows Way 
Jacksonville, FL 32256 
Ph . 904-636-1203 
Fax 904-636-2369 
Contact: Leslie Pecci 
30-30-30-30 

Irwin Research Services, Inc. 
900 University Blvd . N., #606 
Jacksonville , FL 32211 
Ph . 904-744-7000 
Fax 904-744-2090 
Contact: Clarice Irwin 
85-85-85-85 
(See advertisement on pp. 15, 22) 

Kirk Research Services, Inc. 
4525 Roosevelt Blvd . 
Jacksonville, FL 32210 
Ph . 904-387-0883 
Fax 904-387-0268 
Contact: Hazel or Rebecca Kirk 
15-0-15-0 

Ulrich Research Services , Inc. 
1734 Kingsley Ave. 
Orange Park, FL 32073 
Ph . 904-264-3282 
Fax 904-264-5582 
Contact: Nancy Ulrich/Jeannette Brown 
19-0-19-0 

MIAMI 

BSR Field Services 
2121 Ponce de Leon Blvd. 
Coral Gables. FL 33134 
Ph. 800-282-2771 
Fax 305-448-6825 
Contact: Ethel Owrey 
30-10-30-0 
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Findings International Corp. 
9100 Coral Way, Ste. 6 
Miami. FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
Contact: Orlando Esquivel 
20-0-20-0 

Jean M. Light Interviewing Svcs., Inc. 
8415 Coral Way, #201 
Miami, FL 33155 
Ph. 305-264-5780 
Fax 305-264-6419 
Contact : Jean M. Light 
20-0-20-20 

National Opinion Research Services 
760 NW 107th Ave., #106 
Miami , FL 33172 
Ph . 800-940-941 0 
Fax 305-553-8586 
Contact: Daniel Clapp 
38-25-38-38 

Profile Marketing Research , Inc. 
4020 S. 57th Avenue, #101 
Lake Worth , FL 33463 
Ph. 407-965-8300 
Fax 407-965-6925 
Contact: Judy A. Hoffman 
20-0-20-20 

Rife Market Research 
1111 ParkCentre Blvd .. #111 
Miami , FL 33169 
Ph . 305-620-4244 
Fax 305-621 -3533 
Contact: Sandy Palmer 
28-4-28-28 

Weitzman & Philip. Inc. 
850 lves Dairy Rd. 
Miami, FL 33179 
Ph. 305-653-6323 
Fax 305-653-4016 
Contact Dan Philip 
21 -0-21 -0 

ORLA DO 

Central Florida Market Research, Inc. 
1 065 Maitland Ctr. Commons. #204 
f\.1aitland, FL 32751 
Ph . 407-660-1808 
Fax 407-660-9674 
Contact: Vicky Stevens 
16-8-12-0 

Hancock Information Group 
2180 West S.R. 434. Ste . 3170 
Longwood, FL 32779 
Ph . 407-682-1556 
Fax 407-682-0025 
Contact: Rhonda Hughes 
30-30-30-30 

Barbara Nolan Research 
United States Research Co . 

445 Osceola St. 
Altamonte Springs. FL 32701 
Ph. 407-830-4542 
Contact: Ruth Kent 
30-0-30-30 
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p s OL 

Sand Dollar Research, Inc. 
5100 N. 9th Ave. , #M-1209 
Pensacola, FL 32504 
Ph . 904-478-9274 
Fax 904-476-4450 
Contact: Charles Graham 
1 0-1 0-1 0-1 0 

OT 

VNU Operations Center 
1751 Mound St. , #205 
Sarasota, FL 34236 
Ph . 305-753-6043 
Contact: David Lustig 
60-60-60-60 

T L H SS 

MGT of America , Inc. 
2425 Torreya Drive 
Tallahassee. FL 32303 
Ph. 904-386-3191 
Fax 904-385-4501 
Contact: Ray Thompson 
20-0-20-0 

T MP 

Davis & Davis Research , Inc. 
8001 Dale Mabry Hwy., #401 B 
Tampa, FL 33614 
Ph. 813-8 73-1908 
Fax 813-935-5473 
Contact: Irene Davis 
10-0-10-6 

Herron Associates, Inc. 
600 North Westshore Blvd. , #702 
Tampa, FL 33609 
Ph . 813-282-0866 
Fax 813-282-3553 
Contact: Elaine Herron-Cravens 
24-4-24-0 

Schwartz Field Svce ., Inc. 
8902 N. Dale Mabry Hwy. 
Tampa. FL 33614 
Ph . 813-933-8060 
Fax 813-935-3496 
Contact: Bonita Schwartz 
9-0-9-0 

Suburban Associates 
Tampa Conference Center 
4350 W. Cypress . #535 
Tampa. FL 33607 
Ph . 813-874-3423 
Fax 813-875-6789 
Contact: Mandy Murphy-O'Neil 
24-8-24-0 

Total Research Corporation 
5130 Eis nhower Blvd. , Ste. 21 0 
Tampa. FL 33634 
Ph. 813-887-5544 
Fax 813-882-0293 
Contact: Cindy Lau 
80-50-80-80 

w PA B 

Field & Focus 
4020 South 57th Ave. 
Lake Worth , FL 33463 
Ph. 407-965·8300 
Fax 407-965-6925 
Contact: Lois Stermer 
35-30-30-25 

GEORGIA 

ATLA A 

H 

Atlanta Marketing Research Ctr. 
2660 Lenox Rd., Bldg . 10, Lenox Pte. 
Atlanta, GA 30324 
Ph . 404-239-0001 
Fax 404-237-1235 
Contact: John Lockler 
20-0-20-20 

Booth Research Services, Inc. 
1120 Hope Rd., Ste. 200 
Atlanta. GA 30350 
Ph. 404-992-2200 
Fax 404-642-4535 
Contact: Dottie Nix 
60-60-60-60 
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CODES- (e.g., 25-10-25-10) 

STATIONS- o. oflnlervt wmg taltonsat thtsloca ton 
2 CRT'S No of stattons usmg CRT's or tntervtewtng 
3 ON SITE No of s at tons wh tch can be monttored on-stte 
4.0FF-PREMISES No ofsta •ons whtchcanb mont oreo 
off-premts s 

Compass Marketing Research 
3294 Medlock Bridge Rd., Ste .1 00 
Norcross, GA 30092 
Ph . 404-448-0754 
Fax 404-416· 7586 
Contact: Anne Rast 
80 80-80-8 
(See advertisement on p. 61) 

Elrick & Lavidge , Inc. 
1990 Lakeside Pkwy. 
Tucker, GA 30084 
Ph. 404·938-3233 
Fax 404-621 -7666 
Contact: Roger Bacik 
57 57 57 57 

The Gallup Organization - Atlanta 
3333 Peachtree Rd ., S. Twr. M-10 
Atlanta, GA 30326 
Ph. 404-816-4115 
Fax 404-816-5322 
Contact: Jacques Murphy 
32-32 32 0 

Jackson Associates, Inc. 
1140 Hammond Dr., Bldg. H 
Atlanta, GA 30328 
Ph . 404-394-8700 
Fax 404-394-8702 
Contact: Margaret Hicks 
40-20-40-40 
(See advertisement on p. 22) 

Joyner Hutcheson Research. Inc. 
1900 Century Place 
Atlanta. GA 30345 
Ph. 404-321 -0953 
Fax 404-634-8131 
Contact: Glenda McMahon 
12 0 12-0 

MacConnell Research Services, Inc. 
10 Perimeter Pk. Dr., #11 0 
Atlanta, GA 30341 
Ph. 404-451 -6236 
Fax 404-451-6184 
Contact: Cubie House 
14-0 2-0 

Mid-America Research. Inc. 
3393 Peachtree Road N.E. 
Atlanta, GA 30326 
Ph. 404-261 -8011 
Fax 404-261 -5576 
Contact: Joan Ferdinands 
8-4-8-0 

Nordhaus Research, Inc. 
3405 Piedmont Rd. , #175 
Atlanta, GA 30305 
Ph. 404-848-8188 
Fax 404 848-8199 
Contact: Bob VanDam 
10-0-10-0 
(See advertisement on p . 69) 
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Quality Controlled Services (QCS) 
2635 Century Pkwy .. Ste. 1 00 
Atlanta , GA 30345 
Ph. 800-227-2974 or 800 325·3338 
Fax 404-636-3276 
Contact: Susan Lipsitz 
14-0-14-0 
(See advertisement on p. 51) 

John Stolzberg Market Research 
1800 C ntury Blvd . N.E .. #1000 
Atlanta. GA 30345 
Ph . 404-329-0954 
Fax 404-329-1596 
Contact : John Stotzberg 
15-1-0-0 

Whaley R search, Inc. 
500 Riverdal Ct. 
Colleg Park, GA 30337 
Ph. 800-283-4701 
Fax 800-283-4733 
Contact: Marilynn Whaley 
50-50·50-50 

HAWAII 

HONOLULU 

Omnitrak Group, Inc. 
220 S. King St. . #975 
Honolulu , Hl96813 
Ph . 808 528 4050 
Fax 808-538-6227 
Contact : Barbara Ankersmit 
22-12-16-16 

SMS Research 
1 042 Fort St. , #200 
Honolulu, HI 96813 
Ph. 808-537 3356 
Fax 808-537-2686 
Contact: James E. Dannemiller 
24-0-12-0 

Ward Research , Inc. 
126 Queen St. , #212 
Honolulu, HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
Contact: Rebecca S. Ward 
10-0-10-0 

IDAHO 
I 

BOIS 

Clearwater Research. Inc. 
1111 S. Orchard , #150 
Boise, I 0 83705 
Ph . 208-343-9556 
Fax 208-343-0648 
Contact: Steve Swann 
24-24-24 24 

ILLINOIS 

Adler Weiner Research Co . 
6500 N. Lincoln Ave. 
Lincolnwood. IL 60645 
Ph. 708-675-5011 
Fax 708-675-5698 
Contact : Eileen Dorfman 
25-0-10-0 

Assistance In Marketing/Chicago 
1650 N. Arlington Heights Rd. 
Arlington Heights, IL 60004 
Ph . 708-392-5500 
Fax 708-392-5841 
Contact: Laura Shulman 
8-0-8-8 

Irwin Broh & Associates, Inc. 
1011 E. Touhy Avenue 
Des Plaines, IL 60018 
Ph . 708-297-7515 
Fax 708-297-7847 
Contact: David Waitz 
20-5-20-20 

Central Telephone Interviewing Sys. (CTIS) 
6445 N. Western Avenue 
Chicago, IL 60645 
Ph. 312-27 4-3700 
Fax 312-274-4021 
Contact: Mark Pilarski 
50-50-50-50 

CIJ Research, Inc. 
3150 Salt Creek Lane 
Arlington Heights. IL 60005-8760 
Ph . 800-323-0266 
Fax 708-253-1587 
Contact: Sherrie Binkerrerri Cotter 
1 00-80-1 00-0 

Communications Research . Inc. 
233 E. Wacker Drive , Ste. 2105 
Chicago, I L 60601 
Ph . 312-938-0200 
Fax 312-938-8711 
Contact: Kathy Beimfohr 
25-0-25-0 

Communications Workshop, Inc. 
168 N. Michigan Avenue 
Chicago. IL 60601 
Ph . 312-263-7551 
Fax 312-332-6115 
Contact : Paula King 
30-0-30-30 

Com-Sci Systems, Inc. 
444 Frontage Road 
Northfield, IL 60093 
Ph. 708-446-0446 
Fax 708-446-0504 
Contact : Richard J. Schlesinger 
35-12-35-0 
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Consumer & Professional Research, Inc. 
3612 Lake Ave. 
Wilmette, IL 60091 
Ph . 708-256-77 44 
Fax 708-251 -7662 
Contact: Peter Marich 
14-12-14-1 4 

Conway/Milliken & Associates 
875 N. Michigan, Ste. 2511 
Chicago, IL 60611 
Ph. 312-787-4060 
Fax 312-787-4156 
Contact: Rose Randle 
36-36-36-36 

Data Research, Inc. 
1319 Butterfield Rd ., #510 
Downers Grove, IL 60004 
Ph . 708-971 -2880 
Fax 708-971 -2267 
Contact: Ken Jennrich 
50-17-20-20 

Elrick & Lavidge 
3 Westbrook Ctr., Ste . 600 
Westchester, IL 60154 
Ph. 708-449-5300 
Fax 708-449-4498 
Contact: Rudy Rau 
60-43-43-43 

Field Response Company 
855 E. Gol.f Rd., Ste. 21 35 
Arlington Heights, IL 60005 
Ph . 708-439-8990 
Fax 708·439-8992 
Contact: Linda Hunt 
13-0-0-0 

Focuscope, Inc. 
1100 W. Lake St. , Ste. 60 
Oak Park, tl 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
Contact : Ann Rooney/Kevin Rooney 
15-0-15-0 

Heakin Research, Inc. 
3615 Park Drive 
Olympia, IL 60461 
Ph. 708-503-1 011 
Fax 708-503·01 01 or 708-503·0216 
45-31 -45-45 

Ingram Research , Inc. 
OS 125 Church St. 
Winfield, IL 60190 
Ph. 708-462-0402 
Fax 708-462-7153 
Contact: Roland G. Ingram 
25-0-20-20 

Kapuler Survey Center 
3436 N. Kennicott 
Arlington Heights, IL 60035 
Ph. 708-870-6700 
Fax 708-392·2122 
Contact : Rose Graziano 
140-1 00-1 00-1 00 

May 1994 

Ma.ritz Marketing Research 
Performance Measurement Group 
1415 W. 22nd St. 
Oak Brook, IL 60521 
Ph . 708-368-3800 
Fax 708-368-3801 
Contact: Michael Brereton 
796-644-780-688 (nationwide) 

Market Facts, Inc. 
National Telephone Center 
1560 Sherman Ave., Ste. 210 
Evanston. l L 60201 
Ph. 708-864-5100 
Fax 708-864-5100 ext. 107 
Contact: Judy Kemp 
68-68-68-68 

Market Facts, Inc. 
National Telephone Center 
1010 Lake St. 
Oak Park, ll 60301 
Ph. 708-524-2001 
Fax 708-524-2351 
Contact: Kevin Coughlin 
65-65-65-65 

Market Facts, Inc. 
National Telephone Center 
4260 Westbrook Drive 
Aurora, I L 60504 
Ph. 708-851 -6823 
Fax 708·851 ·9213 
Contact: Donna Barnes 
42-42-42-42 

COMPASS MARKETING RESEARCH 
-----------------------------

Data Collection Specialists 

Growing With Atlanta S ince 1980 

• 80 RT tations 
• Soundproof Partitions 
• Fa t Turnaround 
• Local and WATS Dialing 
• In-house GENESYS Sampling 
• ser-friendly Monitor Syst m 
• Off-Site Monitoring 
• 1- 00-CALLBACK Capabilities 

PROFESSIONAL FOCUS GROUP FACD.JTIES 

• Two Spacious Focus Group Rooms 
• Each with Client Observation Room 
• omfortable Seating for Observer 
• Connect· ng Client ounge with 

Closed Circuit TV and Telephone 
• In-house Audio-Visual Technician 
• Remote ontrol Panning 

OTHER SERVICE S 

• Simulated Store Room 
• Full Taste-Test Kitchen 
• n -on- n s 
• Taste Tests 

• Intercepts 
• Mystery Shopper Studies 
• Executive Interviewing 
• Tabulation Services 

COM ASS MARKETI G RESEARCH 
3294 Medlock Bridge Road Suite 100 

Norcross , Georgia 30092 
(Voice) 404-448-0754 (Fax) 404 .. 416-7586 

For Information ontact: Anne Rast Chris Ruff Joe Ferris 

C•rcl No. 138 on Road r Card 
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CODES- (e.g. 25-10-25-10) 

STATIONS o o t 111 wm tat1ons at this location 
2 CRT'S No of stations u 1ng CRT's or mtervtewtng 
3. ON SIT • No of s at10r wh•c C< n be mont to red on 11 
4 OFF P MISES - o or tat•ons whtchcanb mon torod 

Mtd-America Research, Inc. 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
Ph. 708-392-0800 
Fax 708-870-6236 
Contact: Nancy Lindholm 
22-16-16-0 

National Data Res arch. Inc. 
770 Frontag Rd .. #11 0 
Northfield, IL 60093 
Ph . 708-501 -3200 
Fax 708-501-2865 
Contact: Jim Burkett 
18-0-18-0 

Precision Ft ld Services 
10600 W. Higgins Rd. , #100 
Rosemont, IL 60018 
Ph . 708-390-8666 
Fax 708-390-8885 
Contact: Scott Adleman 
30-1 0-30-30 

Quality Controlled Services (QCS) 
Oak Brook East 
2000 Spring Road. Ste. 100 
Oak Brook, IL 60521 
Ph. 800-322-2376 or 800-325-3338 
Fax 708-990 8188 
Contact · Andrea Wilk 
10-10-10-0 
(See advertisement on p. 51) 

Quality Controlled Services (QCS) 
400 N. Schmtdt Road 
Bolingbrook, IL 60440 
Ph . 708 759-0700 or 800 325-3338 
Fax 708 759-9611 
Cant ct : Jean Grant 
48-48-48-48 
(See advertisement on p. 51} 

Questions & Marketing Research Svcs. 
19211 Henry Drive 
Mok na. IL 60448 
Ph . 708 479-3200 
Fax 708 479-4038 
Contact: Marge Weber 
24-0 24 0 

The Research Group 
8289 Golf Road 
Niles, IL 60714 
Ph. 708-966-8900 
Fax 708 966-8871 
Contact · Bill Smith 
25-0 25-25 

Research House, Inc 
6901 N. Lincoln Ave. 
Lmcolnwood, IL 60646 
Ph. 708 677-4747 
Fax 708-677 7990 
Contact : Darlene Pteii!Jane Ztmbler 
24-0 0 0 

