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M.O.R.-PACE 
FOCUS GROUP STUDIOS 

"Michigan's Finest Focus Group Facility!" 

Observation Room 

Focus Group Studio Services: 
• QUALITY RECRUITING to your specifications. 

In Addition, M.O.R-PACE Offers 
Data Collection/Data Processing: 

• FULL RANGE OF SERVICES include moderating 
and multiple city project management. 

• 190 W A TS/CA TI equipped interviewing stations. 

• Bilingual interviewers. 
• MEMBER VCAN GroupNet, providing video 

conferencing utilizing PictureTel Concorde 4500. 
• Sophisticated in-house data processing capabilities. 

• STATE-OF-THE-ARTSUBURBANFACILITY 
includes three spacious group studios and two one­
on-one interviewing rooms. 

• STATE-OF-THE-ART DOWNTOWN FACILITY 
offers one spacious focus group studio with all 
amenities, located in Detroit's Renaissance Center. 

• SPACIOUS VIEWING ROOMS combine tiered 
seating and writing tables with living room 
comfort. Floor-to-ceiling observation mirrors, wet 
bar, refrigerator and private office. Private client 
exit. 

• BROADCAST QUALITY VIDEO EQUIPMENT, 
S.M.P.T.E. time code. 

• FULL SERVICE KITCHEN, gourmet catering. 
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,...,-~,...-------.-.-----,--...,..,...,-\n rcuENT Exrr 

Farmington 
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Execs predict growth in 
Internet's research role 

Executives in major American corpo­
rations foresee the Internet becoming an 
increasingly viable tool for conducting 

marke tin g a nd 
opinion research. 
According to a 
survey by th e 
Council of 
American Sur­
vey Research Or­
ga ni z ation s 
(CASRO), Port 
Jeffe rson , N .Y. , 
half or more of 

the executives and middle managers 
who responded believe that " in the fu­
ture" Internet surveys will "be as reli­
able and accurate as those done by mail, 
telephone or in person." 

However, half of fewer of those sur­
veyed believe Internet surveys are cur­
rently as accurate and reliable as sur­
veys conducted by more traditional 
methods. 

"Given the fact that conducting sur­
veys over the Internet presents a new 
range of methodological and business 
concerns that could have a profound 
impact on the survey re earch industry, 
CASRO felt it wa time to conduct its 
own survey among middle managers 
and executives at large U.S. companies 
to gauge how they think about and 
whether or not they use Internet sur-

MRCF®CUS 
Las Vegas' Premier 

Focus Group Facility 
Focus Groups - Intercept Interviewing 

Mystery Shopping 
101 Convention Ctr. Dr., 8 .1005 

Las Vegas, NV 891 09 
Phone (702} 734-7511 

E-mail: research@MRCGroup.com 
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veys," ays James Fa uss, C ASRO 's 
board chairman and pres ident of Re­
sponse Analys is Corp., Princeton, N.J. 

Tortorell o, who directed the Internet 
survey project and is a senior vice pre i­
dent of Roper Starch Worldwide, Inc. 

"As the Internet's explosive growth 
continues, American industry is increas­
ingly coming to rely on the Internet 's 
ever-expanding range of info rmation 
and bu s iness serv ices," says Ni ck 

" Business has been quick to pick up 
on one way the Internet can help them 
gather criti ca l info rm ati on at a re la­
ti ve ly low cos t - survey research via 

continued on p. 34 

Are Americans wearing rose-colored glasses? 
In the survey, "Quality of Life," conducted by CDB Research & Consulting 

Inc. , New York, two out of three adult Americans claim they are better-off now 
than they were five year ago despite some alarming facts. The rates of murder, 
rape and assault nationwide, compared to rates of years 
past, are increasing. In the case of rape, rates have doubled 
and have tripled in the case of assault. Women are still 
earning only about half of what men earn, de pite the 
fact that more women are completing college than men. 
Hispanics are still typically earning $10,607 per year less 
than white earn. 

Despite the number of people claiming to be better off 
now, 46 percent of college-educated Americans and 39 
percent of non-college-educated Americans do not be-
lieve that their children will enjoy a higher standard of living than did their gen­
eration. 

The survey concluded that this dichotomy is affecting consumer purchasi ng 
decisions in an interesting way. "What was surpri sing, in the numbers we found, 
was the disparity between fact and people's perception of fact," says Jean Farinelli, 
chairman and chief executive officer of Creamer Dickson Basford. "This per­
ception gap is what ha been influencing American con umer behavior." 

According to the CDB tudy, there are many positive indicator . Over past 
decades the state of the environment, American life expectancy and the GDP 
have all shown gains over figure collected since 1968. But despite these trends, 
consumer confidence is down. Americans are feeling anxiou about their place 
in the economy, purchasing items with value that will last. Occasionally they 
will treat themselves to mini-luxuries, such a high-priced chocolates, clothing 
or dinners at a restaurant, which provide temporary gratification and comfort. 
Though more Americans reported feeling "pretty happy" more now than in ear­
lier years, the percent of "very happy" American has been dropping since 1972. 

"People's perceptions about their quality of life do not necessarily follow what 
many broad indicators seem to say about life quality improvements," says Larry 
Chiagouris, managing director of CDB Research & Consulting. "Perception seems 
to have lagged behind reality." 

