


• OntniTel/lsis • 

A Low Cost Way to Qua tify 
Yo r Focus Grou esu 

Before I e ina Repor is Fi 
s 
ished. 

Top quality nationally representativ custom data in 72-hours. 

OmniTel-The preferred source of answers to a few custom qu stions. 

ISIS-For interviews up to IS m·nutes ·n length. 

hes are the only telephon omnibus s rvices proven to deliver th 

a ura y f pr mium dedicated surv y . Thi a ura y is the result of 

extensive experim ntal r ar h. ur unique improvem nt includ : 

qu stion block rotation to eliminat rd r bias; nsuring that fiv allba k 

are mad to maintain representativ -

n ss; sample balan ing t c nsus data 

n age, sex, region , du ati nand 

ra e ; and daily g graphic quotas. 

Specifications: 1,000 adults int rviewed every w k nd fr m computer

ur surv y completion through tabulation generated random samples; 72-h 

by a tandard d mographic banner. ( ustom bann rs are also availabl ). 

o t av rag $6 0-$700 per question for 1,000 int rvi ws. 

Suggested Uses: Brand quity; awareness, attitud and u ag ; media resear h; u tom r 

satisfaction; concept screening and t ting; image and positi ning; public relations effe tive-

n mark t tructure and price sensitivity tudi 

America's most popular national telephon omnibus services ... 
from one of America's best-known custom res arch companies. 

For Complete Information and Pricln Call: 
New York Metro: (908) 572-73 • FAX (908) 572-7 
Chicago Metro: (312) 440-5252 • FAX (312) 266-1742 

lsewhere: 1-800-444-9 10 
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• "Gic/c" your way tlrrouglr sophisticated Dnalyses. 
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Introducing B DP 
From the original invent( r ' of 

. tati ti a! ftware, now orne. an 
innovative, new tool for ba ic ·tati ·ti al 
analysi and plorati n: BMDP New 
y tem for lVindow 

It's Easy ••• 
In BMDP New y ·t 'm 's dyn mi 

•nvironment, you can quickly and 'asily 
perform data analy i . Ushrg BMDP Ncu 
ystmr's easy-to-follow tutoria/mrd extc1r sive 

onliHe ltclp, l'Pl'lt tccrs who know liffil! about 
statistics ca 11 ntll mr mral_~si" £IIIli plot m;u{f: i11 

;r1st tftc firs t -c_·sion! 

Loaded \·vith pow rful, 't as, -to-u e 
, nalyti tool and featur -, BMDP \-v 

ystem i- ideal for teaching and I arning 
. tati ti . A pecially-priced tudent V 'rsion 
is also av~ ilable; call for mor d tail ·. 

ize Yo rD a A lysis. 
Daleshcel CAHS I] 

• A wide variety ol plots. 
With t'clW· ItHL~ lt'lob likt' 
the d1art loolbo , ~·ou Ciln 
qtucklv lxiil thl' pl~1ts m 
'11ur analy~. 

Slati • IIC • CAHS M p• 

Pear n_r It V1tlttt! 

0.8229 2 ) ggJ(· 

ReliDble Statistics • ._ 
[l OIL~ Of 'tJ!J~IJ al 
rouhm.., in ·luJt> 
dC!>CTipii\'C ~tatio;tic~, t 

ll...,~ , :'\1\ VA. 
I rl'quency table.. , clnd 
simpll•/ mulllplt> lmt'Jr 
regn: ton All an: 
lw·•·d on BMDP\ lime
tt>,ll'd Jl 'nrithm_.,, 

L sa.: .. ., h•llUI) N"""'-. 
... M y..,, .... 

Innovative, new fet~tures. • 

SpecUIIized grDplricDitHis. 
St>\t>ral gri!plucaltools, li the Missing 
D.1ta M,ltri\ , hdp m.1 • vourdcJtcl 
t',hie r to unJerstand. 

Thl· •I ulptlinl' lt'llll allows Ylll to cJSll)' <:cl cutpt~mto; visuallv 
Will'! CdiC);LlTIZing \'iln<lbk .... 

w System for w·ndo 

It's lntelliger:t ••• 
Th dynami linking < pabilitie make 

BMDP ~ew st ·m truly in nov~ tive. he 
pread h t-lik' data edit r, tatistical 

obj ct , and plot · are all dynamicall. linked. 
ynamic linkag' 'nables you to perf rm 

analy · , · int 'lligentl and intuitiv ly. 

, luding an outlier from an 
analy i. . imply li k on the point in your 
plot and t II th ' syst m to omit it. That ca 
is th n highlight in your data heet and all 
open windows are in tantly updated, 
including analy. 'S. 

av th r 'Sults of an entire l naly i 
ion a a coli tion of linked object . Lat r, 

ou can r call thi . oll tion and ea ily 
continue your analy is \ovithout having to 
rerun any previou t ts or plot:. 

s. 

It's Affordable ••• 
You can nmv a quir thi. r volutionary 

data analysis tool at a u. r- ri ndly pri . 
Cnll today to order your copy: 1- 00-23 BMDP. 

Special Umited·1ime Introductory Offer 

95 
S39S 

Soggtsted 
Rtf Price 

BMDP Statistical Softwar , Inc. • 12121 Wilshire Blvd., Suite 300 • Los Angeles, CA 90025 • Tel: 1310)207·8800 • FAX: (3101207·8844 
BMDP Statistical Softwar· • Cork Technology Pork • Model Form Road • Cork, Ireland • Tel : +353 21 542722 • FAX: +353 21 542822 

Microson WW!d k m registered lracienxl of JDIOh !Drporm dBAS£, ucel, LolliS I 7 3, ~S. and SI'SS JJJe oil regiStered lraclemarls of their respedive <om · Offer YOiid 011ly in lhe U ~ . Canoda, ~nd Muico, and mn~~ot be ~~~oed wilh any olher offe[ 

C1rcl No 144 on R d Card 



• I 

' . 

' I 

4 

• I 

I I , 8 

' t I ('" • " t ~ 
i ' I 

• 1 

' , 

Cover , 
AT&T used amaH survey to find out 
how its employees feel about ihe 

1 company-spon~red hea~h care 
program. Photo by Julian Calder/ 
Tony Stone Worldwide. 

• ) - "' !' • , I! ,. i • t • 

. 10 ~ Using· paired' comparisons to ·measure-
~ : : public· reaction to health reform 

16 Th ough the glass: Se ing the tone for 
effective observation 

~ J > 

12 Data Use , . ~ 

~ i 

1 ~ Survey onitor 

40 Qualitative Research 
Moderator Directory 

52 1994 Directory of 

• l • 

,, ' 

22 ames of ote · Syndicated.JOmnibus Studies 

60 Classified ds 
23 , Researc~ qompaoy ews 

~ 61 Usting Additions 

24 Product & Service Update 62 Trade Tal 

~ l ' 

; f 

Publisher 
Tom Quirk 

Editor 
Joseph Rydholm 

Assistant Editor 
Michael Welch 

Marketing Associate 
Evan Tweed 

Production Manager 
James Quirk 

Circulation Director 
Mary Alan Christensen 

Directory Editor 
Stephen Quirk 

Art Consultant 
Dave Hahn 

Business Manager 
Marlene Aohr 

Quirk's Marketing Research Review 



n 

Worlctw·ct • 

r. 

Now, more 
than ever, Maritz 

goes beyond 
measurement to 

help you improve 
performance 

worldwide. The 
Research Business 

Group (TRBG), 
formerly Britain's largest 

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

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

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

You'll benefrt from: 
• marketing research exp rience in over 50 countries. 

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

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

cross-cultural implications. 
• leading-€dge quantitative research using advanced 

analytical techniques. 
• extensiv data coli ction services including state-of-the-art 

computer-assisted personal interviewing. 

Using worldwide resources, Maritz takes an integrated approach to tum 
r search findings into winning competitive strategies. Wheth r you need 

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

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

worldwide research, call your nearest Maritz office, or 1-800-446-1690. 

MA ITZ 
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ealth Care Research 

Survey tells AT&T how well its employees 
manage with managed care 

hen it come to health are 
for their~ orker , most em
pi y r k that elu. ive 

and insurers as gatekeepers wh c ntr I 
the kind of tremment options avni I able 
t patient . It nl o a k ~ p. tient t b nr 
s me of the burden by requiring them to 
pa tra ifth y wi~h to eek tremment 
that bn 't covered und r th ir plan. 

To address their shared concern o er 
medi al c ·t ontainm nl and quality 

6 

health cared livery. AT -·T and th 
employee unions, the International 
Broth rh od of Electrical Workers and 
Communications Workers of Am rica. 
jointly introduced a manag d care pro
gram in 1990 called th<.: "'health care 
network,'' which currently covers ap
pr irnat.ely 60,000 of its occupationu l 
mploye s. Th n twork is a ·tually 2 

1 al network ' across the country, each 
neadrniniLt r dby neofthre diff r

ent carri rs - Prudentiul, The Trav ·l
en; and Blue ross/Blue Shield. 

If employees and o er d dep ndents 
choo. e t ··go in-net\vork:' hy follow
ing ~pe ifi netv .. ·ork utili?ation pro· -
dure . the rn di al 1lan pay. a high r 
le el of b nefits for some services. If 

By Joseph Rydholm 
QMRR editor 

they choose to ··go out- f-n twork." 
they still receive b ·nefits, but the plan 
will not pay the ma · imurn level for 
certain services 

Not alone 
T& isn't alone in its rn v m nt l 

mana!!cd care. says tevc Wetzel I. e ·
ecutive director of lh Bu ine Health 

arc Action roup, a Minn apoli -
based purchasing coali tion of 22 large 
companies - including M. Dnyton
Hudson. Pill.· bury and l loneywell -
that is building a manag ·d care pr du t 

for their employe ·sand retirees. 
'·Jt vari ·s from mark.ctlo mark t, but 

you· r seeing a lot of large employers 
mo ing lo\vard strategic comr. cting 

Quirk's Marketing Research Review 



\vith nati nal arrier~ to get all r th ir 
employ e!'> int on national manaucd 
car network . Jt gi ~ th m a lot more 
leverag -.vhen the neg tiat udmini~

trative fee" when they focus all the 
bu ... in ~son ne vend r." Wetzel! says. 

"Manag d care i-; ~u h a broad term 
that cov r~ a \Vhole sp ctrum of prod
ucts with different attribute.', hut the 
mor • sophisticated buyers are looking 
toward vertical integration r the care 
systems. where d ct r .... nurse. , ho~pi 

tals and the health plans are all part of 
( ne 'l . ·ountable entity r r th c ~t and 
quality.·· 

Mail . uney 
ince the program wa. intr duced in 

19 0, AT&T has u'\ed a mail sur ey to 
m asure employee satisfaction with the 
netviork providers and '\ervice. "\Ve 
\ anted to get a beller handl n em
ployee attitudes towards manag ·d ' are 
in oeneral and various aspe<.:t. f the 
A rT health care plan:· "iays Jeff 
\.Yide~. quality and measurement · man
ager. Health and Insurance Benefits Ad
ministration. AT T. 

One th ' health <.:arc net work. was 
introduced, the occupational employ
e s· unions were very interested in see
ing hmv their member. reacted to the 
manag d care procrram. [n addition, 
Wides says .. We. as health insurance 
and benefits managers, believe th·tt the 
AT T business unit. and the employ
ees arc our customers. (n order to pro
vid the best scrvi<.:e. we need to knmv 
their reactions to the products we of
fer.·· 

T ' also obtains feedback about 
the ne1vmrk from local ace ·ss commit
tee meetings which arc held throughout 
the y ar and \vhich involvl! both union 
and insurance carrier r pr ·sentativc . . 

Th . ur ywa'\handlcdin-houseuntil 
199. , when AT ' Tdecidcd to obtain an 
outside vendor's per~pectivc on the sur
vey instrument. So Aht Asso<.:iates, a 
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'ambridge. Mas:. research firm was 
rctai ned last year to consult on ques
tionnaire development and data amdy
sis. 

·or the 199. surve . questionnaires 
\\' ·rc mailed in eight waves from April 
t N ember to randomly selected em
ployees who had recently submitted a 
claim for a ph sician visit. he ques
ti nnaire covered empl )yce satisfac
tion le Is with such it ms as overall 
network . atisfa tion, the most recent 
I t r vi nit. the network. do tor and 
h alth care network ommuni ·ations. 
and in I ud d space for general com
ment. . atisfacti n was measured us
ing a five-point s al , from v ry :atis
fied t v ry di .. atisfied. 

ing doctor·" and . taff's understanding 
of network pr dur f r billing and 
referrals, and th amount of tim it took 
to have a claim proce ·sed: and 

• access t care. in luding c n 
nience of do tor' office hour . time 
spent \: aiting in the offi e and days 
waiting fur an app intrnent. 

In general. the urv y and r lat d 
research found that s< m employees 
didn't understand the referral pro ' ess 
and the rol · of th · prim·1ry care physi
cian. "We 'vc learned that \Ve need to 
focus more on educating the empl ees 
on how to us-- the netw rk.'' Wid 
sa s. 

Whil · there is always th potential 
for cmplo ces to view employcr-spon-

In general, the survey and related research .f'ound 
that sonze en·1ployees didn't understand the re.f('JTal 
process and the role f~{the prinzary care physician. 
"We've learned that l'Fe need to .locus n1ore on 

educating the en1JJ!oyees on hoM' to use the nctu ·ork." 

' I •• 

I t I 

• • • • • • 

surance <.:ompanies and th uniom to 
r solve id ntified problem. and f II w 
up n recommendati n ... 

Analysi'\ of returns "h \: eel that re
sp ndent concern · fo u~ed n four fac
tors: 

• network quality. a · represented by 
s r ic a peels uch a !aims process-
ing and th net\vork referral pr s: 

• quality of 'are. including medi al 
treatment rec i ved. am unt or time the 
d( ·tor sp nt with rh resp ndent. and 
physi ·ian court "sy: 

• administrative effe ·tivenes , in lud-

ored urveysasintrusive-esp ciall 
tho. e on health matters - Wid ·s sa s 
thi d sn't appear to he a problem. 
"Wed th surveys anonymous! , us
ing: only the r·spondcnts' opinions. W • 
d n 't do any comparisons of the infor
mati n that ornes in on the survey to 
any other information database,·· he says. 

Pla n fo r "94 
Whil th 19 . survey focu. ed on 

user.· of the health care network, Wides 
ay this year. AT rT plans to again 

survey employees who go out of the 
network f 1r s rvice ( whi ·h the com
pany had d ne in ·y I and '92). ··By 
d ing that, w hope we'll be able to 
analyz . uch things as the effect of 

continued on p. 26 

7 



Health Care Research 
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By Murray Simon 

Editor' note: Murra_v • imon is 
president ofDIRI I Health . are Con
sultan! . Charlollc. N. . 

While conducting mt.trketing re
earch on technical pr du t 
r complc issues can h diffi 

cult. it' e en mor · ·hallenging when 
health arc providers are involved. 

On the quantitativ' side. it is difficult 
to g n rate uffi ·i nt valid response . 

nl ther .. is an attrac tiv incentive, 
health care professionals ar gencrnl1y 
too bu y and inundat d with out ide 
communications to respond. Even in 
tho e projects that off r an effe tive 
incentive. if a mailed questionnaire re
lmes to factors such a office manage
ment procedures or product-buying/u -
age patterns. the doctor frequently will 
have a staff person it fi ll out and then not 
re iew it b ·fore it is r turned. And when 
the pr vidcr docs respond per nail . 
thercr·mainsthenaggingqu ti n.Just 
how representative are the e particular 
re p ndent~? 

On the qualitative side. the st of 
re ruitment and in entive i. flen 
higher than compamble te hni al ·tud 
ies outside of health are. The prevail
ing provider attitud t \vard mark.eting 

8 

research i : lf you w·mt my learn d 
input, you're going to hav to pay f r it. 

At the end of qualitative proje t., the 
client often i'i left wondering whether 
th findings ar. representative r the 
universe as a whole. During the debrief
ing, " e mphasiz' that th nly wny t 
gnin insight. regarding p tential pr -
di ·tability is through n quantitative 
study. But again, budgets are limited 
and c ' t · ar' high - further re ear h 
may not be f ·asihle. 

Both quantitative ::.tnd qualitati e fac
t rs tend to add cost and omple ity to 
the d ·vclopm nt f re earch projects in 
th health care arena. A~ a result. client'i 
are often looking for answers from stud
ies that are underbudgeted (in time and 
money) and limited ins p - a com
mon problem to \vhich \ e applied an 
uncommon solution. 

Are assumption , correct'! 
In 1993, our compnny was contacted 

by a major non -henlth cnre corporation 
\\·· ith a familiar problem. They had a 
technology thut they fell had potential 
medical appli at ions. particularly in the 
area of patient-i nfonnati on management 
for psychiatri t~. The wan ted to know 
if their as. umption \Vere corrc ·t. 

or urse, the company had limited 
am unts of time and money it uld 
<ipend to get an answer. We \""' re con
ducting preliminary discussi ns late in 
October, and a go/no-go deci'iion had to 
be made by the h ginning fthe year. [n 
addition, this par1icular techn logical 
application had nly recently \urfaced. 
and mark I research d liars had not 
been budgeted for it - fund~ had to be 
begged and borrowed. 

The project had the r otential to estab
lish a long-term working relationship 
with a major new lient, so we decided 
to not nly go ah ad with a ~tudy w·ith 
significant up-fronr limitations and prob
lems. hut t try to rna imiLe th · return 
on investment. In ther words. \Vc de
cided to ~hO\V them what we could do. 

One of our biggest oncerns was the 
fact that we wou ld have to interview 
psychiatrists. C sts \vould b · high h '
cause of the e p n e of a r ·lativcly 
difficult re rujt and the siLe of the in 
ccntiv n ed d t generate interest. 

Do ·: it hav potential'? 
Our fir~l obje ti e was to sec if psy

chiatrists felt the technology had poten
tial nefits. Thr ugh some n~l\ orking 
with medicnl colleagues. \\' C gained ac-

Quirk's Marketing Research Review 



c ~ . to :-.taff memher:-. at a major psychi
atri in~tituti n for a scric~ of on-sit~ 
interview~. A ftert\ oday~ ofint~rvie\\''
ing v ... e cam 'tway with two conclu
si ns: 

• The te hn 1 gy c mce ivahly could 
have :-.ignificant applications in psy
chiatry. 

• 1t \ uld he important ro inter i~w 
p:-.y hintri~t-; practicing out-;idc of th · 
in~titutional setting. 

We a me ton client/supplier ·on. en
sus that the ne ·t phase of the study had 
to gob y nd concept confirmation/re-

t ion. and should involve some rc
. pond nt brain~torming on potential 
appli '<Hi ns, \Vhi h dictat d a group 
format. !though w do a lot of face-to
fat: f u ~ groups. w I c idcd to usc a 
telephone ro ll~ group for a numher of 
reason~: 

• 'Ne would get 'IUbstantially h tter 
g~ographicdiver ity than w would with 
face -tu-fa gr up .. 

• We would b able to hear from the 
small-tovm do ·t r as well as the urhan 
practiti ner. 

• Respondents w uld not kn w ach 
other- posturing among p. ychiatrists 
can he a problem. 

• her ·cruit would b eas ier: r . p n

dcnts could participate from th ir h me 
or offic ·. 

• 'We h·1 e a lot of 

group. 
• Overall costs w·ould e lower c m

parcd to traditional facc-to-fac gr up . 
The groups were don, anu foil ' ing 

an analysis of the r~sulls and s eral 
·Ji ent conferenc ·s, w · decided that 
based on what we had heard, there \.Va ' 
a strong husiness potential in the tech 
nology. and that a number or p jfi 
appli ·ations were possible. It ' · alway n 
nice to h ·able to tell the client that their 
bahy i: beautiful. 

Unfortunat ·I , an all to familiar 
question rear ·d its head: I h w r pr ·en
tative arc these findings? 

W · were convin ·ed that our c lient's 
technology was promising. ut ·ome 
broader questions had to b an '\ ered: 

• Hmv will the president's mandate 
for universal health C'lr ', anu the law ' 
nucte i in response to it , affect th way 

psychiatry is practic~d ? 
• Hovl qui ·k I y wi II psych i atri :-.ts adopt 
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nev.·· t hnol )gics? 
• Whi h applications of this t 'Chnol

ogy \.Viii have the l!r'atest p t ntial f r 
su ss'! 

• HO\v hig a husin~ss cun our client 
e,· pect to i vclop from the various ap
pli ation-; '! 

II wasn't possible to n>nduct a full 
scale quantitative stud - time and 
m ney w r rapidly runninl! out. But 
the need to know \:vas strong, and w 

had a r ~car ·h idea that \VC wanted t 

tes t. We all know statisti ·al va lidity 
an 't be developed from intervicV·lS and 

BAR CODE 
lor p oduct number. 

temtory cod , form 10, tc . 

0 c R (TYPE PRINT} 
for prepnnted job code. 

ord r numb r. form ID, etc. 

CHECK MARK 

HEADS-UP lEY ENTBT 
ror comment f1 ld 

fo u , group: with a relati ely small 
numh r f respond nts, hut what if ou 
interview specialists " ho routin ly in
tera t with thou:andsofthcircolleagu s 
on u nntionwid basis every y ·ar? er
tain providers practice, do research. 
publi11h and give I tur sat major pro
fe . si nal c nvention: and seminar ·. 
Gi en their ongoing professional inter
a ~ tion. V•/ uldn't they tend to repres nt 
a unique glohal pcrsp ·cti e on th ·ir 
pr fession? 
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AutoData PROM II 
Desktop Forms Processing Software for Windows 3.1 

utoData PRO 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 

for Developers 

~® 

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

rsvSTfiMS 

Toll Free: 800/662-2192 
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He a Care Research 

Us· g paired co par· sons to 
easure public react· o to 

health reform 

ueled by President Clinton's d ·
termination t refonn health car , 
th rc has b en a windfall of re-

ear h to understand the needs and d -
ire of the pub I ic and the man provid

er and purvey r f h al th serv i e . 
T\l t w 'Tinu: hurdle that researcher: 
must lear in condu ting these studie · 
are: translating ompli a ted h ·alth cov
erag -related con ept and jargon into 
ommon language; and adopting m a

. ur ·ment that an d ·tcrmine the 
publi 's prioritie am ng th ·many im
portant coverage and ·crvice omp -
n ·nts of health plan ·. 

While the health r f rrn dcbat ha 
raged, actfinder In .,aD·Jmar,N.Y. 
r ·search firm, ha. b · ·n conducting re
·earchwhichtra knthepublic'se peri
enc · with health ar s rvice · nd pri-

ritie in h althcare refonn. Thi arti lc 
will fo u on a technique u ed in the 
I 4 Ameri an Value and E pe ta
tion f r Health are Refonn 
the late t of Lh annual ur e 
the ovali C rpor· tion ha 
to mea un; the need and pref renccs o 
the publi r garding any health plan 
that emerge from h alth care ref rrn. 
The e pub I ic opi n i n tud ies. conducted 
in January of 1992. 1993 and 1994, 
urvey by tel phone a repre entativc 
ample o 1.0 . . adult . 

In condu ·ting the e annual tra ·king 
urvey ~ . Fa ·t ind r ha gauged public 

opini n by mea uring reaction to un
derlying pr cept f health plans rather 

10 

than actual initiatives and their mpo
n nt . Th challcng of d el ping an 
approa ~h to measur • r ·eptiviry to man
aged ar is an example f the difJicult 
inh rent in measuring publi attitud ~ 

toward complicat d health ar initia
tive . Measuring receptiviTy t managed 
ar , a central uperational tenet f the 
linton Health S urity t. \ a · ex-

tremely diffi ·ult in 1993 when 75 c ofth · 
. . population h~1d nev rheard the tem1 . 

Almost one-third of th ' e who had not 
h ard th ·t rm wer a tually having th ·ir 
ar manag d. a e iden d by th ·ir re

port that their health plan · required them 
to call or visit their primary ~ar physi 
ian before re ·eiving any r LJtine 111 ·di -
al :en•ices. 

Fact Finders has u d th t ·hnique of 
paired compari n to mca:urc publi 
opini n about he .. lth refonn d sign .. 
of this technique ha enabled the public to 
contribute their opinion~ c en \vhen they 
are n t fami liar with industry tem1 and 
I gi. lati e de ign ·.The ensuing i. a di~

·ussi nofthemea urementofthepublic' 
preferen e for health rc orm. 

Mea 'Uring value 
Receptivity to health are refonn i 

detennined in part by the per eived g. d
n s:- f-fit tw en a p 'r:on 'sown pri-
ritie in health ~arc and the r f m1 pa k.

age. In r p atcd measurement in our 
·urvey and those of others. the publi 
c ntinue to say that th h alth plan n-
iderati n · that af1 important are: quality 

of services recei d; availability of :er
vic ·s when ne d d; and fre dum tochoos 
the h ·alth care pr vider desired. 

Historically. all of these components 
have h n readily available to the pri
vmel insured in th ~ nitcd tat . through 
traditional ind mnity in~unn ·c. Hov.1-

e er. with the ad ent of health refonn 
\ hich aims to in ' lude the entire nited 
tate~ p pulati nina health pl~m . pri ri 

ti7ing. thes ~ignificant compon 11( ' has 
be om increasinu:ly important roru ·e in 
health plan de~ign. In addition. kno ing 
th r lative importan ·e of health plan 
c mp n nts is useful for d veloping 
marketing strategi •. to expcdi t the ac
cepran e f health car· reform. 

nd r ·tanding that cost. ch ic . secu
rity. :mel quality arc all importanr onsid-
rati n~. we examined the r lative im

portanc · of thcs dimen ion using the 
pair d comparisons rneasur m nl t ch
nique. Thi. method is more ac urue and 
more alid than rank-ord r or ratin -
· ale approaches he au. e a ~h dimcn
i n i · directly compared to each of the 

other dimen~ion .. 
For mea~urement purpo. es. we 

p ntionalizcd the k y dim n~ion~ -
cost, choice. , e urity and quality a~ fol 
low~ : 

h icc freedom t h o~e any doc-
lor) 

• ccurity (a! \vay. being able to get 
medi ·al car y u need) 

• Quality (you see the be~t-quality 

doctor) 
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• Co..;t {\\/haL it costs you for health 
care} 

For the paired compari son t chnique, 
euch respondent i~ asked ix nctual ques
tions , sequentially including en h of the 
..;ix possihl pairings. in this fonmtt. 

Which i.- mor imponant to you? Fr e
dom Lo ·hoose any doctor, or \Vhat it cost~ 
you for health care? 

To dctem1inc which oft he four dimen
sions rank · ··most imponant," values for 
each dimension arc calculated hy count
ing the number of times each of the 
dimensions (cost, choice. security , qual
ity} is chosen over any other dimen~ion. 

(See figures l · 2) 

Figure 1 
Pairs of dimensions presented for 

judgment of importance 
(underline indicates greater importance) 

Cost 
0 

~ 
Cosl 

~ 
~ 
~ 
Ouahy 

Cost 
~ 
Cosl 
ChOIC 

0LJfllty 

~ 

Sums of cho1c s 
Quality Cho1c 

1 2 
S cunty 

3 
Ono mspondonl"s data companng fotJT dtmanstons of a 
h alth plan and tho r.Jn values oblmn d by count1ng tho 
numbf'r of /1m s r•ach d1mens1on 1s chosen as morR 
•mportant " 

SMO 

Figure 2 
Calculation of Scale Values From the 

Sums of the Rank Values 

R spon Cost Qufl l• y Cho co SP.cunty Maxlml m 
c.1 nt 

1 0 2 3 3 
2 0 2 3 3 
3 0 2 2 2 3 
4 1 0 2 3 3 
5 0 2 3 3 

0 1 2 3 3 
7 0 2 2 2 3 
6 1 0 3 2 3 
9 1 1 2 2 3 
10 1 0 2 3 

Sum 4 9 21 26 30 

Scao 1333 30 00 1000 8667 00 .00 
Values 

ScaiH v,11tiiJ = (the ran sum max1mum mnk) (100) 

By u~ing this technique. we found that 
by a large margin coM is, atthi~ Lime, the 

lea "it important health plan consideration 
of the public . (."cc finure , ) In funher 

analysis from the Jl)9 survey. oppo

nents of national health care refom1 value 

choice over security. quality and cost. 
... ecurity is mo~L important to ~upp<>l1ers 

of health care reform . 
It is our conclus ion that de clopin 1 

valid and re liable mca~urem nts of pub

lic receptivity to sp cific health care re-

s. 

f ,igure 3 
Paired Comparison Scoring 

100 Features R max 

Important in 

80 
Health Plan 

Security (65.4) 
60 

Choice (55.8) 

40 ---- Quality (53.8) 

20 
Cost (16.5) 

0 
R mm 

form initiatives requires asking ques

tions that focus on personal beha ior and 
value~. his allow~ the general public to 

contribute their opinions about ~pccific 
rel{>ml proposab or component..; which 

arc otherwise too complicated by design 

r to r mote due to indu. tr jargon. U 

by brand or by cigare 

For heavy smokers or light; 

e type; and o 1,496 other 

se ections by produc s purchased, brands used, 

erests and life shr}es: 551-LIT TM. 
, ~'-.J 
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Discrete choice modeling: Understanding a 

"better conjoint than conjoint" 
By Steven truhl 

Editor' .'l note: Steven truh/ is \'ice president, senior melh
odo/ogi tat Total Research , Chicago. 

oughJy 20 years ago conjoint analysis was hailed as 
an innovative new way todetennine consumers' true 
pr duct a1d ervice preferen es. Man companies 

quick ly adopted it a ~ the method for <.Jiscovcrin' the 
\ orth of a product' fea ture . Many years· experience 
and a wealth ofe perimental e idence ·hawed that ·arlier 
r search method imply did not produce a ~curate pred ic-

Lions of consumer res pons . \\'hi le conjoint nnaly · i solved 
many of the proh lems that arose with earlier meth d ·. it 
also began showing some shortcoming . Di crete choi e 
mode ling wa.· deve lop d ns an analytical techni4ue to 
r ·1mlve these prohlems. 

arly all methods us d b fore onjoint came along 
involved asking consum r direct que ' tion aboul the 
feuture · they wnnted in n produ t, ften u ing impor
tance-rating . cal ~. Direct rating meth ds had ·cvcral 
serious drawbacks. [f given no constraints. n lHners 

-------------------------. will tend to rate nearly everything a important. After aU, 

STATPAC GOLD IV
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it costs nothing to gi e a propo ed feature a "highly 
important'' rating wh n pnrti ipating in a urvey. In a 
product-fenture tudy u ·ing ali t of _Q product attributes, 
fori n ranee, l5 or 17 featur · (if not all 20) could emerg 
as .. rucial'' for the pr du t. 

Another pr blem with rating ·cal s lies in the \:vay 
people tend to give hat they perceive to be socially 
desirable nn . wer, . But whnt p opl think they should do 
and what they actually d oft n differ. 

Finally. even ophi ·ticated shoppers often ha e trouble 
stating what motivate them to choose n produ ·t over 
anoth r. The h i e pr ~e i · omething like the process 
of riding a bicycle in that it is larudy bas don types of 
judgment that mo~t p ople find difficult to preciscl.y 
de ribe. 

Dire ~t -qu stion rescar ·h typical ly result d in over
priced product~ loa<.J d wi th features that had little appe ·tl 
to renl -worJd on~urners. an<.J stories of failed pro<.Jucts 
and erv i es ar legion. 

nter coujoint anaJy i 
Conj int analysis mad· product and service testing 

more reali ti ~ . ll · most common form, ful l-profi I con
joint analy ' i , pre ents the tud parti 'ipant \vi th a series 
of product de riptions ( r other repres ·ntations). The 
participant is asked to look at the descriptions and make 
a erie ' of h i s similar to those th ·y would make in the 
rea l world. The resu lts of the study allow the value of 
vari u · product features to b' derived mathematically. 
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\ Full-Profile Conjoint Card 

Sample conjoint card, showing 11 attributes (shown in 
italics), each at a g1ven level , or variation . Other cards will 
show other variations of the attributes in specific 
combinations. Respondents will rank or rate these cards. 

C41rd 14 

CINIIfl HOiod y iM 

Pnctt $50 00 

Loc 10t1 ra"Jllfl • .,..,,.""' 

Room Sa hotel room. no1 aamped but t apac 

P!lrlung Ample free parking 

R st urllflt lfl Hoi Mod , not ncy 

Non· tng Rooms ND I roomt1 Gf ftoors 

s 

~ ·atur · might 
tribut had thr 
and larg · and 
mi ght b 
profil s. 

In m st a 

without 
rim ntal 
inf rma-

or kindergartners and col-

lege gradua es· fo physics teachers and his ory 

majors; and for 1 496 o her select· ons by prod-

uc s purchased, br 

styles: 1- I • 

ds used, ·n erests and life 

Call and put us 
to the test: 
(203) 255-4200. 

ur e ampling nc.® 
~ Partn rs with surv r ar h r sine J977. 
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onjoint analysis is cal l ·d a multi -attribute rra I - ffte h
niquc. 