62 

Smtth M dtcal Market Research. Inc. 
1121 -P Lake Cook Rd. 
Deerfield. IL 60015 
Ph. 708-948 0440 
Fax 708 948 8350 
Contact: Kevtn Smtih 
24-10-24 24 

Strictly M dical 
Edens Office Plaza 
4801 W. Peterson Av ., Ste. 608 
Chicago. IL 60646 
Ph . 312 202 3500 
Fax 312 202-3511 
Cont ct: Myra Balaban 
6-2-6-0 

Surv y Center. Inc. 
455 E. lllinots St. 
Chicago. IL 60611 
Ph. 312-321 -8100 
Fax 312-321 -0607 
Contact: Pam Kaplan 
130-30-130 130 

TeleBusiness USA 
1945 Techny Rd .. Ste. 3 
Northbrook, IL 60002 
Ph. 708 480-1560 
Fax 708 480-6055 
Contact: Larry Kaplan 
70-40 70-0 

Time N Talent, Inc. 
Edens Office Plaza 
4801 W. Peterson Ave., Ste. 608 
Chicago, I L 60646 
Ph . 312-202-3500 
Fax 312-202-3511 
Contact: Myra B I ban 
6260 

U.S. Research Co. 
300 Marquardt 
Wheeling. IL 60090 
Ph 708-520-3600 
Fa 708-520-3621 
Contact: Larry Clark 
100 25-100-100 

P RI 

Scotti Mark ting Research. Inc. 
1118 N. Sh ridan Road 
Peoria, IL 61606 
Ph. 309-673-6194 
Fax 309-673-5942 
Contact: Nancy Matheis 
16-0-10-0 

0 K 

Millward Brown, Inc. 
7115 Windsor Lake Pkwy. 
Loves Park, IL 61111 
Ph . 815-654 6300 
Fax 815-654 6317 
140-140-140-140 

Millward Brown, Inc. 
5301 E. State St. , #312 
Rockford, IL 61108 
Ph. 815-226-5678 
Fax 815-226-2253 
60 60-60-60 

INDIANA 

v 
Product Ace ptance & Research 
P.O. Box 3126 
Evansville, IN 47731 
Ph. 812-425-3533 
Fax 812-421 -6806 
Contact: Woody Youngs 
60-40-60-60 

w y 

DataSource 
3400 Coliseum Blvd E., #300 
Fort Wayn . IN 46805 
Ph. 219-484-9025 
Fax 219-482-1875 
Contact: C thy Huff 
56-56-56-56 
(See adv rtisement on p. 63) 

Dennts Research Servtces, Inc. 
3502 Stellhorn Rd. 
Fort Wayne, IN 46815 
Ph. 219-485 2442 
Fax 219-485 1476 
Contact: P t Slater 
25-0-25-25 

DI P LI 

Communtcattons Center. Inc. (CCI) 
3828 S. Madison 
lndt napolts. IN 46227 
Ph . 317 781-9009 
Fax 317 781 1812 
Cont ct· Sandra Patton 
1 00-0-1 00 1 00 

DataSource 
3939 Priority Way S. Drive 
P 0 . Box 80432 
lndianapolts, IN 46280 
Ph 317 843-8500 
Fax 317 843-8629 
Contact : Bev Neid rt 
80 80 80-80 
(S e adverttsement on p. 63) 

Herron Assoctates. Inc. 
710 Executtve P rk Dr. 
Gr nwood, IN 46143 
Ph. 317 882-3800 
Fa 317-882-4716 
Contact: Sue Nt lsen 
24 12 24-0 
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Strategic Marketing & Research, Inc. 
9200 Keystone Crossing , #400 
Indianapolis, IN 46240 
Ph . 317-574-7700 or 800-424-6270 
Fax 317-574-7777 
Contact: Lynell Newell 
33-33-33-33 

,IOWA 

CEDAR RAP 

Epley Marketing Services , Inc. 
One Quail Creek Circle 
North Liberty, lA 52317 
Ph. 319-626-2567 
Fax 319-626-8035 
Contact: Mike Halverson 
95-4 7-24-24 

Frank N. Magid Associates 
One Research Center 
Marion , lA 52302 
Ph . 319-377-7345 
Fax 319-377-5861 
Contact: Jane Cook 
115-88-11 5-95 
(See advertisement on p. 68) 

DAV PORT 

Personal Marketing & Research (PMR) 
(formerly Per Mar Research) 
322 Brady St. 
Davenport, lA 52801 
Ph . 319-322-1960 
Fax 319-322-1370 
Contact: Patricia Duffy Stegmaier 
15-15-15-1 5 

Millward Brown, Inc . 
100 E. Kimberly Rd ., #801 
Davenport, lA 52806 
Ph . 319-388-2920 
Fax 319-388-2922 
85-85-85-85 

D S 0 s 
Iowa Field Research 
2302 S.W. 3rd St. 
Ankeny, lA 50021 
Ph . 515-964-1379 
Fax 515-964-7246 
Contact: Paula Hinkel 
30-1 0-30-30 

Personal Marketing & Research (PMR) 
(formerly Per Mar Research) 
3800 Meryle Hayes Rd ., Ste . 200 
Des Moines , lA 50310 
Ph. 515-270-1 703 
Fax 515-270-9070 
Contact : Mary Vortherms 
10-4-10-4 

May 1994 

M SON ITY 

Directions In Research 
P.O. Box 1731 
Mason City, lA 50402-1731 
Ph. 515-423-0275 
Fax 515-423-8494 
Contact: Tom Thui/Dave Mclinn 
30-0-30-0 

KANSAS 

K s CITY 
{See Kansas City. MO) 

WI CHIT 

Data Net-Wichita 
7700 E. Kellogg . #231 
Wichita, KS 67207 
Ph . 316-682-6655 
Fax 316-682-6644 
Contact : Clyde Nitta 
7-3-7-0 

The Research Partnership 
Wichita Marketing Research 
224 N. Ohio 
Wichita , KS 67208 
Ph . 316-263-6433 
Fax 316-263-0885 
Contact: Esther Headley 
10-0-0-0 
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CODES- (e.g., 25-10-25-10) 

1 STATIONS No of tnt rv1 w•ng I lions all IS locat10n 
2. CATS No ot stations u 1ng CAT"s tor mterv• w1ng 
3.0N SIT No o st lion wh1chcanbemon1IOredon 1 
4 OFF PR MIS S- No o tahon wh1chcanbemon1tor d 

KENTUCKY 

OUISVIL 

Communications Center, Inc. (CCI) 
4400 Breckenridge Ln . 3rd Fl. 
Louisville, KY 40218 
Ph. 502-491-4161 
Fax 502-495-1391 
Contact: Hollen Brown 
72-72-72-72 

Davis Research Services, Inc. 
4229 Bardstown Rd., Ste. 120 
Louisville, KY 40258 
Ph. 502-499-0607 
Fax 502-499-0122 
Contact: Leslie Poore 
16-12-16-16 

Fangman Stevens Research Svcs., Inc. 
1941 Bishop Lane, Ste. 806 
Louisville , KY 40218 
Ph. 502-456-5300 
Fax 502-456-2404 
Contact : Allen Fangman 
13-4-10-0 

Personal Opinion, Inc. 
999 Breckenridge Lan 
Louisville. KY 40207 
Ph. 502-899 2400 
Fax 502-899-2404 
Contact: Rebecca Davis 
25-22-22 5 

Southern Research Servic s. Inc. 
1930 Bishop Lane. #918 
Louisville, KY 40218 
Ph. 502-454-0771 
Fax 502 458-5773 
Contact : Sharron Hermanson 
40-0-40 40 

Wilk rson and Associates 
3339 Taylorsville Ro d 
Louisville, KY 40205 
Ph . 502-459-3133 
Fax 502-459-8392 
Contact: Suzanne Elder 
30-15-30-30 

LOUISIANA 

B TO OUG 

Gulf States Research Center 
7361 Florida Blvd. 
Baton Rouge, LA 70806 
Ph . 800-848-2555 
Fax 504-925-9990 
Contact: Robert H. Landsberger 
30-6-30-0 

pi lh ity' 

JKB & Associates 
2223 Quail Run Or .. #C-2 
Baton Rouge. LA 70808 
Ph . 504-766-4065 
Fax 504-766-9597 
Contact: Joan B rg/Magg1e Happe 
10-0-10-0 

Market Res arch & Issues Mgmt. 
8738 Quarter Lake Rd. 
Baton Rouge. LA 70809 
Ph. 504-387-6766 
Contact: Robert M1ller 
40-0-40-0 

WOR 

Analytical Studies, Inc. 
708 Rosa 
Metairie, LA 70005 
Ph 504-835-3508 
Contact : Myrtle Grosskopf 
18-7-18-18 

Gulf States Res arch Center 
2615 Roos velt Blvd. 
New Orleans. LA 70062 
Ph. 800-848-2555 
Fax 504-925-9990 
Contact: Rob rt Landsberger 
20-4-20-0 

mpletel r up r 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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Circle No 160 on A ad r Card 

& TODAY 

So wAs 
BERNETT 

RESEARCH. 

Our CATI equipped telephone 

interviewing and data processing 

center will professionally manage 

your next project - be it a small 

cal study or a large sample 

tracking study. 

Locat din the Mountain Time 

Zone, B rnett reduces project turn­

around tim by providing rna imum 

dialing time to both coasts. Our 

continual interviewer training pro­

gram allow for special training to 

meet unique client specification 

Other features include parate 

team of bu ine and consumer 

int rviewers plus questionnaire 

programming for complete control 

ov r the process. 

Bernett 

Research 

To connect with a company 

fully committed to 

quality and e cellence 

ca iiB00 -254-1314, e t . 202 . 



IRS 
' 

MARKET 
R SEARCH. 
f irst 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 
(617) 482-9080 

2301 Hancock Drive. Austin. TX 75756 
(5 12) 451 -4000 
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CODES - (e.g., 25-10-25-10) 

1 STATIONS- No ol1n1 rv1 wlngstatlonsatthls locallon 
2 CArs- No of sl t on u 1ng CRT's lor mterYI w1ng 
3 ON-SITE No of t.JIIon wh•chcanbe monllored on-s•te 1 

4 OFF-PREMISES-No of tallonswhlchcanbemonltor d 
ott prem1ses 

Linden Research Services 
197-36 Westbank Exp. 
Gretna, LA 70053 
Ph . 504-368-9825 
Fax 504-368-9866 
Contact: Marty Olson 
14-0-14-0 

NGL Research Services. Inc. 
4300 S. l-10 Svce. Rd., #115 
Metairie, LA 70001 
Ph . 504-456-9025 
Fax 504-456-9072 
Contact: Lena G. Webre 
15-0-11 -0 

MAINE 

BA OR 

Northeast Res arch 
69 Main St. 
P.O. Box 9 
Orono, ME 04473 0009 
Ph. 207-866-5593 
Fax 207-866-2884 
Contact: David Kovenock 
14 9-12 

PORT D 

Consumer Research of Maine 
672 Ocean Ave. 
Portland. ME 041 03 
Ph . 207-773-3849 
Fax 207-773-3849 
Contact: Susan W. Jordan 
0-0-1-20 

MARYLAND 

POLl 

Widener-Burrows & Associates 
130 Hohday Ct. . Ste. 108 
Annapolis, MD 21401 
Ph . 41 0-266-5343 
Fax 410-841 -6380 
28-0-28-0 

B TIMO 

Assistance In Marketing/Baltimore 
1410 N. Crain Hwy., #9B 
Glen Burni . MD 21061 
Ph . 41 0-760-0052 
Fax 410-760-6744 
Contact : B cky Valenta 
16-0-16-0 

Ass1stance In Marketing/Baltimore 
101 E. Chesapeake Ave. 
Towson, MD 21286 
Ph . 41 0-337-5000 
Fax 41 0-337-5089 
Contact: Carl Iseman 
12-0 12-0 

Chesapeake Surveys 
4 Park Center Dr., Ste. 100 
Owings Mills, MD 21117 
Ph . 41 0-356-3566 
Fax 410-581 -6700 
Contact : Elizabeth S. Beirne 
22-0 22-6 
(See advertisement on p. 64) 

Consumer Pulse of Baltimore 
1232 Race Road 
Baltimore, MD 21237 
Ph . 410-687-3400 or 800-336-0159 
Fax 410-687-7015 
Contact Sylvia Yeag r/Aiice Matheny 
20-12 20 20 

Maryland Marketing Source 
817 Maiden Cho1ce Lane, Ste. 150 
Baltimore, MD 21228-3680 
Ph . 301 247-3276 
Fax 301 -536-1858 
16 13 12-12 

MASSACHUSETTS 

BO 

Atlantic Marketing Research Co., Inc. 
109 State St. 
Boston , MA 02109 
Ph. 617-720-0174 
Fax 617-589-3731 
Contact : Peter F Hoop r 
36-36-36-0 

Bernett Research 
230 Western Avenue, Ste. 201 
Boston, MA 02134 
Ph . 617-254-1314 
Fax 617-254-1857 
Contact : Bernyce Hayes 
10-4 10-4 
(See advertisement on p. 65) 

Dorr & Sheff, Inc. 
190 N. Main St. 
Natick, MA 01760 
Ph . 508-650-1292 
Fax 508-650-4722 
Contact: Gary Sheff 
24-0-24-24 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 800-387-7811 
Fax 617-482-401 7 
Contact: Jack Reynolds 
5-0-0-0 
(See advertisement on p. 66) 
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(~ M.O.R.-PACE, Inc. 
31700 Middlebelt Road, Farmington Hill , Michigan 8334 

Tel: 800-878-7223 · ax: 8 0-737-5326 
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CODES · (e.g., 25-10-25-10) 

1. STATIONS - No. or intervaewing stations a th1s local on 
2. CRT'S • No. or stations using CRT's for interview ing 
3. ON SITE . No. or s1a110ns wh1ch can be monitored on-site 
4. OFF-PREMISES . No.or stallonswhichcanbe mon1 ored 
off pr m1 

Focus Data, Inc. 
4 California Ave. 
Framingham, MA 01701 
Ph . 508-626-2556 
Fax 508-626-2558 
Contact: Mona Oabbon 
12-8-8-0 

Performance Plus, Inc. 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph . 508-872-1287 
Fax 508-879-7108 
Contact: Shirley Shames 
32-12-32-12 
(See advertisement on p. 22) 

Voicentral 
624 Worcester Road 
Framingham, MA 01701 
Ph. 508-820-1777 
Fax 508-872-2001 
Contact: Joyce Meenes 
55-24-55-55 

COMING IN 
AUGUST: 

THE 1994-95 QMRR 
RESEARCHER 
SOURCEBOOK, 

YOUR SOURCE FOR 
INFORMATION 
ON RESEARCH 

PROVIDERS IN THE 
U.S., CANADA, AND 

AROUND THE WORLD! 
Quirk's _ 

IMAKKKt1NG RESEARCH 
- Rel'ieu' 
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MICHIGAN 

D TRO 

Amrigon 
2750 S. Woodward 
Bloomfield Hills, Ml48013 
Ph. 313-332-2300 
Fax 313-333-9710 
Contact: Richard Smith 
192-192-192-192 

Consumer Pulse of Detroit 
725 South Adams Rd. 
Birmingham, Ml 48009 
Ph . 81 0-540-5330 or 800-336-0159 
Fax 810-645-5685 
Contact : Leslie Fontaine 
70-40-70-70 

Crimmins & Forman Market Research . Inc. 
29955 Southfield Road 
Southfield, Ml 48076 
Ph . 313-569-7095 
Fax 313 569-8927 
Contact: Paula Crimmins-Lois Forman 
12-5-10-10 

DataStat, Inc. 
3975 Research Park Drive 
Ann Arbor, Ml 48108 
Ph. 313-994-0540 Ext. 144 
Fax 313-663-9084 
Contact: Sherry Marcy 
78-78-78-78 

Demand Research , Inc. 
3055 Plymouth Rd. , Ste . 101 
Ann Arbor, Ml 48105 
Ph . 313-747-9911 
Fax 313-747-8755 
Contact: MariAnn M. Apley 
16-16-16-16 

Electronic Survey Professionals, Inc. 
33411 Schoolcraft Rd . 
Livonia, Ml 48150 
Ph. 313-425-5551 
Contact: Gary Wolak 
26-26-26-26 

Friedman Marketing 
25130 Southfield Rd. 
Southfield , Ml 48075 
Ph . 313-569-0444 
Fax 313-443-1400 
Contact: Deanna Quarters 
32-0-32-0 

General Interviewing Surveys 
17117 W. Nine Mile Rd ., #1020 
Southfield, Ml 48075 
Ph. 81 0-559-7860 
Fax 810-5592421 
Contact: Sheila Smith 
20-6-20-12 

Information Transfer Systems, Inc. (ITS) 
209 E. Washington St. , #200 
Ann Arbor, Ml 48104 
Ph. 313-994-0003 
Fax 313-994-1228 
Contact: Bruce M. Brock 
50-50-50-50 

Maritz Marketing Research 
Automotive Research Group 
1 000 Town Center, Ste. 11 00 
Southfield, Ml 48075 
Ph. 313-948-4500 
Fax 313-948-4647 
Contact: Robert Stephenson 
796-644-780-688 (nationwide) 

M.O.R.-PACE, Inc. 
31700 Middlebelt Rd ., Ste. 200 
Farmington Hill, Ml 48334 
Ph. 810-737-5300 
Fax 810-737-5326 
Contact: Sue Prieur 
1 05-1 05-1 05-40 
(See advertisement on p. 67) 

M.O.R.-PACE, Inc. 
38800 Ryan Rd. , #105 
Sterling Heights, Ml 48310 
Ph. 81 0-268-6090 
Fax 810-268-0040 
Contact : Sue Prieur 
85-60-78-78 
(See advertisement on p. 67) 

