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If you hold focus groups you know how time consuming 
and difficult it is to analyze the results and prepare 
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Research propels New York City Transit's drive 
tO become CUStOmer Oriented By Joseph Rydholm/QMRR editor 

iding th su way this ·pring dur­
ing my annual vi ·itt ew York 

ity, mething eemed wrong. 
irst f all, T could actually 

understand what the conduc­
t r were aying a they 
rattl d ff the upcoming 
top . And a pa enger filed 

out f the car ·, th ondu -
tor ' aid things lik , "Have a 
nice da ," and "Wat h your 
tepa ou exit.' 

I al o noti ed that th ub­
way car , and ·tation eemed 
a bit I aner. here were 

6 

fewer panhandler n the train . Thi 
wa n t the ind f ew Y rk ubway 
e perience I' e becom u ed to. 

Ken tuart would b happy to hear 
that. In hi fi year a dir tor of 

r . ar h and analy. L at 
w Y rk City Transit 

Y T , tuart ha u ed a 
t of marketing re ·ear h 

ffort t make riding th 
ity ' ' ubway and bu e a 

more plea ant e perience. 
Re earch ha been an inte-

The NYCT marketing research 
department staff, from left, Ken 
Stuart, Susan Connolly, Marc 
Mednick, Wing Leung, Bruce 
Shaller , Wally Wentworth 
(seated) , and Bram Weiser. 
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ume that ur u -
t m r h 

pi 

tuart ay . 
pe ple 

ha 

T, with n arly 45, m-
. and 27 maj r d p rtm nt. 

June/July 1995 

tuart 
Jan 

)''), thank" in larg 
i pp r, pr .· id nt 

ary 

continued on p. 40 
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Health Care Research 

Editor's note: Dahl ardner is \'ice 
pre idem of quality opera/ions, Paria 
Group , an Orem , U!ah r search firm. 

s are turning to 
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to deten 
• th 

By Dahl Gardner 
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asked h w important mar et r 
wa f r ariou purpos :, m t (84 p r­
c nt)indi at dthatmarketre earchwas 
important for "'d tcnnining cu tomcr 
sati. facti n. whi h contribute t con­
tinuing quality improvement." Other 
respon e are , ummarized in Table I. 

Table I 

USES OF MARKET PERCENT 
RESEARCH OF HMO'S 

Determin1n~custom r s 1Sfact1on 
wh1ch contn utes to contmu1ng 84% 
quality 1mprovement 

Conduct1ng bus1ne s and 
consumer 1mage assessment 58% 

Test m rketJng before new 
products or serviceS are IntrodUced 46% 

D termm1ng aclvert1stng 
effectweness 45% 

Conducting track1ng stud•es 41 % 
r.,. .:;~. '"' 

Re earch organization 
There are a ari ty of approa he for 

initiating, organizing and conducting 
re earch. They in lud :a ntral market 
re earch departm nt; a marketing or er-
i e d partment; joint research con­

ducted by s veral departments; :eparate 
re. ar h c ndu ted by ach divi ion or 
departm nt; individuals who have th 
r ponsibility ~ r re arch; an out id 
uppli r; and/or mbination f e -

eral appr ache . 
Th ntral market r ar h depart-

ment is the dominant appr ach and i. 
u d by appr imately 49 per ent f re­
pond nts. Many other II Os indicated 

that they plan to e. tabli h c ntral market 
re ear h department in the futur . 

Another related trend in res arch i 
t r HM to use c ntra t er i s in 
c njun Lion with in-hou e p rsonnel 
rather than using olely in-house per­
. nnel. For e ample, 48 p rcent of 
HMO u. e a combination of 'on tract 
er ice and in -hou e per nn I for 

proje t d ign, com par d to 40 p rccnt 
whou ein-houscp r nnelonly.Graph 
IV clearly illustrate. thi . imilartrends 
f r data olle ti nand data analy i ar 
hown in raph V and VI. 

June/July 1995 

ARE MARKET RESEARCH PROJECTS DE­
SIGNED BY IN-HOUSE PERSONNEL ONLY/ 
OUTSIDE SOURCES ONL YIMIXED SOURCES? 

Graph IV 

Project Design 

48% 

Graph V how th di. tribution f 
HMO. in data colle tion: 6 per ent 
u in-house per onnel only, percent 
u mixed source , 28 p rc nt use out-
ide endors. 

DOES YOUR COMPANY USE IN-HOUSE PER­
SONNEUOUTSIDE SOURCES/MIXED SOURCES 
FOR DATA COLLECTION? 

Graph V 

Data Collection 

Graph VI sh w the di tribution of 
HMOs in data anaJy i : 46 p rcent u e 
in-h u. e personnel only, 9 per ent use 
mi ed urc s, II percent u e vendors 
and p r ent u e out ide con. ultants. 

DOES YOUR COMPANY USE IN-HOUSE PER­
SONNEUOUTSIDESOURCESIMIXEDSOURCES 
FOR DATA ANALYSIS? 

Griiph VI 

Data Analysis 

lr ~"'-.MOrtv 

everal trend b ·ome apparent when 
the r sp n e ar broken d wn by an­
nual mar et re ear h budget. F r in­
stance. at HMO. with annual re ear h 
budget f 20,0 0 or less, there i a 
greater tendency for th marketing de­
partment r the i e president of ale I 
marketing t initiate r s arch project . 
Th y were more Jikel to us in-h u e 
sour e for de ign/planning. data 1-
lection and data analysi . They had the 
highe t u ag of mail urvey and the 
lowe t u age of AT! urvey . Th y 
were mor likely to rate market re-
earch a b ing les important in n­

ducting te. t marketing before new prod­
uct and service are intr du ed. hey 
w re also les. likely to ha e made 
changes in the market re ear h they 
condu ted during the pa t year. 

HMO with re. arch budget · under 
40,000 also rated the following tasks 

a not v ry important for mar t r -
earch: t t mark ting new product or 
er i e , tra king tudie , and business 

and onsum r image a e .. m nts. 
On the ther hand, HMOs with bud­

gets betw n $40,0 0 and 60,000 were 
m re likely to tum to a mark t research 
d partment to initiate mark t r search. 
Th y w r aL m r lik I t indicate 
plans to increa e or intensify their use of 
market re earch in th futur . 

H M with budgets fr m 60. 0 to 
80,000 tend to more likely to use 

outside ource for data colle ti n. 
However, they were als more likely to 
u. e mixed ource (in-h u. and con­
tract ervice ) for data analysi . 

HM with re earch bud et. gr ater 
than 8 . wer mor lik ly to have 
written market research p licie or 
guideline . They tended to use contract 
scr i e · and in-hou e . ourc : equally 
for data coJlection while they tended to 

continued on p. 31 
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Editor' note: nthony ranow ki i 
the director of planning and market 
resear ·hfor Main Line Health , afour­
hn pita! ·hain lo ated in uhurban 
Philadelphia. Ann Danish is the dire ·­
tor nf social work at Lankenau Hospi­
tal, a Main Line Health member. 

M ain Line Health i a 1,197 
bed, four-ho pita! chain lo­
cated in the we tern uburb 

Philadelphia known a the Main 
Line). The three acut care ho pital 
and one rehabilitation ho pi tal of Main 
Line Health erve an extremely diver e 
patient population , ranging from im­
poveri hed urban n ighb rho d · to ne 
o the \ ealthie tar a in the nation. 

th fir t pha f a mmunity 
b n fit init1ativ within it trategic 
plan, Main Lin H alth wa to addre . . 
communit h alth n d within it pri­
mary rvi e area. on idering it er­
vice area population iz (over 1 mil­
li n p pl i conomic diver ity, 
and geographical length (25 mile and 
breadth (1 S mile ), the fir t que tion 
wa "Where do we tart?' 

Low r eri n town hip : 2, 59 
population ha an overal1 hou ehold 
income of 74,151. Th town hip has 
it own health department. A1 , Low r 
Merion i erved by two Main Lin 
Health h pi tal . The Lank nau Ho. pi­
tal i a 47 - ed enter f. r medical care, 
education, re ear h and community 

10 

n 
By Anthony Stanowski and Ann Danish 

health education. ounded in 1 0, 
Lankenau moved to its current ite in 
1953. The ryn awr Ho pi tali a 393-
bed teaching ho pital with a 100-year 
tradition of erving the community. Both 
h ·pi tal pr vide a full complement of 
medical , p ychiatric and urgical er­
vice. 

oincidentally, three independent 
health and ocial er i e entitie within 
the town hip were grappling with imi­
larconcem over the population ' health. 
The Board of H alth of L wer M ri n 
Town hip wi h d to valuate publi 
health need of town hip re ident.. The 
Long T rm are on ortium of the 
Main Line had initiated a ur y of the 
ad qua y f1ong t rm ar rvi e but 
wanted a more alid, objective a e -
ment. ommunity Health Affiliate , a 
n n-pr fit h me health rganizati n, 
wanted t de elop outreach program 
to p or elderly in need of home care. 

hr ugh a community rganizing trat­
egy by ain Line Health, the e three 
organization wer brought t geth rand 
encouraged to pon or an a m nt in 
partn r hip with Main ine H alth. 

Main ine Health wanted to under-
tand the h alth . tatu and ne d fall 

ofth c mmunitie iter es, butneeded 
a pta t tart. With a ready gr up f 
partner. and a rvic area that wa · 
mall enough to b manageable but large 

enough to offe a diver ity of p ople, 
Main Line Health felt that ower erion 

would be a go d place to tart, u ing it 
experience there a a proto ype for other 
communi tie that it erved. 

A teering committee organized and 
crafted a reque t or propo al (RFP). 
Thi ar icle detail the component of 
the RFP, nece ary propo al element , 
and ugge ted guideline in endor e­
lection. 

Vendor contact 
We a ked two endor to pe with 

u inf. rmally. B th have experience 
with health n d as e ment in the 
regi n. One f the two als provide 
direct health and ial ervice in the 
community and de ign and implement 
di ea pre nti n and promotion pro­
gram . The e two endor provided the 
nece ary bac ground and information 
to help u in drafting the R 

Po ible endor were identified by 
polling member of the committee to 
learn if they knew qualified and inter­
e ted people or firm to handle the 
proj t. Th li twa a c mp ndium of 
nam . ranging fr m unaffiliated 
Ph.D.' inthecommunitytoe tabli hed 
con ultingfirm . We entouteightRFP 
and received three replie . 

RFP tructur 
The objective defined in our R 

were to ( 1) identify current and em erg-

continued on p. 26 
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Just beca se ·t has te . digits 
doesn't mean it's a phone number. 

(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

a black box 

Full 

One imple phon call giv you complete ace to 
w alth of p rience and coli c ion of amp ling 

re ource that can handl any ampling problem. 
We hav full array of D ampl m thodologie 
(in luding the indu try' only ingle 
tageep emtelephon probability am­

pi ) a well a listed hou ehold and 
bu ine ampl . D mographic ta -
g ting, with e chang -level demo­
graphic e timat , i available for all 
RDD and li ted ampl . E SYS 
do it all from ample de ign through 
gen ration. 

G ESY ampling y tern 

conomical 

GENE Y ampling Sy t m ha th 
nd technology to help you hold down th high co t 

ofdatacollection. u E ESY Plu andGENE-
S y tern conomically purge bu in and 

non-working numb r from your RD ample o 
you don t h veto pay int rview r to find them. We 

1 o o e ignificant automa ic volume di count 
on both job and n annual b i . 

Quali y 

Quality re a ch b gin with a quality ample and 
you can count on GENE YS to b the mo t tati -
tically accurate available. Whether you n d a 
fully cu tomized ample for a p cific project, or 

you want to et up an in-hou e, tand­
alone y tern u ing yo own comput­
er G ENESYS give you th be t of 
both world . The b t way to find out 
what GENE Y ampling Sy tern 
can do for you i to e u in action. Call 
today fo a per onal demon tration at 
your location . 



Editor 's not : Th ubject of this month's "Data s " 
is a re pon e ji"om /bert Madansky , profe or of Busi­

ne dmini /ration , director, enter for lnterna/ional 

Bu. ines 1 ducation and Resear ·h at the niver ity of 

hicaKo . to fl.\-•o articles on ignificance that app ar din 

QMRR, "The s . Mi u eand bu eof ignificance," h. 
Patrick M . Bolda are and ika. Mitt I No ,·ember 1994) 

and " What is Significance?" h)' Hank Zucker (March 

1 4) . Following Madan . k ·· commelll are those of 

Baldo are and Mittel and Zucker . 

n th m aning of· ·ignifi -

hark ba k to poor ( r, wor e yet, in orre t position of 
k . Indeed, Prof ' r 

meaning 
of··. ignifi nne level ··· within a year indicate thnt thi 

one ·pt is murkil under to d by th mark ting r : arch 
pr fe i n as well. nfortunately, b th of th s arti I 's 
c ntain ambiguitie · whi h help to further muddy one' 
understanding thi on pt. The purpose f thi article 
i ' t s t the re rd traight, h pefull in a clear nough 
fa hi n t di p u notion reader may ha • 

12 

a ut thi pl. 
To pro nt t f r m mm nts, n. ider th 

followin qu tes from "The e, Mi u e and Abu e f 
ignifi ancc," by Balda ·are and Mittel QMRR, No em­

ber 199 and "What Is i nifican ?' y Zu k r Q RR, 
March 19 

" significance le el of ay 95 per nt m ·rely imp I ie 
that there i a 5 p r nt han ·c of ac epting orne thin as 
bcin 1 tru a d on th ampl wh ·n , in fact, in the 

population it may be fal e." (Balda ar Mittel 
" i en our parti ular sample ize there i a 5 p ·rc nt 

chan e that in the p pulati n repre ented by thi . ampl 
th prop rti n f r Gr up and roup B are n t differ-

Mittel 
bability 

w you how tru a 
cr 

troubl me ab ut thc:e ·tatement ? Fir t of 
all. the word ·• omething," "it," and "re ulf' (a under­
lined by me a v ), a. referent f the adj ~ctiv ·"true," 

ar mewhat impr is which can lead th reader t 
rr n ou c n lu ion ab ut what "truth" i be ing a -

, c · · d by si nificance te ting. Se ndl , when Baldasar 
and Milt I talk about pr bability of fin ing a hara teris­
tic in the p pulati nand Zuck r tnlk ab ut pr babilit f 
th truth fa onclu i n they are e pressing a mm n 

Quirk's Marketing Research Review 



mi under tanding ofwhatth proba ility . tatem 
ciated with a ignifi ance te t i all about. 

et m illu ·trate with a ·imple e ample . 
hand me a c in, and 1 'd like t determine wh 
oin is fair. Th oin either i r isn ' t a fair 

me ne 
ther the 

moment, only d n w · for . ure and p rhap d es 
the per n wh handed me th oin . But what doe the 
expre ·· ion ·'the pr bability that th ·oin i fair" m an? 

bj ti ly , that probability .i either l (if the in is in 
truth fair and therwisc . ubje ti ely , one an inter­
pret the pre ion a "What dds w uld I gi c that the 
coin i fair?" But m odd · may not be th arne as our 

dd , which i: why 1 dub d thi int rpretati n .. ubj c­

ti e.' ndld n'tthinkthi iswhat aida ar ,Mittel,and 
Zu ker are talking a 
ability." 

L t' 

ut when the u e th w rd ''pr b-

STATPAC GOLD IV-
: : 

PROFESSIONAL'S 

& MARKETING 

RESEARCH 

tatPac Inc. 
45 2 Fran Av .. • Minn apoli , MN 55 410 
(61 ) 25 -015 ·Fa (612 ) 25-0851 

#1 hoi ar h 

BI ~i. 
BRAND I JTUT , me. 

d w ·re to keep a sc r card n BRAND :Al\11 r • D IGN • MARKET EARH 
my r c mmendations. but only n tho e recomm nda­
tion made when the null hypothesis is true. G d c uld 
aL eep a s parat r ·card f m rec mrnendati ns 
when the null hyp the i i fal e, ut we won' tlook atthat 

recard no . If I want m lifetime per ntage 
correct all ·, iven that the null hyp the:i: i true l b 

5 p rcent, I will ad pt the f llowing pr edur 
1. alculate the p- alue a defin d ab 
2. if that p- alu is at mo t .05, I will re 

rejectin the null hypoth i · if that p- alu is reat r 
than .05,1 will r ommend ac pting the null h p the i . 
In my e ample , in • the p- alu wa · le than .05 , I 

would recommend rejecting th null hyp thcsi ·. Indeed, 
I w uld ha ere mmended r jc ·ting the null hyp the i 
if I had obser ed 59 or 5 head , but not 57 or fewer. ut 
of 100 u ing this pr edure. 

On any ne r ' Ornrnendation. J don't kn wh ther I'm 
right or wr ng. I can nly tell y u that the way I op rate 
I'm right 95 p r ent f th tim when the null hypothe. is 
i true. The evel ·ignifican ' e i ju t th p-value that I 
u e a a ·utoff in making my re mm ndati n . Th ·on I 

June/July 1995 

Fruit Of The worn 
Merck Procter 

2 0 Park A nue • 2nd Fl or • 
TEL (2 1 ) 55 7-6100 

\ York NY 10169 
(212) 55 7- 2 2 

C rcle No. 02 on Reader Card 

13 



correct tatement about ignifi anc I vel i the follow­
ing r tatement f one o tho e b Balda ar and Mittel, 
namely: 

ignifi ance I el of, ay, 5 p r ent merely imp lie 
that, gi en my pr edure for making inf r n . . there i 
a5percentchan eofmyr j ctinganullhypothe i baed 

n the ample when, in act, in th p pulati n it (the null 
hyp th ·i 

The con ept a iat d with th aida are and Mittel 
qu te, "the chan e of a pting a hyp th i a eing true 
ba d n the ·ampl when, in fa t, in th p pulati n it i. 
fal e," i called th operating h· racteri ti o a tati ti al 
te t. More regularly referr d t in th tati tic literature 
i th ~ of the te t, whi h i defin d a 1 minus the 
operating chara t ri ti r ·'th chance o reje ting a 
hyp the i ba ed on th ample wh n, in fact, in the 
populati n it i.' fal :·It i thi that i b ing rcc rd don 

od' other c re ard, the n h eep on the ac ura 
f my call when the null hypoth si · i. fal e . Thi 

lalt r n ept i: al. important in mar et r ar h, in 
that it i the pow r f th te t and not the le I of 
ignifi ance that d t rmin :the r quired ample iz . 

But thi i off the main p int f this arti le, and hould 
it elf beth ubj t fa future article in thi publi a­
tion. 

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

PHO E: (314) 726-3403 
FAX: (314) 726-2503 

Our experienced staff has 
served the qualitative and 
quantitative research needs 
of many Fortune 500 clients. 

Let us put that experience 
to work for you. 
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- lbert Madan k 

Multiva iate analyses, 
including conjoint 
analysis and perceptual 
mapping 

P TRI K B LD 
R PLY: 

R ND VIK MITT L 

We w uld like t than adan y f r takin the time 
t arefully read th arti le related to tati ti ally di:-
ernible difference (a.k.a. tati ti al ignificance). Whil 

the point mad by Madan y warrant on id rati n. we 
h uld p int ut that th diff ren e between hi work 

and ur · are e entially due to a diff ren e in orientation. 
W are at i . ue with Madan y' n lu . i n that pub-

li ation o tw ani I in QMRR about ignifican e 
tc ·ting in i ate that "thi ncept i murkily under tood 
by th marketing re earch profe i n.' Whil me people 
within the mar tin .., r ar h field do not fully und r-
. tand th con ept, it i tere typi thinking to draw 
judgm nt a ut the pro e ion a a whol . Pu lication 

uch a QMRR erve a. hi le for continuing ducati n 
am ng pr fe ional who rna n t ha e the time to take 
formal Ja · s t refre h their kiJJ . By publi:hing ar-
ticle on topi that ar f pra tical importanc . Q R 
and ther uch publi ati n I pr vide a forum f r 
pr f s:i nat t bru h up their ill and kn wledge and 
2 remind r ad r of the importanc of b i ncept . 

Pu I i hing more than n arti le n a gi en topic doe not 
sugge ·t ign ranee or ambiguity n the profe ion' part. 
Rather, it how · th fi ld' penchant tore i it and r i e 

asic concept that are u. efuJ. 
ond, thew rd something, !1. and ml1 refer to the 

alternati e hypoth i . . While phra ing en ten in t h­
ni al term . u h a ''th null hypothe i " and/ r "alt rna­
tive hypoth i " may make the e po ition m more 
pr i: , they d not ne arily r nder it m re under­
tandable r r adabl . In fa t , carrying Madan ky ' · r -
mm ndation t thee tr me, w uld ex pre the entir 

problem in t rms f mathematical ymb 1 . Whil thi 
uld make our po iti n m r te hni ally app aling, it 

w uld n t nece aril make it m r pra tical or u efuJ. 
Ir ni ally , it i the arne ort of diff r n that we pointed 
out b twe n stati tical ignificance and pra ti al ·ignifi-

adan. ky ay 
n careful e amination w find that hi · 

re tatem nt i th ·am tatement a our cpt that h 
phra e ' tin term of th null hyp the i compared to our 
phrasing in t rm of the alternati hyp th sis. Practitio­
ner are more u d to thinking in te m of the ah rnative 
hyp the i rather than the null hyp th ·i . r in tance 
a manairer i more likely to under Land th tatement 
that w ar I king or differen , rath r than the 
tatement that wear tr ing t gather evidence again t 

th a ertion that there are no diff r nee in the popu­
lation. Th r f r , t nhance the readability f the 
article we phra d our · nten accordingly. I the 
gla half empty or i it half full? We belie e uch a 
d bat nly muddie the i ue . 
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evertheles. , Madan y' n t i u eful in it lf e­
au it d cribe th phil phy of und rtaking at t f 
ignifi an u ing a common xampJe. dditi nally, he 

highlight th dil mma pra titi ner wre tl with n a 
daily a i : what i the dividing lin b tween te hni al 
clarity fr m a puri t' p r p ti e and pra ti al clarity 
fr m an nd u: r' . iewpoint? hi que ti n d : n t 

ha e a right a w ong an ' wer. W lea e th r ad r to draw 
their own nclu ion . 

atrick Baldasare and Vi a Mitt I 

H KZ ER R PLY: 

Prof. Madan k d the aim 
primary aim a 

non -e p n. W r e , 
ther have lear m anin s in n rmal Engli h that 

ha e nothing t d with th ir m aning in tati ti . 
ignifi ance i a prim ample. n n-expert hearing 

or eeing th t rm ignifi ance l el w uld likely 
think it refer. t imp rtance rath r than to the chance 

of err n ou 1 rejecting a nul] hypothe . i . key aim 
f my arti I wa: to rrect this ali-t -under tanda le 

mi tak . 

n w to ur eyre earch. The arti J wa. written primarily 
f r the latter gr up. I att mpted t i e th non-e p rt a 
I ar, g nerally rrect under tc nding f the term ignifi-

can e. t plain ho~ t r ad the pro ability n tation 
pr vided by tati tical pa kag and t caution the r ader 
that significan te t d n t m a ur all typ of error . 
Phra e lik "s mething" or "a r ult'' being tru may be 
less preci e than ··r j ting a null h p the i , " but th 
ar more ea il und r t od by n n- pert . Balda ar 
and Mitt 1 menti n in their r :pon e t adan. ky, orne 
acrifi e in pr ci ·ion i often w rthwhile forth ·a e of 
larity . 

m reader rna find Madan ky's approach u -
th r may pr f r a le jar ni tic approa h, 

e pecially sin e it all w ·d a imilar length article to 
include important inf rmation about i: u relat d t 
tati ti c I . ignifican e. not ju t a d finiti n f the 

t rm. 

-Hank ucker 

Introducing: 
ispan· c Female Shopper Omn·bus: 

• op T hree i panic AD!' : . M I 

• 300 ase Per Market= 0 0 ases otal 

· ll ;pani h Dominant Re pondent 

• ombined L isted and RDD ample for maximum reach 

of target with enhanced repre entativene 

• Fa t 'AT! turnaround and tabulation 

Contact Dr. eb cca Gradolph or Dr. elipe Korzenny 
Phone: (415) 595 5028 X: (4 5) 595 5407 

1 01 h r way oad, u it 0 • B elm nt alifomia 94 0 2 
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True life tales in market1ng research 
By Art Shulman 

Editor' note: "War slories'' is a ref<ularfeature in which 
Art , hulman, pre idenf of Jwlman Research. an Nuys, 

a/if.. pre en! humorous stories of l(fe in the research 
trenches. Readers are inl'ited lo call or ~t ·rit hulman wilh 
torie of their own. 

re y u li em ? D you think you were m to e in 
mar e re ar h? I rememb r wh n J wa a kid of about 
nine or 10, wat hing the evening n ws on televi i n.lt 

uld be a w ltering ummcr day and then w. ca. ter would 
say mething like, ·• nd 2 million p ople jammed our city 
b ache today!" 

w, hearing that, most ids would inY gin them Jv 
wimming or fr li king in the ·urf or building and ca tie . 

But wh nIh ard that r p rt, I'd a to my elf, ''How do lh 
know it's 2 million? Wh unted th m? When did th y 

unt them? Ifth yc unted them at 2 p.m. what about all the 
people who came at 2: 0 p.m.?" 

r, if there wa a parade, the broadcast r would . ay, "And 
1.2 milli n people lin d the treets to eel brat ."And while 
most kid w uld imagin them l e marching in the parade 
orch ring nthe ideline ,l'da mym th r,"Howdothey 
know it' 1.2 million?" 

My mother would an w r," rthur. \) hat': th ·difference 
i if 1.2 milli n. mor than 1.2 mi II ion, or le than l.2 
million? an 't you just appreciate a parade?" 

TI1 n he would add, "And after dinn r. [ want you to 
mar h into the bathr om and sha off our mu tache." 

Ba icaJly market r :earch rs ar good pe p1 . H we er. 
m time de pit ur bc:t int nti n:, w g a t ay. Jeff 

T tt n cite a mail . tudy wher hi inn ent out a ma11 
amount of money as an in nti e. An elder] mini t r re­
turned th m n , along with his questionnair . writing how 

16 

inful it wa t "guilt" p ople int r . p nding. 
Be Fangman fFangman Res ar h rep rt a mall tudy 

her mpany onduct d where it wa hard to determine if one 
pe ific child was male or female. When the inter i wer 

a ked, 'What is your sex" th child an wered, "Oh I'm t 
y ung t ha 

h IJcy onow of D now 

itt m 
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t • 

Anyone can 
provide customer 
satisfaction data. 

Maritz gives you more. 
We turn data into action-

able strategies that improve 
customer satisfaction levels 

and increase your bottom line. 
Maritz uses comprehensive 

research findings to help develop 
systems that deploy the voice of the 

customer throughout your organization. 
We can convey your customer's message 

to employees, train your people in customer 
satisfactions ills, initiate employee involvement 

activities, and design reward systems that will 
improve your people's performance. ""J Maritz helps 

you achieve results because we are the only company that 
takes a totally integrated approach to customer satisfaction 

research . We create a breakthrough environment supporting 
continuous improvement, long-term customer loyalty, and growth 

for your organization . More than measuremen · is a commitmen 
that ge to the bottom line, not just to the bottom of a report. 