\Vhy di. crete rhuice modeling'? 
For all it: stren 'ths. ·onjoint analy.' i. ab 1\h w~ some 

weakncs"ies, particularly in testing branded pr du ts. In 
conjoint analysis. hrand often get tr nt d a'i a product 
feature. with ariou"i brand~ as the I v l"i. Problems ari"ic 
when hrand appear<; a-; an attribute to bet sted along with 
other attribute.' . Sin a h I vel of each attribute mu\t 
app ar with ea h th r attribut leveL impo"isiblc com hi 
nations of brand. and t'eatur " can appear. lmpos\ible 
br:111d -price c mbinations are especial ly lik.ely to appear. 
A !so. when the brand name itself signals a dcwrce of 
produ 1 quality. it annot be tradcu a -cu ratel y against 
oth r at tribut s. 

Pr blems abo can ari\t.: in ask. in~ r spondents t nll r 
rank pr du t profil . . If th ·pro Tuurc is to \.vork at all, 
tudy participants must rank or rate all the conjoint pr -

files . metim ·s rank.ings prove diffi ull. Looking at a 
seri s of 16 prouuct profile<.;, most of us probahly could 
<.;elect the on we like he . t and the on v.'e like the least. 
We probably also would have littl lr uble id ntifying 
ours 'Cond favorite and our ne t - to - le~t. t favor d h ic s. 
It' s harderto decide wh i h "ihou ld be ran"-.ecl fifth or si ·th. 

orcino re<;pond nls to nr fully ran"-. or rate alterna ti ·s 
they would never chool\e an mnk the task imposcu hy 
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·onjoint somnvhat different from real -world products -
lection behavior. nd unfortunate ly . accurat rankin g:-. or 
rat inc~ of all the product profi !c-., are needed f r conjoint 
analysi\ to pr rviue meaningful res ult~. 

Di\cretc choice modeling avoids imp s ible combina
tion and forced choic prohl m-; , \vhile pre\ rving - and 
even cxtcnuing- th e-;timnting p w r or conjoint. With 
DCM . rc\pondent~ se pr du h or ::-.~rvict.: . along side 
competitive produ ts in a ri " r market scenario-.,. 

hey are u. ked to I o"-. at ea ~ h ~ ~e nario. and answer a 
simp l 4u ~ti n: If th se \vere all the choices available. 
v.rhich \'."ould you choo. . if an y'! 

On the r ~pondenl has done thi s. he or she simply 
goe~ on l the n xt . cenario anu makes the same simple 
dec i~i n. igure _ sh ws a ~ampll: D M . cenario. 

-~--

Sample DCM Scenario 

-

Which one, if any, would you choose? 

Holldo)'l ... ,......., ...._ 
1 (IU S!Jilt ill :Ill(. 

~'~new~;.'' 
~••r•rpoiT Cow r '*"f* .., ~ .. { .. . •I I 

*"""'•rf ·m ... ,r.v.,. -;::.::,~ d_, ~bwntow'1 

P•"""'lv '-•Y PM•Ilrl)· Rl~llliUI Jtlld 

t.-... -.... , __ 1nw.nli).lltna bur-. rr:~. uw•• m-::::.o, , ... ' 

a ••• r')Ottt ........ lo ·<] !t.Ha ... mo.aroom 
rcrawnpttd f~UIW., llprlldoue•ith .. u lfCIOM 

.!~'' c*)i;ardtaia O.IOIII'd Dlo 

Lct.tyand MI~01JI"If't large a~.,, LMJII• .. a•rt -v•• .. aarl 
flt.tW~MIIl tabt¥ .wl':l...,._ •• ¥1 an!il"'¥t,..•'• aralmpr••'• 

........ d.tb OrP'tmhM O,p-~ ... o, ..... _ ,. at,.alt7, ...... tt:r, 

.:~~. [• na [ro"fta 
dtadC!f.t :r.:• cu 

"";:,',,';" ... "t 
,._, ....... , 

~r;nulaa "'" . 
....... r... i\tnp6tlrM Anttlil r,..,. Ptllllha trr-..-..t ...... ... "'' l.»g f'l)tfll ... 

"• j•.l4itt ::lrer:ltw 
He let cephJ"al 

l'li roiil D NCII)Kta 

I 
~~ ..... 1 Naapec. ::.pee• ~oon. 

"" ... I r!)QmiDflfoon f"~Dfl~ 

DCM '-; approa h has s vern I benefit 'i. asiuc from pos
in 'a more realistic and naturalla\1-.. erhap" mo"it impor
tantly. th qu sli n a:-."-.ed is tht.: question rc:-.ean: hcr"i ·are 
about m st. h respondent mak. ·. a choi ·c. u ·c:i . ion or 
pur hase. rather than just ~t·lling a preference . In addition 
t having a gr at deal of theoretical support, the DCM 
appr a h ha. high face valiuity with nontechnical (mana
gerial) audien eo,;. 

Further, r ·pres ·ntations of brands can he ustomi1.ed ll 
mal ~ h mark. tplace real it . · ach brand can ha e ih \\Ill 

attributes and attribute leveb. ttrihutcs can vary f r 
dill rent brand ..• cv ·ral product'\ with th -;ame brand 
name can appear side by 1\id in the s enario::-.. all wing 
fur uirt.:ct mea\urcmcnl or pro luct line tfec t"i . 

D ' M can eve n he ~el up I ha v on or 'iev raJ product. 
mis\ing from some scenario~. which allow·'\ for the mea-
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'illrement of nwrkctplacc effect~ or product introdu ' ti n 
or \'I' it h d nnv a l. 

D ' M al~ handle~ certain e. perimcntal de"iign . mor 
ca. ily than conjoint. \:Vith I ' M. many product~ can ~hare 
one large e ·perimental de'iign. or each product can have its 
ovvn conjoint-~tyle t.le~ign . Product~ an share c peri mental 
dc~il!.ns (for in~tance. two perimental design: can he split 
among ~ix product'!). Very Jarg design~ {requiring, 'iay, __ 
or 64 pn duct .... c nario~) can be fra ·tionali1.cd (split apart) 
very ca-;ily: the down~ide i~ that fra 'tionalinuion require~ 
larger -;ampk'i. l luwev r. it is ~till much ea~icr than the 
complex gyration-; requir d \ hen ~.iplitting. conjoint designs. 
v ... hich Lend to become mes. y and produce less than ideal 
results. 

\:Vith large enough 'iamr I . , you an even u. c random 
dc~igns with D :VL With M. random de~igm do not have 
the xact fom1ulatiom of xperim ntal d ~ig.tb. ln"\tead,thcy 
put lcveb of attribute~ tog !her inn different random conllgu
rat ion for each respondent. awl oth . oft war"· . B prod
uct doe~ this. 

You can al'io usc D M to analyLe data t:tllected with no 
e plicit dc'iign, an approach called ··revea led preference 
anaJy...,j...," that ha~ lono hccn u'icd in ccunom tries. How v r. 
any d 1\ign departin' from stri ·t xp rim ntal cle-.ign princi 
pal~ mu~t he tc. ted carefully. 

K ·~· ·ha ractcri :tics 
D 'M analy"\is neces~arily involve~ ch e~ among alt r-

s E ERS. 

native pr duct~ or 'icrvicc. , typically ~huvm ~ide-by -~ide in 
-;cenario'i. In addition, DCM typi ·ally uses e'\timati n by 
1 gi~ti regre~~ion pro ·edurc~. Mullin mial ( r polytom us) 
logi~ti ' r g.re-;-;ion i~ u~cd for choice~ among more than t\v 

all mativ ~- When more than l\VO alternative"i ar tested. 
D 1 al. o mu. t mtlke an important mathematical ns ·ump
tion. the independence of irrelevant alternative: {Ill\). IIA i 
a ~e , pr perry of DCM. 

Condilimwl \'ari thlc.\ 
D M diller. from most other form~ of analy. i-; in that it 

often u~ "' onclitional variables. 'onditiunal variables e isr 
only for one r a few of the choices available. They als an 
have different levels for the various choi · ·.s. Again ·onsid r
in~ h tels. 1\Upposc Marriott was the only chain that offered 
an aut mated robot bar in each room. The automated bar 
could b a 'itnall refrigerator that electronically re rd d 
drin~ ~ y u t " fr mit, or a smallcnV'lll-muunted unit. With 
D M. "aut mated bar" c )Uid appear a. a conditi nal vari
able only in ·onne ' lion with the Marriott. ince thi'i feature 
would nut be offer d by the other hotels in the real \\o'orld it 
vmuld not appear as a feature t ~ted in connccLion with th ·m. 

Ag~rl'gale /ere/ analy i\ 
D M abo ha., one alient limitation: nal .· is can be don 

at the aggregat I v I nl . Thi~ is a consequence of logi ti 
regression, which \VOrJ..s in terms of likelihood~ or odd'\. 

continued on p. 36 

or people with heari g 
difficulty or heart disease; or those with rn · graines 

or !Tlotion sickness; and for 1,496 o her select·ons 
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£di10r' note: Martha Wilson. M. ., 
is director ofqualitati\·e n•scarch wilh 
Freeman. ulliran & o .. a an Fran 
cisco re earch firm . 

a data ollection tool, fo u 
gr up ontinuc to grow m tm
p rtan e and popularit . nf r 
tunately, too many client-ob

erver uccumb to the partyrke atmo-
phere behind th ·mirror and fai l t tak 

partinthe cienc offocusgr upob er
ati n . 
The clien t-obser er can have~ great 

deaJ ofintluen in Lh ob:ervati n room 
and n h w group feedba k i inter
pret d and us d. h attitude, e p cta
tion , level of c p rience and pre on-
ei ed notions f the ob erv r. will 

guid their perception of the fo us 
group and its outcome. 

When interpreting gr up output, cli
ent-ob.s rver oft n differ with ea ·h 
another and with the moderator. M re 
frequent! . client- b rver li ten se
le tivel , finding feed a k the c p ct 
or want to hear while failing t re og
niz or a ·knowledge infonnati n they 
don't want to hear. 

imi larl , some I ient di mi · con
tributi ns by fo u group parti ipant: 
whom th " di regard for om r as on. 
Perhaps the participant ha pre:sed a 
ommon complaint that the Ji nt feels 

pow rl s. to re tif . m ·tim s a 
participant's manneri m . ·p ·ch or 

16 

b•ha iorcr at omedi lik ordi.scom
f ort in the c I ient. Many m derators have 
h ard a eli ·nt diagn e a parti ipant as 
sick. a hypo hondriac. craL.y or flak . 
Th • ·lientth n ignore inf nnation pro
vid d by th" participant. 

he client-ob erver loses, be ·au · 
important inf rmati n is lost. in the 
th ·or behin focu gr up r search is 
that each parti ipant r prc:cnts others 
with imilar view ·. any dismissal fa 
i ·wpoint i. w rri me at least. 

here are effective \ a ys to manage 
fo u. gr up ob rvati n to improv the 

v ·rail quality f e i ns. It 's h lpful 
to incorp rate Ln b. r ·r orientati n 
into the f cu group process. 

our key · to ob rv r orientation 
1. b erver' s logisti('s guide. A: part 

of the pre-focu group r utine, the mod
erator recei e a li t of the nam and 
title of aiJ ach b 

By Martha P. Wilson 

th dat , time and I ·at ion of the focu~ 
gr up, directi n · and parking instruc
tions, arrangement for privat · ntry 
int th fa ility and rules of c n identi 
aJity and etiquett for the o us group 
fa ility and. e pe ~ jail . th · obs rvation 
ro m. The guide scr es as a g d re
min r f r both new ·md e p rien ed 
client- b rver . 

2. Observer orientation. Many mod
erator hold a bricfina just pri r to the 
fo u gr up. li nt-obscrver. are re
minded f the session's objecti e . D -
tail of the demol!raphic chara teri ti 
ofth gr up(and an pr vious rsub e
quent gr up . if the group i. parr fa 
eri are dcscri d, as are any pe ial 

re ruitment te hniques. u 
'ield d and larification pr 
f r the o ·us group tart . 

Them d raLor should th n pr vide a 
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short. precise orientati n n the urt and 
ien e of ob~crvation. Th mo terator 

nn sctth ·tone \Vith <m overview of th 
underlying assumpti n. in focu: group 
resear h: 

• A focus group i. mad up of indi
vidual .Theyonlyb· m agr upwhcn 
the fa ilitutor identifies what th y have 
in common. The f u. group is d ·-
ign d to obtain th individual viev.:

p int and to usc th gr up dynami · to 

elicit certain kinds of inf nnation . 
• TI1e facilitator \Viii attempt to giv · 

ea h individual ·tppro, imately equal 
tim sin ·e no parti ipant' viewpoint is 
more important than an ther' . 

• Regard I ss of their b havior or ap
p aranc • ach p ·rson in the f us group 
repre · nts others in th target popula
tion. and th ir input r pr sent · that of 
oth r v.rho think and/or b ha e imi-

cust mer ati . fa tion.s ·rvic pr i i n 
or r duct orientation. th • fcedba k fr m 
all parti ipant. should be pan f the 
c..: n ideration. 

• F u gr ups ar · not n e. aril 
de igned to gain cons n. us. Often, the 
diver ity f perspectives i~ as importnnt 

as any agrcem ·nt reached. 
• In tho. e in~t ·mccs "vhere a cons n

u i reached, it i ·imp rtant to note th ~ 
thing that :ecmcd to b influ ntial in 
the pr e ... 

On e the ideas b hind the process ar • 
laid out, the m d rator an addre the 
need f r th kind of ob · rvati n that 
car itnli7es on th · inf rmation provided 
by th f us group. and off r tip: for 
dT ti e b. rvation: 

b er wi th an pen mind. Be 
aware f your expectation. for the out
come fthe group. What i · it y u e · p ct 
t hear'? Why? What i it y u \vant to 
hear'! Why'! rc there an thing you 
hope n t t h ar. and wh don't you 
want l hearth m? 

• Ob erve \Vithouljudgment. Are there 
parti ular kind · of participant you 
dread? Who ar th y ·md what i, itab ut 
th m that di ' turb you? Arc th ·e t p 
ofp 'oplc imp rtant in your target group'! 
If so, ar y u abl to I · t g f y ur 
reaction in rder to really hear their 
input? 

• Listen and b erve v ith the project' 
goal in mind. If each participant repr -
:ents a key part f the targ ·t audien , 

how can each be approached or mar
ket ·d to? 

• Be awar of your own p r nal/ 
pro~ ·ssi nal inve tment. H w -. ill th 
out ·omc affectthe proje ·t you ar w rk
ingon? Ha you mad assertion , om
mitmcnls or p1an ba · d on how ou 
h p the group will come out? 

• List n a ' though it \i re • ou. r 

s >meone ' I e to you. speaking. Ev n if 
the topic seem m what mund~ ne, 
pulling ur 'elf in th place r the par
ticipant rna help to emphasize how 
important it i t really list nand eri
ousl consider each parti ·ipant' m

m nts. 
• Listen ~ r mething you d n t 

already know. I thi our umpt nth 
f cus gr up on this topic? Is it hard to 
Ji ten to th · same m de at r 4uestion 
ye t again '. I 'ar y ur mind and fr •shen 
y ur p rsp ·'live by trying to obs rv 
and I i ten with n w ye and ears. 

• Take notes. U the eating chart to 
mak notes of idea , thoughts, c m
ment or question that com to mind 
during the dis u i n. otc at whi h 

continued on p. 29 

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

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An ag~ressive 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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Dream homes in the 
country prov popular 
w·th xecs 

Pcopl \:1./h can liv wherever th y 
\Vant - 11-to-do e ·e utivcs acros~ the 
nation - w uld esche\l glitzy apart
ments and mmnmoth m~ nsions in fuv r 
of dream home~ in th c untry if given 
thechan . osaysCow//ryHonwmaga
zin , whi h recently c nducted a survey 
in an au mpt to understand what the 
American residential fantasy is thes day~. 

~ked \l h re th ·y w uld rno. t likc to live 

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

and given th choice of a Be erly Hills 
man. ion, a f ur-bedroom Tu I r in the 
suburbs, a design "r loft in Manhall<.m or a 
country h.mnh use on :cveral a re"> with 
a pond, 54% r the ex ·cutive ch ~c the 
countr hou . On I y < ck \ anted the man
sion in Beverly Hill~. ck want d the loft. 
and .... Y(k, wanted the .suburban Tudor. 

Similar pr r n.::nces were e press d 
\vhcn th same group logged in n dream 
romanti \.Veekend va ation spots. l1e 
choi es in ludell u wee~ nd of them r 
and shopping in M::mhnltan (21 ck ). a 
weekend f gambling and how~ in La. 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Erlich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226-1338 
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Vegas c), and a \.veekcnd at a hea lth 
sr a in Ari:tona ( 16 /0. The most p pular 
pick wa. a w ekend at a loo abin n a 
m untain lak in M ntana. which dre\),>' 
56 ~' of the reo;;p ndenL. Th o;;urvey· · 
11ndings se m t indicate that the high 
and mighty like to get back to the country 
\Vh n it comeo;; t d wn time. 

ew ork-ba d Beta Research and 
x cutiv • mnibu conducted the data 

collccLion. tabu lati n. and . tati . tical 
ana lysis for the ·urv ·y. he sample con-
1->isted of a nati mvidc. ge graphically 
reprc. entative gr u of _50 men and 
women aged _5 and Jder. 111e majori ty 
wer · men bet we n the age. of 40 and 59 
whoeambetween I( . X>and$300. 
p'r year. 

ou11tr_v Home is publi hed by 
M redith orp., Des M ine . Iowa. For 
more inf nnation. call Bobbi chle~inger 

or athy 'Brien at ~ L -4S9-8- 5. 

MO till attracting 
ew eli t 

Member ·hip in health m~ intcnance 
organi ations con tinue to grmv. Th re
sults or a r ·cent hilton poll - n
du ·tedby th l lealth ar Groupof hilton 
Re arch ervic.:cs, Radnor, Pa.- indi
cate that20 /r of Americans arc member 
of an HM . People are plea.ed with their 
hoice, t - Ill 1re than four out of five 

HM ( I C_k ) memh r . aid they are at
isfied \Vith the servi e pr video by their 
HM . Members f ·maller hou. eh ld 
(one or two peopl } t nd to be more 
. atisfi d with their HM than tho~e in 
rami lie , or three or more. 

The poll also sho\v that p ·ople \vi th 
h alth care ·overag frequ ·ntly ~witch 
heal th insurance plan,-HMOs or oth
erwi e. One out of every six of th e 
. urveyed had ·hang d their h ·alth in:-.ur-
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ance plnn in th preceding 12 months. 
Higher in orne meant more change: Of 
tho with a h u ehold inc m f$50Jl00 
or more, 23~ had hanged their health 
in uran einthepa. tyear:ofthosewithnt 
lea t m c liege edu mion, 21% had 
s it hed. The urvey further reveill that 
a majorit of AmericailS (57%) are co -
red y a health in u ance progrmn of

tered by their mpl yer or their s1 us 's 
employer. Still, 6<:Ji, of full-time worker 
and 1 4o/c of part-tim rs do not have an 
h alth in ur. n e. 

One in l 0 hou o holds are burdened 
with th re ·pon ibility for managing the 
h aJth are of a family m mber at home, 
according to Lh poll. There pon ibility 
forprovidinghom healthcarefall njrni

larly n all familie , regardJe of age, 
income or ·mploymenl status. Not terri
bl surprisingly, people living in larger 
hou ·ehold. are more likely t ha e to 
care for a family member at home. The 
Chi I ton pol I was c ' du ted in arch and 
April 1994 by telephone among a ran
dom sample of 961 adult 18 and o d r. 
For more information, call Barbara 
Nu .. le at 610-964-4694. 

Brits lead uropea 
electronic game craze ... 

Kids' pr occupation with th · latest 
video games has become an international 
ph ·nomenon. Availa lc in a wide variet 
of formals, ·lcctronic aamcs such as 
Mortal om but and Street Fighter II now 
enjoy mw.;sive popularity in Europe as 
w II as the United tates, though urope
ans' pr dilection for F!rA Football (a 
soccer game) may not tmnslate into U .. 
sale: until after the World Cup sweeps 
through th country. 

According to statistics compiled by 
Datamonitor, a strategic managem ·nt 
con. ultancy in London, th European 
toys and gam s market totaled $9.1 bil
lion in 1992. That figure represented an 
a rage annual growth rate of I_ . 9% for 
the ear. !9X7 through 1992. The nited 
Kingdom and 1ermany each accounted 
for a fifth of the mark r, while th .K. 
and Italy showed the sharp st average 
annual growth rat s for the perirxf ( 13 .I% 
and ll2% ~ . p tiv I }. Acr ss Europ , 
electronic games showed growth over 
the five-year spiln of XX.9%·: no oth r 
segment in the product gr w mor than 
g%. Elect nic gam . a count d for just 
und r 5% ( $263 m iII ion) of total toys and 
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games sal ·s ( 5.43 billion) in 1987. In 
199_, with sales of$ . .. billion, the ele ·
Lronic segment represented 36.6o/c. of the 
total market. l $777 million in '92, the 

nit d ingdom is by far the largest 
market for ·lectronic gam s. Germany i, 
s cond al 65_ million. Dalamonitor es
timates that the total uropcan toys and 
games market will grow to $12 billion by 
1997. The company predicts significant 
rrowth across the continent. For more 
information. contact ophi • mith at 44-
71-625-8548, or 106 Baker St., London, 
WIM ILA. 

... but they're not going 
into debt to do it 

Research by Datamonitor, London, 
indicates that British credit card holders 
ar whittling down their debt. While av
erag annual outstanding credit per card 
grew from 198<- to 1991 , it has fa lien each 

fthe la">t two y ars. l n addition, the debit 
card is gainin'r popularity. The total num
ber of d bit cards in usc in th United 
Kingd m has ri: n from just under 15 
million in 19 9 to around 25 million in 
1993. M re signiticantly for th" future 
perhap , public awaren ss of debit cards 
ha in rea. ed dram uti al ly over the same 
period. 

r dit nncl harge card ompanie 
nren 't g ing to give up without a 1ght, 
though. They hav massively increased 
th ir pending on advertising in the last 
couple ear . Ad e 1 enditur . hy r dit 
ard companies last year totaled oughly 

$ 5.4 million - th mo t pent ince 
1988. Vi ·a, f r ·ample. increa ed it 
total ad outlay from . 6.75milJion in 1992 
to $1 0.5 mi II ion in 1 993. For more i nfor
mation, conta ~ t ophie Sr lith nt 44-7 1-
625- 548,or l06Bak rSt. ndon, WI 
1LA. 

Sales of sports cloth s 
evel, but name shoes 

keep jumping 

continued on p. 30 

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

integrated survey products that 
need no database programming! 

"Created my fir t 

surt.·ey within 
two hours of 

installing!" 

"Mouth~ 

watering, e)'e 
aJ>fJealing reJmrt~" 

I~HIWEEK 

LABS 
ANAI)'ST'S 
Q!iQJ_CE 

"Its ease of use and impressive 
survey-and report-publishing 
features earn it the Analyst's 
Choice.'' 'MiordEMoo>..,,. , oJ7/lm 

SURVEY PRO Advanced Edition or Windows 
3.1 i d i ned for marketing professionals 
who need high quality without busywork. 

T~rpc your qu tions, select scales, and get 
d sktop puhlishing quality automatically. 
Create report figure ' by clicking on the 
que rions and ratisri . ro s·tabs, rnultipl 
an w r and op n-cndcd answers in luded. 
Industry standard data import and e port. 

E TRY PRO provides data entry for 5 users. 
creens automatically generated to match 

the printed form. Or prim -annable form 
and import rh data. 

Limited-rime - both produ only $695! 

Call800..237.-4565 x307 
or F 415~69+2904 

lJ.Apian Software 
Practical tools for modem management 
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G. Erica Phillip.' ha' b en named 
~enior account manager in . 'inmwn\ 

A1arkct f?cscw-ch Rureau Inc.· s recently 
opened v ~s tern R gi n office in Los 

nge le'\. Meanwhil , ; li e n R . 
\V in. t in has been named vice presi
dent/ ·ales manager in th company· s 
New York hcadquart rs. he w·ill be 
re ponsibk for sale'l f Simmons' syn
dicated r~scarch 'l t udie~ to advertisers. 
advertising agen i -; and ·Icctronic 
media. 

Frank P. Bossu ha'\ J'l")Uilled a m:\vly 
reated posi tion, vi presidcnt-ne\\/ 

product consul ting . rvices, at Elrit'A. & 
Lm·idgc, a sub.-id iary of Equifa · Inc.. 

tlan ta. Bo. su 's resp n. ibilitics include 
he lpino cl ient. bring the consumer in
sight clement to new product dcvel p
ment and inc rea ' ing the marketplace 
success of rheir ne\v product program . 

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

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

Contact Vicki Savala 

We Offer Both 
Qualitative & 
Quantitative 
Services: 

Thre e ·ecutivc promotions have 
h n mad~ at Maril: MarA.cting Re
search Inc .. ~ l. Loui'\. Ronald P. 
Lipov ky ha'l be~n install d as prc:-.i 
dent or the company, succeeding Bill 

Lev.'cllcn, \Vho ha-; retir d. Lipov'lky 
also serves as a orporalc vice president 
or parent firm MarilL Inc. Michael D. 
Phillipshasb nnamed., ~cu tivcvice 

president. He is al. o a corporate vi e 

FREE Videotaping 

Experienced Moderators 

Executive Interviews 

Mystery Shopping 

Litigation Research 
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pn.:s ident of th par nt company. \ \' ill 
iam ·• im" Roger . has ~ucceeded 
Lipov~l-.y as vice prcsid~nt of th auto
motive rc. earch group. I [e \.Vas named a 
Marit?corporate vice presiden t in · pril. 

Rogers Peiffer 

a ncy Peiffe r ha. been add~d to 
the staff or Nortlnn'.\1 Research Group 
/n(' ., Bellevue, WasiL h~ will assist 
th~ firm's project managers in vari
ous aspec ts of qu slionnain.: design. 
programming and intervicv.'cr/proje t 
sup 'rvi~ion. 

C urti s Cal • has been named di 
recto r of th~ ma ll. field and focu~ 

group facilitie" for onswner Pui.H' 

of harlotte, 

Adam .'. W in te in has join d 
oe(fe! Research Inc ., Vicnnu, Yn .. 

as field lirector. W inst ·in is respon 
sible for directing,~ lecting, training 
and rnonit ring all field studi ~ for 
th~ company. He will al~o evaluate 
mall an I other field facilities, and 
d irect all r ~ u~ group, loca l intercept 
and ccntrul location te'lting opera· 
lions. In additi n. Weinstein will be 

r~sponsihle f r ne\v bu . ine'\s dev 1-
opmcnt for WR l ':-, local field ser
vtccs . 

continued on p. 51 
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1'\cw York-ha~cd Simmuns Mar
ket Res ·ar·ch Rureau Inc. has opened 
an office in Lo-; Angeles. [rica 
Phillip~ will serve as senior account 
manager in the cornp· ny's ne\\' We~l
ern R gion lo arion. The ne\:v 
facility's adclres~ i~ 6500 Wilshir 
Rlvd .. Los Angele~. .. 9004X: tele 
phone i-; 213 -951 - 1540. 

Eff ctive July I. Wolf/Ait:chul/ 
Ca llahan , Inc .• has moved lo 60 
Ma ison Av ., 5th tlr.. ew York. 
NY I 00 I 0. Phone and fa · numbers 
remain the . ame. 

R carch M ntor has opened in 
Chicag. . Th mpany i1-1 de . igned t 
be an as~emblag of people \r..1 ith 
perienc and educational backgrounds 
that nre unusual in mnrket ing res ar h. 
Re. ear h entors was found d by 
Richard J. Yondru~ka. who ser es a. 
its president. The add res. for the om
pany i~ One Magnificent Mile. 9RO . 
Michigan Ave .. uit 1400. hicago. 
[L 60611: telephone is 312-... 14-3517: 
rax .is 3 12-_14 -351 0. 

Rarncs Research Inc .. Grand Rap-
1 

ido;;, Mich .. ha. added a Grandville. 
Yti h.,officet ~~~gr LIP rracilitieo;;, I 

The company al. ha. a location in 
Holland. Mich. For more informa-
ti n. ca ll Jean Laurin at 616-363-
7643. 

' n ydiam . a European marketing 
r . earch firm. ha;; pened n U ... 
bran h. ensydiam U , off ring 
p~ychology - ba'>ed qualitative and 
quantitative r senrch. The ompany·.., 
addre~s i" 147 Lakeshore Dr .. Oak
land. NJ 07436; tele1 hone is 201 -
405 -0805: fax i~ 20 l -405 -0971. 
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Chris tine Balthaser ami Freddi 
Wayne arc principals in a new Den
ver-hascd firm called Eagle Re
search. The company has opened a 
faci lily \Vilh two focus group sui t e~. a 
multipurpo~e room that can scat 75 
theater ~ l yle or 45 c lassroom style. 
and a 70-line W ATS phone center. 
The ador~;;:ss is 12 157 \ . Cedar Drive. 
Denver. C ) X02~X: tc lephon' is 30. -
9X0-190tf; fax is . 0. -980-2270. 

I 'T (;roup Inc .. an indep ·ndent 
telephone marketing service \Vit h 
headquarter. in Langhorne. Pa .. has 
a quired the assets of Spa tllel In .. a 
Miami-ba'ied Hi spanic tclem·trketing 

rvi bureau. The move gives ICT 
entree into the H ispan i market. 
Terms of the a quisition were not 
rev nled. Forfurth rinform:Jtion,call 
2 15-757-0200. 

The Chicago-ba'ied research firm 
Field""'urk Inc. has opened a n ~w· 

faci lit y, ~ ie ldv-.'ork. hicago- \-Vest. 
The new location'" add re-;s i. 1-.l-50 E. 
American Lane. Suite 18 0. 
Schaum hur<r. IL 6017.1; tclcphom: i 'i 
70X-41.1-9040: fax is 708 --t I l -9064. 

Opinions of , acramento has 
moved. he company's new· addres'i 
is 2025 Hurley \Vay. uite 110. Sac
ramento. CA 95825: telephone is 916-
56R-1226~ fax is 916-568-6 7 _5. For 
more information, con tact Magda M. 
Coolin1!. 

Chicago-hascd Information Re
sources Inc .. has signed an agree
ment in principle \v'ith Tokyo-hased 
Mitsui & Co. Ltd. to form a joint 
ven ture called Information Resources 

continued on p.35 

We focus o t e deta· s so 
you can focus in L.A. 

Marketing Matri · is d dicated to provide you with the highe t quality focu 
groupsu pporl. Our facility ha been de igned with your need in mind. Located 
con enientl . Fashioned for comfort. Maintain ing the highest qu:Jiity recruit
ing and licnt scr ic "S. 

With many years of experience in qualifying the type of re pondent you're intere ted 
in. uch, : Consume , Teen and hildren • E ecutives • SpeciaJized protes. ionals 
and managers • Hi- ech e perts • ru1d Health care professionals. 

Whatever UllleJutie you desire: special foods. hotel reservations. tape lnmscriptions, 
qualified mc.xJemtors, or any other needs --we'll provide you with 

MARKEllNG top-quality service. 

M A T R 1 X A k us for a hid. In addition to heing pn fe.·sional, we're cost
competitive. Ju ·t call Lori C..t! tagnola or Marcia Selz. We']] f u 
on the d tails and help you f U' in L.A. 

2566 Overland, Suite 716 
Los Angeles C 90064 
(310) 842-8310 • A {310) 842-7212 
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Doa e to surv y bST 
users 

Doan Marketing Re ar h Inc., t. 

ui , i · offering a hared- ost syndi
cated tudy dcsi ned to pr nt the opin
i n and valuations of .S. dairy pro
du ers usin the Po ila brand f bovin 
omatotropin. The tudy will soli ·itfeed

ba k from early adapter f Posi la and 
vet rinarians wh rvi dairy produc
ers using Po:ila . mphasis will oc placed 
on the changes mad , if any, indairycow
f ding program., and hanges mad· by 
upplicr: of feed produ t . Produ ·crs and 

t rinarians wi ll al. b asked to ·valu-

ate Mon ant 's dire ·t sa les pr gram and 
produ t re:ults. To obtain a pr ·pectus, 
or m r inf rmation, conta l avid 

ug nd at 3 J 4-878-7707. 

at' I Reg· ster issu 
corporate affiliation, 
D directori s 

ati naJ R ·gister Publi hing, ·w 
Pr iden c, .J., has avaj}able two n ·w 
indu ·try-spc ·ific r feren titl 'S. The 
1994 Directory r~f orpnrwe i}]iliations 
i a 10,93 -pa c, si -volume dition that 
li t in[t rmation on public and pri at· 

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

The new wireless 
lM 

Learn more from any group meeting ... 
Tire new PI? 500 wireles poll ing y tem - the fa. t st wa tog tan 
hone t apprais 1 from any gr u on an i ·su . Cut thr ugh group poli
tic , bia , intimidation, r sp nd nt r ti ence. Zero-in on th r 't 1 i u , 
prioriti . P rs mal keypad r pons . n ·ure anon mit and Pquality. ra
maticall im roves productivit . Get accurate, actionable re ult - fast!! 
Just nn t E PRE S to our r ·onal computer. Th n start gathering 
more alu bl inf rmation than tart at nl 3,990,.. f r a m
plete 10-r spondent ystem. 

all (503) 626-01 71 now 
to get more information 

about th 
EXPRE-SS-508 

Af orda l gr up 
"tt p lling syst m · 
2. from 

~ ORTEK Data Systems 
~- 10445 . W C.my m Koi.ld, Suit -115, 
~· Beawrton, R 97005 
~ 503/1126-0171, 

i& fA 'iO."'/ 644 84 6 

3' 
CO • "ooO keypad mrxlc·l. 'iOOC ~hown 

• Market research • Strat 
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compani · in th United tales and over
sea: " hi h have at least ·· 10 milli n in 
rc nu p r y ar. v ·r II ,000 c mJ a
nics are pro 1led, an the listings include 
curr nt informati non own ·rship, c n
la ·t n· me. and number'S, reporting r la
tionships, annual at ~. a:scb and liabili
ti 'S. 'h lume. ar~ ind • d alphabeti
cally and by brand name, per: onnel. g -
ography and I cod ·s. Quarter) up
dat pro ide information n n rger., 
n qui ·itions <.md change. t per onncl 
and ·orporate l i ting ·. n cnti rc s t c 
950; singl v I urn ... s arc also available. 

lnf nnati nond ·cisionmakersinm re 
than 9,500 mpanies in dire ·t marketing 
and relnted fields is provided in 1994 
Direct Marketing Market Place. orne 
22, individuals ar r pre. ent d. En
tri . are list d alphah ·ti nlly y ategory 
and r ss-r•fcren ·cd in alphabeti aJ and 
g graphi · ind · ·es. Listings . h w each 
c mpany' mun" and address, t I ph n 
and fa numbers, key ecuti by title. 
produ t/ rvic • d ·s -ription, num r of 
empl ees, gross sal s r billing , and 
dir t marketing e penditure for vari

us media. h · 1.150-page 1994 edition 
fth r fcr;·nc ·book co.'ts $179. 
F r more infom1ati n neither publi

ation, cal I 800-521 -g I l 0. 