Nordhaus Research, Inc. 
20300 West Twelve Mile Rd. , #1 02 
Southfield, Ml 48076 
Ph . 800-860-9996 
Fax 810-827-1380 
Contact: John King 
60-60-60-60 
(See advertisement on p. 69) 

Opinion Search 
21800 Melrose, Ste. 12 
Southfield, Ml 48075 
Ph. 313-358-9922 
Fax 313-358-9914 
Contact: Joanne Levin 
15-0-10-10 

Research Data Analysis , Inc. 
450 Enterprise Ct. 
Bloomfield Hills, Ml48302 
Ph. 313-332-5000 
Fax 313-332-4168 
Contact: Jay Strassner 
80-80-80-0 

Yee/Minard & Associates, Inc. 
27300 W. Eleven Mile Rd., Ste. 500 
Southfield, Ml 48034 
Ph. 313-352-3300 
Fax 313-352-3787 
Contact: Lynne Goodman 
70-32-70-70 
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Barnes Research , Inc. 
4260 Plainfield N.E. 
Grand Rapids. Ml 49505 
Ph . 616-363-7643 
Fax 616-363-8227 
Contact : Sona Barnes 
25·25·25-25 

Breakthru Surveys, Inc. 
535 Greenwood S.E. 
Grand Rapids , Ml49506 
Ph. 616-451 -9219 
Fax 616-451 -3833 
Contact: Pam Schichtel 
38-15-38-38 

Datatrack, Inc. 
2401 Camelot Ct. S.E. 
Grand Rapids, Ml 49546 
Ph. 616-954-0303 
Fax 616-954-0001 
Contact : Mike Tourangeau 
35-30-35-35 

Nordhaus Research, Inc. 
2449 Camelot Court 
Grand Rapids. Ml 49506 
Ph. 800-860-9996 
Fax 810-827-1380 
Contact: John King 
72-72-72-72 
(See advertisement on p. 69) 

Western Michigan Research . Inc. 
6143 1/2-28th St. S.E. 
Grand Rapids, M149546 
Ph . 616-949-8724 
Fax 616-949-8511 
Contact: Nancy Vand rv er 
14-0-14-14 

K L AZOO 

Harrington Market Research 
100 W. Michigan Ave., #300 
Kalamazoo, Ml 49015 
Ph . 616-349-4774 
Fax 616-349-3051 
Contact: Linda Stump 
10-0-0-0 

L Sl 

Capitol Research Services, Inc. 
401 S. Washington Sq., 2nd Fl. 
Lansing . Ml 48933 
Ph. 517-484-5440 
Fax 517-484-9280 
Contact: Rachelle Sauser Neal 
8-0-8-0 

May 1994 

MINNESOTA 

MI POLIS/ST. P 

And rson. Niebuhr & Ascts , Inc. 
6 Pin Tree Dr. , Ste. 200 
Arden Hills, MN 55112 
Ph . 612-486-8712 
Fax 612-486-0536 
Contact: Marsha A. Niebuhr 
16-0-7-0 

L 

Cook Research & Consulting. Inc. 
6600 France Ave. S., #214 
Minneapolis, MN 55435 
Ph. 612-920-6251 
Fax 61 2-920-1230 
Contact: Joan Moeller 
10-0-10-0 

Custom Research Inc. 
10301 Wayzata Blvd. 
Minneapolis, MN 55426-0695 
Ph . 612-542·0800 
Fax 612-542-0864 
Contact: Beth Rounds 
105-105-105-105 

C1rcle No 142 on Reader Card 69 



CODES- (e.g. , 25-10-25-1 0) 

1 STATIONS · No. of mterv1eW1 g sta1 10 s at th•s location 
2 CAr s - No. of tahons usmg CArs for n erv1ewmg 
3 ON-SITE - o o stations whiCh ca be monitored on-SIIe 
4 orF-PREMISES No 0 SlatiOnsw ICh can bemonltOred 
at premises 

Bette Dickinson Research, Inc. 
3900 36th Avenue N. 
Minneapolis, MN 55422 
Ph . 612·521 -7635 
Fax 612-521 -4385 
Contact: Bette Dickinson 
25-25-25-25 

Jeanne Drew Surveys , Inc . 
5005 1/2 34th Avenue S. 
Minneapolis. MN 55417 
Ph. 612-729-2306 
Fax 612·729-7645 
Contact : Jeanne Drew 
18-0-18·0 

Focus Market Research. Inc. 
801 West 1 06th St. 
Bloomington, MN 55372 
Ph . 612-881 -3635 
Fax 612-881 -1880 
Contact: Judy Opstad 
20-0-20-0 

N.K. Friedrichs & Associates, Inc. 
2500 Centre Village/431 S. 7th St. 
Minneapolis, MN 55415 
Ph . 612-333-5400 
Fax 612-344-1408 
Contact: Norma K. Friedrichs 
28-28 28-28 

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

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

Contact Vicki Savala 

We Offer Both 
Qualitative & 
Quantitative 
Services: 

Maritz Marketing Research 
Performance Measurement Group 
Southpoint Tower, 1650 W. 82nd St., #1400 
Ph . 612-885-3885 
Fax 612-885-3886 
Contact: Lynn Newman 
796-644-780-688 (nationwide) 

Northstar Interviewing Svce ., Inc. 
4660 W. 77th St., Ste. 140 
Edina, MN 55435 
Ph. 612-897 3700 
Fax 612-897-3878 
Contact: LaRae Agar/Bob McGarry 
27-27-27-27 

C.J. Olson Market Research , Inc. 
708 S. 3rd St. , #1 OSE 
Minneapolis, MN 55415 
Ph. 612-339-0085 
Fax 612·339-1788 
Contact: Carolyn J. Olson 
14-0-14-0 

Orman Guidance Research. Inc. 
71 5 Southgate Office Plaza 
Minneapolis, MN 55437 
Ph . 612-831 -4911 
Fax 612-831 -4913 
Contact: Allan D. Orman 
13-0-0-0 

Plasman/Compass, Inc. 
1301 Corporate Ctr. Dr., #113 
Eagan, MN 55121 
Ph. 612-454-014 7 
Fax 612-454-0760 
Contact: John Schamber 
14-14-14 0 

FREE Videotaping 

Experienced Moderators' 

Executive Interviews 

Mystery Shopping 

Litigation Research 
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Project Research. Inc. 
1 0000 State Hwy. 55 
Plymouth , MN 55441 
Ph . 612-542 9442 
Fax 612-542 9240 
Contact : Kevin Menk 
50-35-50-50 

Quality Controlled Services (QCS) 
2622 W. Lake St. 
Minneapolis. MN 55416 
Ph . 800-526 5718 or 800-325 3338 
Fax 612 926-6281 
Contact : Branch Manager 
32-32-32-32 
(See advertisement on p. 51) 

Research Systems, Inc. 
1809 S. Plymouth Rd ., Ste. 325 
Minnetonka, MN 55305 
Ph. 612-544-6334 
Fax 612 544-6764 
Contact: Bill Whitney 
17-0-17-0 

Rockwood Research Corp. 
1751 W st County Ro dB. 
St. Paul , MN 55113 
Ph . 612 631 -1977 
Fax 612 631 -8198 
Contact: Kevin Macken 
50-45-50 30 
(See advertisement on p. 71) 

Twin City Interviewing Service 
3225 Hennepin Avenue S. 
Minneapolis, MN 55408 
Ph . 612-823-6214 
Fax 612 823-6214 
Contact: Beth Fischer 
10 0-10-0 

MISSOURI 

KAN SCI Y 

The Field House 
7220 West 98th Terrace 
Overland Park. KS 66212 
Ph . 913-341 -4245 
Fax 913-341 -1462 
Contact: Ellen D•mbert 
21 15-21 -0 

The Lysis Group 
7015 Colleg Blvd., Ste . 250 
Overland Park, KS 66211 
Ph. 913-491 -7245 
Fax 913-491 -7297 
Contact: Gary Chronister 
80-80-80-30 

Market Directions, Inc. 
911 Main St. . #300 
Kansas City , MO 641 OS 
Ph. 816-842-0020 
Fax 816-472-5177 
Contact: Ann•e Heck 
58-58-58-20 
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Market Research Institute 
7315 Frontage Rd .. Ste. 200 
Merriam, KS 66204 
Ph . 913-236·6060 
Fax 913-236-6094 
Contact : Don Weston 
30-24-30-24 

Opinion Data Center 
8301 State Line Rd .. St . A 
Kansas City, MO 64114 
Ph . 816-333 1515 
Fax 816-333-7117 
Contact: John Claman 
30-30-30-30 

Quality Controlled Services (QCS) 
10875 Grandview St.. Ste. 2230 
Corporate Woods Office Park 
Overland Park, KS 66210 
Ph. 800-525-1952 or 800-325-3338 
Fax 913-345 2070 or 91 3-345-8050 
Contact : Shirley Musgrave 
52-52-52-52 
(See advertisement on p. 51) 

Quality Controlled Services (QCS) 
8600 Ward Parkway 
Kansas City. MO 64114 
Ph . 800-628-3428 or 800-325-3338 
Fax 816-361 -3580 
Contact: Iva Schlatter 
20-0-20-20 
(See advertisement on p. 51 ) 

Quality On Time Interviewing 
Customer Satisfaction Rsch. lnst. 
8676 W. 96th St. 
Overland Park. KS 66212 
Ph . 913-341 -1354 
Fax 913-649 0522 
Contact: Charles H. Ptacek 
11 -11 -11 -0 

ST. OUI 

ACG Research Solutions 
120 South Central Ave . 
St. Louis , MO 63105 
Ph . 314-726-3403 
Fax 314-726-2503 
Contact: Vicki Savala 
30-30-30-30 
(See advertisement on p. 70) 

Alpha Information Center 
40 Old State Rd ., #203 
Ballin , MO 63021 
Ph. 314-391 -3383 
Fax 314-391 -3299 
Cant ct : William Korlas 
15-0-15-15 

Busin ss Response. Inc. 
1974 lnnerbelt Business Ctr. 
St. Louis. MO 63114 
Ph. 314-426-6500 
Fax 314-426-6935 
Contact : Jan Devine 
60-60-60-60 

Business Response, Inc. 
1988 lnnerbelt Business Ctr. 
St. Louis, MO 63114 
Ph. 314-426-6500 
Fax 314-426-2608 
Contact: Lance Bethel 
32-32-32-32 

Consum r Opinion 
10795 Watson Road 
St. Louis, MO 63127 
Ph. 314-965-0053 
Fax 314-965-8042 
Contact: Carol McGill 
12-6-12-0 

Consumer Opinion Council Research Ctr. 
222 S. Meramec Ave. , Ste . 302 
St. Louis, MO 63105 
Ph . 314-863-3780 or 800-467 5959 
Fax 314-863-2880 
Contact Keith Voss 
12·0-12-12 

Conway/Milliken & Ascts. 
1655 Des Peres Road 
St. Louis. MO 63131 
Ph . 314 821 -5600 
Fax 314 821 -8923 
Contact : Stephanie Paule 
48-48-48-48 

We bend over backwards to do qualify research 

1751 W st 

May 1994 

In J,Zyrnnasti . a perf ct core i - 10. At Ro kwood R search 
that' · our goaL too. 

o make ur your re ·earch pr 1 ct L succe ful. we've 
gath r dan xp rienc d ·taiT of proj t mana ers, focu 
group moderators. market research analy ls and telephone 
int rvi wer ' ,Without lo ing si ht of the overall proj ct. w 

p l the little. but important details that are often over! ok cl. 
Th result is que lity r ear h. on-tin1 and on -bu ig t. And 
·au .-n d r .peat di nts. 

With ur computer as i t d t 1 ph n int rvi win y tern, 
surv y n b custon1 de i n cl to : ch r pondenl. Our 
fo .u group area fealur - a larg focus group roon1. a 
'paci us ob rvation room, privat eli nt effie s and hi h -
a lib r r ordin quipment. 

Ev ry r . r h dollar you pend ·hould bri g y ur .ompany 
lh maximum r turn. At Rockwood Res .ar .h we l .nd over 
ba kward to make sure t is h pp n , . That' the Rockwood 
diff r nee. all u - today for more information. 

oc wood esearch 
unty Road • t. Paul MN 55 113 • 61 2-631-1977 
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CODES - (e.g., 25-10-25-10) 

1. STATIONS - No_ of mterv ewing sta tions at this locallon 
2. CRT'S - No. of stations using CRT's for interviewing 
3. ON SITE - No. of slat ions whi h can be monitored on-site 
4. OFF-PREMISES - No. of statJons which ca be monitored 
off -pr mises 

Fact Finders, Inc. 
1' 1960 Westline Industrial Dr. . #1 05 
St. Louis, MO 63146 
Ph. 314-469-7373 
Fax 314-469-0758 
Contact: Betsy Leonard 
36-18-36-36 

Maritz Marketing Research 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 800-446-1690 or 314-827-161 0 
Fax 314-827-3224 
Contact: Phi;l Wiseman 
796-644-780-688 (nationwide) 

Maritz Marketing Research 
Performance Measurement Group 
1297 N. Highway Or. 
Fenton, MO 63099 
Ph. 314-827-2417 
Fax 314-827-4651 
Contact: Gail Gilbert 
796-644-780-688 (nationwide) 

Maritz Marketing Research 
Ag ricultural/lndustrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-2305 
Fax 314-827-5433 
Contact: Roy Cleveland 
796-644-780-688 (nationwide) 

Marketeam Associates 
1807 Park 270 Or., Ste. 300 
St. Louis, MO 63146 
Ph . 314-878-7667 
Fax 314-878-7616 
Contact: Denise Titus/liz Wagner 
30-0-30-0 

Marketeam Associates 
348 Brookes Drive 
Hazelwood, MO 63042 
Ph . 314-731 ·2005 
Fax 314-731 -1105 
Contact: Kathy Sammons/Sandra Searcy 
28·20-28-28 

Marketing Horizons, Inc. 
1001 Craig Road 
St. Louis, MO 63146 
Ph. 314-432-1 957 
Fax 314-432-7014 
Contact: Patricia Heady/Barb Von Till 
35-23-35-35 

Peters Marketing Research , Inc. 
12655 Olive Blvd ., #250 
St. Louis , MO 63141 
Ph . 314-542-0011 
Contact: Anne Fleming 
25-0-25-25 

72 

Quality Controlled Services (QCS) 
1655 Des Peres Road, Ste. 11 0 
Des Peres, MO 63131 
Ph. 800-992-2139 or 800-325-3338 
Fax 314-822-4294 
Contact: Yvonne Filla 
20-0-20-20 
(See advenisement on p. 51) 

Quality Controlled Services (QCS) 
St. Louis Survey Center 
3630 S. Geyer Road, Ste. 112 
Sunset Hills. MO 63127 
Ph. 314-822-4145 or 800-325-3338 
Fax 314-822-9145 
Contact: Shirley Plevyak 
42-38-42-42 
(See adverlisement on p. 51) 

Superior Surveys of St. Louis 
10795 Watson Road 
St. Louis, MO 63127 
Ph. 314-325-4982 or 800-325-4982 
Fax 314-965-8042 
Contact: Trish Dunn 
12-6-12-0 

Westgate Research . Inc. 
650 Office Parkway 
Creve Coeur. MO 63141 
Ph. 314-567-3333 
Fax 314-567-7131 
Contact: Germaine Eley 
36-36-36·0 

NEBRASKA 

LINCOLN 

The Gallup Organization-HO for Processing 
300 South 68th St. 
Lincoln, NE 68510 
Ph. 402-489-8700 
Fax 402-486-6248 
Contact: Ellen Hoeppner 
184-184-184-184 

The Gallup Organization-Lincoln Downtown 
200 North 11th 
Lincoln , NE 68505 
Ph . 402-486-6598 
Fax 402-477-3983 
Contact : Charlie Colon 
1 84-184-184-1 84 

Wiese Research Ascts .. Inc. {WRA) 
1630 S. 70th St. , #100 
Lincoln , NE 68506 
Ph . 402-483-5054 
Fax 402-483-5259 
Contact: Gary L. Lorenzen 
60-0-60-60 

OM H 

The Gallup Organization-Omaha 
10909 Mill Valley Rd .. #210 
Omaha. NE 68154 
Ph. 402-496-1240 
Fax 402-496-1 062 
Contact: David Hoeppner 
111 -1 08-111 -111 

The Gilmore Research Group 
1620 Harney St. 
Omaha, NE 68102 
Ph . 402-346-6767 
Fax 402-346-6561 
Contact: Cathy Peda 
16-16-1 6-16 

Midwest Survey, Inc. 
8922 Cuming St. 
Omaha, NE 68114 
Ph . 402-392-0755 
Fax 402-392-1068 
Contact: Jim Krieger 
16-0-12-0 

Wiese Research Ascts., Inc. (WRA) 
10707 Pacific St., Ste. 202 
Omaha. NE 68114 
Ph . 402-391 -7734 
Fax 402-391 -0331 
Contact: Tom Wiese 
84-0-84-84 

NEVADA 

SV GAS 

1/H/R Research Group-Las Vegas 
4440 S. Maryland Pkwy., #203 
Las Vegas, NV 89119 
Ph . 702-734-0757 
Fax 702-734-1508 
Contact: Lynn Stalone 
75-50-75-75 
(See advenisement on p. 41) 

Las Vegas Surveys, Inc. 
1516 S. Eastern Ave. 
Las Vegas, NV 89104 
Ph . 702-598-0400 
Fax 702-598-0883 
Contact: Carlos Kelly 
12-0-12-0 

R 0 

C!J Research. Inc. 
Executive Plaza 
1005 Terminal Way , Ste . 202 
Reno, NV 89502 
Ph. 800-323·0266 
Fax 702-688-3788 
Contact: Sherrei Binke!Terri Cotter 
35-0-35-0 

MarkeT ec, Inc. 
P.O. Box 9058 
Reno , NV 89507 
Ph. 702-333-1221 
Fax 702-333-1224 
Contact: Katherine Cole 
7-0-7-0 
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NEW HAMPSHIRE 

