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CENTRAL TELEPHONE 
INTERVIEWING SYSTEM 

Field, Code and Tab with the "Full-Service Touch" 

Mobilize an army of seasoned professionals to field, code and tabulate 
your next project with just one phone call. 

Locate the sample you need, no matter how unique or hard to find. 

Get on-time delivery, because our 180 CATI interviewing stations in four 
fully staffed facilities get the job done, even if extreme weather conditions 
or an area-wide power failure temporarily shuts down any given location. 

Let our bilingual interviewers and proprietary A&S/CATI system switch 
automatically from English to Spanish to survey Hispanic respondents. 
Other languages available. 

Use our college-graduate executive interviewers trained in qualitative research 
to conduct your most demanding business-to-business and in-depth surveys. 

Listen to the actual sound of your respondents' voices with A&S Voice/CAT!®, 
the first and most versatile digital voice capture system in the industry. Select 
and play "audio cross-tabs" of recorded open-end responses by age, sex, 
location or answers to closed-ended questions. 

Profit from 20 years and 
over 5 million hours of 
telephone interviewing 
experience. 

Telephone data 
collection is our 
only business. CTIS 
professionals specialize in 
finding creative solutions to the 
most demanding marketing research 
assignments. We not only wrote the book 
on sample design and research methodology; 
we designed the software as well. 

Quality Coast-to-Coast Service Is Just One Phone CaU Away. 
Call Mike Dutka at (800) 355-CTIS 



Langer forecasts 
consumer marketing 
issues 

Each year, Judith Langer, president 
of New York City research firm Langer 
Associates, Inc., and her team of re­
searchers interview thousands of people 
throughout the U.S. in focus groups to 
identify the major shifts in consumer 
attitudes, values and behaviors that will 
affect the marketing of goods and ser­
vices. Below are some of the findings. 

1. Self-security. With the fallout from 
downsizing continuing, and many con­
sumers, including employees of big 
companies and government, feeling 
the shock waves of insecurity, 
self-employment is increasingly 
viewed as a better option (you can't 
be fired). Langers expect there will be 
more entrepreneurs, either by choice or 
necessity. Advertising that shows busi­
ness owners (the American dream) will 
appeal, as will educational courses and 
media about starting/running your own 
business. 

2. The Me Generation becomes the 
Mine Generation. In the '60s, people 
wanted self-expression and freedom 
from marriage and children. Now, with 
a sense of stretched, sparse resources, 
the Mine generation is intent on pre­
serving its jobs and turf, including fam­
ily, community, ethnic group. In one of 
Langer's focus groups, a man said, "I've 
worked damn hard for this. It's mine 
and I'm not going to give it up." The 
impact of Mine Generation thinking is 
showing up in economic and political 
attitudes, especially of Baby Boomers. 
Marketers and politicians can either play 
to this approach (protect what you have) 
or appeal to people to rise above it. 

3. Alone-togetherness. The popular­
ity of coffee bars and the Internet is at 
least partly accounted for by their abil-
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ity to satisfy a duality of desires. Both 
environments make it possible to "con­
nect" with others while also satisfying 
the desire to avoid intrusive interaction. 
Coffee bars allow people to feel less 
alone and isolated (other people are 
there) without having to talk to them. 
On-line forums connect people without 
their having to see one another or hav­
ing to respond when they don't want to. 
The growing singles population makes 
it likely this trend will continue (al-

though it is not limited to them). "We all 
want that 'Cheers' experience," onere­
spondent said- to have a "place" to go, 
to be part of a group, but not necessarily 
to have to react to others. Marketing 
implication: Stores, restaurants and 
clubs can build in these zones of 
"alone-togetherness." 

4. Topsy-turvy retailing. Consumer 
satisfaction with retailers doesn't nec­
essarily go along classic lines. Some 

continued on p. 44 

Genealogy business takes root 
Tracing family roots is popular among Americans according to a new 

Maritz AmeriPoll by Maritz Marketing Research Inc., St. Louis, Mo. Nearly 
half of Americans ( 45 percent) are at least somewhat interested in genealogy. 
The hobby holds appeal for both younger and middle-aged Americans with 
48 percent of those age 25-64 having at least some interest. Surprisingly, 

Americans over age -------------------------c 
65 claim less in-
volvement with ge­
nealogy; only 39 per­
cent said they par­
ticipated. 

By far, the most 
popular method for 
tracing family ori­
gins is discussing it 
with relatives. 
Ninety-four percent 
of amateur genealo­
gists have used this 
method. Fifty-seven 
percent have created their own family trees, and nearly half ( 45 percent) have 
traveled to their ancestral homes or countries. Other popular methods for 
genealogical research include: purchasing or reading genealogical books (28 
percent), contacting vital records offices (26 percent), contacting local 
historical societies (13 percent), contacting the Census Bureau (12 percent), 
purchasing genealogical software (11 percent), joining family associations 
(10 percent), and contacting the Mormon archives (10 percent). 

Maritz AmeriPoll is a national consumer opinion poll conducted regular! y 
by Maritz Marketing Research. Results are based on telephone interviews 
conducted with 377 men and 400 women. Accuracy of the results is within 
± 3.5 percent. For more information call314-827-1610. 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

1 Industry standard 
Used by 44 of the top 50 marketing 
research firms. The powerful SPSS line 

of statistical and presentation software and its 
wide range of services are capable of handling 
many facets of your marketing research. 

Marketing segmentation 
Using demographic and segmentation 
analysis to better understand your 

customers is one of the best assets a marketer 
can have. SPSS helps you go beyond recency, 
frequency and monetary criteria to reduce 
large demographic data into smaller, more 
meaningful and profitable market segments. 

Total survey solution 
With its large family of products, SPSS is 
your answer for handling survey data. 

SPSS can help collect data, perform a wide range 
of statistical analyses on the data and finish the 
process with presentation-quality output. 

Product research 
Packed with the analytical functions you 
need, SPSS helps measure consumer 

preferences, define products and positioning, 
set prices and beat your competition. 

Ideal reporting and tables tools 
Crosstabulation is the bread and butter 
of your trade, and SPSS offers all you 

need for data management, analysis and high­
quality output. Display your results in any 
tabular form- stub-and-banner tables, contin­
gency tables and listings of data. It's also 
perfect for stacking and nesting variables. 

rn Customer satisfaction studies 
Discover what it takes to please your 
customer with a complete toolkit for 

design, data entry and data analysis. SPSS 
offers Teleform TM to help you design survey 

forms in-house and automatically send and 
receive your forms as a broadcast fax. 

fl High-quality charts and graphs 
SPSS' powerful tools include excep­
tional graphics, mapping and reporting 

tools. Use high-quality and easily editable 
graphs, tables and charts to point out hidden 
trends or to display relationships between 
attributes. 

rn Excellent data management 
SPSS products enable you to import 
70 different types of data, create 

portable files and automatically read standard 
file formats. Plus, you can work with an 
unlimited number of cases and variables, 
even missing data! 

~ 
Specialized add-on modules 
If you wish to increase your statistical 
capabilities or add presentation tools 

such as mapping, SPSS offers you the opportu­
nity to customize your system with specialized 
add-on modules. 

Call today and let an SPSS representative fit you with a suitable statistical package to meet your needs. 
Our products are available on several platforms. See for yourself why SPSS software is "Real Stats. Real Easy." 

For more information, call 1 ( 800) 345-5383 or fax 1 (800) 841-0064 

[i] Free "Survey Tips" booklet 
When you respond to this ad, we 
will send you our exclusive 

"Survey Tips" booklet. This handy reference 
is perfect as a refresher for the seasoned pro-
fessional or as a quick reference for the novice 
researcher. With tips on topics such as "How 
long should a survey be?" "How to design a 
survey" and "How to analyze data," this book­
let will help prepare you and others for all 
your survey tasks. 

Real Stats. Real Easy. 
Athens • Chicago • Bologna • Chertsey • Gorinchem • Herzlia • Madrid • Munich • New Delhi • Paris • Singapore • Stockholm • Sydney • Tokyo • Washington, DC • And distributors worldwide 
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New interactive 
interviewing service 

Network, a Covington, Ky., field 
management and data collection firm, 
has partnered with Visual Research 
Communications, Metuchen, N.J., to 
offer MINT (MultiMedia Interview­
ing-Networked Technology), an in­
teractive interviewing service using 
touch screen technology. The tech­
nique can be used in mall intercepts, 
central location testing and one-on­
ones for ad concept testing, commer­
cial testing, packaging research, con­
cept testing, image and identity stud­
ies, product testing, simulated shelf 
testing and segmentation research. For 
more information call Linda Tessar 
at 606-431-5431. 

Update of Perception 
Analyzer dial system 

Columbia Information Systems, 
Portland, Ore., has released version 
4.2 of its dial-based Perception Ana­
lyzer audience response system. The 

upgraded software includes auto­
mated hardware calibration diagnos­
tics , simplified automated back-up 
procedures , enhanced moment-to­
moment display and configuration op­
tions , data file protection features and 
the ability to capture screen graphics 
directly from the display data mode. 
For more information call 800-7 69-
0906 or visit the Perception Analyzer 
"virtual showroom" at http:/ I 
www.cinfo.com/. 

Customized workshop 
for transit industry 

Northwest Research Group , 
Bellevue, Wash. , is now offering 
Transportation Toolbox: Market Re­
search, Ridership and Management, a 
customized two-day workshop on 
market research for the transit indus­
try that covers a variety of topics 
from designing and planning a re­
search program to applying results to 
transit management, programming 
and planning. Each workshop is de­
signed specifically for the agency at 

which it is presented. Workshop pre­
senters are Rebecca Elmore-Yalch, 
president of Northwest Research 
Group , and Richard Yalch, professor, 
University of Washington School of 
Business. For more information call 
206-635-7481. 

Tyson offers business 
intelligence benchmarking 

Kirk Tyson International, a Chi­
cago business intelligence and con­
sulting firm, is now offering Busi­
ness Intelli gence Best Practices, a 
process that allows companies to com­
pare their own business intelligence 
process to other firms based on Tyson 
International's study of over 500 glo­
bal companies. For more information 
call 708-969-0100. 

Forrester debuts service for 
interactive developers 

Forrester Research , Inc., Cam­
bridge, Mass., now offers Interactive 

continued on p. 42 

MINNESOTA/UPPER MIDWEST MRA MEETIN G: A 
breakfast meeting will be held on May 22 beginning at 
7 a.m. at Hotel Sofitel in Bloomington, Minn ., spon­
sored by the Minnesota/Upper Midwest Chapter of the 
Marketing Research Association. Maureen Hooley­
Bausch, director of marketing, Mall of America, is the 
featured speaker. For reservations and information 
call Terry at C.J. Olson Research, 612-339-0085. 

yond: Building Value, Loyalty and Profitability," the 
conference will feature presentations by Ameritech , 
Bank of Boston and Motorola, among others , and in­
clude specialized tutorials on customer satisfaction 
methodologies and techniques . For more information 
call 800-AMA-1150. 

INTELLIQUEST BRAND TECH FORUM: On October 
23-24 at the Fairmont Hotel in San Francisco , 
lntelliQuest will host its fourth annual Brand Tech 
Forum. This year 's Forum wi II explore the challenges 
involved in creating , managing and measuring brands , 
and examine the impact of interactive branding and 
the requirements of a technology brand to succeed 
on-line. For more information call 800-580-6715 or 
visit the lntelliQuest home page at http :// 
www.intelliq uest.com. 

CONGRESS ON CUSTOMER SATI SFAC TI ON : The 
American Marketing Association is sponsoring the 
Sixth Congress on Customer Satisfaction on May 19-
22 at the San Diego Marriott Hotel & Marina, San 
Diego, Calif. Themed "Customer Satisfaction and Be-
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Sound-Survent® 
GET THE REAL SOUND TO GET THE REAL IDEA. 

INTRODUCING DIGITIZED SOUND RECORDING 

To play music or commercials during an interview 
• 

To record and playback open end verbatims 
• 

To capture content and intensity of responses 

PC's 
MS-DOS/UNIX 

10 -· ·-· 
Channel 
Partner 

INCLUDED WITH SURVENT SOFTWARE RUNNING ON PC OR HP COMPUTER SYSTEMS 

SAN FRANCISCO: (415) 777-0470 • DENVER: (303) 860-1811 • NEW YORK: (212) 777-5120 • PARIS: (1) 40-84-84-85 
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Quantitative research 

By Joseph Rydholm 
QMRR editor 

ost research projects have their procedural intrica­
cies but try these on for size: Each month, imagine 
distributing 192,000 surveys- in nine languages 

-to people traveling to 40 different countries. The surveys 
have to be shipped from a central location to destinations all 
over the world and returned on a timely basis. And, for 
toppers, the people you're surveying happen to be 30,000 feet 
in the air. 

If that kind of a project is on your plate, it's helpful to be in 
the airline business. 

For its in-flight customer satisfaction tracking program, 
Chicago-based United Airlines surveys passengers on some 
900 flights per month using a four-page scannable form. The 
survey covers passenger satisfaction with the entire air travel 
process, from reservations to airport service and several 
aspects ofthe flight, including the flight attendants, the meal 
service and the aircraft itself. 

Early in the flight, passengers are asked to participate in the 
survey. In exchange for their cooperation they are entered 
into a sweepstakes for two free round-trip tickets. Flight 
attendants distribute the survey forms and pencils. Depend­
ing on the length of the flight and time of day, the surveys are 
either handed out at the beginning of the flight or after meal 
service and collected later by the flight attendants. 

"The biggest challenge is coordinating the logistics of the 
project, because you have so many people involved along the 
way, both internally and externally,'' says United's Alex 
Maggi, senior staff analyst, market research. "It begins here 

May 1996 

at the research department but it involves people in our freight 
area in the Minneapolis airport and customer service rep at 
both the departure and arrival airports. We also rely heavily 
on the participation of the flight attendants." 

In addition, United has a close working relationship with 
National Computer Systems (NCS), the Edina, Minn., fmn 
that handles the printing and processing of the survey fonns 
and is an integral part of the survey distribution ystem. 
"There are many parts of the project that must be completed 
on a timely basis so we have to have a real partnership and be 
responsive to each other to make it all fall into place," says 
Sharon Harding, NCS project administrator. 

~1/'s a challenge to lake such 
large volumes of quantitative 
data and make it meaningful to 
our audience. We're constantly 
soliciting feedback from those 
who use the information to make 
it truly meaningfuL We always 
have the users of our data 
involved in the survey design 
process as well as the report 
design process. '' 

The cooperation between United and NCS extends all the 
way down to the individual form level. Because of the huge 
amounts of material involved in the program - the thou­
sands of survey forms, the hundreds of survey containers­
United and NCS have worked together to make the process as 
efficient as possible. The cases and cartons that the surveys 
are shipped in are reusable and NCS workers sort and save 
unused survey forms for use on other flights. 

continued on p. 33 
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Telephone research 

Confession of 

By Carla Collis 

Editor's note: Carla Collis is vice president of qualita­
tive services at Elrick and Lavidge, an Atlanta marketing 
research company. 

I must confess that I was once a telephone focus group 
skeptic. As a moderator, my first reaction to conducting 
a telephone focus group was not one of open-mindedness: 

"Did I hear you right? You want me to try focus groups ... 
on the phone? What about ... don't you know that this could 
compromise the quality of the research?" 

But I have changed my mind. After conducting tele­
phone focus groups, it became apparent that my fears 
were largely unfounded. While there are times when it 
is inappropriate to conduct telephone sessions (e.g., 
taste tests , long groups, sessions among young chil­
dren), telephone focus groups can be successfully 
used for most any project- provided you know how 
to handle the unique issues that this environment pre­
sents. 

Here are the initial questions that I raised as a 
moderator and what I have learned since then. These 
helpful hints should prove valuable in making your 
telephone focus groups a success. 

• How can you "read" the group without seeing their 
facial expression/body language? The trick is to listen 
for any verbal reactions - sighs, groans, laughter­
and follow up on what you hear. Some companies who 
provide the networks for telephone focus groups offer 
software to allow you to see who is making sound by 
showing an asterisk by his/her name on the computer 
screen. 
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• Since people can't see one another, won't chaos 
ensue as everyone talks at once? Ask each person to 
use his/her name whenever speaking. This allows you 
to ensure that no one dominates the discussion and that 
everyone participates. 

• I use my hands so much to control the group. How 
can I maintain order on the phone? Maintain order by 
asking people to speak one at a time and calming them 
down when they become unruly -just as you would 
do in a face-to-face session. (Many people are accus­
tomed to being a part of multi-person calls and they 
already know the etiquette involved.) 

• If the group is conducted via phone, won't it make 
it easy for people not to show up ? To maximize show 
rates, make several contacts with each respondent- a 
phone call to schedule the appointment, a confirma­
tion letter with a detailed description abo ut the upcom­
ing session and a call just prior to the group to thank 
them in advance for their participation. (Holding ses­
sions via phone actually enhances show rates, as people 
are not required to drive to a facility, park and check 
in.) 

• How do you keep people's attention when they 
can't see you? They may be making dinner or watch­
ing TV when their attention should be on participating 
in the focus group. Encourage participants to stay 
focused on the topic at hand by active ly calling on 
them to speak. In addition, software can be used that 
permits the moderator to poll respondents/ask them 
for numerical ratings by press ing the keys on their 
telephone. 

Quirk's Marketing Research Review 



Interestingly , because 
they can't see one another 
and "size each other up ," 
respondents in these ses­
sions often open up more 
and seem more engaged in 
discussion. The anonymity 
seems to encourage them 
to more freely participate. 

• What if there are items 
respondents need to see, 
like advertising, con­
cepts, etc.? Send a ny 
material s respondents will 
need to see during the ses­
sion ahead of time, in an 
envelope marked "do not 
open until your scheduled 
sess ion. " Participants often 
look forward to the group 
simply so they can open 
the "mystery" package! 

• Will my clients ever ,.,. 
go for it? They love to s it 
behind that mirror to 
watch the respondents. 
Point out to clients that 
the telephone focu s group 
method allows them to 
participate by li stening in 
on the sess ion s and send­
ing notes via a call coor­
dinator. They may also 
send notes via fax, if they 
so desire. Given that there 
is no need to travel to fo­
cus group sites, a greater 
number of clients can be 
involved as well. 

All in all, telephone fo­
cus group s can be a viable alternative to traditional 
face-to-face focus groups and even offer some advan­
tages - like geographical representation in a single 
gro up and sav ings in travel cost and time. The tele­
phone can also be a useful way to study hard-to-reach 
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samples, such as doctors , lawyers, the home-bound, 
etc. Far from compromising the quality of research, 
telephone focus groups can greatly enhance it, if con­
ducted correctly and with sensitivity to the factors that 
make them a unique approach to qualitative research. 0 
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Windows 95: 
Should you upgrade now? 

A guide for the marketing, research or planning professional 

Also: Four new utilities that make Windows 95 even better 

By Steven Struhl 

Editor's note: Dr. Steven Struhl is vice president, senior 
methodologist at Total Research Corporation. He can be 
reached at 847-251-9395 or via fax at 847-256-7263. 

N
o doubt most of you have seen or read some cover­
age of Windows 95. Microsoft has invested consid­
erable effort in promoting its new operating system; 

commentators, pundits and software oracles have made many 
sage pronouncements; critics have assailed it for not living up 
to perceived promises or expectations; and finally, many 
voices have joined the chorus to complain about the "deluge 
of coverage" following the introduction of Windows 95. 
Even the folks at the august Consumer Reports took time off 
from rating soaps and salamis to give their judgment of the 
new Windows. (They said that you do not need it, really, but 
we will tell you soon why you should ignore them.) All told, 
Windows 95 has attracted a memorable fraction of the 
attention usually lavished on serious national news such as 
celebrity murder trials and politicians' sexual behavior. 

Many of you doubtless already have a copy of Windows 
95. Sales during the first weekend alone have been reported 
at upwards of 1 million copies. Many more apparently have 
waited, though. This review intends to tell this group what 
Windows 95 users already know, and to help you decide on 
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whether the switch makes sense. If you already have Win­
dows 95, you may find some useful news in the section on 
new utilities for this operating system. And of course, all of 
you will find the usual opinionated and completely 
wrong-headed comments which you have come to expect in 
these reviews. 

The bottom line: What's in Windows 95 for you 
As a marketing, research or planning professional, you 

likely will find that Windows 95 makes your life at work 
easier to manage. Some of the improvements mostly remove 
annoyances and limitations in the older Windows 3.0/3.1/ 
3.11 operating environments (from here on called Windows 
3.x). The most important improvements in Windows 95 in 
fact lie far beneath its handsome new surface. Just possibly, 
then, you may not find using this new operating system an 
ecstatic experience. You will, though, find your work tending 
to move more smoothly, with fewer interruptions, and pro­
ceeding more in the way you likely approach complex 
problems. 

The answers to several questions can help you decide 
whether you need Windows 95: 

• Have you had your system crash when you tried to use a 
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Quick Review Summary 

Microsoft Windows 95 
Nearly all research and related professionals should find much to like in Windows 95. You likely will find that it allows your work to follow the way you 
approach complex problems more closely. Critics notwithstanding, it represents a major step forward from Windows 3.1. 

Pros 
This new operating system has the power you need if you work with complex information. It lets you work as you want to, moving back and forth between 
as many programs as you are ever likely to need. It is more intelligent, flexible, crash-proof and powerful than Windows 3.1. It also starts a new era in 
applications working together to do what you need -as the utilities we review will show. 

Cons 
You need the hardware to run this amazingly complex operating system. A 486-based PC with 16MB of RAM seems the minimum for responsive 
operation. Also, Windows 95 requires plenty of hard disk space- about 35MB more than Windows 3.1. Finally, if you have unusual hardware, check 
with the manufacturer to see if the true Windows 95 "drivers" are available before you move to the new operating system. 

Norton Utilities for Windows 95 
Norton Navigator for Windows 95 
Norton Antivirus for Windows 95 
Microsoft Plus! For Windows 95 
You should seriously consider either Plus! or Norton Utilities to keep your PC system- particularly the hard drive(s)- in prime condition. Norton 
Navigator is a must for anybody who needs truly complete file management. Norton Anti-virus is a fine package for keeping your PC free from stray 
infections. 

Pros 
These four utilities all provide valuable additional capabilities to Windows 95. The way in which they neatly fit into the basic operating system, rather 
than trying to supplant it, provides a model for the way programs may some day work together to do exactly what you need. 

Cons 
None apparent. You should not run all the features of Microsoft Plus! and Norton Utilities at the same time, as the programs overlap somewhat. 

large, resource-hungry application? (If you are not familiar 
with the term crash, it is the special technical designation for 
what happens when your computer suddenly decides it needs 
a rest, now. Windows 3.x unfortunately caused this to happen 

State-of-the-Art Focus Group Facility 

~ Located in the center of the San 
Francisco-San Jose Peninsula, the heart of 
Silicon Valley 

~ One of the top Asian and Hispanic 
DMAs 

~ Experienced recruiting of general market, 
Asian and Hispanic respondents 

~ Multilingual moderators on staff 

with some frequency.) 
• Do you ever need to run more than three average-sized (or 

larger) applications at once? 
• Do you often do a lot of "cutting and pasting" among 

Telephone Interviewing 

~ Telephone interviewing in English, 
Spanish, Portuguese, and most major 
Asian languages 

~ Multilingual Computer Assisted Telephone 
lnterviewmg .... Now With More Stations!! 

~ Custom studies, tracking studies, and a 
quarterly Hispanic Omnibus 

~ On-site and remote monitoring capabilities 

Call: Felipe Korzenny, Ph. D., Betty Ann Korzenny, Ph. D., 
Sandra M.J. Wong, Ph. D., Rebecca Abravanel, Ph. D. 

Phone: (415) 595 5028 FAX: (415) 595 5407 
1301 Shoreway Road, Suite 100 • Belmont, California 94002 
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applications? 
• Do you ever wish your computer had the intelligence to 

do two things at once? For instance, would you like to receive 
or send a fax with your fax modem software and not have this 
event take over your PC's entire operation so you could 
continue working? 

The more of these questions to which you answered "yes," 
the more likely you are to need Windows 95. It can handle all 
of these exigencies and more. This extra power can make a 
large difference in how you work even if you have been 
staying carefully within the confines of a single application 
until now. 

Whether your job involves more research, marketing or 
some combination of the two, you most likely must deal with 
large masses of information and make something useful of it. 
The specifics of this might involve varying amounts of 
pushing around, pulling apart and crunching information; 
praying over it; and finally, struggling with how to make it 
presentable. Some focus more on the analysis, some more on 
presenting and no doubt some more on the praying. Although 
these activities may seem widely different, they share one 
strong commonality: all involve considering complex situa­
tions and developing some approach that will allow people to 
respond to it intelligently. (Perhaps the more cynical would 
change the last sentence to read, "to believe they respond 
intelligently.") 

Computers have been a great help in dealing with complex­
ity, aiding both the analysis and presentation of ideas. How­
ever, they traditionally have required us to divide a task into 
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components handled by separate applications (or programs) 
and to approach these pieces sequentially. A compartmental­
ized, linear approach rarely gets us to the center of complex 
problems, though. The time and attention invested while 
working on a problem often reveals new areas to investigate 
or raises new questions. Have you, for instance, ever opened 
a spreadsheet for some additional analysis as you worked on 
a presentation? The last thing you want is for the computer to 
crash at that moment because its memory suddenly became 
depleted. 

Windows 95 at last allows you to avoid disasters like that 
and continue working. Here are some specific examples, 
using real products. Microsoft Powerpoint (the company's 
presentation package) posed problems in Windows 3.x. 
Powerpoint makes strong demands on "system resources" 
(specialized regions of Windows memory), and could deplete 
Windows 3.1, causing it to crash. Powerpoint rarely runs into 
this trouble in Windows 95. In fact (in an all-too-typical 
midnight special), I had Powerpoint up and running along 
with several spreadsheets in Excel, several huge output files 
from SPSS in Microsoft Word, SPSS itself for additional 
analyses, Norton file manager, Delrina Winfax Pro (for stray 
midnight faxes), Hijaak 95 for capturing screen shots, and 
Lotus Freelance for Windows for scrounging materials from 
an old presentation. It all worked. I could move data back and 
forth, analyze and interpret data as needed and make it all into 
a workable presentation - all before dawn. 

This happy outcome never would have happened with 
Windows 3.x. The need to open and close applications (to 
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avoid a crash) and to restart and recover lost work (from 
crashes I could not avoid) would have seriously impeded 
progress on this project. And since this presentation waited 
until midnight to call itself to my attention, chances are good 
it would have missed the deadline. 

When was the last time that you came across anything that 
makes it easier to work the way you want to and still get things 
done? Windows 95 does. As such, it earns a solid recommen­
dation. 

The price of power 
In a favorite cartoon, two birds stand in front of a sign 

reading: "Bird Sanctuary." One bird says to the other: "What's 
the catch?" Wary readers may already have asked the same 
question about Windows 95, wondering what they need to 
pay to get its benefits. 

The answer is straightforward. You may need to upgrade 
your computer, even if it is fairly new. If you wantto run more 
than two programs at once, you probably will need 16MB of 
RAM for acceptable performance. You likely will find speed 
appreciably slower with 8MB of RAM. As it has less RAM 
to use, Windows swaps portions of applications out of memory 
more often to a file it maintains on the hard drive (called, 
unsurprisingly, the "swap file"). This keeps memory from 
overflowing as you open more applications, but using the 
hard drive is always much slower than using RAM. (Hard 
disk speed is measured in milliseconds while RAM speed is 
measured in nanoseconds - or millionths of a second.) 
Getting enough RAM may provide the biggest boost to speed 
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if you find Windows 95 performance slow. 
Unless you have special needs (say, manipulating huge 

image files or working with the census of the entire U.S.), 
32MB of RAM should handle anything you need to do. The 
midnight special described earlier took place using a 486-based 
PC with that much memory and everything ran smoothly and 
responsively throughout. 

Windows 95 also uses plenty of hard disk space, requiring 
some 32 to 38MB more territory than Windows 3.x, depend­
ing on the options you choose. Windows 95 checks for disk 
space during installation and will not let you continue unless 
you have cleared enough territory. 

Before you start 
You definitely will want your hard disk in good shape 

before you start. Practically speaking, this means clearing 
away unwanted files and using utility programs that check 
the disk surface for flaws and defragment (or optimize) the 
drive. Defragmenting means putting back together files that 
are scattered in various places across the hard drive. If you 
have not defragmented your hard disk, you doubtless would 
find it surprising to discover how many files and programs 
have taken up residence scattered in small pieces. This 
happens because the PC always fills all "holes" or free spaces 
on the disk as it saves new data. Every time you erase, save 
or change a file, this leaves a space of some size, which the 
PC later will try to fill. If the file in question does not fit into 

continued on p. 36 
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True life tales in marketing research 

Editor's note: "War stories" is a 
regular feature in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Calif.,presents humorous stories 
of life in the research trenches. 

By Art Shulman 

Market researchers are often confused 
with telemarketers, but it's unusual for 
your supplier to be that confused. 

Have you ever noticed how some 
people tend to use idiomatic expressions 
that are somehow related to their subject 

A 
few weeks ago I called a field matter? For example, when a food-ser­
agency (which shall remain vice client told me that a project was 
nameless) to get some cost es- delayed, she said it was being put on the 

timates for a project we were doing. My back burner. This was just after a home 
usual contact was out of the office so I improvement center client had discussed 

the nuts and bolts of a project with me. A 
dealt with a representative who had not 

few days ago, a client from a consumer 
been with the firm very long. I introduced electronics store, who had just returned 
myself and he told me curtly that he was from a long vacation, told me he was 
on the phone with a client, and could I try getting his batteries recharged. 
again later. I called again later and he told Anybody else out there have any simi-
me that he had only a minute or two and lar experiences? 
asked ifl could give him all the informa- Some researchers are well compen­
tion in that time. I'll try' I said, a little sated and others aren't. Marion Simon of 
miffed that I again wasn't being treated Marion Simon Research Service reports 
with cliently respect. When I began giv- that an interviewer working for her com­
ing him the specifications, he exclaimed, pany also had another job. Simon said she 
"Oh, you're that Art Shulman, the client needed the interviewer to work on an 
Art Shulman. I'm so sorry. Earlier today important project, but the woman was 
someone named Shulman called me on scheduled to work at her other job at that 
the phone, trying to sell me something." time. Simon finally convinced the inter-

"That was me calling," I informed him. viewer to work on her project by promis­
"No, it was another Shulman," he in- ing the woman two heads of cabbage and 

sisted, "selling me telephone service or a three bunches of carrots. The woman, 
healthplanorsomething."Hethenapolo- who was working hard at a diet, quickly 
gized profusely. I told him that wasn't accepted. 
necessary- as long as he agreed to be in Simon didn't indicate whether she also 

_m_y_Am __ w_a_y_ gr_o_u_P_·-----------. compensated the woman with money. 
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Simon also recalls an interviewing 
project her fmn conducted at a restaurant. 
The interviewer was, shall we say, rather 
well endowed, and while turning after 
completing the interview, she acciden­
tally hit a man with one of her boobs. She 

began to apologize profusely, when the 
man said, "Don't worry about it. I've 
been a widower for quite a while and this 
is the first thrill I've had in a year." 

Bill Sartain, president of Focused So­
lutions Marketing Research, recalls a 
group he moderated in a motel room in a 
very small town in southeast Georgia 
some years ago. During one group made 
up of"heavy" male beer drinkers, one of 
the respondents persisted in firing off 
expletives about a particular brand of 
beer. But it was only after he began 
assailing those who were "dumb enough 
to drink that s-" that another respondent 
took issue. The next thing Sartain knew, 
the two 300-plus lb. respondents were 
nose to nose, pushing and shoving each 
other, and the scene became very ugly as 
the other respondents egged on the com­
batants. 

Fortunately, calmer heads prevailed 
after the four clients in the adjacent room 
came bolting in to the rescue and the two 
were separated and sent packing in their 
pick-ups, which of course had gun racks 
in the back windows. Sartain says he was 
never really wotTied since their bellies 
were so big they couldn't have reached 
one another with their fists. 

In future issues, we' II report on more 
quirky, loopy and strange happenings in 
the world of market research. If you 'd 
like your story to be told - anything 
related to research is usable, from spilling 
soup on your client's new suit to cute 
answers respondents provide on ques­
tionnaires - please call me at 818-782-
4252 or, better yet, write it up and fax it to 
me at 818-782-3014.0 
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Just because it has ten 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?) 

No Black Boxes 

Sample development should not be a black box 
process. GENESYS is for researchers who want to 
know exactly where the ten digits come from. We 
are the company to call if you need to know your 
sampling options and the impact each will have. 
You can count on us to provide a detailed method­
ological definition for every sample we create. 
GENESYS has no black boxes, just explicit sam­
pling processes. 

Full Service 

One simple phone call gives you complete access to 
a wealth of experience and a collection of sampling 
resources that can handle any sampling problem. 
We have afullarrayofRDD sample methodologies 
(including the industry's only single 
stage epsem telephone probability sam­
ple) as well as listed household and 
business samples. Demographic tar­
geting, with exchange-level demo­
graphic estimates, is available for all 
RDD and listed samples. GENESYS 
does it all, from sample design through 
generation. 

Economical 

G ENESYS Sampling Systems has the experience 
and technology to help you hold down the high cost 
of data collection. Our GENESYS Plus and GENE­
SYS ID systems economically purge business and 
non-working numbers from your RDD sample so 
you don't have to pay interviewers to find them. We 
also offer significant, automatic, volume discounts 
on both a job and an annual basis. 

Quality 

Quality research begins with a quality sample and 
you can count on G ENESYS to be the most statis­
tically accurate available. Whether you need a 
fully customized sample for a specific project, or 

you want to set up an in-house, stand­
alone system using your own comput­
ers, G ENESYS gives you the best of 
both worlds. The best way to find out 
what GENESYS Sampling Systems 
can do for you is to see us in action. Call 
today for a personal demonstration at 
your location. 

GENESYS Sampling Systems • 565 Virginia Drive • Fort Washington, PA 19034 • (215) 653-7100 



Kris Lau, communications manager 
at Northwest Research Group, Inc., 
Bellview, Wash. , won the 1996 Com­
municator Award from the Washington 
Press Association for her work on the 
company's newsletter, Inner View. The 
firm has also welcomed Jane Alston as 
research assistant. 

Alston Birch 

Linda Birch has joined Maritz Mar­
keting Research Inc.'s Automotive Re­
search Group in Southfield, Mich., as 
an account manager to Ford. 

Charo Aguila has joined Market De­
velopment, Inc., San Diego, as qualita­
tive project director. In addition, Everett 
Hernandez has joined the firm as di­
rector of business development. 

The following have been appointed 
to the corporate executive team at In-

dianapolis , Ind.-based Walker I nforma­
tion: Philip Bounsall, senior vice presi­
dent and chief financial officer; Philip 
Atrill, president and chief executive 
officer, Elliott Research Corp.; 
Raymond Becker, senior vice presi­
dent, organizational effectiveness; 
Brian Lunde, senior vice president, 
global sales and service; Terence Reilly, 
senior vice president, operations. The 
executive team has also organized the 
entire company into market teams. The 
seven industries and their chosen team 
leaders are: Kimberly Graham Lee, 
senior vice president, commercial; Rich 
Newman, vice president, communica­
tions and technology ; B.J. Kyzr­
Sheeley, vice president, energy utili­
ties; Mark Walker, vice president, fi­
nancial services; Wade Lange, Sr. , vice 
president, healthcare; Curt Carlson and 
Kathy McCarty, vice presidents, in­
ternational; Bob Kizer, vice president, 
manufacturing & trade. In addition, the 
firm has appointed nine people to the 
new position of vice president: Paula 
Cooper, Amy Davidoff, Jay 
Fredstrom, Mike Huser, Courtney 
Jinks, Brad Linville , Sandy 
McCollum, Sonya Miske and Kathy 
Wendell. 

Roy L. Baldassari has been pro-

moted to senior vice president of Re­
sponse Analysis Corp ., Princeton, N.J. 

William Scott Brown has been pro­
moted to project manager at PG Re­
search, Inc., Raleigh, N.C. 

Brown Nason 

Brian Nason has joined CB&A Mar­
ket Research, Winston-Salem, N.C. , as 
manager of admini stration. 

Sandra Ogle has been promoted to 
director of quality control at ACG Re­
search Solutions, the market research 
divi sion of St. Louis-based Aragon 
Consulting Group. She is succeeded as 
manager of field services by Sarah Bell. 

Edward Fielding has joined McGraw 
Hill as market information manager of 
Byte magazine. 

continued on p. 54 
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Research Mentors, a Chicago research 
and consulting fum, has opened a Web site 
at http://www .chimeragroup.com/von. 

Leadership Research is now open at 
4525 E. Heatherbrae Dr., Phoenix, Ariz., 
85018. Phone and fax 602-952-0850. Susan 
Andreas is principal, research director. 

A new research firm, Focus On Miami, 
has opened at 9703 South Dixie Highway, 
Ste. 6, Miami, Fla., 33156. The firm will 
conduct focus groups, one-on-ones, jury 
simulations, mystery shopping and in-store 
assignments. For more information call Lisa 
Switkes at 305-661-8332. 

DirectResourcehasmovedto8S.Michi­
gan Ave., Ste. 1111, Chicago, ill., 60603. 
Phone 312-223-9666. Fax 312-223-9671. 

Fieldwork Plus, a new field service for 
the Milwaukee area, has opened at 1823 
WestShoreDr.,Delafleld, Wis.,53108. The 
firm specializes in in-store audits, mystery 
shops, exit interviews and tracking studies. 
For more information call Kathy Aldridge at 
414-646-7034. 

Irwin Research Services, Inc., Jackson­
ville, Fla., has formed two new divisions: 
The Irwin Group, Inc., and Irwin Research 
Associates, Inc. Kathryn Blackburn has been 
appointed president of The Irwin Group. 
Denise Henry has been appointed president 
of Irwin Research Associates. 

Focused Solutions, a Salt Lake City 
research and consulting fum, has formed an 
alliance with Decision Diagnostics, a Chi­
cago quantitative research fum. For more 
information call801-582-9917. 

Smart (Strategic Marketing and Research 
Techniques) has relocated to 2700 Ygnacio 
Valley Rd., Walnut Creek, Calif., 94598-
1627. Phone and fax 510-906-1225. E­
mail: smartbox@aol.com. 

RRC Associates, a Boulder, Colo., re­
search flrm, has opened the Boulder Focus 
Center, a full-service focus group facility 
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featuring a discussion room that holds as 
many as 12 participants and the moderator 
and a viewing room that accommodates up 
to nine clients. For more information call 
Julie Wheeler at 303-449-6558. 

John J. Clark & Associates, a Pitts­
burgh research fum, has opened a Web 
page, at http://www .ranlog.com/jjca, to pro­
vide information on the company's research 
services designed to help clients increase 
customer and employee satisfaction and 
product or service market awareness. 

TheM/AIR/CGroup,Dallas,hasformed 
an alliance with Peapod Interactive, 
Evanston, ill., to develop and market both 
custom and syndicated research products 
and services. TheM/ A/RIC Group provides 
research and database marketing services to 
major markets. Peapod Interactive is a divi­
sion of Peapod, LP, a provider of on-line 
supermarket shopping and delivery services. 
With more than 15,000 subscribers cur­
rently in the Chicago and San Francisco 
areas, Peapod plans significant expansion to 

additional metropolitan areas over the next 
several years. Peapod Interactive provides 
on-line advertising and promotion services 
and now, through MIA/RIC, on-line re­
search and testing services to consumer 
goods manufacturers. For more informa­
tion call214-506-3400. 

PolarisMarketingResearchhasmoved 
to new facilities to accommodate added 
personnel and a larger telephone interview­
ing center. The new address is 359 East 
Paces Ferry Rd., N.E., Atlanta, Ga., 30305. 
The new phone number is 888-816-8700. 
Fax 404-816-0352. The E-mail address is 
email@polarisrnr.com. 

After 10 years in Englewood, The Focus 
Room- NJ. has moved to Hackensack, 
N.J. Located at 433 Hackensack Ave., 10 
minutes from Manhattan's George Wash­
ington Bridge and situated across from a 
mall, the new facility is 7,200 sq. ft. Call 
Donna Weinberg at201-488-5888 for more 
information. The fax number is 201-488-
5780. 

When You're Concerned About Quality 
Performance and Your Bottom Line 
Call The Telephone Research Professionals 

• Complete CRT Services 
• Least-Cost Call Routing 
• Client Off-Site Monitoring 

• Full Support Services: Questionnaire 
Assistance, Sample Development, 
Coding, Data Processing 

• Consumer, Executive, Industrial, Financial, Medical 

RSVP RESEARCH SERVICES 
The standard of quality in telephone research 

215-969-8500 
Neil Blefeld 
President 

1916 Welsh Road 
Philadelphia, PA 19115 

Michael Feldman 
Executive V.P. 
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On-line research 

Editor's note: Ravi Iyer is executive 
president of Technornetrica, an 
Emerson, N.J. research firm. 

Have you ever wished that cus­
tomers would call you to de­
scribe what they like or dislike 

about your client's product or service? 
This scenario is not as utopian as it might 
sound. In fact, a way to convert consum­
ers from reactive to proactive is already 
here. It's called the Internet- and it may 
have arrived at just the right time. 

Only a little more than a year ago, 
Edwin Artzt, chairman and CEO of 
Procter & Gamble, sounded a wake-up 
call to the advertising industry to find 
alternative methods of delivering the 
message to the consumer. Perhaps no one 
so prominent has issued a similar warn­
ing to the marketing research industry, 
but clients have been dropping hints to 
marketing researchers for some time to 
find and use alternative methods of re­
searching customers' attitudes. 