The survey, conducted by telephone with 400 people, i a part of a larger CDB 
report which analyze change in quality of life over the past 25 years. There­
port analyzes 25-year trends in the environment, health, crime, education, the 
economy, equality in the workplace and life ati faction. For more information 
call 212-887-8123. 
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Trusting yo ur instin cts is an im po rtant pa rt 

o f do ing business. But business is much 

more complica ted th a n it used to be. And 

even if you do tru st yo ur instincts, yo u 

still have to persuade others. H ow ? Use 

M arketSight to as k th e ri ght quest io ns and 

get rea l data . 

GET QUICK ANSWERS To CRITI CAL QU ESTION S. 

M arketSight is the fir st trul y complete 

PC- based survey and ana lys is too l des igned 

fo r everyday business users. It a utomates 

the entire process fro m sta rt to fini h, let­

ting yo u conduct both simple and complex 

surveys in -ho use w itho ut having to be an 

expert in stat istics o r market resea rch. 

4.HowdldyouhtutbOIA!."? 
II TNouchanfm&l 
I I Onthencbo 
J) lnthtntwlpt.ptr 
II !ntllt:iuna&Uine 

EASY SURVEY DESIGN 

!.Howmanytut~u&monl.hdoyouuMuchoflhtfollo,..lniUfY\ftt 

Designing telephone, mail, fax-, and Web­
based surveys is a snap. Write everything 
from simple multiple choice questions to 
ranking and constant sum questions. 
Get ideas for your survey from the 
included samples or use the new online 
Question Library to create your survey fast. 
You can also use MarketSight to generate 
a Web-ready version of your survey. 

GET To KNOW YouR CU STOMER S. 
DATA MANAGEMENT 

M arketSight helps yo u q ui ckly co ll ect 

and easil y under ra nd critica l in fo rm at ion 

a bo ut yo ur customers and p rospects so 

th a t yo u ca n ma ke smarter decisio ns. The 

more yo u rea ll y kn ow, th e more likely you 

a re to turn th ose re la ti o nships into pro fit s. 

REAL DATA . THE REAL DEAL . 

Rea l da ta mea ns rea l kn owledge. Rea l 

knowledge leads to better decisio ns. Order 

M arketSight today to reduce risks, increase 

pro fits, and compete w ith an edge . At 

$4 95, M a rketSight i the rea l dea l. 

4 Ho..61,....hMr-...w7 

(' JtwOWSJh•••ttf 

C: Onther ... 

r .,, .. ~ 
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MarketSight handles everything related to 
managing your data. Use the Interviewer, 
an automatically created data entry form, 
to enter results live during a telephone 
survey or from hardcopy responses. 
Or put your survey on the Web and have 
your data collected for you. Behind the 
scenes, MarketSight verifies your data as it 
builds a database for later analysis. 

PRESENTATION-QUALITY OUTPUT 

To order MarketSight call: 800-788-8840, Ext. 26 
For more information, visit our website at www.decisionarc.com 

or e-mail: info@decisionarc.com 

Version 2.5 includes even more wizards to 
help you quickly and easily analyze survey 
data: create cross tabulations, pie and bar 
charts, custom analyses, and much more. 
MarketSight instantly displays these 
analyses in professional-quality tables and 
graphs. With the full formatting control 
MarketSight gives you, you're guaranteed 
attention-getting reports and presentations. 

A 1/ 
(' 

~ 

DEOSION ~ ,... Built For Business , 
$ ~ ") 

Minimum System Requirements: PC, Windows 3.1 or higher, 8 MB RAM, and 12 MB of available disk space.© 1997, Decision Architects. MarketSight is a trademark of Decision Architects. 



New version of Bellview 
from Pulse Train 

Pulse Train Technology has re ­
leased Bellview CAPI for Windows 
version 3, a personal interviewing 
program designed to run on laptops, 
pen computers or touch-screen PCs. 
When designing a survey, users can 
create the exact interface they require 
by applying different colors, styles 
and fonts to text and backgrounds. 
The interviewer's toolbar menu is 
also customizable and can contain 
any of 25 actions. The buttons used 
by the interviewer to select answers 
can be user-defined. All of these fea­
tures are controlled by the designer 
of the questionnaire and can be either 
used to create an in-house style or to 

set up different styles to suit differ­
ent surveys and applications. En­
hancements made to the interviewer 
and survey management facilities in­
clude full quota control from the cen­
tral office. The supervisor is able to 
view and modify quota targets, either 
for individuals or groups of inter­
viewers, at any time during the course 
of a survey, ensuring that interview­
ing is carried out as efficiently as 
possible. Users now have greater 
choice in how assignments are sent 
and data is received from interview­
ers. Micro oft Mail is now supported 
as an alternative to Lotus cc:Mail or 
diskettes. Because this package is 
provided automatically with Win ­
dows for Workgroups, Windows 95 
and Windows NT, users can avoid ad-

etc~ 
Full Service Domestic and 
International Qualitative 
Research Including: 
BilinguaVBicultural Focus Groups 

Erlich In-depth/In-language Executive 
Transcultural Interviews 

Consultants Simultaneous Translation 

Quantitative Research Including: 
Questionnaire Translation Into 

Latino Familiar, Readily Understandable 
Language 

Asian Segmentation Studies 
Full Range of Multivariate 

African Techniques 

American Insightful Analysis and Cultural 
Interpretation of Findings 

I} Natiue Highly Experienced Research 

American 
and Marketing Consulting Staff 

Research Contact: Andrew Erlich, Ph.D. 
Phone: 818.226.1333 
Fax: 818.226.1338 
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ditional costs involved in buying li­
censes for a separate mai I package. 
For more information cal l Hank 
Copeland at 561-852-4000. 