VA 

New England Interviewing, Inc. 
5 Coliseum Avenue 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-1119 
Contact: Joan Greene 
14-0-14-0 

NEW JERSEY 

(See also ew York City 
and Philadelphia) 

SBURY ARK 

Centrac, Inc. 
317 Brick Blvd. 
Brick Town . NJ 08723 
Ph. 908-920-0500 
Fax 908-920-3896 
Contact : Brendan P. Sammon 
80-50-80-80 

ORTH 

JDR Marketing, Inc. 
500 N. Franklin Turnpike 
Ramsey. NJ 07 446 
Ph . 201 -512-2600 
Fax 800-510-2699 
Contact: Jeff Marks 
200-200-200-146 

WJR 

Maritz Marketing Research 
Performance Measurement Group 
142 Central Ave. 
Clark. NJ 07066 
Ph. 908-388-4800 
Fax 908-388-4999 
Contact: Sandy Hoffman 
796-644-780-688 (nationwide) 

Opinion Research Corporation 
100 Corporate Court 
South Plainfield, NJ 07080 
Ph . 908-769-8200 
Fax 908-769-4842 
Contact : Anthony Mayer 
1 00-1 00-1 00-1 00 

PARSIPP Y 

TMR, Inc. 
Two Sylvan Way 
Parsippany. NJ 07054 
Ph. 201 -829-1 030 
Fax 201 -829-1 031 
Contact: Joe Ca1vanelli 
30-30-30-30 
(See advertisement on p. 73) 
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y 

TRE TO 

Response Analysis Corp. 
3635 Quaker Bridge Ad . 
Trenton. NJ 08619 
Ph. 609-587-1022 
Fax 609-586-0149 
Contact: Miriam Lowe 
75-75-75-75 

NEW MEXICO 

ALBUQU RQU 

The Gilmore Research Group 
2400 Louisiana Ave. N.E. 
AFC #4, Ste. 110 
Albuquerque, NM 87110 
Ph . 505-888-3536 
Fax 505-881 -0227 
Contact: Cathy Peda 
19-19-1 9-1 9 

Sandia Marketing Services. Inc. 
2201 San Pedro NE, Bldg . 1, #230 
Albuquerque. NM 87110 
Ph. 800·950-4148 
Fax 505-883-4776 
Contact : Lana Scutt 
14-14-14-0 

For all your 
interviewing needs: 
• Consumer 
• Industrial 
• Executive 
• Medical 
• Mall Intercept 

NEW YORK 

ALBANY 

Fact Finders, Inc. 
262 Delaware Ave. 
Albany, NY 12054 
Ph . 518-439-7400 
Fax 518-439-7609 
Contact: Stephen Ribner 
30-0-0·0 

B ALO 

Buffalo Survey & Research , Inc. 
1249 Eggert Road 
Buffalo, NY 14226 
Ph. 716-833-6639 
Fax 716-834-0372 
Contact: Jeanette Levin 
8-0·8·0 

Marketing Decisions Group. Inc. 
9141 Main St. 
Buffalo, NY 14031 
Ph . 716-634-2045 
Fax 716-634-9560 
Contact: Arup K. Sen 
15-7-15-0 

• National and Local coverage 
• Complete CRT Interviewing Services 
• 120 Telephone Interviewing Stations 
• Off-premise monitoring 
• Permanent 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. 
1974 Sproul Road, Broomall, PA 19008 
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CODES- (e.g., 25-10-25-10) 

1. STAT IONS No. of tn\ rv1 w1ng sta 1ons at th1s location 
2. CATS No of stat1ons us ng CR1's for n erv1ewmg 
3. ON SITE No. of stat1ons wh1ch can be man ored on-s1te 
4 OFF PREMISES No ofsta\lonswhlchcanbemonltored 
off-prem1!>os 

Smartline Systems, Inc. 
Main Place Tower, 5th Fir. 
Buffalo, NY 14202 
Ph . 800-232-4484 
Fax 716-842-2020 
Contact: Lynn O'Connor 
1 00-1 00-1 00-1 00 

Survey Service of Western New York 
1911 Sheridan Drive 
Buffalo. NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
Contact: Susan Adelman 
30-30-30-0 

WYORKCITY 

AHF/WATS Telephone Center 
(Div. of AHF Marketing Research, Inc.} 
100 Avenue of the Americas, 2nd Fir. 
New York, NY 10013 
Ph . 212-941 -5555 or 800 TAKE AH F 
Fax 212-941 -7031 
Contact: Bill Monsky/Tibor Weiss 
1 02-1 02-1 02-1 02 
(See advertisement on p. 75) 

A thru Z Marketing Research 
34 Cliff St. 
New York, NY 10038 
Ph. 212-608-4877 
Fax 212-608-4966 
Contact: Barbara A llsrey/Jack Matarasso 
20·0-20-20 

Beta Research Corporation 
6400 Jericho Turnpike 
Syosset. NY 11791 
Ph. 516-935-3800 
Fax 516-935-4092 
Contact: Richard Welch 
45-20-45-0 

Edward Blank Ascts. 
71 West 23rd St. 
New York, NY 10010 
Ph. 212-741-8133 
Contact: Ed Blank 
200-200-200-200 

Brehl Ascts. Marketing Research 
11 Grace Avenue 
Great Neck. NY 11 021 
Ph. 516-466-6882 
Fax 51.6-773-0923 
Contact: Mona Nicot 
18-0-18-0 
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Brown Koft & Fried Interviewing Network 
112 Madison 
New York, NY 10016 
Ph . 212·779 4600 
Fax 212-779 2714 
Contact : Ronnee Fried 
35-1 6-35·35 

Bruski n/Goldring 
1 00 Metroplex Drive 
Edison , NJ 08817 
Ph. 908-572-7300 
Fax 908-572-7980 
Contact: Richard Hare 
140-140-140-140 

Centrac. Inc. 
48 Industrial West 
Clifton , NJ 07012 1712 
Ph . 201 -777 6000 
Fax 201 · 777 7134 
Contact: Ron Leeds 
12-12-12-12 

CMR Market Research Inc. 
518 Fifth Ave . 
New York. NY 10036 
Ph . 212-944-4545 
Fax 212-944 1969 
Contact: Joel Brown 
20-0·20-0 

Diversif ied Research , Inc. 
16 N. Astor St. 
Irvington, NY 1 0533 
Ph. 914-591 -5440 
Fax 914-591 -4013 
Contact: Michael LaVelle 
50-25-50-0 

Ebony Marketing Research. Inc. 
162-10 Jamaica Avenue 
New York , NY 11434 
Ph . 718-526-3204 
Fax 718-526-3312 
Contact: Christy Campos 
6060 

Ebony Marketing Research , Inc. 
2100 Bartow Ave . 
Bronx . NY 10475 
Ph . 718-320 3220 
Fax 718-320-3996 
Contact: Bruce Garfield 
15 0 15-15 

Facts Center 
205 Lexington Avenue 
New York. NY 10016 
Ph . 212-679-0159 
Fax 212-679-0616 
Contact: Andrew Snyd r 
94-54-94-94 

Focus World, Inc. 
146 Highway 34 
Holmdel. NJ 07733 
Ph . 908-946-0100 
Fax 908-946-01 07 
Contact: Paulette Eichenholtz 
60-0-60-60 

Glickman Research Associates. Inc. 
160 Paris Avenue 
Northvale, NJ 07647 
Ph . 201 -767-8888 
Fax 201 -767-6933 
Contact : James D. Glickman 
6-0-6-0 

Louis Harris & Associates 
630 5th Avenue, 11th Fl. 
New York. NY 10111 
Ph. 212-698-9600 
Fax 212-698-9669 
Contact : David Krane 
39-39-39-39 

Harte-Hanks Market Research 
65 Route 4 East 
River Edge. NJ 07661 
Ph. 201 -342-6700 
Fax 201 -342-1709 
Contact: Dan Mart in 
40-40-40-40 

KRC Research 
75 Rockefell r Plz .. 5th Fir. 
New York, NY 10019 
Ph . 212-989-6060 
Contact : Bob Romano 
1 00-0-1 00-1 00 

Manhattan Phone Center 
19 West 21 st St. 
New York, NY 1 0010 
Ph . 21 2-633-0490 
Fax 212-366-5321 
Contact : Ralph Borelli 
50-50-50-50 

Maritz Marketing Research 
Performance Measurement Group 
100 Park Ave ., 34th fl. 
New York. NY 10017 
Ph. 212·983 7575 
Fax 212 983 7574 
Contact : Steve Wolf 
796-644-780 688 (nationwide} 

Michaels Marketing Ascts. 
704 Executive Blvd. 
Valley Cottage, NY 10989 
Ph. 914-268-8900 
Fax 914-268-8973 
Contact: Virgin ia Michaels 
50-0-50-50 

Mktg ., Inc. 
200 Carleton Avenue 
East Islip, NY 11730 
Ph . 516-277-7000 
Fax 516-277 7601 
Contact: Howard Gershowitz 
200-118-200 200 

Mktg .. Inc . 
100 Fire Island Ave . 
Babylon , NY 11702 
Ph . 516 277 7000 
Fax 516 277 7601 
Contact: Howard Gershowitz 
40-35 40 40 
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When you place a WATS study at AHF, you get just what you need 
for total reliability and worry-free results . That's because we've found 

a way to avoid errors that cost you time and money. We do it by 
doing the work at our own in-house CATI WATS facility where AHF 

professionals exercise the tightest possible quality controls. With 

over 100 CRT's in operation 7 days a week, you can count on fast 
start-up, flexible scheduling, and competitive pricing for every study. 

Wont to know more about our WATS? 

Contact AHF President Scotty levitt for complete information . 

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 • l-800-TAKE AHF 
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CODES · (e.g., 25-1 0·25-1 0) 

1 STATIONS- No. of intervi wo g st l oons at thos locatoon 
2 CATS- No. of st lions usrng CArs for •ntervoewrng 
3 ON-SITE - No. of st loons whoch can b mono ored on-sote 
4. OFF-PREMISES - No. of station wh•ch can be monotored 
off-premises 

Quality Controlled Services (QCS) 
142 Central Avenue 
Clark, NJ 07066 
Ph . 908·815·1100 or 800-325-3338 
Fax 908-499-7027 
Contact: Barbara MacDonald 
30-30-30-30 
(See advertisement on p. 51) 

Roth-Harris Communications 
822 Broadway 
Bayonne, NJ 07002 
Ph. 201 -585-1400 
Fax 201 ·585-1524 
Contact: Lou Roth 
1 00-60-1 00-1 00 

Schlesinger Associates, Inc. 
Levinson Plaza, Ste. 302 
2 Lincoln Highway 
Edison , NJ 08820 
Ph . 908·906-1122 
Fax 908-906-8792 
Contact: Steven A. Schlesinger 
25-0-25-25 
(See advertisement on p. 25) 

Schulman, Ronca & Bucuvalas, Inc. 
145 East 32nd St. 
New York, NY 10016 
Ph. 212-779-7700 
Fax 212-779-7785 
Contact: AI Ronca 
100-1 00·1 00-100 

Seaport Surveys 
34 CliH St. 
New York, NY 10038 
Ph . 212·608·31 00 
Fax 212-608-4966 
Contact : Barbara Allsrey 
20-0-20·0 

Statistical Research. Inc. 
111 Prospect St. 
Westfield, NJ 07090 
Ph . 908-654-4000 
Fax 908-654-6498 
Contact: Gale Metzger 
45-45-45-45 

Suburban Associates 
579 Franklin Turnpike 
Ridgewood , NJ 07450 
Ph. 201 -447-5100 
Fax 201 -447-9536 
Contact: Andrew Edwards 
35-25-35-0 

The Telephone Centre, Inc. 
3 Cottage Place 
New Rochelle , NY 10801 
Ph. 914-576-1100 
Fax 914-576·0469 
Contact: Adam Fleischer 
135-135-135-135 
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T eleQuest Nationwide T et phone Interviews 
211 W. Chester St. 
Long Beach , NY 11561 
Ph. 516-432-7733 
Fax 516-432-1368 
Contact: Barbara Ruderman 
20-0-20-20 

U.S. WATS 
470 Park Ave . S., 5th Fl. 
New York, NY 10016 
Ph . 212-889-0043 
Fax 212-889-0089 
44-25-40-40 

The WATS Room. Inc. 
120 Van Nostrand Avenue 
Englewood Cliffs, NJ 07632 
Ph. 201-585-1400 
Fax 201 -585-1524 
Contact: Lou Roth 
100-60-100-100 

POUGHKEEPSIE 

On-Line Communications, Inc. 
291 Wall St. 
Kingston , NY 12401 
Ph. 914-331 -0061 
Fax 914-331 -7016 
Contact: Peggy O'Connor 
40-40-40-40 
(See advertisment on p. 79) 

ROCH ST R 

Gordon S. Black Corporation 
135 Corporate Woods 
Rochester, NY 14623-1457 
Ph . 716-272-8400 
Fax 716-272-8680 
Contact: Joanne Burnash 
70-70-70-70 

SYRACUS 

KS&R Consumer Testing Center 
Shoppingtown Mall 
3649 Erie Blvd . E. 
Syracus . NY 13214 
Ph. 800-645-5469 
Fax 315-446-6719 
Contact: Lynette S. Van Dyke 
40-26-40-0 

McCarthy Associates, Inc. 
Penn Can Mall/5775 S. Bay Rd . 
Cicero, NY 13039 
Ph. 315-458-9320 
Contact: John McCarthy 
10-10-10-0 

NORTH CAROLINA 

CAR 0 

Consumer Pulse of Charlotte 
5625 Central Ave./Eastland Mall 
Charlotte, NC 28212 
Ph. 704-536-6067 or 800-336-0159 
Fax 704-536-2238 
Contact: Curtis Cates 
15-8-15-15 

Leibowitz Market Research Ascts . 
One Parkway Plaza, Ste. 11 0 
4824 Parkway Plz. Blvd. 
Charlotte, NC 28217-1968 
Ph. 704-357-1961 
Fax 704-357-1965 
Contact: T eri Leibowitz 
15-10-0-0 

MarketWise, Inc. 
1332 E. Morehead St. 
Charlotte, NC 28204 
Ph . 704-332-8433 
Fax 704-332-0499 
Contact: Beverly Kothe 
15-0-15-15 

GR SBORO 

Bellomy Research , Inc. 
1 08 Cambridge Plaza Dr. 
Winston-Salem , NC 271 04 
Ph. 800-443-7344 
Fax 91 0-765-8084 
Contact : John Sessions 
90-90-90-90 

Corporate Research 
236 Highway 68 South 
Greensboro, NC 27409 
Ph. 910-812-3500 
Fax 910-812-8888 
Contact: John Deuterman 
40-0-40-40 

The Customer Center, Inc. 
3528 Vest Mill Road 
Winston-Salem , NC 27103 
Ph . 910-768-7368 
Fax 910-768-7428 
Contact: Elizabeth Morton 
20-20-20-0 

M/AIR/C 
3200 Northline Av .. Ste. 661 
Greensboro, NC 27408 
Ph. 910-855-6700 
Fax 910-294-3253 
Contact : Grace Atkins 
74-74-74-74 

The Telephone Centr . Inc. 
1605 Spring Gard n St. 
Greensboro, NC 27403 
Ph. 910-574-3000 
Fax 910-574-3007 
Contact: Liz Winter 
65-65-65-65 
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Survey Partners of America 
1 04 Cambridge Plaza Dr. 
Winston-Salem , NC 27104 
Ph. 800-348-8002 
Fax 910-765-2717 
Contact: Carol Hefner 
90-90-90-90 

RAL I H 

Johnston, Zabor & Associates, Inc. 
2222 Chapel Hill-Nelson Hwy. 
Research Triangle Park, NC 27709 
Ph. 919-544-5448 
Fax 919-544-0954 
Contact: Jeffery M. Johnston 
30·0-30-30 

Medical Marketing Research, Inc. 
P.O. Box 99660 
Raleigh, NC 27624 
Ph . 919-870-6550 
Fax 919-848-2465 
Contact: George Matijow 
20-20-20-20 
(See advertisement on p. 16} 

Wilkerson & Associates 
4208 Six Forks Rd., Bldg. 2, #333 
Raleigh, NC 27609 
Ph. 502-459-3133 
15-0-15-0 

T RBORO 

Statistical Analysis Center 
P.O. Box 1218 
Tarboro, NC 27886 
Ph. 919-823-0950 
Fax 919-823-4621 
Contact: Rawls Howard, Jr. 
52-6-20-20 

OHIO 

KRO 

Research Interviewing Center 
1 Cascade Plaza, 21st Fl. 
Akron , OH 44308 
Ph . 216-762-2141 
Fax 216-762-3019 
Contact: Jan Sheppard 
36-36-36-0 

CI A 

Advanced Research In Marketing 
1 0133 Springfield Pike 
Cincinnati , OH 45215 
Ph. 513-772-2929 
Contact: Judy Christman 
22-0-22-0 

All iance Research , Inc. 
2845 Chancellor Or. 
Crestview Hills , KY 41017 
Ph. 606-344-0077 
Fax 606-344-0078 
Contact: Molly Moreland 
76-76-76-76 
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The Answer Group 
4665 Cornell Rd . 
Cincinnati , OH 45241 
Ph. 513-489-9000 
Fax 513-489-9130 
Contact: Connie McCowan 
19-10-19-19 

Assistance In Mark ting , Inc. 
11890 Montgomery Road 
Cincinnati, OH 45249 
Ph . 513-683-6600 
Fax 513-683-9177 
Contact: Irwin W inberg 
20-1 0-20-20 

B & B Research Services, Inc. 
8005 PI infi ld Road 
Cincinnati , OH 45236 
Ph. 513-793-4223 
Fax 513-793-9117 
Contact: Lynn Caudill 
20-20-20-0 