In the short term, most research will 
continue to be based on traditional data 
collection techniques- mail, telephone 
and personal interviews. Marketing re­
search firms, however, must at least be 
aware of, and preferably ready to use, the 
interaction opportunities presented by 
advances in electronic technology. 

Some of the common electronic capa­
bilities are audio and video on-line con­
ferences and group discussions, auto-
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mated dial-in telephone survey and E­
mail communications with respondents 
and clients. The most promising medi urn 
for marketing researchers among these is 
the Internet. 

The Internet & the World Wide Web 
The Internet is also known as the Infor­

mation Superhighway because it con­
nects and ties together innumerable 
smaller electronic sites located through­
out the world, each one containing a 
computer network of its own. It began as 
an experimental research project funded 
by the government primarily to share 
data among government agencies and 
academia and for years was used almost 
exclusively by universities and defense 
agencies. Commercial usage of the Inter­
net began with the emergence of the 
World Wide Web (more commonly 
known as the Web), which opened up a 
powerful medium for obtaining various 
kinds of research data, selling products 
and services, and communicating with 
customers. 

The Web has made accessing the Inter­
net much easier than before. It does this 
by allowing easy access to the Internet's 
individual segments, called Web sites, 
and subdividing these sites into logically 
arranged categories which can be easily 
reached by using the standard mouse to 
click from one level of information to 
another. Web sites can be designed to 
incorporate software technology that al-

lows two-way communication between 
the user and the site using a mouse and 
easy to follow cues on the monitor. This 
interaction feature and the availability of 
the software needed to browse Web sites 
has helped to make the Web the fastest 
growingpartofthelnternetand has stimu­
lated the explosive I 0 percent per month 
growth rate of the Internet itself. 

Most Fortune 500 companies and sev­
eral research organizations have estab­
lished them elves on the Web. Nearly all 
have incorporated features that allow visi­
tors to interact by responding to surveys 
or by asking and answering questions. 
While collecting data about product/ser­
vice purchase and usage habits in this 
manner may not be a reliable means of 
analyzing consumer behavior, it repre­
sents the first step being taken to conduct 
research on the Internet. As the program­
ming and methodologies become avail­
able it seems almost inevitable that greater 
attempts will be made to design reliable 
Internet friendly research studies. 

The pros and cons of Internet 
research 

The use of the Web presence to con­
duct research offers both advantages and 
disadvantages. Some of the advantages are: 

• Lower communication costs. The 
Web's broadcast capabilities allow sur­
veys to be fielded to a larger population 

continued on p. 30 
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When you're with FocusVision, 
you're in good company. 

Video transmission of 
live focus groups. 
• The acknowledged 

leader in the field 

• Largest network of 
focus group facilities. 

• Superior client service 

• Leading edge technology 

• Worry-free projects 

T oday more and more blue chip marketers and advertising agencies 
are reaping the benefits of video transmission of their live focus groups 
with FocusVision Network. They are adopting FocusVision as their 
preferred methodology to see, hear and interact with their nationwide 
focus groups-without leaving the office. 

As America's first and largest provider of video transmitted focus 
groups, FocusVision sets the industry standard. Only FocusVision has 
the depth of experience to deliver thousands of projects in a seamless, 
worry-free manner. 

With a network of more than 37 client-preferred focus facilities in the 
U.S. and Britain , exclusive leading edge technology with multiple 
cameras and enhanced sound systems, FocusVision offers the quality 
you need. And only Focus Vision provides client-site technical support. 

When you've decided that you want to be in good company, 
call our President John Houlahan for more information, 
a live demonstration or a trial project 
at 203-961-1715. 

Atlanta 
Fieldwork, Inc. 
Quick Test Opinion Center 
Superior Research 

Chicago Downtown 
Adler-Weiner Research, Inc. 
Smith Research 

Houston 
C. Q. S. Center for 
Qualitative Studies 

New York City 
M urray Hill Center 

Philadelphia 
Philadelphia Focus 

Seattle 
GHmore Research Group 

St. Louis 

Baltimore 
House Market Research 

Boston 
Fieldwork, Inc. 

Chicago Suburban 
Smith Research 
Quality Controlled Services 

~ 
~ 

Cincinnati 
The Answer Group 

Columbus OH 
Quality Controlled Services 

Dallas 
Quality Controlled Services 

Denver 
Information Research, Inc. 
Colorado Market Research 

Detroit 
Quality Controlled Services 

Kansas City 
Quality Controlled Services 

Los Angeles 
Adler-W einer Research, Inc. 
Quick Test Opinion Center 
Trotta Associates 

Los Angeles Orange Ctv. 
Trotta Associates lrv1ne, dl 

Minneapolis 
Orman Guidance 
Research 

Nashville 
Quality Controlled Services 

Phoenix 
Fieldwork, Inc. 

Pittsburgh 
Campos M arket Research 

Raleigh 
L&E Research 

Sacramento 
Research Unlimited 

San Francisco 
Ecker &Associates 
Fleischman Field Research 

Quality Controlled Services 

Tampa 
Suburban Associates 
Superior Research 

Washington, D.C. 
House M arket Research 

Westchester, NY 
Fieldwork, Inc. 

London, UK 
Field Facts International 

__ ,' Fcxus VISION™ NETWORK, INc. 1266 East Main Street • Stamford, CT 06902 • (2031 961 -1715 



Quantitative research 

Fax versus mail in gathering 
data: An analytical study 

Editor's note: David Liu, Ph.D., is 
associate professor of Information Sys­
tems at the School of Business and Eco­
nomics, California State University, Los 
Angeles. Nanda Ganesan, Ph.D., is pro­
fessor of Information Systems at the 
School of Business and Economics, Cali­
fornia State University, Los Angeles. 

With the increasing popularity 
of the fax machine and fax 
broadcasting - which al­

lows users to send a document to hun­
dreds of locations simultaneously -
the fax survey has become a viable 
option for researchers looking for an 
inexpensive method of reaching re­
spondents . A mail survey is also quite 
a popular choice for those who need 
to conduct research on a tight budget. 
One way to determine the relative 
effectiveness of these two approaches 
is to send the same information via 
the two different communication ve­
hicles and analyze the resulting re­
sponse rates. 

This article presents results of a 
study conduced by the Information 
Systems Department at the Califor­
nia State University at Los Angeles. 
For the purpose of the study, a survey 
was sent via mail to one group of 
recipients and transmitted by fax to 
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By David Liu and Nanda Ganesan 

another group of recipients. The num­
ber of responses and the rate of re­
sponse from each communication 
vehicle were tabulated. These results 
were analyzed to determine the effec­
tiveness of postal delivery versus fax 
broadcasting. 

The targeted recipients of the sur­
vey were a group of 1 ibraries known 
to have CD-ROMs. The survey fo­
cused on their utilization of fax and 
CD-ROMs. To better distinguish the 
responses to the faxed survey from 
those to the mailed one, the fax broad­
casting was conducted a month in 
advance of the postal mailing. In ad­
dition, the fax survey had a distinc­
tive marking on the bottom signify­
ing that it was transmitted to the re­
cipients via fax. However, in analyz­
ing the responses, no consideration 
was given to the fact that the fax 
broadcast occurred during a different 
time period than the postal mailing. 
In other words, the analysis did not 

fewer responses would have been re­
ceived. 

Respondents to both surveys had 
the option to return the completed 
forms via fax or mail. As the re­
sponses to the fax broadcast were 
received, the date of receipt was 
logged, as well as the responses to 
each one of the questions in the sur­
vey. For fax responses, the date of the 
fax transmittal was Jogged. For mailed 
responses, the postmark date was 
Jogged. The same method was u ed 
and the same data was gathered on the 
surveys that were mailed. 

The surveys were mailed/faxed to 
1,653 libraries with CD-ROMs. Alto­
gether 1,300 surveys were transmitted 
by fax and 353 were mailed. The 1,300 
faxed surveys resulted in 385 re­
sponses being received by fax and 
178 responses being received by mail. 
The 353 surveys mailed resulted in 77 
responses being received by fax and 
63 responses being received by mail. 

take into consid­
eration calendar­
related or chrono­
logical factors. 
For example, if 
more people were 
on vacation in 
March than April, 

Table 1: Summary of Survey Transmittal and Response Results 

Surveys Completed Responses Responses 
Sent Surveys Received Received 

Received via Fax via Mail 

Sent via fax 1,300 563 I 43.3% 385 I 68.4% 178 I 31 .6% 
Sent via mail 353 140 I 39.7% 77 I 55.9% 63 I 44.1% 
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These results are tabulated in Table 1. 
It is important to view the results in 

light of the following environmental 
conditions. 

• Keep in mind that the recipients 
are librari es not businesses. 

• The unso licited fax transmittal is 
a survey from a univers ity conduct­
ing research as opposed to an unsol ic­
ited fax transm ittal of an advertise­
ment. 

Because the above conditions ap­
ply to both the fax broadcasting and 
postal mailing , it is reasonable to as­
sume that the effect of these condi­
tion s will cancel one another while 
comparing both modes of transmi s­
sion. 

Observations 
The following observations are 

made based on the results shown in 
Table 1. 

OveraJI response 
• Overall , the respo nse rate for fax 

broadcast ing is somewhat better than 
thatforthe postal delivery. (563/ 1300 
> 140/353) 

Mode of response 
• Faxed surveys resulted in a higher 

percentage of the respon ses being re­
turned by fax when compared to the 
faxed responses rece ived from mailed 
surveys . (385/563 > 77 I 140) 

• The mailed surveys resulted in a 
higher percentage of the responses 
being returned by mail compared to 
the responses received by mail from 
the faxed surveys.(63/ 140 > 178/563) 

• Overall , fax was the mode of 
choice for returning the surveys irre­
spective of the mode of tran smi ss ion 
of the surveys . ((385 + 77)/( 1300+353) 
> 0.5 ) 

Overall response comparison 
To test the validity of the observa­

tion that the response rate for the fax 
broadcast ing was somewhat higher 
than that for postal delivery , a z-test 
was conducted. The test was based on 
the null hypothesis that there was no 
difference in the response rate between 
the two modes of transmission. The test 
produced a p-value of 0.2186, indicat­
ing that the differences were not stati s­
tically signifi cant. Although the s imple 
ratios appear to favor of the facsimile 
transmittals in terms of responses re-
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ceived, statistically there is no evidence 

Table 2: p-value for Faxed Responses 
Being Higher of lower 

Mode of Initial Completed Surveys 
Transmission Received (Total) 

Sent via fax (a) 563/1300 = 43.3% 

Sent via mail (b) 140/353 = 39.7% 

p value for a<>b 0.2186 

to support thi s claim. Table 2 summa­
rizes the result from the test. 

Mode of response comparison 
There are three parts to the observa­

tions made above on the mode of re­
sponse. Because of the complementary 
nature of the first two ob ervations, only 
a single test is required to test the validity 
of both observations. Therefore, the analy­
sis is divided into two sections with the 
first section addressing observations 1 
and 2 and the second section addressing 
observation 3. 

Correlation between mode of 
transmission and mode of response 

Altogether, 68.4 percent of the re­
sponses were faxed back from the fax 

With a conversational in 
it easy for an ne t 

and QueryNet, a nation 
association of ACS-Query u 
interviewing and resource sh 

broadcast, which was higher than the 
55.9 percent faxed back from the mailed 
surveys. Likewise, 44.1 percent of the 
responses were mailed back from the 
mailed surveys, which was higher than 
the 31.6 percent responses received by 
mail from the fax broadcast. This led to 
the observation that a higher percentage 
of re ponses were received by fax trans­
mission for faxed surveys compared to 
the percentage of faxed responses re­
ceived for the mailed surveys. It also led 
to the ob ervation that a higher percent­
age of responses were received by mail 

responses received by fax was the same 
for both the faxed and the mailed sur­
veys. The test was conducted for only the 
responses received by fax because the 
same p-value will apply for the respon es 
received by mail. The test produced a p­
vaJue of0.0028 resulting in the rejection 
of the null hypothesis. This can be inter­
preted as a confirmation of the observa­
tion that a higher percentage of the re­
sponses are likely to be transmitted by 
fax for faxed surveys and by mail for 
mailed surveys. It is important to note 
that the comparison of responses received 

for mailed sur­
veys compared 
to the percentage 
of mailed re-

Table 3: Mode of Transmission and Mode of Response Comparison 

ponses received 
for the surveys 
sent by mail. As 
mentioned ear­
lier, because of 
the complemen­
tary nature of the 

Sent via 
Fax (a) 
Sent via 
Mail (b) 
p-value for 
a <>b 

Surveys 
Sent 

1,300 

353 

ratios, only one z-test was required to test 
the validity of both observations. 

The test was conducted based on the 
null hypothesis that the percentage of 

Completed Responses Responses 
Surveys Received Received 
Received via Fax via Mail 

563 43.3% 385 68.4% 178 31.6% 

140 39.7% 77 55.9% 63 44.1% 

0.0028 0.0028 

by fax is being made between the surveys 
sent by fax and those sent by mail. The 
results are summarized in Table 3. 

company that 
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Fax as the mode of response 
The other observation made under 

this purpose, the number of responses 
were tabulated for the time intervals 

the Mode of Response in 
the "Observations" section 
above is that the overall 
percentage of responses re­
ceived by fax is higher than 
the responses received by 
mail irrespective of the ini­
tial mode of transmission. 
In other words, the obser­

Table 6: Surveys Sent via Postal Delivery 

Responses Responses 
Received Received 
via Fax via Mail 

Received in 5 days 38 49.3% 23 36.5% 
Received in 10 days 60 77.9% 46 73.0% 
Received in 15 days 70 90.9% 56 88.9% 
Received in 20 days 72 93.5% 61 96.8% 

vation holds true for both the fax 
broadcasting and the mailing of the 
surveys . In order to test the validity of 
this observation, a z-test was conducted 
based on the null hypothesis that the 
overall percentage of responses re­
ceived by fax is 50 percent. In other 
words, the null hypothesis states that 
the probability of receiving the re­
sponse by fax is 0.5 irrespective of the 
mode of transmission. The test pro­
duced a p-value of less than 0.0004 
indicating that there was a significant 
difference in the manner in which the 
recipients responded. It means that the 
responses are more likely to be faxed 
back irrespective of the mode of trans­
mission of the surveys to the recipients. 

of five, 10, 15 and 20 days. Table 5 
shows the tabulated results for the 
surveys sent by fax and Table 6 the 
results for the surveys sent by mail. 

The data in Table 5 indicates that 
within the first five days of the fax 
broadcast, 267 responses were re­
ceived by facsimile transmittal and 
129 responses by mai I. The 267 re­
sponses represent 69.3 percent of the 
total responses received by facsimile 
transmittal and the 129 responses rep­
resent 72.5 percent of the total re­
sponses received by mail. Over 90 
percent of the overall responses from 
each communication vehicle was re­
ceived within 10 days of the initial 

Table 4: Test for Fax as the Preferred Mode of Response 

transmission of the surveys, 
and nearly 98 percent of 
the overall responses were 
received within 20 days. 

Mode of Survey Responses Received 
Transmission 

Fax (a) 462 I 65.7% The data in Table 6 indi­
cates that for the mailed sur­
veys 49.3 percent of the 
total number of faxed-back 
responses were received 

Mail (b) 241 I 34.3% 
p-value for 
alb<> 0.5 <0.0004 

This is also an indication that fax is 
increasingly replacing mailing as the 
mode of transmission in the organiza­
tions surveyed. Table 4 summarizes the 
test result. 

Response time analysis 
In addition to analyzing the manner 

in which the recipients responded to the 

Table 5: Surveys Sent via Fax 

Responses 
Received 
via Fax 

Received in 5 days 267 69.3% 
Received in 10 days 351 91.2% 
Received in 15 days 364 94.5% 
Received in 20 days 378 98.2% 

survey, the study also investigated the 
response in terms of timeliness. For 

within the first five days. In the same 
period, 36.5 percent of the mailed 
responses were received. Also, within 
the first 10 days, 77.9 percent of the 
faxed-back responses and 73.0 per­
cent of the mailed-in responses were 
received. Based on the data presented 
in Tables 5 and 6, the following ob­
servations are made with regard to 

Responses 

the response rates for the 
different time frames for 
the two modes of trans­
mission. Received 

via Mail Responses received in 
five to 10 days: The re­
sponse rate from fax broad­
cast is better than the re­
sponse rate from postal de-

129 
163 
170 
174 

72.5% 
91.6% 
95.5% 
97.8% 

livery during the first five 
to 10 days. 

Responses received in 15 days: 
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After 15 days, however, the rates of 
response for the fax broadcast and 
postal delivery begin to converge to 
90 percent. 

First, two z-tests were conducted, 
one for the returns received within 
the first five days and the other for the 
returns received within the first 10 
days, to investigate the validity of the 
first observation. In each case, the 
null hypothesis stated that there was 
no difference in the response rate be­
tween the two modes of transmission of 
the surveys for both time frames. The 
tests produced a p-value of less than 
0.0004 for the five-day period and a p­
value of 0.001 for the 10-day period. 
Table 7 contains the test results. The p­
values are statistically significant to 
support the observation that the faxed 
surveys commanded a better response 
rate within the first five to 10 days. The 
results seem to confirm the general no­
tion that there is a sense of urgency 
attached to a facsimile transmission and 
that most people give a higher priority 
to responding to faxed information. An­
other contributing factor is the elimina­
tion of the time delay that is usually 
associated with the mail delivery. 

Another z-test was conducted to 
compare the 15-day response rate 
between the faxed and mailed sur­

veys. The test was based on the null 
hypothesis that there was no differ­
ence in the percentage of responses 
received between the two modes of 
transmission for the time period con-

be a tendency to view the results in 
light of the fact that the surveys were 
sent to libraries as opposed to cus­
tomers or typical business organiza­
tions. But, because the study is com­
parative in nature and it evaluates 
responsiveness, the results yield to 
interpretations that are somewhat free 
of impact from environmental condi­
tions. If the study had focused on 
quantifying the results, such as estab­
lishing a response rate for the faxed 
surveys, the environmental conditions 
may then have to be taken into con­
sideration. As such, the results that 
are summarized here can be applied 
to most practical situations. 

• Individual mode of response. 
Faxed surveys resulted in a higher 
percentage of the responses being re­
turned by fax when compared to the 
percentage of faxed responses re­
ceived from mailed surveys. Like­
wise, the mailing of the surveys re­
sulted in a higher percentage of the 
responses being returned by mail 
when compared to the percentage of 
responses received by mail from the 
faxed surveys. 

• Mode of response. Overall, fax 
was the mode of choice for returning 
the surveys irrespective of the mode 
of transmission of the surveys. 

• Timeliness in response. Fax broad­
casting produced significantly better 
results within the first five to 10 days 
in terms of responses. However, the 
responses received within the first 

Table 7: Response Time Analysis 

Ratio of Responses 
Time Frame Received for 

Faxed Surveys (a) 

Received in 5 days 396/1300 
Received in 10 days 514/1300 
Received in 15 days 534/1300 

cerned. A p-value of 0.067 obtained 
from the statistical tests supports the 
preceding null hypothesis. This p­
value is also included in Table 7 so 
that each p-value can be viewed in its 
own perspective and in comparison 
to other p-values. 

Conclusion 
In drawing a conclusion, there may 

May 1996 

Ratio of Responses 
Received for p-value 

Mailed Surveys (b) for a<>b 

61/353 0.0004 
106/353 0.001 
126/353 0.067 

15-day period were the same for both 
modes of transmission. 

Our results partly corroborate the find­
ings made in a related 1992 study .1 0 
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Internet 
continued from p. 22 

A selection of research-related Web sites 

almost instantaneously. Reminders and 
follow-up of surveys can also be broad­
cast rapidly without incurring large ex­
penses. This will allow larger portions of 
the research budget to be dedicated to 
analysis. 

• Fast responses. Survey respondents 
can transmit their completed question­
naire electronically immediately upon 
completion rather than by mail. This rapid 
response makes an on-line survey a good 
method of evaluating promotions that are 
run for only short periods of time. 

• Electronic capture of data. The re­
sponses to survey questions are received 
in an electronic format. Thus the re­
searcher does not have to worry about 
data entry and verification (although some 
cleaning may be required). The data can 
be downloaded to databases and analyti­
cal software immediately and can also be 
transmitted to clients directly. 

• Respondent queries can be answered 
right away. Respondents who may have 
questions about the survey or how a ques­
tion is to be answered can be provided 
with immediate feedback. 

• Round the clock access. Researchers 

Analytical Computer Service, Chicago/Scottsdale, Ariz. 
http://www.acsinfo.com 

Burke, Inc. , Cincinnati , Ohio 
http://www.burke.com 

Chilton Research Services, Radnor, Pa. 
http://www.chilton .com/ 

Columbia Information Systems, Portland, Ore. 
http://www.cinfo.com/ 

Elrick and Lavidge, Atlanta, Ga. 
http://www.elavidge.com 

ESOMAR (European Society for Opinion and Marketing 
Research) http://www.esomar.nl/esomar/home.htm 

FIND/SVP, New York,N.Y. 
http://www.etrg .findsvp.com 

First Market Research, Boston,Mass. 
http://www.firstmarket.com 

lntelliQuest, Inc., Austin, Tex. 
http://www.intelliquest.com 

Maritz Marketing Research, St. Louis, Mo. 
http://www. maritz.com/mmri.htm 

and respondents have the capability to 
communicate round the clock. This flex­
ibility may encourage more people to 
respond to surveys at their own conve­
nience. 

• Monitoring usage. Several Internet 
service providers (ISPs) , companies that 
provide turnkey Web site services, offer 
software packages which measure usage 
of their clients' Web sites by tracking 
geographic distribution, names of orga-

Network, Covington , Ky., and Visual Research 
Communications (VRC) , Metuchen, N.J. 
http://www.vrcinc.com/network.htm 

NPD Group, Port Washington , N.Y. 
http://www.npd .com 

Pulse Train Technology, N. Palm Beach, Fla. 
http://www .ws. pipex.com/ptt 

Saporito & Associates, New York, N.Y. 
http://www.brainlink.com/-saporito 

SPSS, Chicago, Ill. 
http://www.spss.com 

Strategic Mapping, Santa Clara, Calif. 
http://www.stratmap.com 

Survey Sampling , Inc. , Fairfield , Conn. 
http://www.worldopinion.com 

Technometrica, Emerson, N.J. 
http://www.technometrica.com 

Yankelovich Partners, Norwalk, Conn . 
http://www.yankelovich.com/ 

Walker Information, Indianapolis, Ind. 
http://www.walkernet.com/ 

nizations and duration of users' visits to 
the most frequently accessed sections of 
the site. This enables close monitoring of 
the effectiveness of the on-line information 
and facilitates the tracking of respondent 
interest. With this information, modifica­
tions can be made to the Web sites. 

On-line surveys, however, do have their 
share of disadvantages. 

• The first and foremost disadvantage 
is limited usage. Despite the rapid prolif-
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eration of personal computers, only a 
small portion of households have access 
to the Web. 

• Electronic questionnaires sent to In­
ternet addresses can be deleted by recipi­
ents. Just as regular mail considered 
"junk" is discarded by recipients, surveys 
sent electronically cou ld be 
"cyberjunked." 

• Privacy issues limit the detailed iden­
tification of respondents unless they vol­
unteer this information. Currently there 
are no known services that provide a list 
of E-mail addresses along with the demo­
graphic variables of users. 

On-line research also has some other 
disadvantages. For example, it cannot 
replace random-digit dialing and it can­
not provide the nuances an experienced 
interviewer can glean from an in-depth 
interview or a focus group session. 

Despite some obvious limitations, the 
Web enables researchers to streamline 
the task of fielding surveys, providing 
rapid feedback to clients, and providing 
answers to respondent queries in a quick 
and efficient manner. 

How to establish a presence on the Web 
Setting up a Web presence on the Inter­

net involves designing and formatting 
the informational content of the Web site 
and establishing an electronic connection 
to the Internet. This can be accomplished 
in one of two ways: 

1. Establish a Web site at your own 
location. This option involves setting up 
a dedicated Web server to handle the 
traffic, using dedicated telephone lines 
(TI or smaller bandwidth), a router to 
direct traffic, CSU/DSU (channel service 
unit/data service unit), software for the 
operating system, server software and 
software allowing the creation of pages. 

This option should be considered if the 
anticipated usage will be heavy, if the 
funds to establish the site are available 
and if a small but dedicated staff can be 
assigned to the project. 

2. Share the Web site of a service 
provider.ISPs offer a wide range of Web 
services that can be tailored to meet on­
line research needs. This option e limi­
nates the need topurchaseequipmentand 
maintain a dedicated staff. 

In addition to ISPs, several local and 
regional computer companies and devel­
opers offer complete turnkey Web ser­
vices. These service providers who re­
quire their client to provide them with only 
the contents of the home page do all the 
required programming, testing, launching 
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and maintaining of the home page. 

The opportunity for researchers 
The vastness of data and the speed with 

which it can be tapped is the main source 
of new opportunity for marketing re­
search companies. Until now, marketing 
research as we know it has usually been 
the domain of the client's marketing re­
search department, with the actual re­
search conducted either by an in-house 
staff or assigned to outside marketing 
research companies. Now clients who 
have their own home pages can collect 
information on customers who are in­
terested in their products/services, their 
purchasing habits, their likes and dis­
likes and other demographic and psy­
chographic data and use this informa­
tion to classify, segment and create tar­
get-specific products/services. This 
raises the possibility that with on-line 
information and analytical capabilities 
available to anyone in the client's organi­
zation with a desktop computer, data will 
be obtained and analyzed internally by 
the various departments within the orga­
nization, without the need for external 
market research. Therefore, market re­
search companies should have the capa-

bility to provide the same types of ser­
vices that clients can insource, lest the 
need for independent marketing research 
diminish. 

Research on the Web has its disadvan­
tages and cannot completely replace con­
ventional data collection methods. But 
on-line research is moving rapidly from 
being "alternative" to mainstream - and 
the transition will be completed sooner 
than anticipated. There will also prob­
ably not be a warning to embrace the new 
technology. Marketing researchers have 
to take the initiative themselves. 

What marketing research companies 
cando 

Marketing research companies can take 
several steps to exploit the opportunities 
provided by this new medium. 

First, establish a presence on the Web. 
Second, use that presence to publicize 

your firm, your capabilities and your 
branded products. 

Third, make your corporate brochure 
and other pertinent literature available on 
your Web site for clients and prospects to 
read, download and print. The availabil­
ity of instantaneous information about 
who you are, where you are and what you 

do is crucial. 
Fourth, monitor the number of visitors 

to your Web site through one of several 
software programs available, analyze this 
information to help you determine the 
productivity of your site and make any 
necessary improvements to increase its 
effectiveness. 

Fifth, begin conducting surveys on the 
Web. You can expect criticism from us­
ers who dislike the contents of your sur­
veys or who simply object in principle to 
conducting surveys on the Web. To over­
come the first criticism, make your sur­
vey interesting- you might even I iven it 
up a bit with some jazzy graphics. Also 
pay special attention to the language used 
by other Web sites- is it less formal and 
more colloquial? Accept the fact that 
your user demographics are not 100 per­
cent accurate, while realizing that the 
results will sti ll provide a fairly accurate 
understanding of the characteristics of 
your respondents. Use this as a building 
block to refine existing methodologies 
and devise newer ones. 

Sixth, update the information on your 
Web site, in particular the introduction or 
"home page." There is nothing more bor­
ing than a site that does not display any 

---------------------------------. new information month after month. 

'-' -
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OBJECTIVE: 
Suroey Hispanic males, ages 18 to 49, in states where 
only 11% of the households have Hispanics. 

SSI SOLUTION: 
Warren Mitofsky (co-developer of the widely-u ed Mitofsky­
Waksberg random digit dialing method) - "Survey Sampling 
provided a very useful sample frame by identifying the propor­
tion of Hispanic households in working blocks of telephone 
numbers and the density of li ted working residential numbers 
in each block. Getting those two factors together improved our 
hit rate tremendously and made the design much more efficient­

with no compromi e in quality!" 

You can rely on SSI to efficiently reach 
Hispanic , African-Americans, Asians, 
or 200 other ethnic backgrounds, while 
maintaining quality and representation. 

Call SSI for sampling solutions at 
(203)255-4200. 

..,..-: Survey 
~ ~ Sampling, 
=...... Inc~ 

Partners with survey 
researchers since 1977 

Blurring of boundaries 
The advent of surveys on the Web will 

result in ablurringofthetraditional bound­
ary between the marketing and market­
ing research functions - most surveys 
on the Internet are added to home pages 
which aim primarily at disseminating 
information and receiving sales orders. 
Thus, surveys on the Web are done in an 
environment that seems to offer the visi­
tor some incentive- namely informa­
tion on the sponsori ng company. Perhaps 
this might lead to a gradual disappear­
ance of the traditional line separating 
sales and research activity within a 
company's organizational structure. 

In the past, marketing research compa­
nies operated in an environment of incre­
mental change. The rapid evolution of the 
Web represents a paradigm shift that 
offers tremendous opportunities to re­
searchers who embrace it and recognize 
its potential. 

The age of instantaneous on-line infor­
mation, available at the cljck of a mouse, is 
upon u . The question is not whether we as 
marketing researchers will fight it or ignore 
it; the question is only how soon we will join 
it, use it and make it work for us. 0 
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United notified in advance which dates they'll 
get surveys," Maggi says. 

continued from p. 11 Once the surveyed flight reaches 

they drop off the next shipment of 
surveys to be flown out. The survey 
forms are scanned and NCS transmits 

Busy life its destination, the completed forms 
The life of a United in-flight survey are repacked and handed off to the 

form is a busy one. After the ques- receiving United customer serv ice 
tionnaires are designed and proof- representative, who ships them back 
read (the eight foreign language ver- to United's Minneapolis cargo loca­
sions are checked for accuracy by tion. 
translators) they are sent to NCS, Three times a week, NCS picks up 
where the surveys are printed, col- the completed surveys. Twice a week 
lated and shrink-wrapped. NCS then ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

stores the surveys until they're ready 
for shipping. 

Each month, United selects flights 
to survey and transmits this informa­
tion electronically to NCS. "We run a 
program which randomly selects a 
percentage of all of our flights sys­
tem-wide, 1 percent of domestic 
flights and 7 percent of international 
flights," Maggi says. "We transmit 
this file electronically to NCS. It pro­
vides NCS with different types of 
information about the flights that are 
going to be surveyed. From this file 
they can see the date of the flight, the 
flight number, the aircraft type, how 
many surveys are needed and the dis­
tribution of the surveys in the differ­
ent languages, if necessary." 

Using these specifications, NCS 
packages the survey forms, instruc­
tions and pencils into flight cases and 
delivers them to United Airlines 
Cargo at the Minneapolis airport for 
distribution to the proper airports. 
"Depending on the region to which 
the surveys are being sent, they have 
specific ship dates. So for each week 
of the survey there is a date by which 
they have to be packed and shipped. 
NCS generates a packing list and on 
the appropriate dates they pack the 
proper amount of surveys into flight 
cases and cartons corresponding to 
the flights we've selected and then 
affix labels indicating the segment to 
be surveyed," Maggi says. 

When the survey packages arrive at 
their respective destinations, they're 
picked up by a United Airlines man­
ager or customer service representa­
tive who makes sure they get deliv­
ered to the flight crews. " Each month 
the airport stations receive a list of 
the flights that will be surveyed that 
month so they know when to expect 
them. The flight attendants are also 
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At Medical~~~~~~~~~ ... ,.,,.,." ............... ..,... ..... e research 
is our speciality. ere rview, conduct focus 
groups and surveym , executives, through 
leaders, hospital ad s, and all manner of 
physicians, pharmaci t ts and nurses for all 
types of market researc involving health care 
issues. 

If health care experien portant to you, don't 
trust your project to a g·(}J;I~~ist. Call the specialists 
-George Matijow, Ernie e, or Steve Wilson at .... 

MEDICAL MARKET! G RESEARCH, INC. 

1-800-866-6550 

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

showed me how to improve it." 

"I see." 

"No ... ICR." 

Asatisfied customer is a repeat customer. ICR's Customer Satisfaction research gives 
you the information you need to improve the quality of your products and services 

in ways that are truly meaningful to your target market. 

ICR Wedomorethanexcel. 

AUS Consultants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
ICR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 
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the data electronically to ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

United on or about the tenth 
of the following month, along 
with status reports on the 
flights of that month. 

Working with the data 
After the data arrives at 

United, it is converted into 
Quanvert, a statistical pro­
gram from Quantime Corp. 
Maggi also uses SPSS to ana­
lyze the data. 

The United research de-

Questionnaires for United's in-flight sur­
vey are designed, proofread and sent to 
NCS for printing, collating and 
shrinkwrapping. 

Each month, United randomly selects flights 
to survey and transmits this information 
electronically to NCS. 

partment fields all kinds of r----------------+-~~---------­

NCS packs the surveys in specially de­
signed reusable boxes and delivers them to 
United Airlines Cargo at the Minneapolis 
airport for distribution on flights to 40 
countries. 

requests for data, he says. 
"People are eager to get their 
hands on any piece of infor­
mation they can. They like to 
break the data down to the 
micro level wherever possible 
and we're able to do that. 

''fi's a challenge to take ~----------------~-----------~ 
such large volumes of quan-

Atthe respective airports, United customer 
service representatives deliver the surveys 
to the proper flights. 

titative data and make it 
meaningful to our audience. 
We're constantly soliciting 
feedback from those who use 
the information to make it 
truly meaningful. We always 
have the users of our data 
involved in the survey design 
process as well as the report~----------------~~~~-----~~~~ 
design process." 

The marketing research de­
partment at United issues a 
monthly report summarizing 
the customer satisfaction data 
for about a hundred people 

Flight attendants distribute surveys to all 
passengers on selected flights and collect 
upon completion. 

worldwide,includingai~ort, ~-------~--------~-----------~ 
country and regional manag-
ers and executive manage­
ment and others at United's 
headquarters. Segments of 
the data are also available on­
line. 

Completed survey packages are handed off 
to a receiving United representative, who 
ships them back to United's Cargo office in 
Minneapolis. 

"Executive management 
uses data from the in-flight ~----------------~-------------­

Three times a week, NCS picks up the 
completed surveys. Unused forms are 
sorted and filed for re-use. 

NCS scans the survey forms and transmits 
the data to United electronically. 

surveys to look at competi­
tive performance. Here 
within marketing we analyze 
the data and use the results 
for strategic planning, prod­
uct posi tioning and target 
marketing. Finance uses cus­
tomer satisfaction data to 
measure the success of its 

product investments. If they ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
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have spent money to improve service 
they want to see that there has been a 
tangible improvement," Maggi says. 

The research data is also used to 
help track performance and measure 
success at achieving goals . "Our air­
port managers are interested in a ll 
ratings related to ground serv ice, in­
cluding speed and efficiency of check­
in, the friendliness of customer ser­
vice reps and line waits . The reserva­
tion area is interes ted in findings on 
service areas such as hold times on 
the phone and helpfulness of the 
agents. The in-flight supervisors who 
manage the flight attendants want to 
know how the flight attendants are 
being rated on the various aspects of 
their service, not just their overall 
rating but everything from timely 
delivery of the meal and beverage to 
frie ndliness and professionalism." 

Because the data can be linked to 
operational data such as arrival and 
departure times and number of pas­
sengers, the United researchers can 
dig deep to answer questions from in­
house customers , Maggi says. " We 
have often used the data to ide ntify 
the reasons why some ratings might 
differ from one airport to another or 
one segment to another, by looking at 
customer mix, by linking survey data 
to operational data. For example, we 
can take ratings for a given flight and 
I ink them to the on-time performance 
of the flight in that market and we can 
show that when on-time performance 
went down so did the ratings in spe­
cific categories. " 

Customer oriented 
Maggi says that since the airline 

became employee owned in June 
1994, it ' s become much more cus­
tomer oriented. As a result, the re­
search department is bus ier than ever. 
"It's been truly amazing the amount 
of attention [the market research de­
partment] has been getting lately. We 
constant ly receive inquiries about re­
search results from people at all lev­
e ls of the organization. We've also 
greatly increased the scope of the in­
flight customer satisfaction tracking 
program." 

By trip I ing the size of the sample in 
the past year and a half, the database 
more accurately reflects customer de-
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mographics, Maggi says. "We did that 
to better e nsure a representative 
sample of our customer population. 
In the past there were times when we 
were not able to get as many com­
pleted surveys as planned and that 
affects your sample sizes, so you would 
have to put an asterisk next to some of 
the data. Whereas now we have a much 
more complete database and the data is 
much more reliable." 0 
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Data Use 
continued from p. 17 
this space, the PC will break it into 
smaller pieces, using "holes" as it comes 
to them. Some utility programs let you 
see how data actually gets stored on the 
disk - and more than a few percent 
fragmentation seems like an incredible 
mess. Worse, fragmentation can slow 
the PC noticeably as it looks for and 
reassembles needed programs or infor-
mation. 

about 45 minutes, but that seems overly 
optimistic based on experience and the 
reports I have heard. 

After you get Windows 95 installed, 
you likely will find it takes somewhat 
longer to load (start) than did Windows 
3.x. Once it starts, though, you should 
find your patience rewarded. We found 
Windows 95 to run smoothly and notice­
ably more responsively than Windows 
3.x on all the machines where we had run 
both. 

You can find ad­
equate defragmenta­
tion utilities as part 
of both DOS and 
Windows 3.x. Other 
companies, such as 
Norton Utilities and 
PC Tools (now 
merged into one 
company) provide 
defragmentation 
programs with more 
controls and more 
detailed displays of 
what they are doing. 
If you defragment the 
disk regularly it 
should stay in top 

~Storti~ o. ~ ~..!J"' I!!'!!!U No ~ Jlii 
The Microsoft Plus! software includes a full set of "desktop themes," including 
some very detailed Windows backgrounds like the one shown here, many 
additional icons and sounds that give your PC more personality. 

condition and each defragmentation 
should go fairly quickly. If you are run­
ning this procedure for the fir t time, it 
could take an hour or more to straighten 
out the mess you will find. To make this 
all painless and automatic in the future 
you may want to consider one of the 
utilities mentioned later in the "Win-
dows aid" section. 

Getting started: What to expect 
Suppose you now have your PC in fine 

running shape and have the Windows 95 
installation disk in hand. What should 
you expect to happen during installa­
tion? 

Mostly, you will need to practice pa­
tience. Also, if you do not yet have a 
CD-ROM drive, you will find this a great 
excuse to get one. You can install Win­
dows 95 from floppy disks, but I wouldn't 
recommend it. Expect installation to run 
one to two hours even with a CD-ROM 
drive. Windows 95 spends much of that 
time determining how to get your hard­
ware working without conflicts and send­
ing you messages that it is nearly fin­
ished. Microsoft says installation takes 

Windows woes? 
Windows 95 worked remarkably well 

with nearly all the old programs we tried. 
Even DOS games (tested strictly in the 
name of research) which ran too slowly 
under Windows 3.x perform well under 
Windows 95. In short, this operating 
system can accommodate the new 32-bit 
applications (some of which actually do 
more useful things than older applica­
tions), along with programs designed for 
Windows 3.x and DOS. 

However strong Windows 95's over­
all performance, though, like all earthly 
creations, it cannot do all things at all 
times. Given the millions of possible 
combinations of hardware set-ups and 
software collections, it has to get routed 
at some time. Complaint levels have 
been remarkably low, by all accounts­
although this will not help if you are the 
one who hits an unfortunate circum­
stance. 

Also, Windows 95 went through one 
of the longest and largest testing (or 
"beta") programs in PC history. As a 
result, it works surprisingly well surpris-
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ingly often. My experience includes a 
few near! y heart -stopping moments deal­
ing with a pen-and-pressure­
sensitive-tablet (which replaced the stan­
dard mouse). Happily,all incidents proved 
to be nothing that time and a calm ap­
proach could not rectify. 

Third party problems 
Most Windows 95 problems I have 

encountered (either in print or by sorry 
personal experience) have been like the 
one with the pen-and-tablet: caused by 
products that are supposed to work with 
Windows but have not quite made the 
transition to Windows 95. In particular, 
atypical hardware that needs a "driver" to 
work (such as an unusual printer, sound 
card or fax/modem) may cause trouble. 
Windows 95 itself provides an incredible 
numberof"drivers," and so you are likely 
to find it includes something that works 
with nearly any brand on the market. 

If you have to rely on another manufac­
turer for "drivers," though, you may get 
an unpleasant surprise. For instance, I 
have used a hardware/software print ac­
celerator called the WinJet, made by a 
company named LaserMaster. Under 
Windows 3.1 , this transformed my trusty 
old HP LaserJet from 300 dots per inch 
(dpi ) resolution to 800 dpi and allowed it 
to produce even complex pages as fast as 
the printer could run. In short, it was a 
great Windows 3.1 product. Unfortu­
nately, LaserMaster took a bad slip with 
Windows 95. The performance of this 
once sterling product has become erratic 
and the drivers have remained in test 
version for at least six months after the 
official Windows 95 release. 

With some luck, LaserMaster will re­
solve its problems by the time this article 
reaches print. The wait has not been pleas­
ant, though. This story has a moral: ex­
pect Windows 95 to work well with nearly 
all "mainstream" hardware - but if you 
have something outoftheordinary, check 
with the manufacturer. If they do not have 
drivers ready, you may find yourself 
stranded. Depending on your needs, that 
may be enough to make you wait to 
upgrade. 