SPSS updates Neural 
Connection 

SPSS Inc., Chicago, has released 
Neural Connection 2.0, its neural net­
work computing product. Neural net­
works learn patterns directly from 
data and can be used to predict and 
classify data. Unlike tatistical meth­
ods that require initial assumptions 
about the form of the model, neural 
networks impose no form on the data. 
Since neural networks do not force a 
global equation across the data, they 
can produce richer models when the 
data are complex or noisy, or when 
the form of the data is unknown. The 
product features a Bayesian network 
and gives user access to model pa­
rameters and weights. Expanded ana­
lytic capabilities and product en­
hancements in Neural Connection 2.0 

continued on p. 40 

SAWTOOTH SEMI NARS : 
Sawtooth Technologies will hold the 
following seminars near the 
company 's offices in Evanston , Ill. : 
conjoint analysis, March 10-11 ; in­
troduction to ACA/Sensus TradeOff, 
March 12; choice-based conjoint, 
March 13. The seminars are de­
signed for researchers who have had 
little or no practical exposure to the 
techniques. With the exception of 
the one-day introduction to ACA/ 
Sensus TradeOff, the classes are not 
training classes for Sawtooth Tech­
nologies products. For more infor­
mation call Nicole Garneau at 847-
866-0870 or fax 847-866-0876. 
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Who Says You can't 
Improve On Success? 

Philadelphia Focus Becomes 
Focus Pointe. 

One of the premiere 
research sites on the east coast 
just got stronger. Faster. 
Smarter. More attractive. 

Philadelphia Focus is now 
Focus Pointe. 

Our downtown location 
remains the city's most accessible focus facility­
just 20 minutes from the airport. And our subur­
ban facility is still in Philadelphia's most densely 
populated suburb. But we now offer a new 
standard of service and comfort. 

Our unique in-house recruiting method assures 
the quality of your respondents. As always, 
our project directors leave nothing to chance. 

We've also completely rebuilt 
our downtown facility, making it 
even more accommodating. You'll 
find conveniences like seven new 
private client offices equipped 
with phone and modem capabili­
ties. Our spacious back rooms and 

professionally trained hospitality staff represent 
the finest in comfort and service as well. 

Don't you deserve the best 
research facility available? 

Don't your clients? 
Make an intelligent choice, 

and get right to the point. 
Focus Pointe. 

FOCUS 

~ 
POINTE 
PHI LA DELPHI A 

215.561-5500 



Case history 

The eyes 
The long-running "Find your own 

road" ad campaign for Saab 
Cars USA is an example of how 

to bend conventions without breaking 
them. Most car comme~cials try to cre­
ate energy and excitement with a mon­
tage of shots of the automobile taken 
from every possible angle. The Saab 
commercials use wildly colorful anima­
tion of Saabs traversing highways and 
byways. The print ads pick up on that 
theme, choosing a painterly represen­
tation of the car over the typical car­
parked-on-wet-a phalt approach. 

In both formats, the ads definitely cut 
through the clutter. But do they com­
municate as well? After testing the TV 
ads, the company thought it might be a 
good idea to test the print ones too, says 
Armeen Gould, marketing research 
manager for Atlanta-based Saab Cars 
USA. "We had begun testing the TV 
ads, trying to get a better sense of 
people's takeaway, how intrusive they 
were, how effective they were at in­
creasing consideration rates. We also 
wanted to get a sense of how people 
were consuming the print ads. What 
kinds of messages were getting 
through? 

"It wasn't that we were having a prob­
lem with the print advertising. We had 
seen a steady increase in the number of 
consumer inquiries from the ads. But 
because the campaign took such an un­
usual approach, we wanted to make sure 
people were understanding it was an ad 
for a car and not something else as they 
flipped through a magazine," he says. 

To find out how its print ads per­
formed, Saab used ENVISION, a test­
ing service that uses in-depth inter­
views, eye tracking and T-scope mea­
sures to assess consumer responses to 
print advertising or packaging. 

ENVISION is a joint venture of 

10 

s-Joor 

,~ g r C" ••1..1 ~ '" P' (t' I ~· • rL.I.I ~I ,. f\ , '•f' !• • I 
Tnol! "" · "· ).HD ?OC St ) cc .... r r •.. uo nrh r ,. ll' I t' ., •• .IH-; • '!, ... j 

8
·or T ,. o ··1( A ... a ;\4. j·~ o t d) n ·' ~cf 7 1-'· 

I. nc. ud 11g tt'>e Vol. a :> ). 

pure I btr P on So d' ' ...... ,f "'J ,.rr t .t.. ~ t- J,;_E! t'\., ,.. r :l.·r ' I www ua.bun corn 

, For • free Sub Excurs•on Ktt. coil 1-800-S8l-S AAB Ext ux. 
Sport• c-. 

ad above, the body copy was b~ldfaced to 
and after. Based on consumer responses to the a rate line to make it easier to fmd and the 

~~~::se readabiiity, the toll-free numb~r ~a~:~accaer?s ~~~~~~ess . While some respondents felt that the 
photo was enlarged to better communlca e 

Eye tracking helps Sa . 
Quirk's Marketing Research Review 



Advertisin research 

have it 

TAe 

$-door 

The Saab 900 SE Turbo 5-do 
or " engoneered to oncrease both 

other cars . Including the Volvo 850 and h . your pulse and the distance between you and 
f t c Aud, A4. Its 0 to 60 in 6 9 • . 
•ve-door roomy Interior, pure liberac · S . seconds IS pure exhilaration. And its 

No wonder it was named C •on. o no matte• how you open It up, it 's huge. 
a onsumer Re.,ew "Top 10 Sports Car" for tw • QAA-

Fo r more infor . o years Ill a row. ~ 
m a t •on about Saab, ca ll I-800-S8 2-SAA8 E 

• xt . xxx. www.saa busa.com 

headline font looked like a child 's w l . 