Burke Marketing Research 
805 C ntral Ave., 5th Fir. 
Cincinnati, OH 45202 
Ph . 51 3-241 -5663 
Fax 513-684 7500 
Contact: B th Teehan 
11 0-11 0-11 0-11 0 

Calo A search Services 
10250 Alliance Rd., Ste. 230 
Cincinnati, OH 45242 
Ph. 513-984-9708 
Contact: Patricia Calo 
14-0-14-0 

Consumer Pulse of Cincinnati 
Forest Fair Mall 
514 Forest Fair Drive 
Cincinnati. OH 45240 
Ph. 513-671 -1211 or800-336-0159 
Fax 513-346-4244 
Contact : Susan Lake 
12-6-12·12 

Elrick & Lavidge 
11 Triangle Park 
Cincinnati , OH 45246 
Ph. 513· 772-1990 
Fax 513-772-2093 
Contact: Ethel Galzeramo 
29-24-24-24 

Fields Marketing Research , Inc. 
7979 Reading Rd . 
Cincinnati, OH 45237 
Ph. 513-821 -6266 
Fax 513-679-5300 
Contact: Ken A. Fields 
28-20-28-28 

Marketing Research Services, Inc. 
15 East Eighth St. 
Cincinnati , OH 45202 
Ph. 513-579-1555 
Fax 515-562-8819 
Contact: Elise Delahanty 
80-80-80-80 

Our most 
sophisticated 

data collection 
de ·ce. 

err r. 
talk to u toda 1• 

You kno\v w llli ' t ~-

--· ON-LI E COM IL 'ICATIO S 

291 Wall creeL. King. wn , 1\ \' 1 2~01. 

9 1 /3~~1-00 ' I.Fax 14/331-701G 
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CODES- (e.g., 25-10-25-10) 

1 STATIONS- 0 o ;nterv~ewmgstauonsatthisloca ion 
2 CR ·s No o stations us1ng CRT's for interv1ew1ng. 
3 ON SITE. No of statiOns wh 1ch can be monitored on-s1te 
4 0 -PREMISES- No ofstatoonswhlch canbemon~~ored 
at premises 

MarketVision Research. Inc. 
MarketVision Bldg . 
4500 Cooper Rd. 
Cincinnati. OH 45242 
Ph. 513-791 -3100 
Fax 513-791 -3103 
Contact: Sharon Laukhutf 
50-40-50-50 

Matrixx Marketing Research 
4600 Montgomery Rd ., Ste. 400 
Cincinnati , OH 45212 
Ph . 513-841 -1199 or 800-323-8369 
Fax 513-841 -9966/0666 
65-65-65-65 
(See advertisement on p. 32) 

QFact Marketing Research 
9908 Carver Road 
Cincinnati, OH 45242 
Ph. 513-891 -2271 
Fax 513-791 -7356 
Contact: Mary Swart-Cahall 
22-6-22-22 

Service Industry Research Sys. 
2330 Victory Pkwy. 
Cincinnati , OH 45206 
Ph . 513-751 -7477 
Fax 513-751 -1303 
Contact: Mirjana Popovich 
34-34-34-34 

Spar/Burgoyne Info. Svce. 
30 West Third St. 
Cincinnati, OH 45202 
Ph . 513-621 -7000 
Fax 513-621 -9449 
23-23-23-0 

CL V LA D 

Gordon S. Black Corporation 
945 Windham Court 
Boardman, OH 44512 
Ph. 216-758-7300 
Fax 216-758-7709 
Contact: Joanne Burnash 
46-46-46-46 

Business Research Services, Inc. 
23825 Commerce Park 
Cleveland, OH 44122 
Ph . 216-831 -5200 
Fax 216-292-3048 
Contact: Tony Ramacciatti 
25-0-25-25 

Cleveland Field Resources, Inc. 
25109 Detroit Rd ., Ste. 325 
Cleveland, OH 44145 
Ph . 216-892-8555 
Fax 216-892-0002 
Contact: Jim Blake 
21 -21 -21 -21 
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Cleveland Survey Center 
691 Richmond Road 
Cleveland, OH 44143 
Ph. 216-461 -6898 
Fax 216-461 -9525 
Contact: Joan Miller 
1 0·1-1 0-0 
(See advertisement on p. 81) 

Consumer Pulse of Cleveland 
4301 Ridge Road 
Cleveland, OH 44144 
Ph . 216-351 -4644 or 800-336-0159 
Fax 216-351 -7876 
Contact : Veronica Hoffman McCready 
30-16-30-30 

Focus Groups of Cleveland 
2 Summit Park Dr., Ste. 225 
Cleveland. OH 44131 
Ph. 800-950·901 0 
Fax 216-642-8695 
Contact: Harriet Fadem/Betty Perry 
5-2-5-0 

Pat Henry Market Research, Inc. 
230 Huron Rd . N.W., Ste. 100.43 
Cleveland, OH 44113 
Ph . 216-621 -3831 
Fax 216·621 -8455 
Contact: Judith A. Hominy 
12-5-12-0 
(See advertisement on p. 22) 

The Maftett Research Group 
25111 Country Club Blvd. 
North Olmsted, OH 44070 
Ph . 216-779-1303 
Fax 216-779-2718 
Contact: Kent Maffett 
20-10-10-0 

Marketeam Associates 
3645 Warrensville Ctr. Rd., #340 
Shaker Heights, OH 44122 
Ph. 216-491 -9515 
Fax 216-491 -8552 
Contact: Victoria Thies 
14-0-14-14 

National Market Measures 
781 Beta Arcade, Ste. G 
Mayfield Village , OH 44143 
Ph. 216-4 73-7766 
Fax 216-4 73-0428 
Contact: Dan McCafferty 
21 -21 -21 -21 

Opinion Centers America. Inc. 
22021 Brookpark Rd . 
Cleveland, OH 44126 
Ph. 216-779-3000 
Fax 216-779-3040 
Contact : Betty Schwarz 
35-0-35-35 

Rosen Research 
25906 Emery Road 
Cleveland, OH 44128 
Ph . 216-464-5240 
Fax 216-464-7864 
Contact: Mary Ann/Shirley 
10-0-10-0 

0 UM U 

B & B Research Services, Inc. 
1365 Grandview Avenue 
Columbus, OH 43212 
Ph. 614-486-6746 
Fax 614-486-9958 
Contact: Judy Frederick 
10-10-0-0 

CJI Research Corp. 
1029 Dublin Road 
Columbus, OH 43215 
Ph . 614-488-2466 
Fax 614-488-2564 
Contact: Hugh Clark 
29-10 -29-0 

Focus and Phones, Inc. 
2655 Oakstone Drive 
Columbus. OH 43231 
Ph . 614-895-5800 
Fax 614-895-5840 
Contact: Sally Pilcher 
20-0-10-15 

Project Research , Inc. 
2929 Kenny Road 
Columbus, OH 43221 
Ph. 614-538-2440 
Fax 614-538-2444 
Contact: Cindy Calvert 
15-0-15-15 

Quality Controlled Services (QCS) 
7634 Crosswoods Drive 
Columbus, OH 43235 
Ph . 800-242-4118 or 800-325-3338 
Fax 614-436-7040 
Conact: Judy Golas 
23-13-23-23 
(See advertisement on p. 51) 

Saperstein Associates . Inc. 
4555 N. High St. 
Columbus, OH 43214 
Ph . 614-261 -0065 
Fax 614-261 -0076 
Contact: Martin Saperstein 
36-21 -36-36 

Dwight Sp ncer & Associates, Inc. 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph. 614-488-3123 
Fax 614-421 -1154 
Contact: Betty Spencer 
35-20-14·0 

D Y 0 

Shiloh Research Ascts., Inc. 
6927 N. Main St. 
Dayton , OH 45415 
Ph. 513 27 4-9325 
Fax 513-27 4·9536 
Contact: Alan Sibila 
10-0-10-10 
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TO 0 

Barbour Research , Inc. 
5241 Southwyck Blvd ., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-34 75 
Fax 419-866-3478 
Contact : Emily Barbour 
40-20-40-40 

Great Lakes Marketing 
31 03 Executive Pkwy., #1 06 
Toledo, OH 43606· 1311 
Ph . 419-534-4700 
Fax 419-531 ·8950 
Contact: Mark A. lott 
20-1 0-20-20 

Maritz Marketing Research 
Automotive Research Group 
3035 Moffat Dr. 
Toledo, OH 43615 
Ph. 419-841 -2831 
Fax 419-841 -8349 
Contact: Tim Rogers 
796-644-780-688 (nationwide) 

NFO Research , Inc. 
P.O. Box 315 
Toledo. OH 43697-0315 
Ph . 419-666-8800 
Fax 419-661 -8595 
Contact: Judi Jennings 
150-150-150-150 

Quality Controlled Services (QCS) 
3035 Moffat Drive 
Toledo , OH 43615 
Ph. 419-841 -8300 or 800-325·3338 
Fax 419-841 -8349 
Contact: Jackie Martzke 
40-35-40-40 
(See advertisement on p. 51) 

OKLAHOMA 

0 A OM 

Johnson Marketing Research, Inc. 
2915 N. Classen Blvd., #350 
Oklahoma City, OK 73106 
Ph. 405-528-2700 
Fa 405-528-3238 
Contact: Patty Casteel 
14-0-14-0 

Oklahoma City Research 
Ruth Nelson Research Svcs. 

Quail Springs Mall 
2501 West Memorial Drive 
Oklahoma City , OK 73134 
Ph . 405-752-4710 
Fax 405-752-2344 
1 0-1 0-1 0-1 0 

Oklahoma Market Research/Data Net 
3909 Classen Blvd .. Ste. 200 
Oklahoma City, OK 73118 
Ph. 405·525-3412 
Fax 405-525-3419 
Contact: Clyde Nitta 
20-10-20-0 
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TUL 

Cunningham Marketing & Rsch. Fld. Svcs. 
4107 S. Yale, #LA107 
Tulsa, OK 74135 
Ph . 918-664-7485 
Fax 918-664-4122 
Contact: Roberta Cunningham 
10-4-10-0 

On-Line Communications, Inc. 
401 South East Dewey 
Bartlesville , OK 74003 
Ph. 918-338-2000 
Contact: Lisa Joseph 
120-1 20-120-120 
(See advertisement on p. 79) 

Tulsa Surveys/Gayles Force, Inc. 
4530 S. Sheridan, Ste. 101 
Tulsa, OK 74145 
Ph . 918-665-3311 or 800·544-1494 
Fax 918-665-3388 
Contact : Tim Jarrett 
30-0-30-0 

OREGON 

POR L D 

Consumer Opinion Services, Inc. 
Lloyd Center. - 991 Lloyd Center 
Portland , OR 97232 
Ph. 503-281 -1278 
Fax 503·281 -1017 
Contact: Jerry Carter/Greg Carter 
7-7-6-0 
(See advertisement on p. 33) 

Gargan & Associates 
2705 E. Burnside. Ste. 200 
Portland, OR 97214 
Ph. 503-234-7111 
Fax 503-233-3865 
Contact: Daniel Gargan 
40-40-40-40 

The Gilmore Research Group 
729 N.E. Oregon St. , Ste. 150 
Portland, OR 97232 
Ph . 503-731 -5552 
Fax 503-731 -5590 
Contact: Denise Bauman 
20-20-20-20 

Griggs-Anderson Field Research 
308 S.W. 1st Ave. , 1st Fir. 
Portland, OR 97204 
Ph. 503-241 -8700 
Fax 503-241-8716 
Contact: Brenda Dwyer 
59-59-59-59 

Market Decisions Corporation 
8959 S.W. Barbur Blvd., #204 
Portland, OR 97219 
Ph . 503-245-4479 
Fax 503·245-9677 
Contact: Sue Ellen Christensen 
63-35-35-35 

Market Trends, Inc. 
2130 S.W. Jefferson. Ste. 200 
Portland , OR 97201 
Ph . 503-224-4900 
Fax 503-224-0633 
Contact : Chari Anang/Sarah Marin 
22-22-22-22 

Over 25 Years Of Consume 
Data Collection Expe ience 

Professional Consumer Research Services For 
Planning Direction And Minimized Risk 

In Business Decisions 

al 800-950-9010 

C EVELAND SURVEY CENTER 
Richmond Mall • 691 Ri hm nd Rd.• 2nd Fl or • Cl v 1 nd, OH 44143 

C1rcl o 4 7 on Reader Card 
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CODES· (e.g., 25-10-25-10) 

1 STATIO s- No of mterv1 wmg stat1ons t th1s locat1on 
2 CRTS - o of stat1ons us1ng CRTs lor 1nterv1 w•ng 
3 0 -S ITE - No. ol stallons whlchcanbemon.ror don s1t 
4 0 F-PREM ISES o of stations whiCh can be mon1tored 
of1·premtses 

Omni Research 
7689 S.W. Capitol Hwy. 
Portland, OR 97219 
Ph . 503-245-4014 
Fax 503-245-9065 
Contact: Chris Robinson 
10-0-10-10 

PENNSYLVANIA 

AL TOW 

Telephone Concepts, Unltd. 
3724 Crescent Court W. 
Whitehall , PA 18052 
Ph . 215-437-4000 
Fax 215-437-5212 
Contact Robert Williams 
40-0-40-0 

RI 

Moore Research Services 
2610 Ellsworth Ave . 
Erie, PA 16508 
Ph. 814-868-4678 
Fax 814-864-8333 
Contact: Colleen Moore Mezler 
15-4-4-2 

INDIA 

lntersearch Corporation 
Indiana, PA 15701 
Ph. 215-657-6400 
110-110-110-11 0 

Tel-One Corporation 
699 Philadelphia St. , Ste. 303 
Indiana, PA 15701 
Ph. 412-465-1900 
Fax 412-465-1904 
90-90-90-90 

LAN ST R 

Visions Marketing Services 
528 W. Orange St. 
Lancaster, PA 17603 
Ph. 717-295-8000 
Fax 717-295-8020 
Contact: Robert Howell 
35-25-25-25 

DELPHI 

Central Telephone Interviewing Sys . (CTIS) 
920 Towncenter Dr .. Bldg. 1-10 
Langhorne, PA 19047 
Ph . 215-752-7266 
Fax 215-741 -4893 
Contact : Bob Ruppe 
50-50-50-50 

Chilton Research Services 
201 King of Prussia Rd . 
Radnor, PA 19089-0193 
Ph. 215-964-4602 
Fax 215-964-2904 
Contact: Marjorie Michitti 
230-230-230-230 

Consum r/ lndustrial Research (CIA) 
P.O. Box 206 
Chadsport. PA 19397 
Ph. 215-565-6222 
Fax 215-459-7898 
Contact: Gene Rullo 
35-0-35-0 

Consumer Pulse of Philadelphia 
2203 Plymouth Meeting Mall 
Plymouth Meeting , PA 19462 
Ph . 215-825-6636 or 800-336-0159 
Fax 21 5-825-6805 
Contact: Elanor Yates 
15-8-15-15 

The Data Group, Inc. 
2260 Butler Pike , Ste . 150 
Plymouth Meeting, PA 19462 
Ph . 215-834-2080 
Fax 215-834-3035 
Contact : Sherry Hood 
115-115-115-11 5 

Delta Market Research , Inc. 
333 N. York Road 
Hatboro , PA 19040 
Ph. 215-674-1180 
Fax 215-674-1271 
Contact : Linda C lee 
20-18-20-20 

Eastern Research Services (ERS) 
130 S. State Rd., Ste . 204 
Springfield , PA 19064 
Ph. 215-543-0575 
Fax 215-543-2577 
Contact: Kean W. Spencer 
60-32-60-60 

Elrick & Lavidge 
2200 West Broad St. 
Bethlehem, PA 18018 
Ph. 215-861 -8880 
Fax 215-861 -8212 
Contact : Margaret Remnick 
66-66-66-66 

ICR Survey Research Group 
605 West State St. 
Media, PA 19063 
Ph . 610-565-9280 
Fax 610-565-2369 
Contact: Fred Soulas 
35-35-35-35 
(See advertisement on pp. 31 , 33, 35) 

ICR Survey Research Group 
262 King St. 
Pottstown, PA 19464 
Ph. 61 0-565-9280 
Contact : Fred Soulas 
40-40-40-40 
(See advertisement on pp. 31 , 33, 35) 
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ICR Survey Research Group 
1452 Chester Pike 
Sharon Hill, PA 19079 
Ph. 610-565-9280 
Contact : Fred Soulas 
42-42-42-42 
(See advertisement on pp. 3 1, 33, 35) 

ICR Survey Research Group 
Cam-Gio Building - Blackhorn Pike 
Turnersville , NJ 08010 
Ph. 610-565-9280 
Contact: Fred Soulas 
30-30-30-30 
(See advertisement on pp. 31 , 33, 35) 

lntersearch Corporation 
132 Welsh Road 
Horsham, PA 19044 
Ph . 215-657-6400 
Contact: Robert Cosgrove 
50-50-50-50 

lntersearch Corporation 
Northeast Philadelphia, PA 
Ph . 215-657-6400 
50-50-50-50 

lntersearch Corporation 
Oxford Circle, PA 19363 
Ph. 215-657-6400 
90-55-90-90 

lntersearch Corporation 
Mayfair, PA 
Ph. 21 5-657-6400 
45-45-45-45 

JRP Marketing Research Svcs. 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
Contact: Kathy McCarty 
33-15-20-20 
(See advertisement on p. 83) 

Market Dimensions , Inc. 
203 E. Baltimore Pike 
Media, PA 19063 
Ph . 215-565-961 0 
Fax 21 5-565-7293 
25-0-25-25 

Marketlab Research, Inc. 
100 N. 17th St. 
Philadelphia, PA 19103 
Ph . 215-561 -5500 
Fax 215-561 -6525 
Contact: Tom Bershad 
30-15-30-30 