What else is new 
Windows 95 has a new, handsome 

appearance, as you will doubtless notice 
immediately. Oddly enough, this one as­
pect of Windows 95 (its new screen ap-
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pearance or "interface") is the one high­
lighted by nearly all product reviews. 
This shows an important secret of the ad 
copywriting pros. If you want to describe 
anything where the most important im­
provements are in performance, describe 
how it looks. 

When you start Windows 95 for the 
frrst time, you cannot help noticing some­
thing familiar missing: all those program 
group windows which seemed to give the 

system its name. Instead, you will see a 
largely uncluttered screen, with a bar 
across the bottom saying "Start," and a 
few icons on the left side. Move the 
pointer to the Start button and a menu 
appears, in which most of the items cor­
respond to your old program group win­
dows. Move the pointer to any of these 
items (no double-clicking required) and 
another menu appears (or "cascades") 
from the first. Move the pointer to the 

100 
80 
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centre or 

No matter what your requirements: 
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SNAP Professional is your 

"all in one" solution! 
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for your free evaluation diskette 
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First v Fax: (508) 463-9375 
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"Very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

I C n is uniquely positioned to provide you with the best of both custom and 
!\.omnibus worlds. The cost-efficiency of an omnibus study, the overall precision 

and reliability of a full custom survey: our services are tailored to your specific needs. 

I C R We do more than excel. 
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program you want and it appears. 
By default, the Start button and the bar 

associated with it (called the task bar) 
always remain visible at the bottom of the 
screen. As you start programs, buttons 
for them appear in the bar. Click any of 
these buttons and you go to the program 
it represents. Close the program entirely 
(rather than simply switching from it or 
starting another) and its button will disap­
pear from the task bar at the bottom. 

Some people find the new menu sys­
tem a little too eager to respond. Slide the 
pointer across the name of a program and 
it may well start, even if you didn't intend 
it to. (I can provide a trick for slowing the 
menus, but this is for the fearless only, 
those who don't mind tinkering deep in 
Windows' 95 expansive innards. Call or 
fax for this pointer.) 

This last point leads to another large 
change in Windows 95: Much of the 
information controlling the operating 
system's behavior resides in a huge area 
called the "registry." Windows 95 retains 
the old win.ini and system.ini files, which 
used to have control of all Windows 
settings. However, these files exist only 
for the sake of older programs that still 

expect to find them. Those of you who 
ever looked at the two .ini files and found 
them intimidating (as I imagine anybody 
would who dared to look) will find the 
new registry awe inspiring. You need a 
special Windows utility called "regedit" 
just to look inside the new registry and 
unless you feel very, very expert (or very, 
very foolish) you will not want to touch it. 
Just a quick "hands off' tour of it will 
impress you with the tremendous scope 
and complexity of Windows 95. 

You will find strong improvements in 
Windows 95's accessories (programs that 
come with the operating system). Win­
dows now seems much more attuned to 
communications with the outside world. 
For instance, Windows 95 's file transfer 
capabilities have dramatically improved 
with the new HyperTerminal (replacing 
the old Windows Terminal). 
HyperTerminal is an excellent, 
full-featured program for sending and 
receiving data via modem. It will recall 
the phone numbers and settings you used 
in a call or "session" (if you remember to 
save them), assigning a separate icon to 
each number you contact via modem. 
After the first session, with a simple click 

on the icon you are ready to connect. 
Windows 95 features many other 

changes improving its power and useful­
ness. In particular, the right button on the 
mouse (or its equivalent) has finally taken 
on a full, useful life in Windows 95. Click 
this button anywhere in Windows 95 and 
a menu will appear, giving you a set of 
actions you can perform on (or with) the 
object in question. (This works both with 
the operating system itself and with pro­
grams designed to run under it.) The right 
button also adds extra power while you 
are performing many actions. For in­
stance, try the right button after highlight­
ing a file name in the new (vastly im­
proved) file manager instead of simply 
dragging and dropping the file. Rather 
than copying the file or moving the file 
(whichonedependson Windows ' built-in 
rules for files), you will get the choice of 
opening, moving, copying or creating a 
short-cut to the file. 

The Start menu allows you to call up 
recently used documents as well as pro­
grams. With Windows 95, a document is 
anything that you have created or altered, 
including drawings, presentations or even 
telephone sessions in H yperTerminal. Just 

' 'HOW TO 
CHOOSE A FOCUS GROUP 
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click on the document in question and 
Windows 95 opens it while starting the 
right program. In short, it keeps pointers 
to your recent work directly on the main 
Start menu for you. The catch, though, is 
that you will find "documents" listed 
only for Windows 95 programs. What­
ever you create or modify in your old 
Windows 3.x favorites wi ll not how up 
among the choices. 

You now use a special spot on the Start 
menu to access a ll the settings for Win­
dows 95, including the display, what you 
find on the main task bar and the Win­
dows control panel. The new control 
panel is now much more comprehensive. 
I find the "system" section particularly 
impressive. It allows you to examine in 
detail all the hardware connected to your 
PC system, to monitor performance and 
to resolve any confl icts that may arise. 
Windows 95 has become vastly more 
intelligent about the hardware you have 
connected to your system. It avoids most 
conflicts and explains how to resolve 
most problems it cannot handle on its 
own. 

Nearly everything you think to ask 
Windows 95 to do begins by pushing the 

"Start" button. You even "start" shutting 
down the computer. It may seem illogical 
that you need to start to stop, but you will 
find it not o strange in a short while, and 
it does keep everything in one spot. 

DOS - which you ' II remember for its 
nearly blank creen with perhaps a prompt 
(>) sign - still exists. Windows 95 has 
taken full charge of the computer, though. 
You can see this by restarting the com­
puter in "DOS mode." (This is one option 
you get when you push the Start button 
and then ask Windows to shut down the 
computer.) Once Windows seems to dis­
appear and you find yourself facing the 
old, nearly blank screen, type "Exit" at 
the prompt sign. Windows 95 promptly 
restarts . Our old friend DOS, once in 
charge of everything, now has become 
just another program that Windows 95 
can call upon as needed. 

Windows aid: programs that add to 
Windows 95 

Windows 95 has become much larger 
and more capable than any of its prede­
cessors, as you doubtless have noticed by 
now. Even so, you will find substantial 
benefits in utility programs that further 

enhance its capabilities. Here we will 
discuss several highly useful programs 
from Symantec 's Norton Utilities and 
one from Microsoft itself. 

• Norton Utilities adds extra protec­
tion for and control of your PC, continu­
ing the nearly venerable tradition of this 
program and PC Tools. (Symantec, which 
sells the Peter Norton programs, merged 
with Central Point software, which cre­
ated PC Tools). You will find most (but 
not aJl) of the features of these two utility 
giants in the new Norton Utilities. (Most 
lamented is the loss of the excellent PC 
Tools backup utility. Perhaps Symantec 
will see fit to restore a Windows 95 
version of this.) Using Norton Utilities 
still will provide the most possible pro­
tection against PC disasters, in particular 
problems with your hard drive. The in­
cluded Norton Disk Doctor can rescue 
you from problems that might otherwise 
stop your system cold. You can schedule 
Norton Utilities to check and repair prob­
lems on the hard disk automatically at 
night and/or to defragment the drive in 
the small hours. This program has dis­
plays that you can customize almost com­
pletely which will monitor and show 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 
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 
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nearly any aspect of your system's op­
eration. If you like the hands-on ap­
proach and want the ultimate in ability 
to customize maintenance of your PC 
and to see what is happening, you will 
find much to like in Norton Utilities. 

• Norton Navigator builds on the 
already good file management capabili­
ties of the Windows 95 Explorer (file 
manager), showing definitive! y that cre­
ative software developers can find plenty 
of useful features to add to the solid 
Windows basics. I find this program 
indispensable. It allows you to perform 
all sorts of file operations, including 
finding, viewing, associating, compar­
ing, zipping and unzipping, by one 
simple press on a button. (The screen 
shot of Navigator on p. 41 shows some 
of its impressive file management fea­
tures.) 

The "Fast Find" function truly does a 
fast job-for instance, quickly running 

5 

through the much of 1.2 gigabytes (yes, 
that 's 1,200 megabytes) of miscella­
neous stuff your writer has accumu­
lated, to find needed files. This feature 
runs much more quickly than the com­
parable Windows 95-based file finders. 

The Norton Navigator also allows 
you to view the entire contents of a 
branch (any given directory and all its 
subdirectories) and has a very handy 
"outline" view that lets you see how 
many files of various types you have 
and how much space they occupy. (You 
can expand or collapse these outlines to 
see all the files or a summary. And the 
outlines work with the branch view.) 
You can set the delete option to "wipe" 
delete, which you will find very handy 
if you want to purge files forever in one 
step. (Windows 95 otherwise protects 
you from yourself, sending deleted files 
to a "recycle bin," where they continue 
to reside mostly hidden on your hard 

ONLY IOc PER NUMBER 
Maritz Sampling offers quality samples- random. listed. or 
targeted - for 1 0¢ per number; no extra charges. Choose 
from our frequently updated and extensive national database 
containing over 70 million households. Our flexible system 
can define geographic descriptions. code telephone records, 
suppress duplicate numbers within any sample, and provide 
a choice of output. 

1 oc per number includes these FREE seruices: 
• Job set-up 
• Cell/quota definitions 
• Custom area definitions 
• ZIP-based samples 
• Appending FIP, ZIP or other codes onto the output of 

telephone records 
• use of high-density telephone blocks 
• Magnetic tapes/diskettes/modem 
• Printing of call dialing sheets 
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drive. Keep deleting large files and add­
ing them to the recycle bin and your 
hard drive unsurprisingly will start run­
ning out of space.) 

Anybody who has accumulated more 
files than they planned or even thought 
possible (which is nearly everybody) 
should find Norton Navigator a really 
useful addition to their Windows arma­
mentarium. 

• Norton Antivirus does exactly what 
its name implies: It hunts down and 
destroys viruses that may infest your 
PC. An earlier version of this program 
once quickly found a virus on a floppy 
disk supposedly containing data only. 
As a result, I could call my (then) main 
office and undo an infection that had 
already spread to dozens of machines 
- before any real damage had hap­
pened. Since then, viruses have become 
even more widespread. Various 
self-sty led hackers (once a term of honor 
now fallen into opprobrium) have mis­
applied their intelligence to put viruses 
in all manner of places. Reports have 
surfaced of viruses even infecting mac­
ros that run on Word for Windows. 
Warnings have hit print about viruses in 
so called "Internet mini-applications," 
which do not even yet exist. This excel­
lent protection offered by this anti-virus 
program is more important than ever. 

You can schedule Norton Antivirus 
to run at startup, to monitor the com­
puter continuously, or to make com­
plete sweep of the system at preset 
times. Also, as an Antivirus user, you 
can contact Symantec on-line (for in­
stance, via CompuServe or the World 
Wide Web) and download protection 
against new viruses as they emerge. 
Most tests show this program offers 
protection against invasion as good as 
anything on the market. This is one 
form of safeguard it really makes sense 
to use. 

• Microsoft Plus! offers more of a 
grab bag of features than any of the 
Norton products. This set of applica­
tions includes some serious hard drive 
maintenance tools like those in Norton 
Utilities, along with an improved ver­
sion of the Microsoft disk compression 
utility and some fine Internet browsing 
tools. Plus! also includes a few items 
that simply are fun, almost as if Mi­
crosoft wanted to palliate taking the 
serious software they accompany. 
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The disk compression utility 
(Drivespace 3) can effectively give you 
about double the hard disk space you 
formerly had with little if any degrada­
tion in performance. (Windows 95 al-

repair. If you like the idea of your PC 
more or less taking care of itself and do 
not want the extensive displays and cus­
tom controls found in the Norton Utili­
ties, you should find Plus! exactly what 

lll'!!!~l"!!'''l'~!""!'"''!!!!!P~~..,...---~------....,1!!'!11 you want. 
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Microsoft also included 
some interesting, perhaps even 

- fun, elements in the Plus! 
bundle. It has a full set of what 

!~~::ck :: :; ~:E: !:tr:!~: are called "desktop themes," 
~~=:::;,::a"''o"' _J tj ; , H:: J~:~i~:: including some very detailed 

o-J biiiZ •.J cpl Zlfiles 1,447.1Dibytet 

!E:::!!copy :~ :: .. 7:~::: •s. 7i!::~!~:: Windows backgrounds, many 
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that does what we need as we need it and 
otherwise does not get in our way. 

Unfortunately,oneproblem with Win­
dows 95 seems hard to avoid: It appears 
nearly impossible to write a short article 
about it. There are many more details, 
including all sorts of fascinating points 
about Windows 95's inner operations 
(which impress me greatly) that I finally 
decided not to discuss. And certainly, I 
fmd all sorts of remarkable things in the 
software designed to run with this new 
operating system. That, though, will have 
to wait for another time. 0 

i ..J•xe~~l ...) odtutUdll &.120 7/lO/SS IZDOOOAM 
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li. instance, comes with Plus! 
Norton Navigator allows you to perform all sorts of file operations, Perhaps most importantly 
including finding , viewing, associating and comparing- all at the 
press of a button . (strictly as a demonstration of 

how much faster graphics run 
ready provides a version of this utility, under Windows 95), Plus! includes one 
but the one that comes with Plus! works of the best PC-based pinball games your 
more effectively.) Drives pace 3 does this 
sleight-of-hand by replacing repeating 
data with more compact representations 
that are decoded "on the fly" in the 
computer's RAM. Interestingly, much of 
the information stored in your PC, whether 
programs or data, contains a lot of repeti­
tious data, which therefore can be com­
pressed. Because this partly encoded in­
formation takes less physical space on 
the hard drive, the computer needs less 
time to find it and put it into RAM. And 
since RAM works so much faster than the 
hard drive, any time spent decoding the 
compressed information usual I y does not 
exceed the savings in accessing the hard 
disk. Overall speed of operation should 
be about the same. Disk compression 
does use a small amount ofRA M memory, 
but not enough to intetfere with any com­
puter operation. If your once 
huge-seeming hard drive is starting to 
look small, you might really appreciate 
this feature. 

Plus! also includes a "system agent" 
similar to the system maintenance tools 
found in Norton Utilities. Like the Norton 
Utilities, this can be set to run silently in 
the background, maintaining the system 
during offhours, and stepping in as needed 
to make or recommend repairs. Unlike 
the Norton module, this system agent 
stays mainly in the background. You may 
never notice it running unless it encoun­
ters a problem on which it wants to ask 
your opinion or give you choices for a 
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author has ever encountered. I can speak 
with some authority here, since I spent far 
more of my college education than I like 
to admit mastering the pinball machines 
in the dormitory basements at Harvard 
University (where I, most emphatically, 
did not go to college). In any event, the 
game, called Space Cadet, certainly will 
demonstrate the amazing improvement 
in Windows 95's handling of video. 
Therefore, in the name of scientific in­
quiry, [strongly recommend that you get 
this valuable addition to Windows 95. 

Perhaps most remarkable about all these 
utilities is the way that they work with the 
main operating system, rather than taking 
it over or hiding it, as did many of the 
Windows 3.x "desktops" and other "ex­
tender" programs. All of these fit into 
Windows 95, working with elements al­
ready there and then stepping out of the 
way once they have done their jobs. For 
the most part, when used with some dis­
cretion, they run smoothly, if not 
seamlessly, with the main Windows 95 
system. (You would not, for instance, 
want to run aJI the features of Plus! and 
Norton Utilities together, as they have 
elements that overlap. However, I can 
attest to the fact that selected portions of 
each coexist nicely and add to each other.) 
These utilities really work with Windows 
and get useful things done. As such, they 
give us a glimpse of where software 
should have been going since the begin­
ning: making the computer a machine 
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Product & Service Update 
continued from p. 8 
Technology Strategies (ITS), a re-
earch service designed to help inter­

active developers make technology 
decisions. ITS conducts interviews 
with media companies, consumer 
goods companies, service companies 
and others using interactive technolo­
gies to reach consumers, as well as 
with key vendors of development 
tools, Internet products and services 

and hardware. ITS analysis comes in 
many formats, including written re­
search reports and brief , on-call 
analysi s and consu ltations with ana­
lysts. All ITS research is avai lab le 
alone or in conjunction with a wider 
package of Forrester 's research of­
ferings. The first ITS strategies re­
port projects the consumer Internet 
browser landscape for the next two 
years and uses these projections to 
define content strategies for consumer 
Web sites. Future reports wil l con-

----------------------------------------------------------, 
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centrate on interactive development 
and delive ry technologies like Inter­
net se rvers, interactive development 
tool s, CD-ROM and digital video. 
For more information ca ll 617-497-
7090. 

Partnership provides 
map generation on the 
Internet 

Oracle has integrated the mapping 
tool s of Santa Clara, Calif.-based 
Strategic Mapping , Inc. (SMI) with 
Oracle7 Re lease 7.3 to enable inter­
active maps to be generated on Oracle 
Web Servers . Oracle7 Release 7.3 is 
the relational server component of 
Oracle Universal Server, an infor­
mation management so luti on for 
companies seeking to capitali ze on 
the advantages of accessing any data 
- relational, text or multimedia­
from any application, over any net­
work. SMI and Oracle have col labo-
rated to provide integrated technol ­
ogy for map generation and spatial 
data retrieval over the Internet. Map­
enab led WWW sites provide useful 
options for retrieving location-spe­
cific information. Users can interac­
tively search for the nearest location 
of a store , facility or office of a par­
ticular busine s based on the user 's 
address. This functiona lity offers 
benefits for applications such as elec­
troni c yellow pages, customer ser­
vice, rea l estate and other informa­
tion based services. For more infor­
mation call 408-970-9600 or visit 
SMI' s We b s ite a t http:// 
www .stratmap.com. 

Survey Sampling Web 
site 

Survey Sampling, Inc., Fairfield, 
Conn. , has launched a new Web s ite 
at http://www. wor ld opi n ion.com , 
aimed at users of market and opin ion 
research. WorldOpinion wi ll feature 
a calendar of research events, infor­
mation on research companies and 
organizations, job openings and other 
information. 
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Raosoft releases 
Internet module for 
SURVEVWin 

A new Internet module for 
SURVEYWin, Version 3.0, from 
Raosoft, Inc., Seattle, lets users insert 
data collection forms into existing 
Web pages and then analyze the gath­
ered data with SURVEYWin 's point­
and-click statistic . With the Internet 
module, SURVEYWin will convert 
its electronic forms into HTML forms. 
Anyone with a forms-capable browser 
(such as Lynx or Navigator) can fill 
out information on-1 ine and send it 
back to a Web server. The Internet 
module then interfaces with the server 
to save this information to a 
SURVEYWin database. The Internet 
module is an ANSI-C program that 
can run on Windows 3.1 x, Windows 
95, Windows NT, and will soon be 
available for OS/2. The Internet mod­
ule will compile on any UNIX system 
so that even users who don't have 
direct access to the Internet, such as 
dial-in accounts, can put forms on 
their Web pages and gather informa­
tion. The forms can be modified to 
include pictures, links or other infor­
mation with any HTML editor. For 
more information call 206-525-4025 
or check the Raosoft Web page at 
http://www. raosoft.com/raosoft/. 

Frost & Sullivan industry 
reports on-line 

Market reports from Frost & 
Sullivan are now availab le on-line 
through the LEXIS-NEXIS services. 
Frost & Sullivan produces reports on 
more than 300 industries covering 
markets worldwide, including chemi­
cals and related products; environ­
mental equipment and services; com­
puters, electronics and telecommuni­
cations; consumer products; instru­
mentation, automation, machinery 
and components; military electron­
ics, transportation products; pharma­
ceutica ls, medical devices and health 
care. For more information call 800-
227-4908. 
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Survey Monitor 
continued from p. 6 
discounters and off-price stores draw higher praise for cus­
tomer ervice than more upscale stores. Marketing implica­
tion: Upscale stores need to work harder on their customer 
service. Lower-price stores should promote customer service 
along with lower prices. 

5. Battle of the superstores. Some consumers feel con­
flicted about patronizing superstores vs. the smaller neigh­
borhood stores (independent or smaller chains) where they've 
shopped for years. They like the more personal atmosphere of 
the smaller stores, appreciate their service and even sympa­
thize with the owners' plight. But, it's the superstores that 
more often win their business. Not only do superstores lure 
customers with big discounts, some also offer better organi­
zation and broader selection of products, and, in the case of 
such retailers as Barnes & Noble, an exciting, sociable, 
"where-the-action-is" atmosphere (repeat of the 
"alone-togetherness" trend). Anytime the smaller stores give 
less than stellar personal service, they give customers a 
reason (or an excuse) to go elsewhere. Until consumers grow 
tired of superstores (Langer is hearing more about chain store 
"sameness"), their prospects look very good. Smaller stores 
will have to struggle to maintain service, find niches to fill, 
and do more direct marketing. 

6. Woo-me marketing. Consumers have come to expect 
retailers and other marketers to win them over with sales and 
special promotions. If they are not sent a credit card, some 

respondents said, they don't bother to apply. Why take the 
time? They'll come to me, they say. Implication: Business 
needs to be more pro-active, create excitement with free 
trials, gifts with purchase, etc. 

7. Marketing to GenX yups. As some twentysomethings 
get more settled in career and feel more "flush" financially, 
they're spending more, and treating themselves to goodies 
like large-screen televisions and nice clothing. (This is espe­
cially true of si ngles). But, twentysomethings are sti ll differ­
ent from '80s yuppies. Two examples, they're less likely to 
see themselves making "big money" and they're less into 
designer label s. While they are highly brand consciou , their 
tastes often run more to trendy companies like J. Crew and 
Banana Republic and off-price specialty stores like Today's 
Man. Marketing implication: Appeal to these new-monied 
yuppies with ads that make it seem like they're buying to get 
value and not for status or because of peer influence. 

8. Clothing cutbacks. As 1995's disappointing holiday 
sales showed, consumers are buying less clothing. This trend 
is expected to continue until a new style causes fashion 
excitement and stimulates apparel purchases. Many consum­
ers are saying: I have more clothing than I need. Underlying 
their behavior is the casualization trend (if you don't dress up 
for work or social life, why do you need more "stuff?"). 
Consumers are shifting spending to other areas (the home, 
travel, financial investing). 

9. High-tech polarization. Even though computer use is 
widespread today, attitudes toward the technology's impact 
on our lives are sti ll polar opposites, even among users. The 

-------------------------, benefits- time-saving, convenience, efficiency, fun- are 
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obvious. While technology buffs are excited, many people 
express concerns about depersonalization in business and 
personal relationship , job layoffs due to computerization, 
security and privacy of computer transactions, children's 
computer "addiction," difficulties in navigating the Internet, 
professionals bogged down with clerical work, and the high 
price of staying technologically current. The Internet will 
either be the most dramatic change in communications or 
"the CB radio of the '90s," one New York man prognosti­
cated. Marketing implication: These divided reactions sug­
gest that marketers will meet resistance to the adoption of 
high tech in certain areas. They will need to build in reassur­
ance and find ways to maintain the human touch. 

10. Data glut. Complaints about being overwhelmed by 
information are up sharply. Rather than not having enough 
information to make decisions, people feel there's too much 
-too much to sort through or even be interested in. There's 
a potential market for simplified information, for ways to 
screen out extraneous communications. 

11. Changed office structures. With clerical/administra­
tive levels thinned out, and executives having to do more for 
themselves, there's a market for fool proof photocopying and 
computer products. Outsourcing will continue to grow. The 
new status symbol for senior management is not having to go 
in to the office every day and phoning or faxing into the office 
from a ski lodge, boat or weekend house. Growth areas will 
be products that help with telecommuting, from home offices 
or the road. 

12. Solitude time. More people feel drained by their jobs, 
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especially in the growing services sector. As a result, they 
need quiet time when they don't have to be on the phone or 
have others making demands on them. Some products that 
should be positioned for these quiet times: aromas, yoga, 
coffee, tea, newspapers, magazines, television viewing. 

13. Working at relaxing. The "serenity-seeking" trend 
continues in a variety of ways as stressed-out professional/ 
managerial types adopt strategies to relax. These include 
escaping weekends to country homes, scheduling massages, 
decorating city apartments in informal country style, garden­
ing and renewed interest in candles. Advertising can talk 
about people deserving to relax and can depict the humorous 
side of "studied" relaxing. For more information call 212-
391-0350. 

Mileposts on the superhighway 
As reported in the "Bruskin/Goldring Research Report," 

the percentage of Americans who say they are riding the 
information superhighway has almost doubled in the past 
year. According to identical OmniTel telephone surveys 
conducted during the summers of 1994 and 1995 by Bruskin/ 
Goldring Research, Edison, N.J., use of on-line services 
among personal computer owners has grown from 14 percent 
to 25 percent. While one-quarter of personal computer own­
ers subscribe to an on-line service, nine percent of total adults 
are subscribers. 

Ownership of per onal computers among total adults grew 
from 27 percent to 32 percent between the 1994 and the 1995 
surveys and ownership of modems increased one percentage 
point to 15 percent. 

America's cybernauts continue to be disproportionately 
upper income, male, between 25- and 49-year-olds, and from 
the West. 

In 1994, 4 percent of total adults subscribed to an on-line 
service and 6 percent said they planned to go on-line within 
the next six months. In the 1995 survey, 10 percent of total 
adults (22 percent of PC owners) plan to subscribe "within the 
next six months." 

In the '94 study, 27 percent of total adults said they owned 
a PC and 10 percent aid they planned to buy one within the 
next six months. Actual ownership ofPCs grew five percent­
age points between the '94 and the '95 studies. 

Men are seven percentage points more likely than women 
to own a PC. Four in I 0 adults aged 25-49 own a computer, 
compared to 31 percent of 18-24 year-olds, 25 percent of 
50-64 year-olds, and 13 percent of adults 65+. Nearly six in 
10 respondents with household incomes greater than $50,000 
own a computer, versus one-third of those earning $30,000-
$40,000, and 28 percent of those earning $40,000-$50,000. 
The West continues to have a higher share of PC owners (38 
percent) than the Northeast (31 percent), the North Central 
(33 percent), and the South (29 percent). 

More than one in I 0 (II percent) adults say they plan to buy 
a PC within the next six months. Six percent say they plan to 
buy a PC and a modem within the next six months. 

Ownership of modems increased only one percentage 
point between 1994 and 1995 ( 15 versus 14 percent) among 
total adults. In the '94 survey, 6 percent said they'd be buying 
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one soon. In the 1995 study, 9 percent of total adults (15 
percent of computer owners) say they intend to buy a 
modem within the next six months. For more information 
call 908-572-7300. 

Pizza sales heated up in 1995 
Total pizza sales climbed to $22.2 billion in 1995, 

posting a 5. 7 percent increase from 1994, according to 
"The Pizza Market," a new study by Packaged Facts, a 
New York-based research company. Also, according to 
the study from 1991-1995 there was a 25.4 percent in­
crease in the market, amounting to $4.5 billion dollars. 

The strong inroads pizza has made in American culture 
and its widespread popularity with all segments of society 
has made this a very lucrative market. According to "The 
Pizza Market," ready-to-eat pizza marketers achieved 
estimated retail dollar sales of just under $20 billion in 
1995, a 6 percent increase from the previous year. 

"When the G.I. 's returned home from World War II, 
they brought back newfound, exotic tastes. One of these 
was a love of pizza. Pizza had not been popular except in 
a few major Eastern cities prior to that time. The rest is 
history," says Joan Young, project manager of Packaged 
Facts. 

The four main pizza product categories- ready-to-eat 
(RTE), frozen, refrigerated and shelf-stable- are only 
differentiated by method of preparation, not by ingredi­
ents. Of the four, RTE accounts for the majority of dollar 
sales, maintaining approximately a 90 percent share from 
1991-1995. Frozen pizza averaged about 8.5 percent, 
while refrigerated pizza held close to 1.0 percent and 
shelf-stable (pizza shells, dry mixes/flours) accounted for 
0.5 percent. 

"Undoubtedly the recession has influenced the increase 
of pizza sales," notes Young. "The workplace has changed 
forever, job security is a thing of the past, and the nuclear 
family has been seriously battered. As Americans struggle 
to provide for their households, they have been increas­
ingly attracted to pizza because of its ease of preparation. 
Indeed, it is particularly popular among Baby Boomers, 
who are the first generation to be raised on pizza. And 
they in turn are passing on their taste for it to their 
children. The National Frozen Pizza Institute has re­
ported that pizza has replaced hot dogs as the most 
popular kids' choice for meals." 

In 1995, projected sales in the frozen pizza category 
were expected to have surpassed $1.9 billion, a rise of 3.5 
percent. This growth rate is down from the 1994 level of 
11.7 percent. At that time the segment was powered by 
Philip Morris/Kraft Foods' rollout of Tombstone pizza. 

Refrigerated pizza sales have grown by a total of nearly 
29 percent from 1991 to 1995, finishing the period at $229 
million. And shelf-stable pizza has seen a total growth 
rate of 5.8 percent during the years from 1991 to 1995. 

Pizza marketers run the gamut from diversified global 
marketers like Stouffer's and Pizza Hut to tiny in-store or 
even home kitchen operations. According to "The Pizza 
Market," there are approximately 200 packaged pizza 
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marketers with roughly 45 of those achieving significant 
market share. There are, however, over 60,000 ready-to-eat 
pizza outlets with more than 25,000 belonging to inde­
pendent operators. 

"This is definitely a win-win situation," Young says. 
"Fear of ready-to-eat market saturation has come and 
gone, all the other segments have improved in quality and 
most importantly, the consumer is happy." 

For more information call 800-298-2658. To see the 
complete table of contents, or look at more than 1 ,000 
other reports, visit the company's Web site at http:// 
www .findsvp.com/. 

Light foods clog shelves 
In 1995 , Jack Sprat's grocery shopping got easier, or 

more difficult, depending on how you look at it. The 
number of new fat- and cholesterol-reduced foods reached 
an all-time high in 1995, according to The Lowfat Moni­
tor, a monthly newsletter published by the New York City 
research firm FIND/SVP. 

The Lowfat Monitor, which tracks news and trends 
related to reduced-fat and reduced-cholesterol foods, se­
lected 965 new retail items for inclusion in its monthly 
Products Tables during 1995. This figure is more than 2.5 
times the number of introductions reviewed by The Lowfat 
Monitor in 1991, and is nearly 40 percent higher than the 
number of product launches recorded in 1994. This phe­
nomenal increase reflects a synergy of consumer demand 
and marketer response, supported by increased govern­
ment clarification over product labeling issues. 

Each of the seven food categories covered by The 
Lowfat Monitor showed substantial growth in product 
introductions, with snack foods demonstrating a leading 
60 percent increase over 1994, and baked goods and 
prepared foods each exhibiting growth of about 44 per­
cent. 

One-third of the 21 segments within these categories 
showed new-product growth of 50 percent or more. Top­
ping the list was the mixes/doughs/ingredients segment, 
with an astronomical growth rate of 160 percent over 
1994. An important trend in this segment was the use of 
decidedly low-tech fat substitutes. For example, the lowfat/ 
low-cholesterol attributes of many mixes listed in The 
Lowfat Monitor ' s Products Tables depend upon the cook's 
using a specific ingredient- egg whites, egg substitute, 
yogurt, applesauce, bananas , pumpkin, tofu - in place of 
shortening. Also interesting was the increased availabil­
ity of oat- and fruit-based fat substitutes - already 
widely used commercially in sweet baked goods, and now 
designed for use in the home. 

Other segments showing major growth were refriger­
ated yogurts, up 72 percent, and salty/crunchy snacks, up 
62 percent. In both segments, growth reflected increases 
in the number of flavor varieties available. 

Yogurt isn't for dieters anymore. According to data 
provided by the United States Department of Agriculture , 
yogurt consumption has quadrupled since 1970, and it is 
likely that new intriguing flavors have contributed to 
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yogurt's recent popularity. In 1995, lowfat yogurt was 
featured in uch flavors as banana cream pie, coconut 
cream pie, key lime pie, and cheesecake. The use of 
"crunchies" - granola, cookie pieces, or other sweets 
that come in a separate container and are mixed into the 
yogurt by the consumer- and yogurt/gelatin combina­
tions have also enhanced yogurt's appeaL 

The astonishing growth of new salty/crunchy snack 
products in 1995 to 141 items was anticipated earlier in 
the year when FTND/SVP and Thomas Food Industry 
released the results of a survey in which 95 percent of 
snack-food manufacturing companies said that sales of 
reduced-fat snacks were increasing. Nearly three-quarters 
of this segment was made up of popcorn, potato chips, 
pretzels in such notable varieties as garlic, poppyseed, 
herb, and mustard; and rice cakes in a great variety of 
unusual flavors (peach cobbler, cheesecake, chocolate 
mint, blueberry, peanut butter, and salsa). 

A notable area of decline during 1995 was in the 
reduced-fat, reduced-cholesterol spreads segment, reflect­
ing a resurgence in the popularity of butter attributed to 
concerns about trans-fatty acids in margarine and other 
non-dairy spreads, as well as to the poor performance of 
lowfat spread and butter substitutes in frying and baking. 

Meanwhile, keying the overall new-product increase 
was the accelerating expansion of reduced-fat and 
reduced-cholesterol products into regional, ethnic and 
international cuisines, a well as the increasing preva­
lence of convenience foods and reduced-fat and 
reduced-cholesterol foods for kids. 

Southwestern and Mexican foods alone have come to 
represent almost I 0 percent of the new products included 
in The Lowfat Monitor's Products Tables in 1995. These 
items included side dishes and prepared meals and entrees 
(refried beans, burritos, fajitas, enchiladas, tamales, chili); 
foods used in the preparation of Mexican/Southwestern 
dishes (tortillas, for example); and chips and dips (tortilla 
chips, blue corn chips, black bean chips, guacamole, 
picante sauce, and especially salsa). Also included were 
foods that could be identified as Mexican/Southwestern 
because of clues in their names ("South of the Border," 
"Santa Fe Style," "nacho") or ingredients (chipotle, lime, 
cilantro, jalapeno, habanera, pinto beans, "con queso," 
"tomatillo"). Products with a Southwestern/Mexican fla­
vor were especially prominent in the condiments and 
prepared foods categories. 

Reduced-fat and reduced-cholesterol Italian foods, 
Asian foods and South American foods are all part of the 
overall "adventure eating" trend identified by Product 
Alert. In its December 4, 1995 issue, the publication 
noted, "There's a real trend toward adventure eating, i.e., 
sampling foods of the world right in the comfort of your 
own home." Among products inspired by international 
cuisines, 56 percent were available in Italian/Sicilian 
varieties or flavors, including pasta sauces and pizzas as 
well as an unexpected flood of biscotti. Asian products 
(Chinese, Japanese, Thai, Indian, and those referred to as 
"Oriental") made up over one-quarter of the "foods of the 
world" featured in The Lowfat Monitor's Products Tables 
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during 1995, and ranged in "authenticity" from frozen 
beef lome in dinners to chutney imported from India, rice 
dishes imported from the People's Republic of China, and 
seaweed dishes imported from Japan. 

Another significant "international" segment included 
products in South American, Caribbean, Jamaican, or 
"tropical" varieties, many of which were frozen desserts 
in flavors as familiar as mango and as exotic as capuacu. 

Almost half of the convenience foods featured in the 
Products Tables during 1995 were mixes for foods rang­
ing from sweet baked goods to bread to side dishes. Other 
fat- and cholesterol-reduced products designed to make 
cooking and baking less labor-intensive were shredded 
cheese, pourable omelets, refrigerated cookie dough, and 
pizza and pie crusts. 

The Lowfat Monitor defines foods for kids as those 
whose marketers clearly identify their targets, as well as 
those with telling properties- pretzels in the shapes of 
airplanes and dogs, for instance, as well as cookies and 
fruit snacks designed to resemble cartoon characters, 
packaging graphics that feature dinosaurs and games, and 
frozen desserts described as "tubular." Although goods 
for kids accounted for a mere 3 percent of all reduced-fat 
and reduced-cholesterol products in 1995, this proportion 
and its corresponding number are both higher than in 
1994. The Lowfat Monitor expects this to be a significant 
area of growth over the next few years as parental demand 
increasingly drives marketer response. For more informa­
tion call 212-645-4500. 
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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 
612-854-5101 I fax 612-854-8191. 

The Answer Group 
4665 Cornell Rd. 
Cincinnati, OH 45241 
Ph. 513-489-9000 
Contact: Richard Feldon 
Experience and Quality in Full Service 
Research. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415-595-5028 
Contact: Dr. Sandra M.J. Wong 
Oua/JOuant. Rsch. -Cantonese, Mandarin, 
Japanese, Korean, Tagalog, etc. U.S. & Inti. 

AutoPacific, 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 1 0591 
Ph. 914-332-5300 
Contact: Kate Permut 
Innovative & Standard Approaches 
To Qual. Research. 

George I. Balch 
635 S. Kenilworth Ave. 
Oak Park, I L 60304 
Ph. 708-383-5570 
Contact: George Balch 
Experience With Advertisers, Agen­
cies, Government. 

Bannon Moderating Services 
206 44th St. 
Virginia Beach, VA 23451 
Ph. 804-425-0050 
Contact: Theresa Bannon 
Former P&G Brand Mgr. Expertise: 
New Prod./Adv./Pkg. Goods. 

Brittain Associates 
3400 Peachtree Rd. N.E., Ste. 1015 
Atlanta, GA 30326 
Ph. 404-365-8708 
Contact: Bruce Brittain 
Custom Research Consultants. "Next­
Step" Solutions. 

CB&A Market Research 
1400 Westgate Center Dr. , Ste. 200 
Winston-Salem, NC 27103 
Ph. 91 0-765-1234 
Contact: Amy Anderson 
Full Service Research Marketing, 
State-of-the-Art Facilities. 

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Contact: Walt Kendall 
The Finest- Telephone Focus Groups, 
Traditional Focus Groups, 1 on 1 s. 

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

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

Michael Carraher Discovery Research 
204 Dupont St. 
Philadelphia, PA 19127 
Ph. 215-487-2061 
Contact: M. Carraher 
Discovering What Is & How To Cre­
ate Desired Change. 

CJI Research Corporation 
719 N. Pearl St. 
Columbus, OH 43215 
Ph. 800-860-7878 
Contact: Dr. Hugh M. Clark 
Recs On Policy & Market Strategy. 
Surveys Also Available. 

The Clowes Partnership 
2 Barry Ave. 
Ridgefield, CT 06877 
Ph. 203-438-2647 
Contact: Rusty Clowes 
New Product/Advertising/All Ages/ 
Focus & Mini Groups. 

Consumer/Industrial Research 
Service (C/IR) 
P.O. Box 206 
Chadds Ford, PA 19317 
Ph. 610-565-6222 
Contact: Gene Rullo 
Agriculture, Business-To-Business, 
Health Care. 

Consumer Opinion Services 
12825-1 st 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: Christian de Brauw 
Thirty Years ofLeadership in Qualita­
tive Research. 

Cunningham Research Associates 
2828 W. Parker Rd., Ste. B202 
Plano, TX 75075 
Ph. 214-596-4072 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch.: Consumer, 
Advg., Bus./Bus., Hi-Tech. 

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

The Customer Center, Inc. 
3528 Vest Mill Rd. 
Winston-Salem, NC 271 03 
Ph. 91 0-768-7368 
Contact: Christine Davis 
Innovative State-Of-The-Art Moder­
ating Techniques. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02178 
Ph. 617-484-6225 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel, Inc. 
P.O. Box 1609 I 608 Chadds Ford Dr. 
Chadds Ford, PA 19317 
Ph . 61 0-388-1500 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

Decision Analyst, Inc. 
604 Ave. H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 
Contact: Jerry W Thomas 
Depth Motivation Research. National 
Firm. 

Delta3 Research 
5252 W. 67th St. 
Prairie Village, KS 66208 
Ph . 913-722-5498 
Contact: Ann Brewer 
Get Marketing & Research Experi­
ence In One Firm. 
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The Deutsch Consultancy Fader & Associates Grieco Research Group, Inc. JRH Marketing Services, Inc. 
1500 N.W. 49th St. , Ste. 532 372 Central Park W., Ste. 2W 850 Colorado Blvd., Ste. 203C 29-27 41st Ave. (Penthouse) 
Ft. Lauderdale, FL 33309 New York, NY 10025 Los Angeles, CA 90041 New York, NY 11101 
Ph. 305-938-9125 Ph. 212-7 49-3986 Ph. 213-254-1991 Ph. 718-786-9640 
Contact: Barry Deutsch Contact: Susan Fader Contact: Joe Grieco Contact: J. Robert Harris II 
Expertise-Design/Analysis. The Rich Exper./Focus Groups/1-0n-1s/ln Marketing and Advertising Founded 1975. Check Out The Rest 
Are Different. Broad Range Of Cat. Focus Groups. But Use The Best! 

Direct Feedback First Market Research Corp. Hammer Marketing Resources KidFacts8M Research 
4 Station Square, Ste. 545 2301 Hancock Drive 179 Inverness Rd. 34405 W. 12 Mile Road, Ste. 121 
Pittsburgh, PA 15219 Austin, TX 78756 Severna Pk. (Balt./D.C.), MD 21146 Farmington Hills, Ml 48331 
Ph. 412-394-3676 Ph. 800-FIRST-TX (347-7889) Ph. 41 0-544-9191 Ph. 313-489-7024 
Contact: Tara Hill Conroy Contact: James R. Heiman Contact: Bill Hammer Contact: Dana Blackwell 
Bus.- To-Bus./Consumer/Recruit/ High Tech, Publishing, 23 Years Experience - Consumer, Qual. & Quan: Specialty Kids/Teens. 
Moderate/Report. Bus.-To-Bus. , Colleges. Business & Executive. Prod./Pkg./Advtg. 