Biblio ata r lea s 
guide to CompuS rve 

Bi li Data, dham H ight , Mass .. 
has published 'ompuSen'l' Companion: 
Finding Newspap r. und M 'lgu:ines 
Online, a ok that lists th publi ati ns 
n ailablc on ompu erve and guides 
u. rs through the c rnrnand · n dcd to 
gel them. It also off rs d tail , u ' h <.L'\ 

dat •. of co erag and lag tim ·s, and 
su ~ · ·1/g <wraphi ind . . ompu. e1Te 
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Companion de · ri arious ··go'' 
rnrnnnd that I ad u. r; to puhl ica

ti ns, and indi ·at s which of th ·s arc 
lea t ·pen ive. 111 guid costs . '2{).95 
plu po tage. Form r inf rmation. cal l 
'00-247-6553. 

NFO initiat con 
re earch tudy of 
Am rica 

urn r 
a tin 

Th P I divi. ion of FC Res arch 

will involve in-per, n intervi ws with 
financial-deci , ion rnak rs in mor than 
5.000 households. The study of -.000 
households in M · ico and 700 inca h or 
th othcrfivecountri ·swill include inter
vi ·ws wi th people who alrcad ·arry one 
of th maj r g. lohal cards. such w; Visa. 
Mast ard ·md m rican pr ·ss. and 
with a random sample or th. population. 
Th . urvcy instrum nt will he custom
.ized for ach country to rellcct payment 
produ t: urr ntly available as w II as 
cultural dif ren ·es. --or mor informa
tion.c ntact elanie Mumper-Dicker:on 
at 4 19-661 -S560. 

CAC off r 
demographics data 

' [ 

areas, counti s and :tates 
e perien ing growth r decline in popu
lati n.Th dataisavailahl foranypartor 
all f the nited tate . f r m re infor
mation. all Mi hael J hn n at 703-
41 -291 . 
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onprofits get deal on 
arte- anks list audit 

ervice 
Hart -Hank. Market Res arch, River 

Hdg . .J., is ffe ring its list audits r-vice 
t n npr fit organizati ns at . t. 111e 
serv ice is a t I phone interview-hw d 
t ·chniqu that detem1ines th per ·ental)'· 

insight into mailing results. he li st audit 
at o. t off r i. n nilahl to nny or aniza
tion mailingund ·ra nonprofit indicia and 
will avai lable until furth r notice. or 
more information, cttll Harry yrnour at 
201-. 42-6400. 

Health care database 
planned 

fnam sona li stthata tuallypossessth 
sp iti mtrihute. for whi h th w r 
sci ctcd. Mailers usc a list audit report to 
compare lists without incurring the ex
pen. of test mailing th m. and to gain 

Jenkintown, Pn.-hased H althcare 
Products In om1ation S rvice: Inc., a 
n wly form d corporation staffed by in-

continued on p. 44 

This is our frrst ad. 
Please be gende. 

A 
ftcr eighteen year , full crvi c, d hoc custom 

design n.·~e,m.:h ·peciali t , y u ma , sk vvhy \Ve 've 

wJited s > long to adverti im nt A ociates. 

Good question. 

We 'vc alw:1ys \V< ndered hO\v y u c::~n -om mum Jte ... 

. . . caring? 

.. . imightful lesit,ru? 

... J ommitment to uperi r data 

olk tion? 

... d ign & analysis that is marketing 
riented and J -rionablc? 

... nrt mer rvicc th , t st:1rts vvhere 1110 t 

companie~ end? 
. . . client~ \vho keep coming ba k to Zimcnt 

year a ter year? 

~ 're n t . urc thi. \vill \Vork - bu w ju t ouldn 't 

c ntain ourselves any longer. If you lik wh t \\o'C ve said 
and want t know more, please call Hovvard imcnt or 

yr thia chJeg I at 212-529-1400. 

• ZIM NT ASSOCIATES, IN 

The last word in quality ~ search. 
907 Broadway, New York, 1 010 

Member f "11li' Research ,.1/[icma>, :1n imernJtional rg:mization 
o mid-~i7l:<.l, valuc -Jdded re earch consultan ·ies. 
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T&T 
continued from p. 7 

frequency of u. e. whether there's any 
pattern associat d with recency of usc. 
and the attitud ~of p pie \Vho u~c the 
s ~tcm v ·rsus pe 1le wh don't." 

Propos d plans for the year-end 19lJ4 
"iurvey ar~ for en h ~arrier to have ac
, .,, to all survey result.. \'lith the ex
ception of verbatims. ach im.urance 
company \\muld nly ~e · its own 
verbatims. This w uld repeat the pro
ce~s follmve i in 1993. [n 1991 and 
19c -· each carrier ~av .. · only its own 
re~ult~. Letting the carriers sec each 
oth ·r's results \Viii give them a full r 
understanding f the re~ults and allow 
them to compare th ir administrative 
'i rvice~ with the service~ of the oth r 

'anier. , Wide .. ays. 
An thcr plan for '94 i · t make the 

, urvcy more event-fo used. asking about 
. pccific vi~it . . tor ·am le. rather than 
continuing to ask br ad questions about 
overall sati . fa tion. 'iays Bill Gammell. 
'ienior ass iate. Abt ssociat s. 

'·What we· r hoping to do this year is 
to ·nhance the qu stionnaire so that th 

data \Ve c )lie t will be able to . ustain 
some satisfaction modelinu we can u. e 
to iJentif~ key lriver~ of sati'ifuction. 

hat way·. we can a~'ii'it &1 better in 
identif ing those things that arc th b t 
candidates for quality improvement . . 

·· n cffe ti satisfaction ~urv y has 
to ask que:-,tion~ that can identify k y 
drivers of ~ario.;fa lion. lot or suti:-.fa -
tion surveys a. k. hmv satisfie I a r sp n
<..l·nt i~ \Vith a rtain s ·rvicedimension. 
I think. the pur hasers of those kinds f 
studies go away unfulfilled b cau-,e 
those survey~ can't alta ·h the r lative 
importance r tlw~e dimcn~ions t th 
things that contribut · to ~ati-;facrion. 

"That"s \vhy l think salisfacti n m d
cling is important. \: e do regres'ii n 
modeling that identifi ·s the k y con
tributors t rail ~at is faction and th n 
\VC have" me proprietary mdhod-. that 
derive the importance or each of thos 
drivers and d tem1ine hmv mu h they 
coni rihut to verall sati . faction. ~o that 
the ·lient has an id~a of where their 
resour es sh uld he dedi cat d ... 

Gamm II sees health are ~ati"ifac

tion research turninu toward. 
measurement. ··y think mpl 

-r -- -
• Are You Still Paying or 

- -

I 
I 
I 
I 
I 

I 
I 

I 
I 
I 

Demographic eports? 
1 ired of th delay, nd .·p n c of ordering hard copy reports? \Vith new 

larketPro'" software fr m DataMap and your personal cornputer you '< n 
iru,tantly gcn rate detailed, u tomize l dem )graphic repl rts just the way 
·ou need them, whcnev r you need tl1em. \Vith over 170 demographic 

variabl and powerful tool for market analy is and site selection, 
Marh:tPro lets ·ou ovcrla ' n~ur., demographics and your u~tomer data 
to I roduce what -if reports at \Vill . And MarketPro i the only "Y tcm th~ t 
combine · G .. ·. cen..,us data with quarterly upclat d .. Postal crvice data 
to <.:onducl demographic search . dovm t th postal carri r rout ' level. 
Tak ontrol r your r p rling n eel. 
with vtarl rtPro. 

Mw llciPnf Mrt ro .clition ........ ... .. ' 4 
~·tat hclPru" Rc>;iou clilion ....... .. .. $99 

rda today, ur call Jo,. a .free demo di. k· 
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in'iurance companie~ and HMOs have 
been using mpl yee orcu~tomer sati .
faction alon a~ a pro y for quality. In 
the future. I think. they'll he using u.
Lomcr :<1ti . faction programs that are used 
in concert with other kinds of ut me 
mca~un.::s t evaluat' the etTcctiv nes~ 

and quality f health plans." 

lnvoiYc ·arriers 
AT , plan. to involve the insurance 

carrier~ in th d velopment of the miJ 
year survey. with an ·ye tovvar t . hi fting 
the a itninistration or the annual year
end surv y to th m. 

.. ur plan i'i t ha e the 'arrier'i au
mini . ter an enJ -of-year 'iUJ ey u~ing a 
comm n imtrument that they'v par
ti ·ipated in dev lopin~:· Wides say~. 
"'They'll ontribute to the interim ques
tionnaire and that que-;tionnair will 
probubly s r a~ the basis for a year 
·nd surv y that will he administered by 
the carriers." 

Th nati nal trend is a m vet ward 
managed care programs, and a~ the qual
ity of health care dcliv r and u~tom ·r 
sati .' faction become increasingly im
p rtanttothcin. urancec mpanie~.there 
\viii abo b a move tm arcl de eloping 
a m re sy~tematic approach t collect
ing anJ analyzing data. In th future, th 
arricr~ may h • able I mpare the 

information about n t\vork. satisfaction 
and utilization colle ted f r T T with 
the same type f data collected from 
th ir ther client~. 

More aggressiYc 
ompanies arcn 't waiting to sc 'what 

happen-; in the health care debate, the 
Business Heulth Care A ·tion Group' . 

te · Wet1.ell say:-,. "The larger ern
ploycr'i in parti ularar beingc n mor 
ag~ressivc h cause they \Vant Lo dem
onstrate that th privat · s -ctor is solv
imr the prohlem rath r than \Vaiting for 
rc~ulationtotuke v r.lt·~amovcm nt 
tm ards thing~ lik. managed care, ver
tical integration and ut t m ·s mca~ur s. 

"The primary pr blem with past cost 
containment eff rts has been th finan
cial inecntiv sandIa 'k ofac ·ountahil 
it • \ e' ve had \:vith the consumers and 
the provid rs of are. They've hud very 
little cconomi stak.e in the health ar 
system." 

:'-Jot ·lllymor . In the auc of manag J 
care, everyon is sharinu the load. U 
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Total Project Management from QCS 
expands your staff so you can 
concentrate on your business. 

nly one company can offer you a 
comprehensive, single-source approach 
to your research ne ds freeing you to 
concentra e on your own business and 
the needs of your clients. 

CS is the industry leader in Total 
Project Mana em nt. We make your 
job easier by becoming e tensions of 
your staff. ur experienced Project 
Directors coordinate every aspect of 
your research study, from schedulin 
and pricing to fielding and tabulations. 

You receiv< : 
• ast, efficient bidding 
• omplete briefin 
• n-going communications 
• Codin and data entry 
• Tabulations 
• Hassle-free scheduling 
• Expert field management 
• Consolidated field reports 
• Consolidated billing 

Quality Controlled Services· 
C1rcl o 43 on R ad r Card 

You also benefit from the personal
ized attention of a highly-qualified Proj
ect Director who works closely with 
you throughout your study ensuring 
efficient management and completion 
according to your specifications. 

o other data collection firm 
brings it all to ether like CS. Let us 
make your job easier. 

To learn more call: 

1-800-325-3338 



U common approach 
continued from p. 9 

n again, we d cid d t u 
ph ne r ·us group h cau. our p ten
tial re r ndent.· w ·rc spread all ver the 
map. in th se p opt are leading-

pe ialisls, we d ided t pay a 
higher than num1al inc nti e. 

o begin the r ·cruitm nt pr ce ~.ran
d m all: w ·re made t p ychiatrists 
wh had att nd ·d r gional or national 
· minar within th previou t\ o years. 
lhedo l r · wcreask df rthename:uf 

spond nts. but would also xpand th 
list as well. 

We d ided l · -rcen for psychia
trists who: 

• wer curr ntly practi ·ing an av r
age of . 2 h ur per eek: 

An anal i of the 
transcript convinced u 
thatwehada oodgra p 
of l-1 hat lt'a happening 
in the fi ld o.f psychiatry, 
and th dire tions the 
client hould take with 
the te hnolog 
quite clear. 

became 

• had gi en presentation nt r gional 
not tat ) or nt. tiona I p ·y hiatri me t

i ng at least three ti rnes per year o er Lh • 
pa t three ears, and/or: 

• had b en on one f th m ·rican 
P ychiatricAsso iation' nationalcom-
mitt e within th pa. t thr e ars. 

We also ask d the yes-no :ere ner 

We Cover The Northwest 
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We 'v been collectimr data and keeping li nt 
happy in the orthwe t f r over 30 year . all u ·. 

Consumer Opinion ervices ----------•We an w r to you 

question. Would ou classify y ur~clf 

as some n who is r much in tunc 
with the hang s ta~ing plac thr ugh
out th country in th · practice f psy
chiatry? 

Ego factor 
lth ugh the pro ·ess r quired ail

ing thos wh didn't 4ualify tog 1 the 
namcl'. of th s wh did. one w had a 
starter l ist th r ·ruit w nt quite 
moothl and qui kly. Th · oToups were 

l be condu ted b t I phon "' in the 
" ·ninf!, whi h made participating ea y 
and convenient forth respondents; the 
fin'" ncial incenti a. attra ·tivc; and 
the 'O'O factor ki ked in imm ·diately 
th · psychiatrist n ·id r ·d their input 

· · ntial to any f rum n anti ·ipated 
hangcs in th fi ld. They wer al. o 
ag r to h ·ar what their ' 11 ·agues had 

t a about the future f th ·ir profes
s! n; ·everal gave u. th names of oth
er to all. lnclud din th groups wer 
a consultant with the National Institutes 
of I lealth. three h ad f major psychi 
atric institution . ' a r rmer pr sid nt of 
the Amcri ·an Psy hiatri<.: Associati n 
and · veral practiti n r with teaching 
in ·titution affiliation . ll w ·rc cur
rently acti · in I cturing on a national 
and int mational ha i . 

The group~ w nt well. and the client 
\ as pleas ·d and e ited with th r -
ult~ . The discu. si n wer · lively and 

intera ·tiv ·. parti ipant an~w ·rcdqu -
ti n. in a very self-a ur d mann rand. 
with minor c pti ns. there was a 
str ng unsensus am ng th · r ·spon
dent ith r ·gard t th major issue: 
di u ed. n anal si . ofth transcripts 
con in ed us that w had a good grasp 
o \Vhat \ as happ ning in th fi ·ld of 
p chiatry. and the dir ctions th client 
h uld tak • with th t ~hnology be

came quite cl ·ar. 
lt · true that the . tudy· find in scan

n l alidat ·d with uta arall ·I quan
titative tudy. nd to s me d gr ·c, only 
tim wil l tell if the a · umpti ns made 
fr m this study are alid. We do not 
ad ate the usc of thi approach as a 
bargain-bas 'm ·nt . ub titute for good 
quantitativ r ·search. Th n again, as 
market r · ar ·hers we d have an obi i
!!ation t pr ide our li nt \~· ith as 
mu ·h u able informarion a posl'>iblc 
\ ithin th limit: establi h d up-front. 
We h pe the ideas and th ught · us ·d 
to s I e the prob l ·m we fa ed h ' lp 
others d ·u t that. 

Quiri<~s Marketing Research Review 



ffective observation 
continued from p. 17 

point in the li~cus~ion they occurred 
to you. What provoked our rt:ac 
tion'.' 

Once the cl i nt - b. ervcr~ have been 
hrit:fed. the di~ ' u~~i n is opened for 
questi n~ and comments about ob~er 

vation techni4ue~. 
J. Oh.H' ITulion s.:uidelincL The cli 

cnt -ob~crver. o.;h uld receive a hand
out that rcvic\v~ th main p ints of 
the orientalil nand ha" ro rn for note 
Laking during the focu~ group. Guide
line~ 'lhould he concise and written in 
a very upbeat. engaging ~lyle . 

4. Fnn1s grou;J dehrh~fi'ng . A~ th 
moderator facilitatt:~ the routine cli 
ent d briefing follm.ving the focu~ 

group. observation debriefing qu 'i -

Feedbackfrom p rien ed 
client-obsen er indi ates 
that the) great/ 'appreciate 
reminder and id a. that 
help then1 t keep an open 
nzindandafre hperp tive, 
parti ·ularly during a long 
serie of f ocus groupL 
co ering the san1e material. 

lions or probes can be beneficial f r 
b th the I i nt and the moderator. For 
the lient. a review of \Vhat they ~aw 
and h ard i . usually routine during 
th d briefing. Howev ·r. it can be 
enlightening t d Jveju'lt a hit deeper 
into th client·~ perception,. Th 
moderat r can follo\:v up with que~ 

tion~ o.;u ~ 11 as. What did you hear that 
you e~pect d t h ar'! Whut did ou 
hear that y u di I not e , p ct to hear'. 
What, if anything. ~urpris d you uh mt 
"'hat you heard? A ·k. clients to dc
scribt: the moo.;t imp rtant informa
tion they heard and ;.;ay why it was 
important. 

Real results 
The four-ke approach not only 

help~ educate the client about bser
vution-rclatcd i~sueo.;, it als( helps th 

both the d ·briefing and the proce~o.; of 
developing th findinQ~. sa result, 
~ome clien t ~ arc less lik.ely to dio.;mi~s 
input fr m participant~ they find an 
noying. th r~ are le~s likely to ~inglc 

out an I mpha'lize that one comment 
they "',.. anted t hear. 'li nt. seem 
gt:nerally more willing to acknowl -
·dge all participant 'I, rather than just 
those \Vho ~upport their e · pectation~. 

or cour~e. it i~ not a ' ure -al I. hut the 
orientation do ~have a mark.ed influ
ence on the procc,~. 

Observer~ :-.eem to be better be
haved in the ob~ervation room aft r 

thi~ kind of briding. Ther i..; les~ 

noise, more re~pcct for the partici 
punts and be~t or all. fewer instanc s 
of mak.ing light of the participant:-. or 
th ir c mments. In a sense. the oh
:-. rver.., ~ em to Luke a more scriou~ 
approach to th ir role a' researcher~ 
or at lea'it participant<..; in important 
r ~ arch . 

Nov ice ob'lerv rs have been pleased 
tore<.: iv b~ervation pointers alontr 
with th ·other guideline..,. Their feed 
back ~uggests that they ft n ·1re be
wildered about what to do \Vith all the 
information they get from fo us 
groups. The observer bri fing helps 
t put their task into pen~pectiv . 

l·cedhack from exp ri n ed client -
hservcr~ indicate-; that they greatly 

appreciate reminders and idea~ that 
help them to keep an open mind and a 
rre~h per'lp ctive. particularly during 
a long ~erie<..; offo U'l groups coverintr 
th ~ . ame material. One client com
mented that the briefing converted 
him from an 'Tve heard this before" 
ob. erv r t an " I'm op n to any thing" 
ob~erver. 

Pruceed with ca ution 
As with any apr ron h. certain mis

steps can undermine the effective
ncs~ of this approa h. ll is riti al that 
the modt:rator providing the ob">ervcr 
orientation be careful not t · und 
too preachy. · p ri need lients may 
feel talked down to. while ine ·peri -

n ed clients might feel undere:-.ti 
matecl . Personal style will influen e 
the pre . ntation a great dt:al. Th ori 
entati n ~hould be molded to accom-

m derator manage the eli ·nt during modate the particular clicnt-ob~ ~rv -
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er~: ju~t a:-. each focus !!roup i~ differ
ent. ~o i'i each b~erver group. The 
m<.: de rat r mu~t read the obo.;t:rver 
group the snm \vay . he or he read~ 
the participant in the focu' eroup to 
anticipate mood. cohesivenc. s unJ co
opcrativenc~o.;.then gauge th pre'len 
tation ace rdingly. 

etting th ton for lient-ohscrv
cr'l not only improve thee pericnce 
for the client. it als enhan . the 
overall quality r fo u" group re
"iearch. 

-
' \~ •. / 

-~w·· 

THERE IS A DOCTOR 
IN THE HOUSE 

PJhJ~1 
D/RI. HealtbCare Consultants, 
esl.'3blished in 1979, is the only health care 
market ff'-~f'..arch lirm with a former provider 
as president ... 

, We speak the language 
. We recognizs the nuances 
• We reach respondents others can1 
. We have a different perspective 

ltJJ ;l~1 has done market research for 
major pharmaceutical companies, 
manufacturers of medical, dental and 
veterinary products, insurance companies, 
advertising agencies and information/data 
management companies. We a1e an 
outside consul ant to a number of market 
research firms. 

I •JJ :f~1 has done research on products as 
simple as dental floss and as complex as 
CAT Scans. We have dealt with issues as 
fundamental as office waste management lo 
1ssues as complex as Managed Care. 

I r]j :ni has interviewed specialists in 
medtcine. veterinary medicine and 
den istry. We have worked with 
pharmacists, health ~re/11ospital 
admmistralors, nurses, otlice staff and a 
wide variety of paHents. 

I!JJ : f~i specializes in the face-to-face 
locus group and we also have extenstve 
experience in telephone focus groups, 
one-on-one interviews, national telephone 
quantitative surveys and group panels. We 
have devetoped and executed in ernational 
stud1es 

We are part of the ttght kntt 
health care community ... 
our clients get mD1'r! usable 
tnformatton. 

conlacl:: 
Dr. Murroy Simon 

3127 Eastway Drive, Sutte 105 
Charlotte, NC 28205 

pbone 704-532-5856 .fax 704-532-5859 
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Survey Mon·to 
continued from p. 21 

in the first eight months of 199 . . 
om pared to the ~ame period of 19c -· 
or the p ri od fr m January to Au

gust 1993, the ortranization r p ns 
:a l s of "P rt. appare l totaled •· 2.1.2 
billi n. e rsu. 2.1 billion during the 
sam period of 199-. 

The men's market or w 4.8%· in 
d li ar-.;, \Vhi le both th \ om n ·-; and 
chi ld r n· . mark. ts failed to grov .. • at 
all. In t ·rms of units. them n's mar
ket g rev.' 5. 7 Cfc • ""'hi Jc t h · \V om n · s 
(_. %)andtheehildren· . (l.6 7£ )grev.·· 
ju~t sligh tl y. De1-.pite littl e overall 
g r wth in v.··om ·n 's and chil dr n ·. 
spo rts loth s, th . tud y found the 
bigg st gain1-. among both brand and 
unbrant!ed/pri ate -lnbel apparel in 
\VOtn n· s ~weal/jogg in g . uit · (up 
_4c7c , so ·h (up l XCk ) and sw •at pants 
(up 15 % , and child ren's s\veat/j g
ging sui ts (up 16%·). Men's and 
women's 1-.horb (each do\vn 14 c1c ) 
were th' biggest lo. r . Th . 10\v-

Ced in g Tables 

.,/ DTP-quality questionnaires 

./Unlimited size/questions 

./Smart data entry 

./Flexible cross-tabs 

./Comprehensive analysis tools 

.,/Presentation graphics 

./Open-ended questions 

down in grmvth hurt department stor ~ 

such a~ Dillard's and Macy's 
and chain stores - su h as ear~. 

Penney · and Ward's - cachofwhich 
lo-;t a full pcrcentag point f rnark.et 
share in 1993. Meanwhil ·. discount 
s t ore~ - ~uch as Target and Cald r 

in rea sed their -;hare of the market 
to .... 7 k•. and variety store. and ware
h u. e lu b1-. boo1-.ted thcircollecti e 
share to 14% of the total 'ports ap
pa re I market. 

The downward trend do s a bit of 
an ahou t- fac wh n it come-; to 
branded ath lc ti · foo twear. SGMA ''\ 
lat . I r port indi ate. that fr m ep
t mber 199 ..... to ugust l ct.:> . . bran led 
shoes garner d a 6~t I Ck . hare f all 
'lthl tic r otwear unit pur ·hascs, up 
from 6 .Kck during the pr vious )_

month peri d. The cl wn . ide of the 
trend is that \Vhile total retail a l 1-. f 
nonathleti ~ f l\\1ear gr .. ..,.., bv l .Wk 

during the 12.-month period nd ing 
August 1993. the athle ti c sector 
showed no overall do ll ar sale'; gain. 
Total uthleti f t\ ar unit olume 

t=)llfSTION 

declined hy 0.4% I 377.'.J million 
pairs. \Vith a dollar value of . I I.H 
billion. Men '. units incr a-;ed by 
4.3 ~ . bu t dollar. increased by only 
.... 9k Both the w m n's and the 
hildren's mark t-; d ·cl ined s lightly 

in t ·rms of both unit" and dollars . 
Athl ti -.;hoes -. tores, such a . 
Ath le t ''1-. Foot and Foot L lo.er. in 
cr used th ir share or unit ~ales .to 
J_.2(l--i•, but discount ~ t ore: and de 
partment ~ t ore ~ a h lost n arly one 
perc ntage point of mark t . har . 

l·or furth r inf rmation on either 
'ltudy. con tact Mike May at 407 -X40-
1165. or . eba. tian Di a-; li at 407-
40- I LO. 

Exerc· e equipment 
pumped through the roof 

Sloth\ ou ld appear l remain un ra. h
ionuble. That'~ a':l'luming allth • p •op lc 
\•vho arc buying fitnes. and condi tion
ing cquipm nt are using it. Retail -;ales 
of e · r i se machines arc e, pe ·ted to 
reach S • . 0._ billion in 1997, according 
to a . tud h the N w York-based 

Ope! r. Cn d eocf Que.~tl o liS I 

=-~i 
~ 

Ff.EB ~ ~~-:=: Iilli -::T<~ --1 ~:. 

./Sizing & weighing tools lntrod cin 
Que tion for w· Cto 

./Context sensitive help 
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Sc ech 

Fast and easy survey, design, administration and analysis. 

Call 1.800.622.334S for information. 

SOFTWAREFOR SCIENCE SciTech International 2231 orth Clybourn Ave. Chicago, IL 60614-3011 
Ph 1.800.622.3345 or 312.472.0444 Fax 312.472.0472 
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research fim1 Find/L VP. The company 
c p cts cross-count!) ' ski ex ere isc rs, stai r 
climbers. treadmill s and multipurpose 
home gyms to shmv strong sustained 
growth through 1997. 

~---------------------- , 
' To order any of the books shown below, simply send this form, along with payment information 1 

I to: Quirk's Marketing Research Review, Dept. 7-8, P.O. Box 23536, Minneapolis, MN 55423. If I 
I you'd like to use your Visa or Mastercard, call612-861-8051 or fax the form to 612-861 -1836. I 
I I 

Over the next few years, interest is 
like ly t ) grow in str ngth trai ning. sine 
the Am rican o llcgc of Sports Medi 
c ine and oth 'rs have begun to emphasi.lc 
the importance of a balance hctwcen 
strength and cardiovas ·ular exercise. 

~ i nd/S P estimate: that manufactur
ers· sales of physic::~ I ti t ness equipment to 
Lh institutional scctor reach d $. 56 mil
lion in I <}9 • . The company estimates that 
there are 5. ,000 fitness facilities in the 

country. And although commercial cluh: 
make up only about 2.% of the total 
number of fitness nter. in the country. 
they remain re-> p nsib le for .som 50fl,f, of 
total equ ipment e ·penclitu res. For more 
inf nnmion. all Jam Dema. at _J_-
645 500. 

I 
1 o TARGETING THE NEW :J MULTI-CHANNEL MARKETING 

( #503) $32.50 1 PROFESSIONAL WOMAN (#549) $32.50 

o STRATEGIC DATABASE 
MARKETING (#551) $32.50 

.J MARKET SEGMENTATION 
( #492) $32.50 

Name __________________________________________ __ 

Company _____________________ _ 

Address ____________________ _ 

City _________ State ___ ZIP ________ _ 

Phone (In case we have a question about your order) ______________ _ 

Please charge my o Visa -...l Mastercard 
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I Am ricans di -play 

strong travelin' jones 
In the past y ar. l 1.1 mill ion Ameri

cans - halfth aclultp pulat ion- made 

: s~na~re : 
L ______________________ ~ 

lllllliiJii -TARGETING THE NEW PROFESSIONAL 
WOMAN 
How ro Market and Sell to Today 's 57 Million Working 
Women 
by Gerry Myers 

©1994 / 258 paaes I hardcover I S32.50 I 
order 1549 

.. A new. insightful approach to marketmg in the '90s .. 
addresses one of the ey trends and rnarket segments 
that Wi ll be cnhcal to a comp ny"s survtval in the years 

'-------- ahead The decade of the woman IS here I• 

June/July 1994 

Gordon W McPhaden. 
Vice President ot Technica l Support 
Pepsi-Cola Company 

STRATEGIC DATABASE MARKETING 
The Masterplan for Startmg and Managing a Profitable. 
Customer Based Marketmg Program 
by Arthur M_ Hughes 

©1994 1352 pages I hardcover I $32_50 I order *551 

• A thorough understanding of the concepts contained 
m StrategiC Database Marketmg wi ll save the re lationship 
marketing newcorner signifrcant in-market tuiiiOn ... 

Frank Higgins. Director of Marketing 
Nutritional Products 
Nestle Food Company 

Maximizing Market Sfrare with an Integrated 
Marketing Strategy 
by Kevin B. Tynan 

©1994 / 245 pages I hardcover I $29.95 J 
order 1503 

.. In today's hotly contested environment. every 
business mLJS( understand integrated marketing 
Nahonally renowned marketer Kevin Tynan te lls 
you everything you need to know to gain the 
competitive edge ... 

Andrew Leckey, Nationally syndicated business 
colummst. Chicago T"bune 
Busmess Reporter. WLS-TV/Chicago 

MARKET SEGMENTATION 
Usmg DemographiCS, Psychographies and Other 
Niche Marketmg Tecflmques to PredJct Customer 
BehaviOr 
by Art Weinstein 

©1994 1313 pages I hardcover I $32.50 J 
order 1492 

.. Market Segmentattan is a must-read fo r every 
market research professional-a book you 'll hope 
your competitors have no read ... 

'--------- Mike Reinerner. Director of Commumcat10ns 
C!aritas 
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trip-; that took them at least I 00 miles 
~mray fr m h me. A study hy New Y rl-.. 
hased Simmons Mark<..:t Re~earch Bu
reau In . indi ate'i that while one in tiv 
travel r~ \Ver n busincs~ trips. th va'it 
majority (60f/c ) traveled for vucation r 
person<.~ I bu ines~ (37o/r ). The study als 
found that ~ojourner~ arc a~ lik ly to stay 
\Vith friend\ or relatives (_5(/r ) as they ar 
to rent a hotel or m tel room (27(/r ). Th 
family car i. th most popular mean-; f 
lo ·omotion (30'/c ). r llowed airplanes, 
coa · h class ( 1-l (k }. 111 se \._. ho arc mo"t 
likely to take t m -;tic vacation trips ar 
cofle~e graduates, r ople bclV/Cen . 5 
and 5-l. working. women and those in 
how,·hold~v.·· ithatotaJincomeof '50.000 
or more. Lc~s than a fifth of Amcri ·~m 
adults ( 17(/r ) have ventured beyond U ..... 
border: in the past three year~. The ma
jorit ' of those traveling bey nd the con
fine.;; f the lower 4X (6Y'k· ) were on 
va ati n. \Vorld travelers tend to be w ·11-
educated. aftlucnt.marri d ~uburbanitc~. 
The top five destination. were anada. 
M. ico. I lawaii. the United Kingdom 
and crrnan . For furth r infonnation, 
call Jerry hl~tcn at _J_-91 -( 952. 

Cu tomers speak up 
The Con~umcr Network Inc., Phila

delphia, has deployed it~ tro p.;;: An ;m11 · 
f 5,000 my~t ·r . hopper'. inten. ely ro
used and practic d cu. tom rs who arc 

members of the firm'~ ~man ~hopper 

p:mel. Bas ·don the paneli~t~ · feedback, 
the on. umer ~ct\v rk has compiled a 
list of an. w Ts toqu stion~ cru · ialto food 
retail r: 

• \Vhat do employee~ tell . hopper~ 
wh can 'tlind a pri ·c? 'ending custom
er. to a special check -out aisl wh n they 
can't find a price is infuriating. one shop
per aid. 