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

MARl 
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re . c nty p r nt ay that a 
erv r's abilit to provide fa t, ffi­
ient r i e guide the size the tip 

th y I ave. Thirt -two p rcent not 
that a · r er· fri ndline influ nc · 
th , ize of th tip, and 17 p r cnt say 
that attention t detail, u h a fre­
quent drin r fill , and orr ctly de­
Jiv ring p ci · I rder rna cs th m 
m re lik ly t give larg r tip.. nly 3 
p r ent f m rican wh go to it­
d wn re taurant alway tip a er er 
the traditi nal 15 percent or 20 per­
c nt with ut n idering rvi equal ­
ity. For mor informati n. call Kri ti 
Pear at -446-169 . 

t's prom t"me, do you 
know what your kids 
are doing? 

It pring, the time wh n teen 
think ab ut artie. an prom ·. But 
for many of th ir parent , pring i a 
time to orry a out th ir hildren' 
n · y beha i rs. And in the 1 0 a 
di u i n ab ut the bird. and the 

bee i no j king matt r. 
Wh n ask dab ut risky behavior , 
er half f parent (5 p r nt) y 

th y ar v r 
hild riding in ~ ~ ar with a drunk 

dri r and 0 per nt ay th are 
r c n erned a ut the threat of 

ID . Many par nts are al o cry 
ncerned that th ir te nag r wiJl 

drink and dri 4 p r ent , u. drug 
(4 per nt orb come e ually ac ­
ti 45 perc nt). mpar· tiv ly 
f wer parent: ar very c nccrned that 
th ·ir child will sm ke igar tt . 37 

are m st on erned about when think­
ing ab ut th ir teenagers, 2 percent 
of par nt are m . t lik ly t ay th 
threat f ID i f m st c n ern. 
imi lar proporti n 22 per nt) ay 

th y are most c ncern d that th ir 
t en wil1 ride in th car wirh a drun 
dri er. omparatively mall r pr -
p rtion m nti n ecoming :e ual1y 
active (14 perc nt , drin ing and driv­
ing l p r nt), or drug us ( ll per-

cent a th ir bigg t 

teenaged hild. 
rtunat I , m 

their r en . a ut e 
drinking (94 per ent . 
96 p r ent). drinkin 
92 p rcent), m 

and th threat of 

Pre\'ention 
ew tw rk 

Furtherm re, f \: parent wait un­
til a ri ·i to talk with their t n . 

lm ·t eight in ten parent . p e to 
theirchildr n a ut drinking and dri -
ing ( 2 p rcent). drug 1 p rcent , 
drinking 0 percent , ex (7 per-
c nt), and J (77 p rcent wh n 
the thought the time was right, rather 
than ecau e of a pr blem n d d to 
b addre ed imm diatel . 

nd thi time orne: when th hil­
dr n are at a fairly ung age. On the 
a rag , parent talked with th ·irteen­
ager a out ea h is:u bef re that hild 

continued on p. 34 

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

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record cod1ng and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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.Janet .J nn ha · b en named di-
r ct r of marketin research at 

unTrust Banks , Inc .• Athnta . 

G orge Wilker on h·1s b 'Cn pro­
m t d t i ·e pr'sidcnt and divisi n 
manager for Marit: Marketing 

Research· s Petjo rmcmce Measure ­
mellf Dil ·i ion in hi ag . G loria 

loan-R l ha j in d Maritz Mar­
k ting Re ear h In . a · division man­
ag r f the firm· . gri ·ultural Divi­
i n. In additi n. Gil Hoffman has 

been pr moted to the mpany·s 
gr up vi pre ident of inf rmatiun 
s tem . 

John olant. ha been promot d 
e uti e pre · i d n t of 

'onwa.v/Millif..en & A sociates. hi­
ago. 

Ra mond Bogg ha j in d Re­
sponse Ana f. · i orp . a a vi pre i­
d nt in it T lee mmunicati n · and 
[nformati n Technol gy 

0 
Yo 

eve 
're al 

Know 
g o! • I 

At Strict y Medica we make sure 
your people are talking to 
the right people. 
Market research strategy has been determined. Next step, implementation. 
That's where Strictly Medical comes in. With Trained and Licensed 
Medical Personnel , State-Of;r'he·Art facilities and equipment. Plus the 
added benefit of being in exciting and beautiful Scottsdale, Arizona. 

20 
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Strictly Medical 
Scottsdale Place 
5725 N. Scottsdale Rd. 
Bldg. C Suite 105 
Scottsdale, Arizona 85250 
Wendy Walker (602) 423-0319 

arilyn Rau ·ch ha j ined 
Rochrood Re arch, t. Paul, a: 
qualitati e re ar h director. 

Brian Ha ·wlev ha been named lead 
super i:or of the night ph ne room at 
Barnes Re earch. Inc., Grand Rap­
id. Mi h. 

Market act . In c., Arlingt n 
ights, Ill.. has prom ted Don 

Morri ·on to nio pre ident. 
He heads the in innati 

ffic . 

roup, an I r i ng 
h firm, ha named 

mpany' b ard 
of dire tor ·. W If i the 

roup. 
Jn dditi n, u an Hurry has be n 
promoted to ic' pr •sid ·nt of M/ A/ 
R/ R · ar<.:h, a di ision of he M/ 

/R/ r up. 

The board of dire tor. of Informa ­
tion Resources , Inc ., hi ag . ha 
appoint d homa , \ . Wil on, Jr. , 
as chairman. he firm al o ann un ed 
thre managerial app intm nt· r"la­
ti e to it Eur p an information bu:i-

continued on p. 39 
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up rDato . d e M ico ha 
op ned a new fo u group facility 
in Me ico it . The comple fea­
ture: a large nferen ro m, an 

b rvation r m with a wrap­
around mirror, PZM mi ·roph ne: 
and akami ·hi r cording quip ­
m nt, and cl ed-cir uit vid o 

iewing. re information, a ll 
Ri h Ander on at 0 - 00- 055. 

Irwin Re arch L e r ice ·, Inc. 

ha mo ·d its t I ph ne perati n 
cent r from Ja ksonville, Ia. t 

4112 .W. 22nd ri e. ainesvill . 
Ia ., 32605. Ph n 9 4- 71-7 0 ; 

fax 04- 71-00 7. In additi 1 , the 
c mpany ha pen ·d a central loca­
tion t ring fa il ity at 9 5 an J 
Bl d., te. 32, Ja ks n ille, 
32257. Phone 9 4-7 1- 1811; fa 
904-73 1- 1225. 

r. reg R ·nni r ha formed 
R ennier ·ociat , a marketing 
re arch and onsulting firm that 
will :pe ializ in agri ullur with 
an empha i n multi ·I icnt and u -
t m r s arch in th p ultry indus­
try. The firm' addr ss is P. . B 
7 7, lathe, Kan ., 6605 I -0787. 
Ph n 913 -768-6464. Fa L -782 -
9391. 

Da e Disher and haron Buhr 
ha p ned a full- rvic research 
firm in in ·innati. Di h r - Buhr 

Re ·earch, Inc .. is local ·d at 1 

Bee hmont A e., te . 
nati, hio 45255. Phone 51 . -2_ 2-
160 . 

June/ July 1995 

Bu ine · D nami . a bu:incss 
r ear h and ·onsu ltin g firm ba ed 
in Eagan, Minn., ha pened a Mil­
wau ee-a rea ffi ·c. h new ffi e 

th ategory f ernment and 
Public Affair . The award is pr -

r 
m reinf rmation,caiiJohnRai he 
at 414-521-1063. 

nted each year to individual and 
c mpanies f r profe i nat el­
len in advertising. pu lie r la­
tions and marketing mmunicu­
tion pr gram target d to th A ian -

merican market. 1 won th 
Inter vi 
m ri a , 

r ceivcd 

of 
ali f.. ha 

a\i nrd f r its work n a ur ey n­
ductcd for th ngeles Times 

d-

rti ing and Publi among Vi 
Allianc '. 1 95 Horizon Award in 

continued on p. 43 

Sometimes our business to­
business ·nterview· g staff calls 
2000 or mor respondents for a 

single study. 
Sometime we cal only 100. 

But we're always calling someone. 
We're on the ph ne I 0 hour a day, five days a week, 52 week a year 

talking with pr fe i nal and decision maker at every le el of 
management. I n 't that th kind of experience y u need for your 

n xt u. ine -t -bu ine re · ar h assignment. 

• lient on- it and 
off- ite monitoring 

• Tl or hard copy 
I implementation 

• E ecutiv - Industrial -
inancial - Medical 

The standard of quality in telephone research 

2 5-969-8500 
Neil Blcf< ld 
Pre id nt 

1916 We h Road 
hiladelphia 19115 

Michael Feldman 
E ecuti e V.P. 
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St eetRite corr ct 
address data befo e 
geocoding 

ational Databa e. d 

h., 

tre tRit • allow: u. r f mapping 
ft war to orre t addr ss data b -

f r app n ing g de ·. By ·orrect­
ing addre inf rm ·Hion prior to 

ding, u er an a ·hi v higher 
mat h rat ·s ·md impro e 

anal reliability. tr etRit "ilv ~r, 
and pare a dre . against th P 

22 

OBJECTIVE: 
Defi'ne ram/om d{~it :amplesfor ne1rspape1' lbal 
circulate ~)' zune ·. zl'IJicb are d ifi'n d l~l ' ZIP Cude·. 

551 SO UTIO • • 
BiJI Tru tt fproject d irector~~~ KPC Re·earch. a ~uh~•diaf} of 
Knight Puhli hing 'umpany in ~ha rloue. C) -"\\ · lh ·,· 'if \ 

/IP l''\change An~!l ~ -. is to define r.mtlom digll ample- for targeted 
.,t ud~ ar ·a., Thl' ZIP report tell-. u~ \\hat we l:.tn ex pet ! lor ·m·­

tr.lg · and hit f.lle. and that\ typical!} what \\ · d J fi nd 1 h<l\1.' 

comp.tr · I oth ·r companie . ., ro Sill anJ 
found the ot lwr n mp,lll il·~ · .,,m1ple 

.m~ not .1 .~ prop< nional or dltciem. 
\\ 'ith . ~1 ~.unph.> . .1re~l~ are repre­

~ ·nt • I wry well - one t f tlll' 
. d ling pc int-. tiM we u.se ~ ith our 

clien t~ . ,\ n I I l elie\ e our dient.., t:Jn 

nukt .1rrur.1tL' dt.: ·i ion~ ha .... ed on 

.'Ill \ -.amr le : 

·.lll , SJ fur sampling .~otu tions at 
( 20) )2'11--t200. 

Ctrcle No 109 on Reaoer C d 

f'o r lnen ullh llrt e_1 
r(' \ t'tl rl h<'n· Sfll<'l' 19 --

mats. ear rei as 
re informa-

Study profiles 
i pan· c 'exp ri nee 

with U.S. health care 
mpr h nsive study f Hi pan­

i p ricnc ·sand ·p tati n ' f 
the nati 1 • · heath care . tem i" n w 
availa I from Market De el pment. 
In .. an Di ·go. he tudy, which 
\! a , mplct d in De emb r I 994, 
inv lvcd t ·lcphon interview with 
1157 Hispanic: and I .., n n-Hi ·­
panics acros: th nited t'" t • . "Pa-

: Bridging th ap with 
n umers," a 255-page 

rep rt in luding detailed finding 
cro~ ·-tabbed by ge oraphi ·al region 
and Hi panic ~ubgroup, is now a ail ­
able b ·ub cription. or m re inf r­
mati . all Da e aher. 619 -4-4-
4583 . 

Softwar ana yze 
broadca t r arch data 

uperR · lings R ear h rp., 
o ina. alif .. n ffers a proces: 

of analyzing br ad a t market r -
s ar h data that enabl . the ag nc 
r p or , tation ale manager to cus­
tomiz ea h rep rt n a P . h r -
p rt di e t any gi n market b 
offering -; en · lumns of data with 
up to 15 differ nt categories of nu­
meri valu . to b a:signed by the 
u r. F r • ample, the t p five TV r 
radio stations in a market an b om­
par ·d and reported according to scv n 

continued on p. 49 
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550 S.Wadsworth Blvd. 
Suite 101 

Denver, Colorado 80226 
(303) 935-1750 
Fax : 935-4390 

Focus Group su· is a contemporary, tastefully 
decorated, private facility centrally located · easy 
accessibility. 
• Room includes washable writing 

surfaces, movable easel, oak rails, 20" monitor & 112" 
video players. Conference table seats 13. Wired to 
provide audio & video feeds to Focus Group . 

• Vi wi~ Room 2 tiered, seating 15 people comfort-
ably. Wnting surface, muted lighting & state-of-the-art 

sound system. Snack & beverage bar also in 
room. Catering service provides Denver's 
best cuisine. 

• Central Location Facility 500 sq. ft provides 

;~=!=~~~ multiple configurations of seating, holdi~g 40-50 respondents. Can be used for multlpur-
poses, including client work area, de-briefing 
facility, for mock jury tests, store 
simufations, or taste tests. 

• Secured Storage Room Adjacent to central 
location facil ity for product materials. 
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Qualitative Research 

In defense of o 
focus groups 
By my J. Yoffi and ar· An al n 

Edilor' nme: Amy J. Yoffie is presi­
denl of Research onncctions. Inc .. 
Westfield, N.J. Mw:i n:alonc is presi­
denl f~l Mwj n::alone Re. earch. 
Florham Park. .J. '' w h nota kn wledg 

that t hnology in-
evitably gi eth and 

ta th awa and therefore try ·r m 
th ut t to magnif th benefit and 
minimiz th . t · ." Thi . quotation 
fr m a r ~ent artie I · in th' cw York 

Times Maga:ine by Ma · rankcl il­
lustrat s our p rspecti on th ur­
r nt d bat among mark Ling r -
s ·archers: What is the value of on­
lin rc:carch and. in particular, on­
lin focu gr up '? While Tom 

r en aum tated in hi arti le "Fo­
u group n the Intern t: an int r­
. ti ng idea but n t a g d ne" 

( RR, May 1995 that focu 
gr up n the lnt rn t - and by 
impli ation an n- line gr up -
are "n t likely to re "ult in eff ti 
f u gr up r . ar h " we bcli c 
that th ·r ·is a place for on -line quali­
tativ research and that r . archer 
can succe. sfully add it to their menu 

24 

of available m ·thodologi s. 

·i ethan traditional groups. n o -
ious r ·ason i: that moderator: and 

client · d n't have to trav ·I anywh re 
t parti ipate. Gi en the high co. t of 
air trav I, rental cars and hotel • th 
sa ings an be . ub:t· ntial. In nti e 
payment · tor ·p ndent , whi hal o 
ha increa din recent y ar , an be 
redu d as it co t the re p n ent 
little or 1 othing t dial in and they do 
n t ha e t travel to att nd. The e 
a ing an be put a ide f r th r 

r ar h proje t or, b tt r yet, us d 
l in reas th ·numb r of groups h ld 
and t all w f r m reg ographic ·tll 
di p r ed r p ndents. th r by ob­
taining more information than would 
be llected from in-p r. on groups. 

t wh r th group. ar · c n­
ductcd. th re is a valid con rn ab ut 
hoi ing th min a locati n where th ­

r · might "wander in.'' Whil it ma 
be diffi ult pr ent u h o urr nc · 

• tne 

on the lntern t, it p 
nat a pri at 
eomner ial n-Un 
more, it i not a. if p ple an 'oin th 
gr upwith utbcing".-ecn.''Theirscr en 
name ap ar. and a train ·d mod rator 
will be awar that thi ha ur~ d and 
a the intruder to lea e before pro­
ce ding. n th r pti n f. r maintain­
ing pri ac is to u. a pri at bulletin 
h ard wher only authoriz d re p n­
dent and li nt an participat . 

person group. 

int ra ti n 

ur­
u t a in an in -

Dial in from her de k 
On-lin f u gr up al hav an 

internal valu to compani ·s. hen 
was th last tim your att nded 
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a f us roup? When did our budget 
Ia t allow for m re than one or tw 
taff member: to e pre. nl. When 

th fo us roup are n-lin , all the 
E hast d t attend is dial in from 

herd . he Lh n can . fir t-hand 
what i being :aid and \1 hat the hot 
i. u ar . and a phone link t the 
mod rat r enables h rand ther . La r 
p pie t requ :t that certain points 
b e pl red in more d pth. II wing 
multiple taff m mb r t ob rv 
generate. c cit m nt a ul th re-

ar h th y ha e request d. hi in ­
t rnal PR rai e awar n s: at all le -

I about the imp rtanc ·and value f 
r s ·arch to marketing plan. and re­
ults in a great commitment to all 

L p s of marketing r ·s ar h. 
orne people bj cl to fo u. gr ups 

b ·ause re p ndents cannot et ee a 
ideo r th r isual timuli n-line. 

The lution is to . end u h mal rial. 
Lo them ither f r prior i wing or for 
viewing during the gr up. Ha ing a 
"pi ce f the r s arch" in their hands 
underlin . to re ' pondent. th· · ri -

usn s · ofth ' rtask, ·vena itgen r­
ates cnthu ia m and commitment t 
dial in and participate. 

nthu:i m and mmitm nt t f -
cus group are spc ·ially diffi ult t 
a hi ve with sur e -\ eary and hard­
t -r a h r spond nt . Ph sician , 

- hav numerou. d mands on their 
tim and flen ar not willing to driv 
toandparti ipat inatw -h urgroup. 
When they I arn that all the ha e t 
do to parti ipat i. dial in - and that 
they can d from hom r from th 

ffice - parti ipati n rat in reas 
dramati all . Th r ·suit i refre h d, 
att ·ntiv re p ndents. 

111 ' ·p ·ious to u . in·· no focu 
roup i design d to yi ld quantita­

ti ere. ult.. R· ther. they ar used t 

add rnor information t th 
pro e. s and to learn the language · 

the p pulati n b in' . urv y d. s to 
the is. ue f wh thcr parti ipant r p­
resent their population. it h uld be 
not d that th t pes of hard -to- ur e 
r p ndents m ntion d arlier g ner­
all have r ady ac e to comput r 
and mod m . 

Finall . as marketing researcher 
we hav 'a resp n ibilit t con:tantly 

·plore n w way f gath rin data 
and not b bound b tradition·ll re -
ear h m Lh d . The on-line fo u 

group sh uld be viewed a: ne m re 
very u etul and cost-eff ti r . ear h 
tool. parti ularly wh n we w" nt to 
talk t l t f p pi~. to hard-to-rea h 
resp ndent . and to tho. wh ar gco­
graphi ally di ' p rs ·d. It i · a p \ erful 
qualitativ data coli cti n tc hnique 
whi h an help us t und r tand what 
our u t m rs are thinking and why 
th y arc think.ng it. whi h. after all, i 

ur mission. Our harg ", th n, i to 
be m proficient at u ing this tool and 
to us it when appr priat ·, or a. Ma 

rank I :tales. "magnify th b nefit 
and minimize the osts.'' 

(,Habla Espafiol? 
MDI Interviewing Services, Inc. invites you to participate in: 

The MDI Hispanic Omn·bus 
• Flexibility: Sub-samples by market and/or gender 

offered at reduced prices 

• Dependability: The MDI Hispanic Omnibus has been conducted 
every quarter for the last four years 

• Quality: All fieldwork is conducted by MDI Interviewing 
Services, the leader in Hispanic data collection 

June/July 1995 

For more information about this shared-cost survey for conducting primary 
quantitative research or about MDI Interviewing Services, contact: 

David Taber @ (619) 424-4583 or Roxanne Ewalt@ (619) 424-4535 

MDl 
interviewing services 

1101 Bay Boulevard , Suite D 
Chula Vista , CA 91911 

C1rcl . 125ooR ad rC rd 25 
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First Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis 8c 
affordable conjoint designs 

The common-sense comma. 
It turns our nome into an agenda. 

http :1/www .fi rstmarket.comlflrstmarket 

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

-
First 
Market 
Research 

121 Beach Street. Boston, MA 02111 
(6 17) 482-9080 

2301 Hancock Drive. Austin. TX 75756 
(5 12) 451-4000 

C1r No 11 1 on Reader Card 
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Vendor cr·teria 
continued from p. 10 

mmunit r gardle ·s f ur own 
trength and weakne . cs. 

Th RFP defined a ugg . L d m th-

d I gy. It r quired the el ted rga­
nizati n t u e b th primar and : -
ondary r arch meth d , Je 
th alue o e tabli hed 

f s r-

• Develop olution /recommend· -
ti n , in luding program and er-

, faciliti and funding ap-

m-

Ke data el men 
The R Pin luded ali l of ·elected data element to b in luded in th analy:is. Th 
w r: 

D mographic: Age, e , ra e. thni it , etc. 

..., o io onomic: Education o upati n, in orne, li ing arrangements, in ·uran e cov­
rag , medi al a. si. tan e (Medicaid) recipient • hom le , homebound, living al n , 

hou ing n d , tran p rtation. 

P y hographic: Pattern of health ar utilizati n b life ·t !c. 

a ta lity: Mat mal and child health indicator , te n pr gnan , premature birth~ . 

ong nital anomalie , ID , p rinatal in ices. fetal ale hoi ndr m , in utero drug 

H aUh r i ·k: B havior that in r a e the ri k of health problems. such a: :moking, 
b ity, al oh 1/IV drug/substance abu ·c, e ual havi r . nvir nm ntal danger , 

su h as p llution I vel , rad n ga , onge tion. upational e p . ur . Physical 
ina ti ity. 1'\utriti n. Failure to thrive. Dome ti violen e. Bl d lead level . 

Pro i ·ion of h a lth : The d gre of a c and utilization o health related resour e.-, 
in luding: inpatient providers, outpnti nt fa iliti • m rgency ic clinic , ph i­
cian , s recning and early det ction r i , pre nti e health rvi es, m mal health 

rvice . ri enter . famil planning centers, ommunity-based service , weight 
management , health clu , athl tic facilitie , enior ervi e , hool health, homemaker 
ervi e . visiting nun; . , medical Iran ·portation , ambulance rvice and para-tran it 

· and availability, influential om-
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Focus Vision· Network brings 
your customers into your office, 
ready to talk. 
Ho it rk : 
• FoaJ ·Vi ion twork pr vide vid o 

tran mi sion of li_ nation\vide focu 
group. 

• " tt nd'' your nationwid group from 
your offi e or c nv ni nt F u Vi ion 
Vi wing C nt r. 

• More k y p r onn I can participat whil 
aving trav I tim , in onv ni nc and co ~t. 

• Turnkey End-To- nd rvic with a 
Focu Vi ion Facilitator at th lient ite, n ur 
th quality and c m1i rt of v ry proj ct. 

• High t quality pictur and sound with state-of-th -art CU equipment and 
AT&T n twork y t m. 

• Two zoom len cam rasa~ contr 11 d from eli nt lo ation; e what you' ant to 

• C mmunicat with your m d rat r and b hind-th -mirr r oll ague at any tim . 
onduct tw -way video d bri fing . 

Focu Facility N tw rk: ANNOUNCING FOCUSVISION WORLDWIDE. COMING SOON ... LONDON, PARIS, 
FRANKFURT AND MORE. CAll FOR MORE INFORMATION. 

tlanta-Fi ldwork In . 
Atlanta-Quick T t Opinion nt r 
Bo ton-Fi ldw rk Inc. 

hicag uburban- mith R arch 
hicag uburban-Quality ntr ll d ervice. 
hica o Downtown-Ad) r-V:~ in r Re arch Inc. 
hi a Downtown- mith Re earch 

Cin innati-Th n wer Gr up 
Columbus H- uality Con troll d rvic 
DaJlas-Quality Controll d rvi 
D nv r-Information R arch, Inc. 
Hou ton-Quality Con trolL d S rvice , 
Kan City-Quality Contr ll d rvice 
Lo Ang I ~ -Trotta date 

Lo · Angel s uburban-Trotta As ociat Irvin C 
Minn apoli - rman Guidance R earch 

a hvill -Quality Controll d rvi 
·e, Yor City-Murray Hill nt r 

Philad lphia-Philadelphia Focus 
Ph nix- Fieldwork IJ1c. 
Raleigh-L&E Research 
an Franci c -Eck r & iat 
eattl - ilmor Re , arch Group 
t Loui -Quality Controlled rvic 

Tampa- uburban As odat 
~'ashington D . . -Ho Mar~ t R ar h Inc. 
We t h ter -Fi ldwork, In . 

1266 East Main Street • Stamford, Connecticut 06902 (203)961 -1715 • FAX (203) 961-0193 



Introducing ... 

A 
Brand New 

Focus Group 
Facility ... 

Designed 
Just or You. 
ioux Falls' Premier 

acility Offers: 

• nv ni nt ation 
• parate Entran 

for Participant 
• Two-Ti r Viewing 

R m 
• r f ional Audio 

tem 
• R ar Pr j tion r n 
• l r-to- iling 

irrors 
• Participant R ruiting 
• Pr f i nal 

Facilitati n rvi 
o ting 

ho nix Sy tern , Inc. 
2701 o. Minn ta A . 

ioux Fall , D 57105 

(605) 339-3221 
oll Free 1- 00-657-43 

Circle 1 2on Ra d C d 

nal L of propo al · 
We judged the proposals against II 

r at an 
in ·trument, but we did want to have the 

dified to meet our ne d.· . 

to m t ur budgetary 
till meet our goal ? 

wee tabli h d and k pt within our c . t 
and time fram . 

The proje t wa ompl t d in the 
time fmme pecified. with re ult that 
led to thee tabli hment of a Jo al group, 
th Lower Meri n Health on ortium. 

hi con rtium i de eloping program­
matic re pon e to the community' . 
need by li iting parti ipati n not just 
from the initial tudy team, but fr m 
c mmunity leader and other health 
providers. 
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Omnibus Research 

Sup menti gomn·b s da a 

Editor'. note: Tracy D:ied:.ic iscmm­
lr 1 manager, Poland, and Michael 
Fodor i regional director, Eastern 

uropean p ration . with Macro In­
ternational, an international re.\'earch 
firm ba ed in ah·erton , Md. 