Directions Data Research First Market Research Corp. Heffernan Marketing Research Services Lachman Research & Mktg. Svces. 
1111 Northshore Dr. 121 Beach St. 4201 Fifth Ave. 2934 1/2 Beverly Glen Cir., Ste. 119 
Knoxville, TN 37919-4046 Boston, MA 02111 San Diego, CA 921 03 Los Angeles, CA 90077 
Ph. 423-588-9280 Ph. 617-482-9080 Ph. 619-692-0100 Ph. 310-474-7171 
Contact: Rebecca Bryant Contact: Jack M. Reynolds Contact: Stephen Heffernan Contact: Roberta Lachman 
Full Service: Medical/Consumer/New Health Care & Advertising. Spec. In Health Gare/MedJChurch & Advg. & Mktg. Focus Groups and 
Product/PR/Exec. Religious OrgsJMemberQRCA & AMA. One-on-Ones. Consumer/ Business. 

Focus On Hudson 
DolobowskyQual. Svcs.,lnc. 350 Hudson St. Pat Henry Market Research, Inc. Leichliter Associates 
94 Lincoln St. New York, NY 10014 230 Huron Rd. N.W., Ste. 100.43 252 E. 61 st St., Ste. 2C-S 
Waltham, MA 02154 Ph. 212-727-7000 Cleveland, OH 44113 New York, NY 10021 
Ph. 617-647-0872 Contact: Frank O'Biak Ph. 216-621-3831 Ph. 212-753-2099 
Contact: Reva Dolobowsky New Foe. Grp. Fac., New Video Cont. Contact: Judith Hominy Contact: Betsy Leichliter 
Experts In Ideation & Focus Capability, Med., Bus.-To-Bus., Consumers Luxurious Focus Group Facility. Ex- Innovative Exploratory RschJidea De-
Groups. Formerly with Synectics. pert Recruiting. velopment. Offices NY & Chicago. 

Focus Plus, Inc. 
Doyle Research Associates, Inc. 79 5th Avenue Hispanic Market Connections, Inc. Nancy Low & Associates, Inc. 
919 N. Michigan/Ste. 3208 New York, NY 10003 5150 El Camino Real, Ste. D-11 5454 Wisconsin Ave., Ste. 1300 
Chicago, IL 60611 Ph. 212-675-0142 Los Altos, CA 94022 Chevy Chase, MD 20815 
Ph. 312-944-4848 Contact: John Markham Ph. 415-965-3859 Ph. 301-951-9200 
Contact: Kathleen M. Doyle Impeccable Cons. & B-B Contact: M. Isabel Valdes Contact: Nan Russell Hannapel 
Specialty: Children/Teenagers Recruits/Beautiful New Facility. Foe. Grps. , Door-to-Door, Tel. Stud- Health/Financial/Customer Satisfac-
Concept & Product Evaluations. ies, Ethnographies. tion. Upscale FG Facility. 

Focused Solutions 
D/R/S HealthCare Consultants 907 Monument Park Cir., Ste. 203 Hispanic Marketing Communica- Market Access Partners 
3127 Eastway Dr. , Ste. 105 Salt Lake City, UT 84108 tions Research!Div. of H&AMCR, Inc. 8 Inverness Dr. E., Ste. 130 
Charlotte, NC 28205 Ph. 801-582-9917 1301 Shoreway Rd., Ste. 100 Englewood, CO 80112 
Ph. 704-532-5856 Contact: Bill Sartain Belmont, CA 94002 Ph. 800-313-4393 
Contact: Dr. Murray Simon 30+ yrs. Exp. ; 2500+ Groups with Ph. 415-595-5028 Contact: Mary Goldman Kramer 
Specialists in Research with Provid- U.S. & International Goods & Serv. Contact: Dr. Felipe Korzenny Specialists In New Prod. Devel., Medi-
ers & Patients. Hisp. Bi-Ling./Bi-Cult. Foe Grps. Any- cal, Hi-Tech, Exec. 

Fuller Research Services, Inc. where In U.S./Quan. Strat. Cons. 
Elrick and Lavidge Olde Towne, P.O. Box 8 Market Development, Inc. 
1990 Lakeside Parkway Portsmouth , VA 23705 Horowitz Associates Inc. 1643 Sixth Ave. 
Tucker, GA 30084 Ph. 804-393-1411 1971 Palmer Avenue San Diego, CA 92101 
Ph. 404-621-7600 Contact: H. Grace Fuller Larchmont, NY 1 0538 Ph. 619-232-5628 
Contact: Carla Collis Solving Biz Problems Thru Research Ph. 914-834-5999 Contact: Esther Soto 
Full-Service National Capability. & Creativity. Contact: Howard Horowitz U.S. Hisp./Latin Amer., Offices In NY, 

Cable/Video Marketing-Program- Mexico City. 
Erlich Transcultural Consultants GraffWorks Marketing Research ming-Advertising Strategy. 
21241 Ventura Blvd ., Ste. 193 10178 Phaeton Dr. Market Navigation, Inc. 
Woodland Hills, CA 91364 Eden Prairie, MN 55347 J2 Teleconference Network Div. 
Ph. 818-226-1333 Ph. 612-829-4640 5414 N.W. 60th Terrace 2 Prel Plaza 
Contact: Andrew Erlich, Ph.D. Contact: Carol Graff Kansas City, MO 64151 Orangeburg, NY 10962 
Full Svc. Latino, Asian, African A mer., Custom Marketing Research & New Ph. 816-587-5717 Ph. 914-365-0123 
Amer. Indian Mktg. Rsch. Business Development Consulting. Contact: Kavita Card Contact: Eve Zukergood 

Consumer/Business/Black/Children/ Med., Bus. -to-Bus., Hi-Tech, lndust., 
FacFind, Inc. Greenleaf Associates, Inc. Travel/Hi Tech. Ideation, New Prod., Tel. Groups. 
6230 Fairview Rd ., Ste. 108 800 South St. , Ste. 170 
Charlotte, NC 28210 Waltham, MA 02154 Irvine Consulting, Inc. Marketing Advantage Research 
Ph. 704-365-8474 Ph. 617-899-0003 2207 Lakeside Drive 2349 N. Lafayette St. 
Contact: Tracey Snead Contact: Dr. Marcia Nichols Trook Bannockburn, IL 60015 Arlington Heights, IL 60004 
Varied, Affordable Southern Gener- Nat'/Jint'l. Clients. Specialty: New Prod- Ph. 708-615-0040 Ph. 708-670-9602 
alists. ucts, Direct Marketing, Publishing. Contact: Ronald J. Irvine Contact: Marilyn Richards 

Pharm/Med: Custom Global Quan./ New Product Development/Hi-Tech/ 
Qual. Res. & Facility. Multimedia/Insurance. 
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Marketing Matrix, Inc. Phoenix Consultants Paul Schneller- Qualitative Sunbelt Research Associates, Inc. 
2566 Overland Ave. , Ste. 716 5627 Arch Crest Dr. 300 Bleecker St. 1001 N. U.S. One, Ste. 310 
Los Angeles, CA 90064 Los Angeles, CA 90043 New York, NY 1 0014 Jupiter, FL 33477 
Ph. 310-842-8310 Ph. 213-294-5648 Ph. 212-675-1631 Ph. 407-744-5662 
Contact: Marcia Selz Contact: Diane Sanders Contact: Paul Schneller Contact: Barbara L. Allan 
Foe. Grps. , In-Depth lntvs. & Sur- Nat'/. Group Expert Moderators, Eth- Full Array: Ads/Pkg Gds/Rx/8-to-B/ 20+ Years Exp.; Business & Con-
veys For Financial Svce. Companies. nic/ Adv./Cons. Ideation (14+ Years). sumer Studies; Nat'/. & lnt'l. Exp. 

MarketVision Research, Inc. POV Gerald Schoenfeld, Inc. Sweeney International, Ltd. 
MarketVision Building 99 Citizens Dr. 55 S. Broadway, 2nd fl. One Park Place 
4500 Cooper Rd. Glastonbury, CT 06033 Tarrytown, NY 10591 621 N.W. 53rd St., Ste. 240 
Cincinnati, OH 45242 Ph. 203-659-6616 Ph. 914-631-8800 Boca Raton, FL 33487 
Ph. 513-791-3100 Contact: Uli Rodriguez Contact: Gerry Schoenfeld Ph. 800-626-5421 
Contact: Tina Rucker Insights For Advtg., Positioning & 20 Yrs. Full Service/Consumer/Bus./ Contact: Timm Sweeney 
Lux. Cons. Ctr. Dsgnd. For Comfort. Tiered New Prod. Development. Blue Chip Clients. Qualitative Research. Member: 
Suites, Lg. Kitch., Qual. Recruit In-house. QRCA/AMA/Advt. Club. 

Shelli Reichwald Jack M. Shapiro Healthcare Mktg. 
MCC Qualitative Consulting 184-24 Midland Parkway Rsch. & Mgmt. Consulting, Inc. Target Market Research Group, Inc. 
100 Plaza Dr. Jamaica Estates, NY 11432 P.O. Box 900 5805 Blue Lagoon Dr., Ste. 185 
Secaucus, NJ 07094 Ph. 718-97 4-1610 West Nyack, NY 1 0994 Miami, FL 33126-2019 
Ph. 201-865-4900 Contact: Shelli Reichwald Ph. 914-353-0396 Ph. 800-500-1492 
Contact: Andrea Schrager Specializing In Children, Parents & Contact: Jack M. Shapiro Contact: Martin Cerda 
Insightful, Innovative, lmpactful, Ac- Teachers. Healthcare Market Research Special- Hispanic Quai./Quant. Research-Na-
lion-Oriented Team Approach. ists Since 1988. tiona/ Capability. 

Research Data Services, Inc. 
Medical Marketing Research, Inc. 600 Magnolia Ave. , Ste. 350 James Spanier Associates Treistman & Stark Marketing, Inc. 
1201 Melton Ct. Tampa, FL 33606 120 East 75th St. Two University Plaza 
Raleigh, NC 27615 Ph. 813-254-2975 New York, NY 10021 Hackensack, NJ 07601 
Ph. 919-870-6550 Contact: Walter Klages, Ph.D. Ph. 212-472-3766 Ph. 201 -996-0101 
Contact: George Matijow Full Service Qualitative & Quantita- Contact: Julie Horner Contact: Joan Treistman 
Specialist, Medicai/Pharm. 20 yrs. tive Market Research. Focus Groups And One-On-Ones ENVIS/ONTM, Other Approaches for 
Healthcare Exp. In Broad Range Of Categories. Creative Insight. 

Rockwood Research 
MedProbe, Inc. 1751 W. County Rd. B Dwight Spencer & Associates, Inc. Widener-Burrows &Associates, Inc. 
600 S. Hwy. 169, Ste. 1410 St. Paul , MN 55113 1290 Grandview Avenue 130 Holiday Ct. , Ste. 108 
Minneapolis, MN 55426-1218 Ph. 612-631 -1977 Columbus, OH 43212 Annapolis, MD 21401 
Ph. 612-540-0718 Contact: Marilyn Rausch Ph. 614-488-3123 Ph. 41 0-266-5343 
Contact: Asta Gersovitz, Pharm.D. Full Srv./Focus Fac.: Agri-Bus., Con- Contact: Betty Spencer Contact: Dawne Widener-Burrows 
MedProbe Provides Full Service Gus- sumer, Customer Sat. 4'x16 ' Mirror Viewing Rm. Seats 8- Four Moderators on Staff Spec. in 
tom Market Research. 12. In House AudioNid. Equip. Health Care, Fin. Svcs., Adv. Rsch. 

Rodgers Marketing Research 
Michelson & Associates, Inc. 4575 Edwin Drive, NW Spiller & Reeves Research Dan Wiese Marketing Research 
1900 The Exchange, Ste. 360 Canton , OH 44718 950 S. Tamiami Trail , #208 2108 Greenwood Dr., S.E. 
Atlanta, GA 30339 Ph. 330-492-8880 Sarasota, FL 34236 Cedar Rapids, lA 52403 
Ph. 770-955-5400 Contact: Alice Rodgers Ph. 941-954-3367 Ph . 319-364-2866 
Contact: Mark L. Michelson Creative/Cost Effective: New Prod- Contact: Kendall Gay Contact: Dan Wiese 
Much More Than Moderation uct/Consumer, Etc. Med./Parm.: Foe. Grps./1-0n-1sl Highly Experienced: Farmers, Con-
Nat'/. Fuii-Svc. Quai./Quant. Convention Rsch. sumers, Business. 

Pamela Rogers Research 
Nordhaus Research, Inc. 2759 4th St. Strategic Focus, Inc. Yarnell Inc. 
20300 W. 12 Mile Rd., Ste. 102 Boulder, CO 80304 6456 N. Magnolia Ave. 147 Columbia Tpke., #302 
Southfield, Ml 48076 Ph. 303-443-3435 Chicago, IL 60626 Florham Park, NJ 07932 
Ph. 800-860-9996 Contact: Pamela Rogers Ph . 312-973-4729 Ph. 201 -593-0050 
Contact: John King Consumer, Business, Youth Grps.l Contact: Dona Vitale Contact: Steven M. Yarnell 
Fuii-Svce. Qual. & Quant. , Fin., Med. , One-One 's In Many Categories. Creative Insights for Mktg./Advertis- New Product Development & Posi-
Uti!. , 3 Discussion Rms. ing Strategy. tioning. HW/SW Cos. 

Rhoda Schild Focus Group 
Outsmart Marketing Recruiting/Marketing Strategy Research Corporation 
2840 Xenwood Ave. 330 Third Ave. 100 N.W. 37 Avenue 
Minneapolis, MN 55416 New York, NY 10010 Miami, FL 33125 
Ph. 612-924-0053 Ph. 212-505-5123 Ph. 305-649-5400 
Contact: Paul Tuchman Contact: Rhoda Schild Contact: Jim Loretta 
Helping You "Outsmart" Your Com- Excellent Medical, Consumer, Busi- Serving All U.S. Hispanic Mkts. & 
petition. ness Recruiting. Latin America. 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Elrick and Lavidge MedProbe, Inc. Ohio 
Asian Marketing Michelson & Associates, Inc. Outsmart Marketing The Answer Group 
AutoPacific, Inc. 

Rockwood Research CJI Research Corporation 
Erlich Transcultural Consultants Illinois 

Missouri 
Pat Henry Market Research, Inc. 

Grieco Research Group, Inc. George I. Balch MarketVision Research, Inc. 
Heffernan Marketing Research Ser- Creative & Response Rsch. Svcs. F Rodgers Marketing Research 
vices Doyle Research Associates Dwight Spencer & Associates, Inc. 
Hispanic Market Connections Irvine Consulting, Inc. New Jersey 
Hispanic Marketing Marketing Advantage Research MCC Qualitative Consulting Pennsylvania 
Lachman Research & Marketing Strategic Focus, Inc. Treistman & Stark Marketing, Inc. Campos Market Research 
Svces. Yarnell Inc. Michael Carraher Discovery Rsch. 
Market Development, Inc. Iowa Consumer/Industrial Research (C/IR) 
Marketing Matrix, Inc. Dan Wiese Marketing Research New York Data & Management Counsel, Inc. 
Phoenix Consultants 

BAI Direct Feedback 

Colorado Kansas Fader & Associates 
Tennessee Delta3 Research Focus On Hudson 

Cambridge Associates, Ltd. Focus Plus, Inc. Directions Data Research 
Market Access Partners 

Maryland Horowitz Associates, Inc. 
Pamela Rogers Research JRH Marketing Services, Inc. Texas Hammer Marketing Resources Leichliter Associates 
Connecticut Nancy Low & Associates, Inc. Market Navigation, Inc. Cunningham Research Associates 

The Clowes Partnership 
Widener-Burrows & Associates, Inc. Shelli Reichwald Decision Analyst, Inc. 

POV Rhoda Schild FocusGrp. Recruiting/Mktg. First Market Rsch. (J. Heiman) 

Massachusetts Paul Schneller- Qualitative Utah 
Florida Daniel Associates Gerald Schoenfeld, Inc. 

Dolobowsky Qual. Svcs., Inc. Jack M. Shapiro Healthcare Rsch. & Focused Solutions 
Cunning his Associates First Market Rsch. (J. Rynolds) Mgmt. Cnsltg. 
The Deutsch Consultancy Greenleaf Associates, Inc. James Spanier Associates Virginia 
Research Data Services, Inc. Bannon Moderating Services 
Spiller & Reeves Research 

Michigan North Carolina Fuller Research Services, Inc. 
Strategy Research Corporation 
Sunbelt Research Associates, Inc. KidFacts Research CB&A Market Research Washington 
Sweeney International, Ltd. Nordhaus Research, Inc. The Customer Center, Inc. 
Target Market Research Group, Inc. D/R/S HealthCare Consultants Consumer Opinion Services 

Minnesota FacFind, Inc. 

Georgia Cambridge Research, Inc. 
Medical Marketing Research, Inc. 

Brittain Associates GraffWorks Marketing Research 

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

ADVERTISING Widener-Burrows & Associates, Inc. POV Erlich Transcultural Consultants 

Bannon Moderating Services Dan Wiese Marketing Research Gerald Schoenfeld, Inc. Matrixx Marketing-Research Div. 

Cambridge Associates, Ltd. Strategy Research Corporation 

Cambridge Research, Inc. AFRICAN-AMERICAN BIO-TECH 
Creative & Response Rsch. Svcs. Erlich Transcultural Consultants ASIAN Focus On Hudson 
The Customer Center, Inc. JRH Marketing Services, Inc. Asian Marketing Irvine Consulting, Inc. 
Dolobowsky Qual. Svcs., Inc. Phoenix Consultants Asian Perspective, Inc. Nancy Low & Associates, Inc. 
Doyle Research Associates Communication Research Market Navigation, Inc. 
Erlich Transcultural Consultants AGRICULTURE Data & Management Counsel, Inc. MedProbe, Inc. 
Fader & Associates Cambridge Associates, Ltd. Erlich Transcultural Consultants Medical Marketing Research, Inc. 
First Market Research (J. Reynolds) Cambridge Research, Inc. Jack M. Shapiro Healthcare Rsch. & 
Outsmart Marketing Consumer/Industrial Research (C/IR) ASSOCIATIONS Mgmt. Cnsltg. 
POV Rockwood Research Nancy Low & Associates, Inc. 
Paul Schneller- Qualitative Dan Wiese Marketing Research BUS.· TO-BUS. 
Spier Research Group AUTOMOTIVE Access Research, Inc. 
Strategy Research Corporation ALCOHOLIC BEV. AutoPacific, Inc. BAI 
Sweeney International, Ltd. 

Creative & Response Rsch. Svcs. Creative & Response Rsch. Svcs. Brittain Associates 
Treistman & Stark Marketing, Inc. 
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Cambridge Associates, Ltd. CONSUMERS Michael Carraher Discovery Rsch. Spiller & Reeves Research 
Cambridge Research, Inc. The Answer Group Creative & Response Rsch. Svcs. Strategy Research Corporation 
Michael Carraher Discovery Rsch. The Clowes Partnership The Deutsch Consultancy Sun belt Research Associates, Inc. 
Consumer/Industrial Research (C/IR) Consumer Opinion Services Dolobowsky Qual. Svcs., Inc. Widener-Burrows & Associates, Inc. 
Consumer Opinion Services Creative & Response Rsch. Svcs. Elrick and Lavidge 
Creative & Response Rsch. Svcs. Doyle Research Associates Fader & Associates HISPANIC 
Data & Management Counsel, Inc. Greenleaf Associates, Inc. Nancy Low & Associates, Inc. Data & Management Counsel, Inc. 
The Deutsch Consultancy Pat Henry Market Research, Inc. Marketing Matrix, Inc. Erlich Transcultural Consultants 
Direct Feedback Marketing Advantage Research Matrixx Marketing-Research Div. Hispanic Market Connections, Inc. 
Fader & Associates Research Data Services, Inc. MCC Qualitative Consulting Hispanic Marketing 
First Market Research (J. Heiman) Rodgers Marketing Research Nordhaus Research, Inc. Communication Research 
Pat Henry Market Research, Inc. Paul Schneller- Qualitative The Research Center Market Development, Inc. 
MCC Qualitative Consulting Gerald Schoenfeld, Inc. Gerald Schoenfeld , Inc. Phoenix Consultants 
Paul Schneller - Qualitative Dan Wiese Marketing Research James Spanier Associates Strategy Research Corporation 
Gerald Schoenfeld, Inc. Sweeney lnt'l. Ltd. Target Market Research Group, Inc. 
James Spanier Associates CUSTOMER Widener-Burrows & Associates, Inc. 
Spier Research Group 

SATISFACTION HI· TECH Sun belt Research Associates, Inc. FOODS/NUTRITION 
Sweeney International, Ltd. The Answer Group Leichliter Associates 

Market Navigation, Inc. 

Yarnell Inc. BAI 
Michael Carraher Discovery Rsch. FOOD PRODUCTS 

HOUSEHOLD 
CABLE Elrick and Lavidge PRODUCTS/CHORES 
Creative & Response Svces., Inc. Fader & Associates The Answer Group 

Paul Schneller- Qualitative 
Nancy Low & Associates, Inc. BAI 

CHILDREN Research Data Services, Inc. Creative & Response Rsch. Svcs. 
IDEA GENERATION Rockwood Research Doyle Research Associates 

Creative & Response Rsch. Svcs. Sun belt Research Associates, Inc. Greenleaf Associates, Inc. Analysis Research Ltd. 
Doyle Research Associates KidFacts Research The Answer Group 
Fader & Associates DIRECT MARKETING Outsmart Marketing BAI 
Greenleaf Associates, Inc. POV Cambridge Associates, Ltd. 
KidFacts Research BAI Paul Schneller- Qualitative Creative & Response Rsch. Svcs. 
Matrixx Marketing-Research Div. Greenleaf Associates, Inc. Gerald Schoenfeld, Inc. Dolobowsky Qual. Svcs., Inc. 
Outsmart Marketing Spier Research Group James Spanier Associates Elrick and Lavidge 
Shelli Reichwald Leichliter Associates 
Pamela Rogers Research DISTRIBUTION HEALTH & BEAUTY Matrixx Marketing-Research Div. 
Paul Schneller- Qualitative GraffWorks Marketing Research PRODUCTS POV 
Gerald Schoenfeld, Inc. Rockwood Research 

EDUCATION The Answer Group Paul Schneller- Qualitative 

CHURCH & RELIGIOUS BAI Gerald Schoenfeld, Inc. Cambridge Associates, Ltd. Paul Schneller- Qualitative 
ORG. Greenleaf Associates, Inc. Gerald Schoenfeld, Inc. 

Sweeney International, Ltd. 

Heffernan Marketing Rsch. Svcs. Marketing Advantage Research Jack M. Shapiro Healthcare Rsch. & IMAGE STUDIES Mgmt. Cnsltg. 

COMMUNICATIONS ENTERTAINMENT Cambridge Associates, Ltd. 

Bannon Moderating Services HEALTH CARE Paul Schneller - Qualitative 
RESEARCH 
Access Research, Inc. 

Sweeney International, Ltd. Access Research, Inc. INDUSTRIAL 
Cambridge Associates, Ltd. EXECUTIVES 

The Answer Group 
First Market Research (J. Heiman) Consumer/Industrial Research (C/IR) 

COMPETITIVE BAI Directions Data Research Market Navigation, Inc. 

Brittain Associates Dolobowsky Qual. Svces., Inc. Sweeney International, Ltd. 

POSITIONING Creative & Response Rsch. Svcs. D/R/S HealthCare Consultants Dan Wiese Marketing Research 

GraffWorks Marketing Research Dolobowsky Qual. Svcs., Inc. Elrick and Lavidge 
INSURANCE Fader & Associates Erlich Transcultural Consultants 

COMPUTERS/MIS First Market Research (J. Heiman) First Market Research (J. Reynolds) Brittain Associates 

Cambridge Associates, Ltd. Marketing Advantage Research Irvine Consulting, Inc. Erlich Transcultural Consultants 

Michael Carraher Discovery Rsch. Paul Schneller- Qualitative Nancy Low & Associates, Inc. Nancy Low & Associates, Inc. 

Creative & Response Rsch. Svcs. James Spanier Associates Market Access Partners Marketing Advantage Research 

Daniel Associates Strategy Research Corporation Market Navigation, Inc. 

Fader & Associates Sweeney International, Ltd. Matrixx Marketing-Research Div. INTERACTIVE PROD./ 
First Market Research (J. Heiman) MedProbe, Inc. SERVICES/RETAILING 
Leichliter Associates FINANCIAL SERVICES Medical Marketing Research, Inc. 

Leichliter Associates 
Marketing Advantage Research Access Research, Inc. Nordhaus Research, Inc. 

James Spanier Associates BAI Rockwood Research 

Sweeney International, Ltd. Brittain Associates Paul Schneller- Qualitative INTERNET 
Yarnell Inc. Cambridge Associates, Ltd. Jack M. Shapiro Healthcare Rsch. & GraffWorks Marketing Research 

Cambridge Research, Inc. Mgmt. Cnsltg. 
James Spanier Associates 
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INVESTMENTS James Spanier Associates RETAIL TELEPHONE FOCUS 
The Deutsch Consultancy Spiller & Reeves Research First Market Research (J. Reynolds) GROUPS 

NON-PROFIT 
Pat Henry Market Research, Inc. Cambridge Associates, Ltd. 

KEY OPINION LEADERS MCC Qualitative Consulting Consumer/Industrial Research (C/IR) 
GraffWorks Marketing Research Doyle Research Associates Paul Schneller- Qualitative Creative & Response Rsch. Svcs. 

PACKAGE DESIGN SENIORS 
The Customer Center, Inc. 

LATIN AMERICA Market Navigation, Inc. 

Market Development, Inc. RESEARCH Fader & Associates Medical Marketing Research, Inc. 

Treistman & Stark Marketing, Inc. Marketing Advantage Research MedProbe, Inc. 

MEDICAL PROFESSION Paul Schneller - Qualitative 

The Answer Group PACKAGED GOODS Sun belt Research Associates, Inc. TOURISM/HOSPITALITY 
Cambridge Associates, Ltd. The Answer Group SERVICES 

Research Data Services, Inc. 

D/R/S HealthCare Consultants BAI 
Focus On Hudson Bannon Moderating Services Spier Research Group TOYS/GAMES 
Pat Henry Market Research, Inc. Creative & Response Rsch. Svcs. Fader & Associates 
Matrixx Marketing-Research Div. Doyle Research Associates SMALL BUSINESS/ Greenleaf Associates, Inc. 
MedProbe, Inc. Paul Schneller- Qualitative ENTREPRENEURS KidFacts Research 
Medical Marketing Research, Inc. Gerald Schoenfeld, Inc. Brittain Associates 
Nordhaus Research, Inc. Leichliter Associates TRANSPORTATION 
Rhoda Schild Focus Group Rec./ PARENTS Strategy Research Corporation SERVICES Mktg. Doyle Research Associates Yarnell Inc. CJI Research Corporation Paul Schneller - Qual itative Fader & Associates 
Jack M. Shapiro Healthcare Rsch . & Greenleaf Associates, Inc. SOFT DRINKS, BEER, 

Strategic Focus, Inc. 

Mgmt. Cnsltg. Sweeney International, Ltd. 
Marketing Advantage Research WINE 
Paul Schneller - Qualitative TRAVEL MODERATOR TRAINING Cambridge Associates, Ltd. 

Cambridge Associates, Ltd. PET PRODUCTS Creative & Response Rsch. Svcs. Cambridge Associates, Ltd. 

Cunninghis Associates Cambridge Research, Inc. 
Grieco Research Group, Inc. Michael Carraher Discovery Rsch. 

Fuller Research Services, Inc. POV Greenleaf Associates, Inc. 
Marketing Advantage Research Strategy Research Corporation Research Data Services, Inc. 

MULTIMEDIA Paul Schneller - Qualitative 
PHARMACEUTICALS TEACHERS James Spanier Associates 

Marketing Advantage Research The Answer Group Greenleaf Associates, Inc. Sweeney International, Ltd. 
BAI Marketing Advantage Research NATIONAL ACCOUNTS Cambridge Associates, Ltd. UTILITIES 

GraffWorks Marketing Research Creative & Response Rsch. Svcs. TEENAGERS Cambridge Associates, Ltd. 
D/R/S HealthCare Consultants CJI Research Corporation 

NATURAL HEALTH Focus On Hudson The Clowes Partnership 
Fader & Associates 

CARE/REMEDIES Irvine Consulting, Inc. Creative & Response Rsch. Svcs. 
Nancy Low & Associates, Inc. 

Market Navigation, Inc. Doyle Research Associates 
Focused Solutions MCC Qualitative Consulting Fader & Associates Nordhaus Research, Inc. 

KidFacts Research Rockwood Research 
MedProbe, Inc. 

NEW PRODUCT DEV. Medical Marketing Research, Inc. Matrixx Marketing-Research Div. 
VIDEO The Answer Group POV MCC Qualitative Consulting 

BAI Paul Schneller- Qualitative TELECONFERENCING 
Bannon Moderating Services Jack M. Shapiro Healthcare Rsch. & TELECOMMUNICATIONS The Answer Group 
Brittain Associates Mgmt. Cnsltg. BAI 
Cambridge Associates, Ltd. Spiller & Reeves Research Cunninghis Associates WEALTHY 
Creative & Response Rsch . Svcs. Daniel Associates Brittain Associates 
Daniel Associates POLITICAL RESEARCH Delta3 Research The Deutsch Consultancy 
Data & Management Counsel , Inc. Cambridge Associates, Ltd. Elrick and Lavidge Strategy Research Corporation 
Dolobowsky Qual. Svcs., Inc. Erlich Transcultural Consultants 
Elrick and Lavidge PUBLIC POLICY RSCH. First Market Research (J. Heiman) YOUTH Fader & Associates Horowitz Associates Inc. 
First Market Research (J. Heiman) Cambridge Associates, Ltd. Marketing Advantage Research Fader & Associates 

First Market Research (J. Reynolds) CJI Research Corporation MCC Qualitative Consulting Outsmart Marketing 

Greenleaf Associates, Inc. POV POV 

KidFacts Research PUBLISHING Rockwood Research 
Leichliter Associates Cambridge Associates, ltd. Pamela Rogers Research 
Market Access Partners First Market Research (J. Heiman) Gerald Schoenfeld, Inc. 
Marketing Advantage Research Greenleaf Associates, Inc. Strategy Research Corporation 
Outsmart Marketing Marketing Advantage Research 
POV Spier Research Group TELECONFERENCING 
Rockwood Research Dan Wiese Marketing Research Cambridge Research, Inc. 
Paul Schneller - Qualitative 
Gerald Schoenfeld , Inc. 
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Names of Note 
continued from p. 20 

Colle & McVoy, a Minneapolis mar­
keting communications firm, has 
added Rick Greenfield as director of 
market research. 

Sandra Thau has joined Murphy 
Marketing Research, Milwaukee, as 
an account supervisor. 

position he previously held from 
1990-1994. 

R esearch Data Analysis, 
Bloomfield Hills, Mich. , has an­
nounced the following appointments: 
Allan Dix has been named a project 
manager in the strategic accounts 
group; Carol Dwyer has been named 
project director; Kelly Haggard has 
been named project director; and 
Michael Strong has been named 

Iowa Field Research has named project manager. 
Anthony Soares general manager, a 

"Sawtooth has created a truly user-friendly product. Ci3 CATI' s pop­
down menus and on-line help enable novice users to quickly master 
its powerful functions." 

Christopher O'Rourke 
Insight Canada Research 

"We looked into other systems and could find nothing at any price 
that provides the flexibility and ease of use we get from Sawtooth's 
CATI system." 

Christopher Gavette 
Public Opinion Laboratory, Indiana University 

"The ability to do complex math and use the results to drive 
branching lets us do jobs of great complexity. It has gained us jobs 
others thought couldn't be done." 

Zarth 
Market Strategies 

"Ci3 CATI is highly user-friendly. Interviewers with no CA TI 
experience can learn it quickly and can be on the phone within two 
hours, conducting actual surveys for our clients." 

Professor Alan Bayer 
Center for Survey Research, Virginia Tech 

"Sawtooth has far exceeded our expectations for service after the sale. 
In the two years that we have been customers, they have always 
been there for us when we need them." 

Mike McClendon 
Gateway 2000 

To learn more of the reasons why our Ci3 CATI System for 
Computer-Aided Telephone Interviewing is so widely used, call, 
fax, or write for a free demo disk. 
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s~ 
Sawtooth Technologies 

1007 Church Street, Suite 402, Evanston, IL 60201 
847/866-0870 FAJ(:847/866-0876 

E-Mail: Info@sawtooth.com 

Barnes Research Inc., Grand Rap­
ids, Mich., has promoted Tommie Jo 
Van Order to ass istant superv isor of 
the phone room. 

John Glazier has joined Custom 
Research Inc.'s San Francisco office 
as vice president. 

Tom Hayes and Clint Schertzer 
have joined The Training & Develop-

Hayes Schertzer 

ment Center, the education division 
of Burke, Inc., Cincinnati, as senior 
consultants. 

Charlie Ballard has joined AS/ 
Market Research, Stamford, Conn., 
as vice president of marketing and 
sales for the company's ASIRAS di­
vision. 

Debbi Scheppard has been pro­
moted to data col lection manager at 
C.J. Olson Market Research, Inc., 
Minneapolis. 

Greg Frank has joined Macro Con­
sulting, In c., Mountain View, Calif., 
as senior research analyst. 

Irwin Research Services, Inc., Jack­
sonv ille, Fla., has formed two new 
divisions: The Irwin Group, Inc., and 
Irwin Research Associates, Inc. 
Kathryn Blackburn has been ap­
pointed president of The Irwin Group. 
Denise Henry has been appoi nted 
president of Irwin Research Associ­
ates. 

Polaris Marketing Research, At­
lanta, has hired Roger Phillips as a 
new account executive for health care 
research. The firm has also added 
Chris Vermillion to oversee the tele­
phone interviewing center. 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at th is location 

2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

ALABAMA 

Birmingham 

Connections, Inc. 
3928 Montclair Rd ., Ste. 230 
Birmingham, AL 35213 
Ph. 205-879-1255 
Fax 205-868-4173 
Rebecca Watson , President 
25-0-25-0 

Consumer Pulse of Birmingham 
Brookwood Village Mall 
Shades Creek Pkwy. 
Birmingham, AL 35209 
Ph. 205-879-0268 
Fax 205-879-1 058 
Cindy Estes, Director 
8-4-8-8 

Polly Graham & Ascts. , Inc. 
3000 Riverchase Galleria, Ste. 310 
Birmingham, AL 35244 
Ph . 205-985-3099 
Fax 205-985-3066 
Cindy Eanes, Vice President 
20-0-20-6 

New South Research , Inc. 
3000 Riverchase Galleria 
Birmingham, AL 35244 
Ph. 800-289-7335 
Amy Wilhite, Managing Dir. 
20-0-20-20 

ALASKA 

Anchorage 

Dittman Research Corporation 
DRC Building 
8115 Jewel Lake Rd. 
Anchorage, AK 99502 
Ph . 907-243-3345 
Fax 907-243-7172 
Terry O'Leary, Vice President 
16-0-16-0 

ARIZONA 

Flagstaff 

The Social Research Laboratory 
Northern Arizona University 
P.O. Box 15300 
Flagstaff, AZ 86011 
Ph. 520-523-1515 
Fax 520-523-6777 
Internet: http://www.nau.edu\-/ 
Dr. Fred Solop, Associate Director 
12-12-12-0 
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Arizona Market Research Svcs. 
Ruth Nelson Research Svcs. 
Executive Park Offices 
10220 N. 31st Ave., #120 
Phoenix, AZ 85051 
Ph . 602-944-8001 
Fax 602-944-0130 
20-0-20-0 

Behavior Research Center, Inc. 
1101 N. 1st St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
Earl de Berge, Rsch. Dir. 
27-27-27-27 

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

O'Neil Associates, Inc. 
412 E. Southern Ave. 
Tempe, AZ 85282 
Ph. 602-967-4441 
Fax 602-967-6122 
Michael J. O'Neil , Ph.D., President 
14-14-14-0 

Quality Controlled Services (QCS) 
6360-3 E. Thomas Rd ., Ste. 330 
Scottsdale, AZ 85251 
Ph . 800-647-4217 or 800-325-3338 
Fax 602-941-0949 
Johen McCullough 
10-0-10-0 
(See advertisement on p. 57) 

Research Resources 
8800 N. 22nd Ave. 
Phoenix, AZ 85021 
Ph. 602-371-8800 
Fax 602-943-3554 
John Muller, Exec. V.P. 
262-212-262-262 

Response Research 
6868 N. 7th Ave. , Ste. 110 
Phoenix, AZ 85013 
Ph . 602- 277-2526 
Fax 602- 247-4477 
Shelly Munoz, Gen. Mgr. 
20-20-20-0 

Strictly Medical 
2400 E. Arizona Biltmore Cir., Ste. 1100 
Phoenix, AZ 85016 
Ph. 602-224-7979 
Fax 602-224-7988 
Wendy Walker 
10-0-10-0 

Time N Talent 
2400 E. Arizona Biltmore Cir. , Ste. 1100 
Phoenix, AZ 85016 
Ph . 602-956-1001 
Fax 602-224-7988 
Wendy Walker 
10-0-10-0 

Walker Information 
4515 S. McClintock Dr., Ste. 101 
Tempe, AZ 85282 
Ph. 602-831-2971 
Fax 602-838-8856 
Julie Puckett, CC Dir. 
70-70-70-70 

West Group Research 
1110 E. Missouri Ave., Ste. 780 
Phoenix, AZ 85014 
Ph . 602-264-4915 
Fax 602-631-6844 
Beth Aguirre 
25-25-25-25 

Tucson 

FMR Ascts. 
6045 E. Grant Rd. 
Tucson, AZ 85712 
Ph . 520-886-5548 
Fax 520-886-9307 
Lynn Moore, Dir. of Rsch . 
55-25-55-0 

VNU Operations Center 
5055 E. Broadway, #A 105 
Tucson , AZ 85711 
Ph . 3954-753-6043 
Mary Glover 
50-50-50-50 

ARKANSAS 

Fort Smith 

C & C Market Research 
Central Mall 
5111 Rogers Ave., Ste. 40 N. 
Fort Smith, AR 72903 
Ph. 501-484-5637 
Fax 501-484-7379 
Craig Cunningham, President 
19-8-19-19 

Little Rock 

Miller Research Group, Inc. 
10 Corporate Hill Dr., Ste. 100 
Little Rock, AR 72205 
Ph. 501-221-3303 
Fax 501-221-2554 
Sandy Gourley 
35-35-35-35 
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Find out why QCS Telephone Interviewing 
stands apart from the rest. 

In the business of telephone research, only one name 
answers the call with the experience, technology, 
and value today's smart researchers demand. Quality 
Controlled Services. 

QCS is among the nation's largest providers of 
telephone research, conducting nearly six million 
interviews annually. We offer 800 telephone lines, of 
which 350 are networked CATI stations supported by 
identically programmed HP3000 computers. A unique 
feature is the ability to "add" CATI stations to match 
your project size and timing requirements. Plus, we've 
recently introduced innovations like COMMAND R ®' 

our project management software, which allows you 
to monitor the progress of your studies from anywhere 
in the U.S. And, when you consider that we provide 
field coordination, project management, top quality 
sample, sophisticated data reporting, expertly trained 
interviewers, and a commitment to data collection 
excellence, QCS becomes the clear choice for intel­
ligent telephone interviewing. 

Next time you need quality telephone data 
collection, one name should ring a bell. QCS. 

Tolearnmore, 1-800-325-3338 call us today. 