• What happen'i in store. w·hen an ad 
item i~ mispriced? customer \l,:ho wa" 
given a mispriccd item for fre was im
pres ed, but she became commitl ·d to 
rctuming. t the . tore wh ·n the a-;hi r 
apologized f r the error on the ~tore·~ 
he half. 

• What i-; th ~tore communi <Hing 
about re y ling'! .stor~ that put it~ 

opinions n the shelf - stocking and 
promoting. en ir nm~::ntall y friend I y item\ 
- is I i kc I t \vi n the respect and patr n
age of custom r~. 

• What kind~ of 'iigns indicate to ~h p
p rs that the store th y'rc about to ent r 
ma not h tru. t\v rthy'. ustom rs are 
tumed off when a ')tore ha'i a si n in it. 

\Vindow with huge price lio..,tin~~ and ~mall 
type in the corner that read'i, .... ,,..ith cou
pon." omc sen'ie orad sire to deceive i~ 
bound to r~~ult. 

• I lmv do younger sh pper~ r~a ·t to a 
~tore·~ ~i~mauc'! A 2X-year-old mother of 
three 'iaid that a 'iUp nnarl-.. t in her tmvn 
a'i ~0 full or ~igns, coupon~ and ·ndle. ~ 
'ih lvc'i that ~he "couldn't breath -, let 
alone thin!-..." . he said -;hew uld not 'ihop 
at the 'itorc atrain. 

F r more inf'om1ation. c )nta t Ylona 
D yl or icky . iuel at 215-561 -29_1. 

Popularity of air how 
climb 

Last year. 440 air :-.h w~ in North 
Am ri ·a drcv .. · a total of25.9 million fans, 
a 67t- in 'r~a~e over I YlJ~ att ndance of 
_4.4million. Perhaps mmt plea-;ed y the 
d velopm nt wa~ the I nt rr1' tional oun
cil of ir ShO\v~. which deL rmined the 
rec rd figure. Th ·I • . a h ·k~on. Mis~.

has d membcr~hip a. \OCiation ...,erving 
the air ~hmv indu~try. has tracked air 
show all ·ndance since 19X7. lf the last 
y ar·s growth rate keeps up. 'iome _7.5 
milli n pe pie will cat ·h air -;how · in 
I '194 and th record will b br 1-..en 
ag.·tin. Th ( A 'numbers match up well 
against s me o.,eriou'i ·omp titi n. Th 
6(1(, in r a. in air show attcndunc bested 
a 4 ~ in reasc in automohile ra e atten
dance and a l% incrcas in the number or 
fan hawg~. dmvg.s or oth rwio.,e 
allending ational oothall League 
g;une". (According to figures publi . hcd 
hy (,oodyear. 13.7 million p ople at
tend d uuto ra ·e . . while the F re
port d a 199_ allcndance figure or 13. 
million.) Only ba~cball added more sig
nificantly to it. fan po< I in I 9 _, with a 
2Wlc jump to 70._ million people. 

:"Jot unting "m ·ga" event~ that in-
clude fr ::> show~. su ·h a~ tho\e held 
along th Chicago lakcfront an I th St. 
Louisriv rtr nt.andmilitarysh1w~drm 

ing m m! than a million spc ·tator'i. the 
a eragc paid attendance at civilian air 
~ho'Yvs last year wa~ 3_,067. F 1r more 
infom1ation. l:all Linda intrcr at S 17-
7R2--4-4. 

Americans k p 
thinking thin to win 

Di~satisfa lion run'irampant, fcw~eem 
to be happy at th ir urrent wei~ht and 
dieting remain. a nationwide ob~e\sion . 

Rc ·ent re-;earch c mplcted by New York
bas d immons Mark l Re'i arch Bu-
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r au lnc. indicatcslhat 9.Xmillioni\meri
can~ - ~n.Wk> of the total adult popula
tion - arc dictin~. h · immt n~ ~tudy 
fur1her reveal\ that hoth ">t.:X ·s aml all 
age~ diet, though more \vomen (.10.5 If.) 
than men <2~ .7% ) ti~htly control their 
nutritional inwk . M iddle-agcd meri
can!'> - those 4::i to 54 - arc mo~tlik.ely 
to diet. oil ~e ~raduate"> and tho"ie in 
householdo.., \\' ith incom ·~ of more than 
S74.999 arc 22(k more likely todit.:t than 
the national avcrau ' . Not surpri~ingly. 

the va">t majority )f dictt.:r!'> (X .9 l'/,.) arc 
trying to lo"> \Veight. ther"> diet to con
trol fat intake(. I .sc;, ) or cholt.:~t ·rollev
el'> L5 .o(~· ) . People also diet bccaust.: of 
hyp rten'>ion, or to \Vatch their \alt in
ta"-e. or to maintain an appropriat · bl( od
!->Ugar level. An exclusive group. 1.3 mil
lion adult~ (3.YJt· of all dieter. ) arc trying 
to gain \veight. F r fur1her infonnation. 
call Jerry Ohl-tten 21_-916-H952. 

Con urn r fall for ad 
circular 

f all fom1~ of retail adverti\ing. ad 
circular-tar; rated No. I \Vhen it comes to 
g ·uing consumer~· attenti n. ac ording 

to the second annual Jallup '·Print d
veni . ing and Its Impact on onsumer 
Shopping Behavior" study. \vhich wa~ 
commis'>ioned and released by tht.: fnter
national Mass Retail Association. Wa">h
ington. The (I all up Organ intion surveyed 
1.010 p pie hy phon for this year's 
\ludy. \vhi h wa. completed in April. 
The study found that a growin~ number 
of c nsum r~ shop at homt.: usin~ ad 
circular'> before goin~ to the store. our 

out of five rc">pondents in the study r ·
called 111(1-;s rctai I stores· and catcgory
d minant retail stores· advcr1ising circu
lurs that they had :cen in the preceding ·'0 
day~. 'omparcd to all other foml'> of 
adv rtising. ad irculars were remem
ber d by tht: greatest number of survey 
r ~r ndents(X~ <;f.), though other ad fom1s 
were aL o fr quently recalled: television 
ads 76rk ; run-of-press newspaper ads. 
56l'k: radi ads,49%: magazine ad-;, . <)(k : 
and billboards, _9 Yc . 1l1e study f und 
that direct mail ads. <.1 sour e n t rnea
~ur d in th 1993 '\Urv y. \vere re ·ailed 
by 5 Clc f th r pondent. . Thos mo. t 
likely to recall ad circular advertising 
wer the moreaftluentre. pondent~ (9 I (/c.). 

females ( 6o/r ). people \Vh spend an 

avcra~e or more than $100 a month at 
di . count stor ·s ( 6% ) and resident of 
the orth ntral Unit d tate. ( '5% ). 
Frequently cited important attribut s f 
circulars included price ( 3o/c ). infonna
Lion on a monc -back guaranle (74'Yc ). 
product description (6 o/r ). store address 
(6Wir ) and ·t pht tograph of th it rn for 
sale (6.1 lk ). For more inf rmation. c n
tact the IRMA ·s tephen ibert at _Q_
X61-0774 or all up's Michael Ro'>elius 
at 02- 9-8700. 

Poverty hits e derly in 
rural areas hardest 

·1 he poverty ratt.: mnong Americans 65 
and older declined from 35% in 1959 to 
II % in 19 9, but the pover1y rate for 
lderly rural residents is hi~hcr th<m it is 

for tho'\e in inner-city areas. ac ·ording 
res ar h ·onducted in Penn tale 
Univ rsity''>C lleg.eofAgriculturul ·i
en es. The nly detected distinguishing 
dem graphic characteristic. ho\ ever. is 
a ~lightl lower level of education. Rc
~earchers Dian M ·Laughlin and L ·if 
Jensen. both assistant professor: of rural 
sociology. tracked pe pl int ~Uld through 

How To Find The Best Deal 
On WATS Interviewing. 

h high 'O~t~ l f tl;h;ph ne interviewine getting you d< \-Vn? 1/H/R Rc. carch Gr up can help - with the 
high st quality. l w t pric ·.and be~l ~ervice a ailabl anywhere. 

• 75 line national coverage • Certified interviewer • Project bids in one hour 

• 50 Ci2/C TI tation. • Highest quality • On/off prenzise monitoring 

On ti11ze results • Low price • State-of-the-art technology 

What makes 1/H/R th b st? me . ay it'. ur n-g ing trainin2: pr >gram 1r our gr at sup r i. or. ... But. 
what ·eems to mak l ur ·li nts even happier arc the realJy c m1petitive pri · s. W ·r growing, . owe can 
afford l >bid ry aggr s~ivcly. 

lfy u ·retired of the same >ld song and dance. give I/H/R Resean.:h Group a ca ll. W 'I I mak . ur y ur job'. 
done right and at a 'o~l you can liv with. 

1/H/R Research Group 
Quality Marketing Re earch That Works. 

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

June/July 1994 
C1 rc No. 122 on Reader Card 33 



their later year using the Panel Study or 
Jncom Dynamic~. First conducted in 
196~ with a ·ample of about SJX10 · .S. 
families, the study ha'i annual ly surveyed 
the sam fnmi lie~ about work. and in
come. h a cumulated data des -rih' th 
movement of people into and out of pov
erty ov 'r many year . 

The rescar her. elise vered that he
tween the ages of65 and 75, 34o/r of rural 
elders were in poverty at ~ome time. 
~om par ·d to 14(k of m tr politan ddcrs. 
What' . more, whi le 15r1c. f rural elders 
wer oor for five or more f those I 0 
ear. . nly S% of metr litnn elders 

e p ri need as many yeurs f p verty. 
Betw en the ages of 65 unci 74. 43o/t of 
n nrnetro residents endured t\v or mor · 
poverty -;pells, whi le 27% or metr n:si
dem ·utTered the same fate. ... mpared 
t metr politan-area employm nt. jobs 
in rurnl nrea · tend to offer lmver wage · 
and require fewer skills. Rur<.~l job-; are 
m r lik ly to be seasonal or interrupted 
hy hange in product demnnd. and are 
less lik ly to be unionized or have pen
. ion verage. As a result. rural elderly 
are n t well pr ·pared for retirement. 
M Laughlin and 1 ·nscn ·s tindings take 
on gr at r importan · ' considering pro
j ction . r r the future that indicate th-. 
percentng feld ·rly in the nited tate · 
is e, pe t clto increase from I. (k today to 
227€:: by _050. For mor informati n. call 
Leif Jen nat 1 -R6. -X642. 

Sex ell - e cept wh n 
it off nds 

• • 
•• •• 

I • • 

. . 
. . 
Looking for 

a Moderator? 

See the Qualitative 
Research/Focus Group 
Moderator Section in 

this magazine 
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them feel cmharra.ssed in fr nt or their 
fami lyorth ·man in their I if . And almost 
half (47(/'c ) have opted not t pur hase a 
pr duel because the f und the adv 'r
ti . ment f r it oiTcnsi e. M ~t w men 
(73 Ck ) believe that companies h uld · 
r sr n. ible for \i hen and how th y ad
verti. e theirpnxlucts, hut nly ne in live 
(_I ~)think the government :-.h uld 'itep 
in with mor r gu lations ofcomm r iaL. 
Form reinfonnationcall 21_-582-4504. 

Packaged food purchases 
split betw en re taurant 
and in titutional feeders 

The F odservicc Rcscar h lnstilll te. 
( ak Pnrk, Ill.. has compl l d research 
into the hrand pur ~ha-;ing habits and pr f
crcnc . f re. taurant op ·rator. and in~ti 

tutional f eder.. The organ-ization's 
'·BEST Rep n" examines, among other 
things, the ratio of commerciul (r . tau
rant) t n n-commercial (instituti nal) 
pur hases in 'ip cHic product cat g. rie~. 

s a general rule, 60o/r to 70£t. oft tal 
aggr gat v lurne of all product~ i'\ pur
cha. d by th commercial sector. while 
institution~ . uch as chools. hospitals and 
employ e fe ders make up the balan . 
. evera l at gories. such as aer s I 
\vhipped topping (95 o/r commercial, 5% 
non-commer ial). decaiT ·ina ted c ff e 
(X9';{ . 11 (lk,) and pre- ·ooked bacon ( 6o/t . 
14l!( ). nre h avi ly skewed lo the commer
cial . e t r. ther products, .'U h a cup 
y gurt 7l C'fl.non-commerciul.29% om
mer ial). fr Len bun-itos (5Wk , 42%). 
portion contr lied pancake syrup (54cic . 

6%} and jui ·jdrinks in scaled plasti 
cups ( 6 7"k . 33 ;{, . find l!re:ctter prefer n e 
in the instituti nal marketplace. ·or mor 
infonnation. all Joseph . Brudy a1708-
. X6-7579. 

· spanic population 
notes: on language, AIDS, 
home repair projects 

Hi . panic-; prefer to speak :pani. h in 
almo. t ev ry si tuation, but aren't hearing 
much a ut AID . And Hi spani m n 
are fim1ly inclin ·d toward taking home 
repair matter. into their mvn hnnd . R -
cent finding. r lea~ed by trategy Re
s ·arch ' rp .. Miami. and Mark t Devel
opm nt In ., an Dic,ro, r v al . ome 
spe ·ific haracteristic~ of the . .'. Hi . -
p<.~nic populati n. 

SRC used data from th Jl)l 0 nsus 
to dis o er that Hispanics sp ak Spanish 

in the h me be au-;e they prcf r to. not 
because they are limited bv an inahil ity t 
speak and understand English. p·mish is 
spok·n in the hom y9_(k· ofa ults I 
and older, and 797r fchildr~n S to 17. ( f 
the adults who pref r to speak Spani. h. 
..lNJ{ ~aid they speak Engli-;h" cry well." 
Ov ·ra il . H9'/c of U .. I li spanic~ prefer to 
speak pan ish at h me. oburprisinu ly. 
given this informati n. they also prefer 
their media in th Spani-;h language. 

lack of Spani~h - languag media at
tention is pcrhap~ to blame for the fact 
thatalmo~tatenth f .S. Hispanics have 
not heard of AlDS. ll1e finding-; of an 

R pu lie opinion surv y indicate that 
9 fc• or Ili spanic~ - !'10Jl1 _.'250.000 
people - known )thing r the fatal dis
ease. Only_% of the genern l p pulation 
fnll. int the same categor . 

In the most recent MDI Hispanic Poll. 
whi h is nducted quarterly h Market 
D velopmcnt Inc .. X. % of the 500 self
icl ntilied ll ispani · male. who t k p<ut 
said that th ·y had done . ome ~ind of 
maint nanc · work in their home in the 
pa'it year. Those :-.urveyed were 18- to 6-l-

ldre. id ·nt.sofHouston.LosAngc
iami, New York or San ntonio. 

Hom wners (87%) were nly light! 
mor likely than renters (79Cfo ) to have 
d n repairs or maim nan e w rk.. on 
th ira ~.Painting ( 7(k ) was th task 
most frc4uently m ntioned, f llowed by 
plumbing (44% ), installati 11 r window 
c verings ( 41 % ), rcpair/repla ment of 
d or I k.s (3 (/r ). repair/repla ement of 
n ring (2Yir ). and r pair/r lacement 
of abinets ( 16% ). The type f chore 
r quired affected whetherthe r pondent 
did the \VOrk him sci f or had the work 
d n by s meone ·lse. And not surpri~

ingly. homeown ·r~ (X4(/c ) were more 
lik ly to handle longer-lasting repairs 
su h as cabinet replacement/repair than 
r nt r. (44%), while renters were ju t a'i 
likely a~ wners to install window over
ing. (a out 53lh· each) - when ·u ·h 
task'i were necessary. E en in 0\ituatiom, 
wh re they did not actually t the repair 
or maint ·nancc \vork thems lve . . tho~e 
. urveyed indicated that th y \ ere ac
ti ely inv lved in the pro ~s. alling in 
either an out~idc contractor r a fri nd/ 
relative to doth' work. 

For m re infom1c.Hion on th · SR · re 
. ar h. \Vhi h i'i part of Lh • company' · 
"19941 lispanicMarkct tudy," all Marta 
M ..... asn.- elaya at 305-. SX-7949. or 
m r inf m1ati< n on MOl's Hispanic 
P II. all Tony Lovitt at 619-2. - -5628. 
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Re earch Company New 
continued from p. 23 

Japan td. \Vi thin the packag ·d 
goods industry, the venture will of
fcrefficient consumer response ini
tiatives based on IRr's Scan and 
Logi Net lcchnolotri ·s. v ... hich u~e 

electronic ~canner point-of-sale in
fonnation from rctai I ·r~ to forecast 
product r ·plenishment need . . (n ad
dition. the initiatives will fom1 the 
ha~is of a ~yndicated market tracking 
. ervice. Information Resource~ Japan 
\viii also license ~ome of IRJ's E ·
prc~~-ba~cd soft~, arc products and 
provid · con~ulting ~ervice~ that ad
urc'l'l bu~incss i~~Ue~ facilll' the pack
aged goods inuustr '. Jn the phanna
ccutical. financial services. telecom
munications, transportation. utilities 
and government mark Is. the joint 
venture wi II offer E press-based busi -
ness intelligence solhvarc products 
and consulting designed to h ·lp cli
ent~ integrate coq1orate and external 
information rele ant to their enter
prise. Products and 11ervi · s will be 
availabl · in both Japane. e and En
glish. The j int venture i~ e p cted to 
initiate operation" n ct. I. 1994. 
The terms and onditions flhe ugr -
m nt w re not di'lclose I. 
information. all James I . 
. I ~-7 ~6-12_1. 

I R I also hn. announced that th 
re'lult'l fthe I 994 Survey of S armer 
Data 11ers - onduct d annually hy 
Mercer lanagement ~ mulling 
sh W that f r the ')i thy ar in a r \V, 

IRJ's lnfoS un product in rated No. l 
in ustomer . nti 'fa tin. IRI further 
has n t d thnt it lhvare pr du t'\ 
\'.'ere also rated high st hy theM rcer 
finding~. For mor~ inf rmation. all 
H hRregenzermJ I_-7_ - 1--1. 

I R.I al~ hasannoun dthatf 110\'-''
ing n c mplaint filed by the mpany 
last year. the dir ct r f Investigation 
and R 'learch m the Bur au of m
p titi n P li y, pnrt f the g v rn 

ment r nnada. hn~ riled nn appli a
tion alleging that A. --. N iel. n ~an ada 
ha'l engaged in a practi e f anti-

rnp tit ive a t ntrnry to the ana-
dian Cornp tition ct. lnfonnation 
Re. ourc s hope~ that thi\ a tion v,.riJI 
enahl it to launch its lnf an s r-
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vice in an ada hy the en i of th ~year. 
~or further informati n, all Peter 
Daholl at 16-22 1-2 100, or at . 12-
7 ~6-12~ I . 

Mark ·t act In c., r lington 
Heights, Ill.. ha' agreed t purcha e 
fu ll O\Vnership of Mark t F a ' t of 

'anada Ltd .. its Canadian affi liat 
sin ·e 19() __ The tran . acti n involve" 
theacqui'>iti nofthe50p rc ntint r
est in Mark t Fa ts f ~nnada that th 
U . .' . company do s not al r ady own . 
Mark t Fact~ of Canada has lli es in 
Toron t and Montreal. and in 1993 
po. ted revenue of$() million ( .S.). 

Th ompany pr vide" mark ling r -
sear h inf rmation on anadian n
sumers to ( anadian. Ameri an and 

th r int rnati nal clients. 
information. call Timothy J. ullivan 
at 70 -5tJO-7000. 

Lewis Communications In ·. - a 
M hile. lu .. compnn ff ring adver
tising and public relation. " rvices 
ha: created a mark t research divi. ion. 
Lewis Mark ·t Rc 'Ca rch hast en e.
tabli . h dloprovide on. umerandbu i
ne s-to-busines'\ inf rmation ompila
tion. The mark. t r senr h division wiiJ 
spe ialize in 'IU h area. as u tomer 
snti~fuctionm usurement, imag /mvar -
nes. studies, pr du t/ on ept t sting, 
demographi /behavioral pr filing. it I 
lo ation 11tudi s. identification of pur
ella. e d 1~1 n riterin. market s g
mentation. public pinion po ll . di 
rect mail response models, pr clu t 

pr fitabil ity mode l , and s ndary 
re earch. Th ompan · addr ss is 
166 Governm nt .'t.. P.O. Bo ~L9. 

Mobile. AL. 36660-0g29; telephone 
i~ 205 -476-2507. F r more informa
tion. conta t Davi I Ni h l. 

r----------------------------------------------------------------------

S AT/ab 
Interactive Exploratory Data Analysis for Windows 

More than just a s tatist ics package 
STATJab seamlessly combines all the tools you 
need to analyze. explore and present data -
with exceptional simplicity and ease of use. 
STAT/ab takes advantage of Windows to help 
you get your job done. 

Exploratory Data Analys is, par excellence 
STAT lab was designed for Windows: it's highly 
interactive. Click on any point in a graph and 
STAT Jab 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 s tatistics 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 matrioes, 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. Chicago, IL, 60614 

It's easy to get data into STAT/ab 
ST A 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 Sc iTech for more details or a free demo 
disk. 

1.800.622.3345 

Tel. 312.472_0444. Fax312.472_0472. 74710.2400 ' CompuServe.com B Y S L P 
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Data Use 
continued from p. 15 
Odds. of ourse, only can h e~rimated at the group or 
alTgregate level. ome experts -;ay you need. at a minimum, 
the moral equivalent of si · p ople to do any "'tim~tion \~· ith 

logi~tic regre~sion. 

Aggregate-level analy. i~ make it relatively easy to fr;..~c 
tionalizc large DCM ta k.s. Fracrionali7ation i~ clone most 
etTicienrly by plitting the scenarios r:1ndomly among rc
~ponden t s. For a larg d ign thai has many attribute: and 
Jeveb. and that require. 32 ~cenario . . you can simply give 
each respondent I 6 scenarios at random. 'J hi~ \\/Ould require 
n larger snmple. of course: in thi~ case. double the initial 
number. A'f-.. urning respondents could handle a len 1 thy task. 
you al. o ould try a 50 percent hoost in sample size \~· ith each 
respond nt rating 24 scenarios. 

The e::tse of splitting tasks hetv·.:ecn respondents lead.- back 
to the idea of U'f-.ing the moral equivalent of a certain numhcr 
of people. But sampling error is a factor in D M just a~ it io..; 
in other survey research. Given this. you will want to use 
sampl s adequate for accurate estimation. Ther• is nothing 
moral ahout a sample of six. 

Greater c·omplcxity 
Analytical complexity is. unfortunately. another key as

pect of DCM. A fe\v software packages have addressed the 
issue, building in analytical procedures that. to varying 
degrees, make DCM ~om '\vhat simpler. till. DCYI remains 
far more di tTicuh than conjoint when it come~ to analysi~ and 
model specification. You may need . pecial de. igns to capture 
interactions (e.g .. ~o-called response surface-rype d . igns. 
which standard conjoint design program~ cannot genernte, or 
other more esoteric design. ). 

D M models also characteristically include testing f r 
relations beyond the raw data. Fore ·ample. you might I ok 
at effects ba~ed upon squared or ubed variables. especially 
in investigating the errect~ of price. You al 0 usuaJly \VOUid 
Lest for inlt.:ractions between key variables. 

I!eratire lmaf.v!ictJI procedures and mmlels !har must 
"co!ll 'l'rgc'' 

Muhinomial log it it ·elf \Vorks differently from many mul
tivariate procedures. It runs itemtively until it converges 
upon a solution, making it at least roughly akin to K-Meano;; 
clu~tering. which run · and rerun . solution. until t\vo con
secu tive runs fall within ome acceptable tolerance of each 
other. Unfortunately, while clu tering model · u ually con
verge. or behave, DCM models may not. 

Several factors can cau e nonconvergence with D 'M: 
• multicollinear varinbles (variable highly correlat d with 

each other or some combinntion of other variables): 
• the pre ·ence among the choices in the scenarios of one or 

m re alternative · elected very infrequently; and 
• the pre ence in the de. ign of any highly infrequent 

variable r vari::tbles. lnfr quent variable~ can arise hecausc 
D ,Mallows variables to he conditional, to apply to only one 
or the choices being te ted. 

Unfortunately. it i~ unclear how infrequent a variable or an 
alternative can be without causing problems. If the motkl 
doe not onverge. though. infrequent alternatives within the 
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scenarios and infrequent variable!-. -.hould be among the fir~t 
suspects dio..;carded from the model . 

D M modeb may not work on the first half dozens tries. 
ven when a model works. it may he far from the hest in term~ 

of \Vhat you need to find. So DCM usually requires more 
e ' ploration of alternatives than other methods, such as con
joint analysi . . 

Simulation.\ rloselr rehned to scenario.\ 
. imulation~ mu~l hcclo~ely tied to the ~cenarioo..; presented 

to respondent~. If five products appear in all the DCM 
-.cenarios , you cannot do accurate estimation::-. of \'vhat might 
happen if there \vcrc only four, or if another product entered 
the market as a sixth competitor. uch contingencic-; must be 
considered as part of the initial D M d sign. Conjoint 
provides more flexibility, allm.ving you to mak.e unplanned. 
after the fact estimation-; of effects. 

Nea.wmsfm ·oring the logistic mmlcl 
Given that tht.: logi~tic model can be harder tog t right than 

the models used in many other procedures. you may \veil a~k 
why it is worth the bother. The simple ·mswer i~ that it 
pro ides more analytical precL ion and power. Logistic rc 
gre::-.~ion modeb handle problems with di~crete (not continu 
ous) depend nl variables that ordinary linear regres~ion 
cannot. Linear regression definitely doe~ not work correctly 
when you are trying to predict a variable that can take only 
two value~. su h ao..; choo'\e vs. don't chooo;;e. ye. v . . no. orO 
v~. I. Linenr regres"'ion i.s not bounded by the value~ that you 
are trying to predict in this ca~c. Predictions from linear 
regression can tnke any value. so instead ofjuslthe 0 or I you 
are hoping to predict. it might produce a prediction of 0.1 or 
t\vo. or even a negative number. The com~ct answer always 
would be eitherOor I (orye-;orno) \Vhen considering a single 
product and a single choice between two alternatives, so 
linear regreso;;ion definitely is not the best method for analyz
in!! that situation. 

The theory oflinear regression also stales that it should not 
b used \·Vhen the dependent variahle can take only a few 
di . crete values. So linear rcgrc~sion often \\''ill not \Vork. well 
even when the consumer can make several choin:~ at once 
(for in . tance. choosing which types of soft drink and how 
many of cuch to huy on a shoppini! trip). 

Di-.criminant nnaly~is, not linear regression. i.s the lint.:ar
model technique that should he used to predict which choices 
consumer'f-. make. Multi -nomial louit (MNL} can b' thought 
of as ~imilar to multiple discriminant ;.maly~is in several 
ways. Predictions of group memberships (or \Vhich thing gels 
chosen) from both discriminant and NL often will be 
highly similar- as~umini! that discriminant analy')is cnn 
handle the problem in question . Some statisticians even use 
MNL as a sort of super~el of di~criminanl analysis. ap<tble 
of hundling more complex analytical questions. However. 
MNL has Jiffcrenlthcorcticalunderpinnings than dbcrimi 
nanl analysis. M L works in terms of likelihood~ and odd~. 
As such. its approach and the output it produces are more 
closely rdated to the question of choice than the as'lumptions 
and output of discriminant analysis. 

Logistic models: Beyond a simple .\lraiglrt-liJJe approach 
he logistic model is not linear and additive. It does not 
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a.·sume that just adding a fe\v utilities \i ill a curately model 
h w p ople re ·p nd. Rather, it a ·. ume. an ·-shaped 
(si rmoidal) re p nse curv ·. Figure 3 . hows a typical 

urve. You can think of this ·urv a representing a view r 
theory of hm c n umers will r ·sp nd t a product. 

When utili tie nre near 7ero. utility mu~t increase by a large 
am mnt to et n. urn rs to a middling p . ition. In other 
words. ittak •. a 1 t for a product or~ rvice t move consum
ers from indifference to some intere ' t. 

In the middl range of utiliti , mall improvement ( r 
gains in utility) an lead to :harp in r as s in con sum r. ' 
lik ·liho d t respond. It onl tak s a littl · tra utility (or 
pt:rcei ed vnlu 1 l g ·n ·rate str ng in I r ·st in a pr duct 
among people who tllrcady ha e . orne int r st in iL The nd 
of th logi ti curve gets nat like th beginning. In ther 
word , it tnkes a lot of e tra utility to mov p pie from 
intere t to action. 

Figure 3· S-Shaped Response Curve 

ot all riter on the subject se the logistic curve in quite 

this way. but it c rtainly goes with the ' hap of the logistic 
fun tion. It is a helpful \vay to think f h vv I gistic mod ·Is 
work. 

1 he nonlin ar nature of the logistic r p n cur c has 
s me practical impli ati ns as w ·II. Fir~t. · u annotdire ·tly 
estimat ·the alu fan alternative by urnming the utiliti s 
that it includes. With nj int analy:is. you ·imply add up the 
utiliti s of all tiP pr duct/attribut · variati n of intere:t to 
you, and the total is \.Vhnt the product i · w· rth. Not\ ith M. 
lnstead.youtypi·allymu trun~imulati n' thr ughtheM L 
stimation program. 

D 'M and the independence of irrele\·unr alll'rnafil •es 

. trictly. the ind pendenc of irr ·1 ·v·1nt alternntiv s is a 
mathematical prop rty f error t ·rms th. t the MNL mod ·I 
a sumesto · ·ist.ltis m thinglik·thcas umptioninlincar 
regr ssion that error in timati n: have a mmon varian ·e 
and are ind ·pendent (h rn ked·tsticity). 

Practi ally. though. as uming I[ worh a ' a property of 
DCM mean. that you are a Luning the odds of ' ele ting on 
altemati e versus another are n t i ntluenced by the pre nee 
or ther alternative: that y u are n t a tively considering. s 
are ult. me ritics ha ·called theM model unreali ti 
as a repr . ntation of peopl · behavior. The argue thnt 
consumer always consider all alternntives in making any 
choi e, even if many of the hoi es nr things th y would 
never el ct. D fend ·rs of MNL ay that if your deci i n 
·om "s down t a hoic b ·tween and B. the prescn e of any 
number of other nlternativ ·s mak no differen ·c. 

mpletely 

interviewing, 

-I 
< 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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Arguments like these can go on all night, v.·· ith each 
in olved party more certain )f the correctness of their rosi 
ti n at the end. Reca ll though. that II A i!l ~imp l y a c nse 
quence of reusonahle assumption: ahout error terms. b'ortu 
nutely, in pructice, violati n. of IIA do not appeur to )fren. 
und when they do. they u. ually prove remediable. Ho·wever. 
the remedy [nvolves experimenting \Vith the DCIVI model 
until it no I nger violate the IJA a<>.sumption. 

The pecial propenie!:l ami re,tuirements of conditional 
l'ariahles 

~ondi ti onal variable. exi~t for one (or a fe\v) of th 
al t r·native. being tested. but not for all. sing conditional 
vnriable. nllovls each produ t to have its own unique at
tribute-. ·1nd leveb. Conditional varinhles require ~pecial 

coding of variables. Nonnnlly. nominal -level variables are 
handled in ana lyti al pr edure by the u e of dummy vari
ab l e~. These variable~ take on value. of I or 0. corresponding 
to the attribute b ing present or ah.·ent. 

A n minal -level vnriable that ha. three levels w )Uld get 
translated into tw·o dummy variahles. For instance. in the 
hote l lobby e ·nmple. \Ve wou ld create two dummy variab le 
t de. cribe the three type-; of lobby: 

Type of lobby 
1. plain and simple 
2. small and opulent 
3. large and ostentatious 

Var. 1 
1 
0 
0 

Var. 2 
0 
1 
0 

Conditional variable, maJ require a different scheme. since 
acodeofOis best u ·ed to stand for an attribute leve l that i->ab'!ent 
in an alternat ive. Rather than using the u ual 0 v->. 1 fonn, c de~ 
of -1 and I arc used. L:lirninating the chance of confusion 
bcf\:veen acm.lt: for~m attribute.; level and the "level absent'' ctx.lc. 

D i\11 : No ;nd;\';dual-le\·el utiliNes 
Aggregate-level analysis means no individual-level utili

tics of the type obtained from conjoint. And the absence of 
individual-leve l utilities means scgmc.;n talion is not available 
from D M re~ulls. egmcntalion based on conjoin t utilitie~ 
often provides tremendously useful results. The 'roups that 
emerge usually have sharply different wan ts and needs re
lated to the product in question. 

It' s like ly that it \Viii h po. sible to infer individual -lev I 
utilities from D M before long. On one si de. the academics 
arc rushing to the rescue, which means a batch of not terribly 
readahle arti les about something called latent cla -.~ modeb 
arc availahle. A fevl papers also have b en presented by 
proponents at confer nces. And a some academics ev n 
claim t huve u. ed such m dels. 

Latent class models mny become i nt resting.. if not u~eful. 
ut about the tim Intel introdu es the ~09~6 chip. The models 
no\v taken week or t\.vo to run on very large ma hines (faster 
and bigg r than a fully loaded Pen tium ). At a r cent confer
ence. one academic .s tated that he simply had his department 
buy a :un mputer work ~ration (a highly powerful ma
chine. ~orneth ing n the ord r of the most pov.,. erful computer 
in the \vorld a. of I 9~0).lt was then u. imple maner to run thi . 
machine for tV·/O or three vv·eeh straight every time he ne ded 
to so lve one o f the ·e problem ·. The academic failed to ·ee 
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\Vhy some listeners found thi 'i lcs~ than practical. 
Other practition ·rs arc investigating alternative approaches. 

hut so far nothing promising has emerged. 
In the meantime, nothing prevents you from clustering on 

other cri teria, then running the DCM among the groups or 
segments dcvclorcu in the clustcrintr. 