~~~e~i~ G:~~d v~~r~~~ortant for b;~~~T~~t t~~~~~dh ~~~ ~:~~t~~ei~o;~~ful grap~ic. "W~ found that the 
, e mg research manager for Saab Cars USA. magazme environment," says 

ab fine-tune print ads 
By Joseph Rydholm/QMRR editor 
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Treistman & Stark Marketing, Inc., 
Hackensack, N.J. , and Micromeasure­
ments, Inc., Farmington , Conn. 
ENVISION's twist on standard pack­
aging and advertising testing is that 
it aims to speed the development pro­
cess by allowing marketers to make 
changes during the research process 
instead of afterward. Rather than 
bringing mock-ups of the packaging 
or advertising to the research site , 
marketers bring prototypes or fin­
ished products on computer file s. 
With the files there, changes can be 
made to the ad or packaging based on 
consumer input. 

"The ability to make changes and 
then test reactions to those changes 
was critical for choosing this meth­
odology," Gould says. "That was one 
of the things that attracted us to it. 
We could make changes there, break 
apart the ad and resize it, change the 
fonts, the size of the type." 

"Oftentimes when you ' re sitting in 
the back room of a focu s group you 
say ' I wi sh we could make some 
changes to the ad and show them that 
version .' With ENVISION we can 
modify the ad and show it to the re­
spondents right away," say s Joan 
Treistman, president of Treistman & 
Stark Marketing, Inc. 

Changes aren ' t made based on the 
opinion of one respondent, Treistman 
says. "When you see an is ue come 
up again and again, you know you 
have something to deal with. It' s the 
negatives, the barriers, the obstacles 
to communication that come up the 
fastest. " 

Treistman stresses that ENVISION 
is not a substitute for quantitative 
testing. "The idea is to find out how 

continued on p. 50 
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Advertising research 

T he recreation vehicle industry is putting the pedal to 
the metal. Sales are up: Dealers sold 471 ,000 units in 
1996, capping a fifth-straight banner sales year. And 

its prime market, empty-nesters and retirees, is growing 
nicely. Things seemingly couldn't get any better. But rather 
than sit back and enjoy the prosperity, the industry has de­
cided to chase new business. 

In February, the Go RVing Coalition, a non-profit group 
that includes RV manufacturers and their suppliers as well 
as dealers and campground operators, began a $15 million, 
three-year television and print ad campaign to promote the 
joys of RV ownership to first-time RV buyers - specifi­
cally, married couples between 30-49, with children. 

Building on the success of other industry promotional ef­
forts, the industry figured the time was ripe for its first na­
tional advertising program, says Gary LaBella, vice presi­
dent of public relations for the Recreation Vehicle Industry 
Association, a member of the Go RVing Coalition. "Through 
our public relations efforts, we had done well in increasing 
top-of-mind awareness and the industry was very healthy­
the last three years have been the best we've had in two de-

12 

cades. We were poised, given the aging baby boomers, to go 
after an even greater share of consumers' discretionary time 
and income," he says. 

Two studies commissioned in 1994 to study RV owners 
and consumer perceptions of RV s pointed toward baby 
boomers as a possible growth area. (Forty-four percent of 
RVs are owned by those 55 and older. People between 35-54 
own 39 percent.) "Traditionally the core market has been the 
50-plus crowd. We've always had the family as a secondary 
market, but we're trying to focus now on bringing younger 
people into the market. At the same time we're trying to show 
people that getting away from the rat race can be a great way 
to connect with your family. It 's almost a necessary thing 
nowadays. We're trying to reinforce that you need to make 
time to go away with the kids while they're young," LaBella 
says. 

Bearing the tagline, "Recreation Vehicles. Wherever You 
Go, You're Always At Home," both the TV and the print spots 
invite prospective RV owners to visit an RV dealer or call 1-
888-GO-RVing to receive a videotape that details the differ­
ent types of RVs and their features, and offers trip tips and 
other information. 

For 1997, the ads are scheduled to run in three waves 
through the end of summer. TV ads are airing on cable out-

Quirk's Marketing Research Review 



Jets such as Nickelodeon and The Discovery Channel and 
broadcast programs like Good Morning America. Print ads 
are running in magazines like Good Housekeeping, Parents 
and Country Living. 

To develop the ads, Eisner & Associates, Inc., a Baltimore, 
Md.-based advertising and public relations firm, undertook 
a textbook bit of account planning. "We really had three dis­
tinct planning tasks," says Joseph Bruce, executive vice presi­
dent, director of strategic planning, Eisner & Associates. 
"First, we needed to thoroughly understand what makes the 
RV owner tick. Then, after developing a profile, we needed 
to determine how many others fit the same profile. In other 
words, what is our potential market? And finally, to bring it 
all together, we crafted a message strategy which reaJly speaks 
to the target. 

"The key question became, how can we position RV s to 
make the purchase of them attractive to baby boomers now? 
Not only do they represent more short-term business but it's 
building the market for the long term, because the more 
people who are introduced now, the more people will stay 
with it," Bruce says. 

Out of step 
The first step was to look at syndicated databases to com-

March 1997 www.quirks.com 

pare baby boomers who own RVs with those who don't. There 
were no significant differences in demographic categories 
like income, education or family size. But some interest­
ing findings emerged from the responses that target con­
sumers gave to various psychographic questions and 
phrases. Baby boomers who owned RVs were much more 
likely to agree with statements like "I feel alone in the 
world," "I feel slightly out of step with the rest of the 
world," or "I don't feel fulfilled in my everyday life." 