The problem of ndu Ling syn­
dicat d/ mnibus studies in a de­
vel ping market lik astern 

urope ar baked in the akc. .· tel -
phone pen trati n is e tr mely I wand 
the phones that d exi t d not alway 
w r • larg - · al interviewing i 
du ted door-t -d r. The e d 
d or <.unpling d . ign 
th u and of :quare mil . u ing inter-

iewer who need t be trained t imple­
ment what can be fairly omple pr t -

col . But th s and ther probl m are 
well-kn wn andd umented. Th fr t­

ing nth ak li sin trying to interpret 
tatic data in such an e lving en iron-

ur: pean markets, 
large multinational producer f fa.·t­
m ving on urn r g d manage nu­
m rou brand a ro multipl atego­
ric . hese categ rie are dynami ·• 
cr wd d and mpetiti . Ob, er rs f 
shar data note a hu fling of positions 
rather than a bottoming out of th • mar­
ket. on umer data re eals that produ ·t 

June/Ju~ 1995 

ictu e 
olish market 
r c Dziedzic nd ichael Fodor 

per ption and cxp ctati n. are hang­
ing rapidly a n w combinati n of at­
tribute • ben fits and laim · are intr -
du ed t th market. h bundle of 
attributes which define the idea] i 
' hangine: fa:ter than pr due r and ad­
verti r · ·an adjust. Pre i u ly tr ng 
laim. I . c impact. imply put, th Ea. t­

·rn European n urn rcan bedifli ·ult 
t track. 

economy and ac I rated cultural 
chang . The traditi nal "point in tim ' 
omnibu ur ey pro ides a snap:hot in 
time within a fa t moving frame that 
limit the pr dicti c al u f u h 
in trument . Qualitati tracking 
to I · addre the i . ue.· b suppl -
menting mnibu . data, allowing th 
tudy f o ial and economic dynam ­

f key dem graphi gr up -
teen . worn n. m n - in order to 
build to ompl tc picture of the e k 
egm nt . 

R entl . Ma ro lnternat'onal ha 
launched · ·mi-annual qualitativ tra k­
ing tudie · f the key ·egment m n­
tion d. oll · ·t d via depth interview 
in apital citie:, the data are mbined 
with th traditional cr s.' - e li nat m-

nibu r ults to provide c n umpti n 
data with attitudinal trend that be t 
predi l futu~ · b havi r. 

T illustrat how thi combination f 
qualitative und quantitative techniqu . 
wor t add alue t the in ·tigati e 
pr css, some of the re ult of a re cnt 
ompreh n ·i e 'tudy of Poli h worn n 

are di. cu . d bel w. p ifi all , the 
r ·s ·arch program reveal d a unique s t 

f perating dynami whi h would 
m t li ely ha remain d in i ible 
u ing traditional mnibus survey tech­
nique . 

dynamic 
menti ned, a ombin d appr ach 

of qualitati e (motivational depth in­
ter i w in Warsaw andquantitati e(a 
nati nall r pre entati surve of 1,000 
women) mean were u. d to id ntify, 
quantify and qualify th foil wing mar­
ket dynami ·: 

on mi ~ r c. andc n ·umerc n­
fid nee. Rising ta es, intlati n, and l w 
p r- apita incom coupled with ignifi­
ant pri e diffcrcn · s between d me -

tic and imported pr du t intluen e 
nsum r behavior at the mo t a ic 

le el. Th s macroeconomic fa tor 
dri c not only purchase p w r but n­
um r confid nc that i at the ery 

cen ter of buying b havior. The tate of 
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thee onomy clearly remain. alth ~ r -
fr nt of on urn r.' n ·ern:: 

- ln Poland, f r e 
half of the women urv 
there i a p ibility th 
j bin the coming year. 

- on idering the progr s of rc­
fonn in Poland, r ne-Lhird f Pol­
i h w m n do n t xp ' L an change 

r th ne t two year :f. rty-four per­
nt I ie e that hange will de elop; 

ight en percent f. e e a change for 
the wor e~ thirty- i percent don't think 
thing will change at all. 

keptici m a ide, P li h women 
m t ften p · nt to "new product " or 
'impr ved election" a thebe tchange 

r recent year . i en the financial 
limitati n f the typical Poli h hou e­
h ld, th w man· role ecome that of 

n mi t, weighingandju tifying pur-
ha · f th m t a i go d : 

"My job; to make ded ions to pro­
l'ide what i best f or my family. " 

" ach purcha e I make is impor/alll : 
m ·family budge! is limited." 

• N w brand ntry. he ntry of a 
brand affect on umer jud0 ement and 
choice . Thi "attra ti neff t' au · 

and in olvem nt 
brand : 
-A di ·tin t maj rity 5 per ent of 

P li ·h w men ay they "like to try new 
thing ." 

-Am ngthenewthing triedlately, 
Polish w men are not nly ju tifying 
pur ha . for the family , ut n w men­
ti n pr duct · "ju t f r her. " Indicative 
of thi trend, m ti are tri d more 
often than any other categor . In War-
aw, women pend over 0 per month 
n them el e , a tr nd that ontrasts 

sharp! y t even a year ag . 
-Importantly, women are increa -

ing th ir r le in traditi nally male pur­
cha e , uch a hou eh ld applian e 
andcamera .D vetailingwiththi · tr nd 
i a m dern, more lib rated P li h 
woman. 
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• Ad-e ked e ect. ln de eloping 
market like Poland. brand attitude ar 
larg ly . haped y adverti ing. In th 
a s n e f more mature brand , ad er­
tising i a p werful f nn f p r ua ion. 
Brand intere t can be generated uc-

s:full by adverti ing me age , en­
- rand trail and wit h-

R arch on a variety of 
consumer good uggest 
that, while ad1-erti ing is 
stimulating trial ad ption 
is slower to T stalize in 
developing market . Thi 
ob rvation is especially 
r levant as th Polish 

on urn r de lop her 
ability to decode Lmager 
and mes ages. 

tim t und r. tand this n ·urn r and 
build py ·trat gy ar und a I cally 
r levant and a ept d pr p siti n: 

large c nsum r pr duct com­
pany purchas d a I cal detergent and 
built adv rti . ing and p sitioning ·trat­
eg around Polish hist rical figure who 
qui kly b came :ym J· f the rand. 
F r thr e y ar , th pr duct has en 
nam d a. th fav rit mmer ial by 
w men a ro all age group . 

lthough 4 percent of Poli h 
women agre that "adverti ing i ne e -
ary "they react trongly to ad rti ing 

that th y deem wr ng y av iding and 
e en rcjc ting brand ·. P li h "require­
m nts" in tude: 

- a claim that i upp rted by a rel­
evant and plau ible rea n to b li v 
rather than uperlati and hyp rb I ; 

- rete ant etting and character · with 

an 

wher all f rm. of media are attracting 
attcnti n and urio ity . Ma r 
Internati nat' re ar h reveal that 
am ng w men in War aw. er 2 per­
cent watch over 25 hour of tele i ion 
p r week. Radi ha generated high 
li tener hip a well, with the a erage 
adult w man li tening to 20 hour of 
radi per wee . 

• Habit and pra ti e . Th influ f 
pr duct alt rnati e ha hanged u age 

ca i n and practice for many cat­
eg ri . The con umer i e ol ing t 
. eek a new et of offering fr m the 
pr duct he buy . Fore ample: 

on enient pa kaging nd fra­
granc hav me important at­
tribute f r cleaning pr du L which 

ho. n primari Iy t ill 

f P lish 
women expr .. . tr ng intere ·tin non­

! aning, pap r. and petrol prod-

ture in ad 
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HMOs 
continued from p. 9 

DO£$ YOUR COMPANY HA V£ ANY POLICIES/ 
GU/D£UN£S? IF NOT, DO YOU HA V£ INDIVIDU­
ALS RESPONSIBL£ FOR RESEARCH? 

Graph VII 

Research Function 

'""• 

0 5 10 15 20 25 30 l5 40 .. 
able 11 how th r :ult fa hi­

quare te t u ing 9 p rcent ignifi ­
cance level indi aling that: 

• HM without p li ies/guideline 

June/July 1995 

Data Processing For Marketing Research 

For speed and 
accuracy the world 

is turning to 
optical scanning 
nning m an a fa ter 1 k at your r arch r ult -

give you th comp titive edg . 

a ter thank ypunch for data ntry 

p rc nt accurat 

ctive £ r ample ize from 50 n up 

Wh theryou're ne t do r or around th be, 
Pin ompan ' full rvic data proce ing can 
provide cu tom olution to our p cific ne d . 

• Th We t large t provider tabli h d 1 7 
• pert ta works 24 h ur day 7 day a week 

• diting nd oding 

• RT Data Entry 

• Int ra tiv Ta ulati n with 
Pr pri tary oftware 

• tati ti al Analy i 
• Pre ntation Quality 

Graphic 

• Data Management 

• tart-to- in' h 
ProjectManagennent 

co PA 
Data Proces. ingFor Marketing Research 
1 07 16th treet • anta Moni a, alifornia 404 

Phone: ( ) 969-PI • Fax: (310) 453-3969 

v 
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Focused 

D ETA LS 

ttention to detail and 

impeccable client set-vice -

combined with a sen e of 

style and an air of elegance. 

J. Reckner Associates, Inc. is proud 

ro announce the opening of our new 

focus group facility at 1600 Market 

treer in the heart of Cemer City 

Philadelphia. onveni nt to th 

airport and numerous hotel , our 

new facility is the perfect business 

to busin ss r earch locadon for 

m dical or pro~ ional proj t . 

All of roday's latest technological 

innovations ar in place, as well as 

JRA 1 profes ional taff to as ur 

your focus groups run moothly 

and efficiemly. A focu group facility 

with a sense of tyle. Call today for 

a quote or moderator references. 

}RA. .. a traditi011 of qt~ality and Jet'Vi . 

Opening August 1st 

A 
Corportllt H dqMarttrJ 
587 Bethlehem Pike, 
uit BOO 

Monrgomery"\·ille, PA 189 6 

(21 5) 822-6220 Fax:: (2 1 5) 8 22-2238 

Ciroe No 1 4 on Reader Card 

32 

or indi idual re pon ibleforre ear h 
are more likely to u e out ide ource 
for re ·earch deign (61 percent). 

• HM with individual re pon-
ible for re ea ch are more likely to 

u e out ide ource for data coll ec -

that the 
research 

It appear 
market 
function need more 
attention by top 
management to en ure 
that the function l 

or anized properly 
obje tive are well 
defined and that the 
HMO' resear h z 

appropriate given 
those objectives. 

tion (28 percent). 
• HM s with neither individual 

responsible for re earch nor policies 
and guideline are more likely to u e 
mixed sources for data col lection. 

• HM s with policies/guidelines 
on mark t r search are more likely to 
use in-house personnel for data analy­
sis; oth r HM s are more like ly to 
use out ' ide ource for data analy i . 

fable II 

Poho sJ 
Guidehnes 

lnd•vidual 
Respons ble 

Nether 

I Research Deiig, Data Collecnoo Analysl$ 

Hlr : ~ ~ .\atO ~-~ : ~~~~ :~1•011 11::..1: ~ ~ ~t•IEd 
t I t I I I 

I 1 t I 1 1 

3•l' 1 u:~~,•.:t2°o 15 a!\4~'~o:1i u ,,... :.!(.•,,: 4 11 

: I : : ' I 

r I I I t J 

14''-1~1" :41t I)-~~ •l:·tl\11 i-' 5~·11 ,4'1 : 1•.,:41 .. -~ 

Some of the columns do· not add up to 100 percent 
because the don't know responses are not included in 
the table. 

Table Ill . hows the results follow­
ing a Chi-squar t sl which ound 
that: 

Tab! Ill 

Some of the columns do not add up to 100 percent 
because the don't know responses are not included In 
the table. 

with a central mar et re-
earch d partment are more likely to 

u e out ·de ource (61 per ent) and 
1e likely to u e in-h u e per onn l 
(39 percent) fo data collection; 

• Re ear h done y each depart-
ment i le likely to u e out ide 
ource for data collection (9 per­

cent). 
• If indi idual. are r . pon. ibl for 

r ear h. th y ar more likely to use 
in -hou e ource for data ol1 c tion 
(20 p r ent). 

Table IV 

'Ill at percent of you• 
·e rchd se ;tor M1 CATI Focus Panel 
!ho folia" ng m t ~ Surveys' lnterv ew Groops Stud~es 
repr en? 

20% or less 32"4 59% 61% 74% 

21'!1.· 40% 15 6'"' 17% 7 

41%-60" 18o/. 14 .• 7% 1% 

61%.80% 17<; 7% 5% 1% 

81%0fmore 13% 7% 1% 1% 

OK./Refused 5% 7% 9% 16% 

P.,.,(irllup.l~ 

Mail mo t popular 
ail surveys are them ·t frequently 

used method of data collection: nearly 
half 4 percent of all HM aid 
they u ·ed mai I urv ys for 4l percent 
or more of their re earch. The ec­
ond-mo t frequently u ed method of 
data colle tion is computer-as i ted 
telephon interviewing: 2 percent of 
H aid they u ed ATI urvey 
fo 41 percenl or mor of their re-
earch. Thirteen percent of HMO 

u e focu group for 41 percent or 
more f their re earch. Panel udie 
are u ed by three percent of the HMO 
fo 4 L percent o more of their re-
earch ( ee Table l V 

Re. earch budget 
As discu ed pre iou ly, there is a 
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trong po ·iti e correlation between 
gro annual r 
search budg t. 
ummary. 

enu and annual r -
able V provide a 

Table V 

RESEARCH GROSS ANNUAL REVENUE 
BUDGET Un!!!: $f !A I $~ Ml_j_IO "'" <>.!_•r ll~ 

$20,000 or Jess ~-, 47% 21% 

$20.001·$40,000 7% 27% 1~ 
$40 001-$60 000 29% 0% 7Yo 
$60 001 ·$~ 000 0% 20% 3% 
lSSO, 001 or more 7~ 6Yo 34~;. 

OK!Refused 7% OY. 2Q~ 

~- ..... ~ .... 

Cells hlghhghted are statistically slgmhcant. 

Tab! VI h w th co rrelation be­
tw en the annual res arch budget and 
how w II the r s ar h fun ti n i. de­
fined. 

Table VI 

RESEARCH ANNUAL RESEARCH BUDGET 
FUNCTION , ..... 

"" l#•~ .. .... ,~. 
'-""""'"" rt 

PoliCies/Guide I ines 22% 241 .(, 32% 4e•.r 
lnd•v Respallll4ble 20% ;(;.,, ?5% 15% 

Ne1ther 5(1!,_ 43'1<' 42% 33% 

~Refused So/,_ 3'% o•~u 6% 

.. ~a-. ·~ 

·c lis highlighted are statistically s•gnilicant. 

Table VII break: down the budget 
ffect on r s arch d . ign, data col­

lection and analy i . trong c rrela­
ti n ar r v aled: a low r budg t 
draw ea h pha e inward (the HMO. 
tend to us more in-house per onn I 
while a high r budget pu ·h s r earch 
outward (they turn to outside urc 
or mi ed sour e 

Cells highlighted are statistically slgmhcant. 

or attention n eded 

June/Ju~ 1995 

It appear thatth mar et r . ear h 
function ne d more att nti n by 
top management to nsure that th 
fun ti n i prop rly rganized, b­
jecti e ar well defined and that 
the H 0 's r ear h is appropdat 

Mail surv ar the 
mo t frequ ntly u ed 
m thod of data 
colle tion: nearly ha(f 
(4 per nt) of all 
HMOs aid the u d 
mail urveys for 41 
p r entormoreoftheir 
re a~ ·h. he e ond­
mo t frequent/ 
method of 
colle tion i 
a si t d 

omputer­
telephone 

2 interviewing: 
percent of HMO aid 
they u d CA 1 urveys 
for 41 per ·ent or more 
of their re ear h. 

giv n tho bj tive econd, to 
n:ure quality and improvement f 

r search, a orp rate p li y sh uld 
be developed and implem nted for 
tho ·e H Os 65 percent who do 
not have ne yet. r ating a entra l 
market re. arch de artm nt app ar 
to aid de elopment and implemen­
tation of r search p li i sand help 
manag ment cope with an increa -
ing number of r search project. . 
Finally, it w uld b e tremely b n­
efi ial to tabli sh . m m dels 
and/ r quantitativ inde e to mea­
, ure r ear h ffi iency, ff cti e­
ness and progress . 

SURVEY PRO 
fast, Easy, 
Powerful 

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

integrated survey products that 
need no database programmingt 

"Mouth, 
watering, eye 
appealing reports" 

"Created my first 
survey within 

two hour of 
in talling!" 

11 lts eose of use and impressive 
survey-and report-publishing 

1 ::;:.~~ ~ features earn it the Anolysrs 
~.=..:..:..=....:..::::.= Choice." *"'-d E*lal .miolll oiT/1191 

URVEY PRO Advanced Edition~ r Window 
. I i d igned f, r marketing pro ional 

who need high quality without busywork. 

ype your que rion , ele t al , and get 
de k.top publi hing quality automati ally. 
Cr at report figur by li ing on the 
qu tions and tatisti . Cro rab , multiple 
an w r and open-ended an w r in luded. 
Industry tandard data import and port. 

ENTRY PRO provid data entry for 5 us r . 
S reen aur mari 11 generated to mar h 
rh printed form. r prinr annable form 
and import th data. 

Limited-tim - bo h produ t only 695! 

Call 00-237-4565 x307 
or Fax 415-694-2904 

~Apian Software 
Practical tooLs for modem manag ment 
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Survey onitor 
continued from p. 19 

reached the age oftwelv . nd am ng 
parent with m re than on t enager 
23 per ent ay th ir young st wa 
y unger when th y :poke t that child 
than th ir ld r teenag r. wer when 
they p ke t them. 

Par nts app ar m what h peful 
that th ir t na er will f II w their 
ad i . F w r than one-hal f par­

nt. think their teenager definit I 
wi II foil w their adv i e ab ut AIDS 
48 p r nt), . making 46 p rcent or 

drug (45 per ent . mparativ ·I 
smaller prop rti n think th ir t n­
ag r definitely will f II w th ir ad-

a ut e (2 per nt , alcohol 
u e ( 7 per enl or drinking and driv­
ing ( 9 percent). 

"Par nt · are 1 arly on ern d 
ab ut talking with rheir hildr nab ut 
the ·e imp rtant afety i ue. , ,. sa s 
Thoma Dybdahl, mark ting r arch 
dire l r f r Prevemion maeazine. 
" nd that' a good b ginning to th 
pro e of preven tion and r clueing 
ri k. Th qu stion is wheth r t en 
ar li . t ning t their parent a well 
a th thin ." 

that parents arc 
d ing more than r ing th ir fin-
g rs,' ·ay Dan Rutz. utiv pro-

Th vast majority f parent ( 0 
per ent) cone de that it i hard r f r 
their kids to b teenager toda than it 

as for them. H w ver. 59 p rcent 
. ay they would n t b to w rri d 26 
percent) or not at all worri d ( 2 per­
c nt) if their teenaged n r daugh­
ters b ha ed like th did when gr w­
ing up. 

lm 1 half fparents 45 p rc nt) 

al o tend t think their le nagcr.s are 
b tter b hav d than they were when 
the w re growing up, and an addi ­
tional 41 percent say th y are a ting 
ab ut th ·ame. ut. the parents who 
think th ir t n are b tt ·r b hav d 
than they were are m r likely than 

th r. l say they w uld be er w r­
ried i th ir teenager b ha ed li ' e 
th did \i h n they wcr grm i ng up 

p r nl vs. 4 p rcent . 
Wi th today' s thr at I , par­

ents who sa ' they aren't worried if 
their kids b ha e like they did may b 
deluding th m el e . F rt - ·ight per­
c nt of parent onfided that they 
w re ually a rive a · tc ·nag ·rs, and 

Survey oftware for the professional researcher 
* Questionnaire Design * Que rionnain Printing 

L.::::::I5==l *CAT/ and CAP/ • Que tionnaire Analysis 
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Fir t 

No matter what your requirements: 
cro tabulation , frequency tables, 

de criptive tati tic or 3-D graphic , 
NAP Profe ional i your 

all in one" olulion! 

i ited within the y ar ........ 0 
Vi ited be~ r that.. ...... ....... . 

Ctrcl t'oO 1 15 on Reader Card 

teenag d girls 
are equall n-

f girls 
fb 

of t enag d ·hildren was admini -
tered by Parkw d Research soci­
ate . and has a margin of error f plu 

r minus 5 p rcentage p int . F r 
mor information, call arah medle 

pi r. at 1 - 7- 7 

Long di tance ads 
annoy, co fuse most 
consumes 

iary f r am r i 
internati nal publi relaLi ns firm. 

A t tal f 59 p r nL agr d the 
were nfu ·ed b the many diff r nt 

calling plan to ch e fr m. not her 
third ( p r ent di agr ed with th 
tatement, whil per ent did n t 

know. high r pr p rtion fth e in 
the I -2 age range (6 per ent) 
agreed th y w re nfu ed. 
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0 rail, 7 p r ent f m rican 
a knowledg d that they w r' tired of 
all the advcrti:ing and h p about 
long di:tance t I phon . rvic ·: J 5 
per ent di agr d and 7 p rcent did 
n tkn w.Th s withannualin me. 
f 50, 0 r high r were e n more 

like! t agre ( 9 per nt), a wer 
tho ·e in the l -34 ag range ( 
p rcent), a key finding in e both 
group are important market f r I n 
di tan s r ic . 

Themajority fAm ricans Oper-

Study finds strong 
b and loyalty fo 
feminine protection 
products 

M nstrual period may not be a topi 
f r p lite c n er ati n but they are a 
fact f lif ... at lea t for omen and, 
in rea:ingl . them n wh I ve them, 
ace rding to a poll in the current i ue 
of DK Forecast, an 

pol I f und that women ar no I nger 
embarra ' s d to menti n th pr i­
ou ly unmentionable - in fa t, tw 
third. 62 p rcent) of the 500 women 
ao- d l -5 polled hav ,' nt their hu -
band f bo fri nds out t bu tam­
p n r anitary pad. f r them. nd 
90 percent report that th men a ked 
t run the errand went willing) - or 
at I a t the went. 

''While uphemi m till ab und , 
mo t w m n and men rec o-niz that 
men:truation i ju t a fa t f l.ife and 

nt) ~el all them~ rlongdistance ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
pr vid rs charge the ·arne. In spit 
of fe ling thi wa . the app ar to 

nsidcr o t a ing within r ach of 
a careful con umer: 
cnt agreed that b sing th right 

provid r and ailing plan, u can 
sav a 1 t of m ney n I ng di tan 
call . 

"Though con sum r · want t hoose 
a long di tan provid that will 
ave th m money, they are I early 

c nfu ed ab ut the ariou ption. 
availabl ~ ,'' sa s 

ings is n t the onl fa tor in the 
h ice of a pro id r; on I y 50 percent 

b li th i curr nt pro id r are 
a ing them money cr other pro-

viders. In additi n, wh n a k d wh 
the u e their urrent pr vider. lo -
alty to the pr id r was mentioned 

pportunttte to ultivat 
cu tomer 1 alty by leveraging their 
heritage. image and brand equit , 
which appear t play n eq uall im­
portant r lea o t a ing. in getting 

tomcrs to tay with that pro ider.·· 
hiagouri . 

June/July 1995 

Hi panic 

t nd to 

pr eve 

th ir cultu al 

values, 

tradition , 

and identity. 

he ability to understand 

Hi panic cultural values and 

foreca t their influen e on a 

purcha ing de i i n i vital 

to uccc ful Hi panic 

marketing program . 

In fa t, an understanding of 

Hi panic life ryle and value 

a well a an appreciation of 

the ubtlctic of their cultural 

contextualization , an mean 

the differen e between market­

ing uc e and failure. 

Hi panic Market onnecti ns 

Inc. i a bilingual, bicultural 

full ervice market re ear h 

irm that provide in i htful 

and timely market intelligence 

about the Hispani ommuru­

ty' perceptions, attitudes and 

purcha ing pattern . 

Hlsponic MARKET 
CONNECTIONS, INC. 
B1 1nguoi/81Cultu al Market Research 

415/965-3859 
5150 1 Camino Real 

uite D-1 

Lo Altos, CA 94022 

Fax: 415/965-3874 

M. I abel Valde - Pre ident 
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not au f r em arra · ·ment, ' ay 
Ethel Kl in , publi . her of EDK Fore ­
cast ~ nd pr sident of K A oci­
at , . ' nd th c mmercial that ap­
pear on televi ion touting ab orb n y 
or wings d n 't make women r men 
ringe. ighty percent f women say 

th · a are perfe tly fin , and onl 
a third . a that all th e ad ffcnd i: 
their intelligence." 

TV ad erti em nt f r tampons and 
pad d n ' t offend th · nsibiliti s­
women don't want them tak n ff the 
air - but they aren't parti ularly per­
. ua i eeither.Wh nitcomes tofemi­
nine prote tion, women tend to tick 
with th brands they know and tru t. 

Threequart rs 75p rcent)ofw men 
a] way buy the same brand of tampon 
or pad. Th few w men wh ar wil1-
ing to try something new may b 
u ceptibl to the power f per ua­

. i n. rty-three p rcent of women 
who wit hed aid they did it b cau e 
they read about s methin g new. an­
other quart r (26 p rc nt) had a cou­
pon for another brand. 

Today m r · inf rmation thane er 
i · a ailable ab ut w men ' hea lth, 
but s m myth: still per i t. A quar­
t r 24 per ent) f w men till h ar 
that men:trual cramp are, ll in their 
head. And the more a woman uffer 
fr m men ·trual pain , the mor lik ly 
she is to hear that refrain (40 per nt 

f w men with er painful peri ds, 
·ompared with 14 per ent f worn n 

who ha e no pain . 
But for th pain that is ass ciat d 

with menstrual cramps, pain iller 
are a aiiable to women and women 
bu them. Tw thirds (6 1 perc nt of 
worn n who p ri en :ome di m­

f rt during their period turn too er­
the c unterpainr li f. ne inten( Jl 
per nt us ·s presc ription drug , and 

nly fi e p r nt rely n chamomile 
Lcaorotherh me remedie .Aquart'r 
(2 percent ) f women in pain, how­

er, don thing at all. 
"The mar et for feminine hygi ne 

product and r lat d painkiller i in 
n dang r f di :app arin ," . ay 

le in. "While worn n t nd t stick 

with th products th y know and tru t , 

dev r television ad that don't of­
f ndw men' si ntellig nce,r inf reed 
b a print campai gn that lay ut 
pr du t benefit , an create a niche in 
the market. " 

h DK oreca t p ll of 50 
w m n nati nwide wa conducted 
January6 - 8, 1995.Itha amar in f 
err r of 'our p r ent. EDK or ca f 

i pub1i hed t n time.· a year. r 
mo e information, all 00- ~ 5-7655. 

Study shows effects o 
promotions on 
shoppers' choic s 

prom tion ·ff cti ven 
ndu t db la ton/ urti I 

tudy 
ttrell . 

a Bould r, ol ., mar et re earch 
firm , d tail s the impact of ad ertising 
and promotions on brand choice in 
22_ pr du t ateg rie . Th study i 
bro en int tw di tin t part: - "The 
R le Of Prom lion : n How hop­
per Plan nd cute h ir hop­
ping ci ion ·· and "Th Role f 

Emerging 'fechnology Research 
From the FIND/ VP merging Technologi • ••••arch Group: Innovative in-cl pth t• ~ a1·ch on emerging mark t. 

for int ract.ive product, and ~el"vic s. We p cializ in id ntifying u ·er ne d. ancl int l' , t~ and matching th m to th 
b n fi · of per onal infot·mation chnologi . . Ul' • tudi , al · b nchmark th urr n adoption and purcha. d ci. ion­
making proce e of u. r to st..a li ·h solid ba. lin . for for asting tr nd.. tud;v d liv t·abl :-; ypically in lud a Focu. 

t·oup R port, hart Book', d tailed cro s-tabulat cl ata Books, N II data, an l a · parate Managem nt R port. 