/JCM : l~· , ·aluating The results 
Once you have completed a DCM analysis, there arc 

several cri teria you can examine to see how we ll th model 
has pert'om1cd. he first th ing th at needs to happen is simple: 
The model must run, or ·orwcrgc. Sometimes getting a model 
to converge takes some doing . You may need to drop ~ome 
terms or add some others. I (ighly correlated variable~ can 
spoil a D M model - something like the problem of 
multicollinearity in regular linc·1r regrcs. ion. You may need 
to transform ~omc of the ba~ic variab les. (Squaring. cubing 
and takirw the square roots of numerical variables are ~ome 
of the more common transformations.) You may need to 
eliminate infrequent choices from consideration. 

Once the model runs , one of the most strai uhtforward ways 
to diagnose its goodness is to check the variubles th at merge 
as significant. As in reguhr linear regression models. the 
variables entered inro DC lVI models may or may not prove to 
contribute significantl y. \.Yi th D ' M modeb, you al. o need to 
be particularly carefu l about variable-; that emerge a" ~ignifi 

cant but have ~ig.n . that ~eem ba kward-; (a variable that y u 
expect to have a po~itive effect emerge~ as apparently having 
a negative effect). Thi!-1 can happen \vhen the model has too 
many tenns (again. due to problem" ~imilar to multicollinearity 
in I in ear regres~ion ). or roo fevltenn~ (you left out something 
important). 

D M also has a few standard measurements that help you 
assess the goodness of a model. nc of these. the Rho
squared, is lik.e the R-'ll)Uared (explained variance) in linear 
regression. There is one caution here: The more term.s or 
variable" you have in the fimd model, the more likely you are 
to get a "good" Rho-'iquared. This again b like regu lar linear 
regression. A regre~sion equation with 100 or so variables i'l 
likely to explain more variance than a model with just a fe\\'' 
terms in it. A'l a result, big. complicated D M modcb often 
look pretty good. based on the Rho-squared statistic. Bclmv 
arc listed some guidelines for reading the Rho-. qua red values 
that emerge from aD M analysis. he figures from \Vill iarns 
and Louv iere ~eem more fitted to large models. If you keep 
just a few of the most importunt variah le"- which after all, 
is \Vhal many clients want and need - some alternative 
interpretations become available. 

Interpretation 

Rho Squared Value Wtlltams/Louvtere Struht 
(Large Modes) tSmal l Models) 

0 0-0 2 Poor Poor 

02 0.3 Poor Reasonable Fatr 

0 .3 05 Reasonable-Good Good 

0 5 . 0 8 Good- xce lent Excellent 

0 8 - 1 0 [lCcellent Wow 1 

Anoth r key measure f a model·~ goodness i~ a correct 
class ification table. You read these much a~ you read the 
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correct cla~~ification table in a di~criminanl analysis. The 
correct classillcationtablc show~ how often each choice was 
selected , and hm,v often it woulu be preuicled as the choice, 
based on the bc~t D M model that could be generated . The 
following table show~ a simple D M example that did not 
come out very \veil. 

The table shows that con~umers had four choices in each 
scenario (three product~ and "'none of these"). Let's review, 
\o\1hat the data in the table show for the first alternative, or 
product. he first product, \>\'as actually chosen 7 0 time~. 
That number appears at the end of the first row. Of those 740 
actual choices. we would predict 41.J.'i choices based on the 
best DCM model. Thi~ lcud~ to the "(k cmTect" chssilication 
of 66J~I.) cy,., for this alternative (shmvn at the bottom of the first 
column). 

Overall. we \Vould predict that the first alternative would 
he chosen -.ome 1.650 times, with 260 of the choices coming 
from tho:e vvho actually chose the second alternative, 490 
from those v.rho actually chose the third and 405 from those 

\Vho actually h se the fourth (none ofthe"'e ). The figur scan 
all he found in the first c lumn of numbers. \),>'hi h cor-re

sponds 1 the first ahemative. 
Although the model pe1i'orms w II predicting choice~ f 

the fir'\l alternative. it does not do well elsewhere . It predicts 
that n b dy w uld cho ~e th ~econd r f urth nit rnntiv s, 
\Vith orrect clas. ilil:ation rate-; ofO perc nt for each. Overall 

corre t classification i' 29 percent. not appreci.nbly better 
than the lev l of25 percent that w uld b expected ba~ed on 
chance. 

CLASSIFICATION TABLE. 
Observed Predicted Alternative 

Altern , 1 2 3 4 TOTAL 
1 495 000 000000 245000 000000 740 000 
2 260 000 000000 120000 000000 380 000 
3 490 000 000000 210 000 000000 700 000 
4 405000 000000 170000 000000 575 000 

TOTAL 16 0 ,00 000000 745 000 000000 239500 

% Correct 66 89 9 000000 300000 000000 29 4363 

In short, Lhe table sho\v, that the model did not do a good 
joh of preuicLing choices , unless our only interest \vas in 

discovering why people selected the first alternative. lnci
dcntall ., , this fictional data led to an overall model fit (Rho
squared) of 0.21 - just marginal!. a ·ceptablc even by the 
mo~tlcnient standards . If we could do nob tterthan this with 
a DCM model in real life , w·c might find the results sorne\vhat 
disappointing. ·ortunately, all the rcal - \\··orld models [have 

seen have performed signifie:mtly b tter thun this one. 

UCM 10 do it yourse{f': Tltr wwf.wica/ altl'nwlil 'cs 
Tv·/O new progrum~. ' B ' from Sawtooth Softwur , nnd 

NtclogiL from lnrelligent Mnrketing Syst ms. make it pos
~ihle for the nonspecialist to analyze a D M problem. For 
some years. th analytically more ad van ed (or more brazen) 
could usc multinomial logit programs from Syst:.lt and SAS 
to perform many of the same t:,.ash. (The May issue of QMRN 
contains a review of the two new programs.) 

D 'M- a two- min ute summa ry 
DCM is a powerful technique that an . olve many proh

lems better than full -profile onjoint analy~is. It i~ not an 
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overstatement Lo ~ay that D M provide~ the ultimate in 
product and service testing. 

DC M u~es the most realistic methods avai I able for measur
ing consumers' choices. Con~umer~ respond to products and 
:ervicc~ as they would in the marketplace. All the products 
shown can have the attributes that they \vould in Lhe market
pia e. They do not need t) share the same attrihut s and the 
attrihutes do not have to vary in the same way, , as in conjoint. 
Several products from a given manufacturer can be included 
in a single D M task. allmving for the explicit modeling of 
product-line effect~. Products can appear in some scenarios 
and not others. which leads to realistic tcsti ng of the el imina

tion or introduction of new products. 
Often , DCM gets applied to compte · problem~ w·ith many 

attrihutes. In fact, more :Jttrihutes and levels nctually can 

make it ea<>ier to fit a model clo. ely to the data . 
Even at its mo, t acces. ible (for the moment. C BC from 

Sa\vt oth Sofrware). DCM is more difficult to do than stan 

dard conjoint. lt requires under-.tnnding of model specifica
tion and strategi \ ror trouble-shoaling. 

Highly compl pr bl ms pr bably require an e ' pet1. 
Hov .. ,ever. not all e, pert~ ne e~ 'arily \Viii give the ame 
answers. Even the authorities in the field are 1-itill debating the 
b t approa he ' to intricate DCM problems. n I e . s you have 
some analytical sophistication. ou may not\ ant to try DC 
by yourself - at lea~t the first tim . Regardless f how you 
try the technique. though. it definitely merit eriou inve ti 
gation. given its great analytical power and th trem ndous 
amount of useful information it can proviue. I.J 

BI ,i. 
BRA D I STITUTE, inc. 
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D RECTORY OF QUALITATIVE ES ARC I 
FOCUS GROUP MODERATORS 

List d b lmv ar . and phone 

Access Research, Inc. 
8 Griffin Road North 
Windsor. CT 06095 
Ph. 203·688·8821 
Contact: Gerald M. O'Connor 

Analysis Research Limited 
4655 Ruffner St ., Ste. 180 
San Diego, CA 92111 
Ph. 619·268·4800 
Contact: Arline M Lowenthal 
All Qual. Needs: Eng. & Span. 
Recruit!Moderate.!Analysis. 

The Answer Group 
4665 Cornell Rd .. Ste. 150 
Cincinnati, OH 45241 
Ph . 513-489-9000 
Contact: Lynn Grome 
Consumer, Health Care, Prof. , 
Focus Groups, One-On-Ones. 

Asian Marketing Communication 
Research/Division of HMCR 
1535 Winding Way 
Belmont. CA 94002 
Ph. 415-595-5028 
Contact: Dr. Sandra M.J. Wong 
OuaiJOuant. Rsch. m Cantonese, Mandarin, 
Japanese, Korean, Tagalog. etc. U.S. & In~. 

Auto Pacific Group, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-1340 
Ph. 714-838-4234 
Contact: George Peterson 
Auto Marketing & Product Experts. 
700+ Groups Moderate & Recruit. 

George I. Balch 
635 S. Kenilworth Ave. 
Oak Park, IL 60304 
Ph. 708·383-5570 
Contact: George Balch 
Experience With Advertisers, Agencies, 
Government. 

Brand Consulting Group 
17117 W. Nine Mile Rd./Ste. 1020 
Southfield, Ml 48075 
Ph. 313-559-2100 
Contact: Milton Brand 
Consumer, Advertising Strategy, 
New Product Strategy Research. 

Cambridge Research Inc. 
5831 Cedar Lake Rd. 
St. Louis Park, MN 55416 
Ph. 612-525-2011 
Contact: Dale Longfellow 
High Tech, Executives. Bus.-To
Bus., Ag., Spectfying Engineers. 

40 

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph . 412-471-8484 
Contact: R. Yvonne Campos 
Experience With Consumers and 
Business-to-Business Groups 

Chamberlain Research Consultants 
4801 Forest Run Rd .. #101 
Madison, WI 53704 
Ph. 608-258-3666 
Contact: Sharon Chamberfain 
Full-Service Marketing Research''Busi
ness & Consumer Studies. 

The Clowes Partnership 
P.O. Box 791 
South Norwalk, CT 06856 
Ph. 203/855-8751 
Contact: Rusty Clowes 
New Product'Advertising.,AII Agesl 
Focus & Mini Groups. 

Communications Workshop, Inc. 
168 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-263-7551 
Contact: Lisa J. Hougsted 
Consumer, Executive, Technical& Chil
dren Grps. 

Consumer/Industrial Research Ser
vice {C/IR) 
P.O. Box 206 
Chadds Ford. PA 19317 
Ph. 610-565-6222 
Contact: Gene Rullo 
Agricufture. Business-To-Bustness, 
Heafth Care. 

Consumer Opinion Services 
12825-1st Ave. South 
Seattle, WA 98168 
Ph . 206-241-6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Creative & Response Svces., Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago. IL 60611 
Ph. 312-828-9200 
Contact: Sanford Adams 
Thirty Years of Leadership in Qualitative 
Research. 

Cunninghls Associates 
6400 Flotilla Or., #56 
Holmes Beach. FL 34217 
Ph. 813-778-7050 
Contact: Burt Cunmnghis 
37 Years Exp., Moderator & Moderator 
Training. 

Data & Management Counsel Inc. 
P.O. Bo)( 1609 
608 Chadds Ford Drive 
Chadds Ford. PA 19317 
Ph. 610-388-1500 
Contact: Btll lift-Levine 
Extensive Experience ln Domestic & 
International Qualitative Research. 

The Davon Group 
10 W. Broad St. 
Columbus, OH 43215 
Ph. 614-222-2548 
Contact: Barry J. Mastrine 
Specialize tn Focus Groups and Execu
.tive Interviews. 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham, MA 02154 
Ph. 617-647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. Formerly with Synect1cs. 

Doyle Research Associates, Inc. 
919 N. Michigan/Ste. 3208 
Chicago, IL 60611 
Ph. 312-944-4848 
Contact: Kathleen M. Doyle 
Specialty: Children/Teenagers 
Concept & Product Evalua!lons. 

0/R/S HealthCare Consultants 
3127 Eastway Dr., Ste. 105 
Charlotte. NC 28205 
Ph. 704-532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with Providers 
& Patients. 

Ebony Marketing Research Inc. 
2100 Bartow Ave. 
Baychester Bronx, NY 10475 
Ph. 718-217-0842 
Contact: Ebony Kirkland 
Spac. Cont./Viewing Rooms/Client 
Lounge/Quality Recru1ting. 

Elrick and Lavidge 
1990 Lakeside Parkway 
Tucker. GA 30084 
Ph. 404-621 -7600 
Contact: Carla Collis 
Full-Service National Capability. 

Erlich Transcultural Consultants 
21241 Ventura Blvd .. Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Contact: Or. Andrew Erlich 
Full Servtce Latino and Asian Marketing 
Research. 

Find/SVP 

on tact 
051 . 

625 Avenue of the Americas 
New York, NY 10011-2002 
Ph. 212-645·4500 x208 
Contact: Ann Middleman 
Mktg. Consulting & Rsch. Health Care. 
Telecomm., & Technology. 

First Market Research Corp. 
2301 Hancock Dnve 
Austin. TX 78756 
Ph. 800-FIRST-TX (347-7889} 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To-Bus .. Colleges. 

First Market Research Corp. 
12 Beach St. 
Boston. MA 02111 
Ph . 617-482-9080 
Contact: Linda M. Lynch 
New Product Development, Health Care, 
Advertising. Retail. 

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

Anne Flanz Custom Marketing 
Research 

343 Maple Avenue 
Glen Ellyn, IL 60137 
Ph. 708-469-1092 
Contact: Anne Flanz 
20 Yrs. Exp., Consumer/Business/Ad
vertising Rsch. 

Focus Plus 
79 5th Avenue 
New York, NY 1 0003 
Ph. 212·675-0142 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-8 
Recruiting/Beautiful Facilities. 

Focused Solutions 
907 Monument Park Cir. , Ste. 203 
Salt Lake City, UT 84108 
Ph. 801 -582-9917 
Contact: Bill Sartain 
30+ yrs. Exp.;2500 Groups with U.S. & 
International Goods & Serv. 

Freeman, Sullivan & Co. 
131 Steuart St. Ste. 500 
San Francisco. CA 941 05 
Ph. 415-777-0707 
Contact: Martha Wilson 
Research Des1gn. Recruitment. Facili
tation and Reporting. 
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Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles, CA 90042 
Ph. 213-254-1991 
Contact: Joe Grieco 
Marketing and Advertising 
Focus Groups. 

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

Hammer Marketing Resources 
179 Inverness Rd. 
Severna P . (Baii./D.C.), MD 21146 
Ph. 410-544-9191 
Contact: Bill Hammer 
23 Years Experience -Consumer, Busi· 
ness & Executive. 

Pat Henry Market Research Inc. 
230 Huron Rd. N.W .• Ste. 100.43 
Cleveland. OH 44113 
Ph. 216-621 ·3831 
Contact: Judith Hominy 
Luxurious Focus Group Facility. Expert 
Recruiting. 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
Ph . 415-595-5028 
Contact: Or. Felipe Korzenny 
Hisp. Bi·Ling./Bi·Cult. Foe Grps. Any
where fn U.S./Quan. Strat. Cons. 

Horowltz Associates Inc. 
1971 Palmer Avenue 
Larchmont, NY 10538 
Ph. 914-834-5999 
Contact: Howard Horowttz 
CableNideo Marketing-Programming
Advertising Strategy. 
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3904 NW 73rd Street 
Kansas City, MO 64151 
Ph. 816·587 -5717 
Contact: Kavita Card 
Consumer/Business/Black/Children! 
Travel/Hi Tech. 

In-depth Probing & Practical Reports 
16 W. 501 58th St. , Ste. 21A 
Clarendon Hills. ll 60514-1740 
Ph. 800-998-0830 or 708-986-0830 
Contact: Or. Betsy Goodnow 
15 Yrs. Expenence, New/Revised Prod· 
ucts, Strategies!T actics. 

lntersearch Corporation 
132 Welsh Rd. 
Horsham, PA 19044 
Ph. 215-657-6400 
Contact: RobertS. Cosgrove 
Pharm. Med.lHtgh· Tech!Bus. -to-Bus.! 
Consumer IT efecomm. 
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Irvine Consulting, Inc. 
2207 Lakes1de Drive 
Bannockburn, IL 60015 
Ph. 708-615-0040 
Contact: Ronald J. frvine 
Pharm/Med:Custom Global Quan./Qual. 
Res. & Facl11ty. 

Kehr Research, Inc. 
1720 Walnut Ave. 
Wilmette. IL 60091 
Ph. 708-251 -9308 
Contact: Bill Kehr 
Phone Now to Meet Your Specdtc Re
search Needsl 

Kerr & Downs Research 
517 E. College Avenue 
Tallahassee. FL 32301 
Ph. 904-222-8111 
Contact: Phillip E. Downs. Ph.D. 
20 Years Conducting!Teachmg 
About Focus Groups. 

KidFactss.l Research 
34405 W. 12 Mile Road. Ste. 121 
Farmington Hrlls, Ml48331 
Ph. 313-489-7024 
Contact: Dana Blackwell 
Qual. & Quan: Specialty Kids/Teens. 
Prod.!Pkg.!Advtg. 

Gene Kroupa & Associates 
222 North Mrdvale Blvd .. Ste. 29 
Madison. WI 53705 
Ph. 608·231 ·2250 
Contact: Or. Gene Kroupa 
Quality Recruiting. Fast Quotes. Since 
1979. 

KS & A Consumer Testing Center 
Shoppingtown Mall 
Syracuse. NY 13214 
Ph. 800·289-8028 
Contact: Lynne Van Dyke 
QualitattvelQuantitative, Intercepts, 
CA Tl, One-on-One. 

Lachman Research & Mktg. Svces. 
2934 1/2 Beverley Glen Cir .. Ste. 119 
Los Angeles. CA 90077 
Ph. 310-474-7171 
Contact: Roberta Lachman 
Advg. & Mktg. Focus Groups and One
on-Ones. Consumer/ Business. 

Leichliter Associates 
252 E. 61st St., Ste. 2C-S 
New York, NY 10021 
Ph. 212-753·2099 
Contact: Betsy Leichliter 
Innovative Exploratory Rsch.lldea De-
velopment. Offices NY & Ch1cago. 

Nancy Low & Associates, Inc. 
5454 Wisconsin Ave .. Ste. 1300 
Chevy Chase, MD 20815 
Ph. 301 ·951 ·9200 
Contact: Stephanie Roth 
Fulf-Service Market Research1Healthl 
Medical/Environment. 

Maritz Marketing Research, Inc. 
1297 No. Highway Drrve 
Fenton. MO 63099 
Ph. 314/827·1854 
Contact: Mary E. Rubm 
Specialize in Customer Sattsfactton 
Research. Consumer and Business-to 
Busmess. 

Maritz Marketing Research, Inc. 
3001 W. Big Beaver, Ste. 500 
Troy, Ml48084 
Ph. 313-643-6699 
Contact: Michael Dawkins 
Extenstve Qualitative Expenence in 
Automotive. 

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

The Marketing Partnership 
90 Hamilton Street 
Cambridge, MA 02139 
Ph. 617-876·9555 
Contact: Susan Earabino 
Experienced, Gust. Immersion Focus 
Groups, Invention. 

Matrixx Marketing-Rsch. Div. 
Cincinnati. OH 
Ph. 800-323-8369 
Contact: Michael L. Dean, Ph.D. 
Cmcinnati's Most Modern and Conve· 
nient Facifities. 

MCC Qual itative Consulting 
Harmon Meadow 
700 Plaza Dr .. 2nd. Fir. 
Secaucus, NJ 07094 
Ph. 201 ·865·4900 (NJ) 
800·998·4777 (Outs1de NJ) 
Contact: Andrea C. Schrager 
Insightful, Results-Onented Research. 
Local or National. 

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

Medical Marketing Research, Inc. 
6608 Graymont Place 
Rale1gh, NC 27615 
Ph. 919-870-6550 
Contact: George MaNow 
Speciafist, Medicai.!Pharm. 20 yrs . 
Heafthcare Exp. 

Michelson & Associates, Inc. 
3805 West Lane Drive 
Atlanta, GA 30080 
Ph. 404-436-0330 
Contact: Mark L. Michelson 
Insightful sessions/Useful reports.10+ 
year experience. 

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

PACE, Inc. 
31700 M1ddlebelt Rd ., Ste. 200 
Farmmgton Hills, Ml 48334 
Ph. 313-553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist-GEM & 
Aftermarket Experience. 

Jack Paxton & Associates 
4 Jefferson Court 
Princeton, NJ 08540 
Ph. 908-329-2268 
Contact: Jack Paxton 
Pkg. Gds. , HBA, Fnce., Rtlg .. Hi-tech, 
Bus./Bus., Adv. Rsch. 

Randolph & Daniel 
49 Hi ll Rd .. Ste. 4 
Belmont. MA 02178 
Ph. 617-484-6225 
Contact: Stephen J. Daniel 
FOCUS/IT Understanding the High Tech 
Buying Process. 

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

Rockwood Research Corp. 
1751 W. County Road B 
St. Paul, MN 55113 
Ph. 6 2-631 ·1977 
Contact: Kevin Macken 
Full Svce QualiOuant. , Consumer, 
Bus· To-Bus, High-Tech. Ag. 

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

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

Rudick Research 
One Gorham Island. 3rd Floor 
Westport, CT 06880 
Ph. 203-226-5844 
Contact: Mindy Rudick 
10 yrs. Experience Uftlizing 
Innovative Techmques. 
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James M. Sears Associates 
48 Industrial West 
Cli f on. NJ 07012 
Ph. 201 :777-6000 
Contact: James M. Sears 
Busmess To-Business and 
Executives a Speetalty. 

Smith Market Research 
200 S. Hanover Ave. 
lexington. KY 40502 
Ph. 606:'269 9224 
Contact: Larry Smith 
Consumers. Busrness. Women's Issues. 

James Spanier Associates 
20 East 75th St. 

New York, NY 10021 
Ph. 212-472-3766 
Contact: Julie Homer 
Focus Groups And One-On-Ones 
In Broad Range Of Categories. 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph. 614-488-3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm. Seats 8-12. In 
House Audio·'VId. Eqwp. 

TATECRO 

California 
Analysis Research Ltd. 
Asian Marketing 
Auto Pacific Group. Inc. 
Erlich Transcultural Consultants 
Freeman. Sullivan & Co. 
Grieco Research Group. Inc. 
Hispanic Marketing 
Lachman Research & Marketing Svces. 
Strategic Research. Inc. 

Colorado 
Pamela Rogers Research 

Connecticut 
Arxess Research, Inc. 
The Clowes Partnership 
Groups Plus 
Rudick Research 
Sweeney International. ltd. 

Florida 
Cunmnghis Associates 
Kerr & Downs Research 
Strategy Research Corporation 

Georgia 
Elric and Lavidge 
Michelson & Associates. Inc. 

Illinois 
George I. Balch 
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Spier Research Group 
1 Lookout Circle 
Larchmont, NY 1 0538 
Ph. 914-834-3749 
Contact: Daisy Sp1er 
Advtg. D1r. Mktg./Prod. Dev. ·Cons./ 
BusinessiFGI's' 1 on 1 's. 

Jane L. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
Ph. 612-377-2490 
Contact: Jane Stegner 
Bus.-To-Bus. MedicatFncl. Svcs .. Agnc .. 
Groups-'1: 1's. 

Strategic Directions Group, Inc. 
119 N. 4th St.. Ste. 311 
Minneapolis. MN 55401 
Ph. 612·341 ·4244 
Contact: Doran J. Levy, Ph.D. 
Nationally Published Authonty on Ma-
ture Marhet. 

Strategic Research 
4600 Devonshire Common 
Fremont. CA 94536 
Ph . 510-797-5561 
Contact: Sylvta Wessel 
400 Groups. H1-Tech Medical Finan
cial'Transportation Svces. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
M1ami, Fl 33173 
Ph. 305-649-5400 
Contact: J1m Loretta 
Serving All U.S. Hispanic Mkts. & Latin 
Amenca. 

Sweeney International, Ltd. 
221 Ma1n St. 
Danbury, CT 06810 
Ph. 203-748-1638 
Contact: T1mm Sweeney 
Qualitative Research. Member: 
QRCAiAMA ·Advt. Club. 

Thorne Creative Rsch. Svces. 
65 Pondfield Rd .. Ste. 3 
Bronxville, NY 1 0708 
Ph. 914-337-1364 
Contact: Gma Thorne 
fdeation. Teens. New Product 
Ad Concepts, Package Goods. 

Three Cedars Research 
533 N. 86th Street 
Omaha. NE 68114 
Ph. 402-393·0959 
Contact: Sara Hemenway 
Executive Appomted Facility, Qualita
tive and Ouantitat1ve Research. 

INDEX OF MODERATORS 
r 1\ddre~s. Phone Number and on tact ~arne 

Communications Workshop. Inc. Minnesota 
Creative & Response Rsch. Svcs. Cambridge Research, Inc. 
Doyle Research Associates MedProbe Medical M tg. Rsch. 
Anne Flanz Custom Marketing Research Rockwood Research Corp. 
In-depth Probing & Practical Re~rts Jane L. Stegner and Ascts. 
lrvme Consulting. Inc. Strategic Directions Group, Inc. 
Kehr Research, Inc. 
Leichliter Associates 

Missouri 
Iowa !1 

Mantz Market1ng Research 
Dan Wiese Marketing Research 

Kentucky Nebraska 
Smith Market Research Three Cedars Research 

Maryland New Jersey 
Hammer Marketing Resources MCC Qualitatwe Consulting 
Nancy Low & Associates, Inc. Jack Paxton & Assoc1ates 

James M. Sears Associates 
Massachusetts Yarnell Inc. 
Dolobowsky Qual. Svcs .. Inc. 
First Market Rsch . (l. Lynch) New York 
First Market Rsch . (J. Reynolds) Ebony Marketing Research. Inc. 
The Marketing Partnership Fmd:'SVP 
Randolph & Daniel Focus Plus 

Horowitz Assoc1ates Inc. 
Michigan KS & A Consumer Testing Center 
Brand Consulting Group Leichliter Ascts. 
KidFacts Research Market Nav1gat1on, Inc. 
Mantz Marketing Research. Inc. James Spanier Associates 
Nordhaus Research, Inc. Spier Research Group 
PACE. Inc. Thorne Creative Research 
Research Data Analysis The Travis Company 

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

Dan Wiese Marketing Research 
2108 Greenwood Or., S.E. 
Cedar Rapids. lA 52403 
Ph. 319-364-2866 
Contact: Dan Wiese 
H1ghly Expenenced: Farmers, Consum 
ers. Business. 

Wolf/Aitschui/Callahan, Inc. 
171 Madison Avenue 
New York. NY 10016 
Ph . 212-725-8840 
Contact: Judi L1ppert 
Business-T a-Business. Consumers. All 
Spec1alt1es. 

Yarnell Inc. 
147 Columb1a Tpke .. #302 
Florham Park. NJ 07932 
Ph. 201-593-0050 
Contact. Steven M. Yarnell 
New Product Development & Position
mg. HW SW Cos. 

Wolf/Aitschui.:Callahan, Inc. 

North Carolina 
D:'AlS HealthCare Consultants 
Medical Marketing Research, Inc. 

Ohio 
The Answer Group 
The Oavon Group 
Pat Henry Market Research. Inc. 
Matrixx Marketing 
Rodgers Mar et1ng Research 
Dw1ght Spencer & Associates 

Pennsylvania 
lntersearch Corp. 
Campos Market Research 
Consumer/Industrial Research (C!IR) 
GData & Management Counsel. Inc. 

Texas 
First Mar et Rsch. (J. He1man) 

Utah 
Focused Solutions 

Washington 
Consumer Opmion Services 

Wisconsin 
Chambertain Research Consultants 
Gene Kroupa & Associates 
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PE I 0 I DEX OF MODER TOR 
R r r to Preceding Pagco.; I· or ddrc~s, Phone Number and C ntac t I\' a me 

ADVERTISING BUS.-TO-BUS. CUSTOMER Consumer/Industrial Research (C:' IR) 
Dtener & Associates. Inc. 

Analysis Research Ltd. Access Research. Inc. SATISFACTION Dolobowsky Qual. Svces., Inc. 
Brand Consulting Group Cambridge Research, Inc. 

Elnck and Lavidge D:'R.:S HealthCare Consultan s 
Cambridge Research, Inc. Chamberlain Research Cnsltnts. 

Strategtc Research. Inc. Elrick and Lavtdge 
The Clowes Partnershtp Consumer.ilndustnal Research (C.: IR) Erlich Transcultural Consultants 
Creattve & Response Rsch. Svcs. Consumer Opinton Servtces 

DIRECT MARKETING Find.:SVP 
Dolobowsky Qual. Svcs., Inc. Creative & Response Rsch. Svcs. Firs Market Research (L. Lynch) 
Doyle Research Assoctates Data & Managemen Counsel, Inc. Maritz Marke ing Research (MI) First Market Research (J . Reynolds} 
Er1tch Transcultural Consultants The Davon Group Spier Research Group Freeman. Sullivan & Co. 
First Mar et Research (L. Lynch) Diener & Associates, Inc. lntersearch Corporation 
Kehr Research. Inc. Fust Market Research (J. Heiman} 

EDUCATION Irvine Consulting . Inc. 
Gene Kroupa & Assoctates First Market Research (J. Reynolds) . Kehr Research, Inc. 
Maritz Markettng Research {MI) Pat Henry Market Research. Inc. In-depth Probing & Practical Reports Maritz Marketmg Research (MO) 
PACE. Inc. lntersearch Corporation Marke Navtgation. Inc. 
Research Data Analysts Gene Kroupa & Associates 

ENTERTAINMENT Matnxx Marketing-Research Div. 
Rockwood Research Corporation Maritz Marketmg Research (MO) MedProbe Medical Mktg. Rsch. 
Sp er Research Group Rockwood Research Corporation Sweeney International. Ltd . Medical Marketing Research, Inc. 
Sweeney International. Ltd. James Spanier Associates Nordhaus Research. Inc. 
Thorne Creattve Research Spier Research Group ENVIRONMENTAL James Spanier Associates 
Dan Wiese Marketing Research Sweeney International. Ltd. 

Wolf/Aitschui.:Callahan. Inc. Diener & Assoctates. Inc. 
H'SPANIC A.FRICAN-AMERICAN/ Yarnell Inc. 

EXECUTIVES Analysis Research Ltd. 
BLACK CHILDREN Creative & Response Rsch. Svcs. 

Data & Management Counsel. Inc. 
Ebony Marketing Research, Inc. Ebony Marketmg Research. Inc. Creative & Response Rsch. Svcs. Dolobows y Qual. Svcs .. Inc. Erlich Transcultural Consultants I< 

Doyle Research Associates F1rst Market Research (J. Heiman) Hispanic Marketing 
KtdFacts Research Ftrst Mar et Research (J. Reynolds) Communication Research AGRICULTURE Matnxx Marketing-Research Div. lntersearch Corporation Strategy Research Corporation 

Cambridge Research. Inc. PACE, Inc. 
Consumer/lndustrtal Research (GilA) COMMUNICATIONS James Spamer Associates IDEA GENERATION Gene Kroupa & Associates 

RESEARCH Sweeney International . Ltd. Analysts Research Ltd. Maritz Marketing Research (MO) 
George I. Balch Market Naviga ion. Inc. Access Research. Inc. FINANCIAL SVCS. Brand Consulting Group Rockwood Research Corporatton Diener & Associates. Inc. 

Access Research, Inc. Creative & Response Rsch . Svcs. Dan Wiese Marketing Research Maritz Marketing Research (MI) 
Cambridge Research , Inc. Dolobowsky Qual. Svcs., Inc. 

ALCOHOLIC BEV. COMPUTERS/MIS Creative & Response Rsch. Svcs. Elnck and Lavidge 
The Davon Group Kehr Research , Inc. 

Access Research. Inc. Creative & Response Rsch. Svcs. Dolobowsky Qual. Svcs., Inc. Leichliter Associates 
George I. Balch Find.1 SVP Elrick and Lavtdge The Marketmg Partnership 
Creative & Response Rsch. Svcs. First Market Research (J. Hetman) lntersearch Corporation Matrixx Marke ing-Research Div. 

Leichliter Associates Maritz Marketing Research (MO) Sweeney International. Ltd. 

APPAREL/FOOTWEAR Market Navigation, Inc. Matrixx Marketing-Research Div. Thorne Creative Research 

Brand Consultmg Group The Markettng Partnership Nordhaus Research, Inc. 
Randolph & Dante! The Research Center INDUSTRIAL 
James Spanier Assocrates Rockwood Research Corporation First Market Research (J. Heiman) ASIAN Strategic Research, Inc. James Spanier Associates 

lntersearch Corporation Asian Marketing Sweeney International, Ltd. Sweeney lnt'l. Ltd. 
Maritz Marketmg Research (MO} Communtcation Research Yarnell Inc. 
Market Navigation, Inc. Data & Management Counsel. Inc. FOOD PRODUCTS Strategic Research, Inc. Erlich Transcultural Consultants CONSUMERS Creative & Response Rsch. Svcs. Sweeney International, ltd. 