"What began to emerge was a picture of a typical RV 
owner as a person who is slightly out of step with every­
day life, who feels held back by the system," Bruce says. 

To find out more about RV owners firsthand, the agency 
formed teams and rented RV s to visit campgrounds around 
the country. (It wasn'tjust account planners and their sig­
nificant others out there testing the RV waters. The agency 
creative people took the plunge as well. "We got the cre­
ative people involved in the process so they were seeing 
it for themselves. That makes all the difference in the 
world. They aren't just getting a research report," Bruce 
says.) 

Once at the campsites, to get the conversation going, 

continued on p. 54 
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Editor's note: Pamela Rogers is presi­

dent of Pamela Rogers Research, Boul­

der, Colo. 

The qualitative advertising commu­

nication check. You know the 
drill: Someone, either at the 

agency or the client company, must 

decide which of several advertising 

campaigns to produce. Or, for little­
known political reasons, somebody 

wants to "run the advertising by some 
consumers" prior to a final decision. 
Alternatively, the advertising deci­

sion has already been made, and must 

be justified with support for the sale. 
Whatever the reason, a communica­

tion check generally means that un­

known consumers are summoned to 
referee a creative play-off, to smooth 

the often ruffled feathers involved in 
the creative decision. 

No one is particularly fond of this 
process. Creatives fear their best 

work will be reduced to a lowest com­
mon denominator - the "public as 

art director," (as in "If only they 
would darken that typeface a little."). 

Clients worry that they are basing a 
multimillion-dollar decision on the 

whims of a handful of housewives in 
Stamford. Agency planners and mod­

erators are concerned that their ob­

jectivity will be compromised in the 
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By Pamela Rogers 

political fallout. Focus group facili­

ties cringe as they face the inevitable 
tight turnaround ("We need to talk to 

30 women with children under age 6, 

who use our 3 percent incidence 
brand daily, by tomorrow.") . 

In any marketing research career, 
you will inevitably be asked to par­

ticipate in this process. So here are 
10 rules I have found to be invalu­

able in my many years of advertising 
communication work. I follow them 

because good creative work is too 

priceless to sell short with shoddy 

techniques. 

1. Choose one-on-one interviews, 

not groups. Groups bring out the 
worst in the advertising critiquing 
process. No traditional focus group 

allows enough time for the partici­

pants to develop true camaraderie and 
trust , so each respondent must con­

tinue to prove himself to the group, 
and what better way than to appear 
"above it all" or somehow superior 

to the masses and the advertising it 

aims to coerce. Group participant 
love to trash advertising, both in gen­
eral (as in what they saw on TV last 

night) and specifically (as in your ad). 

They pounce like wolves on the 
slightest infringement of their nar­

rowly-defined, peer-acceptable rules 

of what constitutes good advertising, 

simply because they are in a group. 

In a one-on-one the respondent must 
answer only to the moderator, ex­

plaining hi s choices, emotions, reac­
tions, etc. In a group an individual 

must answer to and impress seven to 
nine others, each with their own stric t 

agenda. The communication message 

quickly becomes muddled. Advertis­
ing is an emotional medium , and the 

12 minutes al lowed any one respon­
dent in a two-hour focus group do not 

allow for explorat ion of those emo­

tions . 
As the final nail in an ad's coffin, 

gro up s despise " Pollyanna" opti­

mism, patriotism and perceived sap­

piness. The same ads that bring a tear 
to the eye or tug the heart str ings in 

real life are disparaged as manipula­
tive or s ill y in gro up settings. No­

body, at least in a jaded researc h 
gro up , wants to appear to be too 

happy. 

2. Go for the emotion. It is emo­
tion that sel ls a product and makes 
advertising work, not a rational se ll­
ing premise. Research is often viewed 

as dull and dry, but you can prevent 

that from happening in your commu­
nication check. Use questioning 

words which bring out the emotional 

continued on p. 42 
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HANDS UP IF YOU NEED THE 
SPEED OF BELLVIEW SCAN. 
New Bellview SCAN will save you. 

Unlike other scanning software, it's specifically 

designed to speed through research questionnaires. 

With Bellview SCAN you get quick, accurate, 

cost-effective capture of paper questionnaires-

all but eliminating the need for manual intervention. 

It simplifies everything from questionnaire 

set-up and defining validation to dealing with 

open-ends and reporting. 

Need to move jobs efficiently through the 

whole scanning process? Bellview SCAN does it 

with ease. Its uniquely powerful workflow and 

batch control features make this possible . 

Want to make productive use of your scanners 

by having many jobs using the system at one 

time? Bellview SCAN keeps everything in order. 

The client/server system runs on Windows 

NT/95 and supports as 

many scanners and 

editing stations as you 

need . Data are fully 

compatible with 

Bellview CATI , 

CAPI and ODBC compliant databases. 

To find out more, call Pulse Train for details of 

Bellview SCAN. And avoid getting snowed under. 

Pulse Train Technology Ltd , 631 U.S. Hwy One, 

Suite 406 , North Palm Beach , Florida, 33408 . 

Tel : (561) 842 4000. Fax: (561) 842 7280. 