Th American Information User Survey 

The American earning Household S rvey 

The American Internet User urvey 

Ame · c n Consum r Information Clusters 

The American Home En rgy Management Survey The American N w Small Business urvey 

InterActive Consumers ~tonthly n wsleLter ba;;ed on our cxclu. iv pl·imary res tu·eh, highlight important digital mat·k t opic.·. 

To I arn more, call Mr. Dana imm n at (800) 965-4838, 

or e-mail: dsimmon. a find:vp.com 

Visit our W site at http://elrg.findRvp.com for compl t 
sLudy pro. pectu. e .. ,. nt r arch highlighll , and a 
sampl issu of lnt rArtirr Con, 1/?lll'r~t. 

E111erging Teehn<)l()gies 
Researeh Gr(lll}) 

I 
62!1 Avt>ntH' of the •\Jm·rie 

Pl/0\f:: (HOO 965-4 3 • Ft\ : t6U7) 275-IJ. 91 • E-\11/t: d. immnn find ,; ,p.eom • lf t:u ."In: http: //t • trg. find ~ 'P ·nmt t; .......... __ _ 
< 
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Prom ti n n n umer' Brand 

Loyalty, Brand Trial And Brand on­
er ion." 

F r a h f the pr du t categ ries, 

:hopp r were given a list of brand 

and a ked to a urn that all of the 

brand ar the . am pri and ize. 
In lud d ithin th li ·tofbrand: wer 
g neri and private lab l . t r brands 

if appJica Je t the atcgory. h p-

per w r fir ·t as ed to 1 ct th 

brand th ' w uld s I ct fir t, then the 
brand the would elect e and and 
third in thee ent th ir fir t r fa red 

brand is not a ailable. The brands 

el ted by sh pper fi t, e and and 
third ar v ry imp rtant be au th • 
el ti n pro e i free of all o ther 

influence , e pe 
of pric and po iti ning in th stor . 

The rand that a hopp r w iII s lect 
fir t i attitudinal. A :hopp r' s atti­
tude toward a particular brand i 
there ulto anum erofinflu nee 

that have been a umulat d o er 

time . 
ln m cat gori s, . h pper may 

have an attitudinal pr feren e toward 

a fa rit brand and ill r p atedly 
purcha that brand when they mak 

their el tion in the tore. ln th r 
cat g ries, hopp r may ha e an at­
titudinal prefer n toward fa orite 

brand but will . ele t an th r brand 
when making the electi n. When 
. h pp r do not elect their fav red 

brand, the rea. n is aim t alway 

related to a c mbination of price 

and their per epti n of ri k if the 

brand d es not pr e to be ati fac-
tory. h pper ism re Jj e ly t b 

influ n ed to purcha e a I wer­

priced brand if th brand ha a fre­
qu nt pur ha e cycle and I w- u. e 

ri 
For examp le, a i -pack f car­

bonated . ft drink pur ha ed twice 
weekly at a di unt d pri e of 

$1. 9 and con umed ry qui kly 
is a I w ri pa kag of chewing 

gum purcha ed fr qu ntly at a i.­

counted pri e f 0.25 is a low ri 
if the pr duct pro s t b un ati -

factory. Howe r, a tube f t th ­
pa te, e en if dis ounted to 1.79, 

or jar of may nnais , di e unt d to 

JuneJJuly 1995 

I. , pur ha ed r si week 
and con. umed incr m ntally ov r 
th six w k peri d i a mu ·h 

hi her-ri if the pr du t i: un ·at­

i factory. The risk f a pain r -

Ji verdi unted to 2.79 and u ed 
r a p riod of thr e m nth that 

d e not m et p rformance e p -
tati n i t much for many h p­

p r t trade -o ff a di unt er u. 
th ir fa orit rand. 

ccording to Rob rl our II, pr si­

d nt of layt n/ urtis/ Ltrell. '' ln 
many cat orie , the brand that shop­
p rsindi ateth yw uld ' ·lcctfirsti 

di ~ rent from the cann r data hi s­

tor f what h pper~ actually pur-
hase the m t. Th · mpari s n f 

th attitudinal data pro ided in thi 

tudy mpar d to scanner data for 

ea h a teg r pr vid s a mea ur f 
the role and ff cti en fad erti -
ing nd pr motion in both the h rt 
and long t rm." 

For amp I· , the brand f beer that 

h pp rs indicat th y uld el ct 
fir t, all things equa l, i C or Light. 

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

Yet, ann rdataindicate that o r ' 
ight i not the me st often pureha ed 

brand of eer. The fact that hopper 

indi at they would lect oar Light 
first is a mea ·ure f the eff tiv ness 

of oors' long-t rm marketing and 

promoti n a ti itie . Ev ·n though 
·h ppers have thi attitud and per­
ception of oar ' ight. they are ften 

in f1 uenced t pur ha e an th r brand 

when m ing th . I ti n d ci i n. 
he hopper' d iation fr m e tab­

li h d altitudes is also a demon tra­
ti n f th influen · and ff tive ­
ne h rt-term 
prom ti n activit . 

Anoth r cxampl of h 
tude versu . historical scanner data i 
\.Vith salad or king oil. ri: is 
the brand that . hopper indi ate they 
will select ir t, all thing equal, yet 

risco is not th m ' toft n purchased 
brand ac ordi ng t pa t ann ·r data. 

Th · value f cr ating a long-term 
brand image and r putation is a maj r 

g al of manu fa tur r ·. Y ·t, it is not 
cl ar that manufactur r · know, ex-

• 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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I u i f canner data, the mea ure of 
. h pp r 'attitude tO\ ard th ir brand . 

A fre 5 -page br chure de rib­
in()' the full tudy i a ailable up n 
reque t. The brochure includ infor­
mati n n how companie can pur­
cha e the rudy. Write l : layt n/ 

urti I ottrell at 202 P arl treet , 
Boulder olo., 80302 r call Bo 

ottrell at 303-444-2 I. 

International 
companies 
estructuring mark ting 

to spark global ales 
Marketing d i ·ions in interna-

tional mpanie . ar b ing incr a '-
ingl rdinated on a global ba i t 
meet the need f w rldwidc custom­
er. and n w product introdu tion , 
a ording t a tudy by Th nf r­
enee oard the ew Y rk it -ba. ed 
gl bal re earch an 
b r hip organization. 

The tudy i based on interview , 
ca e tudie , and a urv y f more 
than 50 enior mark ling fficer in 
the . . and Europ . IL finds that the 
marketing fun ti n i. b ing dramati-
call r stru tured in me interna-
ti nal ompani int epar te a -

unt r ups to fo ter fa ter global 
. ales growth. In other global ompa-

ni s, th mark ting functi n i li ely 
t b me multi -di ciplinar - in­
luding ·xccuti e from mar eting, 
ales and manufacturing . 
" or man companie , foreign ale 

are b · omi ng critical in the wake of 
w akening national trade barri r' , and 
head ffi marketing manag r are 
re p nd i ng by devel ping n w ap­
pr a h . " a teph n Gat s, a 
Pari - a d ni r re ear h a ~o iat 
in The onference B ard' Human 
Re ur e /Organizati nal Eff tive-
ne d partment and author of th 
rep rt. ·• global mark ·ting ad-

ance . h w cr. th s mark ting di ­
re t r may need to pro id dd d 
enc uragem nt t foreign su :idiary 
mana ers whos control o r mar­
k ting d ci ·ions is declining." 

Ju . t ov r half fthis ·tudy' , ur ey 
participant indi ate that ountry man­
ager · c ntrol o erth mark Ling bud­
et i b ing r du ed. whil a third 

·tate that the marketing fun Lion is 
being liminat d from th f r ign ' U -

idiarie . 
To avoid demotivating the country 

manager who imp I ment gl al mar­
keting plan , ev raJ practi · an be 
f 11 w d: 

• I t ountr manager r tain I al 
brands and marketing budg t ; 

• olicit country manager ' ntri -

buti n f rn w pr ductdevel pment; 
• gi ountry manager urobrand 

team lead r. hip role 
id intcrnati nal tran fer to 

managers . 
•· lth ugh I a! coordination of 

mark ting deci ion and practice i 
in r a. ing, lo al r national c ndi­
tion: and pre ' Ure till e i t," con-
clud s at . "When o rl d, th 
re. ult is ft n failed global pr du 1 

laun hes and demotivated countr 

mar ting manag r ." 
ompanie ar r alizing that glo­

bal co or i nati n depend n th tra­
tegicnature fthemark tinga ti ity, 
the . ntial qualitie of the produ t 

r i e, and nati nal diff r n e in 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ the s ' ntial ~ue of the produ l r 

We Specialize In Specialists! 

i 

If h alth ar 
tru 

on du tfo u 
utiv through 

and all mann r of 
for all 

y u, d n't 
p ciali ts 

MEDICAL MARKET G REsEARCH, INC. 

1-800-866-6550 
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. rvice i derived fr mit ph . i al r 
emotional attribute al o h lp: deter­
mine the mar eting to b u d. If th 
product' tron are 
phy ical, gl al , ordinati n fprod­
u t de ign and pa kaging may be t 
prote t it valu . If the produ t or 
·cr icc's appeal i ba ed on em -
ti nal attributes, global coordination 

f rand name and ad erti ing acti i­
tie may be the b t approa h. 

Brand po iti ning, pa kag d sign, 
and adv rti ing ar th mark ting ac­
ttVItl that are in reasingly c rdi ­
nated on a worldwide ba i . But im­
po ing uniform m rk ting pra ti e 

orldwid with ut areful ·tudy f 
lo al mark t ndition can re ult in 
co ·tly mi take , The onferen e 

oard tudy h w . For more inf r­
mati n, call 212-7 9-0900. 
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ames of ote 
continued from p. 20 

ha be n named 
f TRJ In can 

Jo h B rnoff ha j ined th P plc 
& T chn logy trategie rvice.­
gr up f Forre ter R esearch. In ·. , 
Cambridge, Ma ., a nior ana­
ly . t. 

Walter .Jacob on ha. b n named 
vice pre ident. mark ting. of Pia man 

ompa .J International a t. Paul re ­
earch firm. 

C.J. Olson Mark 1 Research , Inc. , 

Minn ap lis, ha pr moted Robert 
Hill t . ni r ·uper i or and Bar­
bara Manke t upervi r in th data 
collecti n department. 

Barbara Daw on ha left Re ar h 
International t join Dennis and om­

pony, inc., a tamford. onn .. re-
ear h firm, a.s vi pr ident. 

Robert . M iller ha b en nam d 
pr . ident f the new u.stomer ati -
action Mea urement Di ision 

Market i ion Re earch Inc.. in in­
nati. 

ean B uld has j ined the TE 
r up of hilton R earch er­

vices, Radn r, Pa., a · re earch on ­
·uttant. He is curr ntly ba d in 

u tin, T a:. 

h rry chulte ha joined 
Medi ·at Data Management. a tony 
Brook, . ., pharma utica! re­
search and mark ting rvic com­
pany pe ializing in entral and 

a tern Europ , a director, bu i-
n d cl pment, and un try 
manag r fo r Poland. 

ha join d 
TrendQu 1 u tom Medical Market­

ing Res arch in an Diego a: pr ject 
manage r. 

J. Da vid rai will a · ·ume the 
newly created p siti n f pre ident 
and chief ope rating officer f r all 
operation · of meri omm Direct 

Mark tin . orfolk, Va. J ay nai or t 
has joined the firm a · a ount er-

ic .s manager. 

uza nn G o r g ha been pro­
m ted to vice pre id nt f marke t­
ing f r Hane Hosiery, New York 

i ty. 

Market Development's 

Patient Care: 
· dg· g the Gap with 

Hi anic Co .. umer 
A new syndicated research study which identifies the 

critical variables for meeting the needs of Hispanic patients 

For a study brochure or to request additional information about Market 
Development's Hispanic Health Care Research capabilities, please contact: 

HI 

June/July 1995 

David Taber@ (619) 424-4583 or 
Roger Sennott@ (619) 232-5628 
Market Development1 Inc. 
1643 Sixth Avenue 
San Diego, CA 92101 -2706 
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ew York Transit 
continued from p. 7 

Me artney, the chie marketing of­

ficer. 
ln ive year , the marketing re earch 

taff ha grown rom one employee 

(Stuart) £O e en. During hi fir ·t few 

year n the job, tuart pent a Jot of 

time meeting with lhe various d part­

ment within NYCT, ass ssing their 

information needs and exp laining how 

marketing r :earch could help them. 

Now, many department come to him 

and his staff. tuart give strong credit 

to his co-worker in the mar eting 

research department ( ee photo). The 

department function o effecti el 

because the taff member have a 

g eat deal of re pon ibility and au­

thorit in working with internal cli­

ent and e Lerna] vendors, tuart says. 

Preciou dollar 
While the Y T y tem ook in 

revenue of $3.1 biiJion in 1994, it 
also spent . I bi Ilion . oney i 

tight and fare increase arc a last­

ditch option. o Y must keep 

it current rider. happy with the 

er i e whiled tcrmining where to 

allocate the dollars that do exi t. 

"Re earch helps us establi, h . er­

vice lev 1: and then it help u de­

L rmine, once we start meeting the e 

threshold , where we hould be 

·pending our predou do1lar . And 

"Research helps u. 

e. tahli h ser' i e levels and 

then it helps us determine, 

on ewe tart meetin~: thes 

thresholds, rthere we 

hould be spending our 

precious dollar . " 

if we hav ound re earch on which 

to ba e our deci ion , we're much 

more lik ly to get funding fo the 

project we need," tunrt ay . 

With o rn~ny i ue facing it -

rising co t , fewer go ernment dol­
lar ,agingequ ' pment - NYCT' in­

formation need are many (there are 

30 project currently in the works) 

and varied. Thu the mark tin re-

earch department u. es th ful I range 

of quaJitaLi e and quantitative tech ­

nique , from focus group and tete­

phon inter iews to a tran p rtation 

panel. It 's ven d vel ping re earch 

application for a virtual reality 
t m. 

Much of the re enr h fo u e on 

id ntifying wh~t tuart call n th key 

lever that int1uenc u e of th sys­

tem. Re enr h ha hown that the mo ·t 

important factor intluen ing ·ubway 

u e i c ncern about personal s cu­
rity. •· number of years ago we de­

t rmined that it was the sing le great-
st barrier to increa ·ed rider hip," 

Stuart says. "We also determined that 

off-pea u age wa an area with tre­

mendou potential to increa e rider­

ship, but people aren't t aveling with 

us (during o f pea hour J becau e 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ they'recon ernedabout a~ty.Even 
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We've 
moved 

to San Jose 
Actually we're still headquartered in Seattle 
but we do have a new facility in the Great Mall 
of the Bay Area in Milpitas, near San Jose. 
1his m ans w can now offi r you complete data 
coUection s ruices from the w t coast to the Rocky 
Mountains. 

aU us for mor; information 

Consumer Opinion Services 
--------•-•We answer to you 
12825 1s t Ave . South Seattle , Washington 98168 

Call 206·241·6050 to book this facility ... 
ask for }trry or Grtg Carter 

C1rcle NQ . 121 on R& d f Car" 

though the crime rate ha dropped by 

nearly 50 p r nt in the last five year , 

the p rception of pers nat ecurity 

has generally remained flat. ' 

Analy j o everal tudie ha 

shown that crime i n't the only con­

tri utor to feeling o per onal ecu­

rity . It' influenced by other factor , 

uch a the leanline of tati nn and 

ubway car , the pre ence of panhan­

dl r and the layout of the stati n. 

"There wa no one tudy that t ld 

u what se urity i. all about; it was a 

mbination of them. We learn a 

much from the syn rgy of analy i 
acros studi . as w do from any one 

s tudy. At the beginning we focu ed 

on the tran . it p lice and the crime 

rate . We ' re in ding now a we build 

on pa t re ult that p r onal ecurity 

i m re than ju L the crime rate ; it's 

the quality of life i ue that detract 

from a en e of ontrol and order. 

Any impro em nt. in that area help 

mak peopl feel m re secure." 

Quirk's Marketing Research Review 



t rain 
ne fth larg .' t e p nditur :fa -

Y T in the 'Oming decade is 

the repla m nt fit fleet of ubway 

ar . Her too, Y T ha turn d to 
it u ' tomer · for help. Res arch wi h 

pa. nger ha inOucn d the de ign 
ofthcinteri rofth ew cchn I gy 
train , which will be purcha d e­

ginning in 19 7 and ar pe ted to 
co:t 2 million per car. 

"Wherea in th pa ' t, the engine rs 

and de igners would J k at the new 
car in term fmaintenan e and how 

many mile th y can g with ut break­
ing down, now w ha e thi opp rtu­

nity t red 'sign the train , t get the 
cu t mer involved and de ign the in­

terior, " tuart ay . "W hav nearly 
6,000 subw it ' s a multi ­

billi n dollar pur ha ·c er 20 year . 

a I t of m ney if 
we do it right up front in tead f 
ha ing t m dify th train Jat r." 

tuart ay . 

Y T ha pr t t pe o the n w 
subway car in th :y tern that it ha: 
u ·ed for f cu: group and walk-

through , to get opini n on b th ae -
theti and fun ti nal i ue , from the 
number f hand-h ld , to t1ooring. 

lighting and th po iti ning numb r 

and tyl of eat . For on s t o 

gr ups , pr totype ars w re brought 

to the tation at th :treet and Herald 
quar for a weekend at a part f the 

platform that wa n 't b ing u ed. R -

sp ndent w re re ruited fr m ub-

"There was no one tudy 

that told us what ecurity i 
all about; it was a 

ombination of them. We 

I arn as mu h from the 

synergy of analy i a ro . ~ 

tudi s a we do from any 

one tudy. 

way stations and tak n thr u h en h 
of th trains b f re participating in a 

fo us group on b ard the prototype 

car . 
R car h ha a1 o h lp ·d in the 

de elopment f the Metr 

aut mat d fare colle ti n A 

tern that replace t ken: with a card 
b aring a magneti strip. During t . l­

ing, 2.000 p ople ha e u ed th card .. 
Installation at the fir t 69 lations 
wa complet d in I 94. F in tal­

lation in the remaining 00 stati n 

and on bu · swill be pha ed in through 
1997, repla ing t ken . a th main 

·arc payment method. 

Tran portation pa nel 
One f Y T' major r ·earch ef­

forts i. an ng ing tran portati n 
panel in which a cro. s s tion of 3,000 

ewYork ityadult keepatwo-day 
diary fall f th ir trip and the kinds 

of tran portation th y u e. R . p n­
dent recei incenti e t ompl te 
the diary twice a year and if they 

mplete all th wa e th y r n-

tered into a drawing to win 1, 0. 
hortl aft r ubmitting their diary 

each uarter they're conta Led by tele­

ph ne for a more in -depth review of 

up r 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Par Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 

June/July 1995 
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th ir tran portati n choi s and op­
ti n . 

'Th pan I will giv u · the m st 

accurate data we've ver had on who 
u: sour sy._·tem, how they use it, and 
what our ·hare f the market i ·.We' II 
be a le t reak down ou market 
har ge graphically, by time of day. 

etc.," tuart ay . The panel will al o 
erve a a fie , ible vehicle for mea ­
uring the hort- and long-term ef­

fect of an accident on the Y T 
y tern or other tran portation i ue 

ore ent . 
The Y T marketing re earch de ­

partment i al o developing a virtual 
reality tern that would let it create, 
fore ample, a virtual ubway tali n 
and ha respond nts "walk around" 
in it. U ing the virtual reality ap­
pr a h, res arch rs could qui kly a l­
ter th look f the station, changing 
the decor or who i in the tation, for 
e ample, and then mea ure the effect 
the change have on there pendent ' 
perception of their per anal saf ty. 

The application are almo t end­
le , tuart ay , but before NYCT 
can run with th irtual r ality ap­
proach, it ha to learn to walk.' In the 
initial fora • peopl will I ok at a 
vid o monit r, but I'd like to get to 
th p int wh re if , t tally interac­
tive , where the per on control where 
th y go, what they look at." 

Re~ earch doe n ' t sit on a helf 
In his r :earch career, tuart ha 

w rked at ad agenci s, re earch firm 
and in the re. earch department of 
large corporation . ··1 think re earch 
i u ed a · well here a I've e er een 
it u ed. In term o the percent of 
project which actually g t to th Ji ­
ent and where the information i 
u ed, it can't be beat because we ju t 
don't d re earch rhaL · it ~ on a ·heir.·· 

A ign that re ear h ha · become 
ingrain d in NY T operati ns is that 
in the pa 1 f w y ars Stuart :ays he 
ha been a ked by heads f d parl­
ment to b a tiv I in lved in the 
decision making process - before 
th de isi ns are made. "More and 
more they want to know: I thi the 
right deci ion, a ed on cu tomer re-
earch?" he ay . 

What advice would tuart give to 
organization that w·ant to beller int -
grate marketing resear h. irst. he 
ay . , r s ar h must b :hared with a 

wid audience within the organiza­
tion, oft n beyond the p opl with th 
mo. t obviou. inter st in the r ·ults. 
"That way. other d partment and a 
range< findi iduals :e what ha · been 
done and what can be done. Head of 
other part of the organization will 
ee that and ay, what can re earch do 

for our department? 
"In addition, you'll find that th r 

Survey Methods Grou 

POPU I 
BI-Ll GUAL 
INTERVIEW! G 

FIELD &TAB 

42 

For all your data collectio tJ and focus group recruiting needs 

Specializing in: 

• Multi-languag & bi-lingual 

ealth ar 

• Social research 

• Bu ine t bu in 

• Diffi ult to interview 
populations 

140 ond 
San Francisco, C I 
Telephone 415.495.6692 
Fax 415.995.8185 

C1rcle No 23 on Reaoer Card 

are people in different part of the 
organization, e pecially a ver large 
on , who actually ha en need to know 
that you often don't realize until J ou 
tart haring th re ult n a wider 
ba ~ i ~ . The more you ~ har th more 
you find out wh·1t p opl and think­
ing "nd what th y n d.'' 

When rep rting r search findin2s, 
tuart 'i s. tim ·lin ss is key: get a 

summ·uy out to people right away 
and I t them dig :tit, then relea e the 
final ver ion f the re ult later. 
· here 'salwaysth trad ffbetween 
the perf ct rep rt and the timeline 
of the inform· tion. great-looking re­
p rt that nail d wn every detail that 
come out i month to a year later 
i n "t going to meet need . What we find 
very ucce ful i a uccin t summary 
up front. a ui k relea e of pertinent 
inf nnati n that get ut t . enior man­
agement and other ·. And th n the longer 
r p rt foil \: s for tho. e wh are inter-

ted. But we get the initial re ult out 
quickly. ~ hat' imp rtant becau e it 
keeps e rybod informed." 

In addition, getting people within 
the organization in olved earl in the 
re earch pro e give them a en e 
of owner hip of the project and also 
re ult inb uerre ~earchb·cau .· their 
input in ure ' that th right qu stions 
ar a ·ked. 

In-hou e u er are clients 
h '. lear that Stuart takes th idea 

of r ·s ar ·h as a s rvi e quite eri ­
ousl . H r fer: to the in-hou. e user 
of hi department' re ear h a cli­
ent and cu torner . "W hn e to real­
ize that the vari u part of the orga­
nization are our int mal partn r , our 
cu tomer . Th re ar a whol ho t of 

rganization out there where re ear h 
: i kind of i olated in it own world or 

not in tune with need f ach clivi-
ion. W ·tri to a id that. While 

all of us in the mark ting res arch 
departm nt are heav i I y teeped in re­
sear h m thodolog,, we know the 
imp nan ·c of ing cl i nt riented. 
We have to be able to work with 
other and tran late data into knowl­
edge." 0 
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Research Company ews 
continued from p. 21 

outhern alif rnia. 

Market Fact , Inc., Arlington 
Height ,Ill.,hadarec rdfir tqu rt r 
of 1 95. R v nu f r th quart r wa. 

per cnt greater than Ia t year and 
an all-tim r rd. mpan earn­
ing. w r 273 p rc nt of the n t in­
comer port d f r the fir. tquarter la t 
y ar. The increa in revenue in 1995 
i due toe panded li nt d mand f r 
th com pan '. pr prietar re earch 
product and er i , a II a. th 
impa t f th a qui ition of ar et 

act of anada. Ltd. 

Rickie rub R earch. 
Va .. ha. 

Jupiter, Fla .. 
677 . he new location will pr vid 
my ter . h ppin , retail pricing tud­
ie and marketing er ic . 

or n en ociate , a Tr utdal 
Or ., firm p ializing in the fo d 
in ustry , ha: p ned a new phon 
enter at it h adquart r xpanding 

it capacity to 1 calling tation . F r 
m r inf rmati n, call ill Hruby at 

-542- 321. 

Mark tVi ion/Gat way ,adivi ion 
of Mark tVi i n R . ar h, Inc . ha 

p ned a con umer re earch center at 
Paramount' King' . I land amu e­
ment park in incinnati. The facility 
i located near th dv nture illage 
theme area f the park, giving 

ark tVi ion' re ar h r. ac 
th u. and f vi it or . r more infor­
mation caJI51 -791-310 . 

ardiff oftware, Inc. has m ved 
t 1 arr w r. uite arl bad, 

alif., 92009. Phon 619-9 1-4 
Fax 619-9 1-4550. 

J an r i. tman, pre ident of 
r ei tman tark Marketin 

In . , aHa k n a k, .J., re earch 

firm ha formed a joint ntur 
with Keith Sherman, pr sident of 

, a computerized ap ­
proach to pa kage. print and out­
do r de ign re earch. E VI 10 
i an intera ti re ear h pr ce ·s 
that all ws c n umer to react to 
pac age de ign , ad and billb ard 

omputer graphi with th 
option of eye tracking and T -,' ope). 
Form rei nformation , call 201-996-

1 1. 

Walter Mene e ha f rm d 
Mene e Re arch ociate 
MR . The firm pecialize in na-

ti nat and internati nat data collec­
tion with a focu on Hi pani on-
urn r . The firm is I cated at 1162 

Iberia Place, uite D SanDi g a­
lif., 92128. Ph n 19-451- 772. ax 
619-45 J -3774. The firm al o ha a 
phone fa ilityat 15000VenturaBlvd. , 

uite 2 herman Oak , alif., 
9140 . 

How To Find The Best Deal 
On WATS Interviewing. 

Th high co t h n interviewing g ttin0 you down? 1/H/R Re earch Group can help - with th 
high t quality, 1 w t pri , and b t rvi avail ble anywh r . 

100 line national coverage • Certified interviewer 

• 75 i3/ TI tation Highe t quality 

• 0 n time re ult Low price 

• Project bid in one hour 

• On/off premise monitoring 

• tate-of-the-art technology 

y it' our on-g ing training program or ur great uper i or ut, 
n happier ar th r ally ompetitive pric . We're growing w an 

Ify u'r tiredo the am 
done right nd at a co t y u 

nd dane , o-i T/H/R Re earch Gr up a all. We' ll mak ur y ur job' 

1/ /R esearch Group 
Quality Marketing Re earch That Wor.k . 