Chamberlain Research Cnsltnts. Doyle Research Associates Dan Wiese Marke ing Research AUTOMOTIVE Consumer Opinron Servtces Kehr Research, Inc. 
Auto Pacific Group, Inc. Creahve & Response Rsch. Svcs. KidFacts Research MANAGEMENT Creative & Response Rsch. Svcs. Diener & Associates. Inc. Leichliter Associates 
Erbch Transcultural Consultants Doyle Research Associates Rockwood Research Corporation In depth Probing & Practical Reports 
Mantz Marketing Research {MI) Pat Henry Market Research. Inc. James Spanier Assoctates 
Mantz Marketmg Research (MO) lntersearch Corporation Thorne Creative Research 

MEDICAL PROFESSION Matnxx Markebng-Research Div. Kehr Research , Inc. 
PACE, Inc. Gene Kroupa & Associates HEALTH & BEAUTY Diener & Associates. Inc. 
Research Data Analysis Maritz Marke ing Research (MI) D:'R:'S HealthCare Consultants 

Mari z Marketing Research (MO) PRODUCTS Pat Henry Market Research. Inc. 

BIO-TECH The Markellng Partnershtp The Answer Group lntersearch Corporation 
Rodgers Marketing Research Maritz Marke ing Research (MO) Kehr Research, Inc. 

lntersearch Corporation Thorne Creative Research Nancy Low & Associates, Inc. 
lrvtne Consulting. Inc. Dan Wtese Marketing Research Thorne Creative Research 

Matnxx Marketing-Research Div. 
Marke Navigation, Inc. Wolf/Aitschui/Callahan. Inc. 

HEALTH CARE 
MedProbe Medical Mktg. Rsch. 

MedProbe Medical Mktg. Rsch. Medical Marketing Research. Inc. 
Medical Marketing Research , Inc. Access Research, Inc. Nordhaus Research. Inc. 

George I. Balch 
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MODERATOR TRAINING Kehr Research, Inc. Pat Henry Mar et Research, Inc. TELECONFERENCING 
Rockwood Research Corporation 

Cambridge Research, Inc. Cunninghis Associates Thorne Creative Research SENIORS Rockwood Research Corporation 

NEW PRODUCT Diener & Associates, Inc. PHARMACEUTICALS TELEPHONE FOCUS Erlich Transcultural Consultants DEVELOPMENT The Answer Group In-depth Probing & Practical Reports GROUPS Brand Consulting Group Creative & Response Rsch. Svcs. 
The Clowes Partnership D/R/S HealthCare Consultants 

Strategic Directions Group, Inc. 
Consumer/Industrial Research (C/IR) 

In-depth Probing & Practical R.eports Creative & Response Rsch. Svcs. Creative & Response Rsch . Svcs. 
lntersearch Corporation SMALL BUSINESS/ lntersearch Corporation Data & Management Counsel, Inc. 
Irvine Consulting, Inc. ENTREPRENEURS Market Navigation, Inc. Dolobowsky Qual. Svcs., Inc. 
Kehr Research, Inc. t-.iedical Marketing Research. Inc. Elnck and Lavidge 
Market Navigation, Inc. Yarnell Inc. 

First Market Research (J. Heiman} 

TOYS/GAMES First Market Research (l. Lynch) MedProbe Medical Mktg. Rsch. 
SOFT DRINKS, BEER, lntersearch Corporation Medical Marketing Research, Inc. 

KidFacts Research 
Kehr Research, Inc. 

POLITICAL RESEARCH WINE 
KidFacts Research 

Access Research, Inc. TRANSPORTATION Leichliter Associates Chamberlain Research Cnsltnts. Creative & Response Rsch. Svcs. SERVICES Maritz Marketing Research (MI) 
The Marketing Partnership PRODUCT DESIGN 

Grieco Research Group, Inc. 

James Spanier Associates Thorne Creative Research Sweeney International, Ltd. 

In-depth Probing & Practical Reports 
TRAVEL PACKAGED GOODS TEENAGERS 
James Spanier Associates 

The Answer Group PUBLIC POLICY Creative & Response Rsch. Svcs. 
Spier Research Group Doyle Research Associates Creative & Response Rsch. Svcs. RESEARCH KidFacts Research Sweeney International, Ltd. 

Doyle Research Associates 
George I. Balch Matri x Marketing-Research Div. 

UTILITIES Kehr Research, Inc. 
The Davon Group Thorne Creative Research Maritz Marketing Research (MO) 

Chamberlain Research Cnsltnts. Strategy Research Corporation 
PUBLISHING TELECOMMUNICATIONS Freeman, Sullivan & Co. Thorne Creative Research 

Nordhaus Research, Inc. First Market Research {J. Heiman) Cunninghis Associates 
PARENTS Thorne Creative Research Elrick and Lavidge WEALTHY Dan Wiese Marketing Research Find/SVP Doyle Research Associates 

RETAIL 
First Market Research (J. Heiman) In-depth Probing & Practical Reports 
Horowitz Associates Inc. 

YOUTH PET PRODUCTS lntersearch Corporation Brand Consulting Group 
Cambridge Research, Inc. First Market Research (l. lynch) Maritz Marketing Research (MO) Doyle Research Associates 

Product & Service Update 
continued from p. 25 

di idual with lengthy e ·peri nee in th 
health care infonnati n industry. wi II join 
f r with the Health Industry Distribu

o iation to develop a n w data
ba . The venture is desi ned to provide 
di tributors and manufaclur ·rs wi th in
f nnati n on the grmving alternate-site 
and phy i ian' . office mark ts . Medical 
pr du t ale data coli cted wi ll be seg-

~n t d by Lip cod and by pr vidertyp . 
The mpany e timar that appro i
mately 75% of di tributor :ales volume 
in the alternate care and phy i ian' . of
fice market will be captured within a tw -
year ri d. For more in~ nnation. call 
215-8 6- 56. 

B DP ship Window -
based data analysis 
softwar 

ftware In . , Lo , 
Ang I ·s, has i · ·u d BMDP ew y t rn 
for Wind w . a data analy i ftwar 
package d signed to appeal to a broad 
range of ~cientific and bu ·in u ers. 
true Windmv: applicnti n, th · thvare 
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'Criptiv . tatisti . , t-tests, nonparam tri · 
test . ANOYA, fr quen tabl s and 
simple/multiple lin ar regre , ion . a h 
. tali ti i ba ·ed one i ting tim -pro n 
allTorithms. Fully intera tive, high-r 
lution graphics include . att rpl t , 

bo plot., hi ·t grmn . bar hart . mean 
comparison charts, normal pr bability 
plots and regression diagnostic plot . The 
introductory pric of ew tern i 

9.95. For additional inf nnati n, call 
-2~8-26. 7 or . 10-47 -7799. 

Rebuilt PRIZM 
segmentation system 
unveiled by Clarita 

weeping d ·mographic changes, th 
avai lahility ofn ·w data from the en ·u · 
Bureau and innovations in laritas' seg
mentation methods have led th' Ale an
dria. Va., company to rebuild its PRIZM 

lifestyles gm ntati n tem.ratherthan 
simpl update it, a it ha in the p· t. 
PRJZM classifies each micr -neighb r
hood in the nited tales in t rm. r 62 
typ s, or "dust ·rs." Each cluster has di -
tin t m dia. produ ·t and lifcst le pr fer
ences, revealed by PRIZM links to many 
survey databas s. Among the d zen of 
n w dust ·rs in PRIZM are f ur Latin 
clusters, including Latino America and 

ohility Blues. A. ian immigrational o 
i refle t d .. ev ral new cluster~ und r
scoreth in reu:edvarietyoffami lystru ·
tures am ng . . households. incecom
munities in small r cities hav ·consumer 
trait that differ fr m their major-m tro 
count rparts. the new PRIZM syst ·m 
diff r ntiat s hetw ·n them. The n w 

m d I in rp mt . a more precis m ·ans 
f m asuring population density and as
igning suburbs to urban centers. or 

m re inf nnuti n, all Mike R in mer at 
703-739-. 135. 

Cardiff r leases new 
v rsion of eleform 
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d \VS V rsi n 3.0. Teleform peli· 1rms 
dir ·ct data entry fr m fn mnchines and 
. canner., 1 lacing inf rmalion in data
ba. es and s r ad. h t.. The softv ... ar in
terpret~ hand-printed. typed and pre
print d te, t. as \Veil as fillc t-in huhhlcs. 

he nev,' version's D signer m dule in
clude~ a t l bar and butt n bar rhal 
r va 1p the LJ'\er int rt'ace and increase 
eascofu. eandprodu ti ityduringf rms 
cr•ation. nlimited font" lection". olor 
capabilitie~ and a u ·tomi7ed grid iev ... 
forprecisealignmenlhaveaL t nndded 
to the package. Telefom1 all\ n w in
clud ~ Basi ~ cript. n language for 

nonprogrammers t u. e in implementing 
com pi"\ operations. Th . I'! ware ·s re -
ognition pmver is -lO per nt ra~ter and 
more accurate. Thi~ impr ves th a cu
racy of electronic interpretation or fa e I 
data. clcfonn for \Vindmvs i. ~old in 
multi - and single-user pad,ages. The 
single-user vcr. ion is ·1 A95: upgrade 
fr 1111 Ycr~ion -·0 to Ver~ion 3. i~ 2..J.9. 
l ... ·ormorc infom1ation. ·all (X)-659-875: 
r619-2. 9-f4+4. 

Strategic Mapping 
· ntroduce lif tyl 
egmentation sy tern 

lrat •tric Mapping Inc.. anta lara. 
al if., has roll ·d l ut Clu~terPL 1 :!000. 

·1 he segmentation sy~tem integral ~ ~on

:umcr behavior into every phas of the 
clu~terd ·v 'I pmenl pr ~es . : treats h us -
hold-level data as an ~ . entia I I m nl in 
the development of clu. t rs: in ludes 
so ·io-economic chara ·teri'\tic~ as funda 
mental building bl,x:ks: and captures th 
chan uc~ in geographic defi n ilion . . neigh
borh( od demographics and b havi ral 
trends beL ween the 1980 en~us and the 
llJlJO 'ensu~. Clu~t ·rPL _ )( cia~ . i-

group~) and po~tal areas (ZlP C( de~ and 
ZIP 4~) int 60 totally unique lifc~tylc 
segment~. It is availahlc in a variety of 
f nns: CO';t depends on Lhc application 
and th f rm in \Vhich the product i~ 

delivered. 
trat gic Mappinu also ha~ available 

tla. 11 ' f rWindmvs2.0. he . oftwarc 
sports bui It-in SQLconncctiviLy foru~er~ 
in eli nt/s tver and work-group compul-

ingenvironmcnts.lt provides nation\ ide 
g oding hy address or Zl P+ c d ·. 
presentation features such as multiple 
mup insets. a ·ustomirttion tool J...it based 

n Microsoft Visual Basic and advanc ·d 
geogruphi · analy. i~ capabilities such as 
ompl "donut" buffering ami the abil

ity t a. ~i gn data from one feature or I a •er 
t another. Lla. .i l for Window~ .... 
co. ts $1.5lJ5; lhe international vcrsit n is 
$1,995. "LAN Paks" arc also ·1vailablc. 

F r information on either pnxluct, call 
-tog-970-<.J6oo. 

Youth marketing 
re earch reports de but 

Tile Young ut!Jor · s Maga: inc 1\ ntho/

ogy Prugmm. part of ThcraPhn. Lin
coln. N b., ha~ laun hed u series of hi 
monthly research report~ called 
KicrfRA K R. Th r p011~ incorporate 
monthlymaiLurv y withl: ntentanaly-

.. KidiD ... A ·· - ar pr ent d in a ·h 
report. The i~ . ues are de~igned to allow 
clients lo monitor y uth marketplace 

We bend over backwards to do quality research 

175 1W .t 
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In gyn1na ti s · p .rf . 
th t' ' ur goal. too. 

core i . A1 Ro kwood R ar h 

r h proj ct i u 
d tafT of project man g r . focu 

r up moderator . n1 rk t re earch analy t and telephon 
int rvi wer . Without lo ·ing ight of th ov rail project, w 
pot the little. but in1portant detail , that r often overlook d. 

Th r ult is quality r'-' , ""arch. on- tim and on-budget. And 
·Hi · t1 d r -p . t li n t ~ . 

tem. 
ur 

~kwood 

Rockwood e each 
unty oad B • t. Paul, MN 5511 3 • 6 12-63 1- 1977 
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trends and event. every 30 days. Two 
panels of kid. nnd parent ' re~pond to 
monthly surveys in ench tra king area, 
allowingKi£ffRACK£Rtomonitorpn d
uct u. age. pur hn ing behavior, personal 
values and marketplace attitude ·. The 

Kidl'I?ACK R program u . ~pe ial "
mail program to colle l surveys from 
pan list. within minute · of completion. 

Data i. converted into paginateu reports. 
which ·1re . tored n an intera ti fax 
system. lient. download data to com
put rs or fa machine ·. For more infor
mati n.caiiJ hnAu tinat402-4-1 -3172. 

Equifax offers 
demographic updates 
and projections 

Equifa /Nation Decision ystcms. San 
Diego, ha available n \V 1994 uemo
graphic update and 1999 projection . . 
The infonnarion. provided through the 
company' trategic relationship with the 
WEFA Group. Bala Cynwyd, Pa .. in
clude 199 e timates for population, 
h u eh ld . in omc. ethnicity and age hy 
gender, and l999pr j ction · fonhes<une 
categoric . The proprietary methodology 
used to generate the e update · and pro
jections integrnte indicntor on employ
ment. h u ing tnrt , population migra
tion. inflation, inter st rates, hou.-chold 
wealth and intluentiaJ factors in the na
tiona l and world e onomy. In addition to 
the indicated infonnation. time series pro
jections f r all ariable. are available for 
the intervening years. TI1e information is 
available at the county level in the United 
Stat s and i · updated twice each aJendm 
year. h • 1 994 updat and 1999 projec
tion infonnation i available in a variet 
of fonn . . and can be delivered ia fax or 
online. ""'Or more infonnation all 800-

66-65 10 ( ~ t. 2). 

Map Info adds to its desk
top mapping offerings 

MapTnfo orp., Troy. N.Y. ha intro
duced Map lnfo3.0.softwarede igned to 
make desktop mnpping acce ible to a 
wide range of u er . Thi ver ion of th 
soft ware ha~ advanced datn vi uaJ ization 
and geographic <mal ysis functionality and 
new ease-of-usc features. aplnfo' 
a ailable SQL DataLink connecti ity 
module proviucs clients/server with re
mote data ac ·ess to standard corporate 
dntaba ·e · for Maplnfo application . nJ-
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lmving nonteclmical u ·ers t get up to 
:peedqui kly. ~ p riencedpr grammers 
can usc the soft·Nar for demand in~::- map
ping uppl icution , . With Maplnlo 3 .0. SQL 
DataLink is e ·tended toru e in the Nl 
and Macintosh nvironments, in addition 
to Windmvs, ·onnecting t Oracl and 
Syhase dutaba. e . Maplnto al ·o ha-; re
leased vcrsion3.0ofits MapBn ' i D vel
opmcnt Environment. F.nhan ement to 
Map Basic make it ea,..ier for hundred , of 
Maplnf o partners and corporate develop
er· to build vertical mtlpping applica
tions. MapBasic programmers al o have 
acce ·' now to remote database qu ry and 
updme capability. enabling the develop
ment ofcustomized c I icnt/.scrv r a pi nfo 
applications. Price depends on platf m1 
and/or up grad n "cdcd. or more infor
mation. ~nlJ 51 -285-6000. 

IRI, Simmons launch 
venture aimed at 
magazine readers 

lnfom1ation Re ·ource. Inc., Chicago, 
and immons Markel Research Bureau 
Inc .. New Y rk. together will d ve lop 
nev re enrch ervice designed to mca
:ure the product pur hases of magazine 
reader . . TI1 new ·ervices will combine 

data on the pur hase ofUPC-coued prod
uct from IRI's JnfoSum panel of 60,000 
hou ehold: with a immons mea ure
ment ofmagazin ·readership in the sarne 
hou eholds. Initially, two different s r-

i es arc planned; Simm ns will market 
both. On will be a semi-annual syndi
cated rep rt that will facilitat · Lhc evalu
ation of inuividual magazines on th ba-
i of their appr priateness as carriers of 

advertising for specific categories and 

brands of packag d goods. The ec nd 
will permit analys s, on n proprietary 
basis, of th · effcctivene ·s f the maga
Lin .. ad crtising of pecific brand . It i 
anticipated that hoth services will becom
mereially operational ne t year. In addi 
tion to working togetJ1er to develop the 
news ~rvic s. IR£ and Simmon will be 
te ·ting the merger of s gment of their 

existing database . For more informa
tion, call Rudy Nadi lo at IRI, 203-662-
7074, or Ed Ba~tz at immon . 212-9 J 6 -
8986. 

Technosearch debuts at 
Becker Research 

The Becker Research o., Princet n, 

N.J., has i ntroducecl Te hn earch. a ser
vice designed to locate technologie. avail 
ahl for lie nse. joint venture or acquisi
tion. The product i. made tor the research 
and development. and busine s develop
ment communitie in the ~h mical, toi

letry. cosmeti and h u ehold products 
industrie .. T hno ear his a customized 
servic . l11e client pecitie. the technol
ogy of interest and Technosearch scans 
the world for pertin nt te hn I gics. he 
service report. on the ompanies with the 
laPct d t hn logy a \· ell a. the tech
nology it. elf. For rn re infonnation, call 
609-95 1-t-1570. 

Database marketing 
system released by 
Customer Insight 

ustomer ln. ight o. Im: .. D nver. has 
issued a dutaba e y ntem designed exclu
sively for marketing applications. The 
sy.stem. ailed AnalytiX, offers 
non. ummarized, nonaggregatcd access 
tocu torn rinformation,includingtrans
action-level data. The system provides 
desktopacce to organiLations with ana
lytical requirement involving very large 
databa e . TI1e de~ign of the underlying 
databa e tru tur allows user.-; to take 

none lracted customer datu from di er e 
urc sand intcgrat them in one data

ba . nalyti uses a Window. -ba ed 
graphic interface. It has quick count ca
pability; a modu l specifically dedicated 

u ·tom report design; a module that 
nJlow u ers to view customer inforrna
tion at re ord and tmnsaction level · ; and 

nn e port feature Lhal lets users utilize 
databa e infonnation in other applica

tions. For more information, call Peter 
Penfield at 303-397-7772. 

Data Description speeds 
up Data Desk 

Data Description Inc., Ithaca, .Y., 

ha"> introduced Data e k 4.2. e plor
atory data analy ·is oftware de igned to 
run in native PowerP mode. The new 
version ofthe.softwnre i fourto i times 
fast ·r than 'compatibility mode" and 
680XO-bas ·d machines. Rurming Data 
Desk on a Pow rP p ovide u ers ith 
workstation-cia. . numeric calculation 
power that can be used for dma e pi ora
tion such al) animating graph of large 
data .set,... This ver ion uppor th entire 
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Ma into h pr duct line while k ping 
data fil : mpatihle acros~ rna hine . 
Data k cupies 1.1MB fdi k pace 
andcannmin l BofRAM.Th pricei 
45 to DaHl De. k 4.<)/4. I u~ ·rs. or m re 

inf01mnti n. call607-257- l 

SPSS ships positioning 
analy is software 

SP Inc .. Chi ag , has introducd 
SP !P + trate n ~ .0, a positi ning 
analysis t I that all w users to generate 
~trategies by mapping market research 
data in 3- perceptual maps.Lh n change 
attribut s t ugge':it alt ·mat . trategie . 

he D -ba ed y ' t m uses th 
cal computing capabilitie: of th 
PC+ Ba e y tern and the SP /P + 
Professional Stmi tics modul to fonn a 
complete po iti ning analysis s stem. Jt 
cmpl y preferen e-rating s ·al data t 
generate p iti n trategie: thr ugh 
"what-ir' analy i ~3-D perceptual map 
offer detailed pictures of produ t po"i
tioning, allowing the us r to vi ualize the 
relation hip between produ t. Th pack
age o t 995 until ·tober l 4: then 
$1 ,195. A bundle with SP 

Find/SVP ope 
hotline 

res arch 

Find/ VP, ew York, is offering free 
infonnati n about available re. ear h re
port · ia an 00-numbcr hotline. 
FREE EAR H gi es callers a mpre
hensi e li ting that contains information 
on market re earch report:. indu try tud
ie , dire t rie . . c mpclitive intelligence 
rep r1 and bu in .·sand mar eting refer
en ~e urce. . ser: ·all the hotline, indi
cate what they arc lo king for, and within 
a couple of days, FREE AR H calls 
them ba k with information on available 
relevant reports. st r port can th n be 
hipped overnight lndu trie and topic: 

vered b R AR H in Ju food 
and b verages, bu. ine and financial 
ervice. ,biot ·chn I gy, hemi als,com

puters, onstructi n, con umer durablcs, 
demo raphi sand life tyle , drugs. c) -
tronics. encrg . health are, packaging, 
household produ t , international busi
ness, manufa turing. indu trial, media, 
wast management, pla tic and tel com
municati n . FRE AR H s number 
is 00-346-3787. 
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nglish firm introduces 
modeling and 
forecasting software 

London-based Right Jnfom1ation ys
tems has introdu ed 4Th ug.ht, its Win
dow:-hascd m deling and fore ·asting 
software, to the U. . mark t. he soft
\Vare applies the pattern recognition ca
pability of n ural net te hnology to u~i 

ness data. Its appli ati n. includ · mea
suring adverti ing effectiven ·ss, ri ~ 
pointing, sal·~ r reca ting, credit ratings 
and bond dealing ' . ing data input by 
the user or imp01ted from other ·pr ad
. h et tiles or databa e . 4Thought can 
reliably id ·ntify pattern and relation
. hips in the data and th n present the 
findincrs in a fonnat that i immediatcl 
u ful to business manager . 

Ruth r than using ·tandard • . tatistical 
algo ithms, 4Thought u e neural net
w rking techniqu s that mimic th learn
ing process of the human brain, att mpt
ing todiscem basic onn ti n and build
ing on this kn wlcdge toe tabli h more 

phi ticat d mod l . TI1e oftware is 
able t quickly build working mode ls and 
foreca t . Thepriceforasingle-u r p 
f 4Th ught i. 15,000. aJI 00-803-
9 3 f r m r infonnati n. 

Polk powers up online 
bulletin board system 

R.L. P lk, Detroit, has introdu ed it 

nlin ~ lectronic Data Trnn fer Bulle
tin B ard System. which the mpany 
. ays will significantly redu data d ·
livery time. The syst mallow , u ·ers to 
bypn . . the process of pr ducing macr
neti tapes. labels or manu. cripts -
making dnta avai I able l'ar s ner than 
w~ previou: l ' possibl .EDTBB cur
rently serves more than 40 lients, who 
ac s Tot a Lis!, Polk' 90 mi Ilion con-
umer-h uschold databa ·e, at theircon
enien e via P m dem . 1 he Polk 

EDT BB is responding to more than 
300 requ sts p ·r month. C ntinuous 
power hackup en ·ure reliability. ED 
BB i c mplet ly : parat rom any 
other P lk on lin service. with an inde
pendent telephone acce: · numb r. R g
i ~ tered u ers arc issued an EDT BB [ 
and pa word. he ·all the nation
wid . t 11 -fr number, follow the di 
rection on their computers reen, and 
in:tead f ' aiting days for datn, the 
down] ad whnt the want to their de k
top P in minutes. ~or m re infonna
tion, all uzanne rlicki at 31 -393-
475 . 

Portable electronic 
polling syst m offered 
byOrtek 

Ortek Data tern , Beav rton, Q[i·., 

i fti ring a n w, wirele . group data 
coli ·tions syst m, theE pre s 500. The 
p rtahlc ·lcctroni polling ystem can 

We Specialize In Specialists! 

MEDICAL MARKETING REsEARCH, INC. 

1-800-866-6550 
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. urvey as many a-; 500 re. pondent~ at 
once. The E · pre . ~ 500 provide. unhi
'l~ed feedbuck and in~tunt re. ults from 
meeting. or re . earch se~sion~. In <.~n Ex
pre~~ meeting. atr ndee~ arc provided 
\Vith hand-held keypa is - called Re
sponder~ - similar to those used hy 
audien e!-1 n some T ~how-;. Each mem
hcr of the group can privately an. wn the 
moderator· . questions hy ~imply press
ing a button. Within seconds after each 
question, the datu arc electronically col
lected \Vith a computt:r and a summary of 
the pa11icipants' an~wers is displayt:d as 
a color 1:rraph on a scn:t:n. 

A companion model. the Expres'i 500 . 
can monitor responses continuously. ln 
addition to the keypad. the Model 500C 
Responder ha.s a dial that continuously 
registers respons s to audio/visual mate
rial such 'lS TV commercials. movies, 
rnu~ic. presentation~ and ~peeches. As 
their feelings chm1ge about the marerial 
presented. respondents e · pre~~ tlm...,e 
change~ by tuming the dial. The com
puter displays a movinlT line-graph. or 
"EKG." \vhich represents the group's 
overall n.'spon. e. With Ortc k ·~video sub
sy~tem option. Rate, the group's "EKG" 
graph can e ~imultaneously overlaid 
onto the same video image that the group 
i · watching. and recorded. 

The Ex press 500 connect to the u~er · · 
host P through an ordinary '\erial inter
face. All setup. controL analysi..., and 
graphic display functions are provided 
by the Or~oftoperatingsofhvare included 
w·ith the sy~tem. Th ·basic E ' pres-; 500. 
priced at 3.9 0. include~ 10 Respond
er . a Tran ·ponder (v .. ·hich c nnect'i to 
mo~t IBM AT-e mpatible P ·) and 
Or ·oft control sothvare (M -DO com
patible). E pre ~ s can be e ·p<mded by 
adding more re~ponders. For more inlor
mation, call James trelchun at 503-626-
0171. 

IRI's all-store tracking 
ervice close to 

completion 
h icago-ba~ed In tom1<.lt ion Re·murces 

Inc. has announced thatlnfo G n 's con
v -rsion to a cen us {all-~tores) rvice 
\vill c mpleted by the end fthe year. 
TI1e tran ition began three year~ ag v .. ·· ith 
th ·reation of Q an, and it makes 
lnfoS an the nly national retail -.ales 
trad.ing -;ervice in th food and drug 
indu!)try that is based on the colle tion of 
data from all stores in individual remit 
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chain ratherthanju. t sample~. ffective 
immediately. the service nume "QScun·· 
\vi II be re~erved for the cornpnny · s re
tailer cen.' u. -;ervices. \Vhile the ~ervice 
name " lnfoScan-Cen-.us" \viii be used to 

empha~iz th nature of thi~ databa~e 
enhuncemenl. 'urrcntly. data from a to
tal of 5.000 store:-:, are heing relea-.ed ro 
diem-.. Beginning in Septemhcr 1994, 

the company's lnfoScan clients can ex
pect to have acces~ to over I I JX>O store~. 
including all-store reporting for I '27 re
tail chains out of a total of I 92 releasable 
key retail accounts. At that time.lnfoScan 
\Viii con crt to standard census-ba~ed 
reporting at the market and key chain 
account level. In addition . one to two 
year-. of back data will he available for 
historical analysis ;md year-on-yearcom
parisons. Further. daily ovemighl report
inu through the company's joint venture 
with atalina Marketing orp. is being 
e pamkd to cover the 8.0(X} stor ~cur
rent! ' available through the atalina 
Marketing n ·twork. 

Wessex offers geographic 
and demographic info 
on CD-ROM 

\Vinnctka. Ill.-based Wesse . a pub
li~herofCD-ROM-hasedgeographicand 

dcmouraphic data for de-.klop mapping 
applications. i-. offering the Tiuer92 .S. 
streets and boundarie-. files, -v ith 6()£'h. 
more addrcs-.es than the previous version 
and I sets of boundaries. The files arc 
available on eight Ds, ready to load. in 
An:Viev,... A rei FO. AutoC AD and 
Maplnfo ·~ \Vindmvs formats. In addi
tion. \Vcssex offers the Pro/Filer <.J mo
graphic series: the demographic dara from 
the 1990 ens us on live Ds, ready to 
extract and manipulate with Pro/Filer 
soft wart:. For more information, call Bob 
Ruschman at 70 -501-366'2. 

Trans Union r introduc s 
income estimator 

ran~ Lnion. a hicago-based con
sumer credit infonnation company, ha · 
refined and reintroduced the Trans nion 
[ncome stimator (TlE), v ... hich preci~cly 
e.· timate ·an individual's inc me. Ust: f 
TIE enhance-.; a pre~creened li . l for 
preapproved credit offer~. helps segment 
any type of mailing list. and i ITecti vein 
creating customer cro~s- !)ell ~lrategie-.;. 

IE was redeveloped ba-. ·don a national 
!)ample of mortgage applicant:-. witll veri -

tied individual income. red it character
istic:-. from n.ms Union orp. 's national 
consumer credit databa:-.c. which i~ up
datt:d every seven days, \Vere overlaid on 
the sample to detem1ine tho~e character
istic~ predictive or incom~. 

Tl incorporales _3 behavioral char
acteri~tics. including horrmving and pay
ment data, and a-;signs a weight to each. 
TIE then adds up the value~ to arrive at an 
estimated income. The enhanced ver~ion 
of TIE also compute~ an estimated debt
to- in ~ m ratio and output-; it al ng with 
th incom ~timate.e!iminatingtheneed 

t calculat d bt burden manually. In 
addition. tw sc re ards that automari
cally segm nt individuals based on the 
len_;th of their credit history have been 
incorporated int Tl .. Thi'i permits TIE 
to provide a more refined income esti
mate by scoringcon:-.urners 'vvith a limited 
credit history di ffercntly from c-.tabl ishcd 
consumer~. The -.corce·trds arc transpar
ent to the user. To help clients determine 
TlE'~effectivene:-.s fortheirspecitic prod
uct ·. Trans Union abo offer~ validation 
toob and con 'Uitation -;erv· ice~ for :-.olici
tation and online -.trategies. For more 
information. call Michelle Blechman at 
3 12-466-856 7. 

MarketPulse rolls out 
nhancement to its 

marketing software 
MarketPul-.;e, Cambridge. Mass .. ha~ 

introduced MarketPul-;e Version 1.4. an 
enhan ement to ih database marketing 
sy~tem. The upgrade allmv'i us ·rs to tar
get and id nti fy cu-.tomer pro~pect~ \vhi le 
controlling marketing-program co~t~. 

Features of MarketPulsc Version 1.4 in
clude: max per value. \vhich natTows the 
re...,ults of 4uery selection plun or direct 
mail cnmpaign to create a selectively 
di..;.trihuted and prioritized suhsct of tar
get records: summary tile ex tr(.lction, 
\vhich allows users to extract and print 
our -.ummary information for groups of 
records in a :ingl line and in one step: 
and cro. ·s-tah ranges, \Vhich allow user~ 
to fi Iter out execs~ information by speci
fying runges of values to be used for rmvs 
or columns fa c ro-.s tab rather than using 
each distinct vaJuc of a field for a st!parate 
row or column. Market-Pulse Version 
1.4 run~ on an IBM mainframe or IBM P/ 
. 70 worhtation and supports both 0 /2 
and \Vindows. Pricinu '\tarts at 75,000. 
For more information. cont·lCt Victoria 
Win ton at 617- 6 -6220. 
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continued from p. 22 

Stev V alk ·r has been app inted 
pre~ident and 'EO of lndianap)li~-

based /JawSourcc. a subsidiary of 
\Valk.cr roup. al-.o in lndianapoli:--. 
Walk.er also ~er c~ a~ prc-.;idcnt and 

of Walk r irect. a telephone 
and databa~e mark. ting -;crvices ~ub
~idiaryof \V all-. r !roup. Meanwhile. 
Phillip . Boun all ha . been named 
vice president and ·hief financial of
ficer at \Valk.er lroup. Houn-.;all will 
he respon . ibl f r the company's fi 
nancial opcratiorv ... and the develop
ment and imp! mentation of finan 
cial strate1rics for the entiti es com 
pri;;ing the company. He \.viii al~o 

develop ·1nd maintain financial op
erati lh for Walk. 'r 1roup compa
nie . that operate in the lnited Stutc. 
and abroad. 

Patricia Re lc zy n i has b en 
named a~sistanl rc-.; ·arch director at 
'ramer-Krasselt, a Mil aul-.e -based 

marl-. ting ommunication-; firm. h 
will \.Vork on a number of the 
c )lllpany·-; accoun t ~. 

Julia agan is the ne\'>' ~enior vi c 
president of /~ lJK As.wdmes, a Nev.' 
Y rk. re~eurch company. · he ha~ in 
the pa~t ~ervcd a~ editor of Psychol
ogy Today. Worl..ing Woman and 
McCall' .'· for E1 K. Kagan \viii de
:--ign and analy7e public opini >n re
s ar h on a variety of is~u ~- includ
ing public policy and \.Vomen ·~ and 
family i;;sues. She wi ll also edit th e 
firm·~ e:-. cutiv · new-.;! Her, F.OK 

Forecasr. \ hich tracb women on 
~urner~ · attitudes, va lue ~ and 
life . tyl ~-

Steph n R. Pnlk. president of R .L. 
Pol~ & 'o .. Detroit, has added the 

June/July 1994 

hief c ccu tiv e ITi er'~ dutie~ to hi~ 
job d .-cription . .John M. O ' Hara . 