Email : PTTSystems@aol.com 

http://www.ws.pipex.com/ptt 

PULSE · TRAIN 
TECHNOLOGY · LTD 



True-life tales in marketing research 
By Art Shulman 

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

Jim Nelems of the Marketing Workshop reports his firm 
was conducting a shopper study, talking to customers who 
had just left a consumer electronics store. The interviewer 

completed a brief interview with one man, a hurried-looking 
shopper, who then got into his nearby car and left. Seconds 
later the store manager rushed out, shouting, "That person you 
were talking to, he's a shoplifter!" 

Turns out the shopper gave his correct name and phone num­
ber during the interview and was soon arrested. 

That was one interview which validated! 
The owner of several focus facilities, requesting anonymity, 

reports she'd recently opened a beautiful brand new facility. 
The day it opened, a regular client sent over a huge flower 
arrangement, which the service proudly displayed. The next 
day, the owner noticed the flowers were drooping and dying, 
and decided to toss them out. But as soon as she removed the 
flowers from the vase, thousands of gnats flew out. 

At that evening's focus sessions, respondents were very ani­
mated. Not because of the test product but because of the hordes 
of gnats swarming around them. 

Ron Sellers of Ellison Research tells about when he served 
as a project director at a research company. He was monitoring 
a telephone interview and all went well until they got to the 
demographics. The respondent described his marital status as 
single, then his occupation as "project director for a marketing 
research company." There was no industry screen on the ques­
tionnaire so that wasn't a problem. But Sellers' eyebrows shot 
up when the respondent indicated his annual household income 
was $100,000 or more. 

Sellers says his boss heard about that one at salary review 
time. 

Gerald Linda of Gerald Linda & Associates cites in-depth 
interviews on the subject of men's underwear being con­
ducted among women. (Linda says that most men's under-
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wear is actually purchased by women.) One respondent was 
terrific in describing the criteria of good fit- snugness, ease 
of movement, support, and so on. When asked how her hus­
band was able to tell her all of this, she replied that she wore 
the undergarments herself. 

Guess we know who wears the pants in that family. 
Moderator Saul Cohen of Saul Cohen & Associates reports 

that just prior to a focus group session with a new client not 
versed in market research he was going over the screener when 
she exclaimed, "I can't wait to see this focus group." When 
Cohen asked why, she pointed to the bottom of the screener 
and said, "Record sex," except she pronounced it "Reh-cord 
sex." 

Along similar lines, I'm sure many of you, like Bill Weylock 
of Weylock Associates, have seen a self-administered ques­
tionnaire, on which, when asked about sex, a consumer wrote 
in, "YES!" 

Speaking of consumers with something on their mind, Kristen 
Pusch oflntertec Publishing recalls reading verbatims on a mall 
study of sunglasses. When one respondent was asked about 
the type of person who'd wear the test sunglasses, she replied, 
"My friend Ralph would wear these sunglasses while riding 
on the orange clouds floating in my head." 

On the answers of consumers like this, multimillion-dollar 
marketing decisions are made. 

Also from the "Where do these people come from?" file, 
Gary White of Pacific Crest Marketing recalls a focus group 
he was moderating for a major food manufacturer on the sub­
ject of natural foods. One cynical man felt he was making a 
good point when he said, "These day 's everything's natural. 
Diphtheria's natural." 

In future issues, we'll 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 questionnaires - please call 
me at 818-782-4252 or, better yet, write it up and fax it to me at 
818-782-3014 or E-mail me at artshulman@aol.com. 0 
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THE WAY 

WANT IT. 
Generate RDD sample when and how you 

want - even using the PC you already 

have. Don't worry about blowing the 

budget, busy signals, ordering deadlines, 

turnaround time, modem problems, 

package pick-up times, sample quality, 

viruses or how well someone else's 

computer is working today. 

When you want total control over 
your sample production, 
call 215-653-7100. 

GENESYS Sampling Systems 
The first, the only. 



se 
Realize the potential of your a vertising with 

Editor's note: Jerry Thomas is presi­
dent of Decision Analyst, Inc., Arling-:.._... ___ _ 
ton, Texas. 

The promise of advertising is 
great. It's an opportunity for a 
brand to tell its story directly to 

the ultimate consumer, to build aware-:------
ness and project a powerful brand im-
age, to create and build brand equity, to 
bypass the trade and circumvent com­
petitors. In actual practice, however, the 
promise of advertising is seldom real­
ized. In fact, the opposite is true. Me-:---..;...._--
dia advertising is probably the most 
inefficient, least productive expenditure 
in a typical co pany's marketing bud­
get. Why i / ad ising's potential not 

r realized? 
II First, few co a 1 s do basic strat-r.------
j egy research to dev creative blue-

1 

print to guide the dev~ p~nt of their 
advertising. Second, panies 
pretest their advertising ere · e make 
sure it has a chance to work. T~/ , ven 
fewer companies track their adv : i :------
once it's "on air" to measure thee · s 
of the advertising over time. Advert1 
ing tends to be created in an informa­
tional vacuum and is rarely evaluated 
in any consistent, systematic way there­
after. In effect, there is no reliable feed-.;__ ___ _ 
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tracking resea11 h 
By Jerry W. Thomas 

back loop, so the advertising muddles 
along from year to year, never getting 
any better. 

No wonder that many companies 
have grown weary of traditional adver­
tising and have shifted media dollars 
into sales promotion and 
direct-response marketing activities­
where effects tend to b~ immediate, easy 
to see, and easy to Iheasure. The strate­
gic potential of advertising is just as 
great as ever. perhaps_even greater, since 
so few companies seem to understand 
how to create and deploy consumer ad­
vertising that really works. 