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

June/July 1995 
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listed below are names of companies specializing in qualitative research moderating. Included 
are contact personnel, addresses and phone numbers. Companies are listed alphabetically and 
are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 
612-861-8051/ fax 612-861-1836. 

ACCHI Research Inc. 
8 Gnffin Road North 
Windsor, CT 06095 
Ph. 203-688-8821 
Contact Gerald M. O'Connor 

Allan Marketing Communication 
Rnearch/Oiv. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415·595·5028 
Contact: Dr. Sandra M.J. Wong 
QS./QJant. F«:h.ll~. M.niril, 
Japanese, Korean, T agaJog, at U.S & Inti. 

Asian Perspective, Inc. 
386 Broadway, 5th fl. 
New York, NY 10013 
Ph. 212·431·9366 
Contact: Grace Chin 
Mod. & Recruit In Cantonese, Mandarin. 
VH1tnamese, Korean & Japanese. 

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. 

BAI 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Contact: Kate Permut 
Innovative & Standard Approaches To 
Qual. Research. 

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

Brand Consulting Group 
17117 W. Nine Mtle Rd., S e. 1020 
Southfield, Ml 48075 
Ph. 313-559·2100 
Contact: Jonathan Brand 
Consumer. Advertismg Strategy, 
New Product Strategy Research. 

CB&A Market R arch 
1400 Westgate Center Dr., Ste. 200 
Wtnston-Salem, NC 27103 
Ph. 910-765-1234 
Contact: Amy Anderson 
Full Service Research Marketmg. State· 
of·the·Art Facilities. 

Cambridge Associat , Ltd. 
2315 Faitway Ln 
Greeley, CO 80634 
Ph. 800-934-8125 
Contact: Walt Kendall 
Expert In Focus & Ideation Groups 1· 
on-1s. 

Cambridge Research Inc. 
5831 Cedar La e Rd. 
St. Louis Park, MN 55416 
Ph. 612·525·2011 
Contact. Dale Longfellow 
Htgh Tech, Executives, Bus.· To­
Bus .. Ag., Specrfymg Engineers. 

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

carlson Marketing Con ultan 
941 Bayberry Po.nt Dr. 
Ft. Lauderdale, FL 33324 
Ph. 305-475-7181 
Contact: Susan Carlson 
Fortune 500 Cltents/Consumer!Busi· 
ness-To-Busmess. 

Michael Cln'lher Olecovery Retearch 
204 Dupont St. 
Philadelphia, PA 19127 
Ph 215-487-2061 
Contact· M. Carraher 
Discoven'ng What Is & How To Create 
Desrred Change. 

The Clowes Partnership 
2 Barry Ave 
Ridgefield, CT 068n 
Ph. 203-438-2647 
Contact; Rusty Clowes 
New Product/Advertisrng/A/1 Age 
Focus & Mmt Groups. 

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

Consumerllndustrial Research 
Service (CilR) 
P.O. Box206 
Chadds Ford, PA 19317 
Ph. 610·565-6222 
Contact; Gene Rullo 
Agriculture, Business-To-Business, 
Health 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 
Thrrty Years of Leadership rn Qualitative 
Research. 

Cunninghi Associates 
6400 Flotilla Dr., #56 
Holmes Beach. FL 34217 
Ph. 813·778-7050 
Contact: Burt Cunnrnghis 
37 Years Exp., Moderator & Moderator 
Training. 

The Customer Center, Inc. 
3528 Vest Mill Ad 
Winston-Salem, NC 27103 
Ph 91 Q-768· 7368 
Contact. Chnstme Davis 
lnnovattve State-Of-The-Art Moderating 
Techniques 

Data & Management Counsel Inc. 
P 0. Box 1609 / 608 Chadds Ford Dr. 
Chadds Ford, PA 19317 
Ph. 610.388-1500 
Contact.· Bill lift-Levine 
Extensrve Expenence In Domestic & 
lntemat1onal OuaJttatJve Research. 

The Deutsch Consultancy 
1500 N.W. 49th St., Ste. 532 
Ft. lauderdale, FL 33309 
Ph. 305·938-9125 
Contact: Barry Deutsch 
Experttse·Designl Analysis. The Rich Are 
Different. 

Direct Feedback 
4 Sta 1on Sq., 4th fl. 
Ptttsburgh, PA 15219 
Ph. 412·394·3676 
Contact: Tara Hill Conroy 
Bus.-T o-BusJConsumer/RecrUtt!Moder· 
ate/Report. 

Dolobowsky Qual. Svc ., Inc. 
94 Lincoln St. 
Wal am, MA 02154 
Ph. 617·647..0872 
Contact. Revs Dolobowsky 
Experts In Ideation & Focus 
Groups. Formerly wtth Synectics. 

Doyle Research Associate , Inc. 
919 N. M1chigan/Ste. 3208 
Chicago, IL 60611 
Ph 312·944-4848 
Contact: Kathleen M. Doyle 
Specialty. Children!T eenagers 
Concept & Product Evaluattons. 

DIRIS HealthCare Consultants 
3127 Eastway Dr , Ste. 105 
Charlotte, NC 28205 
Ph. 704·532·5856 
Contact. Or. Murray S1mon 
Specralists m Research with Providers 
& Pat1ents. 

Ebony Marketing Research Inc. 
2100 Bartow Ave. 
Bronx, NY 10475 
Ph. 718-217..0842 
Contact: Ebony Kirkland 
Spac Cont./Viewing Rooms/Client 
Loung 'Qua/tty Recrwtmg. 
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Elrick and Lavidge Focused Solutions lnfotech Research Studies James A. Lumpp 
1990 La eside Parkway 907 Monument Park Cir., Ste. 203 1600 Shattuck Ave.,lt225 6822 B Glenridge Dr. 
Tucker, GA 30084 Salt Lake City, UT 84108 Berkeley, CA 94709 Atlanta, GA 30328 
Ph. 404·621-7600 Ph. 801-582·9917 Ph. 510-843-9414 Ph. 404-395·7512 
Contact: Carla Collis Contact: Bill Sartain Contact: Susan Williams Contact: Or. Jtm Lumpp 
Fu/1-Servtce National Capability. 30+ yrs. Exp.; 2500+ Groups with U.S. & Medical: Doctors, HMOs, Hosp., Phar- Consumer, Bus.-To-Bus., Ag., Cust. 

International Goods & Serv. macy, Patients. Satis., Travel Ind. 
Erlich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 Franklin Associates, Inc. fntersearch Corporation Market Development, Inc. 
Woodland Hills, CA 91364 Ate. 3. Box 454 132 Welsh Rd. 1643 Sixth Ave. 
Ph. 818·226·1333 Louisa, VA 23093 Horsham, PA 19044 San 01ego, CA 92101 
Contact: Dr Andrew Erlich Ph 703-967·3170 Ph. 215-657-6400 Ph. 619-232-5628 
Full Service Latmo and Asian Marketing Contact: Tony Franklin Contact: Robert S. Cosgrove Contact: Esther Soto 
Research. 25 Years Consumer/New Product Posi- Pharm. -Med./High-Tech/Bus. -to-Bus./ U.S. Hisp.!Latin Amer. , Offices In NY, 

tioning Research. Consumerrr elecomm. Mexico City. 
Fader & Associates 
372 Central Park W., Ste. 2W Graff Works Marketing Research lrvme Consulting, Inc. Market Navigation, Inc. 
New York, NY 10025 10178 Phaeton Or. 2207 Lakeside Drive Teleconference Network Div. 
Ph. 212-749·3986 Eden Prairie, MN 55347 Bannockburn, IL 60015 2 Prel Plaza 
Contact: Susan Fader Ph. 612·829-5924 Ph. 708·615-0040 Orangeburg, NY 10962 

Contact: Carol Graff Exper.!Focus Groups/1-0n-1 s/ln Broad 
Your Customers Eagerly Share Insights 

Contact: Ronald J. Irvine Ph. 914-365-0123 
Range Of Cat. Pharm/Med: Custom GlobaiOuan.!Oua.l. Contact: George Silverman With Us. Res. & Facility. Med .. Bus.-to-Bus., HI· Tech. lndust., 
Find/SVP Gr eco Research Group, Inc. Ideation, New Prod., Tel. Groups. 
625 Avenue of the Americas 850 Colorado Blvd. , Ste. 203C Kerr & Downs Research 
New York, NY 10011-2002 Los Angeles, CA 90041 517 E. College Avenue Marketing Advantage Research 
Ph. 212-645-4500 x208 Ph. 213-254-1991 Tallahassee, FL 32301 2349 N. Lafayette St. 
Contact: Ann Middleman Contact: Joe Grieco Ph. 904-222·8111 Arlington Heights, IL60004 
Mktg. Consulting & Rsch. Health Care, Marketing and Advertising Contact: Phillip E. Downs, Ph.D. Ph. 708-670-9602 
Telecomm., & Technology. Focus Groups. 20 Years Conducting/reaching Contact: Manlyn Richards 

About Focus Groups. New Product Development/Hi-Tech/ 
First Market Research Corp. Hammer Marketing Resources Multimedia/Insurance. 
2301 Hancock Drive 179 Inverness Rd. KldFactsSiot Research 
Aushn, TX 78756 Severna Pk. (Balt./D.C.), MD 21146 34405 W. 12 Mile Road, Ste. 121 Marketing Matrix, Inc. 
Ph. 800-FIRST-TX (347-7889) Ph. 410-544-9191 Farmington Hills, Ml 48331 2566 Ove~and Ave., Ste. 716 
Contact: James R. He1man Contact: Bill Hammer · Ph. 313-489-7024 los Angeles, CA 90064 
High Tech, Publishing, 23 Years Experience· Consumer, Busi· Contact: Dana Blackwell Ph. 31Q-842-8310 
Bus.· To-Bus .. Colleges. ness & Executive. Qual. & Quan: Specialty Kids!T eens. Contact: Marcia Selz 

Prod./Pkg.!Advtg. Foe. Grps., In-Depth lntvs. & Surveys 
First Market Research Corp. Pat Henry Market Research, Inc. For Financial SVce. Companies. 
121 Beach St. 230 Huron Rd. N.W., Ste. 100.43 Gene Kroupa & Associates 
Boston. MA 02111 Cleveland, OH 44113 222 North Midvale Blvd., Ste. 29 Matrixx Marketing-Rsch. Dlv. 
Ph. 617-482·9080 Ph. 216-621-3831 Madison, WI 53705 Cincinnati, OH 
Contact: Lmda M. Lynch Contact· Judith Hommy Ph. 608-231·2250 Ph. 800·323-8369 
New Product Development, Health Care, Luxurious Focus Group Facility. Expert Contact: Or. Gene Kroupa Contact: Michael L. Dean Ph.D. 
Advert1sing, Retail. Recruiting. Quality RecruUing. Fast Quotes. Since Cmcinnati's Most Modern and Conve-

1979. nient Facilities. 
Anne Ftanz Custom Marketing Rsch. Hispanic Market Connections, Inc. 
343 Maple Avenue 5150 El Camino Real, Ste. D-11 KS & R Consumer Testing Center Medical Marketing Research, Inc. 
Gle Ellyn, IL 60137 Los Altos, CA 94022 Shoppingtown Mall 6608 Graymont Place 
Ph. 708-469·1 092 Ph. 415-965-3859 Syracuse, NY 13214 Raleigh, NC 27615 
Contact: Anne Flanz Contact: M. Isabel Valdes Ph. 80().289-8028 Ph. 919-870.6550 
20 Yrs. Exp. , Consumer/Business/Ad· Foe. Grps., Door-to-Door. Tel. StudJes, Contact: Lynne Van Dyke Contact: George Matijow 
vertising Rsch. Ethnographies. Oualitative!Ouantitative, Intercepts, Specialist, Medicai!Pharm. 20 yrs. 

CA Tl, One-on-One. Heafthcare Exp. 
Focus On Hudson Hispanic Marketing Communications 
350 Hudson St. Research/Oiv. of H&AMCR, Inc. Lachman Research & Mktg. Svces. MedProbe Medical Mktg. Rsch. 
New York, NY 10014 1301 Shoreway Rd., Ste. 100 29341/2 Beverly Glen Cir., Ste. 119 600 S. Hwy. 169, S e. 1410 
Ph. 212·727-7000 Belmont, CA 94002 los Angeles, CA 90077 Minneapolis, MN 55426-1218 
Contact: Frank O'Biak Ph. 415-595-5028 Ph. 310.474-7171 Ph. 612-540-0718 
New Foe. Grp. Fac .. New Video Cont. Contact: Dr. Felipe Korzenny Contact.' Roberta Lachman Contact: Asta Gersovitz, Phrm.D. 
CapatiNty, MecJ., Bus.· TcrBus. , Consumers. Hisp. Bi-Ling./Bi-Cuft. Foe Grps. Any- Advg. & Mktg. Focus Groups and One- MedProbe Provides Full Service Cus-

where In U.S./Quan. Strat. Cons. on-Ones. Consumer/ Business. tom Market Research. 
Focus Plus 
79 5th Avenue Horowitz Associates Inc. Leichliter Assoc ates Michelson & Associates, Inc. 
New York, NY 10003 1971 Palmer Avenue 252 E. 61st St., Ste. 2C-S 1900 The Exchange, #360 
Ph. 212-675-0142 Larchmont, NY 10538 New York, NY 10021 Atlanta, GA 30339 
Contact: Elizabeth Lobrano Ph. 914-834-5999 Ph. 212-753-2099 Ph. 404-955-5400 
Impeccable Cons. & B·B Contact: Howard Horowitz Contact: Betsy Leichliter Contact: Mark L. Michelson 
Recruitmg/Beautiful Facilities. CableNideo Marketing-Programming- Innovative Exploratory Rsch.ltdea De- Insightful sessions/Useful reports.10+ 

Advertising Strategy. velopment. Offices NY & Chicago. year experience. 
Focused Resources 
5863 Scott lan Ct. p Nancy Low & Associates, Inc. Monitor Research Corp. 
Indianapolis, IN 46254 5414 N.W. 60th Terrace 5454 Wisconsin Ave ., Ste. 1300 7015th Ave., Ste. 5050 
Ph. 317-291-5416 Kansas C1ty, MO 64151 Chevy Chase, MD 20815 Seattle, WA 98104 
Contact: Kristin Getpel Ph. 816-587-5717 Ph. 301·951·9200 Ph. 206-386·5553 
Customer Advisory Boards, Service Contact: Kavita Card Contact: Stephanie Roth Contact: Michael Connor 
Improvement. Consumer/Business/Black/Children/ Fuii·Service Market Research!HealtN Immersion Foe. Grps., Adv. Bds., Online, 

TraveVHi Tech. Medical/Environment. Cust. Survey!Dbase. 
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Nordhaus Research, Inc. Rodgers Marketing Research Jane l. Stegner, Inc. Thorne Creative Rsch. Svces. 
20300W. 12 Mile Ad. 4575 Edwin Drive, NW 2215 Penn Ave. So. 65 Pondfield Ad., Ste. 3 
Southfield, Ml 48076 Can on, OH 44718 Minneapolis, MN 55405 Bronxville, NY 10708 
Ph. 313-827·2400 Ph. 216-492·8880 Ph. 612-377-2490 Ph. 914-337-1364 
Contact: John King Contact: Allee Rodgers Contact: Jane Stegner Contact: Gina Thorne 
Fulf-Svce. Qual. & Quant., Fin., Med., Creative/Cost Effective: New Product/ Bus.· To-Bus.!Medicai!Fncl. SvcsJAgric., Ideation, Teens. New Product 
Uti/., 3 Discusston Rms. Consumer, Etc. Groups/1 :1 's. Ad Concepts, Package Goods. 

Outsmart Marketing Rudick Research Strategic Research Three Cedars Research 
2840 Xenwood Ave. One Gorham Island, 3rd Floor 4600 Devonshire Common 533 N. 86th Street 
Mrnneapolls, MN 55416 Westport, CT 06880 Fremont, CA 94536 Omaha, NE 68114 
Ph. 612·924..0053 Ph. 203-226-5844 Ph. 510-797-5561 Ph. 402·393-{)959 
Contact: Paul Tuchman Contact: Mindy Rudick Contact: Sylvia Wessel Contact: John Lee 
Helping You "Outsmart• YourCompeti- 10 yrs. Experience Utilizing 400 Groups, Hi-Tech/MedicaV Finan· Executive Appointed Facilrty, Qua/ita-
tion. Innovative Techniques. ciaVTransportation Svces. tive and Quantitative Research. 

Jack Paxton & Associates Rhoda Schild Focus Group Strategy Research Corporation TMP Milestone 

4 Jefferson Court Recruiting/Marketing 100 N.W. 37 Avenue 532 Adams St., Ste. 182 

Princeton, NJ 08540 
330 Third Ave. Miami, FL 33125 Milton, MA 02186 
New York, NY 10010 Ph. 305-649·5400 Ph. 617·333..0913 Ph. 908-329·2268 Ph. 212·505·5123 Contact: Jim Loretta Contact: Robert Taraschi Contact: Jack Paxton Contact: Rhoda Schild Serving All U.S. Hispanic M ts. & Latin 15 YIS. Facif!tahon Exp.; Gust. Adv. Boards; 

Pkg. Gds., HBA, Fnce., Rtlg., Hi-tech, Excellent Medical, Consumer, Business Amenca. Unique "MJ<t. Rsch. & lnnovatkxl Co. • 
BusJBus .• Adv. Rsch. Recruiting. 

Phoenix Consultants James Spanier Associates 
Sweeney International, Ltd. Dan Wiese Marketing Research 
One Park Place 2108 Greenwood Or., S.E. 

5627 Arch Crest Or. 120 East 75 h St. 621 N.W. 53rd St., Ste. 240 Cedar Rapids, lA 52403 
Los Angeles, CA 90043 New York, NY 10021 Boca Raton, FL 33487 Ph. 319·364·2866 
Ph. 213·294·5648 Ph. 212-472-3766 Ph. 800·626-5421 Contact: Dan Wiese 
Contact: Diane Sanders Contact: Julie Homer Contact: Ttmm Sweeney Highly Experienced: Farmers, Consum· 
Nat'/. Group Expert Moderators, Ethnic/ Focus Groups And One-On-Ones Qualitative Research. Member. ers, Business. 
Adv./Cons. In Broad Range Of Categories. QRCAIAMAIAdvt. Club. 

Dwight Spencer & Assoc ate 
Wolf/Aitschui/Callahan, Inc. 

POV Target Market Research Group, Inc. 60 Madison Avenue, 5th fl. 
99 Citizens Dr. 

1290 Grandview Avenue 5805 Blue Lagoon Dr., Ste. 185 New York, NY 1001()..1600 
Glastonbury, CT 06033 

Columbus, OH 43212 Miami, FL 33126·2019 Ph. 212·725-8840 
Ph. 614·488·3123 Ph. 800·500·1492 Contact: Judi Uppert Ph. 203·659·6616 Contact: Betty Spencer Contact: Martin Cerda Business· To-Busmess, Consumers, All Contact: Li/1 Rodriguez 4 'x16' Mirror Viewmg Rm. Seats 8·12. In Hispanic Quai./Quant. Research-Na· Specialties. Insights For Advtg., Positioning & New House Audio/Vid. Equip. tiona/ Capability. Prod. Development. 

Yarnell Inc. 
Spier Research Group 

Technometrica 147 Columbia Tpke., ~302 
Rockwood Research 1 Lookout Circle 

85 Kinderkamack Rd. Florham Park, NJ 07932 
1751 W. County Rd. B Larchmont, NY 10538 

Emerson, NJ 07630 Ph. 201-593·0050 
St. Paul, MN 55113 Ph. 914-834·3749 

Ph. 201 -986-1288 Contact: Steven M. Yame/1 
Ph. 612-63H9n Contact: Daisy Spier 

Contact: James M. Sears New Product Development & Position· 
Contact: Marilyn Rausch AdvtgJDir. Mktg./Prod. DevJCons.l 

Specializing In Med., Bus.-To-Bus. & mg. HW/SW Cos. 
Full Srv./Focus Fac.: Agri-Bus., Con- Business/FG/'s/1 on 1 's. 

Other Hard To Arrange Groups. 
sumer, Customer Sat. 

California Connecticut James A. Lumpp Maryland 
Asian Marketing Access Research, Inc. Michelson & Associates, Inc. Hammer Marketing Resources 
Auto Pacific Group, Inc. The Clowes Partnership 

Illinois 
Nancy Low & Associates, Inc. 

Erlich Transcultu al Consultants POV 
Grieco Research Group, Inc. Rudick Research George I. Balch Massachusetts 
Hispanic Market Connections Communicatrons Workshop, Inc. Dolobowsky Qual. Svcs., Inc. Hispanic Marketing Florida Creative & Response Rsch. Svcs. First Market Rsch. (L. Lynch) lnfotech Research S udies 

Cartson Marke ing Consultants Doyle Research Associates TMP Milestone Lachman Research & Marketing Svces. Anne Flanz Custom Marketing Research 
Market Development, Inc. Cunning his Associates 

Irvine Consulting, Inc. 
Marketing Matrix, Inc. The Deutsch Consultancy 

Leichliter Associates Michigan 
Phoenix Consultants Kerr & Downs Research 

Marketing Advantage Research Brand Consut ing Group 
Strategic Research, Inc. Stra egy Research Corporation KidFacts Research 

Sweeney International. Ltd. 
Indiana Nordhaus Research, Inc. 

Target Market Research Group, Inc. 
Colorado Focused Resources 

Minnesota Cambndge Associates, Ltd. Georgia 
Iowa Cambndge Research, Inc. 

Elric and Lavidge Graff Works Marketing Research 
Dan Wiese Marketing Research 
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MedProbe Meet cal Mktg. Rsch. New York North Carolina Direct Feedback 
Outsmart Marketing Asian Perspective, Inc. CB&A Market Research 
Rockwood Research BAI The Customer Center, Inc. Texas 
Jane L. Stegner, Inc. Ebony Marketing Research, Inc. DIAlS HealthCare Consultants Rrst Market Rsch. (J. Heiman) 

Missouri 
Fader & Associates Medical Marketing Research, Inc. 
Find/SVP Utah 

12 Focus On Hudson Ohio Focused Solutions 
Focus Plus Pat Henry Market Research, Inc. 

Nebraska Horowitz Associates Inc. Matrixx Marketing Virginia 
Three Cedars Research KS & R Consumer Tes ing Center Rodgers Marketing Research 

Leichliter Ascts. Franklin Associates, Inc. 
Market Navigation, Inc. 

Dwight Spencer & Associates 

New Jersey Rhoda Schild Focus Group Recruiting/ 
Pennsylvania Washington 

Jack Paxton & Associates Mktg. James Spanier Associates Consumer Opinion Services 
Technometnca Spier Research Group lntersearch Corp. Monitor Research Corp. 
Yarnell Inc. Thome Creative Research Campos Market Research 

Wolf/AitschuVCallahan, Inc. Michael Carraher Discovery Rsch. Wisconsin 
Consumer/Industrial Research (C/IR) Gene Kroupa & Associates 
Data & Management Counsel, Inc. 

SPECIALTYCROSSINDEXOFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING Data & Management Counsel, Inc. KidFacts Research Strategic Research, Inc. 

Brand Consulting Group 
Erlich Transcultural Consultants Matrixx Marke ing-Research Div. 

Outsmart Marketing DIRECT MARKETING Cambridge Associates, ltd. AUTOMOTIVE Cambridge Research, Inc. 
COMMUNICATIONS BAI 

Creative & Response Rsch. Svcs. Auto Pacific Group, Inc. Spier Research Group 
The Customer Center, Inc. Creative & Response Rsch. Svcs. RESEARCH 
Dolobows y Qual. Svcs., lnc. Erlich Transcultural Consultants 

Access Research, Inc. DISTRIBUTION 
Doy e Research Associates Matrixx Marketing-Research Dv. 
Erlich Transcultural Consultants Cambridge Assoc ates, Ltd. Graff Works Marketing Research 
Fader & Associates BIO-TECH The Customer Center, Inc. 
First Market Research (L. Lynch) EDUCATION 
Gene Kroupa & Associates Focus On Hudson COMPUTERS/MIS Cambridge Associates, ltd. lntersearch Corporation James A. Lumpp 

Irvine Consulting, Inc. Cambridge Associates, ltd. Marketing Advantage Research 
POV Michael Carraher Discovery Rsch. 
Spier Research Group Market Navigation, Inc. 

Creative & Response Rsch. Svcs. ENTERTAINMENT Strategy Research Corporation MedProbe Medical Mktg. Rsch. 
Fader & Associates 

Sweeney International, Ltd. Medical Marketing Research, Inc. 
Find/SVP Sweeney International. Ltd. 

Thome Creative Research First Market Research {J. Helman) 
Dan Wiese Marketing Research BUS.-TO·BUS. Leichliter Associates EXECUTIVES 

Access Research. Inc. Market Navigation, Inc. BAI 
AFRICAN-AMERICAN BAI Marketing Advantage Research Creative & Response Rsch. Svcs. 
Ebony Marketing Research, Inc. Cambridge Associates, ltd. Monitor Research Corp. Dolobowsky QuaL Svcs., Inc. 
Phoenix Consultants Cambridge Research, Inc. James Spanier Associates Fader & Associates 

Michael Carraher Discovery Rsch. Strategic Research, Inc. First Market Research (J. Heiman) 

AGRICULTURE Consumer/Industrial Research (C/IR) Sweeney International, L d. lntersearch Corporation 
Consumer Op'nion Services Yamelllnc. Marketing Advantage Research 

Cambridge Associates, ltd. Creative & Response Rsch. Svcs. James Spanier Associates 
Cambridge Research, Inc. Data & Management Counsel. Inc. CONSUMERS Strategy Research Corporation 
Consumer/Industrial Research (CIIR) The Deutsch Consultancy 

The Clowes Partnership Sweeney International, ltd. 
The Customer Cen er, Inc. Direct Feedback 
Gene Kroupa & Associates Fader & Associates Consumer Opinion Services 

FINANCIAL SERVICES James A. Lumpp First Market Research (J. Heiman) Creative & Response Rsch. Svcs. 
Rockwood Research Pat Henry Market Research, Inc. Doyle Research Associates Access Research, Inc. 
Market Navigation, Inc. lntersearch Corporation Pat Henry Market Research, Inc. BAI 
Dan Wiese Marketing Research Gene Kroupa & Associates In ersearch Corporation Cambridge Associates, ltd. 

James A. Lumpp Gene Kroupa & Associates Cambridge Research, Inc. 

ALCOHOLIC BEV. Monitor Research Corp. James A. Lumpp Michael Carraher Discovery Rsch. 
James Spanier Associates Marketing Advantage Research Creative & Response Rsch. Svcs. 