Quality Controlled Services · 



1996 DIRECTORY OF TELEPHONE INTERVIEWING FA /LITlE 

Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES -No. of stations which can be 
monitored off-premises 

CALIFORNIA 

Bakersfield 

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

Marketing Works 
425 18th St. 
Bakersfield, CA 93301 
Ph. 805-326-1 012 
Fax 805-326-0903 
Dee Simpson, Owner 
15-0-2-0 

Fresno 

AIS Market Research 
2070 N. Winery 
Fresno, CA 93703 
Ph. 209-252-2727 
Fax 209-252-8343 
Kimberly Rudolf, Data Collection Mgr. 
25-25-20-20 

Bartels Research 
145 Shaw Ave., C1 & C2 
Clovis, CA 93612 
Ph . 209-298-7557 
Fax 209-298-5226 
Joellen Bartels, President 
25-0-13-0 

Nichols Research 
557 E. Shaw 
Fresno, CA 93710 
Ph. 209-226-3100 
Fax 209-226-9354 
Amy Shields 
15-8-10-0 

Los Angeles 

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

Ask Southern California 
12437 Lewis St. , Ste. 100 
Garden Grove, CA 92640 
Ph. 714-750-7566 
Fax 714-750-7567 
Jennifer Kerstner, President 
27-0-27-0 
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California Survey Research 
15350 Sherman Way, #480 
Van Nuys, CA 91406 
Ph . 818-780-2777 
Fax 818-780-0329 
Ken Gross 
40-40-40-40 

Consumer Pulse of Los Angeles 
Galleria at South Bay, #269 
1815 Hawthorne Blvd . 
Redondo Beach ,CA 90278 
Ph . 310-371-5578 
Fax 310-542-2669 
Angie Abell , Director 
20-12-20-20 

Creative Data, Inc. 
7136 Haskell Ave., Ste. 100 
Van Nuys, CA 91406-4198 
Ph . 818-988-5411 
Fax 818-988-4057 
Lisa Kosiba, Vice President 
22-0-10-0 

Davis Market Research Services 
23801 Calabasas Rd. 
Calabasas, CA 91302 
Ph. 818-591-2408 
Fax 818-591-2488 
Carol Davis, President 
70-52-70-70 

The Dohring Co. 
550 N. Brand Blvd . 
Glendale, CA 91203 
Ph. 818-242-1600 
Fax 818-242-3975 
Nancy Ellis, Sr. V.P. Ops. 
50-0-50-50 

Field Dynamics Marketing Research 
17547 Ventura Blvd ., Ste. 308 
Encino, CA 91316 
Ph . 800-434-3537 
Fax 818-905-3216 
Tony Blass, President 
16-3-16-0 

Ted Heiman & Ascts. 
20350 Ventua Blvd ., Ste. 140 
Woodland Hills, CA 91364 
Ph. 818-710-0940 
Fax 818-887-2750 
Ted Heiman, President 
19-1 0-19-19 

Interviewing Service of America 
16005 Sherman Way, #209 
Van Nuys, CA 91406-4024 
Ph. 818-989-1 044 
Fax 818-782-1309 
Michael Halberstam, President 
200-185-200-200 

MSI International 
12604-A Hidden Creek Way, Ste. A 
Cerritos, CA 90703 
Ph. 310-802-8273 
Fax 31 0-802-1643 
Dick Hurlburt 
45-45-45-45 

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

Plog Research , Inc. 
18631 Sherman Way 
Reseda, CA 91335 
Ph. 818-345-7363 
Fax 818-345-9265 
Shelly Sasson , Vice President 
10-0-10-0 

Quality Controlled Services (QCS) 
17100 Pioneer Blvd ., Ste. 170 
Artesia, CA 90701 
Ph . 310-402-6640 
Fax 310-924-8487 
Mel Gerber 
66-66-66-66 
(See advertisement on p. 57) 

Quality Controlled Services (QCS) 
3440 Torrance Blvd ., Ste. 100 
Torrance, CA 90503 
Ph . 800-448-4414 or 800-325-3338 
Fax 310-316-4815 
Carol Balcom-Amundson 
15-0-15-0 
(See advertisement on p. 57) 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., #1 00 
Orange, CA 92667 
Ph . 714-97 4-8020 
Fax 714-97 4-6968 
Ryan Reasor 
20-0-20-0 

The Research Line 
11631 Victory Blvd ., Ste. 207 
N. Hollywood , CA 91606 
Ph . 818-766-1246 
Fax 818-766-3033 
Samuel Weinstein, Vice President 
80-60-80-80 

Sievers Research Company, Inc. 
2540 Huntington Dr., Ste. 203 
San Marino, CA 91108 
Ph. 818-285-2500 
Fax 818-285-2595 
Robert Sievers, President 
20-0-20-0 

Southern Califo rn ia Interviewing Svce. 
17277 Ventura Blvd ., #200 
Encino, CA 91316 
Ph . 800-872-4022 
Fax 818-783-8626 
Ethel Brook 
10-0-10-0 

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

Quirk's Marketing Research Review 



AREAS OF 
SPECIALTY 

For the right direction - - and QUAUTY - -
it,s 

Directions in Research. 

FULL SERVICE 
CAPABIUnES 

DATA 
COLLECnON 

• Fully CATI Capable 
• One-on-One Interviews 
• Mail Surveys: Paper or Diskette 
• Central Location Tests 

• 2 Complete Suites 

FOCUS GROUP 
FACIUnES 

• Superb Reauiting 
• Exceptional Support 
• Superb Recruiting 
• 100% Validation 

~iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii•iiiSiifu erb Reauitin g 

DIRECTIONS IN RESEARCH 
ESTABUSHEDIN 1985 

FULL SERVICE MARKETING RESEARCH Er CONSULTING 
(619) 299-5883 I FAX (619) 299-5888 

CompuServe Address: 75061,02215 
5353 Mission Center Road, Suite 310 

San Diego, CA 92108 
(800) 676-5883 



Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Sacramento 

J.D. Franz Research 
1804 Tribute Rd ., Ste. K 
Sacramento, CA 95815 
Ph . 916-646-5595 
Fax 916-646-4839 
Jennifer Franz 
25-0-25-0 

Opinions of Sacramento 
2025 Hurley Way, Ste. 110 
Sacramento, CA 95825 
Ph . 916-568-1226 
Fax 916-568-6725 
Hugh Miller, Partner 
16-0-12-12 

Research Unlimited 
1 012 Second St. 
Sacramento, CA 95814 
Ph . 916-446-6064 
Fax 916-448-2355 
Jaclyn Benson 
18-0-18-0 
(See advertisement on p. 23) 

San Diego 

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

Direct Feedback 
9395 Cabot Dr. 
San Diego, CA 92126 
Ph. 800-7 45-4066 
Fax 619-530-2225 
Kurt Adams, Dir. of Ops. 
25-25-25-0 

Directions In Research, Inc. 
5353 Mission Center Rd. , Ste. 310 
San Diego, CA 92108 
Ph . 619-299-5883 or 800-676-5883 
Fax 619-299-5888 
E-mail : 75061 ,02215@compuserve.com 
David Phife, President 
Mary Jo Smith, Ph.D ., Dir. Rsch./Bus. Dev. 
Janet Taylor, Dir. Field Ops. 
80-60-80-80 
(See advertisement on p. 59) 
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Fogerty Group 
5090 Shoreham Pl. , #206 
San Diego, CA 92122 
Ph. 619-550-3878 
Fax 619-550-3075 
Ginger Schmeiser, Exec. Dir. 
30-15-30-0 

luth Research, Inc. 
2365 Northside Dr. , #1 00 
San Diego, CA 92108 
Ph. 619-283-7333 
Fax 619-283-1251 
Charles Rosen 
49-49-49-49 
(See advertisement on p. 41) 

MDI Hispanic Interviewing Services 
1101 Bay Blvd ., Ste. D 
Chula Vista, CA 91911 
Ph. 619-424-4550 
Fax 619-424-4501 
Jose Suarez, Ops. Mgr. 
60-40-60-60 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph. 619-265-2361 
Fax 619-582-1562 
Jean Van Arsdale, President 
28-0-28-0 

Taylor Research 
1545 Hotel CircleS. , Ste. 350 
San Diego, CA 92108 
Ph. 619-299-6368 
Fax 619-299-6370 
Harriet Huntley, Ops. Mgr. 
30-24-30-0 

San Francisco 

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

ConStat 
135 Main St. , 16th fl. 
San Francisco, CA 94105 
Ph. 415-512-7800 
Fax 415-512-9790 
Amanda Jenkins, Facility Manager 
20-20-30-30 

Consumer Research Associates/Superooms 
111 Pine St. , Ste. 1715 
San Francisco, CA 94111 
Ph. 415-392-6000 
Fax 415-392-7141 
Don Orsino, President 
27-0- 0-0 

Corey, Canapary & Galanis 
447 Sutter St. , Penthouse N 
San Francisco, CA 94108 
Ph. 415-397-1200 
Fax 415-433-3809 
Elizabeth Canapary, President 
25-8-6-0 

Elrick & Lavidge 
111 Maiden Ln ., 6th fl. 
San Francisco, CA 94108 
Ph . 415-434-0536 
Fax 415-391 -0946 
Roger Brooks, General Manager 
23-23-23-23 
(See advertisement on p. 67) 

Evans ResearchAssociates 
120 Howard St. , Ste. 660 
San Francisco, CA 94105 
Ph. 415-777-9888 
Fax 415-777-9281 
Lucinda Gonion 
28-20-20-0 

Field Management Associates 
217A Tanforan Park 
San Bruno, CA 94066 
Ph . 415-588-9500 
Fax 415-589-7956 
Hal Berke, Partner 
20-0-20-0 

Field Research Corporation 
550 Kearny St. , Ste. 900 
San Francisco, CA 94108 
Ph. 415-392-5763 
Fax 415-434-2541 
Deborah Jay, Ph.D. 
85-85-85-85 

Fleischman Field Research, Inc. 
220 Bush St. , Ste. 1300 
San Francisco, CA 94104 
Ph . 415-398-4140 
Fax 415-989-4506 
Andy Fleischman, Principal 
35-0-35-35 
(See advertisement on p. 23) 

Freeman, Sull ivan & Co. 
131 Steuart St. , Ste. 500 
San Francisco, CA 941 05 
Ph. 415-777-0707 
Fax 415-777-2420 
Ann Garbarino, Marketing Director 
28-28-28-28 

Frost & Sullivan 
2525 Charleston Rd. 
Mountain View, CA 94043 
Ph. 415-961-9000 
Fax 415-961-5042 
Scott Worthge, Manager 
80-80-80-0 

Quirk's Marketing Research Review 



1996 DIRECTORY OF TELEPHONE INTERVIEWING FACILITIES 
Hispanic & Asian Marketing Comm . Rsch ., Inc 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph . 415-595-5028 
Fax 415-595-5407 
E-mail: gateway@hamcr.come 
Internet: http://www.hamcr.com 
Dr. Felipe Korzenny, President 
38-38-38-38 
(See advertisement on p. 15) 

MR&A Field & Tab 
1300 S. El Camino Real , #380 
San Mateo, CA 94402 
Ph . 415-358-1480 
Fax 415-57 4-8055 
Sarah Fraser 
40-30-40-40 

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

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

The Research Spectrum 
182-2nd St. , 4th fl. 
San Francisco, CA 94105 
Ph. 415-543-3777 
Fax 415-543-3553 
30-30-30-30 

Survey Methods Group 
140 Second St. , Ste. 400 
San Francisco, CA 94105-3727 
Ph. 415-495-6692 
Fax 415-995-8185 
Linda Rynazewski, V.P. Mktg. 
40-0-40-40 

Tragon Corporation 
365 Convention Way 
Redwood City, CA 94063 
Ph . 415-365-1833 
Fax 415-365-3737 
E-mail : TragonC@aol.com 
Brian McDermott, Dir. Mktg. Rsch. 
24-0-24-0 

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

May 1996 

San Jose 

Nichols Research, Inc. 
333 W. El Camino Real , Ste. 180 
Sunnyvale, CA 94087 
Ph. 408-773-8200 
Fax 408-733-8564 
Kathryn LaRoche 
40-8-30-0 

Phase Ill Market Research 
1150 N. 1st St. , Ste. 211 
San Jose, CA 95112 
Ph. 408-947-8661 
Fax 408-293-9909 
Nancy Pitta 
15-0-15-0 

San Jose Focus 
3032 Bunker Hill Ln ., Ste. 105 
San Jose, CA 95054 
Ph. 408-988-4800 
Fax 408-988-4866 
Colleen Flores, President 
50-0-50-0 

Jj!JJJJJJJj} JJJ 
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COLORADO 

Colorado Springs 

Consumer Pulse of Colorado Springs 
The Citadel Mall, #1 084 
750 Citadel Dr. E. 
Colorado Springs, CO 80909 
Ph. 719-480-0128 
Fax 719-480-0176 
Mary Schneider, Director 
8-4-8-8 

Denver 

Colorado Market Research Svcs. 
Ruth Nelson Research Svcs. 
2149 S. Grape St. 
Denver, CO 80222 
Ph . 303-758-6424 
Fax 303-756-6467 
70-0-70-16 
(See advertisement on p. 23) 

Consumer Pulse of Denver 
Aurora Mall 
14200 Alameda Ave. 
Denver, CO 80012 
Ph. 303-341-1211 
Fax 303-341-4469 
Steve Ansel , Manager 
8-4-8-8 

1996-97 
Researcher 
SourceBook 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES -No. of stations which can be 
monitored off-premises 

Eagle Research Group 
12157 W. Cedar Dr. 
Denver, CO 80228 
Ph . 303-980-1909 
Fax 303-980-2270 
Christine Balthaser-Farber, Dir. Rsch. Mktg. 
11 0-11 0-11 0-11 0 
(See advertisement on pp. 63, 65) 

IRi Information Rsch., Inc. 
10650 E. Bethany Dr. 
Aurora, CO 80014 
Ph. 303-751-0190 
Norm Petit, President 
15-0-15-15 
(See advertisement on p. 23) 

Quantum Research Services, Inc. 
1830 17th St. 
Boulder, CO 80302 
Ph . 303-786-9500 
Andrew Smith, President 
37-30-37-37 

The Research Center 
550 S. Wadsworth Blvd. 
Denver, CO 80226 
Ph. 303-935-1750 
Fax 303-935-4390 
Annie Reid , Dir. Rsch. Svcs. 
40-1 0-40-40 

Standage Market Research 
1800 S. Sheridan Blvd., #206 
Denver, CO 80232 
Ph. 303-922-1225 
Fax 303-922-9181 
Ruby Standage, President 
50-8-50-35 

Sunde! Research , Inc. 
1150 Delaware 
Denver, CO 80204 
Ph . 303-623-3600 
Fax 303-825-8131 
Dr. Harvey Sunde!, President 
30-0-30-30 

Talmey-Drake Research & Strategy 
P.O. Box 1070 
Boulder, CO 80306 
Ph. 303-443-5300 
Fax 303-447-9386 
Mark Miller 
54-54-54-54 

TMR West, Inc. 
12250 E. Iliff Ave ., Ste. 122 
Aurora, CO 80014 
Ph. 303-751-5300 
Fax 303-751-5550 
Mike Felderman , General Manager 
60-60-60-60 
(See advertisement on p. 92) 

Fort Collins 

PhoneBase Research 
1228 W. El izabeth St. , Ste. D-8 
Fort Collins, CO 80521 
Ph. 970-224-2202 
Fax 970-224-1152 
Todd C. Jones, Partner 
1 00-48-1 00-1 00 

CONNECTICUT 

Hartford 

Beta One 
270 Farmington Ave. , Ste. 126 
Farmington , CT 06032 
Ph . 203-677-7711 
Fax 203-677-4967 
Cheryl Espinal , Tel. Ctr. Dir. 
20-0-10-0 

New Haven 

---------------"-----------------~ The Center for Rsch . & Public Policy 
35 Elm St. 
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a. 
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OBJECTIVE: 
A sample production system ... simple and friendly ... 
for anyone on staff to draw sample any time, any day. 

551 SOLUTION: 
Bruce McCleary (Vice President of Bellomy Research, Inc. 
in Winston-Salem, orth Carolina) - "Unlike other system 

we've tried, Survey Sampling's on-line sampling system, 
SSI-SNAr, lets you set up specs in minutes with a simple 
point-and-click. Sample is produced from a database that's 

truly up-to-date and provides a va riety of 
advantages that just aren't possible with 

typical PC-based systems - such as 
automatic deduplication, optional 
number protection, business number 
removal, and sample screening." 

You too can gain cost savings and 
convenience with SSI-SNAP". Call SSI 

for sampling solutions at (203)255-4200. 

lllr""": Survey 
• ~ Sampling, 
=..... Inc~ 

Partners with survey 
researche1'S since 19 77 

New Haven, CT 06510 
Ph . 203-776-9222 
Fax 203-777-1807 
Jerry Lindsley, President 
25-25-25-0 

Norwalk 

Connecticut Field and Focus 
101 Merritt 7 Corporate Park 
Norwalk, CT 06851 
Ph . 203-846-0040 
Fax 203-846-0046 
Ellen Klein , President 
10-10-10-0 

Shapiro Research Services, Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull , CT 06611 
Ph . 203-373-9391 
Fax 203-371-4257 
Sandy Shapiro, President 
8-0-8-0 

Smith & Co. 
755 Main St. , Bldg . 8 
Monroe, CT 06468 
Ph . 203-268-0200 
Fax 203-261 -4545 
Steve Smith , President 
18-0-18-0 

Quirk's Marketing Research Review 



Eagle Research Group 
"The best keeps getting better" 

Q ality Data Collection 
Our emphasis is on data collection of the highest quality. 

Our interviewer training, continuous monitoring and 

performance motivation programs are setting new industry 

standards. All stations handle in-bound 800 services that 

enhance call backs and bu iness-to-business 

data collection. Our excellent 

supervisor to interviewer ratio (1 :4) 

ensures quality data every time. 

Remote monitoring is available. 

C ompetitive Pricing 
Nobody makes your research dollar work harder. Call us 

for a competitive bid. You'll find that working with the best 

is more affordable than you might imagine. 

DENVER 
303-980-1909 

110 Station CATI Phone Center 
Our facilities use state-of-the-art ACS-Query software. We're 

experienced in handling complex que tionnaires with data 

collected on CATI or paper. Our expert in-house sampling 

team has online access to all the major sample suppliers. 

Our high volume provides you with discounts and fa t turn 

around. Our data processing professionals are dedicated to 

zero error production and use Wincross, Microtab and SPSS. 

Our experienced programmers offer unique in-house 

expertise. Your data are offered on paper, floppy or via 

modem. Cutting-edge capabilities include digital audio 

playback to respondents and easy-to-read reports using our 

customized Excel reporting systems. 

h e People 
Over 30 years of combined research 

experience. Christine Balthaser-Farber 

is Director of Research Marketing in 

Denver. Beth Wilson is President of 

our Atlanta facility and previou ly 

managed the operations of The 
Christine Ba/t!z 

aser-Farber 

Field Company, a division of Booth Research Services. 

O ur Commitment 
We are dedicated to being the best rather than the biggest 

data collection company in the country. We are committed to 

aggressive investment in people, technology and facilities. We 

pledge to deliver accurate, reliable data on time- every time. 

ATLANT-
770-395-6090 

Formerly Arena Research 



Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Stamford 

Coast To Coast Telephone Center 
1351 Washington Blvd. 
Stamford, CT 06902 
Ph. 203-325-2335 
Fax 203-325-4995 
Lorraine Kweskin 
30-28-30-30 

The Consumer Dialogue Center® 
25 Third St. 
Stamford, CT 06905 
Ph. 203-356-1678 
Fax 203-327-9061 
Sharon Hallock 
40-0-40-40 

DISTRICT OF 
COLUMBIA 

Consumer Pulse of Washington 
831 OC Old Courthouse Rd. 
Vienna, VA 22182-3809 
Ph. 703-442-0960 
Fax 703-442-0967 
Jeff Davis, Director 
15-8-15-15 

Covington-Burgess Mkt. Rsch. Svc. 
666 11th St. N.W. , Ste. 730 
Washington, DC 20001 
Ph. 202-628-4640 
Fax 202-628-3840 
Elizabeth Burgess, President 
14-0-14-0 

Decision Data Collection (Decision DC) 
1489 Chain Bridge Rd ., #1 00 
Mclean, VA 22102 
Ph. 703-556-7748 
Fax 703-356-1680 
Gary Brown 
16-0-16-0 

Peter D. Hart Research Ascts. , Inc. 
1724 Connecticut Ave. N.W. 
Washington, DC 20009 
Ph. 202-234-5570 
Fax 202-232-8134 
84-0-84-0 

HTI Custom Rsch./Div. of NPD Grp. 
6525 Belcrest Rd., #G50 
Hyattsville, MD 20782 
Ph . 301-779-7950 
Fax 301-779-4210 
45-45-45-45 
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Metro Research Services, Inc. 
9990 Lee Hwy. , Ste. 110 
Fairfax, VA 22030 
Ph. 703-385-11 08 
Fax 703-385-8620 
Nancy Jacobs, Pres./Owner 
16-0-16-0 

National Research, Inc. 
5335 Wisconsin Ave. , #71 0 
Washington , DC 20015 
Ph. 202-686-9350 
Fax 202-686-7163 
Rebecca Craig 
50-0-40-7 

National Telecommunications Services, Inc. 
122 C St. N.W., Ste. 640 
Washington, DC 20001 
Ph. 202-638-4500 
Mac Hansborough 
25-0-20-20 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-4 7 4-4307 
Jill Siegel , President 
19-0-19-15 

Shugoll Research 
7475 Wisconsin Ave. , Ste. 200 
Bethesda, MD 20814 
Ph. 301-656-0310 
Fax 301-657-9051 
Rick Seale, Field Director 
20-0-20-20 

Westat, Inc. 
1650 Research Blvd . 
Rockville , MD 20850 
Ph . 301-251-1500 
Pat Cunningham 
75-75-75-75 

Woelfel Research, Inc. 
2222 Gallows Rd. , #220 
Vienna, VA 22182 
Ph. 703-560-8400 
Fax 703-560-0365 
Jeffrey Adler 
49-40-49-49 

FLORIDA 

Fort Lauderdale 

Ask America Marketing Research 
27 S.E. 24th Ave ., #7B 
P.O. Box 2682 
Pompano Beach, FL 33072 
Ph. 954-786-8611 or800-251-3666 
Michael Pettengill 
39-0-25-0 

Mar's Surveys 
1700 University Dr., #205 
Coral Springs, FL 33071 
Ph. 954-755-2805 
Fax 954-755-3061 
Eric Lipson 
40-40-40-40 

Mar's Surveys 
4300 University Dr., #C202 
Fort Lauderdale, FL 33351 
Ph. 954-755-2805 
Fax 954-755-3061 
Eric Lipson 
18-0-18-18 

TYG Marketing, Inc. 
541 S. State Rd . 7, Ste. 7 
Margate, FL 33065 
Ph. 954-968-1660 
Fax 954-968-3684 
Paula Smith, President 
15-0-15-0 

VNU Operations Center 
12350 N.W. 39th St. 
Coral Springs, FL 33065 
Ph. 954-753-6043 
Fax 954-344-7687 
Mary Glover 
40-40-40-40 

Gainesville 

Perceptive Market Research 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph . 800-749-6760 or 352-336-6761 
Fax 352-336-6763 
Dr. Elaine Lyons-Lepke 
10-10-1 0-0 

Irwin Research Associates , Inc. 
Div. of Irwin Rsch. Svcs ., Inc. 
4112 N.W. 22nd Dr. 
Gainesville, FL 32605 
Ph. 352-371-7800 
Fax 352-371 -0087 
Denise Henry, President 
100-100-100-100 
(See advertisement on p. 41) 

Jacksonville 

Kirk Research Services, Inc. 
4525 Roosevelt Blvd . 
Jacksonville, FL 32210 
Ph. 904-387-0883 
Fax 904-387-0268 
Rebecca Kirk, Vice President 
15-0-15-0 

Market Horizons, Inc. 
9452 Phillips Hwy., Ste. 5 
Jacksonville, FL 32256 
Ph . 904-260-2001 
Fax 904-260-6266 
Charles A. McMill in, CEO 
25-15-15-15 

Quirk's Marketing Research Review 



Eagle Research Group 
"The best keeps getting better" 

Q ality Data Collection 
Our emphasis is on data collection of the highest quality. 

Our interviewer training, continuous monitoring and 

performance motivation programs are setting new industry 

standards. All stations handle in-bound 800 services that 

enhance call backs and business-to-business 

data collection. Our excellent 

supervisor to interviewer ratio (1:4) 

ensures quality data every time. 

Remote monitoring is available. 

C ompetitive Pricing 
Nobody makes your research dollar work harder. Call us 

for a competitive bid. You'll find that working with the best 

is more affordable than you might imagine. 

- LANTA 
770-395-6090 

Formerly Arena Research 

110 Station CATI Phone Center 
Our facilitie use state-of-the-art ACS-Query software. We're 

experienced in handling complex questionnaires with data 

collected on CAT! or paper. Our expert in-house ampling 

team ha online access to all the major sample suppliers. 

Our high volume provides you with discounts and fast turn 

around. Our data processing professionals are dedicated to 

zero error production and use Wincross, Microtab and SPSS. 

Our experienced programmers offer unique in-house 

experti e. Your data are offered on paper, floppy or via 

modem. Cutting-edge capabilities include digital audio 

playback to respondents and easy-to-read reports using our 

cu tomized Excel reporting systems. 

h e People 
Over 30 years of combined research 

experience. Christine Balthaser-Farber 

is Director of Research Marketing in 

Denver. Beth Wilson is President of 

our Atlanta facility and previously 

managed the operations of The 
Christine Ba!th 

aser-Farber 

Field Company, a division of Booth Research Services. 

O ur Commitment 
W are dedicated to being the best rather than the biggest 

data collection company in the country. We are committed to 

aggre sive investment in people, technology and facilities. We 

pledge to deliver accurate, reliable data on time - every time. 

DENVER 
303-980-1909 



Codes - (e.g. 25-10-25-10) 

1. STATIONS- No. of interviewing stations at this location 

2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Ulrich Research Services, Inc. 
1734 Kingsley Ave. 
Orange Park, FL 32073 
Ph. 904-264-3282 
Fax 904-264-5582 
Nancy Ulrich, President 
20-0-20-0 

Miami 

Behavioral Science Research Corp. 
2121 Ponce de Leon Blvd. , Ste. 1250 
Coral Gables, FL 33134 
Ph . 305-443-2000 
Fax 305-448-6825 
Ethel Owrey, Dir. Field Svcs. 
30-12-30-30 

Findings International Corp. 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
Orlando Esquivel 
20-0-20-0 

Jean M. Light Interviewing Svcs., Inc. 
8415 Coral Way, #201 
Miami, FL 33155 
Ph. 305-264-5780 
Fax 305-264-6419 
Jean M. Light 
20-0-20-20 

National Opinion Research Services 
760 NW 107th Ave. , #106 
Miami, FL 33172 
Ph. 800-940-9410 
Fax 305-553-8586 
Daniel Clapp 
72-52-72-72 

Rife Market Research 
1111 ParkCentre Blvd. , #111 
Miami, FL 33169 
Ph . 305-620-4244 
Fax 305-621-3533 
Sandy Palmer, Vice President 
28-0-28-28 

Strategy Research Corporation 
100 N.W. 37th Ave. , 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
Rick Tobin, Sr. V.P. Ops. 
36-36-36-36 

Weitzman & Philip, Inc. 
850 lves Dairy Rd. 
Miami, FL 33179 
Ph . 305-653-6323 
Fax 305-653-4016 
Dan Philip, President 
21-0-21-0 
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Orlando 

Central Florida Market Research , Inc. 
1065 Maitland Ctr. Commons, #204 
Maitland, FL 32751 
Ph. 407-660-1808 
Fax 407-660-967 4 
Vicky Stevens, President 
16-10-16-0 

Hancock Information Group 
2180 W. S.R. 434, Ste. 3170 
Longwood , FL 32779 
Ph. 407-682-1556 
Fax 407-682-0025 
Rhonda Hughes, V.P. Sales/Mktg . 
50-50-50-50 

Barbara Nolan Market Research Svcs./Orlando 
218 Jackson St. 
Maitland, FL 32751 
Ph. 407-629-8800 
Fax 407-629-7633 
Ellen Shamblin, Field Supv. 
38-16-38-38 

Sarasota 

VNU Operations Center 
1751 Mound St. , #205 
Sarasota, FL 34236 
Ph. 954-753-6043 
Kathy Pilhuj 
70-70-70-70 

Tallahassee 

MGT of America, Inc. 
2425 Torreya Dr. 
Tallahassee, FL 32303 
Ph. 904-386-3191 
Fax 904-385-4501 
Karen Kull , Marketing 
20-0-20-0 

Tampa 

Davis & Davis Research, Inc. 
8001 Dale Mabry Hwy. , #401 B 
Tampa, FL 33614 
Ph . 813-873-1908 
Fax 813-935-5473 
Irene Davis, President 
12-0-12-6 

Herron Associates, Inc. 
600 N. Westshore Blvd ., #702 
Tampa, FL 33609 
Ph. 813-282-0866 
Fax 813-282-3553 
Elaine Herron-Cravens 
24-4-24-0 

Suburban Associates 
Tampa Conference Center 
4350 W. Cypress, #535 
Tampa, FL 33607 
Ph . 813-87 4-3423 
Fax 813-875-6789 
Mandy Murphy-O'Neil 
24-0-24-0 
(See advertisement on p. 23) 

Total Research Corporation 
5130 Eisenhower Blvd. , Ste. 210 
Tampa, FL 33634 
Ph. 813-887-5544 
Fax 813-882-0293 
Cindy Lau 
80-77-80-80 

West Palm Beach 

Field & Focus 
4020 S. 57th Ave., Ste. 201 
Lake Worth , FL 33463 
Ph. 407-965-4720 
Fax 407-965-7 439 
Lois Stermer, Vice President 
30-30-25-251 

Profile Marketing Research , Inc. 
4020 S. 57th Ave ., #1 01 
Lake Worth , FL 33463 
Ph. 407-965-8300 
Fax 407-965-6925 
Judy A. Hoffman, President 
35-30-35-35 

GEORGIA 

Atlanta 

Arena Resea rch 
(Now Eagle Research Group) 
One Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph. 770-395-6090 
Fax 770-671-9708 
Beth Wilson, President 
11 0-11 0-11 0-11 0 
(See advertisement on pp. 63, 65) 

Atlanta Marketing Research Ctr. 
2660 Lenox Rd ., Bldg. 10, Lenox Pte. 
Atlanta, GA 30324 
Ph . 404-239-0001 
Fax 404-237-1235 
John Lockler 
20-0-20-20 

Booth Research Services, Inc. 
1120 Hope Rd ., Ste . 200 
Atlanta, GA 30350 
Ph . 770-992-2200 
Fax 770-642-4535 
Dottie Nix, V.P. Field Svcs. 
60-60-60-60 

Compass Marketing Research 
3725 Da Vinci Ct. , Ste. 100 
Norcross, GA 30092 
Ph . 770-448-0754 
Fax 770-416-7586 
Bruce Westcott, President 
120-120-120-120 
(See advertisemnet on p. 69) 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-938-3233 
Fax 770-621-7666 
E-mail:elavidge@mindspring.com 
Internet: http://www.elavidge.com 
Roger Bacik, Sr. Vice President 
1 00-1 00-1 00-1 00 
(See advertisement on p. 67) 
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A New Way To Forecast New Product Volume 

Real Shoppers, Real Purchases, 
Real Results ... RealTest" 

Question: How can you 
best predict the success of new 
products without the expense 
you've come to expect? 

(a) from sales forecasts based on 
actual behavioral data 

(b) by monitoring real shoppers 
buying real products where they 
normally shop 

(c) by analyzing sales in light of 
normal competitive activity 

(d) all of the above 

(e) it 's not possible to do any 
of the above 

Now, for the first time, the answer is "d." 
Announcing RealTest--the first volumetric 
forecasting approach based on consumer 
behavior. From Elrick & Lavidge, the 
people who offer Creative Marketing 

Solutions for Tomorrow 's Business 

Opportunities. 

You no longer need to simulate consumer 
trial, repeat purchase, and retention from 
"intentions." Instead, you'll track actual 

purchase and re-purchase decisions of 
in-store shoppers. It's affordable--just 
3,500 households, recruited from several 
supermarkets in multiple cities, provide 
reliable results. It's fast. And it requires 

minimum product--just enough to stock 
store shelves for the length of the test. 

But most important is this: RealTest 
improves your batting average for new 
products. It projects sales based on 
actual buying behavior--not intentions. 

Get real shoppers, real purchases, real 
results. Get RealTest. Call Frank Bossu, 
Ph.D., at 1-800-235-6519 or your local 

Elrick & Lavidge representative today 
for more information. 

ELRICK&LAVIDGE 
M AR K ET I NG R ESEA R C H 

EC{UIFAX 



Codes - (e.g. 25-10-25-10) 

1. ST A Tl 0 N S - No. of interviewing stations at this location 

2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES -No. of stations which can be 
monitored off-premises 

The Gallup Organization - Atlanta 
3333 Peachtree Rd. , S. Twr. M-10 
Atlanta, GA 30326 
Ph. 404-816-4115 
Fax 404-816-5322 
32-32-32-0 

IMAGES Research 
1718 Peachtree Rd ., Ste. 650 
Atlanta, GA 30311 
Ph. 404-892-2931 
Fax 404-892-8651 
Robert L. McNeil Jr. , President 
20-020-20 

Jackson Associates, Inc. 
1140 Hammond Dr., Bldg . H 
Atlanta, GA 30328 
Ph. 770-394-8700 
Fax 770-394-8702 
40-1 0-40-1 0 
(See advertisement on p. 41) 

MacConnell Research Services, Inc. 
10 Perimeter Pk. Dr. , Ste. 110 
Atlanta, GA 30341 
Ph. 770-451-6236 
Fax 770-451-6184 
Cubie House 
14-0-2-0 

Mid-America Research, Inc. 
3393 Peachtree Rd. N.E. 
Atlanta, GA 30326 
Ph. 404-261-8011 
Fax 404-261-5576 
Debra Wilson 
8-4-8-0 

Nordhaus Research, Inc. 
3405 Piedmont Rd. N.E., Ste. 175 
Atlanta, GA 30305 
Ph . 404-848-8188 
Fax 404-848-8199 
John King , President 
18-0-18-18 
(See advertisement on p. 76) 

Quality Controlled Services (QCS) 
2635 Century Pkwy., Ste. 100 
Atlanta, GA 30345 
Ph. 800-227-2974 or 800-325-3338 
Fax 404-636-3276 
Susan Lipsitz 

John Stolzberg Market Research 
1800 Century Blvd., Ste. 1000 
Atlanta, GA 30345 
Ph. 404-329-0954 
Fax 404-329-1596 
John Stolzberg , Owner 
15-0-0-0 

V & L Research & Cnsltg ., Inc. 
4294 Memorial Dr., Ste. D 
Decatur, GA 30032 
Ph . 404-298-0139 
Fax 404-298-0026 
Dydra H. Virgil , Principal 
20-12-12-12 

Whaley Research , Inc. 
5001 Riverdale Ct. 
College Park, GA 30337 
Ph. 800-283-4701 
Fax 800-283-4733 
Marilynn Whaley 
50-50-50-50 

HAWAII 

Honolulu 

Joyner Hutcheson Research, Inc. 14-0-14-0 Market Trends Pacific , Inc. 
1900 Century Place (See advertisement on p. 57) 1136 Union Mall , Ste. 310 
Atlanta, GA 30345 Honolulu , HI 96813 
Ph. 404-321-0953 Ph . 808-532-0733 
Fax 404-634-8131 Fax 808-532-07 44 
Glenda McMahon, Study Dir. wanda L. Kakugawa, President 
_18_-o_-1_8_-o __________ __, _____________ --t 14-14-8-o 
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At the Blackstone Group, 
95% 

is very significant ... 
Over 95% of our clients 

return to us for more research. 

For a free consultation or proposal, call 
us at 1•800•666•9847 

Research Capabilities 
60+ CATI Stations 

Multilingual Interviewers 
Data Processing Facilities 

Advanced Analytical Capabilities 
High Volume Scanner 

Complete Focus Group Facilities 

The Blackstone Group 
360 North Michigan Avenue 

Chicago, Illinois 60601 
(312) 419-0400 

Omnitrak Group, Inc. 
725 Davies Pacific Ctr. 
841 Bishop St. 
Honolulu, HI 96813 
Ph. 808-528-4050 
Fax 808-538-6227 
E-mail : 103377 .2665@compuserve.com 
or omntrak@aloha.net 

Alan Ellis, V.P. Asian/Pacific Field Svcs. 
25-8-25-0 

OMark Research & Polling 
1001 Bishop, Pacific Twr., 19th fl. 
Honolulu, HI 96813 
Ph . 808-524-5194 
Fax 808-524-5487 
Barbara Ankersmit, President 
16-0-16-0 

SMS Research 
1 042 Fort St. , #200 
Honolulu , HI 96813 
Ph . 808-537-3356 
Fax 808-537-2686 
James Dannemiller, President 
24-0-12-0 

Ward Research , Inc. 
126 Queen St. , #212 
Honolulu, HI 96813 
Ph . 808-522-5123 
Fax 808-522-5127 
Rebecca Ward , President 
10-0-10-0 
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IDAHO 

Boise 

Clearwater Research , Inc. 
2136 N. Cole Rd. 
Boise, ID 83704 
Ph . 208-376-3376 
Fax 208-376-2008 
Steve Swann 
24-24-24-24 

ILLINOIS 

Chicago 

Adler Weiner Research Co . 
6500 N. Lincoln Ave. 
Lincolnwood, IL 60645 
Ph . 708-675-5011 
Fax 708-675-5698 
Eileen Dorfman 
25-0-10-0 
(See advertisement on p. 23) 

Assistance In Marketing/Chicago 
1650 N. Arlington Heights Rd. 
Arlington Heights, IL 60004 
Ph . 847-392-5500 
Fax 847-392-5841 
Laura Shulman 
8-0-8-8 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph . 800-666-9847 
Fax 312-419-841 9 
Ashref Hashim, President 
60+-60-60-60 
(See advertisement on p. 68) 

Irwin Broh & Associates, Inc. 
1011 E. Touhy Ave. 
Des Plaines, IL 60018 
Ph. 708-297-7515 
Fax 708-297-7847 
David Waitz 
20-5-20-20 

Central Telephone Interviewing Sys. (CTIS) 
6445 N. Western Ave. 
Chicago, IL 60645 
Ph. 312-274-3700 
Fax 312-274-4021 
Jenny Corace 
50-50-50-50 
(See advertisement on p. 5) 

C/J Research , Inc. 
3150 Salt Creek Ln. 
Arlington Heights, IL 60005-8760 
Ph . 800-323-0266 
Fax 847-253-1587 
Terry Cotter 
1 00-80-1 00-0 

May 1996 

<COMPASS 
M[ARKETING 
]R-ESEARCH 

Client 
Office 

Observation 
7x10 

Interviews 
7x10 

Observation 

Interviews 

/.. 
Respondent ·._"'-

Entrance ~ 

Lake 

Storage 
Area 

Stations 

R~ 
Observation 

Booth 

Entrance 

'------

CMR's 12,000 Square Foot, State of the Art Facility in a Beautiful Lakeside Setting 

W A TS Facility 
* 120 CRT Stations *Fast Turnaround 

*Local and National Dialing *Business to Business 
*Fulltime Monitoring System *Off-Site Monitoring 

* 1-800 Callback Capabilities 
*Enclosed Raised Observation Booth For Quality Control 

Qualitative Area 
*Two Spacious Focus Rooms with 

Client Observation, and Lounges with Closed Circuit 
*In House AudioNideo Technician with Remote Control Panning 

*Separate Client Entrance *Taste Test Area with Adjoining Kitchen 
*Separate Client Conference Room *Private Client Office 

*One On One Rooms with Observation *Individual Interviewing Rooms 
*Video Teleconferencing 

Other Services 
*In Store Intercepts *Mystery Shops *Executive Interviewing 

Compass Marketing Research 
3725 DaVinci Court Suite 100 
Norcross (Atlanta), GA 30092 

(770) 448-0754 Fax (770) 416-7586 

For Information Contact: Bruce Westcott Joe Farris Chris Ruff 



Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Communications Research , Inc. 
233 E. Wacker Dr. , Ste. 2105 
Chicago, IL 60601 
Ph . 312-938-0200 
Fax 312-938-8711 
Kathy Beimfohr 
25-0-25-0 

Communications Workshop, Inc. 
Div. of Conway/Milliken & Assoc. 
168 N. Michigan Ave. 
Chicago, IL 60601 
Ph . 312-263-7551 
Fax 312-332-6115 
Paula King , Field Grp. Dir. 
150-150-150-150 

Consumer & Professional Research, Inc. 
435 N. LaSalle, Ste. 210 
Chicago, IL 60610-0884 
Ph . 312-832-7744 
Fax 312-832-77 45 
Margie Morich, Pesident 
15-15-15-15 

Consumer Pulse of Chicago 
Springhill Mall 
W. Dundee, IL 60118 
Ph. 847-428-0885 
Fax 847-428-4554 
Doria Kramer, Director 
9-4-9-9 

Conway/Milliken & Associates 
875 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 312-787-4060 
Fax 312-787-4156 
1 00-1 00-1 00-1 00 

Data Research, Inc. 
1319 Butterfield Rd ., #51 0 
Downers Grove, IL 60015 
Ph. 708-971-2880 
Fax 708-971-2267 
50-17-20-20 

Richard Day Research 
P.O. Box 5090 
Evanston, IL 60201 
Ph . 708-328-2329 
Fax 708-328-8995 
Richard Day, President 
27-20-27-27 

Elrick & lavidge 
3 Westbrook Ctr., 6th fl. 
11301 Cermack Rd. 
Westchester, IL 60154 
Ph . 708-449-5300 
Fax 708-449-4498 
Ilene Lanin-Kettering , Sr. V.P. 
60-45-60-60 
(See advertisement on p. 67) 

Fieldwork Phone Center 
6200 N. Hiawatha, Ste. 700 
Chicago, IL 60646 
Ph. 312-282-0203 
Fax 312-282-8971 
Mary Pedersen , Manager 
36-25-36-36 

Focuscope, Inc. 
1100 W. Lake St. , Ste. 60 
Oak Park, IL 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
Ann Rooney or Kevin Rooney 
31-0-31-0 

Heakin Research, Inc. 
3615 Park Dr. 
P.O. Box 146 
Olympia, IL 60461 
Ph . 708-503-0100 
Fax 708-503-01 01 
Kevin Heakin, Vice President 
65-65-65-65 

Ingram Research, Inc. 
0S 125 Church St. 
Winfield , IL 60190 
Ph. 708-462-0402 
Fax 708-462-7153 
Roland Ingram 
20-0-20-20 

--·"------'_'"_ 

Market Facts, Inc. 
National Telephone Center 
1560 Sherman Ave ., Ste. 210 
Evanston , IL 60201 
Ph . 847-864-5100 
Judy Kemp 
68-68-68-68 

Market Facts, Inc. 
National Telephone Center 
1010 Lake St. 
Oak Park, IL 60301 
Ph . 847-524-2001 
Fax 847-524-2351 
Kevin Coughlin 
65-65-65-65 

Market Facts, Inc. 
National Telephone Center 
4260 Westbrook Dr. 
Aurora, IL 60504 
Ph. 847-851-6823 
Fax 847-851-9213 
Donna Barnes 
42-42-42-42 

Mid-America Research, Inc. 
999 N. Elmhurst Rd. 
Mt. Prospect, I L 60056 
Ph . 708-392-0800 
Fax 708-870-6236 
Lori Tomoleoni 
22-16-16-0 

National Data Research, Inc. 
770 Frontage Rd ., #1 1 0 
Northfield , IL 60093 
Ph . 708-501-3200 
Fax 708-501-2865 
Jim Burkett, Vice President 
18-0-18-0 

Precision Field Services, Inc. 
10600 W. Higgins Rd ., Ste. 100 
Rosemont, I L 60018 
Ph. 847-390-8666 
Fax 84 7-390-8885 
Scott Adleman , Vice President 
20-6-20-20 
(See advertisements on pp. 20, 70) 

PRECISION FIELD SERVICES 

CHICAGO's LARGEST MALL FOR RESEARCH 
TRUE REGIONAL DRAW, O VER 200 STORES AND THE BEST DATA COLLECTION COMPANY IN THE STATE 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 847 • 390 • 8666 
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, 1996 DIRECTORY OF TELEPHONE INTERVIEWING FACILITIES 
I 

Quality Controlled Services (QCS) 
Oak Brook East 
2000 Spring Rd ., Ste. 100 
Oak Brook, IL 60521 
Ph . 800-322-2376 or 800-325-3338 
Fax 708-990-8188 
Therese Duenas 
10-0-10-0 
(See advertisements on pp. 23, 57} 

Questions & Marketing Research Svcs. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph . 708-479-3200 
Fax 708-479-4038 
Marge Weber 
24-0-24-24 

The Research Group 
7900 Milwaukee Ave., Ste. 222 
Niles, I L 60714 
Ph . 708-966-8900 
Fax 708-966-8871 
Bill Smith or Chuck Orloff 
35-0-35-35 

Research House, Inc. 
6901 N. Lincoln Ave. 
Lincolnwood, IL 60646 
Ph . 708-677-4747 
Fax 708-677-7990 
Darlene Piell or Jane Zimbler 
24-0-0-0 

Smith Research, Inc. 
1181-B Lake Cook Rd . 
Deerfield , IL 60015 
Ph . 708-948-0440 
Fax 708-948-8350 
Kevin Smith, President 
24-10-24-24 
(See advertisement on p. 23} 

Strictly Medical 
Edens Office Plaza 
4801 W. Peterson Ave ., Ste. 608 
Chicago, IL 60646 
Ph . 312-202-3500 
Fax 312-202-3511 
Myra Balaban 
6-2-6-0 

Survey Center, LLC 
455 E. Illinois St. , Ste. 660 
Chicago, IL 60611 
Ph . 312-321-8100 
Fax 312-321-8110 
140-75-140-100 

TeleBusiness USA 
1945 Techny Rd. , Ste. 3 
Northbrook, IL 60002 
Ph. 847-480-1560 
Fax 84 7-480-6055 
E-mail : tb12@interaccess.com 
Larry Kaplan , President 
120-90-120-120 

May 1996 

Time N Talent, Inc. 
Edens Office Plaza 
4801 W. Peterson Ave. , Ste. 608 
Chicago, IL 60646 
Ph . 312-202-3500 
Fax 312-202-3511 
Myra Balaban 
6-2-6-0 

Tragon Corporation 
1400 E. Lake Cook Rd ., Ste. 1 05 
Buffalo Grove, IL 60089 
Ph . 847-808-2080 
Fax 84 7-808-0179 
E-mail : TragonBG@aol.com 
Jeanne Gignac, Mgr. Midwest Ops. 
6-0-6-0 

U.S. Research Co. 
300 Marquardt 
Wheeling , IL 60090 
Ph. 708-520-3600 
Fax 708-520-3621 
Dennis Hill 
1 00-16-1 00-84 

Peoria 

Scotti Marketing Research, Inc. 
1118 N. Sheridan Rd. 
Peoria, IL 61606 
Ph. 309-673-6194 
Fax 309-673-5942 
Nancy Matheis, Vice President 
16-0-16-0 

INDIANA 

Evansville 

Product Acceptance & Research (PAR) 
P.O. Box 3126 
Evansville, IN 47731 
Ph . 812-425-3533 
Fax 812-421-6806 
Woody Youngs 
80-40-80-80 

Fort Wayne 

Dennis Research Services , Inc. 
3502 Stellhorn Rd . 
Fort Wayne, IN 46815 
Ph. 219-485-2442 
Fax 219-485-1476 
Pat Slater, Director 
15-0-15-15 
(See advertisement on p. 41} 

Walker Information 
309 Insurance Dr. 
Fort Wayne, IN 46825 
Ph . 219-484-9025 
Fax 219-482-1875 
Cathy Huff, CC Dir. 
70-70-70-70 

C OBJECTIVE: 
Define random digit samples for newspapers that 
circulate by zones, which are defined by ZIP Codes. = ~!!ru~~p~o~c~!~!:, KK Research, asubsidiary of 

._. Knight Publishing Company in Charlotte, C) - "We use SSI's 

... 