"'E for the last ight y ars. w iII 
ontinue a. chairman of the company 

until his retirement in ugu~t. 

Daniel P. Bro nan i-; the new presi
dent of Kirk Ty.wn Imenwtionul. a 

David Jacobsnn ha~ be n pr mot eel 
vice president/re~ear h dir tor of 

hicago-bascd usine s inrelligen c 
firm. Brosnan come"i to Tys n from 
Appli d Learning Internationa l In .. 
wh r he wa~ vic" pre~ident of both 
consult ing services and marl-.eting. 

'reamer Did. son 8(/.\ford Inc.. a New 
York public relations c n rn . t the 
same time. Jd . tev n ha-.j ined thc 
a~en y and wil l serv" a~ it~ director 
fbu~ines~ dev<.:lopm nt r ~earch and 

a~~ociate rc~eareh direct r. Ja oh. on 
will be rcspon~ible for helping plan 
and condu ·t marketing and opinion 
re~earch as \.Veil as cn~uring. the qual
ity and quantity of the ompany· . 
r ~earch work. I (c als \.Viii ontinuc 
lO dir t studies for CDB clienh and 
oubide orporations. Ieven~ · pri 
mar · re..,p nsibility \viii be pr iding 
r •search ~upport for the auency·~ bu-;i 
ncss -d v I pm nl efforts. 

Research 
Providers 

If you have not 
received a QMRR 

SourceBook listing 
form, call us 

at 612-861-8051 
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1994 SYNDICATED/OMNIBUS DIRECTORY 

Section One 
Alphabetical Listing 

Editor's Note: This list was developed by mailing forms 
to those organizations we have found who offer omni· 
bus/syndicated research studies in their advertise· 
ments. publicity or other published material. 

Advertising Research Corp. (ARC) 
77 Brant Avenue 
Clark, NJ 07066 
Ph. 908·388·5955 
Fa 908·388-5645 
Contact: Sallie Bernard 
ARC 1994 Yellow Pages Ad Size Study (S) 
ARC Measurement Study of Yellow Pages (S) 
ARC/TAG Voice Information Svce. Study (S} 
COMPPARE/Comparison of Media Product Purchase 
and Research Evaluation (S) 
Impact of 800 vs. Local Numbers in Yellow Pages Ads (S) 
Impact of Cover Ads in Yellow Pages (S) 

American Sports Data, Inc. 
234 N. Central Ave. 
Hartsdale, NY 10530 
Ph. 914-328-8877 
Fax 914-328-1823 
Contact: Harvey Lauer 
American Sports Analysis (S) 

Sports Awareness Monitor (S) 
Sports Media Index (S} 
Sports Brand Intelligence Report (S) 
Health Club Trend Report (S) 

BAI 
580 White Plains Rd. 
Tarrytown. NY 10591 
Ph. 914-332-5300 
Fax 914-631 -8300 
Contact: Robert Skolnick 
Mail Momtor (S) 

Behavior Research Center. Inc. 
P.O. Box 13178 
Phoenix. AZ 85002 
Ph. 602·258·4554 
Fax 602-252·2729 
Contact: Earl de Berge 
Business Track (S) 
Consumertrack (0) 
Hispanic Track (S/0 ) 
Southern AZ • Sonora Business Study (S) 
Metrotrack (0) 

Be a Research Corporation 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph. 516·935·3800 
Fax 516·935·4092 
Contact: Richard Welch 
BOE • Beta Omnibus Exchan e - Audits 0 

BOE - Beta Omnibus E change · Business-To-Busi
ness (0) 
BOE - Beta Omnibus Exchange • Healthcare (0) 
SPACE -Syndicated Pharmaceutical Advertising Com
municative Evaluator (S) 

Irwin Broh & Associates. Inc. 
1011 E. Touhy Avenue 
Des Plaines, ll60018 
Ph. 708-297-7515 
Fax 708-297-7847 
Contact: David Waitz 
Marcom (0) 
Electric Appliance Studies (S) 
Hardware Studies (S) 
Home Health Care (S) 
Home Entertainment (S) 
Marine Products (S} 
Outdoor Power. Lawn, Patio (S) 
Sporting Goods Studies (S) 
Travel Industry Report Card (S) 

Bruskin/Go1dring Research 
100 Metroplex Or. 
Edison, NJ 08817 
Ph. 908-572·7300 
Fax 908-572-7980 
Contact: Dick Hare 
OmniTel · Weekly national consumer study. For times 
when you need answers to a few marketing questions. 
It furnishes the same data quality as welt-run dedicated 
surve s. 0 

Introducing .. ,..,... ., .,.... .... ..,. . ., 
Introductory 

Offer 

BUY ONE 
QUESTION 
AND GET 

THE SECOND 
QUESTION 

FREE! 
Limit one per customer 

52 

A new national weekly omnibus designed to give you the an
swers you need fast . Submit your questions before noon 
Wednesday; get projectable results by noon on Monday. 

For information call: 

Chilton's EXPRESS MANAGER 
1-800-EXP-POLL 

Fax 610-964-2942 

Ctrcle No 128 on Reader C rd 
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1994 SYNDICATED/OMNIBUS DIRECTORY 
Integrated Survey Information System-ISIS -Weekly 
national consumer study. For custom surveys up to 15 
minutes in length. It also furnishes the same data 
quality as well-run dedicated surveys. (0) 
(See advertisement on p. 2) 

Cambridge Reports, Inc. 
955 Massachusetts Avenue 
Cambridge, MA 02139 
Ph. 617-661-0110 
Fax 617-661-3575 
Contact: Gene Pokorny 
Cambridge Reports Omnibus Surveys (0) 
Cambridge Report Program (S) 
Quarterly Opinion Review Program (S) 
Quarterly Opinion Briefing Program (S) 

Canadian Facts 
1075 Bay Street 
Toronto, ONT M5S 2X5 
Ph. 416·924·5751 
Fax 416·923-7085 
Contact: Donald Monk 
Monitor (0) 
Multifacts (0) 

Chemark Consulting 
1 0260 Alliance Rd. 
Cincinnati, OH 45242 
Ph. 513·891 -9502 
Fax 513-891 -2196 
Contact: Howard Ellerhorst 
Chemical industry Studies-Coatmgs (S) 

Children's Market Research, Inc. 
1385 York Ave. 
New York, NY 10021 
Ph. 212· 794·0983 
Fax 212·879-8495 
Contact: Dr. Selina S. Guber 
Youth Omnibusw {0} 
Kid Trends Reports (S) 
Snac s & Prepared Foods Reports (S) 
Kids Pyramid PowerrM (S) 

Com-Sci Systems, Inc. 
444 Frontage Rd. 
Northfield. IL 60093 
Ph. 708-446·0446 
Fax 708·446·0504 
Contact: Richard J. Schlesinger 
BPI Brand Performance Index (S) 
On-Premise Beer. Wine & Spirits Studies (S) 

Creative Research International, Inc. 
100 Sheppard Ave. E. , Ste. 700 
Toronto. ONT M2M 6N5 
Ph. 416-250·8500 
Fax 416-250-8515 
Contact: Liz Jaye 
Yankelovich Monitor rM In Canada (S) 

Custom Research, Inc. 
10301 Wayzata Blvd. 
Minneapolis. MN 55426-0695 
Ph. 612-542·0824 
Fax 612-542-0864 
Contact: Mark MichictchlJoan Palmquist 
Criterion Omnibus TM Concept Screening Sys. (0) 

June/Ju~ 1994 

Warehouse Club Store Syndicated Study (S) 

Danis Research International 
383 Route 46 West 
Fairfield. NJ 07004-2402 
Ph. 201 ·575-3509 
Fax 201-575-5366 
Contact: Carl S. Raphael 
Fresh TrackrM (S) 

Dittman Research Corp. of Alaska 
8115 Jewel Lake Road 
Anchorage, AK 99502 
Ph. 907·243-3345 
Fax 907-243-7172 
Contact: Terry O'Leary 
Multi-Ques~~ (0) 
The Alaska PoWi?' (S) 

Doane Marketing Research Inc. 
1807 Park 270 Drive. Ste. 300 
St. Louis. MO 63146 
Ph. 314-878-7707 
Fax 314-878-7616 
Contact: David M. Tugend 
U.S. Animal Health Market Study - Quarterly study 
identifies market share of beef. dairy & swine 
anthelmintics. feed medications/additives. implants and 
pharmaceuticals used on U.S. livestock farms. (S) 
High Volume Swine Producer Study (S) 
U.S. Pesticide Profile ™ - Hard copy and database 
identifying the crop protection products used for tradi· 
tiona! agricultural crops as well as specialty crops. 
Done annually. (S) 
U.S. Corn Seed Market Study - Annual study identi
fies specific hybrid brand shares of corn seed planted 
on U.S. farms. (S) 
Genetically-Enhanced Corn Seed Study (S) 
Weed Control Study (S) 
(See advertisement on p. 54) 

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

Elrick & lavidge 
1990 Lakeside Par way, 3rd Fir. 
Tucker, GA 30084 
Ph. 800-253-0221 
Fax 201 -599-9896 
Contact: Mark Perline 
Multi-MaiiSM - Need in-person consumer feedback but 
don't have the time or budget for a full-scale custom 
study? Buy research by the question with Multi ·MaJI5M. 

the new mall omnibus from Elrick & Lavidge. You'll get 
the answers you need qu•ckly. affordably, and reliably. 
It's another way Elrick & Lavidge, a national full -service 
custom research firm. responds to your needs. (0) 
(See advertisement on p. 54) 

Erdos & Morgan/MPG 
116 East 27th Street 
New York. NY 10016 
Ph. 212-685-9393 
Fax 212-685-9629 
Contact: Irene Ochs-Lilien 
Opinion Leaders (S} 
Purchase Influence In American Business (S) 
The U.S. Professional Investment Community (S) 

S=SYNDICATED STUDY 
0 = 0MNIBUS S UDY 

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

showed me how to intprove it." 

"I see." 

"No ... ICR." 

Asati fied cu tom r i a rep a1 u. tomer. I R's u tomer ati fa tion re earch give 
you the in~ m1ation you n ·d to improve the qu1lity of your products and ervice 

in '"'ar that ar truly meaningful to your target market. 

\Ve do more than e ·eel. 

Circle No 134 on Re d r Card 53 



Now There's a Service That Lets You Buy 
Mall Research By The Question. 

Introducing 

Multi-Mall 
Mall Omnibus From Elrick & Lavidge. 

Now there' a way to address cri ti al marketing is:-.ues quickly 
and affonJably when you need to have con~umer~: 

• touch, la ·te, . mell , . ee, or le t product ·. 
• valuate or rank concepts. 

• iew te le\>'i. ion ommercial or print ad . 
• react to packaging, name ·, logo , and more. 

You 'II get the an v.:er · you need in le :-- than two week: and 
at a fra tion of what ·u ·tom mall research , .. ·ould co~t. 

Your product, concept or promotion can be simu ltaneou~ l y 

tested among :oo consumer-. at _5 mall -.itc . 

o find out more ahout Multi-Mall, the llC\1,' mall omnibu ·. 
plea. e all Mark Perlinc at 

1-800-253-0221 
or your local Elrick Lavidge account repre. ntative. 

ELRICK&LAVIDGE 
\1AR f.liN!. f~l~EARCH 

11 

Our r arch provide agrimarket r with accurat and tim ly 
information, giving a clearer vi ion of tr nd and pr feren e . 

r ov r f rty year we hav communicated with farm r and 
their uppli r. - fe d, equipm nt, . eed and chemical dealer , 
veterinarian and more. W 've built th tru t n . ary t 

tain hone t an wer - an wers that all w y u to make better 
marketing d ci. ion . ~ ee your target audi n e in a new 
light, call arl Bloc or ave Tug nd at 314- 7 -7707. 

Gallup Canada. Inc. 
180 Bloor St. W., 10th Floor 
Toronto. ONT M5S 2V6 
Ph. 416·961 ·2811 
Fax 416-96 ·3662 
Contact: Gerald Germany 
Gallup Canada Omnibus (0) 
GaJiup Financial SeNices Customer SatisfactJon Audrt (S) 
Gallup Li e Insurance Service Customer Satisfac ion 
Audrt (S) 

Gallup & Robinson, Inc. 
575 Ewmg Street 
Pnnceton , NJ 08540 
Ph . 609-924-3400 
Fax 609-921 ·2748 
Contact: Jane Sherry 
Advertrsmg Impact Research Services (S) 

Health care Communica ions. Inc. 
CN 5273 
Pnnceton. NJ 08543 
Ph. 609-452 021 ~ 
Con act: Mahesh Narthani 
Vanous Medrcal Studies (S) 

HealthFocus. Inc. 
41080ak Forest Or. 
Des Moines, lA 50312 
Ph . 515 274-1307 
Fax 515 274-3107 
Contact: Lrnda Grlbert 
Heal hFocus On U.S. Consumers (0 ) 

Hosprtal Research Associates 
One Gothic Plaza, Hollywood Ave .. 
At 46 West 
Farrfiefd. NJ 07004 
Ph. 20 575-3650 
Fax 201 -575-5366 
Contact: Wrlllam Sonano 
Medrcal Trends•fl - Antibrotics (S) 
Medrcal Trends:•:- Hosprtal Formulary Commrttee (S) 
Medical Trends~- H2 Antagonists (S) 
Prelaunch Product Awareness (S) 
Anesthesra Audit (S) 
Telephone Omnibus (0) 

ICR Survey Research Group 
605 West Sta e Street 
Medra. PA 9063 
Ph. 610-565-9280 
Fax 610-565·2369 
Contact: Fred Soulas 
EXCEL - Two independent samp es of 1 ,000 each 
weekly. CRT elephone in erviewmg conduced in 5 
days and results avarlable on the 6 h day. (0) 
Teen EXCEL - Same procedure as regular EXCEL 
except he weekly sample srze rs 25, of which half are 
male teens and half are female teens. (0 ) 
(See advertisement on pp 53, 55. 57) 

IM R Research 
140 Burlington 
Clarendon Hills. IL 60514 
Ph . 708·654 1077 
Fax 708-654·0147 
Contact: George Grrlfin 
Continuing Consumer Survey-U.S. (S) 
Con inuing Consumer Survey-Canadran (S) 
Continuing Consumer Au emotive Marntenance 
Survey (S) 
Contmuing Au o Dealer Marntenance:'Parts Survey (S) 

Quirk's Marketing Research Review 



1994 SYNDICATED/OMNIBUS DIRECTORY 
lnformatlon Resources. Inc. 
150 N. Clinton St. 
Chicago, IL 60661 
Ph . 312-726 1221 
Contact: Nancy Bauko 
lnfoScan Census (S) 

lntelliOuesl. Inc. 
1250 Capitol of Texas Hwy. S. 
Bldg. 2. Plaza One 
Aus in, TX 78746 
Ph. 512-329-0808 
Fax 512-329-0888 
Contact: Client Svces. Coordinator 
Desktop Computer Tracking Study (S) 
Portable Computer Tracking Study (S) 
Computer Printer Trackmg Study (S) 
Color Printer Trac ing Study (S) 
Work Station Tracking Study (S) 
Networking Tracking Study (S) 
Home Compu ing Tracking Study (S) 
International Technology Trackmg S udy (S} 
Distribution Channel Tracking Study (S) 
Technology Adoption Trackmg S udy (S) 
(all stud1es offer an omnibus option) 

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

In erviewing Serv1ce of America 
6005 Sherman Way, S e. 209 

Van Nuys, CA 9 406-4024 
Ph. 818-989-1044 
Fax 818·782-1309 
Contact: Michael Halbers am 

Issues and Answers Network. Inc. 
515 Bonney Road 
Virginia Beach. VA 23462 
Ph. 804·456-11 00 
Fax 804-456-0377 
Contact: Carla Lindemann 
T elepulse (0) 

Gene Kroupa & Assoc1a es 
Box 5258, 222 N. Midvale Blvd .. Ste. 29 
Madison. WI 53705 
Ph . 608-231 -2250 
Fa 608 231 -6952 
Contact: Dr. Gene Kroupa 
BadgerTrak (0) 
DaneTrak (0) 

MACA Information Sources 
20 Sumner Street 
Stamford, CT 06902 
Ph. 203·324·9600 
Fax 203-348-4087 
Contact: Ken Murphy 
Na ional Consumer Purchase Panel (S) 
Menu Census. Casual Apparel Usage. OTCiUse (S) 
Communication Awareness (S) 

S=SYNDICATED STUDY 

0 = 0MNIBUS STUDY 

June/July 1994 

MacKay & Company 
One Imperial Place. #300 
Lombard. IL 60148 
Ph. 708·916·6110 
Fax 708 916·4661 

Maritz Marketing Research, Inc. 
1297 North Highway Dnve 
Fenton. MO 63099 
Ph. 314-827-1610 
Contact: Roy Cleveland 

Agricultural Equipment Parts Market (S) 
U.S. & Canad1an Heavy True Parts Marke (S) 

Farmers' Pesticide Use Study - Annual syndicated 
study among 30,000 growers which provides brand 
share and racktng of farm pesticide usage in the U.S. 
and Canada. (S) 
Farmers' Pesticide Satisfaction Study -Annual syn
dicated study with growers providing information on 

MDI'S ISPAN C OMNIBUS 
1000 interviews among Hispanics from CA, NY, FL, and TX; 

fieldwork conducted by MDI Interviewing Services, 50-station 
bilingual WATS facility w/CATI staffed with native Spanish-speakers 

• MDI specializes in U.S. Hisp. market and Mexico/Latin Amer. 

• Custom qualitative and quantitative full-service research 

• 25 full-time research professionals including 7 bilingual focus 
group moderators. 

Direct inquiries to: Roger Sennott, General Manager 
Market Development, Inc. 
1643 Sixth Avenue 
San Diego, CA 92101 
(619) 232-5628 Fax: (619} 232-0373 

N EW YORK SAN DIEGO M EXICO CITY 

Circle No. 13 on Reader Card 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today' mark Ling trategi can't be formulated \\~thy terday' m thod _ I R' 
Advanc d R -·arch Technologic roup provide tate-of-the-an Multivariale 

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

ICR Wedomor than c I. 

Circle o 34 on Read r Card 55 
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growers' satisfaction with pesticide products. (S) 
Golf Course Pesticide Use Study- S udy with 1 ,500 
golf course superintendents determines pesticide use 
practices and brand share m the U.S. (S) 
Pesticide Use Study On Specialty Crops • Study 
provides brand and dollar expenditures for pesticides 
on 19 vegetable and 18 fruit. nut and vine crops. (S) 
(See advertisement on p. 5) 

Maritz Marketing Research, Inc. 
3035 Moffat Dnve 
Toledo, OH 43615 
Ph. 419-841 -2831 

Fax 419-841 -8349 
Contact: Tim Rogers 
Second Quarter New Car lessee Study - Pnmary 
research study of 6.500 new car lessees regarding 
product satisfaction. purchase consideration, shop
ping patterns, leasing issues, trad1ng dynamics and 
demographiCS. Report released in September. (S) 
Early Model New Car and Truck Buyer Study 
Primary research study of 24,000 new car buyers and 
6,000 new true buyers regarding product sa isfact1on. 
purchase considerations, shoppmg patterns, dealer 
satisfaction, trading dynamics. and demographics. 
Report released in March. (S} 

<>PINI<JN RESEARCH C<JRP<>RAl'J(JN 

Opinion Research Corporation provide a mnge of omnibus .~ll]iljj~~~~~~~r· 
and bared-co, t studie , de. igncd to co t-cffcctively AH1!~F 
addre your mo. t important publics. ..9-IIJ.f' 

CARA~ N® 1. 
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·:1·:::::>~~ 

~ ~~~:;e~~~f:;;~:::ibu ,Ji,(~,~~u:~® 
• Rc uJlS provided in three 

bu inc day 

• An ideal vehicle for: 
- image mcasurcm nt 
- advertising tracking 

M nthly telephone 
mnibu urvey f top 

and middle-level 
bu in executive 

Conducted among the large l 
indu trial and service-sector 
oompanie product awarene. 

concept te ting .,.;:::~~:~:~~~:~~~r==·• Resp ndcn rcprc nt influential 

jJ!)Ji.? Co:o~:e ~=~=~=:~:d 
:t411~[F.. Business Issues Today 
A~~jj@{:::e A family of reL.'it d bared-cost , urvey t.hat 

,: :i! lll~·::-- foe~ on th.e .im~e of, and ~ey busines is u 
,::(}!~!~!!!~===- facmg parttCipaung compame and I ted 

jj~~~t,~it~!~;:ti~~~:~~::e:~~:::::. :dine 
.::~~?tt~~? 

For additional i1~{onnation contact: 
Judi Lescller at 1-800-999-0213 

Circle No. 133 on Reader Ca d 

Second Quarter New Car and Truck Buyer Study -
Pnmary research study of 36,000 new car buyers and 
9,000 new truck buyers regarding product satisfaction. 
purchase considerations. shopping pa erns, alterna
tive fuels. trading dynamrcs. and household demo 
graphrcs. Report released 1n August. (S) 
Canadian New Car and Truck Buyer Satisfaction 
Primary research among 21 ,000 new car buyers and 
7.500 new truck buyers regarding product satisfaction, 
purchase considerations, dealer satisfaction. trading 
dynamics. and household demographics. Report re
leased in September. (S) 
(See advertisement on p. 5) 

Market Development, Inc. (MDI) 
1643 6th Ave. 
San Diego, CA 92101 
Ph. 619-232-5628 
Fax 619-232-0373 
Contact: Doug Spaulding 
MDI Hispanic Omnibus - MDI'S Hispan1c Omnibus 1s 
conduc ed among 1000 H1spanic respondents between 
the ages of 18 and 64. half male. half female. Mar ets: 
Los Angeles. New York. M1am1, Houston, San Antonio; 
interviews conducted in Spamsh or English depending 
on respondent's preference. Pnce includes: consul a 
tion on questions, adaptation. fieldwork. coding. data 
entry, data processing, and propne ary data tabula· 
tions; lower prices for reduced sample srzes. (0 ) 
(See advertisement on p. 55) 

Mar et D1rection 
911 Matn St ., S e. 300 
Kansas City, MO 64105 
Ph. 816-842-0020 
Fax 8 6-472-5177 
Contact : Susan Spaulding 
Farmtng's Immediate Future (S) 

Market Facts 
3040 W. Salt Creek Lane 
Arlington He1ghts. IL 60005 
Ph . 708·590-7000 
Fax 708-590-70 0 
Contact: Tom Payne 
TeleNation {0) 
Data Gage (0 ) 
Mini Screen {0 ) 
National Show Case (0 ) 

Marke Facts of Canada 
77 Bloor St. West 
Toronto, ONT MSS 3A4 
Ph. 416-964-6262 
Fax 416 964 5882 
Contact: Peter Greensmith/She1la Goldie 
National Flex1bus (0 ) 
T eleNation-Canada (0 ) 
Canadian Eattng Hab1ts Study (S) 
Beverage Consumpt1on Study (S) 
Household Equipment Survey (S) 
Household Flow of Funds Survey (S) 
CustomerServicelndex (S) 

Mar et Optnion Research 
31700 Middlebelt Road. Ste. 200 
Farmington Hills, Ml48334 
Ph. 810-737-5300 
Fax 810-737-5315 
Contact: Jeffrey Leiman 
M.O.R. Reports (0 ) 
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Market Segment Research, Inc. 
1320 S. Dixie Hwy., #120 
Coral Gables. FL 33146 
Ph. 305-669 3900 
Fax 305-669-3901 
Contact: Gary Berman 
MSR Ethnic Market Report (S) 

Market Trends 
3633 136th Place SE. #1 0 
Bellevue. WA 98006 
Ph. 206-562 4900 
Fax 206-562-4843 
Contact: Leslie Huberty 
Washington Opinion Mon1tor (0) 
Oregon Op1nion Monitor (0) 

Marketing Evaluations/TVa 
14 Vanderventer Ave. 
Port Washington, NY 1 050 
Ph . 516-944-8833 
Fax 516-944 327 
Contact: Steven Levi 
TVO Program Ratmgs (S) 
Cartoon 0 (S) 
Performer 0 (S) 
Product 0 (S) 

Ma ure Marketing Research lnt'l. 
65 E. Indian Row, Ste. 29F 
Boston, MA 0211 0 
Ph. 617 720-4 58 
Fax 617-723-1254 
Contact: Dr Leshe Harns 
50 Plus (0) 

Med1amark Research. Inc. 
708 Third Ave. 
New York, NY 10017 
Ph . 2 2-599 0444 
Fax 212-682-6284 
Con act: Cyn hra Evans 
The Study of The American Consumers (S) 

Monroe Mendelsohn Research 
84 1 Broadway 
New Yor , NY 10003 
Ph. 212-677-8100 
Fax 212-677-8833 
Contact: Tony Motta 
Mendelsohn Affluent Omnibus (0) 
Mendelsohn Affluent Survey (S) 
Affluent Recontact Survey (S) 

NFO Research, Inc. 
2 Pickwick Plaza 
Greenwrch. CT 06830 
203-629-8888 
Mul icard (0) 
Share o In ake Panel (S) 
NYPM - National Yellow Pages Monitor (S) 

A.C. Nielsen 
Nielsen Plaza 
Northbrook. IL 60062 
Ph. 708-498-6300 
Fax 708-498-7280 
Scantrac (S) 
Scantrac Household Panel Services (S) 
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The NPD Group 
1300 W. Higgins Road. #300 
Park R1dge, IL 60068 
Ph. 708-692-6700 
Fax 708-692-6049 
Crest (S} 

The NPD Group 
900 W. Shore Rd. 
Port Washing on. NY 11050 
Ph . 516-625-2220 
Fax 516-625-2222 
Contact: Leslie S1nger 
lnsta-Vue (0} 
Med1cal lnfluence Studies (S} 

NuStats, Inc. 
901 W. Martin Luther King 
Austin. TX 78701 
Ph. 512-469-6400 
Fax 512-469-6408 
Contact: Ed Cantu 
Hrspanic lnfoSource (S) 

Opinion Research Corporation 
P.O. Bo 183 
Prrnceton, NJ 08542 
Ph. 800-999-0213 
Fax 800-759-5785 
Contact: Jud1 Lescher 
Caravan® - Nat1onal telephone omnibus survey of 
1 ,000 adults conducted weekly. Thursday through 
Sunday. Preliminary results available on Monday. Full 
tabulattons delivered on Tuesday. CAT! Interviewing 
utilizing state-of-the-art ROD sample. In-house profes
sional intervrewers and data processmg staff. (0) 
Executive caravan -Conducted monthly 1n the U.S. (0) 

Corporate Reputations and Business Issues To
day - Three coordinated annual studies ( 1) General 

Public Corporate Reputations, (2) Executive Corporate 
Reputations conducted in the U.S. and three European 
countnes- U.K.. France and Germany. f3) Bustness 
and the Media. Focus of these stud1es 1s on perceptions 
of participa ing compan1es and benchmarked compa
nies. their competitors, their industries and business in 
general. (0) 
(See advertisement on p. 56) 

J.D. Power and Associates 
30401 Agoura Road 
Agoura Hills, CA 91301 
Ph. 818-889-6330 
Fa 818-889-3719 
Contact: Patty Patano 
Automobile Owner Satisfaction Program (S) 
Computer End-User Satisfaction Study (Sl 
Dealer Satisfaction Programs (S} 
Airline Sa isfaction Programs (S) 

Restaurant Research Associates 
6 Hutton Center Dr.. S e. 1245 
Santa Ana. CA 92707 
Ph . 714-24 -7930 
Fa 7 4241 -7933 
Contact: Ron Clark 
los Angeles:Orange Co.iFamily Restaurant Tracking (S} 
San Franc•sco Family Restaurant Trac ing (S) 

S=SYNDICATED STUDY 
O:::OMNIBUS STUDY 

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

to save me big dollars!" 

"I see." 

"No ... ICR." 

I CD i~ uniquely po. itioned to pr \ide you with the be t of both cu. tom and 
!\.omnibus world . The co t-effi ·icncy of an omnibu tudy, the overall pre i ion 

and r liability of .1 fullnt tom urv -y: our )('r\ icc are tailored to your )peci 1c need . 

\V do more than c l. 

AUS 
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Rockwood Research Corp. 
1751 W. County Road B 
St. Paul, MN 55113 
Ph. 612-631 -1977 
Fax 612-631-8198 
Contact: Kevtn Macken 
Mail Monitor · National study of direct mail received by 
consumers tn select markets. conducted annually. 
Measures 1) volume of direct mail received. 2} reader
ship of each direct mail piece, and 3) ac ion resul ing 
from each piece. Participants receive a copy of all 
industry-related direct mail collected. (S} 
Ag-Tel Crop and livestock Study · National tele
phone survey of crop and livestock producers, now 
expanded to include feed dealers and veterinarians. 
Conducted 12 imes a year, the survey covers the 
following segments: cow/calf operators. feed dealers. 
hog producers. wheat growers. dairy farmers, farmer 
cattle feeders, veterinarians. corn growers. peanut 
farmers, cotton growers. and soybean growers. (0 } 
(See advertisement on p. 4 7) 

Roper Starch Worldwide 
205 East 42nd Street 
New York. NY 10017 
Ph. 212-599-0700 
Fax 212-867-7008 
Contact: Peter Stisser 
Roper College Track (S) 
Roper High School Report (Sl 
RoperReports (S) 
Roper Youth Report (S) 
Roper Green Gauge (Environmental Marketing) (S) 
Roper Limobus Service (0 ) 
Roper's Logomotive (Logo Testmg Omnibus) (0) 
Roper 18-29 Report (S) 
Starch Plus (S) 
Starch Ad Readership Studies (S) 
Starch Editorial Research Service (S} 

Scarborough Research Corp. 
11 West 42nd St., 12th Fir. 
New York, NY 10036 
Ph. 212-789-3560 
Newspaper Marketing Report (S) 

Simmons Market Research Bureau 
420 Lexington Ave. 
New York, NY 10170 
Ph. 212-916-8900 
Fax 212·916·8918 
Contact: Jerry Ohlsten 
The Kid 's Study (S) 
Simmons Teen Age Research Study (S) 
Study of Media and Marke s (S} 
Top Management Insight (S) 

Lee Slurzberg Research. Inc. 
158 Linwood Plaza 
Ft. Lee, NJ· 07024 
Ph. 201 -461 -6100 
Contact: Lee Slurzberg 
LSR New York Hispanic Omnibus (0) 
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Southeastern Institute of Research 
2325 W. Broad Street 
Richmond. VA 23220 
Ph. 804·358·8981 
Fax 804-358-9761 
Contact: Robert Miller 
Baltimore Insight (0) 
Washington Insight (0) 
R1chmond lnsrght {0 ) 
Norfol •' Portsmouth/Virginia Beach/Hampton (0) 

Strategic Vis1on 
P.O. Box 420429 
San Diego, CA 92142 
Ph. 619-576 7141 
Fax 619-576-9235 
Contac : Dr. Darrel Edwards 
Values In America,., (S) 

Strategy Research Corporation 
100 NW 37th Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305 649-6312 
Contact: Raul lopez 
STAR - Spamsh Television Audtence Ratings (S) 
SAC Hispanic Omnibus (0 ) 

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

Teenage Research Unlim1ted 
601 Skokre Blvd. 
Northbrook. ll60062 
Ph. 708-564-3440 
Fax 708-564-0825 
Contact: Peter Zollo 
Teenage Marketing & L1festyle Study (S) 
Teenage Marketing & Lifestyle Study (0 } 

Thompson Lightstone & Co. 
1027 Yonge Street, Ste. 100 
Toronto, ONT M4W 2K9 
Ph. 416·922-1140 
Fax 416·922-8014 
Contact: Peggy Richardson-McKee 
Omnitel (0} 

Total Research Corporation 
5 Independence Way, CN 5305 
Princeton, NJ 08543-5305 
Ph. 609·520·9100 
Fax 609·987-8839 
Contac : James Alleborn 
EQUITRENO (S) 

TrenOata, Inc. 
9 Mott Ave ., Ste. 201 
Norwalk. CT 06850 
Ph. 203 866 3 13 
Fax 201 -853-2228 
Contact: louis Pappalardo 
TrenData Report (S} 

The Unidex Reports 
1827 Powers Ferry Rd. 
Atlanta, GA 30067 
Ph. 800-528-5342 
Fax 404-956·9933 
Contact: Matthew Ford 
The Unidex Report (S) 
The High Balance Quarterly (S) 
The Busrness Owner & Pro essional Quarterly (S) 
The Umdex Quarterly (S) 

US. Travel Data Center 
1133 21st Street N.W. 
Washrngton DC 20036 
Ph . 202-293·1040 
Fax 202-293 3155 
Contact: Steven Jones 
Nat1onal Travel Survey (0 ) 
Ou1ck Travel Fax (0 ) 
Cooperative Travel Survey (S) 

Video Storyboard Tests 
107 E. 31st Street 
New York. NY 10016 
Ph . 212-689·0207 
Fax 212·689-0210 
Contact: Dave Vadehra 
Campa1gn Monitor (S) 

The Wagner Group. Inc. 
53 West 2~ st Street 
New York, NY 10010 
Ph. 212-627-0066 
Contact: Jeffrey Wagner 
College Scan (0 } 

West Group Mktg. Rsch., Inc. 
1 10 E. Missouri Ave ., #780 
Phoentx, AZ 85014 
Ph. 602-264-4915 
Fax 602-631-6844 
Contact: Ted Apostol 
Wes Track Phoenix (0 ) 
Wes Track Anzona (0 ) 