George I. Balch Spier Research Group Rodgers Marketing Research The Deutsch Consultancy 
Creative & Response Rsch. Svcs. Sweeney International, Ltd. Thome Creative Research Dolobowsky Qual. Svcs., Inc. 
POV Wolf/AttschuVCallahan, Inc. Dan Wiese Marke ing Research Elric and Lavidge 
Strategy Research Corporation Yarnell Inc. Wolf/AitschuVCallahan, Inc. Fader & Associates 

APPAREUFOOTWEAR CUSTOMER 
lntersearch Corporation 

CABLE Marketing Matrix, Inc. 
Brand Consulting Group Creative & Response Svces., Inc. SATISFACTION Matrixx Marketing-Research Div. 
The Customer Center, Inc. Monitor Research Corp. 

BAI Nordhaus Research, Inc. 

ASIAN CHILDREN Michael Carraher Discovery Rsch. The Research Center 
Carlson Marketing Consultants Elrick and Lavidge James Spanier Associates 

Asian Marketing Creative & Response Rsch. Svcs. Fader & Associates Sweeney lnt'l. Ltd. 
Asian Perspective, Inc. Doyle Research Associates James A. Lumpp 
Communication Research Fader & Associates Rockwood Research 
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FOODSINUTRITION Market Navigation, Inc. Doyle Research Associates TEACHERS 
Leichliter Associates 

Strategic Research, Inc. Thorne Creattve Research 
Sweeney International, ltd. Marketing Advantage Research 

FOOD PRODUCTS 
Dan Wiese Marketing Research PARENTS 

Doyle Research Associates TEENAGERS 
BAI INSURANCE Fader & Associates The Clowes Partnership 
Creative & Response Rsch. Svcs. Marketing Advantage Research Marketing Advantage Research Creative & Response Rsch. Svcs. 
Doyle Research Associates 
KidFacts Research PET PRODUCTS 

Doyle Research Associates 

Outsmart Marketing INTERACTIVE PRODJ Fader & Associates 
POV SERVICES/RETAILING Cambridge Research, Inc. KidFacts Research 
James Spanier Associates The Customer Center, Inc. Matrixx Marketing-Research Div. 
Thorne Creative Research Leichliter Associates Mar1<eting Advantage Research Thorne Creative Research 

Thorne Creative Research 

HEALTH & BEAUTY INVESTMENTS 
PHARMACEUTICALS TELECOMMUNICATIONS 

PRODUCTS The Deutsch Consultancy 
BAI 

BAI 
BAt Cambridge Associates, ltd. Cunninghis Associates 
Thorne Creative Research LATIN AMERICA Creative & Response Rsch. Svcs. Elrick and Lavidge 

Market Development, Inc. D/R/S Heal hCare Consultants Find.ISVP 
HEALTH CARE Focus On Hudson First Mar1<et Research {J. Heiman) 

Access Research, Inc. MANAGEMENT 1nfotech Research Studies Horowitz Associates Inc. 
George I. Balch lntersearch Corporation In ersearch Corporation 
Consumer/Industrial Research (CIIR) James A. Lumpp : lrv1ne Consuhing, Inc. Marketing Advantage Research 
Dolobowsky Qual. Svces., Inc. Market Navigation, Inc. POV 
D/RIS HealthCare Consultants MEDICAL PROFESSION MedProbe Medical Mktg. Rsch. 

Rockwood Research 
Elrick and Lavidge 

Cambridge Associates, Ltd. 
. Medical Marketing Research, Inc. 

Strategy Research Corporation 
Erlich Transcultural Consultants : POV 

FindiSVP 0/R/S HealthCare Consultants 

Arst Market Research (L. Lynch} Focus On Hudson POLITICAL RESEARCH TELECONFERENCING 
lnfotech Research Studies Pat Henry Market Research, Inc. 

· Cambridge Associates, Ltd. Cambridge Research, Inc. 
lntersearch Corporation In ersearch Corporation 

Irvine Consulting, Inc. Nancy Low & Associates, Inc. 

Market Navigation, Inc. Matrixx Marketing-Research Div. PUBLIC POLICY RSCH. TELEPHONE FOCUS 
Matrixx Marketing-Research Div. MedProbe Medical Mktg. Rsch. 

George I. Balch GROUPS MedProbe Medical Mktg. Rsch. Medical Marketing Research, Inc. 

Medical Marketing Research, Inc. Nordhaus Research, Inc. Cambridge Associates, Ltd. Cambridge Associates, Ltd. 
Nordhaus Research, Inc. RhOOa SchildFocusGroupRecrurting. g. Consumer/Industrial Research (C/IR) 
Rockwood Research 

MODERATOR TRAINING 
PUBLISHING Creative & Response Rsch. Svcs. 

James Spanier Associates Cambridge Associates, Ltd. The Customer Center, Inc. 
Strategy Research Corporation Cambridge Associates, Ltd. First Market Research (J. Heiman) In ersearch Corporation 

HISPANIC 
Cunninghis Associates Marketing Advantage Research Market Navigation, Inc. 

Spier Research Group Med1cal Marketing Research, Inc. 
Data & Management Counsel, Inc. MULTIMEDIA Thorne Creative Research MedProbe Medical Mktg. Asch. 
Ebony Marketing Research, Inc. Marketing Advantage Research 

Dan Wiese Marketing Research 

Erlich Transcultural Consultants TOYS/GAMES Hispanic Market Connections Inc. NATURAL HEALTH RETAIL 
Hispanic Marketing Brand Consulting Group Carlson Mar1<eting Consultants 

Communication Research CARE/REMEDIES First Market Research (L. Lynch) Fader, William & Associates 
Market Development, Inc. Focused Solutions Pat Henry Market Research, Inc. KidFacts Research 
Phoenix Consultants 
Strategy Research Corporation 

NEW PRODUCT DEV. SENIORS TRANSPORTATION Target Market Research Group, Inc. 
BAI Erlich Transcultural Consultants SERVICES 

IDEA GENERATION Brand Consulting Group Fader & Associates 

Analysis Research Ltd. Cambridge Associates, Ltd. Marketing Advantage Research Sweeney International, Ltd. 

BAI Carlson Mar1<etlng Consultants 
SERVICES TRAVEL 

George L Balch Creative & Response Rsch. Svcs. 

Brand Consulting Group Data & Management Counsel, Inc. Spier Research Group Cambridge Associates, Ltd. 
Cambridge Associates, ltd. Dolobowsky Qual. Svcs., Inc. Michael Carraher Discovery Rsch. 
Creative & Response Rsch. Svcs. Elrick and lavidge 

SMALL BUSINESS/ James A. Lumpp Fader & Associates Dolobowsky Qual. Svcs., Inc. First Market Research (J. Heiman) James Spanier Associates 
Elrick and Lavidge ENTREPRENEURS Sweeney International, Ltd. 
Leichliter Associates First Market Research (L. Lynch) 

Matrixx Marketing-Research Div. Graff Works Mar1<eting Research Leichliter Associates 

Monitor Research Corp. lntersearch Corporation Strategy Research Corporation UTILITIES 
Outsmart Marketing KidFacts Research Yarnell Inc. Cambridge Associates, Ltd. 

Leichliter Associates POV Mar1<eting Advantage Research Fader & Associates 
Rockwood Research Outsmart Marketing SOFT DRINKS, BEER, Nordhaus Research, Inc. 
Sweeney International, Ltd. POV WINE Rockwood Research 
Thorne Creative Research Rockwood Research 

IMAGE STUDIES 
James Spanier Associates Cambridge Associates, Ltd. WEALTHY 

Carlson Marketing Consultants 
The Deutsch Consultancy Cambridge Associates, Ltd. NON-PROFIT Creative & Response Rsch. Svcs. 

Doyle Research Associates Grieco Research Group, Inc. Strategy Research Corporation 

INDUSTRIAL POV 

The Customer Center, Inc. PACKAGED GOODS Strategy Research Corporation YOUTH 
First Mali<et Research (J. Heiman) BAI 

Thorne Creative Research Fader & Associates 
lntersearch Corporation Creative & Response Rsch. Svcs. Outsmart Marketing 

POV 
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P oduct & Service Update 
continued from p. 22 

f the I 5 rit ria offered f r an 
g1 n day part. hen the pr e an 
b r p ·a ted u , ing anoth r se en 

ariabl s. and n. Th prooram 
and sur ey data f r ec ifi ·d mar­
~eL ar • a ailabl n n inglc dis­
k ~tt for IBM - mpatibl · . 86 or 
hi uher .3 
or better, with 
monitor . F r fr e sample market 
sur n di k u~ , call I -966-

ew version of 
eleform boa ts 

"mproved hand print 
ecognition 
T Je rm fo Wind w Ver. i n t: 

now a ailab le fr m ardiff ft\ are, 
Carl ' ad, ali . Teleform aut mated 
form: pr , ing ftwar now in -

ludes Tri - R. which u es thr ere -
O'nition t hnol gi to incr~a:e ac -

cura ·y f reading hand print d inf r­
mation . F r m re info rmati on, all 

0-659- 755. 

w G S system for 
Windows 

aliper orpora t ion, ewt n, 
Ma ., i now hipping aptitud , a 
n \ de ·ktop mapping and GI s s­
t m f rWindo\i s. h mplet pa ·k­
age f s flwar and data i 395. It 
includes maps of all the treet in th' 
.. as w II · s LP 

melr ar ·as, demographi tat1st1c: 
and m rc. It a l , in Jude - tr .. n. lators 
for geographi da ta in ·luding the 

·n:us Bureau· TI R fil s. D F 
fil · , and ge gnp hic file from 
oth r popular d ·ktop mapping y -
tem . Maptitudc support obje t 
li n ' ing and ·mbedding ( E -.0 . 

hi h al lo\v: maps t be dragg ·d 
and dr pp d into docurn nt , 
pread ' h cts ·tn pr en tati ns. 

ing op ·n databa e nnectivity , 
Maptitudc an reate ir tual data 
tables that c mpri data it ms from 

multiple h t r geneo u: s urce . 
y ·temr qu irem nt in Jud ·a486or 

Pentium hip, Window .1. MB 
R , a D-R M dri e, and at lea t 
16MB . inf rmati n. call 
617-527-4700. Th e-ma il addre i 
inf aliper. ·om 

Online dialog with 
mutual fund investors 

re ar h firm, and 
gie , In ., the r ator: f N Tv rth : 
the Interne t Res urce for lndi idual 
In vestors have launched a joint re-
ear h ·ffort t open a ntinuing 

dialog with mutu~ I fund in st r . 
hrough N Tworth , AL pro-

mpanie 
and er 5, 00 funds . R B ton 
will pr ide a forum wher 

Tworth u rs have the pp rtu ­
nity t ·har · th ir be t thin ing 
ab ut mutual fund in e ting. sers 
are in ited to di ·cu th ir invest-

... to market effectively in atin America you need a 

Mark t Development, nc. offers the fir t in-depth 
yndicated p ychographics urvey of the major Latin 

American mar et . 

The Latin Am rican CO ASS gives you in-depth 
under tanding of the Latin con umer• core motives 
and value . Thi new psychographic urvey will guide 
global marketer like you in reaching the con umers 
who count in the markets that matter the most. 

Thi urvey information i available to you for about 
the price of a couple of focu group . 

all Ben evy or Roger ennott at 
(6 9) 232-5628 
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Market Dev lopment nc. 
1643 ixth Avenue 

an Di go, CA 92101 
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ing goal , how they make decision , 
who help them decide, how they e­
lect mutual und companie , etc. 

R' interviewing method allow 
olunteer to re pond freely to fa t­

paced open-ended que tion . More 
than 40,000 regi tered ETworth 
u er and e eral hundred thou and 
month ly ETworth i itor will have 
the pportunit to parti ipate in the 
dia l g. ETworth u er who com­
plete the dialog and leave -mai1 
addre will receive highlight. f 
the re earch. A sel ct number of 
re ·p ndent · wil l be i.nvit d t join 
panel to continue the dialog and 
recei e feedback over the next ix 
month . For more information, call 
617-345 -9500. 

0 LY oc p 

• 

• 

c 

Just how many people 
are on the Internet 
anyway? 

he merging e hnologi s Gr up 
of I D/ P, a N w York ity re-
earch firm, i heading a n w tudy 

de igned to a e the urrent siz 
and characteri tics of the Internet 
u er univer e, including World 
Wide Web u er . The large multi ­
client tudy will combine an online 

urvey, a te1ephone ur ey, and in­
depth focu group to de elop ta­
ti tic and in ight into who i u -
ing the Internet and why. For more 
informati n, call Dana Simmons at 

00-965-46 6 or - mail 
find:vp. m 

G 
UMB 

nt th utput of 

cks 

1-800-446-1690 
MARITZ MA K 

50 Circle No . 126 on Readef Card 

London firm offers 
cou t y data o -r e 

MarketLine, an int rnational re­

earch firm ba ed in ondon, now 
off r CountryLine, an on-lin infor­

mation ervice that urni he the vital 
tati tic o 120 countrie , from f­

ghani tan t Zim abwe. All current 
data r fer t 1994- 1995 and i up­
dat d every quarter. aila le inf r­
mation in lude ' inflation and unem­
ployment figure , p pulation by age 
and , politi al developm nt , data 
on retailing and ad ertising and mor . 

ountryLine information i being 
launched acr the n-line informa­
tion mark t and will be a ailable to 
on-1 in us r. of T r fi 1 , D·1tastar, 
Dialog, AID, e i I e , i and 

arkint I. F rm r informati n, all 

Richard Jame at 0171-624-2200. Fa 
0171- 72-0 I 

MapMarker matches 
addresses 

orp., Tr y, .Y., has 
ap ar er, an intelli­

-mat hing product that 

combine full - featured addre 
matching apabiliti s with an ap­
plication programming interface 
that enables u ·er , to m ed the 
produ t within an application. 
With MapMark r , availabl f r b th 
Window and an now 

add lo ati n to orporate data at 
any in tance , regardle f the data 
sour e, for usc a r s. nt rprisc­
wide ap licati n . The company 
al. o ann unc d a ier a to 
c rporate data th ough it newly 
enhanc d client/server data nne -
tivity product. Q ata in for 
Windows. apMar er n i ts of 
geocoding o tware, an addre dic ­
ti nary of geocoding data and built ­

in treetWork treet map for di -
play. Th addr di ti nary, up­
dated ·emiannually, and mat hing 
oftware permit place name matche 

(e.g., ear ow r , P . . o and 
rural r ut mat h . F r more in ­

formation . ca ll i a Ja ob on at 
518-2 5-7205. 
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1995 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 Ave. 
Clark, NJ 07066 
Ph. 908-388-5955 
Fax 908-388-5645 
Sallie Bernard 
ARC 1994 Yellow Pages Ad Size Study (S) 
ARC Measurement Study of Yellow Pages (S) 
ARCrr AG Voice Information Svce. Study (S) 
COMPPARE/Comparison of Media Product Purchase 
and Research Evaluation (S) 
Impact of 800 vs. local Nurrbers in Yellow Pages M3 (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 
Harvey Lauer, President 
American Sports Analysis (S) 
Athlete Footwear Monitor (S) 
Health Club Trend Report (S) 

Audits & Surveys 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 
Fax 212-627-2034 
Barry Feinberg, Ph.D., Sr. V.P. 
Issue Track/USA (S) 

BAI 
580 Wh1te Plains Rd. 
Tarrytown. NY 10591 
Ph. 914-332·5300 
Fax 914-631 ·8300 
Robert Skolnick 
Mall Monitor (S) 

Behavior Research Center, Inc. 
P.O. Box 13178 
Phoenix, AZ 85002 
Ph. 602-258-4554 
Fax 602-252-2729 
Earl de Berge. Research Director 
Business Track (OIS) 
Consumer Track (S) 
Hispanic Track (OIS) 
Southern AZ - Sonora Business Study (0/S) 
Metrotrack (S) 
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Beta Research Corporation 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph. 516·935·3800 
Fax 516·935·4092 
Richard Welch 
BOE • Beta Omn1bus Exchange - Aud1ts (0) 
BOE · Beta Omnibus Exchange - Business-To-Busi­
ness (0) 
BOE - Beta Omnibus Exchange • Heal hcare (0 ) 
SPACE· Syndicated Pharmaceutical Advert1sing Com· 
municative Evaluator (S) 

Irwin Broh & Associates. Inc. 
1011 E. Touhy Ave. 
Des Plaines, IL 60018 
Ph. 708-297-7515 
Fax 708-297-7847 
Dave Waitz, Exec. V.P. 
Marcom (0) 
Leisure Time Tracking Study (S) 
Many Consumer Hard Good Studies (S) 

B_ USKL•GO _RU 
R 

Bruskln/Goldring Research 
100 Metroplex Or. 
Edison, NJ 08817 
Ph. 908·572-7300 
Fax 908-572-7980 or 7981 
Irwin Korman, Executive V.P. 

II 

OmnlTel -Wee ly national consumers udy. For times 
when you need answers to a few marketing quest1ons. 
It furntshes the same data quality as well-run dedicated 
surveys. (0) 
Integrated Survey Information System-ISIS -Wee'rrJy 
national consumer s1udy. For custom surveys up 10 15 
minu es 1n length. h also furnishes the same data 
quality as well-run dedtca ed surveys. (0) 
(See advertisement on the Inside Front Cover} 

California Retail Survey 
5303 Nyoda Way 
Carm1chael. CA 95608-3082 
Ph. 916-486·9403 
James Vaughn, President 
California Retail Survey, 1995 Ed1tion (S) 

Cambridge Reports, Inc. 
955 Massachusetts Ave. 
Cambridge, MA 02139 
Ph. 617-661 -0110 
Fax 617-661-3575 
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 St. 
Toronto, ON MSS 2X5 
Ph. 416-924-5751 
Fax 416-923-7085 
Michael Lopresti, President 
Monitor (0) 
Mul ifacts (OJ 
Financial Services (S) 

Chemark Consulting 
1 0260 Alliance Rd. 
Cincmnati, OH 45242 
Ph. 513·891 ·9502 
Fax 513·891 ·2196 
Howard Ellerhorst 
Chemtcallndustry Studies-Coatings (S) 

Chi ldren's Market Research, Inc. 
1385 York Ave. 
New York, NY 10021 
Ph. 212·794-0983 
Fax 212-879-8495 
Dr. Selina S. Guber 
Youth OmnibusrM (0 ) 
Kid Trends Reports (S) 
Snacks, Beverage & Prepared Foods Reports (S) 
Kids Pyramid Power' ~'>~ (S) 

,.&Ill ...,. .. RESEARCH 
.,... • ., .. SERVICES 

Chilton Research Services 
One Chilton Way 
Radnor, PA 19089 
Ph. 610-964-4602 or 800-EXP-POLL 
Fax 610-964-2942 
Kirsten Zapiec, Express Rsch. Mgr. 
Chilton's EXPRESS Omnibus • Is a national weekly 
omnibus survey offering the highest quality research at 
the lowest price available. Designed to get the answers 
you need fast. EXPRESS allows you to submit ques­
tions as late as noon, Wednesday and to get full 
tabulations three business days later, on Monday. 
1 ,000 adults interviewed. Nationwtde ADD sample. 
Random respondent selection. Standard demographic 
banner. First question one time · S725. Each additional 
question - 700. (0) 
Teen.com • Is a linked research product focusing on 
teen attitudes toward media. technology and commu­
nications. as well their more general values. The prod· 
uct links a quarterly national survey (of 1 ,000 teens 
living at home) and an ongoing computer bulletin 
board, wh1ch will collect comments on-line from a 
representative sample of teens. (S) 
ESPN Chilton Sports Poll · Is a national syndicated 
weeklysurveyofthe U.S. population (12+)which trac s 
sports interests and fan activities. Covers major profes· 
sional and college sports; interest level, favorite teams 
and players, games attended/seen/heard on TV/radio, 
licensed product ownership and more. Monthly/quar­
terly/annual results reported. Variable subscription 
options, custom studies, analysis and consulting avail· 
able. (S) 
CyberOffice Surveyor - Is a quarterly syndicated 
survey designed to track usage of products and ser· 
vices including information on brand preferences and 
purchase plans within the small business/home busi· 
ness (SOHO) market. Emphasis is on high technology 
products/services. Custom options available. A total of 
750 interviews are conducted quarterly among a na· 
tionwide random sample. Quarterly reporting and semi­
annual presentation of results. (S) 
(See advertisement on p. 54) 

L-

S=SYNDICATED STUDY 
0=0MNIBUS STUDY 
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1995 SYNDICATED/OMNIBUS DIRECTORY 
Com-Sci Systems, Inc. 
900 S okre Blvd., # 07 
Northfield. IL 60062 
Ph. 708-714-0714 
Fax 708-714-9900 
Richard Schlesinger 
BPI Brand Performance Index (S) 
On-Premrse Beer, Wine & Sprri ts S udies (S) 
Office Serv~ces Study (S} 
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The Consumer Network. Inc. 
3624 Market St. 
Philadelphia, PA 1910 
Ph . 215-56 -2921 
Fax 215-557-7692 
Mona Doyle, President 
Advertrsrng Fact Boo (S) 
Changrng Perceptions of Health Care (S) 
Changing Perceptions of Juice (S) 
The Shopper Report (S} 
The Swing Shopper & The Future of Store Brands (S) 
What's Happenmg to Dinner (S) 

Creative Research International, Inc. 
4950 Yonge St., #1 002 
N. York. ON M2N 6K1 
Ph . 416-250-8500 
Fax 416-250-8515 
Liz Jaye 
Yan elovrch MonitorTM In Canada (S) 

Custom Research, Inc. 
10301 Wayza a Blvd. 
Minneapolis, MN 55426-0695 
Ph. 612-542-0824 
Fax 612-542-0864 
Lrsa Gudding/Joan Palmquist 
Criterion Omnibus™ Concept Screemng Sys. (0 ) 
Warehouse Club Store Syndicated Study (S) 

Danis Research International 
383 Ate. 46 W. 
Fairfield, NJ 07004-2402 
Ph. 201 -575-3509 
Fax 201 -575-5366 
Tom Cristiani 
Fresh Track™ (S) 

Data Insight, Inc. 
551 Forum Place, Ste. 500-D 

W. Palm Beach, FL33401 
Ph. 407-689-3222 
Fax 407-640-1898 
Jona han Flah, Director 
D-Monitor, Dissatisfaction Monitor (S} 
Idea Book (S} 

Dittman Research Corp. of Alaska 
8115 Jewel lake Ad. 
Anchorage, AK 99502 
Ph. 907-243-3345 
Fax 907-243-7172 
Terry O'Leary, Presrdent 
Multi-Oues R (0 ) 
The Alaska Pol•8) (S) 

Doane Marketing Research, Inc. 
1807 Park 270 Or .. Ste. 300 
St. louis, MO 63146 
Ph. 314-878-7707 
Fax 314-878-7616 
David Tugend, V.P. Client Svcs. 
Pes icide Profile Study (S} 
Companion Animal Vet Clinic Study (S) 
U.S. Ammal Heal h Market Study (S) 
U.S. Farm Corn Seed Study (S) 

Ehrhart-Babic Associates 
120 Ate. 9W. 
Englewood Cliffs, NJ 07632 
Ph. 201 -461 -6700 
Fax 201-461 -0435 
Tracy Bacon 
National Alcoholic Beverage lnde (S) 
National Retail Tracking Index (S} 

Quirk's Marketing Research Review 



1995 SYNDICATED/OMNIBUS DIRECTORY 
ELRICK&LAVIDGE 
'' ' 1t ~ I 

Elrick & Lavidge 
One Mack Centre Dr. 
Paramus. NJ 07652 
Ph. 800-253-0221 
Fax 201-599-9896 
Mark Perline, Account Manager 
Multi-Mall511 - Make the move to Multi-MallsM when one 
or two front-burner issues demand immediate atten· 
tion, speed is of the essence, budgets are tight or there 
can be no compromise in quality. All female waves 
available. (0) 
(See advertisement on p. 53) 

Environmental Research Associates 
707 State Rd., Ste. 1 02 
Princeton, NJ 08540 
Ph. 609-683-0187 
Fax 609-683-8398 
Lois Kaufman 
Environmental Report (S) 
Environmental Report: The Power of Children (S) 

Erdos & Morgan 
116 E. 27th St. 
New York, NY 10016 
Ph. 212-685-9393 
Fax 212-685-9629 
Irene Ochs-Uiien, V.P. Safes 
Opinion Leaders (S) 
Purchase Influence In American Business (Sl 
Professional Investment Commumty (S) 

A Worldwide Consulting 
and Research Firm 

Find/SVP 
625 Avenue of the Americas 
New York, NY 10011 
Ph. 800-965-4636 
Fax 80~565-9761 
Mr. Dana Simmons, Managing Direc or 
The American Information User Study -Launched in 
1994, benchmarks computer, modem, CD-ROM and 
other new media adoption by U.S. households. The 
2, 000 household survey cross-tabs interest in interactive 
services with demographics, PC adoption, raditional 
media usage and other factors. A boosted online user 
sample (n=400) is also available. (S) 
The American Learning Household Survey - Devel· 
oped with Grunwald Associates and C C Data, Inc., 
explores U.S. household demand for educational pro­
gramming, software and technology. Focus groups ex­
amine parents' and students' percep ·ons about educa­
tional media used at home. A 1,200 household survey 
benchmarks educational use of PCs, modems. online 
services, the Internet, plus TV. videos and other media. 
and interest in using new media. June 1995. (S) 
The American Home Energy Management Survey -
Developed with Texas Systems, Inc., and C+C Da a, 
Inc., is eyed to the recent deregulation of U.S. energy 
services. Focus groups explore home energy activi· 
ies, needs and interests. A 1.200 household survey 
benchmarks use of energy products and services and 
the potential for bundling energy management features 

June/July 1995 

with the o her interactive home services. Fieldwork 
complete in August 1995. (S) 
The American Internet User Survey -Developed wi h 
HSF Consulting and C+C Data, lnc .. 1s a large study of 
U.S. Internet users that combines an onhne survey, 
telephone survey and focus groups. Covers business 
and personal users of WWW. e-mail and other Internet 
services, including comparisons of conventional med1a 
usage. Proprietary sample boosting is available. Char­
ter sponsors can influence study design. September 
1995. Ask for complete prospectus. (S) 
The New American Small Business Survey - Devel­
oped with Joanne H. Pratt Associates and C+C Data. 
Inc., studies he impact of computers and advanced 
telecom on U.S. small busmesses (SBs). Exammes 
SBs 1n each technology adop!lon stage: "novice," "de­
pendent" and "integrated." Covers product/service us­
age, online and In e ne use. purchase dec1sion p o­
cesses. new opportumties including financial services. 
Fieldwork targeted for 4 h quarter 1995. (S) 
(See advertisement on p. 36) 

A Worldwrde Consultmg 
and Research F1rm 

Find/SVP Published Products, Inc. 
625 Avenue of the Americas 
New York, NY 10011-2002 
Ph. 212-645-4500 
Fa 212-645-7681 
Barbara Elstein, Associate Direc or 
American Food & Beverage Monitor - Produced by 
FindiSVP, Inc., IS designed o provide insights regarding 
the att•tudes behtnd consumer food cho ces; track 
baseline measures over time; and. as a result of our 
unique me hod of overlay•ng retail sales data with the 
results of a .000 household survey. delineate what 
consumers say they do and what they actually do in 
terms of shopping and ea ing. In addition, the study will 
p ovide invaluable data regardtng the rela!Jonship be· 

tween away- rom-home and a -home eating behavior. 
Charter participants wtll receive statistically projectable, 
nationally representative results that will be published in 
two volumes. The product categories included in the 
Amencan Food & Beverage Monitor will be based on 
final participants th possibili es ranging from dairy 
products, coffee and tea. new age beverages, health and 
natural foods, Sllacl<.s, to baked goods. To receive a study 
prospectus cal Barbara Elstein at 212-645-4500. (S) 
(See advertisement on p. 36) 

Gallup Canada. Inc. 
180 Bloor St. W .. 1Oth fl. 
Toronto, ON MSS 2V6 
Ph. 416-961 -2811 
Fax 416-961 ·3662 
Gerald Germany 
Gallup Canada Ommbus (0) 
Gallup Financial Secvices Customer Satisfaction Audit (S) 
Gallup Ufe Insurance Service Customer Satisfaction 
Audit(S) 

Gallup & Robinson, Inc. 
575 Ewing St. 
Prmceton. NJ 08540 
Ph. 609-924-3400 
Fax 609-921 ·2748 
Jane Sherry 
Magazine Impact Research Services (S) 

Heal hcare Communications. Inc. 
CN 5273 
Princeton, NJ 08543 
Ph. 609-452-021 
Mahesh Nai ham 
Various Medical Studies (S) 

S==SYNDICATED STUDY 
0=0MNIBUS STUDY 
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1995 SYNDICATED/OMNIBUS DIRECTORY 
HealthFocus, Inc. Hospital Research Associates 

Hollywood Ave. & Rte. 46 W. 
Fairfield, NJ 07004-2402 
Ph. 201 -575-3650, ext. 296 
Fax 201 -575-5366 

41 08 Oak Forest Dr. 
Des Moines, lA 50312 
Ph. 515-274-1307 
Fax 515-274-3117 
Unda Gilbert 
Health Focus On U.S. Consumers Healthy FoodTrefl.Js (S) 

Wilham Soriano, Vice President 
Medical Trends in Antibiotics (S) 
Medical Trends in Hospital Formulary Committee (S) 
Medical Trends in Managed Care Formulary Commit· 
tee (S) 

Since 1938 

ORC's CARAVAN surveys are the 
industry's best and most cost-effective 

omnibus programs. For more than 30 years 
CARAVAN clients have re lied on us to reach the 
general and specialized audiences they need. 