Advertising success 
To successfully utilize advertising in 

the marketing mix, three types of re­
search are essential: 

• Strategy research. How advertising 
works differs from product category to 
product category, and from brand to 
brand within a category. This means that 
each brand must develop an understand­
ing of its consumers and their motiva­
tions to serve as a template for creative 
tL_evelopment. 
' \ Advertising pretesting. Once the 
dvertising creative is developed (either 

rough or finished), it's really important 
to pretest the advertising. Pretesting 

helps identify outstanding commercials 
and flags under-performing commer­
cials. More importantly, pretesting pro­
vides guidance to the improvement of 
the commercial, and to the improvement 
of all future commercials. However, 
pretesting is not perfect nor foolproof. 
Pretesting cannot perfectly predict 
on-air success. 

• Advertising tracking. Once com­
mercials are aired, the only way to know 
if the advertising is working is tracking 
research. It's the ultimate acid test of 
advertising effectiveness. As it's used 
here, the term tracking research refers 
to telephone interviews among a repre­
sentative sample of target-audience con­
sumer - e e )p views can be con­
tinu ' s (i.e. , a~ ill rumber of inter­
vie 8 are cond~Ftrd ~very day or every 
wee fhtodgho~tt the year) or pulsed 
(i.e.,1 ·~ intervi~w' is conducted in 
wave · ~Ie r time, say 
every three m-onths ' fv every six 
months). 

The tracking questionnaire 
A well-designed advertising tracking 

questionnaire should include the follow­
ing essential measurements: 

continued on p. 46 

Quirk's Marketing Research Review 



When you're with FocusVision, 
you're in good company. 

Video transmisssion 
of live focus groups. 

Today 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 pre­
ferred methodology to see, hear and interact with their nationwide focus 
groups-without leaving the office. • The acknowledged 

leader in the field 

• Largest network of 
focus group facilities 

• Superior client service 

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. 

• Leading edge technology 

With a network of 45 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 FocusVision 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 203-961-1 71 5. 

• Worry-free projects 

Atlanta 
Fieldwork, Inc. 
Plaza Research 
Superior Research 

Baltimore 
House Market Research 

Boise 
NEW Clearwater Research 

Boston 
Bernett Research Services 
Fieldwork, Inc. 

Chicago Suburban 
Smitll Research 
Quality Controlled Services 

Chicago Downtown 
Adler-Weiner Research, Inc. 
Smith Research 

NEW TAl--Chicago, Inc. 

Cincinnati 
The Answer Group 

Columbus, OH 
Quality Controlled Services 

Dallas 
Quality Controlled Services 

NEW Savitz Research Center 

Denver 
Information Research, Inc. 
Colorado Market Research 

Detroit 
Quality Controlled Services 

Houston 
C. Q. S. Center for 
Qualitative Studies 

Kansas City 
Quality Controlled Services 

NEW The Field House 

Los Angeles 
Adler-Weiner Research, Inc. 
National Qualitative Network 
(Quick Test] 
Trotta Associates 

Los Angeles, 
Orange Cty. 
Trotta Assoc1ates Irvine; CA 

Minneapolis 
Orman Guidance Research 

Nashville 
Quality Controlled Services 

New Jersey 
Schlesinger Associates, Inc. 

NEW TAl-New Jersey. Inc. 

New York City 
Murray Hill Center 

NEW Wolf/Aitschui/Callahan 

Philadelphia 
Philadelphia Focus 

Phoenix 
Fieldwork, Inc. 

Raleigh 
L&E Research 

~ 
~ FocusVrsroNlM NmwoRK, INc. 

Sacramento 
Research Unlimited 

San Francisco 
Ecker & Associates 
Fleischman Field Research 

Seattle 
Gilmore Research Group 

St. Louis 
Quality Controlled Services 

Tampa 
Superior Research 

Washington, DC 
House Market Research 

Westchester, NY 
Fieldwork, Inc. 

London, UK 
Field Facts International 

Toronto.! Canada 
Focus 6rst 

--"\' 1266 East Main Street • Stamford, Connecticut 06902 • Tel : (203) 961-1715 • E-mail: FVN1@aol.com • Web Site: ININW.focusvision.com 



E. Kirk Ward, director of consumer 
and trade research for Hershey Choco­
late North America, and William "Jay" 

Ward Wilson 

Wilson, chairman and CEO of Roper­
Starch Worldwide, Inc., have been 
named to the advisory board of the 
University ofTexas at Arlington's Mas­
ter of Science in Marketing Research 
degree program. 

Joseph P. Diamond has joined 
Migliara/Kaplan Associates, a health 
care marketing research firm with of­
fices in Princeton, N.J. and Owings 
Mills, Md., as vice president. The com-

ADDITIONAL SERVICES~ 

*BRAND STRATEGY 

* BRAND IDEATIO~M Creative 

* BRANDSEARCH5M Trademark Screening 

pany has also added David Bracho, 
David Bruning, Anne Donusz, Chris­
tine Huffman, Rob Steen and Amy 
Sullivan as project managers; Andrea 
McDonough and Glenda Grob as se­
nior project managers; David Moak as 
account manager; and Alicia Hines as 
project manager/managed care. 

Group Dynamics In Focus, Inc., Bala 
Cynwyd, Pa. , has appointed Robin 
Kaplan to its board of directors with 

Kaplan 

the title of vice president of operations. 

Marvin Duvall has joined Aragon 
Consulting Group , St. Louis, as re-

CLIENTS INCLUDE: ,·~ 

AT&T, A.H.P., Bayer, Chrysler, Conoco, DuPont, 
Fruit Of The Loom, General Motors, Glaxo Wellcome, 
Hershey, J&J, Lever Brothers, McDonald's, Merck, 
Mobil Oil, Procter & Gamble, Ralston Purina, 
Sara Lee, Searle, Sprint and other industry leaders. 