Mar's Surveys, Inc. 
Rte. 130, Cinnaminson Mall 
Cinnaminson, NJ 08077 
Ph. 609-786-8514 
Fax 609-786-0480 
Contact: Marlene Teblum 
18-0-18-5 

Circle No. 149 on Reade Card 83 



CODES- (e.g., 25-10-25-10) 

1. STA~IONS - No. of 1nterv1 wing stat1ons at th is locat ion 
2. CRT S - No. of stat1ons us1ng CRT's for mterv1ew1ng 
3. ON-SITE -No. of Slal1ons wh1ch can be monitored on site 
4.0FF-PREMISES- No. of st \lons wh1chcanb mon• ored 
off-prem1ses 

MSI International 
Lafayette & Swede St. 
Norristown, PA 19401 
Ph . 215-239-0521 
Fax 215·239-0531 
Contact: Paul Strasser/Hugh JeHers 
50-50-50·50 

Phonelab Telephone Research 
555 North Lane 
Conshohocken , PA 19428 
Ph. 610-397-0395 
Fax 610-397-0986 
Contact: Sharon Muller 
30-20-30-0 

Quality Controlled Services (QCS) 
2577 lnterplex Drive 
KOR Center A, Ste. 101 
Trevose, PA 19053 
Ph. 800-752-2027 or 800-325-3338 
Fax 215-639-8224 
Contact: Branch Manager 
14-0-14-0 
(See advertisement on p. 51) 

J . Reckner Associates 
587 Bethlehem Pike, #800 
Montgomeryville, PA 18936 
Ph . 215-822-6220 
Fax 215-822-2238 
Contact : Frances Grubb/Nancy Kolkebeck 
30-1 0-22-22 
(See advertisement on p. 22. 82) 

The Reich Group 
Seven Penn Center 
1635 Market St. , #200 
Philadelphia, PA 19103 
Ph. 800-331 -9316 
Fax 215-972-1777 
Contact: Mort Reich 
200-30-200-200 

Research , Inc. 
531 Plymouth Rd., Ste . 510 
Plymouth Meeting , PA 19462 
Ph. 215-941-2700 
Fax 215-941 -2711 
Contact: Phyllis Santoro 
15-12-15-15 

The Response Center, Inc. 
3440 Market St. . 1st Fir. East 
Philadelphia, PA 19104 
Ph . 21 5-222-2800 
Fax 215-222-3047 
Contact : Patrick Baldasare 
70-50-70-0 

84 

Ricci Telephone Research , Inc. 
30 S. Sproul Rd. 
Broomall PA 19008 
Ph. 215-356-0675 
Fax 215-356-7577 
Contact: Sal Ricci 
25-0-25-25 

RSVP/Research Services 
1916 Welsh Road 
Philadelphia, PA 19115 
Ph . 215-969-8500 
Fax 215-969-3717 
Contact: Neil Blefeld 
60-40-60-60 
(See advertisement on p. 23) 

Survey America 
1350 S. Pennsylvania Ave . 
Morrisville, PA 19067 
Ph . 215-736-1600 
Fax 215-736-5984 
Contact: Douglas Elliott 
30-30-30-30 

Tel-One Corporation 
700 Business Center Dr. 
Horsham, PA 19044 
Ph. 215-784-5935 
Fax 215-784-5900 
Contact: Neal Dranoff 
45-30-45-45 

Tel-One Corporation 
5820 Castor Ave . 
Philadelphia, PA 19149 
Ph . 215-533-2900 
Fax 215-533-2929 
85-80-85-85 

Tel-One Corporation 
9501 Roosevelt Blvd ., Ste. 204 
Philadelphia, PA 19114 
Ph. 215-464-1900 
Fax 215-464-9235 
50-S0-50-50 

TMR, Inc. 
1974 Sproul Road 
Broomall . PA 19008 
Ph . 215-359-1190 
Fax 215-353-5946 
Contact: Tom Ramsburg 
50-50-50-50 
(See advertisement on p. 73) 

Valley Forge Information S rvice 
800 Town Center Dr. 
Langhorne, PA 19047 
Ph . 215-75 7-0200 
Fax 215-757-4538 
Contact : Bob King 
75-24-75-75 

The Vanderveer Group (TVG) 
555 Virginia Drive 
Ft. Washington, PA 19034 
Ph. 215-646-7200 
Fax 215-641 -1898 
70-0-70-0 

The WATS House 
6908-1 o Market St. 
Upper Darby, PA 19082 
Ph. 610-352-5700 
Fax 610-352-7381 
Contact: Dan Margherita 
70-70-70-70 

PITTSBURGH 

Campos Market Research 
216 Blvd . of the Allies 
Pittsburgh, PA 15222 
Ph . 412-471 -8484 
Fax 412-471 -8497 
Contact : Rene Campos 
40-20-40-40 

John J. Clark & Associates 
120 S. Whitfield St. 
Pittsburgh, PA 15206 
Ph . 412-361 -3200 
Contact: John Clark 
20-1 0-20-20 

Direct Response Marketing 
150 Ardmore Blvd. 
Pittsburgh , PA 15221 
Ph. 412-242-6200 
30-30-30-0 

The Gilmore Research Group 
500 Wood St. , Ste . 2005 
Pittsburgh , PA 15222 
Ph . 412-338-0222 
Fax 412-338-0224 
Contact: Cathy Peda 
20-20-20-20 

Pert Survey Research 
454 Perry Hwy. 
West View, PA 15229 
Ph . 203-242-2005 
Fax 203-242-4857 
Contact : Tim Winieski 
30-0-30·30 

Telephone Concepts Unlimited 
3724 Crescent Court West 
Whitehall, PA 1 8052 
Ph. 610-437-4000 
Fax 610-437-5212 
Contact: Robert F. Williams 
40-0-40-40 

S A G 

Diagnostics Plus 
111 Sowers St. , Ste. 500 
State College, PA 16801 
Ph . 814-234-2344 
Fax 814-231 -7672 
Contact : John Rodgers 
15-15-15-0 
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RHODE ISLAND 

Advantage Research Corp. 
610 Ten Rod Road 
North Kingstown. Rl 02852 
Ph . 401 -294-6640 
Fax 401 -294-6661 
Contact: Rick Nagele 
15-0-0-0 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence. Rl 02908 
Ph. 401 -861 -3400 
Fax 401 -861 -0062 
Contact : Anthony B. Pesaturo 
22-0-22-0 

SOUTH CAROLINA 

CH R STO 

Bernett Research 
2150 Northwoods Blvd. 
E 1 B Northwoods Mall 
N. Charleston , SC 29418 
Ph. 803-553-0030 
Contact : Gloria Duda 
6-0- 6-0 
(See advertisement on p. 65) 

COLUMBI 

MarketSearch Corp. 
2721 Devine St. 
Columbia, SC 29205 
Ph . 803-254-6958 
Fax 803-799-9180 
Contact: Melinda Mukofsky 
40-0-40-0 

Metromark Field Services 
3030 Devine St. 
Columbia, SC 29205 
Ph . 803-256-8694 
Fax 803-254-3798 
Contact : Emerson Smith 
19-0-15-0 

GR NVI 

Carolina Mark t Res rch 
88 Villa Road 
Greenville, SC 29615 
Ph . 803-233-5775 
Fax 803-233-6181 
Contact: Elizab th B. Buchanan 
12-0·12-0 

Research Inc. 
33 Villa Rd .. Ste. 202 
Gr envill , SC 29615 
Ph . 803-232-2314 
Fax 803-232-1408 
Contact: D borah S. Ott 
30-0-4-0 
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SOUTH DAKOTA 

SIOUX s 
American Public Opinion Survey 

and Market Research Corp. 
1320 S. Minnesota Avenue 
Sioux Falls , SO 57105-0625 
Ph. 605-338-3918 
Fax 605-394-7473 
Contact: Warren R. Johnson 
27-27-27-27 

TENNESSEE 

HAT A OOGA 

Wilkins Research 
1921 Morris Hill Rd. 
Chattanooga, TN 37421 
Ph. 615-894-9478 
Fax 615-894-0942 
Contact: lisa Wilkins 
31 -0-31 -31 

MM 

Accudata/Chamberlain Mkt. Rsch. 
1 036 Oakhaven Rd. 
Memphis, TN 38119 
Ph . 901 -763-0405 
Fax 901 -763-0660 
Contact: Val rie Jolly 
10-0-10-10 

Heakin Research. Inc. 
5501 Winchester Office Plaza 
Memphis. TN 38115 
Ph. 901 -795-8180 
Fax 901 -362-7014 
Contact : Suzin Kortokrax 
15-0-15-0 

Market Development Associates 
5050 Poplar Ave ., St . 821 
Memphis. TN 38157 
Ph . 901 -682-1011 
Fax 901 -682-5352 
Contact : Elizabeth Norwood 
1 0-1 0-1 0-1 0 

PWI Research 
5100 Poplar, Ste . 3125 
Memphis, TN 38117 
Ph . 901 -682-2444 
Fax 901 -682-2471 
Contact: Joanne Hughes 
36-8-36-36 

ILL 

Quality Controlled Services (QCS) 
Fairlawns Building 
5203 Maryland Way, Ste. 150 
Brentwood, TN 37027 
Ph. 800-637-0137 or 800-325-3338 
Fax 615-661 ·4035 
Contact : Nancy Proctor 
15-2-15-0 
(See advertisement on p. 51) 

20/20 Research 
2303 21st Ave. S., 2nd Fl. 
Nashville, TN 37212 
Ph. 800-737-2020 

Fax 615-385-0925 
Contact : Greg Fuson 
25-20-25-0 

TEXAS 

AMARILLO 

Opinions Unlimited Inc. 
8201 S. W. 34th 
Amarillo, TX 79121 
Ph . 800-658-2656 
Fax 806-353-4718 
Contact : Anndel Martin/Neil Norwood 
48-48-48-48 
(See advertisement on p. 85) 

OPINIONS/ 

{unl imite d 

What Makes Us Different, 
Makes Us Better 

Results You Can Trust • 
Service You Can Rely On • 

Firm Budgets ond Deadlines • 
On-Site/Remote Monitoring • 

CAll using Ci2 or any • 
DOS-Based package 

Experienced Ci2 • 
Programers on Staff 

Opinions Unlimited: 
Different and Proud of It! 

50 Station WATS • Moderator-Designed Fo<us 
High Traffic Regional Moll/ CRT 

For a two hour bid or more information, 
contact: Anndel Hodges or Neil Norwood 

1-800-658-2656 
Circle o 50 on R !ld r C, rd 85 



CODES - (e.g., 25-10-25-10) 

1 STATIONS - No. or 1nlorv1 wmg stat10nsat this location 
2 CRT'S - No. of stat1ons us1ng CRT's lor interv1 wing 
3 ON-SITE - No. ot stal•ons wh•chcan be monl toredon 1t 
4 OFF·PREMISES -No. of stahons whichcanb mon 1tor d 
olf-prem1ses 

First Market Research Corp. 
2301 Hancock Drive 
Austin , TX 78756 
Ph . 800-347-7889 
Fax 800-374·8667 
Contact : Jim Heiman 
50-20-50-50 
(See advertisement on p. 66) 

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
.' p ially de~ igned 3,200 "4uar f e l. 

free tanding fo u gr up facility . arge 
~o· ' _()' '<.mferem:e room. l\ .. 'O I vel 
vi v ... ing room (s uts L ). fulll-.itch n. 
audio. vid o. e\p rt r cruit ing. ne n 
one , exe utiv . professional. meuical. 
Hi pani c r cruitin g a -,pe ialty . 

habla E. panol''. 
T\ .. ·enty- livc line phone center. Na­

tionall lispanic marketcovrragr. bilin­
gual interv i wers and 'Omputer a '>S ist d 
interviewing. 

Pcnnancnt mall J'acility al. o 
avaihble in the region" largL''It mall. 

all Linda Adam. 
\Iille r ami Dtn.:clor 

15) 5 1-4777 
(9 15) 595-6305 

The Gallup Organization-Austin 
1016 La Posada, Ste. 290 
Austin, TX 78752 
Ph . 512-454-5271 
Contact : Dave Pleiss 
1 00-75-1 00-1 00 

NuStats, Inc. 
901 W. MLK Blvd . 
Austin , TX 78701 
Ph . 512-469-6400 
Fax 512-469-6408 
Contact: Bruce Walters 
65-30-45-45 

T ammadge Market Research 
16168 Rio Grande 
Austin , TX 78701 
Ph . 512-474-1005 
Fax 512-370-0339 
Contact: Melissa R. Pepper 
35-30-35-35 

0 LLA I ORT WORT 

Edward Blank Associates 
100 S. Industrial Blvd. 
Euless, TX 76040 
Ph . 212-741 -8133 
Contact: Ed Blank 
175-175-175-175 

Edward Blank Associates 
1201 N. Watson Rd., Ste. 100 
Arlington, TX 76006 
Ph . 212-741 -8133 
Contact: Ed Blank 
75-75-75-75 

Decision Analyst, Inc. 
604 Ave. HE. 
Arlington, TX 76011 
Ph. 817-640-61 66 
Fax 817-640-6567 
Contact: Todd Williford 
51 -38-51 -0 

DSS Research 
711 E. Lamar Blvd ., #101 
Arlington , TX 76011 
Ph . 817-265-2422 
Fax 817-261 -0707 
Contact: Roger Gat s 
50-50-50-50 

Fenton Swanger Rsch ., Inc. 
14800 Quorum Dr. , Ste. 250 
Dallas , TX 75240 
Ph . 214-934-0707 
Fax 214-490-3919 
Contact: Ann F nton 
30-10-30-0 

Focus On Dallas 
12240 Inwood Rd., #400 
Dallas, TX 75244 
Ph. 214-960-5850 
Fax 214-960-5859 
Contact: Kelly Lynn Ireland 
15-0-0-0 

Linden Research S rvices , Inc. 
4800 S. Hulen Mall 
Ft. Worth , TX 76132 
Ph . 817-370-7678 
Fax 817-370-9019 
Contact: Rhonda Linden 
6-0-6-0 

M/NR/C 
1700 Wilshire 
Denton, TX 76201 
Ph . 817-566-6668 
Fax 817-566-0671 
Contact: Alice Bell 
123-123-1 23-1 23 

Probe Research Inc. 
2723 Valley View Ln. 
Dallas, TX 75234 
Ph . 214-241 -6696 
Fax 214-241 -8513 
Contact: Richard Harris 
27-0-27-0 

Quality Controlled Services (QCS) 
14679 Midway Ro d. Ste. 1 02 
Dallas, TX 75244 
Ph. 800-421 -2167 or 800-325-3338 
Fax 214-490-3065 
Contact: Joyce Clifton 
12-0-12-0 
(See advertisement on p. 51) 

Savitz Research Center, Inc. 
13747 Montfort Dr. , Ste. 111 
Dallas, TX 75240 
Ph. 214-386-4050 
Fax 214-450-2507 
Contact: Harriet Silverman 
11 0-60-11 0-11 0 

LP SO 

Aim Research 
1 0456 Brian Mooney 
El Paso, TX 79935 
Ph. 915-591 -4777 
Fax 915-595-6305 
Contact: Linda Adams 
20-10-5-0 
(See advertisement on p. 86) 

HO 0 

Center For Quantitative Studies 
2400 Augusta, #333 
Houston, TX 77057 
Ph. 800-460-9111 
Fax 713-954-1520 
Contact: Noel Roulin 
50-15 50-50 

Creative Consumer Research 
3945 Greenbriar 
Stafford. TX 77477 
Ph . 713-240-9646 
Fax 713-240-3497 
Contact : Patricia Pratt 
50-12 50-0 
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The Gallup Organization-Houston 
14405 Walters Rd., Ste. 200 
Houston, TX 77014 
Ph. 713-444-0040 
Fax 713-586-1606 
Contact : Susan Boe 
160-1 60-160-160 

Higginbotham Associates. Inc. 
3355 W. Alabama. Ste . 530 
Houston, TX 77098 
Ph . 713-626-3033 
Contact : Marie Kraft 
20-0-15-1 

In-Touch Research, Inc. 
5855 Sovereign, Ste. 200 
Houston, TX 77036 
Ph . 713-773-8300 
Fax 713-773-8306 
Contact: Debbie Thigpen 
22-0-15-0 

MVA Research 
5851 St. Felipe , Ste. 60 
Houston, TX 77057 
Ph. 71 3-783-91 09 
Fax 713-783-4238 
Contact: Michael Pope 
80-0-80-60 

Quality Controlled Services (QCS) 
1560 West Bay Area Blvd., Ste. 130 
Friendswood, TX 77546 
Ph. 800-522-2385 or 800-325-3338 
Fax 713-486-3831 
Contact : Diana Reid 
20-0-20-20 
(See advertisement on p. 51) 

The Woodward Group 
10101 S.W. Freeway , Ste. 335 
Houston. TX 77074 
Ph . 713-772-0262 
Fax 713-772-0265 
Contact: Kerry Palermo 
32-0-32-0 

LUBBOCK 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-7 44-67 40 
Fax 806-744-0327 
Contact : Jeff Raymond 
120-55-120-120 

Creative Consumer Research 
5411 Bandera Rd ., Ste . 307 
San Antonio , TX 78238 
Ph . 210-520-7025 
Fax 21 0-680-9906 
Contact: Richard Weinhold 
50-0-50-0 

May 1994 

Galloway Res arch Service 
4346 N.W. Loop 410 
San Antonio. TX 78229 
Ph . 51 2-734-4346 
Fax 512-732-4500 
Contact: J . Patrick Galloway 
66-48-66-66 

VNU Operations Cent r 
4944 Research Dr., Bldg. F 
San Antonio, TX 78240 
Ph. 305-753-6043 
Contact: David Lustig 
66-66-66-66 

UTAH 

PROVO 

BAG Research Service 
50 East 500 N. 
Provo. UT 84601 
Ph . 801 -373-9923 
Fax 801 -374-2751 
Contact: Korri Roach/Spencer Robbins 
35-15-35-35 

W stern WATS Center 
288 W. Center St. 
Provo. UT 84601 
Ph. 801 -373 7735 
Fax 801 -375 0672 
Contact: Ron Lindorf or Ed Ledek 
175-175-175 175 

The Wirthlin Group 
1998 South Columbia Lane 
Orem. UT 84058 
Ph . 801 -226-1524 
Fax 801 -226-3483 
Contact: Kevin Crandall 
117 96-117-117 

K CITY 

Discovery Research Group 
5525 S. 900 East. Ste. 300 
Salt Lake City, UT 84117 
Ph. 801 -288-8890 
Fax 801 -288-8897 
Contact: Tom McNiven 
144-80-144-144 
(See advertisement on p. 89} 

Kagel Research 
2875 S. Main St.. Ste. 102 
Salt Lake City. UT 84115 
Ph . 801 -467-4479 
Fax 801 -467-5117 
Contact: Len Carter 
7-7-7-0 

Paria Research Group 
390 West 800 North, Ste. 104 
Orem. UT 84057 
Ph . 800-346-0255 
Fax 801 -226-4819 
Contact : Stephen Zimmerman 
50-50-50-50 
(See advertisement on p. 87) 

Utah Market Research 
Ruth Nelson Research Svcs. 