CARAVAN® 
· A weekly consumer telephone omnibus survey 
• Provides a nationally representative projectable sample 

of 1,000 U.S. adults 
• Results provided in three business days 
• An ideal vehicle for: 

Image Measurement 
Advert ising Tracking 
Product Awareness 
Concept Test ing 
Public Relations 

Additional CARAVAN services include: 

EXECUTIVE CARAVAN 
SMALL BUSINESS CARAVAN 

INVESTOR CARAVAN 
CREDIT CARD CARAVAN 

TEEN CARAVAN 
PRE-TEEN CARAVAN 

For additional information, contact: 
Judi Lescher at 1-800-999-0213. 

urv v R 
J 

ICR Survey Research Group 
605 W. State St. 
Media, PA 19063 
Ph. 610-565·9280 
Fax 61 0-565-2369 
Steven McFadden, Exec. V.P. 

ar h Gr up 

EXCEL • National telephone omnibus survey of 1 ,000 
consumers conducted twice each week. Interviewing 
through final tabulations in seven days. ROD sampling: 
CAT I interviewing: totally conducted in-house: custom 
options: extremely cost effective. (0) 
TeenEXCEL • National telephone omnibus survey of 
500 teens aged 12 to 17. Conducted monthly. Inter­
viewing through final tabulations within seven days. 
Same procedures and quality controls as EXCEL. 
Combine TeenEXCEL and EXCEL for 12 years+ popu­
lation. (0} 
(See advertisements on pp. 55, 57,59) 

IMR Research 
140 Burlington Ave. 
Clarendon Hills, IL 60514 
Ph. 708-654-1on 
Fax 708-654-0147 
George Griffin, Exec. V.P. 
Continuing Canadian Consumer Survey (S) 
Continuing Consumer Survey (S) 
Continuing Automotive Maintenance Survey (S) 

Information Resources, Inc. 
150 N. Clinton St. 
Ch•cago. IL 60661 
Ph. 312-726-1221 
Nancy Bau o 
JnfoScan Census (S) 

lntelliOuest. Inc. 
1250 Capitol of Texas Hwy. S. 
Bldg. 2. Plaza One 
Austin, TX 78746 
Ph. 512-329-0808 
Fax 512-329-0888 
Client Svces. Coordinator 
Desktop Computer Tracking Study (S) 
Portable Computer Trac ng Study (S) 
Computer Printer Tracking Study (S} 
Color Printer Tracking Study (S) 
Work Station Tracking Study (S) 
Networking Tracking Study (S) 
Home Computing Tracking Study (S) 
lnternabonal Technology Trac ing Study (S) 
Distnbution Channel Tracking Study (S} 
Technology Adoption Tracking Study (S) 
(all studies offer an omnibus option) 

International Demographics, Inc. 
3355 W. Alabama, Ste. 500 
Houston. TX 77098 
Ph. 713-626-0333 
Fax 713-626-0418 
Bob Jordan 
The Media Aud1t (S) 
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Interviewing Service of America. Inc. 
16005 Sherman Way. Ste. 209 
Van Nuys. CA 91406·4024 
Ph. 818-989·1044 
Fax 818·782·1309 
Michael Halberstam. Prestdent 
Soluhons (0) 

Issues and Answers Network, Inc. 
5151 Bonney Ad. 
Virginia Beach. VA 23462 
Ph. 804-456-11 00 
Fax 804-456·0377 
Carla Undemann 
Telepulse {0) 

Gene Kroupa & Assoctates 
222 N. Midvale Bivd., Ste. 29 
Madison, WI 53705 
Ph. 608·231 ·2250 
Fax 608·231 ·6952 
Or. Gene Kroupa, President 
DaneTrak (0) 

MacKay & Company 
One Imperial Place. #300 
Lombard, IL 60148 
Ph. 708·916·6110 
Fax 708-916-4661 
Agricultural Equipment Parts Market (S) 
U.S. & Canadian Heavy Truck Parts Market (S) 

Macro•AHF Mktg. Rsch. & Consultancy 
100 Avenue of the Americas 
New York, NY 10013 
Ph. 212-941-5555 
Fax 212-941 -7031 
Art Zarin, Senior V.P. 
Scholastic-AHF Online Poll of American Youth (0) 

Macro International 
805 Third Ave .. 8th fl. 
New York, NY 10022 
Ph. 212-888·4141 
Fax 212-888·0140 
Sheila Paterson, Vice President 
Eastern EurOpinion Omnibus (0) 
Eastern EurOpinion Woman Watch (0) 
Eastern EurOpinion Teen Track (0) 
Eastern EurOpinion Men's Monitor (0) 

Maritz Marketing Research, Inc. 
1297 N. Highway Or. 
Fenton. MO 63099 
Ph. 314-827-2305 
Fax 314-827·5433 
Gloria Sloan, V.P .. Dtv. Mgr. 
Row Crop Pesticide Use Study -Annual syndtcated 
study among 30,000 growers which provides brand 
shareandtrac ingoffarmpesticideusage in the U.S. {S} 
Row Crop Pesticide Satisfaction Study • Annual 
syndicated study with growers providing information on 
growers' satisfaction with pesticide products. (S) 
Golf Course Pesticide Use Study · Study with 1.500 
golf course superintendents determines pesticide use 
practices and brand share in the U.S. {S) 

June/ July 1995 

Specialty Crop Pesticide Use Study -Study provides 
brand and dollar expenditures for pesticides on 19 
vegetable and 18 fruit. nut and vine crops. (S) 
(See advertisements on pp. 17. 50) 

Maritz Marketing Research, Inc. 
3035 Moffat Dr. 
Toledo, OH 43615 
Ph. 419-841 ·2831 
Fax 419·841 ·8349 
Tim Rogers, Vice President 
Second Quarter New Car Lessee Study · Primary 
research study of 6,500 new car lessees and 4,900 
truck lessees regarding product satisfaction. purchase 
consideration, shopping patterns, leasing issues, trad· 
tng 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 truck buyers regarding product satisfaction, 
purchase considerations, shopping patterns, dealer 
satisfaction, trading dynamics and demographics. Re­
port released in March. {S) 
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 patterns, alterna­
tive fuels, rading dynamics and household demo­
graphics. Report released in August. (S) 
Canadian New Car and Truck Buyer Satisfaction -
Primary research study of 36.000 new car buyers and 
9,000 new truck buyers regarding product satisfaction, 
purchase considerations, dealer satisfaction. trading 
dynamics and household demographics. Report re­
leased in September. (S) 
Used Car Buyer Study • Primary research study of 
16,000 used car buyers regarding product satisfaction, 
purchase considerations, shopping patterns. trading 

dynamics and household demographics. Report re­
leased in September. (S) 
(See advertisements on pp. 17, 50) 

Market Development, Inc. (MDI) 
1643 Sixth Ave. 
San Diego, CA 921 01-2706 
Ph. 619-232-5628 
Fax 619-232-0373 
Roger Sennott. V.P. General Manager 
Compass Latin American Syndicated Study - The 
first in-depth, syndicated psychographic survey of the 
four major Latin American markets: Mexico, Chile, 
Argentina and Brazil. A global marketer's guide to the 
attitudes and values that drive 450 million Latin Ameri­
can consumers. The study includes five hundred in er­
views conducted in each country. (S) 
Patient Care: Bridging the Gap with Hispanic Con­
sumers - A specialized report comparing Hispanics' 
and non-Hispanics' attitudes and perceptions toward 
hospital care, medical facilities and medical practitio· 
ners. The study was designed to equip healthcare 
marketers, administrators and insurance providers with 
useful information to better understand the needs of 
Hispanic patients and their families. (S) 
(See advertisements on pp. 39. 49) 

Market Direction 
911 Main St .. Ste. 300 
Kansas City, MO 64105 
Ph. 816·842·0020 
Fax 816-472-51n 
Susan Spaulding. President 
Farming's Immediate Future (S) 

S=SYNDICATED STUDY 
0=0MNIBUS STUDY 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 
"No ... ICR. ~~ 

Vve do m r than eel. 

u 

C1rct No 130 o~ Re d , Ca o 57 



1995 SYNDICATED/OMNIBUS DIRECTORY 
Market Facts 
3040 W. Salt Creek Ln. 
Arlington Heights, ll 60005 
Ph. 708-590-7000 
Fax 708-590-7010 
Tom Payne 
TeleNation (0 ) 
Data Gage (0 ) 
Mint Screen (0 ) 
National Show Case (0 ) 

Market Facts of Canada 
77 Bloor St. W., Ste. 1200 
Toronto. ON M4X 1 E2 
Ph. 416-964-6262 
Fax 416·964·5882 
Peter Greensmith, Senior V.P. 
Beverage Consumption Study (S) 
Canadian Eating Hab1ts Study (S) 
Canadian Footwear Marke Index (S) 
CustomerService Index (S) 
Household Equipmen Survey {S) 
Household Flow of Funds Survey (S) 
Industrial Pumps (S) 
National Flexibus (0 ) 
Personal Accessories Cosmetics Survey (S) 
Process Control Instrumentation {S) 
Se Service Ban ing Study {S) 
Sports Vision (S) 
TeleNa ion-Canada (0 ) 

Market Opinion Research 
31700 Middlebelt Rd., Ste. 200 
Farmington Hi lls, Ml 48334 
Ph. 810·737-5300 
Fax 810-737-53 5 
Jeffrey Leiman 
M.O.R. Reports (0) 

Market Response In ernational 
6442 City W. Pkwy., #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
Thomas Andersen, lnt'l. Project Oir. 
Benelux Scope-Holland & Belgium (0 ) 
Telescope Belgium (0) 
Telescope Germany {0) 
Telescope Holland (0) 

Market Segment Research, Inc. 
1320 S. Dix ie Hwy., #120 
Coral Gables, FL 33146-2911 
Ph. 305·669-3900 
Fax 305-669-3901 
Gary Berman, President 
MSR Ethmc Market Report (S) 

Market Trends 
3633 136th Place S.E., Ste. 110 
Bellevue, WA 98006 
Ph. 206-562-4900 
Fax 206·562-0633 
Jackie Weise. Exec. V.P. 
Opinion Monitor (0 ) 
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Mature Marketing 
65 E. Indian Row. Ste. 29F 
Boston, MA 02110 
Ph. 617-720-4158 
Fax 617-723-1254 
Dr. Leslie Harris 
Senior Pulse (0 ) 

MDl 
interviewing servic 
MDI Interviewing Services 
1101 Bay Blvd., Ste. D 
Chula Vista, CA 91911 
Ph. 619-424-4535 
Fax 619-424-4501 
Roxanne Ewal . Mgr. Client Services 
MDI Hispanic Omnibus -The MDI Hispanic Omnibus 
has been conducted every quarter since 1991 . It con­
sists of 1 ,000 telephone interv1ews among Hispanic 
adults between the ages of 18 and 64. lntervie ¥S are 
conducted in Spanish or English depending on each 
respondent's preference. Markets: Los Angeles, New 
York, Miami, San Antonio and Houston. (0) 
(See advertisement on p. 25) 

Mediamarl< Research, Inc. 
708 Th1rd Ave. 
New York. NY 10017 
Ph. 212-599·0444 
Fax 212-682-6284 
Ken Wollenberg, V.P. Sales & Mktg. 
The Study of the American Consumers (S) 

Med1cal Data Management 
25 E. Loop Rd ., Ste. 217 
Stony Brook. NY 11790-3350 
Ph. 516-444-8844 
Fax 516-444-8847 
Elizabeth Montgomery, Marketing Manager 
OTC-Bus (0 ) 
Protil (S) 
Promo-Test (S) 

Monroe Mendelsohn Research 
841 Broadway 
New York, NY 1 0003 
Ph. 212-677-8100 
Fa 212-677-8833 
Tony Motta 
Mendelsohn Affluent Omnibus (0 ) 
Mendelsohn Affluent Survey (S) 
Affluent Recontact Survey (S) 

MACA Information Services 
20 Sumner St. 
Stamford, CT 06902 
Ph. 203·324-9600 
Fax 203·348-4087 
Ken Murphy 
National Consumer Purchase Panel (S) 
Menu Census (S) 
Casual Apparel Usage (S) 
Heal h· T rak (S) 
Communication Awareness (S) 
Video-Trak (S) 
Vision-Trak (S) 
Baby-Trak (S) 
Maii-Trak {S) 
Direct-Trak (S) 

NFO Research, Inc. 
2 Pickwick Plaza 
Greenwich. CT 06830 
Ph. 203-629-8888 
Multicard (0 } 
Share of Intake Panel (S) 

Nielsen North Amenca 
150 Martin Gale Rd. 
Schaumburg, IL 60173 
Ph. 708-605-5000 
Scan rack {S) 
Scan rack Household Panel Services (S) 

Northwest Research Group. Inc. 
400 108th Ave. N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 206-635-7481 
Fax 206-635-7482 
Ellen Colvin, Asct. Project Mgr. 
SoundStats (0 ) 

The NPD Group 
9399 W. Higgins Rd ., #300 
Rosemont, ll 60068 
Ph . 708-692-6700 
Fax 708-692-6049 
Cres (S) 

The NPD Group 
900 W. Shore Rd. 
Port Washington, NY 11 050 
Ph. 516·625·2220 
Fax 516·625-2222 
leslie Singer 
lnsta-Vue (0 ) 
Med1calln luence Studies (S) 

NuStats, Inc. 
4404 S. Lamar, Bldg. 200 
Austin, TX 78745 
Ph. 512-469-6400 
Hispanic In oSource (S) 

ORA ION 

Opinion Research Corporation 
P.O. Box 83 
Princeton, NJ 08542-0183 
Ph. 800-999-0213 
Fax 800·759·5786 
Judi lescher, Vice President 
Carava · National elephone omnibus survey of 
1.000 adults conducted weekly, Thursday through Sun­
day. Preliminary results ava•lable on Monday. Full tabu­
lations delivered on Tuesday. CATI interviewing utilizing 
sate-of-the-art ADD sample. In-house professional in· 
terviewers and data processing staff. Low cos . (0) 
Teen Caravan · National telephone omnibus survey of 
250 teens ages 12· 7. (0 ) 
Pre-teen Caravan · National telephone omnibus sur­
vey of 250 pre-teens ages 6-11 . (0 ) 
Executive Caravan -Conducted mon hly in the U.S. (0) 
Small Business Caravan · CordJcted quarterly among 
small business seMCe and prOOJcl related oompanies. {0) 
Investor Caravan, Credit Card Caravan -Conducted 
quarterly. Consumer-oriented mar e based informa· 
ion for the financ•al serv1ces arena. (0 ) 
(See advertisement on p. 56) 
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J.D. Power and Associates 
30401 Agoura Ad. 
Agoura Hills, CA 91301 
Ph. 818·889·6330 
Fax 8 8·889·3719 
Pa ricia Patane, Director. Marketing 
Initial Quality Study (S) 
Customer Satisfaction Index Study (S) 
Sales Satisfaction Index Study (S) 

Angus Reid Group, lnc. 
363 Broadway 5th I. 
Winnipeg, MB A3C 3N9 
Ph. 204·949·3100 
Fax 204·942·5669 
Maggie Burns 
Canadia Household in the Information Age {S) 
North American Gaming & Gambling (S) 
Canadia Business Traveler (S) 
National Angus Reid Poll {0) 

Restaurant Research Associates 
6 Hutton Centre Dr., Ste. 1240 
Santa Ana, CA 92707 
Ph. 714-241-7930 
Fax 7 4-241 -7933 
Lynn Stalone, Partner 
Hot T epics (S) 

Rockwood Research Corp. 
1751 W. County Ad. 8 
St. Paul, MN 55113 
Ph. 612-631- 977 
Fax 612-631 -8198 
Robert Hill, President 
Ag Tel™ (0) 
Mail MonitorTM (S) 

Roper Starch Worldwide 
205 E. 42nd St. 
New Vorl<, NY 0017 
Ph. 212·599·0700 
Fax 212-867-7008 
Peter Stisser, Vice President 
Umobus (0) 
Roper Age Segment Portfolio (S) 
Roper Green Gauge (S} 
Roper Reports (S) 
Starch "Plus· Database (S) 

Scarborough Research Corp. 
11 W. 42nd St., 12th fl. 
New Vorl<, NY 10036 
Ph. 212-789-3560 
Newspaper Marl<eting Report (S) 

Simmons Market Research Bureau, Inc. 
420 lexington Ave. 
New Vorl<, NY 10170 
Ph. 212-916-8900 
Fax 212-916-8918 
Jerry Ohlsten, Marl<eting Director 
Study of Media and Markets (S) 
The Hispanic Study (S) 
CompPro-Study of Computer Professionals (S) 

June/July 1995 

Lee Slurzberg Research, Inc. 
379 Windsor Rd. 
Englewood, NJ 07631 
Ph. 201·567·2265 
Fax 201·567·5661 
lee Slurzberg, President 
LSR New York Hispanic Omnibus (0) 

Southeastern Institute of Research, Inc. 
2325 W. Broad St. 
Richmond, VA 23220 
Ph. 800·807-8981 
Fax 804-358·9761 
G. William Greer, Dir. Client Svcs. 
Baltimore, MD Insight (0) 
Hampton!Norfol Virginia Beach, VA lnsigh (0) 
Richmond, VA lnsigh (0) 
Washington, DC Insight (0) 

Strategic Vision 
P.O. Box 420429 
San Diego, CA 92142 
Ph. 619·576-7141 
Fax 619-576-9235 
Dr. Darrel Edwards 
Values In America rM (S} 

Strategy Research Corporation 
00 N.W. 37 h Ave. 

Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
Mel Olans 
STAR · Spanish Television Audience 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 
Paul Talmey 
Colorado Omnipoll (0) 

Teenage Research Unlimited 
707 Skokie Blvd., Ste. 450 
Northbrook, IL 60062 
Ph. 708·564·3440 
Fax 708-564-0825 
Peter Zollo. President 
Teenage Marke ing & Lifestyle Study (S) 

Thompson Lightstone & Co. 
1027 Yonge St. , Ste. 100 
Toran o, ON M4W 2K9 
Ph. 416-922-1140 
Fax 4 6-922-8014 
Peggy Richardson-McKee, Vice President 
Omnitei{O) 

Total Research Corporation 
51ndependence Way, CN 5305 
Princeton, NJ 08543·5305 
Ph. 609·520·91 00 
Fax 60 9-98 7-6839 
James Alleborn 
Equitrend (S) 

TrenData, Inc. 
9 Mot Ave., Ste. 201 
Norwal , CT 06850 
Ph. 203-866-31 3 
Fax 203-853·2228 
Louis Pappalardo 
TrenOata Report (S) 

I S=SYNDICATED STUDY 
0=0MNIBUS 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 Lo provide y u \vith the best of both cu tom and 
.1\.omnibu worlds. The co t-efficiency of an omnibu rudy, the overall preci ion 

and reliability of a fuH cu tom survey: our ervice are tailored to your pecifi nee . 

vV do more than e. eel. 

C rcle No. 131 on ReaoerCard 
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TVQ 
14 Vanderventer Ave. 
Port Washington, NY 11050 
Ph. 516-944-8833 
Fax 516·944·3271 
Steven Levitt 
Cartoon Q (S) 
Performer Q (S) 
Sports a (S) 

Unidex Research 
1827 Powers Ferry Rd. 
Atlanta, GA 30067 
Ph. 800-528·5342 
Fax 404-956-9933 
Matthew Ford 
The Unidex Report (S) 
The Affluent Balance Quarterly (S) 
The Business Owner & Professional Quarterly (S) 
The Unidex Quarterly (S) 

U.S. Travel Data Center 
1100 New York Ave. N.W., Ste. 450 
Washington DC 20005·3934 
Ph. 202-408-1832 
Suzanne Clark 
National Travel Survey (0) 
Quick Travel Fax (0 ) 
Cooperative Travel Survey (S) 

Video Storyboard Tests 
107 E. 31st St. 
New York, NY 10016 
Ph. 212-689·0207 
Fax 212-689·021 o 
Dave Vadehra 
Campaign Monitor (S) 

The Wagner Group, Inc. 
53 W. 21st St. 
New York, NY 10010 
Ph. 212-627-0066 
Jeffrey Wagner 
College Scan (0) 

WestGroup Mktg. Rsch., Inc. 
1110 E. Missouri Ave., Ste. 780 
Phoenix, Al85014 
Ph. 602-264-4915 
Fax 602-631 -6844 
Ted Apostol, President 
WestTrack-Phoenix (0) 
WestTrack-Arizona (0) 

Youth Research 
36 Tamarack Ave. 
Danbury, CT 06811 
Ph. 203-797·0666 
Fax 203-748-1735 
Karen Forcade, President 
Kids Research (0) 
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Section Two 
Specialty Cros Inde 

Advertising 

Advertising Research Corp. (ARC) (S) 
Beta Research Corp. (S) 
Bruskin/Goldring Research, Inc. {0) 
Chilton Research Services (OIS) 
The Consumer Network, Inc. (S) 
Erdos & Morgan (S) 
Gallup & Robinson (S) 
Gallup Canada, Inc. (0 ) 
Healthcare Communications (S) 
Hospital Research Associates (S) 
ICR Survey Research Group (0) 
International Demographics (S) 
Macro•AHF Mktg. Rsch. & Consultancy (0) 
Macro International (0 ) 
Market Opinion Research (0 } 
Market Trends (0) 
Medical Data Management (0/S) 
NFO Research (S) 
Opinion Research Corporation (0) 

J.D. Power and Associates (S) 
Rockwood Research Corp. (S) 
Roper Starch Worldwide (S) 
Simmons Mar et Research Bureau (S) 
Strategic Vision (S) 
TVQ (S) 
U.S. Travel Data Center (0 ) 

Video Storyboard Tests (S) 

African-Americans 

Data Insight, Inc. (S) 
Interviewing Service of America (0 ) 
Market Segment Research, Inc. (S) 

Agricultural 

Doane Marketing Research. Inc. (S) 
MacKay & Company (S) 
Maritz Marketing Research (S) 
Market Directions (S) 
Rockwood Research Corp. (0/S) 

Airlines 

J.D. Power and Associates (S) 

Asian-Americans 

Data Insight, Inc. (S) 
Market Segment Research, Inc. (S) 

Automotive 

Bruskin/Goldring Research, Inc. (0) 
Chilton Research Services (0/S) 
Gallup Canada. Inc. (S) 
IMR Research (S) 
Interviewing Service of America (0 ) 

Macro International (0 ) 
Maritz Marketing Research (S} 
Market Opinion Research (0 ) 
Opinion Research Corporation (0} 
J.D. Power and Associates (S) 
Strategic Vision (S) 

Business-To-Business 

Behavior Research Center (0 /S) 
Beta Research Corporation (0) 
Erdos & Morgan (S) 
FindfSVP (S) 
FlndfSVP Published Products, Inc. (S) 
Macro International (0 ) 
Market Facts of Canada (S) 
Mediamark Research, Inc. (S) 
Opinion Research Corporation (0) 
Simmons Market Research Bureau (S) 

Cable 

Angus Reid Group, Inc. (S) 

Carpeting 

Bruskin/Goldring Research, Inc. {0) 

Chemical Industry 

Chemark Consulting (S) 
Market Facts of Canada (S) 

Children 

Bruskin/Goldring Research, Inc. (0 ) 
Children's Market Research {S) 
Data Insight, Inc. (S) 
Environmental Research Associates (S) 
CR Survey Research Group (0) 
Interviewing Service of America (0 ) 
Macro•AHF Mk1g. Rsch. & Consultancy {0 ) 
Macro International (0) 
Market Facts, Inc. (0 ) 
MACA Information Services (S) 
Opinion Research Corporation (0) 
Roper Starch Worldwide (S) 
TVQ (S) 
Youth Research (0 ) 

College Students 

Data Insight, Inc. (S) 
Macro International (0 ) 
Roper Starch Worldwide (S) 
The Wagner Group (0) 

Computers 

Chilton Research Services (S} 
FindfSVP (S) 
lntelliOuest, Inc. (S) 
J.D. Power and Associates (S) 
Angus Reid Group. Inc. {S) 

Quirk's Marketing Research Review 
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Consumer-Canada Simmons Market Research Bureau (S) Children's Market Research (S) 

Strategic Vision (S) Chilton Research Services (0/S) 

Canadian Facts (0) Total Research Corp. (S) Com-Sci Systems (S) 

Creative Research International. Inc. (S) TrenData Inc. (S) The Consumer Network, Inc. (S) 

Gallup Canada. Inc. (0/S) U.S. Travel Data Center (0) Custom Research Inc. (0/S) 

IMR Research (S) Danis Research (S) 

Maritz Marketing Research (S) Direct Mail Data Insight, Inc. (S) 

Market Facts of Canada (0 /S) Ehrhart-Babic Ascts. (S) 