The Youth Research Co. 
36 Tamarac Ave ., Ste. 107 
Danbury. CT 06811 
Ph. 203-797-0666 
Fax 203-748-1735 
Contact: Karen Forcade 
Quarterly Children's Omnibus {0 } 

Section Two 
Specialty Cross Inde 

Advertising 

Advertising Research Corp. (ARC) {S) 
Beta Research Corp. (S) 
Erdos & Morgan:'MPG (S) 
Gallup & Robinson (S) 
Gallup Canada. Inc. (0 ) 
Graham Research Service (0 ) 
Healthcare Communications (S) 
International Demographics (S) 
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Market Opmion Research (0) Roper Starch Worldwide (S) Opinion Research Corp. (0) 
Mar eting Evaluation:TVQ (S) Stmmons Market Research Bureau (S) J. D. Power and Associates (S) Hispanic 
NFO Research (S) The Youth Research Co. (0) Roper Starch Worldwide (0) 
Rockwood Research Corp. (S) Roper Starch Worldwide lS) 

Behavior Research Center (S) Roper Starch Worldwide (S) College Students Strategic Vision (S} 
Strategic Vision (S) Total Research Corp. (S) Market Development, Inc. (MDI} (0) 

U.S. Travel Data Center (0) TrenData Inc. (S) Market Segment Research (S) 

V1deo Storyboard Tests (S) Roper Starch Worldwide (S) U.S. Travel Data Center (0) NuS ats. Inc. (S) 
Simmons Market Research Bureau (S) Lee Slurzberg Research, Inc. (0) 

African American The Wagner Group (0) Entertainment S rategy Research Corporation (S) 
S rategy Research Corporation (0} 

Market Segment Research. Inc. (S) 
Computers Market Opinion Research (0) Insurance Roper Starch Worldwide (S) 

Agricultural lntelliOuest. Inc. (S) 

En vi ron mental Erdos & MorganiMPG (S) 

Consumer (Local) Gallup Canada. Inc. (S) 
Doane Marketing Research (S) Market Opinion Research (0) 
MacKay & Company (S) 

Behavior Research Center-AZ (0) 
Market Directions {S) Strateg c Vision (S) 

Maritz Marketing Research (S) Market Opinion Research (0) 
Market Directions (S) Dittman Research-AK (0) Roper Starch Worldwide (S) International 
Rockwood Research Corp. (0 ) Gene Kroupa & Associates-WI (0) 

Market Trends-OR (0} Executives 
Airlines MarketTrends-WA (0) Behavior Research Center (S) 

Southeastern Institute of Rsch.·Mid. All. Opinion Research Corp. (0) 
(0) Opinion Research Corp. (0) 

J.D. Power and Associates (S) Talmey-Drake Research CO (0} Erdos & Morgan/MPG (S) Lodging Industry 
West Group Marketing Rsch.·AZ {0) 

Asian Americans 
Consumer-Canada 

Financial U.S. Travel Data Center (0} 

Interviewing Service o America (S} BAI (S) Management 
Market Segment Research. Inc. (S) Canadian Facts (0) Erdos & Morgan/MPG (S} 

Creative Research International. Inc. (S) Gallup Canada. Inc. (S) 

Automotive Gallup Canada. Inc. (S) Market Facts of Canada (S) Opinion Research Corp. (0) 

Gallup Canada. Inc. (0} Market Opinton Research (0) Simmons Market Research Bureau (S) 

Gallup Canada, Inc. (S) 
IMR Research (S) Strategic Vision (S) 
Maritz Marketing Research (S) The Umdex Reports (S) Media 

IM R Research (S} Market Facts of Canada (0) 
Maritz Marketing Research {S) Market Facts of Canada (S} Food/Beverage Advertising Research Corp. (S) Market Opinion Research (0) Market Opinion Research (0) 
J. D. Power and Associates (S) Thompson Lightstone & Co. {0) 

American Sports Data (S) 

Strategic Vis1on (S) Children's Market Research (S} Beta Research Corporation (S) 

Consumer-U.S. Com Sci Systems (S) International Demographics (S) 

Business· To- Custom Research Inc. (0) Market Opimon Research (0} 

Custom Research Inc. (S) Marketing Evaluations/TVQ {S) 

Business Beta Research Corporation (0) Danis Research (S) Med1amark Research, Inc. (S} 

Irwin Broh & Asc s. (S} Ehrhart-Bab1c Ascts. (S) Opinion Research Corp. {0) 

Behavior Research Center (S) 
Bruskin/Goldring Research, Inc. {0} HealthFocus, Inc. (0) Roper Starch Worldwide (S) 

Beta Research CorporatiOn (0) 
Cambridge Reports/Research lnterna· Information Resources. Inc. (S) Scarborough Research Corp. (S) 

tionai(O) Market Facts of Canada (S) Simmons Market Research Bureau (S} 
Erdos & Morgan1MPG (S) 

Cambridge Reports/Research lnterna- Market Opinion Research (0) Strateg1c Vision (S) 
Mediamark Research. Inc. (S) 
Opinion Research Corp. (0) 

tional (S) MACA In ormahon Svcs. {S) Strategy Research Corporation (S) 

Custom Research Inc. (0} The NPD Group (S) 

Carpeting 
Custom Research Inc. (S) Strategic Vis1on (S) Mothers 
Elrick & Lavidge (0) 
ICR Survey Research Group (0) Health Care/Medical Children·s Market Research 

NFO Research (S) Issues & Answers Network (0) Market Facts. Inc. {0) 
Maritz Marketing Research (S) 

Chemical Industry Market Facts. Inc. (0) Beta Research Corporation (0) 

Market Opinion Research (0) Beta Research Corporation (S) Pet Foods 
Market Research Solutions (0) lrwm Broh & Ascts. (S) 

Chemar Consultmg (S) Market Segment Research (S) Custom Research Inc. (0) 
Custom Research Inc. (0} 

Mediamark Research Inc. (S) Custom Research Inc. (S) 

Children Monroe Mendelsohn Research (S) Healthcare Communications (S} 
Political Affairs Monroe Mendelsohn Research (0) HealthFocus. Inc. (0) 

MACA Information Svcs. (S) Hospital Research Ascts. (S) 
Children's Market Research (S) NFO Research (0) Hospital Research Ascts. (0) Market Opmion Research {0) 
ICR Survey Research Group (0} A.C. Nielsen (S) Marke Opinion Research (0) 
Market Facts. Inc. (0) The NPD Group (S} MACA Information Svcs. (S) 
Opinion Research Corp. (0) OmniTrack Group {S) 
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Public Policy Issues 

Market Opinion Research (0) 

Restaurants/Fast Foods 

Market Facts of Canada (S} 
The NPD Group (S) 
Restaurant Research Ascts. (S} 
Strategrc Vision (S} 

Retail 

Custom Research Inc. {S) 
Ehrhart-Babic Ascts. (S) 
Information Resources (S) 
Market Opmion Research (0) 
MACA Information Svcs. (S} 
A C. Nrelsen (S} 
Strategic Visron (S) 

Seniors/Mat ure/Eiderly 

Mature Marketing Research (0) 

Sports 

American Sports Data. Inc. (S) 
lrwm Broh Ascts. (S} 
Children's Market Research (S} 
Marketing Evaluations.:TVO tS) 
MACA Information Svcs. (S} 

Teens 

ICR Survey Research Group {0} 
Market Facts. Inc. (0} 
Opinion Research Corp. (0 ) 
Simmons Marke Rsch. Bureau {S) 
Teenage Research Unfimrted (S) 
Teenage Research Unlim1ted (0) 

Textiles 

MACA lnlormatron Svcs. (S) 

Transportation 

Market Opinion Research (0) 

Travel 

Irwin Broh & Ascts. (S} 
Canadran Facts (0) 
Market Opmion Research (0) 
NFO Research {S) 
S rategic Vision (S) 
U.S. Travel Data Cen er (0) 

Trucking 

MacKay & Company (S) 
Maritz Marketing Research {S) 
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FOCUS GROUPS: SW Mich. agency needs moderator. For 
more information, please respond to: Box CAW c/o QMRR, Inc. 
P.O. Box 23536, Mpls. MN 55423 

.:.JTM Survey Saw - for Windows 
Introducing an incredible oftware pack g for admini tering surveys. 
H rness the pow r of windows for th most pow rful and Oexibl survey 
package vailable. Starts t $495.00 n !worked. Phone (414) 788-1675 
Marketing Masters PO. Box 545, NEENAH WI. 54957-0545 

MARKETING 
RESEARCH 
SERVICES, INC. 

Our Cincinnati-based custom research firm continues to 
expand. We are seeking professionals who enjoy the 
challenge of front-line client contact and support in the · 
following areas. 

Account Executive An outstanding opportunity for a 
strategic research sales professional committed to stellar 
client service exists within our NE Team. Hands-on market 
research experience required and a demonstrated record in 
areas such as Consumer Packaged Goods, SeNice Industries, 
Health Care, Chemical or Technical Products. 

Marketing Research Analyst Primary responsibilities will 
be in the areas of research management, including problem 
definition, s udy design, data analysis, report presentation, 
and final recommendations to our clients. Two or more years 
of supplier-side or client-side experience, strong 
knowledge of multivariate statistical techniques and 
outstanding writing skills required. 

Project Director Management Responsible for day-to-day 
management of market research studies from questionnaire 
design through data collection, coding, and data processing, 
and for providing ongoing u dates to clients and Account 
Executives. Must be detail-oriented, have strong 
communication skills, and be able to function effectively in a 
fast-paced environment. Requires previous project 
management experience, MBA preferred. Would consider 
undergraduate degree given commensurate project 
management ex erience. 

Selected Candidates will be team p layers, committed to 
exceeding our customers' expectations f:Very day! In retum, 
M.R.S.!. offers a p rogressive environment, dedicated to 
personal advancement and corporate growth. For 
consideration, contact: 

Chip Laber 
Manager, Human Resources 
600 Vine Street, Suite 2900 

ClndnnatJ, Ohio 45202 
(513) 579-1555 

An Equa l Opportunity mployer 
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Trade Talk 
continued from p. 62 

member oft he v ~ry mark.t.:tth "e munufucturt.:r-; ar trying 
to reach - :vtyt.:rs' opini n!'. curry e tra \Veight. She ci tes 
many personal , pericnces \Vith . ~ mpanies that hav 
pkascd/ang red her. 

ar ly chaptt.:r-; fo ·u:-. on the do':-. and don'ts of mark.ct 
ing to v ... ·om n. \Vi th Myt.:r'-i di:-.pelling . omc myth..; abou t 
v.'omen a.., consumt.:r'-i. for xampk, and offering advice to 
marketer-; and their front -1 inc cmployt.: "·The r ul st rength 
oft he bo 1k.lie" in the chapter~ wh re Myers pre-;cnt!'. page 
after page of the "'UCCCSs/f'ailure '\torics of companies that 
hav tried to mark.et to woml'n. The be!'.t of these i:-. an 
ex·tmination of the hidebound au tomoti v · indu'-itry's 
strides and slumblc"' in becomin T more sensi ti ve to 
\'.'Omen·.., autom tive-huying n'ed"'.l\llyers al!'.o include~ 
a se ' tion tha t look!'. to the future or rctai ling. travel. 
politic". udvcrti-;ing and the lik.e. 

If you ·retrying to reuch thi-; lucrativ market, thi s bl o"
is for you. By reading about the e pcrienccs of' ot hers, 
perhnp" you'l l avoid the mi'-itakes the .r mad . Aft rall, if 
you ha ve to learn from mistaJ.. s. it 's always better to do 
it from . meone else' . . 

The last -;t<. p on our . ummcr b "- tour i!'. a look. at 
another set f on-;umcT gro up!-. that manufactur'r-; ign re 
at th ir p ril: the trro\1\·' ing .S. ethn ic populati n'-i . Mul
ticulrura/ Marl..eting : S<'lling lo a Direrse 1\m crica. by 
Marlene R . ~man. fm:usc"' on marketing to I l i~pani s. 
!\~ian - American!'. and African-Ame ri cans, u:-.ing int~r

views wi th mar"- ler-, at U .. compani s that ha ve suc
c s~fully reached these and oth r thnic mar"-et.. \ 
Ro:,man makes ckar. marketinu to thc-;c con:-.um rs isn ·, 
easy and ~hou ld n 't h rushed into: it require!'. careful 
thought and . ensitivity, but th payoff!'. can h ·huge. 

Ea h of the . c ethnic group~ easi ly merit. it" wn hook, 
hut Rossman - pre . idcnt of Ros!-.man. Graham Associ 
ates, a New Y r~ 'i ty marketing, r search and con.;;ulting 
firm ha" prod uccd ani n formed hook for marl-. ters who 
need an easy-reading introduc ti on to th sc growing. var
ied c nsumcr groups . .J 

The Complcl ~ •uidl: to Focu: I roup M<~rl-.eting Resl:arch 
for ll igher Education ( .'l9 . . w(tcm·cr. 8-1 poge.IJ, hy Roher! 

5i . J'opor. ;,, pu hi i \'ht•d h r · c/11 car ion a I Cot oly.\·f P 11 hi;,, h in~ . 

H 'adquarters: van Tw d. Quirk's Marf...eting Re. t•arch 
Re1·icw. 6607 I Xth Ave . ' .. Minneapo li -;, MN 554~3. 

Phone : 6 J_ -X61 -R05 I. Fa : 6 12-X61 - I 36 

West Coast : Lane Wei-;:'1, anc \Vci~-; & 1\s-;ociates, 10 
Blac"- L g Rd ., Kentfield. C 9-llJO . Phone: 415-461-
1404. Fax: -l-15- 61-9555 
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Caf/-1 C -9M .()/ 21 or It' rite Tn1wr & .vsocialc , 280 ~asy S! .. Stc. 
Il-l , :\4ottnlain \ 'icw. 'A C).J0./3-373{> . lllclude $3 for posfa!{C. 

1arl..l:t Segmentation f$3:!.50. llcmlcm·cr. 313 pag('S). hy rt 

H l'imrcin. and Targcling 1he 1\ w Professional Woman ( 3::!.50, 
Jumh·m ·er, l59 pages), hr G C'l'l)' ,•\1yt•n·. arc puMf., !Jed hy Pmlnt .\' 
Puhh.11iing . For rmh•rinp, in.Fmnation, W'<' pagt' 31 . 

MulticulturaiJ'vlarl-.eting: . ~I ling to a Divers~ m ri ·t~ ( .. '2-.95, 
lumlcma. 19 .. JWt:£',1,), hy Marlene Rossman. is puhlishc I hv 
AMAC M Rooks. 800-2fJ_-9f>99 . 

Please add the fo llowi ng firm t the llJ<J4 Ethnic Res ar h 
Directory: 

The Winters Group Inc. 
14 Franklin St., Ste. 920 
Rochester. NY 14604 
Mary-Frances Winters, President 
Ph. 716 546-7480 
Fax 716-546-7427 
1 - African-American , Hispanic. Asian, Nativ American 

Please add the r ll \ ing firm to th I Y<J4 Telephone 
lntervie\ving Fa iliti e'-i Di rectory: 

The Blackstone Group 
360 No. Michigan Ave. 
Chicago, IL 60601 
Ashref Hashim, President 
Ph. 800-666·9847 
Fax 312-419·8419 
40-40-40-40 
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By Joseph Rydholm/QMRR editor 

1 ws: Mark 
o 1 r ft n op 

t' , ' ummertimc and you have I ad~ of spare time , right'! 
Insteau of wasting it \Vith th latest poth iler 
(\\··hich will probably em rge llt;Xl summer a. a om 

ruisc/Julia Robert vehi k anyway), \· hy n t • p nd it 
wisely by reading ab ut mark ~t s ·~mentation and other 
fun topi ? IIcrc arc four page-turners for your ·onsider
ation. 

The subject of th fir t b ok. is summed up in it. titl : 
The Complete Guide to Focus Group Marf...eting Rcseun·h 
for 1/ig/ier !:ducat ion. This slim (R -pag ) book by R 
ert . Topor is a primer f r coli ge and university admin
i"trat rs who may be ·onsidering a res ar ·h project to 
J·arn m r about read r. hip of alumni publi ations, for 

·amp I -, or local p r ept ions of the . chool. 
T por, pre iu ·nt of opor · As. iate . . Mount·lin 

View, alif.. i. a m derator and consultant t higher 
edu ation. In the book, h \Valk.. th reader through the 
fo us gr up pr cess. rom det rmining if gn ups arc 
n ~e ·:ar through recruiting. holding th ses~ion , and 
analyzing the r ·suits. While th book is brief, op r 
cov r all th ba · s, imparting hi~ informntion in a ~traight
f n ard fashion . 

Survey of/ware f or the prof es ional re earcher 
*Questionnaire Design *Questionnaire Printing 
*CAT/ and CAP/ *Questionnaire Analysi 

No matter what your requirement : cro .. tabulation · 
frequency table • de ripLive ·tatistic or 
3-D graphics, SNAP Prof essional 
provides the uall in o11e solution ! 

all or fax Mercator rp rati n 
for your free evaluation 
di ·k today. 
Tel: 508) 463-4093 

ax: (508 462-919 
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he s ·cond ho k, Market • egmentation by rt 
\Veinstein. is a . nappily writt n I ok at the various v./ays 
t ~ gm nt 'On~um ·r groups - by \vher they live. how 
much th 'Y make. what the ' uy, etc. Wcinst in i. an 
a~sociat · profe:sor ofmnrketing at N a nivcrsity in Pt. 
Lauderdale. Fla. Jl· also ha. been a -;enior marketing 
res ·arch r ·pr sentati for ielscn o. 

l ie emphasizes appl ic· tion and inclu<..les plenty of 
instructive inf rmation. om· of it is ohviou ly geared 
tO\: ard th · academic , tting - included arc sev ral 
.. egmentation . killhui lders," a '. ignments to do a little 
hom work n ~egmcntation and/or put your k.n wled~e 

of segmentation to th t ~t. But ~om· of the a:signmenb. 
such as the one called ··u. ing segm ntation grids to 

i ientify benefit segm ·nt. for your company:· ·h uld be 
useful to those in the pr fes~ional wort<..!. 

Part ne of th ~book is an o crvi w f egm ntation, its 
role in the mark ting plan , and planning and res arching 
guidelin ·s for s · rm ntati n analysis. art tv.'o addres . es 
variou~ .~ egmentin approuche~ (g graphic. 
p~ chographi ' l ~. and the markets to whi h you ~ an 

appl th ·n1. Parts thre and four f us ( n segmentation 
~trat g ::m cas· histori ·~. 

Many s gmentati n approache: and t chnique. ver
lap , so it ·an 7 t a hit ditli ult t ke"p th ·m straioht. In 
es~ n e. th y're all trying to do the sam thing. they just 
go ·1bout it in differ nt way . . But Weinstein ' ok. 
o;;h uld h 'lp you determin whi h wa 'i are b• . t for ou . 

In th third b ok. Targc!ing the New Profes.\hmal 

Woman, author G rry y r~ u. cs inter iews and ani les 
fr m th ·business press and oth r urc s to focus on the 
efforts of ompnni that ha reco niz ·d the p tential f 
marketing to women. 

Myer'i is pre . idcnt of the M er rrou , a Dalla~ con-
. ulting. firm . ~ a ucc ·ssful professional w man - a 

continued on p. 61 
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Expe ·ence Is The est Teacher: 
Lcarnin!:- from ex peri ·nee is a r " I e ·pcricnce in learning. \Vhcn you attend a Burl-..e l n~titut .-eminar, you parti ipate 
in m re than an c ·citing. on-target learning e p ri n e. You learn from th perienc d professional-; w·ho have d n 
more cu~tomiD.:d marl-..eting research and hav taught it to more p op le than anyone el e in the world! 

\Ve cordially invite you to ta~e advantage of our 
va~t exp riencc by attending on of our marketing 
re~ arch : minar~. You v.:i II t encfit from our: 

Practical E ·perienc gained from doing 
num r u-. . ludic~ in all a~pe r~ of marketing 
r ~earch - positioning and~ gmcntation.market 
stru ·turc analy-;i~. c mpctitiv · image 
a~~e~sment, copy! sting. ne\v produ t 
forecasting. ·oncept . crccning and testing. 
prmluct te:-.ting. te:-.t mark ·ting, pri ing and 
promotion as~e-. . ment. tracking. di~trihution 
analy~is. claim justification. and customer 
sati-.;faction. 

Industry E p rience from \vorl-..ing with 
companic~ r presenting con~umcr g d~ and 
scrvi -c ..... indu~trial pro 1uct~. husine~ . tc busines~ 
scrvic s. pharmaceutical and health care 
oruani.Lati n~. adverti. in agencie~. financial 
in~titution~. publish in 1 and broadcasting. public 
utiliti \,and tele · ommunication~. 

'frainin g 'P rience · ·emplified by our 
~eminar leud r~ \\lhO hrinu a \V a!th f practical 
~110\V -h \V gained through year. of working in 
the real world of marl-..eting re. arch. ~uppt ned 
by impres"iive academic credential~ and teaching 
e ·p ri n e. 

~ommuni ation E pericnce obtained from 
d ·aling \Vith 1 r fc~ . ionab at all l~vel. in an 
organization, runging from technically oriented 
re-.;ear her~ to dcci~ion ori ntecl manaucrs. 

'on ulting E p r ienc \vhich i~ available to 
you ven aft r the completi n of a ., minar to 
ansv .. ··er your technical que. ti n .. 

T echnical E perience rc\ulting fr m b ing 
on the cutting edge of information te hn I gy 
and analyti al d vel pmcnts. 

Int.ernatiun,.l • perience 'vvhich has t·lk n 
us around the gl b with seminar~ in _5 countries 
and operation~ in_ 9. 

dministrativ peri nee from having 
conducted over _,000 -.eminars during th pa-;t 
20 year..., and having ~ oUil~ led t ·ns of thousand-; 
of participant-; on th program be~t suit d t 
their ne ds. 

The. earcjustsomeofther a onsforthesupcrlative 
evaluation. wcr•ceive fr m urpanicipan t~. Plea~e 
call u~ toll free. W wi II he 'lad to ~end y u a py 
of-.;om v rbatirm from rcccnt~eminar valuation .. 

Burke ·· t 'duc(llional. errices 
Cill< illllll/1 OIJlllrtlft ' !ft•()(/tftWf /( ' /I 

0 f. Rn en t 'Jttcr Boul£·1 em/ 
Conn~ton . Km/11< ~y -1 lfJ/1 

rsoo 5.J3-8t>3 c1t . f>IF J 

,, IW-1 . Th e Rttd.t• ftlltttute 

101. f'ructh:all\larket in~ R~ c·•r h 501. pplicatiun uf M· rk lin • Re earch 
Nev. Yu1 ~ ......... ............ J,n. ] _ im:inn.tll .................... \1 .tr .. • 
l:loca Ramll .. ,, Jan. l l-1 ch. :! 
Cm ' II IU.tl l ...................... 1-eto. :!k M.tr :! 

htca!!o ....... - ....... Md) I 9- ~0 
Arl.mtd .... .. ..................... June 3U ·Ju ly I 

H'"'' n ....... ... \ ·1.1 r :!k-10 IIKtnn.lll , """'" ....... i\\lg , ~ -.'\ 
Torurlln ...................... l\pr. I X :!U D ·lrtJ it .. .. .... Oct I I 
Ch iC.!!(< \1 ,1\ 111-IH 

111 ·mll.tll ...... _ .... .. J un~ (I 
A1lan1a . ....... .. ... unc :;n. :!l) 
Cln '11111,111 . . .... .. .. . '\u . 1-.\ 
'lew ) 01 ~ ... ....... u~ . 29-ll 

in ·•nn,lll .................... ·ept Ill :!I 

~ .. 11 n10111o ... .. .... De~· I ~ - 1 6 

502. Prodtrl Rc. eurch 
C1nc~nna11 ... J,m 24- 2~ 

<..mcmna11 ................... J un~ :!- ' 
<1tl~3_!!o .. Scrt R-•> 

Dclrtlll ............ 0 ·1 10- 1:! 504. i\d,·erti ·inJl Rc .trch 
TNoll ll' ... .. ...... Ou .~l "'m ~ in ' lll ll :lli . .. ......... r eb. 17 1 
'l e" < dean, O\', 2 1-2l N~w Yo .. ... .. pr. 2 --'1 

''" .-\ntnmn .... .... .. De ·. 11 14 m mna11 ...................... Jul) :!!( _'I 

10>&. Qut,linnn ir Construction \\'ork~hup 
Cll1..:tn na1l .... t :n-~ 

e" ) 01 ~ J,m 24 -211 
irKin1111i .. 1\l.tr 7 'i 

l:lt" I011 ..... .• ..... ..... pr. 1-11 
l!l~ 1 nn.11i ..... M.t} ~ · 

l'owmu .. Jun • 20·22 
in tnnJII Au' · X 10 

'\e" y,,; ·pt . 1::!· 14 
BOl·.t R li on ....... 1\u\ 14 16 

10~. Qu . tlommlre Ut= i~tn 
e-. Yo .. J.tn "l7 <l~ 

Ul~l llll !.l l t ·4·~ .. ··-~········· .. Mar 10· 11 
Bo,ton .. A[ r. 7. 
Cm ·m11a11 1ay . , 
1 romo ... Ju11c ::!3-:!4 

lfl ' lllfl: II J .. •\ U~t II 12 
c"' Yor .... ~1'1. I ~ - 16 

On.; a Ra1<111 .. . .. Nn~ 17 I 

2111. hloCU'i (;roup 
B<hiOil .... hh. ::!4-25 
Tnrnnln .. .. .. Apr.~~ n 

.\tlanta .. July 21 -::!2 
("'h i ·.,tHU tohc'r ::!0 21 

lll:t focu ;roup 1oderalor 'I r ininJ,: 
l llCHtn,tl l .. .. ... JJn. I ~I 

CmC IIll1dll ... 1\l.tr I ~ - IH 
lmctnll lll .... . MJ ~ 10 U 
Culutlndll Jun·· 1·1- 17 

irn;irm.U I Ju l) II I . 
Cmunn.111 u ' · 1'\- 1'1 

in~IJlll,U I ......... CA.L J 7 
Ctn~lllllUII IX . ~ -9 

.:115. • eJlm ntation and l''-"'lliHning k earch 
rtn uma11 .... .................. Fd>. 15 I (> 
N~v. or~ ............... t\pr ~11- 27 
r m '1111 11 111 " .. Ju l) ~0 l7 
l'lll 11111311 .. .. <"XI. ::!.'\-26 

5116. Cu~tomcr ·atl'[ 

601. 

602. 

60J. 

Rtxca Rawn ..... 
'okv. or~ .. . 
'lc" Yw ~ .............. .. 
TowniV ...... .. 

'l'run~la11ng Uata lnlo 
lnformalion 
Rc..,um ......................... \1 ar. _ I pr I 
C111unnJtl Jun· 9-ICI 

in.:inn.1 11 .... ·crt -- - · 
111li011Jll D ·c 19-::!0 

Tool · 1tnd T chnl<tll of Oata Analy. is 
Am ll>t1 . . ................. Jan. I ll 21 
C10unnati ............. M,t r . l ~ - 1~ 

'" mnari ............... ....... 1\ld} I 0 IJ 
" "" Yor1. Ju l ~ 19-22 

i11 ·m11nti .... Au· . I ll Ill 
hi(3CO Od . IH -:! 1 

Cinc1~n uti ... IJcc 6 'I 

Pr!ictl al \1ulthariate ,\naly ·i 
N,v. Y >r .. J.in. W-1:! 
ll<Null ..... Feb 2 I -2.' 
Cu1·mnall ........... Arr. 11- IJ 
C1 n 111 11utr . . ........ Ju l) ~-H 

an Fr;m ..... . .... Sept. "!.i 0 
C' IIICIIl llilll ...... ....... .. 0~ 2 . f)c, , :! 

10.\. Fot."us (;roup •\pptkation' 71 1. 
illi.llllllltl .................. 0\.'c . 12 l4 

204. Qualitathe Re e· rch Reporh 
111 mn: II ..... . .....•••... 1 l. 15- I 

JOI. 'mnnwnic till!: :\ larketing Re eart."h 
I:I<Non . Feb. 7-9 

m ·mn,lll ..................... \b1 . ::! 1 - ~ -
Ne"' Yor~ ..... ........ .. \'l ay :'l- 2~ 
C' m ·mndll ...................... II!! ~- .4 
B<Xa Rat<'n . ...... .. .. Sepl 27--9 
Bo,f\ln ............... " 0\'. 7 9 

01. \hn•tgin \1 rkeling Re. earch 
6 tt>n ............ l-en. I(). J I 
Cmcinn.tll ...... ... ....... 1\t.trdl :'4 ·~~ 

indn11;u i .... M ............ .. ... Au'· 25- -26 
Atl\ lll11 .. . ............. 1\o'' 10· 1 I 

" ew York .......... 
in~ i nn .. 11 i ••••••. 

702.. Bu In lo Hu ine'i.c~ fark ling R c• r ·h 
Cmunn.ttl .. .. ... \1ny l'- 1~ 

" (>r~ ........... ... ...... l ui)' II IJ 

four · Week frlilil'llle or Aehi •Hrnrnt 
Pffil:nun 
Cin~ annall Fch. 2 ·M,tr. :! .~ 

m mnari ..... .. ... u •. 1-26 

2 W k Cerllfi te or Profici nn in 
Qualitathe R · ·tllrch f''n'• nun -
li i'ICH11l<1h ..... ....... . Del·. 'i - 111 

PI :1 La II l. "a Rulli none .tt l!lJU . 3- 635 tc~t 60 9J llf t>Ott-65 • . (o()Kl/ tor mlorm 111m un lh 
l'o ll ov.mg Bur ~ min.tr\ "h1ch .1re .tl o currc1111) ol fciTII by lh· ln,lll ut : 

I I~ ]lltrodu liOn 10 M,t rl. c i H I~ Rc..eu1 ch 
20~ QuJilhlll\'e M.tr~Ctl11!( Rc arch wilh C'h1l drc11 
\02 Hfccu ~c lll ·JJ<:N>n Prc;....,ntuti un ul \·l ~r~ehn lnfomlallon 
701 llld ll \ lry Sj'lec di • emi tl ilf\ 
to • llc.tlth ,1rc • Tck ·ommunJcau II\ • Put>li · I lilir ic' 
70, • Phu 1111~ ·euti Jl • Fi11 1ncm l ln\lil ut tnll \ 

• Automuuvc(TrJn , purtafl<lll 
0 1 Plannm 1a eting trat ·~y anJ T,1 ·tit' l l,ml1 AdiOrlublc Rc.,:m:h 

ALL ARE V T ABLE 
Tl N. 

u-. toll-free. We will help y u select the hcst Burke''' ·eminur r 
ther educational op nunity to meet your . pccific n ed . PI a.
all Lisa Raffignone. Marketing Manager. or r. id Yenl-..at sh. 

President, at X00-543- 635 (e, t. 6135) or 606-655-6135 r fax us 
at 60o-n55-f 6 . 
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Just because you can't fly to the 
focus group, doesn't mean you 

can't attend. 

While d1e need for qualiLati\'e consumer 
information ~rows, demands 1n \'L ur time an 
re ources aLLo grow. · 

To s1l\'e thi problem the Video CLnferenLing 
Alliance ·e[\\'L rk, a gr up 1t indq endcntly
owncd, highly respected h :us gwup tacllitics in 
major markets throughow the U.S .. in roduccs 
Group. ct1

'.i \'ideo onfcrcncing. 

GroupNet uses state-of-the-art 
Picture Tel equipment, along with AT&T' 
technologically advanced network. 

Introducing 
GroupNetT\f ViQeo 

Coriferencing 
Grour~et's wide bandwidth transmissions allow 
for a high resolution picture and crystal ·lear 
sound. All siLes pro\'ide fully int~racrivc traw
mi,:sion, allL wing i.1bserwrs in both transmitting 
and recei\'ing sites to 'ommunicme with each '" 
other before. durin 1

• an attcr the groups. 

[ill 

There are no up-front investment , 
long-term contracts, or volume commit
ments to make - you pay only for what 
you use. All \'idell Conferen··ing Alliance 
1\etwork m~mbcrs arc capable of transmit ing 
and receiving focus gwups. So view from L'Ur 
site , or if Y'Lir company has compatible equip
ment, \' iC\\ from ~ 0ur 0\\ n uflk.es. 

F0r a brLchure or more information about 
GrL up.t\ ct. call the Video cl~n ferendn~ . \lHancc 
~et \\' 1rk at -800-288-82 2 o. 

\lD.EO CO~FERE~ IX .. \LLL~ CE . ET\VORI\ 
1-< 00-2S - 2_6 

CHARLOTTE CINCINNATI 

HI C.'\ GO HOU fON 
(\1' r· i·'l' l rriJrrlt'd , In•. 

KAI\ A If\' 
i ll ~ .IJ l. c u~. ln. 

LOS A GLLE 

NEW VORl\ 
·,•,, f·.l.lr '< IJ [:~ ll,I 'J,J[' J· 

PHILADELPm.l, 
,i : .r l' '.'1.Jm .• ~ 111 J,. . lnl 

C1rclu No 141 on R , d r C.ud 

SAN lOSE 
t\ll .1. RL'.' · "· 

'ATTlt:: 

TAMPA 

WASH!. GTO , 0 .. 
~l · u~. I ' ·'''il. 
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