Crossroads Plaza Mall 
50 West Memorial Dr. 
Salt Lake City, UT 84144 
Ph. 801 -363-8726 
Fax 801 -321 -4904 
9-0-9-0 

Valley Research & Survey 
11 04 E. Ashton Ave. , #1 08 
Salt Lake City, UT 841 06 
Ph . 801 -467-4476 
Fax 801 -487-5820 
Contact : Sally Christensen 
11 -11 -11 -4 

Before You Decide, 
Compare. 

.. 
P A R A G R 0 U P 
M.\RKET RE. fJ\RCII • BEIIAVIOI0\l SHJDIES · OPINIO 

390 We t 00 North, Suite 104 • Orem, Uta h 4057 
1- 00-346-0255 • (80 1) 226- 200 • FAX ( 01) 226-4819 
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CODES· (e.g. , 25-10-25-10) 

1 STATIONS- No of 1n rv1ew ng station t th1s locat1on 
2 CRT'S - No of st t1ons usmg CAT' for mt rv1ew1ng 
3. ON SITE- o of t \Ions which can be monitored on-s1t 
4 0 F PREMISES -No ofsta onswh1chc nbemomored 
off-pr m1ses 

VERMONT 

0 

Macro International Inc. 
Data Collection Center 
126 College St. 
Burlington VT 05401 
Ph . 800-639-1310 
Fax 802-863-897 4 
99-99-99-99 

VIRGINIA 

OR OL 

ASI Market Research, Inc. 
11835 Canon Blvd., Ste. B-1 03 
Newport News, VA 23606 
Ph. 804-873-61 00 
Fax 804-873-6102 
Contact: David Stanley 
1 00-75-1 00-75 

Edward Blank Associates 
Pembroke Five, Ste. 200 
Virginia Beach, VA 23462 
Ph . 212-741 -8133 
Contact : Ed Blank 
125-125-125-125 

Continental Research Ascts. 
4500 Colley Avenue 
Norfolk, VA 23508 
Ph. 804-489-4887 
Contact: Nanci Glassman 
14-7-14-14 

Issues & Answers Network, Inc. 
5151 Bonney Rd., Ste. 100 
Virginia Beach, VA 23513 
Ph. 804-456-11 00 
Fax 804-456-0377 
Contact: Peter McGuiness 
209-209-209-209 

Quick Test 
816 Greenbriar Circle, Ste. 208 
Chesapeake, VA 23320 
Ph. 804-523-2505 
Fax 804-523-0463 
Contact: Gerri Kennedy 
20-20-0-0 

The Strategy Grc.up 
4008 Glen Road 
Virginia Beach , VA 23452-2602 
Ph. 804-498-0121 
Fax 804-498-0144 
Contact: Angela D'Aura 
12-6-12·12 

88 

MO 

Southeastern Institute of Research 
2325 W. Broad St. 
Richmond, VA 23220 
Ph . 804-358-8981 
Fax 804-358-9761 
Contact: Robert Miller 
43-3-43-43 

WASHINGTON 

L 

Consumer Opinion Services Inc. 
12825 1st Avenue South 
Seattle, WA 98168 
Ph. 206-241 -6050 
Fax 206-241 ·5213 
Contact : Jerry Cart r/Greg Carter 
17-17-17·0 
(See advertisement on p. 33) 

Decision Data, Inc. 
200 Kirkland Ave., Ste. C 
Kirkland, WA 98033 
Ph. 206-827-3234 
Fax 206-827-2212 
Conatct: Russ Riddle 
17-17-17-17 

The Gilmore Research Group 
2324 Eastlake Ave. E., Ste. 300 
Seattle, WA 98102-3306 
Ph . 206-726-5555 
Fax 206-726-5620 
Contact: Mary Monroe 
47-39-47-47 

GMA Research Corp. 
11808 Northrup Way, #270 
Bellevue, WA 98005 
Ph. 206-827-1251 
Fax 206-828-6778 
Contact: Cheri Williams 
34-28-24-24 

Market Data Research Corp. 
955 Tacoma Ave. S., Ste. 101 
Tacoma, WA 98402 
Ph . 206-383-11 00 
Fax 206-383-0852 
Contact: Gene Starr 
22-7-22-22 

Market Trends, Inc. 
3633 136th Pl. S.E. , #11 0 
Bellevue, WA 98006 
Ph. 206-562-4900 
Fax 206-562-4843 
Contact: Annette Godon/Jackie Weise 
31 -31 -31 -31 

Northwest Research Group 
400 1 08th Ave. N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 206-635-7481 
Fax 206-635· 7 482 
30-25-30-30 

PO 

Robinson Research , Inc. 
E. 130 Indiana, Ste. B 
Spokane, WA 99207 
Ph . 509-325-8080 
Fax 509-325-8068 
Contact : Will iam Robinson 
20-20-20·20 

WEST VIRGINIA 

0 

McMillion Research Service 
119 Eastwood Acr s 
Nitro, WV 25143 
Ph. 304· 755-5889 
Fax 304-755-9889 
Contact: Sandy McMillion 
25-25-25·0 

Ryan, McGuinn, Samples Research , Inc. 
1012 Kanawha Blvd. 
Charleston , WV 25301 
Ph . 304 343-7655 
Fax 304·342-1941 
Contact: Rod Holyman 
31 -31 -31 -0 

WISCONSIN 

P TO 

Qual ity Controlled Services (QCS) 
1348 American Drive 
N enah, WI 54956 
Ph. 414-731 -2241 or 800-325-3338 
Fax 414-722 3914 
Contact: Sharon Cornell 
18· 18-18-0 
(See advertisement on p. 51) 

Wisconsin Research 
1270 Main St. 
Green Bay, WI 54302 
Ph. 414-436-4646 
Fax 414-436-4651 
Contact: Barbara Smits 
14-12-14-0 

DI 

Gene Kroupa & Assoc1ates 
222 N. Midvale Blvd ., Ste . 29 
Madison, WI 53705 
Ph. 608-231 ·2250 
Fax 608-231 -6952 
Contact: Gene Kroupa 
15-0-15 4 

Quirk's M rketing Research Review 



R E S E A R C H G R 0 U P 

THEG ATEST VALUE FOR YOUR 

R SEARC DOLLAR! 
At Di covery Re arch r up w p cializ in t lephon data collecti n - in fact it's 
th only type of field work w do. And wed it well! 

• Quality - Sp ci lizing in t lephon intervi wing ha iven u a di tinct competi­
tiv advanta v r the c mp tition. All our nergi ar focu ed on pr viding the 
b t quality data p ibl f r ur eli nt . 

• curity - With 154 teleph n , i c very i one of the larg t ind p ndent phone 
faciliti in th country. 

• Value - ur m untain tim zon location all w u t ffici ntly reach all part of 
th country. Di covery' high quality and r a nable co t gi v y u the reate t value 
f r your d llar . 

Phone Facility 
• 1 4 t I phon stations for quick turn round 
• on urn rand bu ·in , ·-to-bu · in · 
• R mot in t rvi wer m nitoring 
• High uperv1 or to mterviewer ratio (1 :4) 
• 10% validation by call-bac 

Hispanic Interviewing 
• Bi-cultur I an bilingual int rvi w r · 
• 24 telephon ·tation , 
• ull tran lation 

pro ramming 

• We can al o upply all production, c ding mpling, tabulation ~ rvice f r your proje t. 

alt ak ity: 
Tom cNiven 
800•678•3748 
801•2 •88 0 

ax 0 l•288•8897 

Call Today For More Information! 
Hi pani Phone enter: 

Al Jaramillo 
00•709•9 20 

915•544•7196 
ax 15•544•7199 

C1rcl No. 163 on R ad r Card 

Phoeni 
Nancy Hay 1 tt 
800•369• 1 26 
602• 3 • 264 

ax 602•897•8764 



w 
Bisbing Research , Inc. 
6525 W. Bluemound Rd. 
Milwaukee. WI 53213 
Ph. 414-774-0623 
Fax 414-774-0385 
Contact : Ron Bisbing 
40-1 0-40-40 

Consumer Pulse of M1lwauke 
275 W. Wisconsin Ave. 
The Grand Avenue Mall #3004 
Milwaukee, WI 53203 
Ph . 414-274-6060 or 800-336-0159 
Fax 414-27 4-6068 
Contact: Kathy Jorsch 
15-8-15-15 

Dieringer Research Associates Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph . 414-489-4540 
Fa 414-449-4540 
Contact: Nancy Nichols 
36-8-36-36 

Lein/SpiegelhoH, Inc. 
235 N. Executive Dr., Ste . 300 
Brookfield , WI 53005 
Ph . 414-797-4320 
Fax 414-797-4325 
Contact: Arlene Spiegelhoff 
40-36-30-30 

roduct & S rvice Updat 
continued from p. 25 

nv rch 
report of Japan 
compani on CD-RO 

h In c~te t 

90 

r-

Mazur/Zachow, Inc. 
4319 N. 76th St 
Milwaukee, WI 53222 
Ph . 414-438-0805 
Fax 414-438-0355 
Contact: Diane Zachow 
15-3-15-0 

Mllw ukee Market Research , Inc. 
2835 North Mayfair Road, Ste. 2 
Milwaukee, WI 53222 
Ph. 414-475-6656 
Fax 414-475-0842 
Contact: Susan Lehman 
16-10-16-0 

Pert Survey Research 
1209 W. Lay1on 
Milwaukee, WI 53221 
Ph . 203-242-2005 
Fax 203-242-4857 
Contact : Kim Szymura 
45-45-45-45 

R 

Millw rd Brown, Inc. 
11 00 Commerce Drive 
Racine, WI 53406 
Ph . 414-886-7 400 
Fax 414-886-7 406 
75-50-75-75 

RI R 

Rockwood Research Corp. 
208 S. Ma1n St. 
River Falls , WI 54022 
Ph . 612-631 -1977 
Contact: Kevin Macken 
15-15-15-0 
(See advertisement on p. 71) 

vie\ ing; an I pagc-p r-minutc print­
ing. Wind w~- ba~ d . lhvare alit\\' \ 

for arc.:hingand r ·p r1 r~trie al. Thrc · 
diff r ntw< rk\tation · nfigurati n~ar· 

of~ r d. h r ar ·no nlin · charg . or 
. ub ripti n r .. ~ear ~ hin1!. and vi ·w­
ing ar r "'.and customeP~ pa ' nly for 
the p·tg s the print. r more informa­
ti n, ·on ta 1 ariaPsilopml · at 17-
. 45-_775. 

In ·ste t i~ ab 
thr u h its dataha. , 
pr til ·s < f Jap;_ net.; mpani . . om· 
3, ){) pr til s from Teikoku Databank. 
Ja an's larg . t husin "i\ -rcdit agcn · •. 
are now a ailablc. and lo\ ~ t _(} ),000 

" ill he nlinc hy th ·nd f I<.) 4. J.:a h 
r p rt · ntain~ ba kground informa­
ti n . u ·has ·ompany addrc .. andtelc­
ph n · numb •r, numb ·r of mplo rees 
and shar h lder\. and details a )Ut th 

mpan ,' , ·0 . ln ad liti n, the re­
rts of~ r finan ·ial data. in luding d -

Jared in ome. 'at ~. profih and divi ­
d nd'\. in b th yen and .S. d liar. . For 

CANADA 

0 RIO 

Consumer Contact, ltd. 
2450 Victona Park Ave. 
Wlllowdale, ON M2J 4A2 
Ph . 416-493-6111 

a 416-493-0176 
Contact. John Stanton 
24-24-24-0 

Market Facts of Canada. ltd. 
77 Bloor St. W. 
Toronto. ON M5S 3A4 
Ph 416-964-6262 

ax 416-964-5882 
Contact: G il Duranc 
18-18-18-0 

QU B 

Consumer Contact, ltd. 
4369 St. Denis St. 
Montreal, PO 
Ph . 416-493 6111 
Fax 416-493-01 76 
Contact : John Stanton 
20-11 -20-0 

Solum r/Market Facts of Canada 
12 McGill Colleg 
Montr I, PO H3B 4G7 
Ph 514-875-7570 
Fax 514-875-1416 
Contact. Den1s Gr n1er 
18-13-18 0 

m r • infonmllion. · nta ·t Psi I poulo\ 
r Mary M Rae at 17-3 5-_J (. 

0 o twar d ig ed 
amlin data u e 

R -.car ·h Inc., 1re m i ·h. 

s ·ar ·h ~ rs . 
d '\ign d t sav ~ t imc an 
analyzing th · result.., t f cu~t mer sur-
e . . \ h n ·0 cl . a ' U\1 m ~urvey 

f r a C mpan ', th mart .'!Cm pr -
ic.J ·s the ·lient with a mean. to a · \\ 

and na igatc through tahulat d data 
th ·client can fo ' U\ nth m st imp r­
tant finding" ( f the rc . arch. Th 

mart: . tcm al\ reate. in~tanl '\tat -
f-thc-ar1 graphic r port'\ 1 mmuni ­

cat' find in s. F d ients' tahu lar re­
port . ar· loaded nto th ir own IRM­
compatibl• ~ . Th rei\ n r ·- ·ntry f 
data r programming inv lv ·d. J r~ 

arc guid ·d hy m nu. , an I u~ • th ~ ir P 
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mi c to sck:ct fr m a variety or ptions 
that let them caJl up and refonnnt their 
tabulated data. creat summary dma 
tables or produce customized graph~. 
Intere ·ted om ani s may lain n 

mart ystem dcmon~tration disk by 
contacting Melanic Mump r-Di kcr<.;on 
at 419-661 -8560. 

MR conference set for 
June 8-10 in .Y. 

The Marketing Rc~earch Ass tat1on 
will hold itsannualconfercncconJunc8-
lO at the Waldorf-Astoria in New York 

ity. Featured speakers includ · key re­
search exec uti cs and fom1 'r cw York 
City Mayor Ed Koch. Wmd Morehoust.: 
HI. drama Titic for the hristian , cie1u·e 
Monitor and Reuters, Wade Dov.ms, vice 
president of Home hopping Net v,mrk. 
They will address key industry topics 
including s lutions to the problems of 
America's ·itics, the information super­
highway, new quantitati c and qualita­
Li ve trends in th industr . and how to stay 
competitive in business. ~ or more infor­
mation call 20. -257-400 . 

May 1994 

Oxbridge publishe 
updated directory of 
n w 1 tt rs 

The 1994 edition of the Oxhridgc 
Direclor_v of Newslelfl>rs ha b en re­
leased by 0 bridge Communication 
ln .. New Y rk. The lirectory list. over 
_2,000 new, letter . . which ar broken 
d \'-''11 by subje t category. The large. t 
li..,ting of North Ameri an publications. 
the '94 diti n include. regi nnl, multi­
publish --r, online. title/! SN and name­
change indice . En h listing in lude. an 
editorinl ro u . li ~ .rental rate . ircu !a­
Lion figures. production. staff and ad­
verti~ing rates. TheO.rhridge Direcwry 
<d'Newslcllers is an annual -1/2- by I l ­
inch solkover dirc<.:Lorv, available for 
395. 

Conceptual Software 
u leashe Data 
Muncher 

on ·cptual oftwarc. Houston, ha · 
issucd Data Muncher. an ·w Windows 
program that r ·tri ·v ·sand analyz "'S in-

formation from massive databases. Data 
Muncher combines a visual table mod­
cling approach \Vith a desktop publish­
ing program's de:ign features so data­
has users can creale eros: tables to help 
interpret data. and publish or present 
reports. Th . oftwarefeatur s pull-down 
menus and Windows' point and eli ·k 
operations; multiple fields so your table 
can have as many fi ·Ids as you need Lo 

display and nnaly7 data: n . ted ields, 
so you can subdivide the values of any 
fi ldbyanynurnberofotherfield:( .g., 
-ale. by . al sper on. divid d by terri­
tory. divided by product); vatu map­
ping you can re1 lace abbreviations 
\.Vith tring (''Produ t 1234" with 
"White Paint."fore ample); numerical 
data, and date and tim data can be 
sort d in any manner and group d into 
any numb r of range :and "drill do n •· 
(z m) you an e indi idual 
record .. Th program require Win­
dow 3.l,andsy temfile o cupy2MB 
on the di k. Data Mun her i available 
for 295. For more information. call 
Henry Feldman at 800-3_ '-2686. 