ZIP/Exchange Analysis to define random digit samples for targeted 
study areas. The ZIP report tells us what we can expect for cov­
erage and hit rate, and that's typically what we do find. I have 

-I -V) 

compared other companies to SSI and 
found the other companies' samples 

are not as proportional or efficient. 
With SSI samples, areas are repre­
sented very well - one of the 
selling points that we use with our 
clients. And I believe our clients can 

make accurate decisions based on 
SSI's samples ." 

Call SSI for sampling solutions at 
(203)255-4200. 

~ Survey 
~ ~ Sampling, 
=........ Inc~ 

Partners with su rvey 
researchers since 19 77 

71 



Codes - (e.g. 25-10-25-10) 

1. STA Tl 0 NS - No. of interviewing stations at this location 

2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Indianapolis 

Herron Associates, Inc. 
710 Executive Park Dr. 
Greenwood, IN 46143 
Ph. 317-882-3800 
Fax 317-882-4716 
Sue Nielsen 
24-12-24-0 

Strategic Marketing & Research, Inc. 
9200 Keystone Crossing , #400 
Indianapolis, IN 46240 
Ph. 317-574-7700 
Fax 317-574-7777 
Fred Bingle 
33-33-33-33 

Walker Information 
3939 Priority Way S. Dr. 
Indianapolis, IN 46280-0972 
Ph. 317-843-8500 
Fax 317-843-8584 
John Gahimer, CC Dir. 
73-73-73-73 

IOWA 

Cedar Rapids 

Epley Marketing Services, Inc. 
One Quail Creek Circle 
North Liberty, lA 52317 
Ph. 319-626-2567 
Fax 319-626-8035 
95-47-24-24 

Frank N. Magid Associates 
One Research Center 
Marion , lA 52302 
Ph. 319-377-7345 
Fax 319-377-5861 
Jane Cook, Mgr. Mktg . Svcs. 
115-115-115-0 

Davenport 

PMR - Personal Marketing Research 
322 Brady St. 
Davenport, lA 52801 
Ph. 319-322-1960 
Fax 319-322-1370 
E-mail: PERMARRES@aol.com 
Carol Stickrod, Vice President 
66-66-66-28 

72 

Des Moines 

Iowa Field Research 
2302 S.W. 3rd St. 
Ankeny, lA 50021 
Ph . 515-964-1379 
Fax 515-965-8270 
Anthony J. Soares, Gen . Mgr. 
33-33-31-31 

Mason City 

Directions Research Corp. 
2009 4th St. S.W. 
P.O. Box 1731 
Mason City, lA 50402 
Ph . 515-423-0275 
Fax 515-423-8494 
Tom Thul , Partner 
30-25-25-25 

KANSAS 

Kansas City 
(See Kansas City, MO) 

KENTUCKY 

Lexington 

The Matrix Group, Inc. 
501 Darby Creek Rd. , #25 
Lexington, KY 40509 
Ph . 606-263-8177 
Fax 606-263-1223 
Martha L. DeReamer, President/CEO 
9-0-9-0 

Louisville 

Communications Center, Inc. (CCI) 
4400 Breckenridge Ln. 3rd fl. 
Louisville, KY 40218 
Ph. 502-491-4161 
Fax 502-495-1391 
Holland Brown, Director 
72-72-72-72 

Davis Research Services, Inc. 
1850 Taylor Ave . 
Louisville, KY 40213 
Ph. 502-456-4344 
Fax 502-456-4445 
Leslie Poore, President 
36-36-36-36 

Fangman Research, Inc. 
1941 Bishop Ln ., Ste. 806 
Louisville, KY 40218 
Ph . 502-456-5300 
Fax 502-456-2404 
Allen Fangman , Vice President 
13-4-10-0 

InterNet Research Services, Inc. 
3339 Taylorsville Rd. 
Louisville , KY 40205 
Ph . 502-459-1575 
Fax 502-459-1575 
Suzanne Elder, V.P. Field Svcs. 
80-80-80-60 

Personal Opinion, Inc. 
999 Breckenridge Ln . 
Louisville , KY 40207 
Ph . 502-899-2400 
Fax 502-899-2404 
Rebecca Davis 
25-22-22-5 

Southern Research Services, Inc. 
1930 Bishop Ln . 
Louisville , KY 40218 
Ph. 502-454-0771 
Fax 502-458-5773 
Sharron Hermanson, President 
42-20-42-42 

LOUISIANA 

Baton Rouge 

Gulf States Research Center 
7361 Florida Blvd . 
Baton Rouge, LA 70806 
Ph . 800-848-2555 
Fax 504-925-9990 
Robert Landsbe rger, President 
30-10-30-0 

JKB & Associates 
2223 Quail Run Dr., #C-2 
Baton Rouge, LA 70808 
Ph. 504-766-4065 
Fax 504-766-9597 
Joan Berg, Owner 
12-0-12-0 

New Orleans 

Analytical Studies, Inc. 
708 Rosa Ave. 
Metairie, LA 70005 
Ph. 504-835-3508 
Myrtle Grosskopf, Field Dir. 
18-8-18-18 

Gulf States Research Center 
4426 Veterans Way 
New Orleans, LA 70006 
Ph. 800-845-GULF (4853) 
Fax 504-454-2461 
Timothy Villar, Vice President 
15-6-15-0 

Linden Research Services 
197-36 Westbank Exp. 
Gretna, LA 70053 
Ph. 504-368-9825 
Fax 504-368-9866 
Marty Olson 
14-6-14-0 

NGL Research Services, Inc. 
4300 S. 1-10 Svce. Rd ., #115 
Metairie, LA 70001 
Ph . 504-456-9025 
Fax 504-456-9072 
Lena Webre, Project Coord . 
25-0-25-0 
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Southern Spectrum Research , Inc. 
1600 Canal St. , Ste. 400 
New Orleans, LA 70112 
Ph. 504-539-9222 
Fax 504-539-9228 

Seaport Surveys, Maine 
44 Oak St. 
Portland, ME 04101 
Ph. 207-756-7770 
Fax 207-756-7777 

Baltimore 

Assistance In Marketing/Baltimore 
1410 N. Crain Hwy., #9B 

Linda DeCuir, Rsch. Coord. 
10-0-10-0 

E-mail : jkick@biddeford.com 
John Kumnick, President 
15-0-15-15 

Glen Burnie, MD 21061 
Ph . 41 0-760-0052 
Fax 41 0-760-67 44 
Kathy Skotinski MAINE (See advertisement on p. 45) 16-0-16-0 

Bangor Strategic Marketing Services 
148 Middle St. 

Assistance In Marketing/Baltimore 
101 E. Chesapeake Ave. 

Northeast Research 
69 Main St. 

Portland, ME 04101 
Ph . 207-871-8622 
Fax 207-772-4842 

Towson , MD 21286 
Ph . 41 0-337-5000 

P.O. Box 9 
Orono, ME 04473 
Ph . 207-866-5593 
Fax 207-866-2884 

Victoria Kuhn Walker, Rsch. Dir. 
15-0-0-0 

Fax 41 0-337-5089 
Carl Iseman 
12-0-12-0 

David Kovenock, Dir. Survey Div. 
15-15-15-7 

MARYLAND Bay Area Research 

Portland 
Annapolis 

9936 Liberty Rd . 
Randallstown, MD 21133 
Ph. 410-922-6600 

Market Decisions, Inc. 
85 ESt. 

Widener-Burrows & Associates 
130 Holiday Ct. , Ste. 108 
Annapolis, MD 21401 

Fax 41 0-922-6675 
Tam/Bryna, Owners 
10-10-10-0 
(See advertisement on p. 41) 

P.O. Box 2890 
S. Portland , ME 04106 
Ph . 207-767-6440 
Fax 207-767-8158 
E-mail: research@MarketDecisions.com 
Barbara Nash, President 
16-8-16-16 

Ph . 410-266-5343 
Fax 41 0-841-6380 
28-0-28-0 

PeoQle come to Baltimore to sample the city's 
world-famous seafood. 

But you can sample more than seafood in 
Baltimore. You can lap into the city's fresh and 
rich demographic diversity in your next focus 
group. Chesapeake Surveys can help. Here's 
some of what we have to offer: 
• Centralized location - Baltimore is close to 

Washington D.C. , New Jersey, Philadelphia 
and New.York. 

• Executive, Medical & Consumer recruiting 
which also includes the 2% incidence proJects. 

• Accurate and proper recruiting done in-house. 
Computerized database of more than 4,000 
households and growing all the time. 

• All specs are met to your qualifications and re­
screened prior to the group. 

Chesapeake Surveys 
4 Park Center Dr. , Ste. 100 
Owings Mills, MD 21117 
Ph. 410-356-3566 
Fax 410-581-6700 
Elizabeth Beirne, Field Director 
20-0-20-20 
(See advertisement on p. 73) 

• Telephone interviewing is completely super 
visea at all times. 

• 25 line phone center complete with on & off 
premise telephone monitorin~ capabilities. 

• 45 full & parl time trained inferviewers using 
the MRA Video taped training pro~ram. 

• Executive & extensive medical incfepth inter 
viewing with 30,000 doctors & complete 
hospital database on computer. 

• Convention interviewing, m-store interviewing, 
store audits and myste:ry .-------___, 
shopping. 
For more information 

on your next focus group 
or telephone survey, call 
Elizabeth Beirne (ill 0) 
356-3566. 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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Codes - (e.g. 25-10-25-10) 

1. STA Tl 0 N S - No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES -No. of stations which can be 
monitored off-premises 

Consumer Pulse of Baltimore 
1232 Race Rd . 
Baltimore, MD 21237 
Ph . 41 0-687-3400 
Fax 41 0-687-7015 
Diane Watson , Director 
20-12-20-20 

Hollander Cohen & McBride 
22 West Rd ., Ste. 301 
Towson , MD 21204 
Ph. 410-337-2121 
Fax 410-337-2129 
Scott McBride, President 
20-0-20-20 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 41 0-536-1858 
Karen Medicus, Manager 
33-25-25-25 

Bernett 

Frederick 
Marketing & Research Resources, Inc. 
5705 Industry Ln, 2nd fl. 
Frederick, MD 21704 
Ph. 301-694-2800, ext. 117 
Fax 301-694-5171 
Lisa Hammer, V.P. Rsch . 
32-32-32-32 

Westat, Inc. 
5303K Spectrum Dr. 
Frederick, MD 21701 
Ph . 301-662-0027 
60-60-60-60 

MASSACHUSETTS 

Boston 

Atlantic Marketing Research Co ., Inc. 
109 State St. 
Boston , MA 02109 
Ph. 617-720-0174 
Fax 617-589-3731 
Peter F. Hooper 
36-36-36-36 

Bernett Research 
1505 Commonwealth Ave . 
Boston, MA 02135 
Ph. 617-746-2705 
Fax 617-746-2709 
Andrew Hayes, V.P. Mktg . 
85-72-85-0 
(See advertisements on pp. 43, 74) 

the choice for business & consumer data gathering. 

85 Stations CATI • Highly Trained Staff • Remote Monitoring 

Complete Programming, Data Processing and Verbatim Management 

Expert Business Interviewing • File Conversion Capabilities 

To learn from your customers, 
Bernett 

call Bernett Research at 617. 7 46. 2 705 ml 
1505 Commonwealth Ave. Boston MA 02135 Research 

Dorr & Sheff, Inc. 
190 N. Main St. 
Natick, MA 01760 
Ph . 508-650-1292 
Fax 508-650-4722 
Gary Sheff, President 
24-0-24-24 

Performance Plus, Inc. 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph . 508-872-1287 
Fax 508-879-7108 
Shirley Shames, Pres./Owner 
32-6-32-0 
(See advertisement on p. 41) 

Voicentral 
624 Worcester Rd . 
Framingham, MA 01701 
Ph . 508-820-1777 
Fax 508-872-2001 
Ilene Kenney, Managing Director 
55-30-30-30 

MICHIGAN 

Battle Creek 

WJ Schroer Co. 
Two W. Michigan 
Battle Creek, Ml 49017 
Ph . 616-963-4874 
Fax 616-963-5930 
Bill Schroer, Principal 
6-6-6-0 

Detroit 

Am rig on 
2750 S. Woodwa rd 
Bloomfield Hills, Ml 48304 
Ph. 810-332-2300 
Fax 810-333-9710 
Richard Smith , President 
192-192-192-192 

Consumer Market Analysts 
2301 W. Big Beaver Rd ., Ste. 411 
Troy, Ml 48084 
Ph . 810-637-1400 
Fax 810-637-1450 
Jeffrey J. Linenfelser, Rsch . Mgr. 
150-150-150-150 

Consumer Pulse of Detroit 
725 S. Adams Rd . 
Birmingham, Ml 48009 
Ph . 810-540-5330 
Fax 810-645-5685 
Leslie Fontaine, Director 
60-30-60-60 

Crimmins & Forman Market Research , Inc. 
29955 Southfield Rd. 
Southfield , Ml 48076 
Ph . 810-569-7095 
Fax 810-569-8927 
Paula Crimmins 
20-20-20-20 
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THIS IS A TEST ... 
DOES YOUR CURRENT DATA COLLECTION PROVIDER ... 

YES NO 

Give you fast turnaround, flexibility and accurate 
results? 0 

Customize on-line sample/quota/incidence disposition 
reports and allow you to pull up your own report from 
your office/home concurrent with interviewing? 0 

Provide programmed priority calling on a specific day, 
time or time zone based on the exchange number? 0 

Program specific sample information directly into the 
text of each individual interview? 0 

Provide computerized randomization of questions and 
complex skip pattern management? 0 

Provide instant results/camera-ready report pages 
concurrent with interviewing? 0 

Allow you to pull your data set into Lotus 123, Excel, 
SAS, or other statistical packages, to perform special 
tabulations or multivariate analysis with all variables 
and values pre-labeled? 0 

Provide a complete range of statistical capabilities, 
as well as Atlas strategic mapping? 0 

IF YOUR DATA COLLECTION PROVIDER FLUNKED THIS TEST, 
CALL SUE PRIEUR AT 1-800-878-7223. 

(t1P) M.O.R.-PACE, Inc. 
31700 Middlebelt Road, Farmington Hills, Michigan 48334 

Tel: 800-878-7223 · Fax: 810-737-5326 

0 

0 

0 

0 

0 

0 

0 

0 



Codes - (e.g. 25-10-25-10) 

1. STATIONS- No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be mon itored on-site 

4. OFF-PREMISES -No. of stations which can be 
monitored off-premises 

DataStat, Inc. 
3975 Research Park Dr. 
Ann Arbor, Ml 48108 
Ph. 313-994-0540, ext. 144 
Fax 313-663-9084 
Sherry Marcy, Sr. V.P. 
78-78-78-78 

Nordhaus Research Inc. 

Southfield Office 
20300 W. Twelve Mile Rd. • Suite 102 

Southfield, MI 48076 
Tel: 800 • 860 • 99961 Fax: 810 • 827 • 1380 

Minneapolis Office 
Three Paramount Plaza 

7831 Glenroy Road • Suite 100-N 
Minneapolis, MN 55439 

Tel: 612 • 820 • 4640 I Fax: 612• 830 • 8108 
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Demand Research , Inc. 
3055 Plymouth Rd ., Ste. 101 
Ann Arbor, Ml 48105 
Ph. 313-747-9911 
Fax 313-747-8755 
MariAnn Apley 
16-16-16-16 

Electronic Survey Professionals, Inc. 
33411 Schoolcraft Rd. 
Livonia, Ml48150 
Ph . 313-425-5551 
Gary Wolak 
26-26-26-26 

Chicago Office 
2300 N. Barrington Road • Suite 400 

Hoffman Estates, IL 60195 
Tel: 847 • 490 • 5363 I Fax: 847 • 884 • 2878 

Grand Rapids Office 
2449 Camelot Court 

Grand Rapids, MI 49546 
Tel: 616 • 942 • 9700 I Fax: 616 • 942 • 9189 

Atlanta Office 
3405 Piedmont Road, N .E. • Suite 175 

Atlanta, GA 30305 
Tel: 404 • 848 • 81881 Fax: 404 • 848 • 8199 

Friedman Marketing 
25130 Southfield Rd . 
Southfield, Ml 48075 
Ph . 81 0-569-0444 
Fax 810-569-2813 
32-0-32-0 

Information Transfer Systems, Inc. (ITS) 
209 E. Washington St. , #200 
Ann Arbor, M I 48104 
Ph. 313-994-0003 
Fax 313-994-1228 
Bruce Brock 
50-50-50-50 

M.O.R.-PACE, Inc. 
31700 Middlebelt Rd., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 810-737-5300 
Fax 81 0-737-5326 
Sue Prieur, Vice President 
90-90-90-40 
(See advertisement on p. 75) 

M.O.R.-PACE, Inc. 
38810 Ryan Rd . 
Sterling Heights, Ml 48313 
Ph . 810-795-3100 
Fax 810-795-9655 
Sue Prieur, Vice President 
1 00-1 00-1 00-1 00 
(See advertisement on p. 75) 

Nordhaus Research , Inc . 
20300 W. Twelve Mile Rd., Ste. 102 
Southfield, Ml 48076 
Ph . 800-860-9996 
Fax 81 0-827-1380 
John King , President 
60-60-60-60 
(See advertisement on p. 76) 

Opinion Search 
21800 Melrose, Ste. 12 
Southfield, Ml 48075 
Ph . 810-358-9922 
Fax 810-358-9914 
Joanne Levin, Vice President 
15-0-10-10 

Quality Controlled Services (QCS) 
34119 W. Twelve Mile Rd ., Ste. 360 
Farmington Hills, Ml 48331 
Ph . 800-224-6322 
Fax 810-553-7528 
Dianne Flock 
50-50-50-50 
(See advertisements on pp. 23, 57) 

Research Data Analysis, Inc. 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph . 810-332-5000 
Fax 810-332-4168 
80-80-80-0 

Shifrin-Hayworth 
17117 W. Nine Mile Rd. , #1 020 
Southfield , Ml 48075 
Ph . 81 0-559-1934 
Arlene Speiser, V.P. Ops. 
20-6-20-12 
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Yee/Minard & Associates , Inc. 
27300 W. Eleven Mile Rd ., Ste. 500 
Southfield, Ml 48034 
Ph . 810-352-3300 
Fax 810-352-3787 
Dann Benso 
70-32-70-70 

Grand Rapids 

Barnes Research, Inc. 
4920 Plainfield N.E. 
Grand Rapids , Ml 49505 
Ph . 616-363-7643 
Fax 616-363-8227 
Sona Barnes 
55-55-55-55 

Datatrack, Inc. 
2401 Camelot Ct. S.E. 
Grand Rapids, Ml 49546 
Ph . 616-954-0303 
Fax 616-954-0001 
30-30-30-30 

Nordhaus Research, Inc. 
2449 Camelot Court 
Grand Rapids, Ml 49546 
Ph . 616-942-9700 
Fax 616-942-9189 
John King , President 
60-60-60-60 
(See advertisement on p. 76) 

Western Michigan Research , Inc. 
61431 /2-28th St. S.E. 
Grand Rapids, Ml 49546 
Ph . 616-949-8724 
Fax 616-949-8511 
Nancy Vanderveer, President 
14-0-14-14 

Lansing 

Capitol Research Services, Inc. 
2940 E. Lake Lansing Rd . 
East Lansing , Ml 48823 
Ph . 517-333-3388 
Fax 517-333-4402 
Rachelle Neal , President 
20-0-20-0 

Marketing Resource Group, Inc. 
225 S. Wash ington Sq. 
P.O. Box 20064 
Lansing , Ml 48901 
Ph. 517-372-4400 
Fax 517-372-4045 
Paul King , Dir. Survey Rsch. 
25-025-0 

,MINNESOTA 

Minneapolis/St. Paul 

Anderson , Niebuhr & Ascts, Inc. 
6 Pine Tree Dr., Ste. 200 
Arden Hills, MN 55112 
Ph. 612-486-8712 
Fax 612-486-0536 
Marsha Niebuhr 
16-0-7-0 
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Compass International 
1301 Corporate Center Dr. , #113 
Eagan , MN 55121 
Ph . 612-454-0147 
Fax 612-686-9981 
Walter Jacobson, Vice President 
24-20-20-20 

Comprehensive Research Group, Inc. 
2900 N. Rice St. 
St. Paul , MN 55113 
Ph. 612-481-6937 
Fax 612-481-0020 
Craig A. Swager, President 
15-0-0-0 

Cook Research 
6600 France Ave. S., #214 
Edina, MN 55435 
Ph. 612-920-6251 
Fax 612-920-1230 
Harold Cook, President 
10-0-10-10 

Custom Research, Inc. 
10301 Wayzata Blvd. 
Minneapolis, MN 55426-0695 
Ph . 612-542-0800 
Fax 612-542-0864 
1 05-1 05-1 05-1 05 

Bette Dickinson Research, Inc. 
3900 36th Ave. N. 
Minneapolis, MN 55422 
Ph. 612-521-7635 
Fax 612-420-4385 
Bette Dickinson 
25-25-25-25 

Jeanne Drew Surveys 
5005 1/2 34th Ave. S. 
Minneapolis, MN 55417 
Ph . 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 
17-0-17-0 

Focus Market Research , Inc. 
& VideoConferencing Ctr. 
801 W. 1 06th St. 
Bloomington, MN 55420 
Ph . 612-881-3635 
Fax 612-881-1880 
Judy Opstad 
20-0-20-0 

N.K. Friedrichs & Associates, Inc. 
2500 Centre Village 
431 S. 7th St. 
Minneapolis, MN 55415 
Ph . 612-333-5400 
Fax 612-344-1408 
Betty Hill , Mgr. Data Collection 
28-28-28-28 

Nordhaus Research, Inc. 
Three Parmount Plaza 
7831 Glen roy Rd ., Ste. 1 00-N 
Minneapolis, MN 55439 
Ph . 612-820-4640 
Fax 612-830-8108 
John King , President 
30-30-30-30 
(See advertisement on p. 76) 

Northstar Interviewing Service, Inc. 
4660 W. 77th St. , Ste. 140 
Edina, MN 55435 
Ph . 612-897-3700 
Fax 612-897-3878 
Robert McGarry Jr., COO 
30-30-30-30 

C.J . Olson Market Research, Inc. 
708 S. 3rd St. , #105E 
Minneapolis, MN 55415 
Ph. 612-339-0085 
Fax 612-339-1788 
Carolyn J. Olson 
14-0-14-0 

Orman Guidance Research , Inc. 
715 Southgate Office Plaza 
Minneapolis, MN 55437 
Ph. 800-605-7313 
Fax 612-831-4913 
Allan Orman, President 
15-0-15-0 
(See advertisement on p. 23) 

Project Research, Inc. 
10000 State Hwy. 55 
Plymouth, MN 55441 
Ph. 612-542-9442 
Fax 612-542-9240 
Kevin Menk 
50-35-50-50 

Quality Controlled Services (QCS) 
2051 Killebrew Dr., Ste. 215 
Bloomington, MN 55425 
Ph. 800-526-5718 or 800-325-3338 
Fax 612-858-1580 
Roger Mayland 
16-0-16-16 
(See advertisement on p. 57) 

Research Systems, Inc. 
2000 S. Plymouth Rd. , Ste. 120 
Minnetonka, MN 55305 
Ph . 612-544-6334 
Fax 612-544-6764 
Bill Whitney, President 
6-0-0-0 

Research Systems, Inc. 
149 E. Thompson Ave., Ste. 200 
West St. Paul , MN 55118 
Ph. 612-455-8560 
Fax 612-455-9647 
Kathryn Riemer, Dir. Rsch . Svcs. 
24-0-24-24 

Rockwood Research Corporation 
1751 W. County Rd . B. , Ste. 210 
St. Paul , MN 55113 
Ph. 612-631-1977 
Fax 612-631-8198 
Janel Mamer, Vice President 
30-30-30-30 

Twin City Interviewing Service, Inc. 
3225 Hennepin Ave. S. 
Minneapolis, MN 55408 
Ph. 612-823-6214 
Fax 612-823-6215 
Beth Fischer 
10-0-10-0 

MISSOURI 

Columbia 

Horizon Research Services 
409 Vandiver Dr., Bldg. 6, Ste. 102 
Columbia, MO 65202 
Ph. 573-87 4-1333 
Fax 573-87 4-6904 
Susan Yesilada, Vice President 
E-mail: horizon@thoughtport.com 
9-9-9-0 
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1. STATIONS- No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Kansas City 

The Field House 
7220 W. 98th Terrace 
Overland Park, KS 66212 
Ph. 913-341-4245 
Fax 913-341-1462 
Ellen Dimbert, President 
30-15-30-0 

Market Directions, Inc. 
911 Main St. , #300 
Kansas City, MO 64105 
Ph. 816-842-0020 
Fax 816-472-5177 
Kristin Cooksey, Field Dir. 
58-58-58-20 

Market Research Institute 
7315 Frontage Rd ., Ste. 200 
Merriam, KS 66204 
Ph. 913-236-6060 
Fax 913-236-6094 
Don Weston 
30-24-30-24 

Opinion Data Center 
8301 State Line Rd ., Ste. A 
Kansas City, MO 64114 
Ph. 816-333-1515 
Fax 816-333-7117 
55-50-50-50 

Quality Controlled Services (QCS) 
10875 Grandview St. , Ste. 2230 
Corporate Woods Office Park 
Overland Park, KS 6621 0 
Ph . 800-525-1952 or 800-325-3338 
Fax 913-345-2070 or 913-345-8050 
Shirley Musgrave 
44-44-44-44 
(See advertisement on p. 57) 

Quality Controlled Services (QCS) 
8600 Ward Parkway 
Kansas City, MO 64114 
Ph. 800-628-3428 or 800-325-3338 
Fax 816-361-3580 
Iva Schlatter 
20-0-20-20 
(See advertisements on pp. 23, 57) 

Sprint Marketing & Research Service 
7015 College Blvd. , Ste. 200 
Overland Park, KS 66211 
Ph . 800-995-2766 
Fax 913-491-7297 
Jo Ozburn, Client Svcs. Spec. 
1 00-1 00-1 00-1 00 

St. Louis 

ACG Research Solutions 
120 S. Central , Ste. 1750 
St. Louis, MO 63105 
Ph. 314-726-3403 
Fax 314-726-2503 
Sarah Bell , Field Services Dir. 
50-30-30-30 
(See advertisement on p. 78) 

Business Response, Inc. 
1974 lnnerbelt Business Ctr. 
St. Louis, MO 63114 
Ph . 314-426-6500 
Fax 314-426-6935 
60-60-60-60 

Business Response, Inc. 
1988 lnnerbelt Business Ctr. 
St. Louis, MO 63114 
Ph. 314-426-6500 
Fax 314-426-2608 
32-32-32-32 

Consumer Opin ion 
10403 Clayton Rd. 
St. Louis, MO 63131 
Ph . 314-692-2686 
Fax 314-692-2427 
Kathleen Dunn, Manager 
15-5-15-0 

Consumer Opinion Council Research Ctr. 
222 S. Meramec Ave., Ste. 301-302 
St. Louis, MO 63105 
Ph. 314-863-3780 

----------------'----------------1 Fax 314-863-2880 

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

PHONE: (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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RAMS™, a form of 
electronic audience 
response technology. 

Quantitative data collection 
utilizing computer-aided 
phone interviews. 

Focus group facility in 
St. Louis with FREE 
videotaping. 

Experienced focus group 
moderators and one-on-one 
executive interviewers. 

Sophisticated database 
technology for analysis 
and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

Subra lyer, Manager 
13-12-12-12 

Fact Finders, Inc. 
1852 Craig Park Ct. 
St. Louis, MO 63146 
Ph. 314-469-7373 
Fax 314-469-0758 
Elizabeth Leonard, Bus. Dev. Dir. 
40-40-40-40 

Marketeam Associates 
1807 Park 270, Ste. 300 
St. Louis, MO 63146 
Ph. 314-878-7667 
Fax 314-878-67 43 
Liz Wagner, Branch Mgr. 
30-8-30-0 
(See advertisement on p. 3) 

Marketeam Associates 
CRT Center 
348 Brookes Dr. 
St. Louis, MO 63042 
Ph. 314-731-2005 
Fax 314-731-1105 
Kathy Sammons, Branch Mgr. 
28-2-28-28 
(See advertisement on p. 3) 

Marketing Horizons, Inc. 
1001 Craig Rd. 
St. Louis, MO 63146 
Ph . 314-432-1957 
Fax 314-432-7014 
E-mail : 6461915@mcimail.com 
Stephanie Feeney, Dir. Field Svcs. 
35-33-35-35 
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Marketing Horizons, Inc. 
11166 Tesson Ferry 
St. Lou is, MO 63123 
Ph. 800-669-0839 
Fax 314-842-8353 
E-mail : 6461915@mcimail.com 
Stephanie Feeney, Dir. Field Svcs. 
44-44-44-44 

Peters Marketing Research , Inc. 
12655 Ol ive Blvd ., #250 
St. Louis, MO 63141 
Ph . 314-542-0011 
Anne Fleming 
25-10-25-25 

Pragmatic Research , Inc. 
222 S. Meramec Ave ., Ste. 301 
St. Lou is, MO 63105 
Ph . 314-863-2800 
Doug Sinnard , President 
12-5-12-12 

Quality Controlled Services (QCS) 
Headqaurters 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 800-325-3338 or 314-827-1773 
Fax 314-827-3224 
Trish Shukers/Terri Petrik, Tel. Studies 
Mary Bommarito/Teresa Moehlmann, Foe. Grps. , 
Pre-recruits, Malls 
(See advertisement on p. 57) 

Quality Controlled Services (QCS) 
1655 Des Peres Rd. , Ste. 110 
Des Peres, MO 63131 
Ph. 800-992-2139 or 800-325-3338 
Fax 314-822-4294 
Yvonne Filla 
20-0-20-20 
(See advertisement on p. 57) 

Quality Controlled Services (QCS) 
St. Louis Survey Center 
3701 S. Lindbergh , Ste. 201 
Sunset Hills, MO 63127 
Ph . 314-822-4145 or 800-325-3338 
Fax 314-822-9145 
Shirley Plevyak 
50-50-50-50 
(See advertisement on p. 57) 

Superior Surveys of St. Louis 
10403 Clayton Rd . 
St. Louis, MO 63131 
Ph . 800-325-4982 
Fax 314-692-2699 
Carol McGill , Partner 
25-10-10-0 
(See advertisement on p. 41) 

Westgate Research, Inc. 
650 Office Parkway 
St. Louis, MO 63141 
Ph . 314-567-3333 
Fax 314-567-7131 
Germaine Eley 
60-48-60-48 

NEBRASKA 

Lincoln 

The Gallup Organization-HQ for Processing 
301 S. 68th St. 
Lincoln , NE 68510 
Ph . 402-489-8700 
Fax 402-486-6248 
184-184-184-184 

The Gallup Organization-Lincoln Downtown 
200 N. 11th 
Lincoln, NE 68505 
Ph . 402-486-6598 
Fax 402-477-3983 
184-184-184-184 

Wiese Research Ascts ., Inc. 
1630 S. 70th St., Ste. 100 
Lincoln, NE 68506 
Ph. 402-483-5054 
Gary Lorenzen, Exec. V.P. 
54-0-54-54 

Omaha 

The Gallup Organization-Omaha 
10909 Mill Valley Rd. , #210 
Omaha, NE 68154 
Ph. 402-496-1240 
Fax 402-496-1 062 
111-1 08-111-111 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? 1/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

• 100 line national coverage • Certified interviewers • Project bids in one hour 

• 75 Ci3/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes 1/H/R the best? Some say it 's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. 

If you ' re tired of the same old song and dance, givei/H/RResearch Group a call. We' ll make sure your job 's 
done right and at a cost you can live with. 