Market Opinion Research (0 ) MACA Information Services (S) Find!SVP Published Products, nc. (S) 

J.D. Power and Associates (S) HealthFocus, Inc. (0) 

Angus Reid Group, Inc. (0) Entertainment Information Resources, Inc. (S) 

Roper Starch Worldwide (S} Interviewing Service of America (0) 

Thompson Ughtstone & Co. (0) Audits & Surveys (S) Macro•AHF Mktg. Rsch. & Consultancy (0) 

Irwin Broh & Ascts. (S) Macro International (0) 

Consumer-Europe Bruskin/Goldring Research, Inc. (0) Market Facts of Canada (S) 

Chilton Research Services (0/S) Market Opinion Research (0) 

Macro International (0 ) Interviewing Service of America (0) MACA Information Services (S) 

Market Response International (0) Macro·AHF Mktg. Rsch. & Consultancy (0) The NPD Group (S) 

Medical Data Management (OIS) Market Opinion Research (0) Opinion Research Corporation {0) 

J.D. Power and Associates (S} MACA Information Services (S) Restaurant Research Associates (S) 

Roper Starch Worldwide (S) Opinion Research Corporation {0) Strategic Vision (S) 

TVQ (S) 
Gaming Consumer-Local 

Environmental 
Behavior Research Center-AZ (S) Angus Reid Group. Inc. (S) 

Dittman Research-AK (0) Aud1ts & Surveys (S) 
Gene Kroupa & Associates-WI (0) Bruskin/Goldring Research, Inc. (0) Health Care/Medical 
Market Trends-OR (0 ) Environmental Research Associates (S) 
Northwest Research Group-WA (0) Erdos & Morgan (S) American Sports Data, Inc. (S) 

Lee Slurzberg Research, Inc. (0) Interviewing Service of America (0 ) Audits & Surveys (S) 

Southeastern Institute of Rsch. ·DC (0 ) Macro•AHF Mktg. Rsch. & Consultancy (0) Beta Research Corporation (0/S) 

Southeastern Institute of Rsch.-VA (0 ) Market Directions (S) Irwin Broh & Ascts. (S) 

Talmey-Drake Research-CO (0} Market Opinion Research (0 ) Chilton Research Services {0) 

WestGroup Marketing Rsch.·AZ (0) Opinion Research Corporation (0) The Consumer Networ • Inc. (S) 

Roper Starch Wo~dwide (S) Custom Research Inc. (0/S) 

Consumer· U.S. Data Insight, Inc. (S) 

Executives Healthcare Communications (S) 

Audits & Surveys (S) HealthFocus. Inc. (0 ) 

Beta Research Corporation (0) Chilton Research Services {S) Hospital Research Associates (S) 

Irwin Broh & Ascts. (S) Data Insight. Inc. (S) Interviewing Service of America {0) 

Bruskln/Goldring Research, Inc. {0) Erdos & Morgan (S) Macro International (0) 

Cambridge Reports/Research International (0/S) Hospital Research Associates (S) Market Development Inc. (MDI) {S) 

Chilton Research Services (0/S) Opinion Research Corporation {0) Market Opinion Research (0 ) 

Custom Research Inc. (OIS) Simmons Market Research Bureau (S) Medical Data Management (OIS) 

Data Insight. Inc. (S) MACA Information Services (S) 

Elrick & Lavidge (0 ) Financial Opinion Research Corporation {0) 

FindiSVP {S) 
Flnd/SVP Published Products Inc. (S) BAI (S) Hispanic 
ICR Survey Research Group (0) Bruskin/Goldring Research, Inc. {0) 
IMR Research (S) Canadian Facts (S} Behavior Research Center (0/S} 

Interviewing Service of America (0 ) Chilton Research Services (0/S) Market Development, Inc. (MDI) (S) 

Issues & Answers Network (0 ) Erdos & Morgan (S) Ma~et Segment Research (S) 

Macro•AHF Mktg. Rsch. & Consultancy (0) Gallup Canada. Inc. (S) MDI Interviewing Services (0) 

Maritz Marketing Research (S) Interviewing Service of America (0 ) NuStats, Inc. (S) 

Market Facts, Inc. (0 } Macro International (0) Simmons Market Research Bureau (S) 

Market Opinion Research (0 } Market Facts of Canada (S) Lee Slurzberg Research. Inc. (0) 

Market Segment Research (S) Opinion Research Corporation {0) Strategy Research Corporation (OIS) 

Mediamark Research Inc. (S} J.D. Power and Associates (S) 
Monroe Mendelsohn Research (0/S) Strategic Vision (S} Insurance 
MACA Information Services (S) Unidex Research (S) 
NFO Research (0} WestGroup Mktg. Rsch., Inc. (0) Bruskin/Goldring Research, Inc. {0) 
Nielsen North America (S) Chilton Research Services {S) 
The NPD Group (S) Food/Beverage Erdos & Morgan (S) 
Opinion Research Corporation {0) 
J. D. Power and Associates (S) Audits & Surveys (S) S=SYNDICATED STUDY 
Roper Starch Worldwide (0/S) Bruskin/Goldring Research, Inc. {0) 0=0MNIBUS STUDY 
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Gallup Canada, Inc. (S) 
Interviewing Service of America (0) 
Market Facts of Canada (S) 
Marke Opinion Research (0) 
Opinion Research Corporation (0) 
Strategic Vision (S) 

International 

Behavior Research Center (OiS) 
Macro International (0) 
Market Development, Inc. (MDI) (S) 
Medical Data Management (0/S) 
Roper Starch Worldwide (S) 

Latin America 

Market Development, Inc. (MDI) (S) 

Lodging Industry 

Bruskin/Goldring Research, Inc. (0) 
In erviewing Service of America (0) 
Opinion Research Corporation (0) 
U.S. Travel Data Center (0) 

Management 

Hospital Research Associa es {S) 
Opinion Research Corporation (0) 
Simmons Market Research Bureau (S) 

Media 

Advertising Research Corp. (S) 
Audi s & Surveys (S) 
Beta Research Corporation {S) 
Bruskin/Goldring Research, Inc. (0) 
Chilton Research Services (S) 
FindiSVP (S) 
Erdos & Morgan (S) 
Hospital Research Associates (S) 
International Demographics (S) 
Interviewing Service of America (0) 
Macro International (0) 
Market Opinion Research (0) 
Mediamark Research, Inc. (S} 
Opinion Research Corporation {0) 
J.D. Power and Associates (S) 
Roper S arch Worldwide (S) 
Scarborough Research Corp. (S) 
Simmons Market Research Bureau (S) 
Strategic Vision (S) 
Strategy Research Corporation {S) 

Mothers 

Brusldn/Goldring Research, Inc. (0) 
Children's Market Research 
Interviewing Service of America (0) 
Macro International (0) 
Market Facts, Inc. (0) 
Market Facts or Canada (0) 
Youth Research (0) 
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Office Products 

Chilton Research Services (S) 
J.D. Power and Associa es (S) 

Pet Foods 

Custom Research Inc. {0} 

Pharmaceutical 

Medical Data Management (OiS) 

Political Affairs 

Market Opinion Research (0} 

Promotions 

TVQ (S) 

Public Policy tssues 

Market Opinion Research (0} 

Restaurants/Fast Foods 

California Retail Survey (S) 
Chilton Research Services (OIS) 
The Consumer Network, Inc. (S) 
Data Insight. Inc. (S) 
Find!SVP Published Products, Inc. {S) 
Interviewing Service o America (0) 
Macro International (0) 
The NPD Group (S) 
Opinion Research Corporation (0} 
Restaurant Research Associates (S) 
Strategic Vision (S) 

Retail 

BruskiniGoldring Research, Inc. {0) 
California Re ail Survey (S) 
Chilton Research Services (S) 
The Consumer Network, Inc. (S) 
Custom Research Inc. (S) 
Ehrhart-Babic Ascts. (S) 
lnforma ·on Resources (S) 
Interviewing Service of America (0) 
Macro•AHF Mk g. Rsch. & Consultancy (0) 
Macro International (0) 
Market Opinion Research {0) 
MRCA Information Services (S) 
Nielsen Nortll America (S) 
Opinion Research Corpora ion (0) 
S rategic Vision (S) 

Sen iors/Mature/Eiderly 

Ma ure Marketing (0) 

Small/Home Businesses 

Chilton Research Services (S) 

Sports 

American Sports Data, Inc. 

Irwin Broh & Ascts. (S) 
Bruskin/Goldrlng Research, Inc. (0) 
Children's Market Research (S) 
Chilton Research Services (S) 
Interviewing Service of America (0) 
Macro•AHF M tg. Rsch. & Consul ancy (0) 
Market Facts of Canada (0/S) 
Opinion Research Corporation (0) 
TVQ (S) 

Technology 

Angus Reid Group, Inc. (S) 

Teens 

BruskiniGoldring Research, Inc. (0) 
Chilton Research Services {S) 
ICR Survey Research Group (0} 
Interviewing SeiVice of America (0) 
Macro·AHF Mk g. Rsch. & Consultancy (0) 
Macro International (0} 
Market Fac s. Inc. (0) 
Opinion Research Corporation (0) 
Roper Starch Worldwide (S) 
Teenage Research Unlimited (S} 
Youth Research (0) 

Telecommunications 

Chilton Research Services (S) 
Find/SVP (S} 

Textiles 

Bruskln/Goldrlng Research, Inc. {0) 
MACA Information Services (S) 
Opinion Research Corporation (0) 

Transportation 

Audits & Surveys (S) 
Market Opinion Research (0) 

Travel 

Bruskin/Goldrlng Research, Inc. (0) 
Interviewing Service of America {0) 
Market Opinion Research (0) 
Opinion Research Corporation {0) 
J.D. Power and Associates (S) 
Angus Reid Group, Inc. (S} 
S rategic Vision (S) 
U.S. Travel Data Center (0) 

Trucking 

MacKay & Company (S) 
Maritz Marketing Research (S) 
J.D. Power and Associates (S) 

Veterinary Medicine 

Doane Mar eting Research, Inc. (S) 

S=SYNDICATEO STUDY 
0=0MNIBUS STUDY 
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Thanks to you. all sorts of everyday products are being made 
from materials you've recycled. But to keep recycling working 
to help the environment, you need to buy those products . 

So look for products made from recycled materials. and buy 
them. It would mean the world to all of us. For a free brochure. 
please write Buy Recycled, Environmental Defense Fund, 257 
Park Ave. South. New York. NY 10010. or calll-800-CALL-EDF. 

7EPA 
ENVIRONMENTAL 

DEFENSE 
FUND 



Please add the following firm to the 1995 Directory of Focus Group 
Facilities: 

New York City area 

Morristown Market Research 
80 Washington St. 
Morristown, NJ 07960 
Ph. 201 -326-9461 
Fax 201 -326-9767 
Contact: Melody Whitelaw 
1 ,2,3,4,5,6,7C,8,9 
Rm. 1) 22x14 Obs. Rm. Seats 8 
Rm. 2) 22x14 Obs. Rm. Seats 8 

Please add the foflowing firms to the 1995 Directory of Telephone 
Interviewing Facilities: 

Direct Feedback 
5414 Oberlin Dr., Suite 251 
San Diego, CA 92121 
Ph. 619-457-8180 
Fax 619-457-4314 
Christopher Reinhard 
20-20-20-20 

Direct Feedback 
4 Station Square, Suite 545 
Pittsburgh , PA 15219 
Ph . 412-394-3650 
Fax 412-394-3660 
Tara Hill Conroy 
20-15-20-20 

ICR Survey Research Group 
1450 E. American Lane, Suite 1400 
Schaumburg , IL 60173 
Ph. 708-330-4465 
Fax 708-330-4463 
Sharon Roberts 
0·0-0-0 

Tetesphere 
5125 North 16th St. , Suite A-201 
Phoenix, AZ 85016 
Ph. 602-277-9195 
Fax 602-277-9919 
Ray Petrulsky 
16-16-16-16 

64 

Please note the changes to the following listings from the 1995 
Directory of Telephone Interviewing Facilities (corrected text is shown 
in bold): 

Field Research Corppration 
550 Kearney St., Ste. 900 
San Francisco, CA 941 08 
Ph . 415-392-5763 
Fax 415-434-2541 
Deborah Jay, Ph .D. 
85-85-85-85 

Interviewing Service of America 
16005 Sherman Way , #209 
Van Nuys, CA 91406-4024 
Ph. 818-989-1 044 
Fax 818-782-1309 
Michael Halberstam 
200-175-175-175 

H adquarter : 
·earch Re\·iew, 
Bl mingt n, M 
612-854-8 191 

e t oa 't : Lane Wei 
Bla og Rd., K ntfi ld, 
1404. Fax: 415-461 -9555 

FACILITIES FOR SALE 
Florida - Assume existing lease at newly constructed 
NE Florida regional mall facility. For more informa­
tion write to: Quirk's Classified, Dept. "MK", P.O. Box 
23536, Minneapolis, MN 55423 
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Trade Talk 
continued from p. 66 

r p ndent ·. but th • respon s ~ w as so o rwhe lming that 

it was pa ndcd too er 8,6 0. " We wa nted to addr s. the 
probl ms of low , un weighted re·p nde nt counts that 
·urrentl are in her nt w ith in MRI. o we mad sur· that 
the pan ·I has a laru nough ha. e f n umers. •· 

IPs look ·d to the pan I t he lp it defin wh 

th · r ade rs we re, how th ey u ·ed the magazi ne · and ho w 
invol v ·d they w re wi th ho me nhan em nt . " We want d 

to gain a c l.eare r unde r tanding of the im portan · o f hom· 

e nthu ia t a bra nd ·pe i fi rs." Levinson say ·. " We al o 
wanted inf nna ti o n on wh·tt home nthus ia: t: pl ant do 

and purcha e . whi h is n t a a il abl · in the :yndi cated 

' tud ie . 
" It ' been ry sati sfyi ng to sha re info rm ati on with 

manufa tur rs a bo ut thei r custo m rs and p t nti al c u -
to mers. Prior to thi s resea r h, no ne had been abl to 

cl ear! de fine th e re o f the ho me enthu iast marke t­

place, tho ·e people that ar mo t a ti e ly inv lvcd in the 
pr · . We' e d ne th at and w al have data on w hat 
they are planning to do t mo rro \1 . wi th in what tim· fram 

and h w much they plan t p nd .'" 
Here· a qu ic k ke t h o f the paneli~ t s: 

• 6 pe rcent a re female, 14 perce nt mal· ~ 

• the a erage age i · 40; 

• the median ho use hol d income is 5 ',600~ 

Index of Advertiser 

• 5 p ·rc ·nt own th ir own hom and the 'v ' liv d 
th ere f r an av · rage of 6 . y ar. ; 

• the av rage ho m is 2 1.5 y ar · old and it a erag 

market aluc is $ 1 6 .600~ 

• 59 percent f re pondent u ed the publications fo r 

brand recommendati n , 6 p rce nt f r project pl annin g 
information and 45 pe rcent a a guide to product purc ha -
in g. 

Activel)' in olved 
he home nthu. ia t are pa i nat ab uttheir 'ho by ." 

earl two-third have done thre o r mo r projects in the 

pa t 12 months. and 22 p rcent did i or more projec t in 
the la ' t 12 m nths . spending an ave rage o f 15,00 . 

earl 75 pe r 'ent pl an to start a ne w projec t within three 

m nths. Thirt -s i p rcent pl a n to tart a pr jec t within 

30 days o f r ading a BH ' lP. 
They a re take-charge people: 77 pe rcent ay that 

the y or th e ir ·pou e make brand de i ions- only on· 

in fiv cons ult a buiJde r or d igne r on brands; 60 
pe rce nt d id not hire a contra tor to doth· work on the ir 
I a t pr j t. 

The ar al inf1ue n e r : three-quarter · said th y are 

frequ ntl y a ked by fri end f r ad i c about h m en­
hanceme nt pr je t . Eight -eig ht per nt of the r p n­

d nt vie wed them 'e l es as skill d at decorating . and 57 
p r nt vie wed thcmscl es as : kill ed at remode ling. o 
doubt th •ir skill comes from a]J that practice! U 

ACG Research Solutions .............................. 14 First Market Research Corp .......................... 26 Opinion Research Corporation ...................... 56 
Ph. (314) 726-3403 • Fax (314) 726·2503 Ph. (617) 4B2-9080 • Fax (617) 4B2-4017 Ph. (800) 999-0213 • ax (BOO) 759·5786 

Apian Software ......................................... 33 FocusVision Network, Inc ............................. 27 Phoenix Systems ...................................... 28 
Ph. (BOO) 237-4565 • Fax (415) 694-2904 Ph. (203) 961-1715 • Fax (203) 961·0193 Ph. (BOO) 657-4388 • ax (605) 339·0408 

Bernett Research Services, Inc ....................... 5 
Ph. (617) 254·1314 • Fax (617) 254-1857 

GENESYS Sampling Systems ....................... 11 
Ph. (215) 653-7100 • Fax (215) 653-7114 

Pine Company .......................................... 29 
Ph. (BOO) 969-9463 • Fax (310) 453-3969 

Brand Institute, Inc .................................... 13 
Ph. (212) 572-6311 • Fax (212) 572-6411 

Hispanic Market Conneclions, lnc .................. 35 
Ph. (415) 965-3859 • Fax (415) 965-3874 

Questar Service Quality Research ....... Back Cover 
Ph. (612) 6B8-0089 • Fax (612) 6BB-0546 

Bruskln/Goldrlng Research ....... Inside Front Cover 
Ph. (90B) 572-7300 • Fax (90B) 572-7980 

Hispanic Marketing Communications ............. 15 
Ph. (415) 595-5028 • Fax (415) 595·5407 

J . Reckner Associates ................................. 32 
Ph. (215) B22-6220 • Fax (215) B22·223B 

The Burke Institute ................. Inside Back Cover 
Ph. (606) 655-6135 • Fax (606) 655·6064 

ICR Research Group .......................... 55, 57, 59 
Ph (61 0) 565-9280 • Fax (61 0) 565-2369 

The Research Center .................................. 23 
Ph. (303) 935·1750 • Fax (303) 935·4390 

RSVP Research Services ............................. 21 
Chesapeake Surveys .................................. 41 
Ph. (41 0) 356-3566 • Fax (41 0) 581-6700 

1/H.IR Research Group ................................. 43 
Ph. (702) 734-0757 • Fax (702) 734·6319 

Ph. (215) 969-8500 • ax (215) 969·3717 

Scientific Telephone Samples ...................... 19 
Chilton Research Services ........................... 54 
Ph. (61 0) 964-4602 • ax (61 0) 964·2942 

MDI Interviewing Services ........................... 25 
Ph. (619) 424-4583 • Fax (619) 232-0373 

Ph. (BOO) 944-47B7 • Fax (714) 241-7910 

SPSS, Inc ................................................. 3 

Consumer Opinion Services .......................... 40 
Ph. (206) 241-6050 • Fax (206) 241-5213 

Marllz Marketing Research ..................... 17, 50 
Ph. (800) 446-1690 • Fax (314) B27·6014 

Ph. (BOO) 345-53B3 • Fax (BOO) B41-0064 

StatPac, Inc ............................................. 13 

Elrick & Lavidge, Inc .................................. 53 
Ph. (404) 93B·3233 • Fax (404) 621-7666 

Market Development,lnc ......................... 39, 49 
Ph. {619) 424-4583 • Fax (619) 232-0373 

Ph. (612) 925·0159 • Fax (612) 925-0B51 

Strictly Medical Market Research ........ .......... 20 

Erlich Transcultural Consultants ................... 37 
Ph. (81B) 226-1333 • Fax (818) 226-1338 

Medical Marketing Research ....................... 38 
Ph. (800) 866-6550 • Fax (919) B48-2465 

Ph. (602) 423·0319 • Fax (602) 423·154B 

Survey Methods Group ................................ 38 
Ph. (415) 495-6692 • Fa (415) 995·81B5 

Find/SVP, Inc ........................................... 36 
Ph. (212) 645·4500 • Fax (212) 645· 7681 

Mercator Corporation ................................. 34 
Ph. (50B) 463-4093 • Fax (508) 463-9375 Survey Sampling, Inc ............................. 18, 22 

Ph. (203) 255-4200 • Fax (203) 251-0372 
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by Joseph Rydholm 
QMRR editor 

eryone know , a hronic r model r. You may be one 
your·eJf. Or p rhap you're married to one. Th y'rc 
th folks who:e home. ar in a onstant :tat f. shall 

we . ay. evolution. One a proj tis d ne the ne tone i 
inth work:.Wh th rit' .' thed wnstairsbathro morthe 
gu st bedroom, they're alway re-ing ornething, redo­
ing , redecorat' ng. refini hing. 

Many do-it-your elfer educate them elve by reading 
home magazine which provide project tip , idea and 
guidance n pr du t choice . Two year ago, one com­
pany that publi he many uch magazine decided it wa 
time for reader to educate l!. . ' . . • • ! • . • • . • 

• • ! • . • • . • • • • • • • • 
t "I!" It • I I ' I =· • . . . . . . . . :, 

66 

We've moved! 
Our new street address is: 

Quirk's Marketing Research Review 
8030 Cedar Ave. S., Suite 229 

Bloomington, MN 55425 
Phone: 612-854-5101 

Fax: 612-854-8191 

Our mailing address remains: 
P.O. Box 2353 6 

Minneapolis, MN 55423 

SIP: stablished th orne nthu . iast Panel, an ongoing 
res ar h ffort that tra k the opinion and habit of over 

,600 reader. of it quarterly publication like Building 
ld a . Do-lt-Your elf and Kitchen & Bath Idea . 

he main goal wa to how the indu try why BH&G 
IP hould be part of the media buy, but the panel al. o 

fill an information oid, ay Stephen Levinson, pub­
li her, BH ' G SIP . . 

"There s em d to b a Ia k of an kind f c n ·urn r 
research within the category beyond ubs riber studie . 
Plu , be au ~ e our magazine are not mea ured in . yndi­

ated tudie . and all th pu 1i ati n are new · ' tand­
dri en, lh pan I mad 
a . 

"With the uncertaint of yndicated re earch a it i 
now, pub! i her h uld be looking at viable aJternati e 
that help olidify their magaz 'ne ' po ition.l think panel 
d that. n ther thing panel can do · pro ide you with 
a moving picture of con urner habit over time, which i 
omething that we can't get out of yndicated erv ice 

like MRI and Simmon . ' 

O ver whelmin r e pon e 
Th pan 1 was recruit d through a n -page que ti n­

naire in rted in the pring and fall 1994 i u s f Build­
ing Ideas , Decorating, Do-It -Yourself, Kitchen & Bath 

Idea , and Remodeling Ideas. Re pondent w re nt a 
four -page follow-up qu stionnair n th ir r nt h m 
pr je t a ti ity. 

e in on ay the panel' original target ize wa 5,00 

continued on p. 65 
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Experie ce e Best Teacher: 
We cordially in ite ou to learn marketing research methodo.; and application. from the profe . ional who have done more 
ustom iz d mark 1 ing r search and ha taught it t m re p pie than apyone else in the world ! 

Wht:n you attend a Burke Institute . ·minar, you 
partt tpate n mor than an e citing, on-target 
I aming e perien ~ . Y u I arn fr m what we 
have learned by t.loin g ten ~ of thousands of 
marke ting resear ·h studies. Our seminars renee! 
this invaluable dt:plh or real-life c pcrtise, not 

avai I able to you anywher else. 
It i. ju:t one of the many r asons for th rav 

review. we have received worldwide from pa. t 
parti ·ipants at more than 2.000 marketing r s arc h 
s minar~ condu I. d by u. during the past 20 
, ears. Here are just a few· erbatims from recent 

minar valuation1--: 

Th oost s mtnar tn marke tng l'v ev r ta n Very ttmely The 
cont nt ts bsolutely exc llent. Sp aker - xc llenr . ng 191ng I 's 
ntce to have someone who can help us to understand . Ftnally a 
marketing semtnar whtch ts both tn-d pt nd pr ctJcal 

D~rcctor of Mark 1 Research. Fsult/6$8 Stsrch!Bon Ami 

Fan ashe - I finallY. u derstand th stuff th t good colleg professors 
could not e)(platn tlth tr ltves dep nd don 1t Great manual Sp aker 
IS really gr t - I h ve I rn d mor fro htm 1n 2 days than I dtd tn 
2 years tn grad school! 

Ma et Admrnistrator G TE Directories 

If the wealth of nfo matt on. knowledge and understandmg I walked 
away w•th could b conven d to money I would oo a millionatr rom 

ereafter I was neve more tmpressed with n tnstructo nd a 
semmar as I was With hts Workbook II e none I ave ever been 
expos d to om what stmtl r to th Encyclopa dta Bnttantca. 
Speaker dynamtc, exci ttng. bnll iant showed tremendous tnlerest tn 
the subJect as w II as e c pantctpant 

Protect Coordmator General Foods 

Super - best 2 day seminar I ve ever had. Total y argeted Best 
wo book l'v se n tn t rms of wal tng away wrth a great memory 
1ogger Super speaker 

Manag r. ICI PharmRceutfciiiS 

5 lhav list dmorethan30 td as ortmmedtal tmpl m ntattonatmy 
comp ny Outstanding speaker expert . enthus1asttc. as good a 
ltst n r as h IS a teach r 

Manag r. Consumer Research. Heinz 

6 antaslic and on-tra 1 The manual Will oo a great addition to our 
referen library' Pnc less! So w II I id out Sp ker excel ent, 
tnleresting - on-tra 

Product Researcher. Mldmark Corpo r: tfon 

The oost (seminar) I've altend d Ou s tandtng association of s1at1s tics 
to ma ttng res arch probl ms Ltnk d stattsllcal background ot 
MBA to study concerns I lace everyday. (The speaker) explains 
stattslics and m hods b tt r tn 2 days than most pro essors have 
don t a sem st r o und rgr d nd grad wor 

Busmess Research Analyst Dow Chemical 

8 antast~el ven though I have an M.S tn slats I have never had such 
a clear ptcture of how to pply stat techniques before. Wond rful 
e amples to e~pla1n he theortes . tdeas phtlosophtes-superb 
(speak r)' Helped to motrvat m to xpand my use of dtf erent 
techntques and explore more posstbi llttes 

Mark tmg Re arch Analyst Co n umor Power Company 

9. "lntens1Ve" ts an und rstat m nt But, I sure f I I got rny money's 
worth . I go everything I came tor and more lncred bly helpful ancl 
usetut tnformatton T rnftc workbook Umqu mstructor som one 
w o can "do" nd "t ach". Wonder ully enthusiastic . 

Pnnc1pa1. Cre8ive Focus 

10 I ncr dtb e b t r han I )(peel d "Btgg st B ng for t e Buck" of 
any semmar lve ever attended. Fantastic 

Mar etmg Research Analyst. Depuy 
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a Research Pa ner that opens minds 
and expands markets. 

2905 West Service Road 
Eagan, Minnesota 55121 -2199 

(612) 688-0089 
fax (612) 688-0546 

Cit de No. 142 on Read• Card 

ding full-service research and consulting 
exclusive combination of insight, technology 

lized service, Questar tailors our services to 
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