91 



Research Company 
continued from p. 23 

ews 

t -c iling mirrors. ach room an accommodate 20 i w rs. 
Rem t control vide taping i available. The facility al.-o ha 
thr e client lounges and three individual int ·r iewing room.\ 
tw f which have a shared iewing room. Atlanta ocus, which 
i part of Lh ·Focus Netw rk, condu t focus groups, tast le ·t". 

n - n- nc interviewing and car linic , among olh ·r s rvices, 
[! r it licnts. h company' addr and teleph n' ar ·: Druid 

Offi · Park,~ J Bu~ rd Hwy .. Stc. 250, tlanta, 1 

3032 . 404-636-9054. 

icwing. 

ln\-'in Re. earch ... ervice · Inc., Jack onville, la., has opened 
a n W f LIS group fa ility, in luding tWO larg' discussion 
r m ·. two-way vi wing minor , parate eli ·nt and r spon­
dent waiting rooms, r cruiting capabili tie . audio taping and/or 
vid ta ing, cl i nt lounge ' with iewing mirrors, moderator. 
and a data b~mk of more than _ 0.000 re p ndents. Th • address 

flrwin ·1'1 nev.r facility is: un Bank Building, 9250 Baymcadows 
Rd . uit 50, Ja ·ksonvillc, FL _ 2256. 

Hart -Hanks Marketing en·icc ·. River Edge, N.J .. ha~ 
·hanged it name t Harte-Hanks Market Re ear h. Th 

5 Route E., RJver 

Right Information ystem" Ltd., London, ngland, ha 
pen ·d a .. ub idiary, Right In~ nnation ystem , In ., in 

N wbur , Ma ., to introdu e 4Thoughl, th ·ompany' Win­
d w.·-based modeling and foreca ·ting soft war . he :tate ide 
addr ss and t leph ne number for Rl ar ·: he arriage 
H us ·, 2 r n t.. w ury, MA 0 195 1. ROO- 03-0 _ _ r 
508-46 -94 15. 

Martin Zeidner h f nn d a marketing res arch company, 
th Zeidn r Re · arch roup.\: ith headqututers in We. tchester 

unt , N.Y. Zeidner r ntly left Taplin~ Res ·ar ·h, where he 
wa pr sident. l11e new rnpany will offer fi ld and tabulating 
r , ·arch s rvice , including t lephonc interviewing. mnil ur­

ys and mall int rcept . The Zeidner Research roup's ad-
dr and t l phon are: I 9 Ridg n, Mt. Ki o, .Y. 1054 . 
914-- 1-05. 5. 

Ar Vi w, 

92 

a 0% incr a.·e. P 

Survey aitfTM for Windows 
Introducing an incredible software p ck ge for administering surveys. 
H rne th pow r of windows for the most powerful and flexible survey 
package available. Starts at $495.00 networked . Phone (414) 788-1675 
Marketing Masters PO. Box 545, NEENAH WI. 54957 ~545 

Mar t R ear h nal t 
R nais~ance i., a leading company in the greeting card industry, 
sc king an perienced market re~carch anal t to rep rt t the 
mar!..eting director. The u ful andidate will coordinat all 
marketing r ar h a tiviti s including: 

• Overseeing the mark ling databa~e. 
• ondu ting primary qualitativ and quantitati re earch. 
• Collecting and corr lating e ndary re1.earch. 

or a ling sales volume. 

Renai~sance. a sub. idiary of D. is a fast growing. innovative. 
d i2.n on ious compan . serving nati nal and international 
markets. \ c arc 90 mile fr m B 1.tun. 

Qualified applicant!> must hav 4-5 y ar e perience in qualita­
tive and quantitative n: ar h, both at a con'\umcr and indu try 
leveL ba h I r' degree in marketing r tali tic i r quired. 
A master's de rcc i on id red a plus . an idatc hould b 
pr fi ' ient in the u .. e of SPSS and database ftwar . E cell nt 
communicati n, n gotiati nand team skill!> arc cs cntial. 

Renaissance offer!> an c eel lent mpen~ati nand benefit puck­
age in ludin2. h alth verage. tuition rcimbur ment and a 
40J(k) retirement plan. Pleas mail r fa a detailed re~ume , 

Please respond 
by I I 
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rade Talk 
continued from p. 94 

January's M flitu nfer n e. Blair Pe­
ters, vice pre ident A. . Ni Len. ga a talk call d. 
··what th chan tell u : J _ AM and ARF Marketing 
Research Indu stry tudy," whi ·h looked at perceptions of 
. atisfaction with m rketing r s ·ar h. "It h wed th ·rc 
wa: a mismat h between the pcrcepti n r the c nsum-
r f mark ting res arch and th deli crer of marketing 

re earch,'' Vonuru ka ays. " in ·ty per nt of the mar­
keting res archers sa they'r d li ·ring quality data, 
" hil 60 p rccnt of client ay they arc g tting quality 
dat . Th intcrpr ·tat ion of that at the conferen e wa that 
marketing researcher · are li ing in a fool' paradi e. 
They're not delivering what they think th y'r ·deli ering. 
Well. it' be n my cxperi n that in man ca e the 
client is n t appr priat ly c peri en ed to usc th ... data in 
a " ay that ill h lp th m mak a tionable decisions." 

Vondru , ka kn w that many firm offer consu lting 
.- rvi ·cs, but he ay f w teach client h w to us market­
ing r search. His approach parall ·Is the pr verb: 1i c a 
man a fish and h ' II eat for ada , t a h amant fish and 
he'll atf<rth·ret 1hi li e.'· majorutility alledm· 
and :aid. 'We'r a little uns phisticat d with r gard to 

me of the advanced tati tical analys that vendor · are 
providing to us. W 'd li , to lenrn more about them owe 
can be better judge: of the inf rmati n that th y're gi ing 
u ·,rather than taking it on faith.' I'm going to gi e them 
a four-da tut rial on thin s lik factor and c luster analy­
sis. That fit perfectly with m initial idea in founding the 
company,'' he . ay .. 

Vondru ka i trying to bridge the gap h twe"n the 
renl i ti ·s of bu ine and the rcscar h proce . " h "r are 
lots of folk , out there who ar bu~ine on ultants, but 
they arcn 't sen iti e t res arch. And there ar lots of 
people out thcr wh nre great rescar her , who arcn ' t 
ens it i c to the busine asp ct. hat's where th hr ak­

do\1 n an occur. n n ed. to hav a f o t in b th amps." 

Headquarters: "van Tw d, Quirk's Marketing Re earch 
Reriew, 6607 I th A e. ., Minn ·apoli., M 5542 . . 
Ph ne: 612-Rol - 051. Fa l2-86 1-1R36 

We t oa ·t: Lan • W i. s, Lane Weiss As. o iate , I 0 
Bla k g Rd ., Kentfi ld, 94904, Phone: 415-461 -
1404. a : 4 15-46 1-9555 
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ffer persp ctiv 
Beyond edu ation. Yondruska intend to offer clients 

perspccti e and rna e it c l ar that r s arch re uJt have to 
be look ·u at in a competit iv con te t. He re ount the 
sto ry of a ar maker whi ~ h f und that 6 percent fits 
custom rs \1 ere mplet ly sa ti , fi d. "They tarted rav­
ing about that finding, until they found out that it put them 
dead last in the automotiv ·en vir nment. u an ·r . im­
ply look at y ur own progr ss, y u ha e to ompare it to 
y ur comp titor . And oft ntim ·s that t m re, and 
people ar" unwil1ing to do that, but they're putting them-

l e at a omp titi di advantag . " 
Y ndruska has tal ed to a number f pot ntial client 

already, and "a ll ign eem to point in th right direc­
ti n," he sa s. ''We th ink ther s a need out there and 
we'll be a fore t b reckoned with.'' 

* * * 
ft r my March olumn on the earthquak in Los Angel 

came out, I receiv d a call from drienn Goldbaum, pr i­
d "nt of L. . Re ar h, whose 'fice it right at th quake' 
epicent ·r inN rthridge. In putting th tory togeth r I call d 
s era I L. .-area firms; h r · I mi ed. nfortunatcly it wa 

n ·lose. t to the ep icenter! Oh, well... 
oldbaum had me amazing torie t t II , abou t h r 

husband being thrown across a room in their home b the 
quak , the damag to the . . R :ear h ffi -which 
were quickly ba in w rking order. thank to a conscien­
tiou landlord - and the devastation of the I cal mall, 
whi h lo. t s i an h r t re and its roof. 

oldbaum did hav · orne happier conseyu nee to 
r lay. One of the fir t call .A. Res ar h g t afte r th 
di. a ter came from a mpany hiring the firm to do ome 
fo u group - with arthqua e victims! And fr m the 
"r s ar h mu t go on'' d partment, old aum said that on 
th ·day f th quake. wi th hao reigning, all but one of 
the company' my ·t ry sh pp r did their shops and 
ca ll din their rep rts to the eli nt . Th on \vho didn't 
make it had a pretty good cuse: Her car was c rushed. t 

Please note the corrections to the following listing from the 
1993 Directory of Focus Group Facilitie. (corrected !ext in 
hold): 

Datatrack, Inc. 
Eastbrook Mall 
Grand Rapids, Ml49508 
Ph. 616-954-0303 
Fax 616-954-0001 
Contact: Sharon Sroka 
1 ,2,3,4,6,7A 
Rm. 1} 9x16 Obs. Rm. Seats 4 
Rm. 2} 10x10 
1Rm. 3) 1 Ox14 
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By Joseph Rydholm/QMRR editor 

Re earch con ultant 
pre cribe a littl 

S me arc horn t r arh. other~ have it thru t u m 
th ·m. hat' . n f th ~ r ·asons Quir~ ·., Marl...l·ting 
Research Ne1 ·iew e i. t~. P 'opl' com t th r . ·ar ·h 

fi ·ld from man · ba · "-.ground~ - ur e- ~I is to offer 
read 'L advi e and in ·tru ti n < n th u~e f variou" 

94 

~ 4 Focus Group Suites with separate 
reception and client offices 

~ Computerized interviewing at our 
respondent's offices 

~ Extensive, custom-designed business/ 
medical database 

~ local/national/international capabilities; 
English, Spanish & Most Asian languages 

Permanent full -time business and professional 
recruiters/ interviewers with the education and 

sophistication to speak hi-tech, medical jargon and 
business lingo. 

Call for our brochure and refer nces -
you will be impressedl 

Fl iscltman Field R earclt 
1655 North Main Str t , 
Suite 320 
Walnut Creek, CA 94596 
Fax: (510) 942-2610 

C1rcl No. 164 on R d r C rd 

r ·~·arch t hniqu ~s. in h< p ·~ f ma"-.ing th ·m hetter­
edu ated bu 'r'\. \l h ·n a ~uppli r start... talking ab ut 
multi ariat analy-;is. for ·ampl . 1 <. u'll ha e o;;om 
i a f what th ·y m an. nd \\'hilc ~ ou ma n t b a I 
I define njoinl, all 'H . t ' u'JI "-.n )\\'it wh 'll U . 

it. 
Ri h Vondruska'~ int r . I in ·du ·at in' r . ear h bu ,_ 

r. in">pircd hi' d · ·i..,i n t \tart a ncv.· ·onsulting firm in 
hi ·ago. R .., arch M nl rs. ondru\ka, wh has a Ph. . 

in cdu ·ational and ' gniti ·psych I g , ha" wor"-.cd in 
rc'\ ·ar ·h f r a numb r or rears. m . t r entl I as vice 
prcsid 'Ill. li nt s r i · ·s, at apul r Marl-.ctino Rc­
sear ·h in rlington llci ht~. Ill. B f r joining Kapul r. 
he\ a. dir l r f r search and on. ulting at Dimcn . ion 

mbard. Ill. R ~s ar h M nt r. i" a . uh-;id­
u ma ' rem ·mb ·r .. 

'\e," hi~ ' ntribution to the ril 
. c".., ti n.) 

ndruska' . aim is t b a teach ·r to tho'\e \! h need 
n , ff rin r h ·lp in understanding quantitati t h-

niqu s. " orporati n ar d manding gr at r impact 
fr m mark ting re arch n Lh ·ir holt m lin . In many 
·a,·-.., ·opl n the I i nt sid · ar • ·ith run phisti a ted 
in rc 'ard to what th ··repurchasing orth y . impl 1 dt n't 

ur ·ha-;c what th ' nc ·d. lL ·, a 
ndrus"-.a sa •s . 

"The nl I. !uti n, as r. c ~it. i'\ du alion. h' id a io;; 
to put an empha\i~ on the more p dag gi al cl ·mcnt'\, a'\ 
opp sedt thesimpl·d·liv'ry fam untainof-ro~stab. : 

rather than pr idi r data, pr vi ling inf rmation." 

Mi mat h in perception · 
V ndru ... J...a started the firm aft ran enlightening trip t 

continued on p. 93 
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• ece e • • 
\ econJiall) im ite y Htl >I ·am marl-.etin !! n: ·arch m th >ll-. anll application-. tn m the pro k i( nal \\ h( ha\ d H1 • mon.: 
·u-.,tomitetlmarl-.eting r " ar ·h anll have tau 'ht it to more 1 pie th an an)!mc cbc in the world ~ 

\Vh ll)OUattcnllaBurk.eln ~ titut ' ~ rninar.) >u 
partic ip<He in more than an c c iting. ( n targ ·t 
learning \f ri · n -e. ou learn from \\h at v.e 
ha\ c learnt.: i b) d >ing ten ( r thou and-. of 
mari-.L:t ing r . ar ·h -.tullie . ur . cm i nar-. r ' ll ' I 

thi . invaluable d pth >f real -life c 1 · ni-. . not 
avai Ia hie to ) l u <Ill ) \'- here cl-.e . 

It i. ju-.t on of thl...' man) rca-. m~o, for th ' ra' · 
re" ic\\'1., we h;.l\ ' r 'et' i' ell world\\ ide fn m pa-.t 
panicipanhatm )r than _.() )mark.cting rc-. 'ar ·h 
~o,eminar. c ndu 1 ·ll hy u-., during the pa~o,t _ ) 
year .. Ht.:re ar ju t a k"" verbatim. from r nt 

cminar cvaluati m-., : 

2 

JO 

8 

9 

M.1r~ I Adll'tiJI~/r.Jtor, GTE DlrectOflf! 

MJr.Jgt' ' ICI Pharm ceuticals 

Man.1g ·' Con~urnt•r Rt•st Jrch. H mz 

tlflq Rt smrch AnJiyst D puy 

Bur/..£' _ducalional Sen ·iccs 
( tm /Ill/lift 'olfiUIII/1' 1/ntcltfllrll It 1 .\ 

' () I· N tl 't'I'C ('llfr 1 13oulnaul 
Collll~lrll/ . 1\ r •llfllll..\ -1 /0// 

(8011-"i -1 ?-8t>3 c II fl/3 I 
II J<N-1 "'' fl lll l..t l tl\/1(1/((' 

Ctrcl 

101. 

·~ · 

105. 

201. 

~02. 

(I I\. 1111..111 

' \I 

t r '1 · -\rr 1 
Jun Y. JCI 
.,,·rt ~~ - ' 
Ll..: · 1'1 ,,, 

•tr h 

I uur-\\,.,I. I ~ rliri at of \ chi ' 111 nl 
Pru •ram 
(orlor'llll 

J> ~ l ' ' lll ,h~ 1{,;111~1 1 lie ,JI KIMI .:1, Ill' 1\.' l f~IWt<ll h/10 I ~~ . 11/1' 1 1 h>rllllllffil 11< om the 
h•llm'll • Bur .: ,cn111 ,,,, "hllh ,u, ~''" lUrrcu l l~ t~lt.-r· l h~ th Jn,lltulc. 

Ill~ 
~ ~ ~ ~ 

1112 ,,, 
Ill 
711 

'Ill 

ALL H V ILABL . 

Pit: a-, · IO< 1-. m cr th~.: I i-.t t f ur curTent BurJ...e ~ minar . Then call 
u~o, t lll -frl'c . We will h lp ) >u ~o,elcct the hc...,t Burl-. ~cminar or 

th r cducat i( nal op1 ( t1tmit ) to meet your . peci fi e ne d . lea e 
·all j...,a Rafli t! nonc. Mark. ' ting f\1ana~cr. or l r. ."id V nl-.atl...'~h . 

Pre~ i dent. at < ( 0-) - 6~5 ( ~ t. 6 U5) or 606-655 -613: .orra \ u .... 
at 6( -655-60 
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J st because ·t has ten digi s 
doesn't mean "t's a phone number. 

(If you tri d to find out where your t lephone sample came from, would you be left empty handed?) 

.. o Bh c lo · 

Sampl developm nt 'hould not be a black box 
proce .. G ESY i for r earch r who want to 
know exactly where th n digit com from. W 

r th company to call if you need to know your 
ampling option ' and th impact each wiH have. 

You can count on u provid ad tailed m thod­
ological definition for ev ry ample we cr at . 

ENE YS has no black boxes, ju t xplicit . am­
piing proce es. 

Full Ser icc 

One simp] phone call g1v youcompl t access to 
a wealth of perienc and a collection of amp ling 
r ources that can handl any ampling problem. 
W have a full array ofRDD ampl methodologi ' 
(including th indu try1s only ingle 
tag em telephon probabilit am-

pl ) a well a li t d hou ehold and 
busin amples. D mographic a -
g ting, with exchang -1 v l d rna­
graphic e tima s, is availabl for all 
RDD and li t d amples. E SYS 
do it all. from sample design hrough 
genera ion. 

E 01 otnical 

G E E Y Sampling Sy ' tern ha the experi nee 
and t chnology to h lp y u hold down the high co t 
ofdatacoll tion. Our ENES SPlu andGENE-

y ID y. t m conomi ally purg bu in s and 
non-working numb rs from y ur DD sample so 
youdon havetopayinterview r tofmdth m.We 
al ooffi r ignificant, automati , v lume di ount ' 
on both job and an annual ba. i . 

G NE Y ampling System /MSG • 565 Virginia Driv • ort Wa hjngton, P 190 4 • 215) 653-7100 
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