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

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at th is location 

2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monito red off-premises 

Midwest Survey & Marketing 
8922 Cuming St. 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1 068 
Dick Werick, President 
16-0-12-12 

Wiese Research Ascts ., Inc. 
10707 Pacific, Ste. 202 
Omaha, NE 68114 
Ph. 402-391-7734 
Fax 402-391-0331 
E-mail: wra@neonramp.com 
Tom Wiese, President 
30-18-30-30 

NEVADA 

Las Vegas 

1/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph . 702-734-0757 
Fax 702-734-6319 
Lynn Stalone, Partner 
1 00-75-1 00-1 00 
(See advertisement on p. 79) 

Las Vegas Surveys, Inc. 
3405 S. Cambridge 
Las Vegas, NV 89109 
Ph. 702-650-5500 
Carlos Kelly 
12-0-12-0 

Reno 

C/J Research, Inc. 
Executive Plaza 
1005 Terminal Way, Ste. 202 
Reno, NV 89502 
Ph. 800-323-0266 
Fax 702-688-3788 
Lisa Mancini 
35-0-35-0 

MarkeTec, Inc./Gaming Rsch. 
P.O. Box 9058 
Reno, NV 89507 
Ph. 702-333-1221 
Fax 702-333-1224 
Katherine Cole, President 
7-0-4-0 
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Nashua 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-1119 
Joan Greene, President 
14-0-14-0 

NEW JERSEY 

(See also New York City and 
Philadelphia) 

Asbury Park 

Information Please 
19 Main St. 
P.O. Box 350 
Asbury Park, NJ 07712 
Ph. 908-776-8800 
Fax 908-776-6624 
John Belding, Vice President 
15-15-15-0 

Parsippany 

TMR, Inc. 
Two Sylvan Way 
Parsippany, NJ 07054 
Ph. 201-829-1 030 
Fax 201-829-1 031 
Joe Calvanelli 
30-30-30-30 
(See advertisement on p. 92) 

Toms River 

Centrac, Inc. 
317 Brick Blvd. 
Bricktown, NJ 08723 
Ph. 908-920-0500 
Fax 908-920-3896 
Brendan Sammon, Dir. Admin. Svcs. 
1 00-75-1 00-1 00 

Trenton 

Response Analysis Corp. 
3635 Quaker Bridge Rd. 
Trenton, NJ 08619 
Ph. 609-587-1 022 
Fax 609-586-0149 
E-mail : todd .myers@response-analysis.com 
Todd Myers 
75-75-75-75 

Albuquerque 

Business Information Group, Inc. 
1114-B Pennsylvania St. N.E. 
Albuquerque, NM 87110 
Ph . 505-265-4760 or 800-321-9244 
Fax 505-265-5062 
Spencer Gerwin, General Manager 
1 0-1 0-1 0-1 0 

Sandia Marketing Services, Inc. 
2201 San Pedro NE, Bldg . 1, #230 
Albuquerque, NM 87110 
Ph . 800-950-4148 
Fax 505-883-4776 
Lana Scutt, President 
14-14-14-14 

NEW YORK 

Buffalo 

Buffalo Survey & Research , Inc. 
1249 Eggert Rd . 
Buffalo, NY 14226 
Ph . 716-833-6639 
Fax 716-834-6499 
Jeanette Levin, President 
8-0-8-0 

Goldhaber Research Associates 
One N.F.A. Park 
Amherst, NY 14228 
Ph . 716-689-3311 
Fax 716-689-3342 
Richard J. Ludwig, Mgr. Mkt. Rsch . 
17-17-17-17 

Marketing Decisions Group, Inc. 
9141 Main St. 
Buffalo, NY 14031 
Ph . 716-634-2045 
Fax 716-634-9560 
Arup Sen, President 
15-7-15-0 

Smartline Systems, Inc. 
Main Place Tower, 5th fl. 
Buffalo, NY 14202 
Ph. 716-842-2000 
Fax 716-842-2020 
Lynn O'Connor 
1 00-1 00-1 00-1 00 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
Susan Adelman, President 
42-42-42-42 
(See advertisement on p. 81) 
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New York City 

Arthur Research 
211 W. Chester St. 
Long Beach , NY 11561 
Ph. 516-432-7733 
Fax 516-432-1368 
Barbara Ruderman, Partner 
20-0-20-20 

Beta Research Corporation 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph . 516-935-3800 
Fax 516-935-4092 
45-20-45-0 

Edward Blank Associates 
71 W. 23rd St. 
New York, NY 10010 
Ph . 212-741-8133 
Ed Blank, President 
200-200-200-200 

Brehl Ascts . Marketing Research 
11 Grace Ave. 
Great Neck, NY 11021 
Ph . 516-466-6882 
Fax 516-773-0923 
Jennifer Wile 
18-0-18-0 

Brown Koff & Fried Interviewing Network 
112 Madison 
New York, NY 10016 
Ph . 212-779-4600 
Fax 212-779-2714 
Ronnee Fried 
35-16-35-35 

Bruskin/Goldring 
100 Metroplex Dr. 
Edison , NJ 08817 
Ph . 908-572-7300 
Fax 908-572-7980 
140-140-140-140 

Centrac, Inc. 
389 Passaic Ave . 
Fairfield , NJ 07004 
Ph. 201-575-3200 
Fax 201-575-0520 
Ronald Leeds, President 
6-3-3-3 

Central Marketing , Inc. 
30 Irving Pl. 
New York, NY 10003 
Ph. 212-260-0070 
Fax 212-979-5647 
Carol McMahon, President 
90-50-90-90 

Central Telephone Interviewing Sys. (CTIS) 
650 Avenue of the Americas 
New York, NY 10011 
Ph . 212-627-1277 
Fax 212-627-2034 
Nina Mathus, Exec. V.P. 
20-20-20-20 
(See advertisement on p. 5) 
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CMR Market Research Inc. 
518 Fifth Ave. 
New York, NY 10036 
Ph . 212-944-4545 
Fax 212-944-1969 
Joel Brown 
20-0-20-0 

CRC Data Systems/Opinion Access Corp. 
435 Hudson St. 
New York, NY 10014 
Ph . 212-620-5678 
Fax 212-924-9111 
David St. James, Acct. Mgr. 
70-70-70-70 

Diversified Research, Inc. 
16 N. Astor St. 
Irvington, NY 10533 
Ph . 914-591-5440 
Fax 914-591-4013 
Michael LaVelle 
50-25-50-0 

Ebony Marketing Research, Inc. 
2100 Bartow Ave. 
Baychester, NY 104 75 
Ph. 718-320-3220 
Fax 718-320-3996 
Bruce Kirkland, Vice President 
21-0-21-15 

With this much 
SNOW, 

we can't do anything 
bultalk on the 

telephone all day 
Our newly expanded CfMC equipped CATI 
telephone facility, located in Buffalo, New York 
not only provides us with shelter from the snow, 
but it provides you with: 

>- Experienced project supervision 
>- On-staff programmers 
>- An interviewing staff that has been 

providing reliable data collection for over 
35 years 

For a bid on your next telephone project, call 

1-800-507-7969 

SURVEY SERVICE, INC. 
Providing quality services to clients who demand excellence 

1911 Sheridan Drive, Buffalo, New York 14223 716-876-6450 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 

2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-s ite 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Focus World lnt'l. 
146 Highway 34 
Holmdel, NJ 07733 
Ph. 908-946-0100 
Fax 908-946-0107 
Paulette Eichenholtz 
60-0-60-60 

Louis Harris & Associates 
111 5th Ave., 8th fl. 
New York, NY 10003 
Ph . 212-539-9600 
50-50-50-0 

Harte-Hanks Market Research 
River Edge, NJ 07661 
Ph. 201-342-6700 
Fax 201-342-1709 
Daniel Martin, Director 
40-40-40-40 
(See advertisement on p. 82) 

Innovative Concepts 
960 S. Broadway 
Hicksville, NY 11801 
Ph. 516-433-3215 
Fax 516-433-3214 
Scott Sycoff, Vice President 
45-20-45-45 

IPC 
32 East 31 St. 
New York, NY 10016 
Ph . 212-213-3303 
Fax 212-213-3554 
E-mail : jelipc@aol.com 
Rhoda Brooks, Partner 
40-30-40-40 

JDR Marketing, Inc. 
500 N. Franklin Tpke. 
Ramsey, NJ 07446 
Ph. 201-512-2600 
Jeff Marks, Vice President 
200-200-200-146 

KRC Research 
75 Rockefeller Plz., 5th fl. 
New York, NY 10019 
Ph . 212-484-7250 
1 00-0-1 00-1 00 

Macro•AHF Mktg. Rsch. & Consultancy 
100 Ave. of the Americas 
New York, NY 1 0013 
Ph. 800-TAKE AHF 
Fax 212-941-7031 
E-mail: levitt@macroint.com 
Beryl Levitt, President 
102-102-102-102 
(See advertisement on p. 83) 

Macro International, Inc. 
100 Avenue of the Americas 
New York, NY 10013 
Ph. 800-639-1310 
Fax 802-863-897 4 
E-mail : mahnke@macroint.com 
Greg Mahnke, Vice President 
1 02-1 02-1 02-1 02 
(See advertisement on p. 47) 

Mktg., Inc. 
200 Carleton Ave. 
East Islip, NY 11730 
Ph. 516-277-7000 
Fax 516-277-7601 
Howard Gershowitz 
200-118-200-200 

Mktg., Inc. 
100 Fire Island Ave. 
Babylon , NY 11702 
Ph. 516-277-7000 
Fax 516-277-7601 
Howard Gershowitz 
40-35-40-40 

Quality Controlled Services (QCS) 
142 Central Ave. 
Clark, NJ 07066 
Ph . 908-815-1100 or 800-325-3338 
Fax 908-499-7027 
Barbara DePaul 
30-30-30-30 
(See advertisement on p. 57) 

Research Management, Inc. 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 516-231-3277 
Fax 800-764-3553 
E-mail: 76235.2534@compuserve.com 
Stewart Goldberg, Ed .D., Managing Dir. 
35-35-35-35 

Schlesinger Associates, Inc. 
Executive Plaza, Ste. 400 
10 Parsonage Rd . 
Edison , NJ 08837 
Ph . 908-906-1122 
Fax 908-906-8792 
Steven Schlesinger, Exec. V.P. 
25-0-25-0 
(See advertisement on p. 85) 

Schulman, Ronca & Bucuvalas, Inc. 
145 E. 32nd St. 
New York, NY 10016 
Ph . 212-779-7700 
Fax 212-779-7785 
Mark A. Schulman, Ph.D . 
150-150-150-150 

Seaport Surveys 
34 Cliff St. 
New York, NY 10038 
Ph . 212-608-3100 
Fax 212-608-4966 
Andrea Waller, President 
25-0-25-0 
(See advertisement on p. 45) 
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Consider the depth of analytical 
talent at MacroAHF. A major new 

marketing research and consulting firm, 
we offer all the brainpower, experience, 

and capabilities of Macro International 
and AHF combined. 

Our merged resources include two fully 
staffed 1 00-station CATI centers with 

predictive dialing, multiple focus group 
facilities, an international network of 

offices, and experience in 80 markets 
worldwide . Our expertise runs the entire 
gamut-from qualitative to quantitative, 

from data collection and tabulation 
to analysis, strategic planning, 

and consulting. 

MacroAHF is ready to meet your needs 
right now. To learn more about the ways 

in which we can help, contact MacroAHF 
President Scotty Levitt in our New York 
office, or Greg Mahnke in Burlington. 

MACR~I-I~ 
MARKETING RESEARCH AND CONSULTANCY 

100 Avenue of the Americas, New York, NY 10013 
212-941-5555 1-800-TAKE AHF Fax 212-941-7031 

126 College Street, Burl ington, VT 05401 

802-863 -9600 Fax 802-863-8974 

A Division of Macro International, Inc . 



Codes - (e.g. 25-10-25-10) 
U.S. WATS 
29 W. 38th St. , 1Oth fl. 
New York, NY 10018 
Ph. 212-819-1466 

1. STATIONS- No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site Fax 212-819-1813 
44-25-40-40 4. OFF-PREMISES -No. of stations which can be 

monitored off-premises 

Statistical Research, Inc. 
111 Prospect St. 
Westfield, NJ 07090 
Ph. 908-654-4000 
Fax 908-654-6498 
Gale Metzger 
45-45-45-45 

Suburban Associates 
579 Franklin Turnpike 
Ridgewood, NJ 07450 
Ph. 201-44 7-5100 
Fax 201-447-9536 
Andrew Edwards 
35-25-35-35 

The Telephone Centre, Inc. 
3 Cottage Place 
New Rochelle, NY 10801 
Ph . 914-576-11 00 
Fax 914-576-0469 

The WATS Room, Inc. 
120 Van Nostrand Ave. 
Englewood Cliffs, NJ 07632 
Ph. 201-585-1400 
Fax 201-585-1524 
E-mail : thewatsroom@attmail.com 
Lou Roth, President 
1 00-1 00-1 00-1 00 
(See advertisement on p. 84) 

Poughkeepsie 

On Line Communications, Inc. 
291 Wall St. 
Kingston, NY 12401 
Ph. 914-331-0061 
Fax 914-331-7061 
40-40-40-40 

Adam Fleischer, Vice President 
135-135-135-135 

84 

WE'RE ALMOST EMBARRASSED BY 
WHAT OUR CLIENTS SAY ABouT OUR 

TELEPHONE DATA COLLECTION 

'' Greatjob! H.S., NJ 
It's always a pleasure to do business with 
The Wars Room, A.P., CT 

My experience with yoi,II company has 
been terrific, N.G., CT 

Staff met and exceeded our expectations, ' ' 
!{.A., CA 

~e randomly surveyed our clients (both old 
and new) on market research projects we've 
handled for them during the year. 

We don't want to brag, but on a scale of 1 to 5, 
wher 1 is poor and 5 is exceptional, our clients 
rated us an astounding 4.4. 

Modestly speaking, we've built a distinguished 
eputatiorrfor the quality of our work, our service 

and our responsiveness. 

No matter what the size or complexity of your 
project, if you're looking-for answers you can 
depend on. .. and the kind of quality service you 
deserve, call The Wats Room. 

THE WATS •OOM , I NC. 
VtPfJUENCE, TKHNOI..OCY, RESULTS. 

120 Van Nomand Ave., Englewood Cliffs, NJ 07632 
(201)585-1400 Fax: (201 )585-1524 

Rochester 

Gordon S. Black Corporation 
135 Corporate Woods 
Rochester, NY 14623-1457 
Ph . 716-272-8400 
Fax 716-272-8680 
Joanne Burnash 
70-70-70-70 

Syracuse 

KS&R Consumer Testing Center 
Shoppingtown Mall 
3649 Erie Blvd. E. 
Syracuse, NY 13214 
Ph . 800-645-5469 
Fax 315-446-6719 
Lynette Van Dyke 
40-26-40-0 

NORTH CAROLINA 

Charlotte 

Consumer Pulse of Charlotte 
5625 Central Ave./Eastland Mall 
Charlotte, NC 28212 
Ph. 704-536-6067 
Fax 704-536-2238 
John Crowell , Director 
15-8-15-15 

Leibowitz Market Research Ascts. 
One Parkway Plaza, Ste. 110 
4824 Parkway Plz. Blvd . 
Charlotte, NC 28217-1968 
Ph.704-357-1961 
Fax 704-357-1965 
Teri Leibowitz 
15-10-0-0 

MarketWise, Inc. 
1332 E. Morehead St. 
Charlotte, NC 28204 
Ph . 704-332-8433 
Fax 704-332-0499 
Beverly Kothe 
15-0-15-15 

Greensboro 

Bellomy Research, Inc. 
150 S. Stratford Rd ., Ste. 500 
Winston-Salem, NC 27104 
Ph . 910-721-1140 or 800-443-7344 
Fax 910-721-1597 
E-mail : Bellomy@lnterpath.com 
John Sessions, Vice President 
120-120-120-120 

CB&A Market Research 
1400 Westgate Center Dr. , Ste. 200 
Winston-Salem, NC 27103 
Ph. 91 0-765-1234 
Fax 910-765-1109 
Amy Anderson , Field Rsch. Mgr. 
24-24-24-0 
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Corporate Research 
236 Highway 68 S. 
Greensboro, NC 27409 
Ph . 800-866-2600 
Fax 800-719-0719 
John Deuterman 
40-0-40-40 

The Customer Center, Inc. 
3528 Vest Mill Rd. 
Winston-Salem, NC 27103 
Ph . 910-768-7368 
Fax 91 0-768-7 428 
Tara Olson, Vice President 
12-12-12-0 

The Telephone Centre, Inc. 
1605 Spring Garden St. 
Greensboro, NC 27403 
Ph . 910-57 4-3000 
Fax 910-57 4-3007 
Liz Winter, President 
65-65-65-65 

Survey Partners of America 
150 S. Stratford Rd ., #500 
Winston-Salem, NC 27104 
Ph. 800-348-8002 
Fax 91 0-722-8538 
Carol Hefner 
120-120-120-120 

Raleigh 

FGI 
206 W. Franklin St. 
Chapel Hill , NC 27516 
Ph . 919-929-7759 
Fax 919-932-8829 
Lenny Lind , Sr. Project Mgr. 
90-90-90-90 

Johnston, Zabor & Associates, Inc. 
Headquarters Park, Ste. 300 
P.O. Box 12743 
Research Triangle Park, NC 27709 
Ph . 919-544-5448 
Fax 919-544-0954 
Jeffery Johnston, President 
20-20-20-20 

Medical Marketing Research , Inc. 
1201 Melton Ct. 
Raleigh , NC 27709 
Ph . 919-870-6550 
Fax 919-848-2465 
George Matijow, President 
30-0-30-0 
(See advertisement on p. 33) 

Nortex Research Group 
7330 Chapel Hill Rd. , Ste. 107 
Raleigh , NC 27607 
Ph . 919-233-9010 or 800-315-8399 
Fax 919-233-2008 
15-0-15-15 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS -No. of interviewing stations at th is location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Tarboro 

Statistical Analysis Center 
P.O. Box 1218 
Tarboro, NC 27886 
Ph. 919-823-0950 
Fax 919-823-4621 
Rawls Howard, Jr. 
52-6-20-20 

OHIO 

Akron 

Research Interviewing Center 
1144 E. Market St. 
Akron, OH 44316 
Ph. 216-796-0100 
30-30-30-30 

Telemarketing Network, Inc. 
2020 Front St., Ste. 206 
Cuyahoga Falls, OH 44221 
Ph. 800-998-4146 
Fax 330-945-4237 
Ken Weitzel , Client Svcs. Mgr. 
48-48-48-48 

Cincinnati 

Alliance Research 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 606-344-0077 
Fax 606-344-0078 
Clint Brown, President 
76-76-76-76 

The Answer Group 
4665 Cornell Rd. 
Cincinnati , OH 45241 
Ph. 513-489-9000 
Fax 513-489-9130 
Connie McCowan, Quantitative Dir. 
40-40-40-40 
(See advertisement on p. 23) 

Assistance In Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati , OH 45249 
Ph. 513-683-6600 
Fax 513-683-9177 
Irwin Weinberg 
20-10-20-20 

B & B Research Services, Inc. 
8005 Plainfield Rd . 
Cincinnati , OH 45236 
Ph. 513-793-4223 
Fax 513-793-9117 
Lynn Caudill , Project Dir. 
15-15-15-15 

Burke Marketing Research 
805 Central Ave. 
Cincinnati , OH 45202 
Ph . 513-559-7510 
Fax 513-559-7555 
Karen Howard , V.P. Data Collection 
200-200-200-200 
(See advertisements on pp. 2, 26) 

Calo Research Services 
10250 Alliance Rd ., Ste. 230 
Cincinnati , OH 45242 
Ph. 513-984-9708 
Patricia Calo 
14-0-14-0 

Consumer Pulse of Cincinnati 
Forest Fair Mall 
514 Forest Fair Dr. 
Cincinnati, OH 45240 
Ph. 513-671-1211 
Fax 513-346-4244 
Susan Lake-Carpenter, Director 
12-6-12-12 

Elrick & Lavidge 
1329 E. Kemper Rd ., Ste. 4210 

•~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Cincinnati , OH 45246 Ph. 513-671-4449 

rJ r JJJJJJ~ JJJ 
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Fax 513-772-1125 
Frank Bossu , Vice President 
64-64-64-64 
(See advertisement on p. 67) 

Fields Marketing Research , Inc. 
7979 Reading Rd . 
Cincinnati , OH 45237 
Ph . 513-821-6266 
Fax 513-679-5300 
Ken Fields, Vice President 
35-35-35-35 

Market Inquiry 
5825 Creek Rd. 
Cincinnati , OH 45242 
Ph . 513-794-1088 
Fax 513-794-1176 
Cathy Noyes, Director 
24-6-24-24 

Marketing Research Services, Inc. 
600 Vine St. , Ste. 2900 
Cincinnati , OH 45202 
Ph . 513-579-1555 
Fax 513-562-8819 
80-80-80-80 

MarketVision Research , Inc. 
4500 Cooper Rd. 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
Sharon Laukhoff, Dir. Rsch. Svcs. 
50-50-50-50 
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Matrixx Marketing Research 
4600 Montgomery Rd ., Ste. 400 
Cincinnati , OH 45212 
Ph . 513-841-1199 or 800-323-8369 
Fax 513-841-0666 
Brian Goret, Nat'l. Acct. Mgr. 
85-85-85-85 
(See advertisement on p. 87) 

OFact Marketing Research 
9908 Carver Rd . 
Cincinnati , OH 45242 
Ph . 513-891-2271 
Fax 513-791-7356 
Mary Swart-Cahall 
22-6-22-22 

Service Industry Research Sys. 
201 Martha Layne Collins Blvd . 
Highland Heights, KY 41076-1750 
Ph . 606-781-9700 
Fax 606-781-8802 
Mirjana Popovich 
34-34-34-34 

Spar/Burgoyne Info. Svce. 
30 W. Third St. 
Cincinnati , OH 45202 
Ph . 513-621-7000 
Fax 513-621-9449 
Thomas Benken , V.P. 
23-23-23-0 

Cleveland 

Gordon S. Black Corporation 
945 Windham Court 
Boardman, OH 44512 
Ph. 216-758-7300 
Fax 216-758-7709 
Joanne Burnash 
46-46-46-46 

Business Research Services, Inc. 
23825 Commerce Park, Ste. A 
Cleveland, OH 44122 
Ph. 216-831-5200 
Fax 216-292-3048 
Ron Mayher, V.P. & G.M. 
25-25-25-25 

Cleveland Field Resources 
25109 Detroit Rd ., Ste. 320 
Westlake, OH 44145 
Ph . 216-892-8555 
Fax 216-892-0002 
Daniel McCafferty, Dir. Client Svcs. 
15-15-15-15 

Cleveland Survey Center 
691 Richmond Rd . 
Cleveland , OH 44143 
Ph . 216-461-6898 
Fax 216-461 -9525 
Joan Miller 
10-1-10-0 
(See advertisement on p. 88) 

May 1996 

Focus Groups of Cleveland 
2 Summit Park Dr., Ste. 225 
Cleveland , OH 44131 
Ph . 800-950-9010 
Fax 216-642-8876 
Betty Perry 
5-2-5-0 

Pat Henry Market Research, Inc. 
230 Huron Rd . N.W., Ste. 100.43 
Cleveland , OH 44113 
Ph. 216-621-3831 
Fax 216-621-8455 
Mark Kikel , V.P. Ops. 
30-20-30-30 
(See advertisement on p. 41) 

The Maffett Research Group, Inc. 
22021 Brookpark Rd. 
Cleveland , OH 44126 
Ph. 216-779-1303 
Fax 216-779-3040 
Shelly Entres, Project Mgr. 
21-12-8-0 

Marketeam Associates 
3645 Warrensville Ctr. Rd ., #340 
Shaker Heights, OH 44122 
Ph. 216-491-9515 
Fax 216-491-8552 
Sandra Traweek, Branch Mgr. 
24-0-24-24 
(See advertisement on p. 3) 

MATRIXX MARKETING RESEARCH 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at th is location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

National Market Measures, Inc. 
25109 Detroit Rd. 
Cleveland, OH 44145 
Ph. 216-892-8555 
Fax 216-892-0002 
John O'Neill , Dir. Field Svcs. 
15-15-15-15 

National Market Measures, Inc. 
781 Beta Dr. 
Cleveland, OH 44143 
Ph. 216-473-7766 
Fax 216-473-0234 
Dan McCafferty, Dir. Client Svcs. 
1 0-1 0-1 0-1 0 

Opinion Centers America 
22021 Brookpark Rd. 
Cleveland , OH 44126 
Ph . 216-779-3000 
Fax 216-779-3040 
Tiina Pampe, President 
40-23-30-30 

OPINIONation 
4301 Ridge Rd. 
Cleveland , OH 44144 
Ph. 216-351-4644 
Fax 216-351-7876 
Ron Kornokovich , President 
35-35-35-35 

Rosen Research 
25906 Emery Rd. 
Cleveland, OH 44128 
Ph. 216-464-5240 
Fax 216-464-7864 
Shirley Jacim, Field Director 
10-0-10-0 

Columbus 

B & B Research Services, Inc. 
1365 Grandview Ave. 
Columbus, OH 43212 
Ph. 614-486-6746 
Fax 614-486-9958 
Judy Frederick, Project Dir. 
8-8-8-0 

Field Dynamics Marketing Research 
929 Eastwind Dr., Ste. 211 
Westerville , OH 43081 
Ph . 800-434-3537 
Fax 818-905-3216 
Tony Blass, President 
10-10-10-0 

Focus and Phones, Inc. 
2655 Oakstone Dr. 
Columbus, OH 43231 
Ph. 614-895-5800 
Fax 614-895-5840 
Sally Pilcher 
20-0-10-15 

Qua lity Controlled Services (QCS) 
7634 Crosswoods Dr. 
Columbus, OH 43235 
Ph. 800-242-4118 or 800-325-3338 
Fax 614-436-7040 
Judy Golas 
22-0-22-0 
(See advertisement on pp. 23, 57) 

Saperstein Associates, Inc. 
4555 N. High St. 
Columbus, OH 43214 
Ph. 614-261-0065 
Fax 614-261-0076 
Martin Saperstein 
36-21-36-36 

Dwight Spencer & Associates, Inc. 
1290 Grandview Ave. 
Columbus, OH 43212 
Ph . 614-488-3123 
Fax 614-421-1154 
Betty Spencer, Vice President 
45-20-23-0 

Dayton 

Center for Business & Economic Rsch. 
University of Dayton 
300 College Park 
Dayton , OH 45469-2110 
Ph . 513-229-2453 
Fax 513-229-2453 
E-mail : Kerckaer@udayton.edu 
Fantine Kerckaert Hess, Assoc. Dir. 
20-0-4-0 

Toledo 

Barbour Research, Inc. 
5241 Southwyck Blvd ., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-34 78 
Emily Barbour, President 
53-53-53-53 

Creative Marketing Enterprises 
1546 Dartford Rd . 
Maumee, OH 43537 
Ph. 419-867-4444 
Fax 419-867-44 70 
Joyce Clevenger, Exec. V.P. 

_____________ __... _____________ ----4 125-125-125-125 

Over 25 Years Of Consumer 
Data Collection Experience 

Professional Consumer Research Services For 
Planning Direction And Minimized Risk 

In Business Decisions 

Call 800-950-9010 

CLEVELAND SURVEY CENTER 
Richmond Mall • 691 Richmond Rd. • 2nd Floor• Cleveland, OH 44143 
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Great Lakes Marketing Ascts., Inc. 
3103 Executive Pkwy. 
Toledo, OH 43606 
Ph. 419-534-4 700 
Fax 419-531-8950 
Mark lott, Principal 
20-14-20-20 

NFO Research, Inc. 
P.O. Box 315 
Toledo, OH 43697-0315 
Ph. 419-666-8800 
Fax 419-661-8595 
Judi Jennings 
160-160-160-160 
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OKLAHOMA 

Bartlesville 

On-Line Communications, Inc. 
401 S. E. Dewey St. 
Bartlesville, OK 7 4003 
Ph. 918-338-2000 
Fax 918-338-2008 
Peggy O'Connor, President 
120-120-120-120 

Oklahoma City 

Issues & Answers Network, Inc. 
301 N.W. 63rd St. , Ste. 140 
Oklahoma City, OK 73116 
Ph. 405-840-4767 
Fax 405-840-5660 
Phyllis Martinez 
67-67-67-67 

Johnson Marketing Research , Inc. 
2915 N. Classen Blvd ., #350 
Oklahoma City, OK 73106 
Ph. 405-528-2700 
Fax 405-525-3238 
Patty Casteel 
14-0-14-0 

Oklahoma City Research 
Ruth Nelson Research Svcs. 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134 
Ph . 405-752-4710 
Fax 405-752-2344 
1 0-1 0-1 0-1 0 

Oklahoma Market Research/Data Net 
3909 Classen Blvd ., Ste. 200 
Oklahoma City, OK 73118 
Ph . 405-525-3412 
Fax 405-525-3419 
Deanna Carter, Manager 
25-10-25-25 

Tulsa 

Cunningham Marketing & Rsch. Fld . Svcs. 
4107 S. Yale , #LA 107 
Tulsa, OK 74135 
Ph. 918-664-7 485 
Fax 918-664-4122 
Roberta Cunningham 
10-4-10-0 

Tulsa Surveys/Gayles Force, Inc. 
4530 S. Sheridan, Ste. 101 
Tulsa, OK 74145 
Ph. 918-665-3311 or 800-544-1494 
Fax 918-665-3388 
Tim Jarrett 
30-0-30-0 

May 1996 

OREGON 

Eugene 

lntersearch Corporation 
(Oregon Center) 
1000 River Rd. 
Eugene, OR 97404 
Ph . 215-442-9000 
Bruce Shandler 
50-50-50-50 

Tel-One Corp. 
1000 River Rd . 
Eugene, OR 97404 
Ph . 514-461-8770 
Fax 514-461-8775 
Neal Dranoff or Ron Cosgrove 
48-48-48-48 

Portland 

Central Telephone Interviewing Sys. (CTIS) 
8285 S.W. Nimbus, Ste. 180 
Beaverton, OR 97005 
Ph. 503-644-9036 
Fax 503-526-0383 
60-60-60-60 
(See advertisement on p. 5) 

Consumer Opinion Services, Inc. 
991 Lloyd Center 
Portland , OR 97232 
Ph . 503-281-1278 
Fax 503-281-1017 
Ann Kane, Manager 
8-0-8-0 
(See advertisement on p. 98) 

The Gilmore Research Group 
729 N.E. Oregon St. , Ste. 150 
Portland, OR 97232 
Ph. 503-236-4551 
Fax 503-731-5590 
Denise Bauman 
20-20-20-20 

Griggs-Anderson Field Research 
308 S.W. 1st Ave ., 4th fl. 
Portland, OR 97204 
Ph . 503-241-8700 
Fax 503-241-8716 
Brenda Dwyer 
59-59-59-59 

lnfoTek Research Group, Inc. 
4900 S.W. Griffith Dr. , Ste. 274 
Beaverton, OR 97005 
Ph . 503-644-0644 
Fax 503-641-0771 
Steve Boespflug, Vice President 
24-18-24-24 

Market Decisions Corporation 
8959 S.W. Barbur Blvd ., #204 
Portland, OR 97219 
Ph. 503-245-4479 
Fax 503-245-9677 
Lester Harman, Field Svcs. A. E. 
46-46-32-32 

Market Trends, Inc. 
2130 S.W. Jefferson, Ste. 200 
Portland, OR 97201 
Ph. 503-224-4900 
Fax 206-562-4843 
Brad Huston 
15-15-15-15 

Research Data Design, Inc. 
517 S.W. 4th Ave. , 2nd fl. 
Portland, OR 97204 
Ph. 503-223-7166 
Fax 503-223-6760 
E-mail:jdavid@europa.com 
John Stepleson 
50-50-50-50 

Sorenson Associates, Inc. 
330 S.E. Third St. 
Troutdale, OR 97060 
Ph. 800-452-4321 
Fax 503-666-5113 
E-mail: SORENSON@ibm.net 
James Sorenson, Exec. V.P. 
21-0-21-0 

PENNSYLVANIA 

Allentown 

Telephone Concepts, Unltd. 
3724 Crescent Court W. 
Whitehall, PA 18052 
Ph. 610-437-4000 
Fax 610-437-5212 
Robert Williams 
40-0-40-0 

Erie 

Moore Research Services, Inc. 
2610 Ellsworth Ave. 
Erie, PA 16508 
Ph. 814-868-4678 
Fax 814-864-8333 
Colleen Moore Mezler, V.P. 
15-5-3-3 

Indiana 

lntersearch Corporation 
(Indiana Center) 
699 Philadelphia St., Ste. 303 
Indiana, PA 15701 
Ph. 215-442-9000 
Bruce Shandler 
125-125-125-125 

Tel-One Corp. 
699 Philadelphia St., Ste. 303 
Indiana, PA 15701 
Ph. 412-465-1900 
Fax 412-465-1904 
Neal Dranoff or Ron Cosgrove 
126-126-126-126 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS- No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations wh ich can be monitored on-site 

4. OFF-PREMISES -No. of stations which can be 
monitored off-premises 

Visions Marketing Services 
528 W. Orange St. 
Lancaster, PA 17603 
Ph. 717-295-8000 
Fax 717-295-8020 
Allan Geller, President 
35-35-35-35 

Philadelphia 

Central Telephone Interviewing Sys. {CTIS) 
920 Town Center Or., Bldg . 1-10 
Langhorne, PA 19047 
Ph. 215-752-7266 
Fax 215-741-4893 
Mike Dutka, Vice President 
60-60-60-60 
(See advertisement on p. 5) 

Chilton Research Services 
201 King of Prussia Rd . 
Radnor, PA 19089-0193 
Ph . 610-964-4602 
Fax 610-964-2904 or 610-964-2942 
Pedro Geraldina 
350-350-350-350 
(See advertisement on p. 42) 

Consumer/Industrial Research (C/IR) 
P.O. Box 206 
Chadds Ford, PA 19317 
Ph . 610-565-6222 
Fax 610-459-7898 
Gene Rullo, President 
35-20-35-35 

Consumer Pulse of Philadelphia 
2203 Plymouth Meeting Mall 
Plymouth Meeting, PA 19462 
Ph . 610-825-6636 
Fax 610-825-6805 
Eleanor Yates, Director 
15-8-15-15 

The Data Group, Inc. 
1400 Union Meeting Rd. 
Blue Bell , PA 19422 
Ph. 215-619-4900 
Fax 215-619-4999 
Vytas Kisielius, V.P. 
1 00-1 00-1 00-1 00 

Delta Market Research, Inc. 
333 N. York Rd . 
Hatboro, PA 19040 
Ph. 215-674-1180 
Fax 215-67 4-1271 
Linda Celec, President 
23-23-23-23 

Eastern Research Services (ERS) 
1001 Baltimore Pike, #208 
Springfield , PA 19064 
Ph. 610-543-0575 
Fax 610-543-2577 
Kean Spencer 
1 00-1 00-1 00-1 00 

ICR Survey Research Group 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
Steve McFadden, Exec. V.P. 
180-180-180-180 
(See advertisements on pp. 33, 35, 37) 

ICT Research Services 
Member ICT Group, Inc. 
584 Middletown Blvd . 
Langhorne, PA 19047-1822 
Ph . 215-702-9300 
Fax 215-702-9303 
Dean Kilpatrick, Pres. ICT Rsch. Svcs. 
48-32-48-48 

lntersearch Corporation 
(Horsham Center) 
410 Horsham Rd . 
Horsham, PA 19044 
Ph . 215-442-9000 
Bruce Shandler 
1 00-1 00-1 00-1 00 

lntersearch Corporation 
(Grant Center) 
9501 Roosevelt Blvd ., Ste. 204 
Ph iladelphia, PA 19114 
Ph. 215-442-9000 
Bruce Shandler 
55-55-55-55 

JRA, {J. Reckner Assoc.) 
587 Bethlehem Pike , Ste. 800 
Montgomeryville, PA 18936 
Ph . 215-822-6220 
Fax 215-822-2238 
Frances Grubb or Nancy Kolkebeck 
50-20-50-50 
(See advertisements on pp. 41, 90) 

JRP Marketing Research Svcs. 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
Kathy McCarty 
33-15-20-20 
(See advertisement on p. 91) 

Market Dimensions, Inc. 
203 E. Baltimore Pike 
Media, PA 19063 
Ph . 61 0-565-961 0 
Fax 61 0-565-7293 
B.J. McKenzie, President 
25-0-25-25 
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Mar's Surveys, Inc. 
Rte . 130, Cinnaminson Mall , #1 00 
Cinnaminson , NJ 08077 
Ph . 609-786-8514 
Fax 609-786-0480 
Marlene Teblum 
5-0-5-5 

MSI International 
860 First Ave ., Ste. 860 
King of Prussia, PA 19406 
Ph . 610-265-2000 
Fax 610-265-2213 
Paul Strasser 
50-50-50-50 

Phone lab Research , Inc . 
100 N. 17th St. , 4th fl. 
Philadelphia, PA 19103 
Ph . 215-561-7400 
Fax 215-561-7403 
Merrill Dubrow, V.P. Ops. 
75-50-75-75 
(See advertisement on p. 93) 

Quality Controlled Services {QCS) 
2577 lnterplex Dr. 
KOR Center A, Ste. 101 
Trevose, PA 19053 
Ph . 800-752-2027 or 800-325-3338 
Fax 215-639-8224 
Lynne Sitvarin 
14-0-14-0 
(See advertisement on p. 57) 

The Reich Group 
Seven Penn Center 
1635 Market St. , #200 
Philadelphia, PA 19103 
Ph . 800-331-9316 
Fax 215-972-1788 
Mort Reich 
200-30-200-200 

Research , Inc. 
531 Plymouth Rd ., Ste. 510 
Plymouth Meeting , PA 19462 
Ph . 610-941-2700 
Fax 610-941-2711 
Phyllis Santoro, President 
15-12-15-15 

The Response Center, Inc. 
6908 Market St. 
Upper Darby, PA 19082 
Ph . 610-352-2800 
Fax 610-352-7382 
Patrick Baldasare 
130-130-130-0 

Ricci Telephone Research , Inc. 
2835 W. Chester Pike 
Broomall , PA 19008 
Ph. 610-356-0675 
Fax 610-356-7577 
Chris Ricci/Sal Ricci , Partners 
50-50-50-50 

May 1996 
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1. STATIONS- No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES -No. of stations wh ich can be 
monitored off-premises 

RSVP/Research Services 
1916 Welsh Rd. 
Philadelphia, PA 19115 
Ph. 215-969-8500 
Fax 215-969-3717 
Neil Blefeld, President 
Michael Feldman, Exec. V.P. 
60-40-60-60 
(See advertisement on p. 21) 

Survey America 
1350 S. Pennsylvania Ave. 
Morrisville, PA 19067 
Ph. 215-736-1600 
Fax 215-736-5984 
Doug Elliott, President 
35-35-35-35 

Tel-One Corp. 
410 Horsham Rd. 
Horsham, PA 19044 
Ph. 215-442-9060 
Fax 215-442-9675 
Neal Dranoff or Ron Cosgrove 
39-39-39-39 

Tel-One Corp. 
9501 Roosevelt Blvd. , Ste. 204 
Philadelphia, PA 19114 
Ph. 215-464-1900 
Fax 215-464-9235 
Neal Dranoff or Ron Cosgrove 
57-57-57-57 

Tele-Research Center, Inc. 
2417 Welsh Rd., Ste. 202 
Philadelphia, PA 19114 
Ph . 215-464-7000 
Fax 215-602-2342 
Robert Malmud, Partner 
80-80-80-80 

TMR, Inc. 
1974 Sproul Rd. 
Broomall , PA 19008 
Ph. 215-359-1190 
Fax 215-353-5946 
Tom Ramsburg 
50-50-50-50 
(See advertisement on p. 92) 

TVG 
520 Virginia Dr. 
Ft. Washington, PA 19034 
Ph. 215-646-7200 
Fax 215-641-1898 
70-0-70-0 

Valley Forge Information Service 
Member ICT Group, Inc. 
584 Middletown Blvd. 
Langhorne, PA 19047-1822 
Ph. 215-702-9300 
Fax 215-702-9303 
Harold Krakovitz, Dir. of Sales 
48-32-48-48 

Valley Forge Information Service 
Member ICT Group, Inc. 
2200 W. Broad St. 
Bethlehem, PA 18018-3216 
Ph . 610-807-9754 
Fax 61 0-807-9763 
Mary Ellen Fasano, Dir. of Ops. 
64-32-64-64 

The WATS House 
6908-1 0 Market St. 
Upper Darby, PA 19082 
Ph . 610-352-5700 
Fax 610-352-7381 
Dan Margherita, President 
70-70-70-70 

Pittsburgh 

Campos Market Research 
216 Blvd . of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-4 71-8497 
Rene Campos, V.P. Bus. Dev. 
40-20-40-40 
(See advertisement on p. 23) 

IMR~ 

IT'S OUR PEOPLE 
THAT MAKE THE DIFFERENCE! 

BROOMALL, PA SPRINGFIELD, PA PARSIPPANY, NJ AURORA, CO 

92 

Tel: 1-800-220-1190 
Fax:610-359-1824 

Tel: 610-328-1147 Tel: 1-800-220-3659 Tel: 303-751-5300 
Fax: 610-328-0678 Fax: 201-829-1031 Fax: 303-751-5550 

• your partner in national and international data collection • 
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John J. Clark & Associates 
120 S. Whitfield St. 
Pittsburgh , PA 15206 
Ph . 412-361-3200 or 800-426-8248 
Fax 412-361-3319 
John Clark 
20-10-20-20 

Direct Feedback 
Four Station Sq ., Ste. 545 
Pittsburgh, PA 15219 
Ph . 412-394-3676 
Fax 412-394-3660 
Tara Hill Conroy, President 
20-10-20-0 

Direct Response Marketing, Inc. 
Tele Data Research Div. 
1500 Ardmore Blvd. 
Pittsburgh, PA 15221 
Ph . 412-242-6200 
Fax 412-731-9510 
A.F. Brattina, President 
50-50-50-50 

The Gilmore Research Group 
500 Wood St. , Ste. 2005 
Pittsburgh, PA 15222 
Ph . 412-338-0222 
Fax 412-338-0224 
Kelly O'Hara 
20-20-20-20 

Guide Post Research 
21 Yost Blvd., Ste. 400 
Pittsburgh , PA 15221-5283 
Ph. 412-823-8444 or 412-823-3232 
Fax 412-823-8300 
Jay P. LaMond, President 
15-015-0 

PERT Survey Research 
454 Perry Hwy. 
West View, PA 15229 
Ph . 412-939-1500 
40-35-40-40 

Santell Phone & Focus, Inc. 
300 Mt. Lebanon Blvd ., Ste. 2204 
Pittsburgh , PA 15234 
Ph . 412-341-8770 
Fax 412-341-877 4 
Barbara K. Womack, President 
15-2-15-15 

State College 

Diagnostics Plus 
111 Sowers St. 
State College, PA 16801 
Ph . 800-444-6093 
Fax 814-231-7672 
Dr. Paul Weener, CEO/Pres. 
20-20-10-10 
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There is a difference between telephone 
research companies. And it isn't just in the 
equipment. At PhoneLab, we have new ideas 
as well as new technology. If you're content 
with the ordinary, that's fine. If you want a 
company that exceeds the norm, call Merrill 
Dubrow at (800) 220-5089. 

••• ••• ••• • •• 
Exceeds the norm. 

Medical, Consumer, Business-to-Business, 
and Public Opinion Research. 

100 North 17th Street, 4th Floor 
Philadelphia, Pa. 19103 

Phone: (21 5) 561-7400 Fax: (215) 561 -7403 93 



Codes - (e.g. 25-10-25-10) 

1. STATIONS- No. of interviewing stations at th is location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Wilkes-Barre 

lntersearch Corporation 
(Wilkes Barre Center) 
225 Stewart Rd. 
Hanover Industrial Park 
Wilkes-Barre, PA 18708 
Ph. 215-442-9000 
Bruce Shandler 
87-87-87-87 

Tel-One Corp . 
225 Stewart Rd . 
Hanover Industrial Park 
Wilkes-Barre, PA 18708 
Ph. 717-823-2833 
Fax 717-823-3107 
Neal Dranoff or Ron Cosgrove 
80-80-80-80 

RHODE ISLAND 

Providence 

Advantage Research Corp. 
580 Ten Rod Rd. 
North Kingstown, Rl 02852 
Ph . 401-294-6640 
Fax 401-295-2825 
Rick Nagele 
15-0-0-0 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence, Rl 02908 
Ph. 401-861-3400 
Fax 401-861-0062 
James Gaffney 
22-0-22-0 

CONNECT Corporation 
2346 Post Rd. 
Warwick, R I 02886 
Ph . 800-422-4111 
Fax 401-736-5454 
Andrew M. Curry, President 
30-0-30-30 
(See advertisement on p. 94) 

CONNECT Corporation 
217 Westminster St. 
Providence, Rl 02903 
Ph . 800-422-4111 
Andrew M. Curry, President 
75-70-75-75 
(See advertisement on p. 94) 

SOUTH CAROLINA 

Columbia 

MarketSearch Corporation 
2721 Devine St. 
Columbia, SC 29205 
Ph . 803-254-6958 
Fax 803-799-9180 
Melinda Mukofsky, Field Dir. 
31-8-31-0 

Metromark Field Services 
3030 Devine St. 
Columbia, SC 29205 
Ph . 803-256-8694 
Fax 803-254-3798 
Pam Sheehan , Director 
19-0-15-0 

Greensville 

Carolina Market Research 
88 Villa Rd . 
Greenville, SC 29615 
Ph. 803-233-5775 
Fax 803-233-6181 

______________ ......__ _____________ ~ Elizabeth Buchanan 
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c 

SUCCESS 
BEGINS WITH KNOWING YOUR CUSTOMERS AND 

MEETING THEIR REQUIREMENTS. 

LET US HELP YOU SUCCEED! 

• COMPETITIVE ANALYSIS 
• DATABASE DEVELOPMENT 
• DATABASE MAINTENANCE 
• MYSTERY SHOPPING 
• CUSTOMER SATISFACTION 

SURVEYS 

CALL 
1-800-422-4111 

DISCUSS YOUR REQUIREMENTS Wim 
TERRY JENKINS, 

PRESIDENT OF SALES 

. 

12-0-12-0 

Research Inc. 
211 Century Dr., Ste. 1 02-D 
Greenville, SC 29607 
Ph . 864-232-2314 
Fax 864-232-1408 
Leah Batson , Vice President 
28-0-28-0 

SOUTH DAKOTA 

Sioux Falls 

American Public Opinion Survey 
and Market Research Corp. 

1320 S. Minnesota Ave. 
Sioux Falls, SD 57105-0625 
Ph. 605-338-3918 
Fax 605-394-7473 
Warren Johnson, President 
27-27-27-27 

TENNESSEE 

Chattanooga 

Wilkins Research 
1921 Morris Hill Rd . 
Chattanooga, TN 37 421 
Ph. 423-894-9478 
Fax 423-894-0942 
Lisa Wilkins, Ops Mgr. 
24-24-24-24 
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Accudata Market Research 
1036 Oakhaven Rd . 
Memphis, TN 38119 
Ph . 901-763-0405 
Fax 901-763-0660 
Valerie Jolly 
10-0-10-10 

Market Development Associates , Inc. 
5050 Poplar Ave ., Ste. 821 
Memphis, TN 38157 
Ph . 901-682-1011 
Fax 901 -682-5352 
Resa McVay, Field Director 
24-24-24-24 

PWI Research 
5100 Poplar Ave., Ste. 3125 
Memphis, TN 38137 
Ph . 901-682-2444 
Fax 901-682-2471 
Lea Winstead , President 
35-35-35-35 

Nashville 

Perdue Research Group 
2000 Glen Echo Rd ., Ste. 106 
Nashville, TN 37215 
Ph . 615-298-5117 
Fax 615-298-5668 
Greg Fuson , Acct Mgr./Cnslt. 
20-16-0-0 

Quality Controlled Services (QCS) 
Fairlawns Building 
5203 Maryland Way, Ste. 150 
Brentwood , TN 37027 
Ph . 800-637-0137 or 800-325-3338 
Fax 615-661 -4035 
Mary Bryant 
15-0-15-0 
(See advertisements on pp. 23, 57) 

TEXAS 

Amarillo 

Opinions Unlimited, Inc. 
8201 S.W. 34th 
Amarillo , TX 79121 
Ph . 806-353-4444 
Fax 806-353-4718 
Neil Norwood, Vice President 
50-50-50-50 
(See advertisement on p. 95) 

Austin 

First Market Research Corp. 
2301 Hancock Dr. 
Austin, TX 78756 
Ph . 512-451-4000 
Fax 512-451-5700 
Jim Heiman, President 
50-35-50-50 
(See advertisement on p. 97) 

The Gallup Organization-Austin 
1016 La Posada, Ste. 290 
Austin , TX 78752 
Ph . 512-454-5271 
100-75-100-100 

May 1996 

NuStats, Inc. 
4544 S. Lamar, Bldg . 200 
Austin , TX 78745 
Ph. 512-892-0002 
Fax 512-892-3806 
Carlos Arce, President 
65-30-45-45 

Tammadge Market Research 
1616-B Rio Grande 
Austin , TX 78701 
Ph . 800-879-9198 
Fax 512-370-0339 
Melissa Pepper, Acct. Exec. 
35-20-35-20 

I 
When 

c ose 

• ... g1ve 
us all ca . 

OPINIONS UNLIMITED 
A PREMIER RESEARCH CENTER 

FOCUS GROUP SUITES 
TELEPHONE INTERVIEWING 

Three RiveiWay 
Suite 250 

Houston, TX 77056 
713- 888-0202 

Dallas/Ft. Worth 

Edward Blank Associates 
100 S. Industrial Blvd . 
Euless, TX 76040 
Ph. 212-741-8133 
Ed B·lank, President 
175-175-175-175 

Edward Blank Associates 
1201 N. Watson Rd. , Ste. 100 
Arlington , TX 76006 
Ph. 212-741-8133 
Ed Blank, President 
75-75-75-75 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS- No. of interviewing stations at this location 

2. CRT'S - No. of stations using CRT's for interviewing 

3. ON-SITE- No. of stations which can be monitored on-site 

4. OFF-PREMISES- No. of stations which can be 
monitored off-premises 

Decision Analyst, Inc. 
604 Ave. H East 
Arlington, TX 76011 
Ph. 817-640-6166 
Fax 817-640-6567 
Todd Williford 
64-50-64-64 

DSS Research 
711 E. Lamar Blvd., #1 01 
Arlington , TX 76011 
Ph. 817-265-2422 
Fax 817-261-0707 
Roger Zudekoff 
50-50-50-50 

Fenton Swanger Rsch ., Inc. 
14800 Quorum Dr. , Ste. 250 
Dallas, TX 75240 
Ph. 214-934-0707 
Fax 214-490-3919 
Nancy Ash moore 
30-10-30-0 

Focus On Dallas 
4887 Alpha Rd. , #21 0 

-------------~ Dallas, TX 75244 

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
Twenty-eight line phone center 

with 20 CRT stations for computer as­
sisted interviewing, and nationwide 
market coverage, with bilingual inter­
viewers available. 

Specially designed 3200 square 
feet, free standing focus group facil­
ity. Large 20' X 20' conference room, 
two level viewing room (seats 15), full 
kitchen, audio, video, expert recruit­
ing, one-on-ones, executive, profes­
sional, medical, Hispanic recruiting a 
specialty. "Se habla Espanol". 

Permanent mall facility also 
available in the region's largest mall. 

Call Linda Adams 
Owner and Director 

(915) 591-4777 
FAX (915) 595-6305 
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Ph. 214-960-5850 
Fax 214-960-5859 
Mary Ulrich 
15-0-0-0 

M/A/R/C 
1700 Wilshire 
Denton, TX 76201 
Ph. 817-566-6668 
Fax 817-566-0671 
Alice Bell 
123-123-123-123 

Nortex Research Group 
1341 W. Mockingbird, Ste. 417E 
Dallas, TX 75247 
Ph. 214-630-TEXX or 800-315-8399 
Fax 214-630-6769 
Kelly Lynn Ireland 
12-0-12-0 

Probe Research Inc. 
2723 Valley View Ln. 
Dallas, TX 75234 
Ph. 214-241-6696 
Fax 214-241-8513 
Richard Harris, Vice President 
25-0-25-25 
(See advertisement on p. 41) 

Quality Controlled Services (QCS) 
14679 Midway Rd ., Ste. 102 
Dallas, TX 75244 
Ph. 800-421-2167 or 800-325-3338 
Fax 214-490-3065 
Kathi McGregor 
12-0-12-0 
(See advertisements on pp. 23, 57) 

Savitz Research Center, Inc. 
13747 Montfort Dr., Ste. 111 
Dallas, TX 75240 
Ph . 214-386-4050 
Fax 214-450-2507 
Harriet Silverman, Vice President 
11 0-60-11 0-11 0 

El Paso 

Aim Research 
10456 Brian Mooney Ave. 
El Paso, TX 79935 
Ph . 915-591-4777 
Fax 915-595-6305 
Linda Adams, Project Dir. 
25-15-5-0 
(See advertisement on p. 96) 

Houston 

Center For Quantitative Studies (COS) 
5851 San Felipe, #650 
Houston, TX 77057 
Ph. 800-460-9111 
Fax 713-954-1520 
Noel Roulin 
50-15-50-50 
(See advertisement on p. 23) 

The Center for Rsch . & Public Policy 
2000 W. Loop S., 16th fl. 
Houston, TX 77027 
Ph . 203-776-9222 
Fax 203-777-1807 
Jerry Lindsley 
25-25-25-0 

Creative Consumer Research 
3945 Greenbriar 
Stafford, TX 77477 
Ph . 713-240-9646 
Fax 713-240-3497 
Patricia Pratt, Field Dir. 
60-4-60-0 

The Gallup Organization-Houston 
14405 Walters Rd ., Ste. 200 
Houston, TX 77014 
Ph . 713-444-0040 
160-160-160-160 

Higginbotham Associates, Inc. 
3355 W. Alabama, Ste. 530 
Houston, TX 77098 
Ph . 713-626-3033 
Fax 713-626-0418 
Marie Kraft 
20-0-15-1 

In-Touch Research, Inc. 
5855 Sovereign , Ste. 200 
Houston, TX 77036 
Ph. 713-773-8300 
Fax 713-773-8306 
Debbie Thigpen 
22-0-15-0 

MVA Research 
5851 San Felipe, Ste. 600 
Houston, TX 77057 
Ph .713-783-91 09 
Fax 713-783-4238 
Michael Pope 
80-0-80-60 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph . 713-888-0202 
Fax 713-960-1160 
Andrew Martin, Vice President 
24-8-24-0 
(See advertisement on p. 95) 

Quality Controlled Services (QCS) 
17625 El Camino Real , Ste. 100 
Houston, TX 77058 
Ph. 800-522-2385 or 800-325-3338 
Fax 713-486-3831 
Diana Reid 
20-0-20-12 
(See advertisement on p. 57) 
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The Woodward Group 
10101 S.W. Freeway, Ste. 335 
Houston, TX 77074 
Ph . 713-772-0262 
Fax 713-772-0265 
Kerry Palermo, President 
36-0-36-0 

Killeen 

M/A/R/C 
1002 Wales Dr. 
Killeen, TX 76542 
Ph . 817-634-1118 
Fax 817-634-1661 
Ramona Pearcey, Wats Ctr. Mgr. 
128-128-128-128 

Lubbock 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-744-6740 
Fax 806-7 44-0327 
David McDonald , Sales/Mktg . Dir. 
90-55-80-80 

San Antonio 

Creative Consumer Research 
5411 Bandera Rd ., Ste. 307 
San Antonio, TX 78238 
Ph . 210-520-7025 
Fax 21 0-680-9906 
Richard Weinhold 
50-0-50-0 

Galloway Research Service 
4346 N.W. Loop 410 
San Antonio, TX 78229 
Ph . 21 0-734-4346 
Fax 210-732-4500 
Linda Brazel , Gen . Mgr. 
66-66-66-66 

VNU Operations Center 
4801 N .W. Loop 410, Ste. 125 
San Antonio , TX 78229 
Ph . 954-753-6043 
Kathy Pilhuj 
70-70-70-70 

UTAH 

Provo 

BRG Research Service 
50 E. 500 N., Ste. 200 
Provo, UT 84601 
Ph. 801-373-9923 
Fax 801-374-2751 
Spencer Robbins 
35-15-35-35 

Western WATS Center 
288 W. Center St. 
Provo, UT 84601 
Ph . 801-373-7735 
Fax 801-375-0672 
Greg Graul 
184-184-184-184 

May 1996 

The Wirthlin Group 
1998 S. Columbia Ln . 
Orem, UT 84058 
Ph . 801-226-1524 
Fax 801-226-3483 
Kevin Crandall , Exec. Dir. 
1 00-1 00-1 00-1 00 

Salt Lake City 

Discovery Research Group 
2089 E. Fort Union Blvd. 
Salt Lake City, UT 84121 
Ph . 800-678-37 48 or 801-944-0326 
Fax 801-944-0550 
Mike Anderson or Scott Spain 
259-259-259-259 
(See advertisement on p. 98) 

Paria Research Group, Inc. 
Central Park East 
1815 S. State St. , Ste. 4000 
Orem, UT 84058 
Ph . 801-226-8200 
Fax 801-226-4819 
Stephen Zimmerman , Pres./CEO 
1 00-1 00-1 00-1 00 

Utah Market Research Svcs. 
Ruth Nelson Research Svcs. 
Crossroads Plaza Mall 
50S. Main 
Salt Lake City, UT 84144 
Ph. 801-363-8726 
Fax 801-321-4904 
10-0-10-0 

Valley Research, Inc. 
1800 S. W. Temple, A226-1 
Salt Lake City, UT 84115-1851 
Ph . 801-467-4476 
Fax 801-487-5820 
Dennis L. Guiver 
28-20-28-28 

VERMONT 

Burlington 
Macro International, Inc. 
126 College St. 
Burlington, VT 05401 
Ph . 800-639-131 0 
Fax 802-863-897 4 
E-mail : mahnke@macroint.com 
Internet: http://www.macroint.com 
Greg Mahnke, Vice President 
99-99-99-99 
(See advertisement on p. 47) 

VIRGINIA 

Norfolk 

ASI Market Research, Inc. 
11830 Fishing Point Dr., #213 
Newport News, VA 23606 
Ph . 804-873-6100 
Fax 804-873-6102 
David Stanley 
100-75-100-75 

FIRST, 
MARKET 

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

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

http://www. firstmarket.com 

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

First 
Market 

= Research 
121 Beach street. Boston. MA 02111 

(6 17) 482-9000 
2301 Hancock Drive. Austin. TX 75756 

(5 12) 451-4000 



Codes - (e.g. 25-10-25-10) 
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2. CRT'S- No. of stations using CRT's for interviewing 

3. ON-SITE - No. of stations which can be monitored on-site 
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monitored off-premises 

Edward Blank Associates 
Pembroke Five, Ste. 200 
Virg inia Beach , VA 23462 
Ph. 212-741-8133 
Ed Blank, President 
125-125-125-125 

Continental Research Ascts. 
4500 Colley Ave. 
Norfolk, VA 23508 
Ph. 804-489-4887 
Nanci Glassman 
14-7-14-14 

Issues & Answers Network, Inc. 
5151 Bonney Rd ., Ste. 100 
Virg in ia Beach, VA 23462 
Ph. 804-456-1100 
Fax 804-456-0377 
Peter McGuinness 
415-415-415-415 

Quick Test, Inc. 
825 Greenbrier Circle, Ste. 200 
Chesapeake, VA 23320 
Ph . 804-523-2505 
Fax 804-523-0463 
Gerri Kennedy, Manager 
20-20-20-20 

Richmond 

Media General Research 
P.O. Box 85333 
Richmond, VA 23293-0001 
Ph. 804-649-6785 

--------------...&..--------------~ Fax 804-649-6863 
Stephen T. Shaw, Dir. of Rsch . 
15-0-15-0 

Southeastern Institute of Research 
2325 W. Broad St. 
Richmond, VA 23220 
Ph. 804-358-8981 
Fax 804-358-9761 
Robert Miller, President 
43-15-43-43 

WASHINGTON 

Seattle 

Consumer Opinion Services , Inc. 
12825 1st Ave. S. 
Seattle, WA 98168 
Ph. 206-241-6050 

------------------------------1 Fax 206-241-5213 

"Finally 
a decent focus 
group room," 
spoke Anne 

Er... we mean Spokane as in Washington. Consumer Opinion 
Services is proud to announce the reopening of our Spokane 
Focus Group Facility. The new room is great, offering a 
tapered table, full audio visual services and the kind of 
environment you've come to expect from C.O.S . Give us a 
call at 206-241-6050 for your next focus group. We think 
you'll agree with Anne. 

Consumer Opinion Services 
••••••••••We answer to you 
12825 1st Avenue South Seattle Wa. 98 168 
206-241 -6050 FAX 206-241 -5213 
Ask for Jerry or Greg Carter 

Seattle + Portland + Spok a n e + B o i se + S a n J ose 
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Jerry Carter, Vice President 
17-0-17-0 
(See advertisement on p. 98) 

Decision Data, Inc. 
200 Kirkland Ave ., Ste. C 
Kirkland , WA 98033 
Ph . 206-827-3234 
Fax 206-827-2212 
Russ Riddle 
17-17-17-17 

The Gilmore Research Group 
2324 Eastlake Ave . E., Ste. 300 
Seattle, WA 98102-3306 
Ph. 206-726-5555 
Fax 206-726-5620 
Mary Monroe 
36-36-36-36 
(See advertisement on p. 23) 

GMA Research Corp. 
11808 Northup, #270 
Bellevue, WA 98005 
Ph . 206-827-1251 
Fax 206-828-6778 
Richard Seeker 
34-28-24-24 

Market Data Research Corp. 
955 Tacoma Ave. S., Ste. 101 
Tacoma, WA 98402 
Ph . 206-383-11 00 or 800-488-DATA 
Fax 206-383-0852 
Gene Starr, Sr. Principal 
22-11 -22-22 

Quirk's Marketing Research Review 



, 1996 DIRECTORY OF TELEPHONE INTERVIEWING FACILITIES 
Market Trends, Inc. 
3633 136th Pl. S.E., #11 0 
Bellevue, WA 98006 
Ph . 206-562-4900 
Fax 206-562-4843 
Jackie Weise 
31-31-31-31 

Northwest Research Group 
400 108th Ave . N.E. , Ste. 200 
Bellevue, WA 98004 
Ph . 206-635-7481 
Fax 206-635-7 482 
Brad Kalil , Sr. Associate 
28-21-28-28 

Spokane 

Communications Center, Inc. (CCI) 
E. 715 Sprague 
Spokane, WA 99202 
Ph. 509-624-8228 
Fax 509-624-8341 
Sandy Patton , Vice President 
72-72-72-72 

Robinson Research 
130 E. Indiana, Ste. B 
Spokane, WA 99207 
Ph. 509-325-8080 
Fax 509-325-8068 
William Robinson, President 
20-20-20-20 

WEST VIRGINIA 

Charleston 

McMillion Research Service 
119 Eastwood Acres 
Nitro, WV 25143 
Ph. 304-755-5889 
Fax 304-755-9889 
Sandy or Gary McMillion, Owners 
50-50-50-5 
(See advertisements on pp. 41, 99) 

Ryan , McGuinn, Samples Research, Inc. 
1012 Kanawha Blvd . 
Charleston, WV 25301 
Ph. 304-343-7655 
Fax 304-343-6522 
Mitty Songer 
50-50-50-0 

WISCONSIN 

Appleton 

Quality Controlled Services (QCS) 
4330 W. Spencer St. 
Appleton , WI 54915 
Ph . 800-637-0775 or 800-325-3338 
Fax 414-731-2921 
Sharon Cornell 
16-16-16-16 
(See advertisement on p. 57) 
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McMillion Research 

TELEPHONE INTERVIEWING 
Charleston, West Virginia 

• 50 Networked Interviewing Stations 

• Computer Assisted Interviewing 

• CFMC™ and Survey System TM Software 

• Business and Executive Interviewing 

• Modem Transfer 

• Tabulation including open-end coding 

• Data Entry 

• Dedicated Supervision & Monitoring 

Capability 

• Prompt Reporting 

"AT McMILLION WE ARE ONLY AS GOOD 
AS OUR LAST PROJECT" 

Focus Group Facilities 

• Focus Group Facilities in 

West Virginia's Two 

Largest Cities 

Charleston 

Huntington 

Other Field Services 

• Executive Interviewing 

• Store Audits 

• Product and Taste Tests 

• Large Multi-Purpose Room 

• One on Ones 

As a member of NET W 0 R K, McMillion Research 
can link projects nationally. 

NETWORK 

w 
THE FUTURE... TODAY 

For more information call 304-755-5889 FAX 755-9889 
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Green Bay 

Wisconsin Research 
1270 Main St. 
Green Bay, WI 54302 
Ph. 414-436-4646 
Fax 414-436-4651 
Barbara Smits 
20-20-20-0 

Madison 

Hagler Bailly Consulting, Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph. 608-232-2800 
Fax 608-232-2858 
Robert Baumgartner, Principal 
26-26-21-21 

Gene Kroupa & Associates 
222 N. Midvale Blvd ., Ste. 29 
P.O. Box 5258 
Madison, WI 53705 
Ph. 608-231-2250 
Fax 608-231-6952 
Gene Kroupa, Rsch. Dir. 
15-0-15-15 

Wisconsin Interviewing Service 
4801 Forest Run Rd ., #1 01 
Madison, WI 53704 
Ph. 608-246-3000 
Fax 608-246-3019 
Nicole Wyrembeck, Proj. Coord. 
20-0-20-20 

Milwaukee 

Consumer Pulse of Milwaukee 
The Grand Avenue Mall , #2004A 
275 W. Wisconsin Ave. 
Milwaukee, WI 53203 
Ph. 414-27 4-6060 
Fax 414-27 4-6068 
Esther Young, Director 
15-8-15-15 

The Dieringer Research Group, Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph. 414-489-4545 
Fax 414-449-4540 
Mary Schultz, Interviewing Mgr. 
40-30-30-30 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield, WI 53005 
Ph . 414-797-4320 
Fax 414-797-4325 
Arlene Spiegelhoff, President 
40-40-40-40 
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Management Decisions 
6525 W. Bluemound Rd. 
Milwaukee, WI 53213-4073 
Ph. 414-77 4-0623 
Fax 414-77 4-0385 
Ron Bisbing, President 
40-20-40-40 

Market Inquiry & Strategy 
2655 N. Mayfair Rd . 
Milwaukee, WI 53226 
Ph . 414-778-6001 
Fax 414-778-6003 
E-mail : mprobe@execpc.com 
Internet: http:www.execpc.com/-mprobe 
Rima Kazemekaitis, Manager 
70-70-70-70 

Mazur/Zachow, Inc. 
4319 N. 76th St. 
Milwaukee, WI 53222 
Ph. 414-438-0805 
Fax 414-438-0355 
Diane Zachow, Vice President 
15-5-10-0 

Milwaukee Market Research , Inc. 
2835 N. Mayfair Rd ., Ste. 2 
Milwaukee, WI 53222 
Ph . 414-475-6656 
Fax 414-4 75-0842 
Susan Lehman 
16-10-16-0 

PERT Survey Research 
1209 W. Layton Ave. 
Milwaukee, WI 53221 
Ph. 414-282-6200 
40-35-40-40 

River Falls 

Rockwood Research Corporation 
208 S. Main St. 
River Falls, WI 54022 
Ph . 612-631-1977 
Fax 612-631-8198 
Janel Mamer, Vice President 
26-26-26-0 

CANADA 

BRITISH COLUMBIA 

Market Facts of Canada, Ltd . -Vancouver 
Vancouver, BC 
(Contact via Toronto office) 
Ph. 416-964-6262 
Fax 416-964-9333 
Gail Durance, V.P. Data Collection 
20-20-20-20 

ONTARIO 

Consumer Contact, Ltd . 
2450 Victoria Park Ave. 
Willowdale, ON M2J 4A2 
Ph. 416-493-6111 or 800-461-3924 
Fax 416-493-0176 
David Black, Vice President 
130-130-130-130 

Elliot: Data 
1090 Don Mills Rd ., Ste. 300 
Toronto, ON M3C 3R6 
Ph. 416-391-5934 
Fax 416-391-3290 
Louis Mosca, Manager 
70-70-70-70 

Market Facts of Canada, Ltd . 
77 Bloor St. W. 
Toronto, ON M5S 3A4 
Ph . 416-964-6262 
Fax 416-964-9333 
Gail Durance, V.P. Data Collection 
36-36-36-36 

Research House, Inc. 
273 Eglinton Ave. E. 
Toronto, ON M4P 1 L3 
Ph. 416-488-2328 
Fax 416-488-2391 
Suzanne Lefebvre, President 
20-0-20-0 

RIS Christie The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4m 2R2 
Ph. 416-778-8890 
Fax 416-778-8898 
Olga Friedlander, President 
25-25-25-0 

Thompson Lightstone & Co. Ltd. 
350 Bloor St. E., Ste. 600 
Toronto, ON M4W 1 H4 
Ph. 416-922-1140 
Fax 416-922-8014 
Anne Termaten, Sr. V.P. Field Code/Tab 
200-200-200-200 

QUEBEC 

Quebec Recherches 
Centre Commerc ial, Le Blvd . 
4270 rue Jean Talon Est, Ste. 102 
Montreal, PO H 1 S 1 J7 
Ph . 514-725-0306 
Fax 514-725-0308 
Nancy Lefebvre, Manager 
14-14-14-14 

Solumar/Market Facts of Canada 
1200 McGill College, Ste. 1660 
Montreal , PO H3B 4G7 
Ph. 514-875-7570 
Fax 514-875-1416 
Denis Grenier 
28-28-28-28 

UNITED KINGDOM 

SRA International 
Div. of The NOP Rsch. Grp. 
Tower House 
Southampton Street 
London , WC2E 7HN 
Ph . 44-0171-612-0369 
Fax 44-0171-612-0362 
E-mail : R.manning@maires.co.uk 
Richard Manning, Director 
300-300-300-0 
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You need to find a 
research company that 

does custon1er satisfaction 
studies for banks? 

No problem. 

Coming soon\ 

With the on-line edition of the Researcher SourceBook, you '11 soon be able to search through a database of more than 
3,400 research companies around the world- free of charge. The new Quirk's Web site: one more reason Quirk's 

Marketing Research Review is your source for research industry information. 
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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. 

r.trl A Public Service of 
~ This Publication &EPA 

ENVIRONMENTAL B>F 
DEFENSE ~ 

FUND • 
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RYAN REASOR 
President 

OJ-lOP, inc. 
2860 N. Santiago Blvd. 
Suite 100 A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 97 4-6968 

f}uirk's Marketing Research 
Review offers you a chance to 

make history. .• 
... a case history, that is. 

As a QMRR reader, you know that in each issue we present case 
history examples of successful research efforts, examining the 
goals behind a project, its methodologies and how the research 
results were used to launch a new product, improve service , or fine­
tune an advertising campaign , for example. 

We 're currently planning the next several issues of QMRR and we're 
looking for research projects in the following areas to profile: 
packaging research , service quality/customer satisfaction , focus 
groups, and health care research. If your company or organization 
has a research project in any of these areas that would make an 
interesting case history, we want to cover it! 

The story development process is simple : a OMRR writer conducts 
the necessary interviews by phone and then writes a draft of the 
story. Because the case histories may touch on sensitive information, 
we allow interviewees to read a draft of the story before it goes to 
press. Please contact Joseph Rydholm, editor, for more information 
or to discuss a story idea. 
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Qu~k~--------------------
MARKETING RESEARCH 

P.O. Box 23536 
Minneapolis, MN 55423 

Ph. 612-854-5101 
Fax: 612-854-8191 

Review 

Listin Addition 
Please add the following firm to the 1996 Directory of Focus Group Facilities: 

Boulder Focus Center 
4940 Pearl East Circle, Ste. 103 
Boulder, CO 80301 
Ph. 303-449-6558 
Fax 303-449-6587 
E-mail : rrcassoc@interserv.com 
Julie Wheeler, Focus Group Coordinator 
1 ,3,6,7B 
Rm. 1) 15x20 Obs. Rm. Seats 9 

In the listing for Woelfel Research , Inc. on p. S-2 of the 1995-96 Researcher 
SourceBook Supplement, the ZIP code should read 22182. 

Please note the correction to the following listing, which appeared in the March 
"Listing Additions" section (corrected text shown in bold): 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
Internet: http://rampages.onramp.net/-focus 
E-mail: focus@onramp .net 
Mark Michelson, President 
Services: CD , DE, DT, SA 

Sales Offices 
Headquarters: Evan Tweed, Quirk's 
Marketing Research Review, 8030 Cedar 
Ave. So., Ste. 229, Bloomington, Minn., 
55425. Phone 612-854-5101. Fax 612-
854-8191. 

West Coast: Lane Weiss, Lane Weiss & 
Associates, 10 Black Log Rd., Kentfield, 
Calif., 94904. Phone 415-461-1404. Fax 
415-461-9555. 

Corrections 
The entry for Pine Company in the Index of Advertisers in 

the April QMRR contained an incorrect phone number. The 

number should read 800-969-7463. 
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Letter 
Editor's note: This is your space to comment on the 

articles that appear in QMRR. We hope it serves as 
a forum for the exchange of ideas on all manner of 
research topics. When you write, please include your 
name, job title, company or organization name, ad­
dress and phone number. Letters may be edited for 
clarity or space. Send letters to: Joseph Rydholm, 
QMRR, P.O. Box 23536, Minneapolis, Minn. , 55423. 

There are several errors in the article "If you hate 
statistics ... " (QMRR, February 1996) by Vince 
Migliore . On p. 17, Mr. Migliore states that the "F 
value" and the "t value" are ".050 or less ." This is not 
an f-ratio or t-value but rather alpha values. In the 
sentence that follows , he correctly states , "The .050 
or less standard represents the 95 percent confi­
dence level." Given that the article is a non-technical 
introduction to statistical tests , it is essential that the 
alpha level is not confused with the f-ratio or t-value. 
Such a misplacement of terms can only make statis­
tics more confusing to the novice. 

The second error is perhaps more critical. Migliore 
suggests that the t-test should be used for "any rating 
question that is broken down into two distinct sub­
groups , such as male/female , or branch 1 vs. branch 
2. " This is simply not the case. A basic assumption of 
at-test is that the data is interval or ratio , not nominal 
or ordinal. 

Attention 
Research 
Providers 

Finally, Migliore incorrectly states that in a test of 
proportions, there is "no mean or standard devia­
tion. " First, a proportion is, by definition, a mean for 
a binary variable. Second, a standard deviation does 
exist but must be estimated for a sample. Thus, a chi­
squared test is used not for the reasons that Migliore 
states but because a chi-squared test is appropriate 
for nominal or interval data. 

Migliore is correct in insinuating that one need not 
be intimidated by statistics. However, it is confusing 
and misleading expositions such as his article that 
contribute to this belief. 

Taymour Matin 
Marietta, Ga. 

Vince Migliore replies: I appreciate that someone 
with more knowledge took the time to point out 
details that need clarification in my article. Mr. Matin 's 
comments are helpful. I indicated at the start of the 
article that we would not focus on technical defini­
tions. The point is, looking at the two-tailed probabil­
ity on either test would alert the researcher to real 
differences in the subpopulations. My experience is 
that the vast majority of market research project 
managers simply want to know how to characterize 
and distinguish their client groups. I hope my article 
was effective in that regard. 

Watch your mail for an information packet on the 1996-97 Researcher 
SourceBook! Please return the SourceBook form by June 28 to make sure your 
firm receives its FREE listing. If your firm wasn't listed last year, call Steve 
fluirk, directory editor, at 612-854-510 1. 
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By Joseph Rydholm/QMRR editor 

Meeting launches local M RA chapter 

M ore than 70 marketing researchers in the Minne­
apolis-St. Paul area met in March to celebrate 
spring and plant the seeds for the Minnesota/ 

Upper Midwest Chapter of the national Marketing Research 
Association. 

While at press time in late April, spring hasn't sprung 
here in the Twin Cities (who have we angered and how 
can we appease them?), interest in getting the local MRA 
chapter off the ground seems to be growing. Organizers 
report an enthusiastic response to the idea of a locally­
based MRA chapter and many offers of help in organizing 
it. 

The meeting was 
held at the 
Dayton's depart­
ment store in 
downtown Minne­
apolis in conjunc­
tion with the 
store's spring 
flower show. Ed 
Bergo of 
WestGroup Mar­
keting Research 
and a representa­
tive of the national 
MRA was on hand, 

The meeting included a number of speakers, 
including Judy Opstad of Focus Market Re­

as were principals search. 
ofseverallocalre-
search firms and client companies. 

The next gathering will be a breakfast meeting on May 
22 at 7 a.m. at Hotel Sofitel in Bloomington, Minn. The 
guest speaker will be Maureen Hooley-Bausch, director 
of marketing, Mall of America. For more information call 
Terry at C.J. Olson Research at 612-339-0085. 

By the way , if your research-related organization (na­
tional, regional or otherwise) is having a meeting, let me 
know and we '11 try to include it in the research calendar 
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More than 70 participants attended the meeting to kickoff the Minnesota/ 
Upper Midwest Chapter of the Marketing Research Association. 

As Carolyn Ruble of Carolyn Ruble & Associates awards Fingerhut's Dennis 
McGuire his prize, national Marketing Research Association representative Ed 
Sergo of WestGroup Marketing Research prepares to draw another winner. 

(found on the first page of the Product & Service Update 
section in each issue of QMRR). Send the information to 
me c/o Quirk Publishing, P.O. Box 23536, Minneapoli s, 
Minn., 55423 or fax it to me at 612-854-8191. 

Quirk's Marketing Research Review 



INTEGRITY 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Integrity, while learning marketing research methods 

and app lications from the most experi enced marketing research training organization in the world! 

Participate in a Burke Institute 
seminar and you can be certain that you 
will not get any phone ca lls from an 
account executive soliciting your 
research business. Nor will the seminar 

part icipant li st end up in a prospect file. 
Because educating you on the best 

research practices utili zed by marketing 
researchers worldwide is our mi ss ion. Our only 

mi ss ion . Preserving a relationship of trust between us and our 
seminar participants is our ethical ob ligation. And we wi ll not 
vio late that trust and the integrity of the learn ing process under 
any circumstances. Guaranteed unconditionall y. 

But integrity is not the only benefit you get when you attend our 
seminars. Here are a few more: 

OBJECTIVITY. You receive a full and impartial perspective on the best research 

methods used by sta te-of- the-an practitioners and research s uppli ers worldwide. Not 

just the proprietary techniques and viewpoints of a particu la r s uppli er. 

EXPERTISE. You learn from the expe11s who "'wrote the book" o n marketing 

research training and have educated more practitioners tha n a n yone e lse in the world. 

BREADTH. You get to se lect from a wide ra n ge o f programs d es ig n ed to meet 

your continuing ed u cati ona l n eeds . Our programmed seq u ence of sem in a rs e limi ­

nates the duplication and confl icting conten t which often results from a ttending di s­

jointed seminars from different sources. 

RECOGNITION. You get tangible professional recogn1t1o n for a tte ndance 

through our highly respected certificates of achi evement. 

REALISM. Our sem inars combine acade mi c ri gor wi th real-life expertise ga ined 

from having done tens of thousands of research s tudi es. The conte nt is u sable 

immediately in day-to-day work. 

These are just some of the many reasons for the superlative 
evaluations we receive from our participants: 
Fantastic - the best seminar on any subject I've been to. Ri ght on target- will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst. Ford Motor Co. 

Excel lent' Best professional seminar I've been to. Content was practically oriented . 
Speaker exce ll ent 1 Presented information in an extremely "user friendly" manner. 
Energy le-.,el was phenomenal. 

Manager. Marketing Research. Bausch & Lomb 

This seminar has been more useful than any other coursework I've completed. This was 
wonh more than the$ my company ~pent to send me. Very comprehensive - everything 
I needed. 

Assistant Manager. Marketing Research. River side Methodist Hospital 

BThek ur e 
Institute 

Cincinnati CorporaTe HeadquarTers 
50 E. RiverCenter Boulevard 
Covington, Ken tucky 4 10 II 

tD /996 . Th e Burke ln.l'lirure 

The Burke Institute 
Partial Schedule of Seminars Through December 1996 

101. Practical Marketing Research 
San Francisco. . ... ... Jan. 8- tO 
Chicago. . . Jan. 29-31 
Cincinnati . . Feb. 19-21 
Bahimorc . . . . . .. ... . Mar. I -20 
New York . . . . . . . . .... Apr. 22-24 

ew Orlean~. . . . . May 13-15 
Bo"on . . . . . June 3-5 
Cmcmnati . . . .... June 24-26 
Chicago. . . . July 15-17 

incinnati .... . ... Aug. 5-7 
ew York . . .. Sept. 9- 11 

Chicago. . . . .. Oct. 1·9 
San Diego . . .. . ... Oct. 28-30 
Atlanta . . ...... Dec. 2-4 

102. Introduction to Marketing Research 
Cincinnati . . May 7-8 

103. Marketing Research for Decision Makers 
Balli more ..... June 25-26 

I 04. Questionnaire Construction Workshop 
San Antonio . . . ..... . . Jan. 15-I 7 
Cincinnati . . .... Feb. 26-28 
New York. . ... . Apr. 15-17 
Chicago. . . . June 10-12 
Cincinnati . . .. Aug . 12-14 
Bo,ton . . . . . . . .. .. Sep1. 23-25 
Toronto . . . . . .... Nov. 12- 14 
San Francisco . . ...... Dec. 16-18 

lOS. Questionnaire Design 
San Amomo . . . ... Jan. t 8-19 
Cincinnati . . . . .. Feb.29-Mar.l 
New York . . .. April 18-19 
Chicago.. .. . June 13-14 
Cincinnati . . Aug. 15-16 
BoMon . . . Sept. 26-27 
San Francisco . . . Dec. 19-20 

20 I. Focus Groups 
Chicago. . Feb. 1-2 
Boston ............ Oct. 1-2 

202. Focus Group Moderator Training 
Cincmnati . . . Jan.30-Feb.2 
Cincinnati ... ... . Mar. 12-15 
Cincmnati . . . Apr. 9-12 
Cincinnati . . ... May 21-24 
Cincinnati . . ... July 9- t 2 
Cincinnati . . .. . Aug. 20-23 
Cincinnati . . Sept. 17-20 
Cincinnati. . . .... Oct. 15- t8 
Cincinnati . . . . . Nov. 19-22 

203. Focus Group Applications 
Cincinnati . . . . . .. Apr. 15-17 
Cincinnati . . .. Oct. 2 t-23 

204. Qualitative Research Reports 
Cincinnati . . ...... Apr. 18-19 
Cincinnati ............ . . Oct. 24-25 

301. Communicating Marketing Research 
New York . . . . . Jan. 22-24 
Cincinnati . . . ... . Mar. 11-13 
Toronto. . . . Apr.29-May l 
Detroit . June 17-19 
New York .. . . . Jul y 22·24 
Cincinnati . . ... Aug. 26·28 
Chicago. . . . . .. Oct. 2-4 
Cincinnati . . . ov. 4·6 

40 I. Managing Marketing Research 
Cincinnati . . . . Mar. 14·15 
Boston . . . . June 6-7 
Cincinnati . . . . . . ... Aug. 29-30 
San Diego . . . Oct. 31 -Nov. I 

SO I. Applications of Marketing Research 
Cincinnati . . Feb. 22-23 
New York . . . . Apr. 25-26 
Cincinnati . . . . . June 27-28 
Cincinnati . . . Aug. 8-9 
Chicago. . . . Oct. 10-11 
Atlanta . . . . . Dec. 5-6 

S02. Product Research 
Cincinnati . 
New York ... . 
Chicago . . 
Cincinnati . 

504. Advertising Research 

. . . .Jan. I 1-12 
. . Apr. 11-12 

. .... July 18-19 

. .... Ocl. 15-16 

Baltimore ... . ..... Feb. 15-16 
Cincinnati . . .... May 23-24 
New Yorl- . . . . ... Aug. 1-2 
Cincinnati . . . Oct. 24-25 

SOS. Market Segmentation Research 
Bahimore . . . . Feb. 13-14 
Cincinnati . . May 21 -22 
New York . . . . . ... July 30-31 
Cincinnati . . Oct. 22-23 

506. Customer Satisfaction Research 
San Francisco ........ .. Jan. I 1-12 
Cincmnati . . . . ....... May 9-10 
New York . . . Sept. 5-6 
Cincinnati . . ... Nov. 25-26 

S09. Using Geodemographics for Marketing 
Decision Making 
New Orleans. . ...... June 6-7 

60 I. Translating Data into Actionable 
Information: An Introduction 
New York . . Jan . 25-26 
Baltimore . . .. Mar. 21-22 
Toronto . . . May 2-3 
New York . . . July 25-26 
Chicago... . . Sep1. 12-13 
Cincinnati . . .... Nov. 7-8 

602. Tools and Techniques of Data Analysis 
New York . ...... Jan.30-Feb.2 
Cincinnati . . .... Mar. 5-8 
Toronto . . ..... May 7-10 
Detroit . June 25-28 
Cincinnati . . . . Aug. 20-23 
Baltimore . . . . . Oct. 1-4 
Cincinnati . . . . . ov. 12-15 
San Francisco . . .. . Dec. I 0- I 3 

603. Practical Multivariate Analysis 
New York . . . . Feb. 6-9 
Ci ncinnat i . . Apr. 1-4 
Chicago. . . ... May 14-17 
San Francisco . . . July 23-26 
New York . . . . . .. . Oct. 8- 11 
Cincinnati . . . . Nov. 19-22 

701. International Marketing Research 
ew York . . . ... May 29-30 

Cincinnati . . .... Sep1. 17-18 
702. Business to Business Marketing Research 

ew York . . . ......... July 1-3 

CERTIFICATE OF ACHIEVEME T IN MARKETING RESEARCH METHODOLOGY & 
APPLICATIONS 
Cincinnati . . Feb. I 9-Mar. 15 Cincinnati . . Aug. 5-30 

CERTIFICATE OF PROFICIENCY IN QUA LITATIVE RESEARCH 
Cincinnati .... Apr. 9-19 Cincinnati ..... Oct. 15-25 

CERTIFICATE OF PROFICIENCY IN QUANTITATIVE ANALYSIS 
New York ...... .Jan.22-Feb.9 Cincinnati ov. 4-22 
Toronto/Chtcago . . ....... Apr.29-May·l7 

Please call for additional information on these and othe• Burke Insti tute seminars. 
All the above Burke lnsutute Seminars are available for in-house presentauon. 

Please contact: 
Ms. Lisa Raffignone, Marketing Manager, 

or 
Dr. Sid Venkatesh, Pre ident 

Voice: 800-543-8635 (ext. 6135) 
606-655-6135 

Fax: 606-655-6064 
E-mail: via Internet at Burkelnstitute@BASES.com 
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CASRO 
Council of American Survey Research Organizat ion.s 
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a Research Par 11er that opens minds 
and expands markets. 

2905 West Service Road 
Eagan, Minnesota 55121-2199 

( 612) 688-0089 
fax (612) 688-0546 

~6 

ts 

ding full-service research and consulting 
exclusive combination of insight, technology 

D8f$0r}alized service, Questa r tailors our services to 
me unique needs. Our action-Oriented reporting 
delivers easily understood information, and our expertise 
in strategic planning will help lead your business into the 
21st century. 

Take the next step toward managing customer value 
and call Questar today. Because when it comes to 
maintaining and expanding your customer base, 
the key to opening doors is opening minds. 
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