For our Brochure, References, or Brand Building Seminar please contact any of our offices. 

NEW YORK 
Vincent Morella TEL (212) 557-2100 

LOS ANGELES 
Irwin Moskowitz TEL (310) 284-3201 

CHICAGO 
Michael Grove TEL (3 12) 214-1500 

MIAMI 
Dave Dettore TEL (305) 374-2500 

DURHAM 
David Floyd TEL (9 19) 572-9311 
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Visit our web site at: 
http://www.brandinst.com 

BI ,i. 
BRAND INSTITUTE, inc. 

search analyst. Gregory Wills, vice 
president and senior consultant, will 
manage Aragon's new Denver office. 

Erik Andersen has rejoined Custom 
Research Inc., Minneapolis, as vice 
president. In addition, Randi Stillman 
has joined the firm as senior research 
associate and John Segala has been 
named research associate. 

Bill Reader has been named account 
manager for Polk 's Research Sampling 
Group in Southfield, Mich. 

KGA Advertising, Middletown, 
Conn., has named Michael Fox as ac­
count planner. 

Walker Information, Indianapolis, 
Ind., has named Jeffrey B. Walz vice 
president, client services within the en­
ergy, communications and technology 
client services group. 

Soumya Roy has joined Maritz Mar­
keting Research Inc., St. Louis, as se­
nior research analyst. 

ACNielsen Corporation, Stamford, 
Conn., has named Darial R. Sneed vice 
president, investor relations. 

Paul Cook has been named director 
of marketing research and Melissa 
Ewen has been named project manager 
at Food Insights, a Cordova, Tenn., re­
search firm. 

Dr. Carol Raffel has been promoted 
to vice president of qualitative services 
at Burke Marketing Research, Cincin­
nati, Ohio. In addition, Lori Thrner and 
Kirsten Bech have been promoted to 
account executive at the Cincinnati of­
fice and Beth Dauch has been pro­
moted to account executive at the Dal­
las office. Dan Evarrs has been pro­
moted to senior account executive in the 

continued on p. 41 
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Six new facilities have joined Focus­
Vision Network, Inc., Stamford, Conn., 
for video transmission of live focus 
groups. Now installed and operating are: 
Wolf/Altschul/Callahan (WAC), New 
York City; The Field House, Overland 
Park, Kan.; Savitz Research Center, Dal­
las; TAi-Chicago and TAi-New Jersey; 
and Clearwater Research, Boise, Idaho. 
This brings the number of focus facili­
ties in the FocusVision Network to 45 
locations including the U.S., Toronto and 
London. 

Chesapeake Surveys, Inc., Owings 
Mills, Md., a member of the 
VideoConferencing Alliance Network, 
has opened a new videoconferencing cen­
ter which will link it with more than 300 
cities worldwide. The company will hold 
a reception to preview the new center on 
March 12 from 5:30-8:00 p.m., during 
which guests will be able to participate 
in a live demonstration. For more infor­
mation call410-356-3566. 

DataMind Corp. has moved to 2121 
South El Camino Real , Ste. 1200, San 
Mateo, Calif., 94403. Phone 415-287-
2000. Fax 415-524-2180. 

Richard Kurtz & Associates has a 
new phone number, 212-869-9459, and 
E-mail address, kurtz@ziplink.com. 

Strategic Marketing Research and 
Planning has moved to 16120 Chester­
field Parkway, Ste. 160, Chesterfield, 
Mo., 63017. 

Noble Consultants has changed its ad­
dress to P.O. Box 2709, Port Aransas, 
Texas, 78373. 

Mediamark Research Inc., New 
York, has increased the annual sample of 
respondents to its national syndicated 
study to 30,000 from 20,000. The in­
crease is in response to client demand for 
greater reliability of reporting and analy­
sis of MRI data. On average the sample 
size increase will lower sampling error 
by 18 percent. The increase will be 
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achieved by augmenting the present 
sample plan; no disproportionate increase 
or decrease among any geographic or de­
mographic element of the MRI sample 
is contemplated. Full implementation of 
the increase will require four years of 
incremental replicates. 

Colwell & Salmon Communica­
tions, an Albany, N.Y., research and 
telemarketing firm, has added a new 
CATI system. 

Doris J. Cooper Associates, a full­
service data processing company, has 
moved to One North St., Hastings-on­
Hudson, N.Y., 10706. Phone 914-478-
0444. Fax 914-478-7637. 

MTA-EMCI, a Washington, D.C., 
strategic planning and consulting firm 

serving the telecommunications industry, 
has changed its name to The Strategis 
Group. 

Decision Analyst, Inc., Arlington, 
Texas, has opened a Web site at 
www.decisionanalyst.com. The site in­
cludes published articles on marketing 
topics, free research data for businesses, 
and free software that performs basic re­
search-related statistical functions. 

Aragon Consulting Group, St. 
Louis, has opened an office in Denver 
to serve companies in Washington, Or­
egon, Utah, Idaho, Arizona, New 
Mexico, Colorado, Wyoming, Montana, 
Nebraska, North Dakota, South Dakota, 
Minnesota and Iowa. Gregory Wills will 
manage the office. For more informa­
tion call 303-660-3555. 

Sound-Survent 
GET THE REAL SOUND TO GET THE REAL IDEA. 

To play music or commercials during an interview 
• 

To record and playback open end verbatims 
• 

To capture content and inten ity of responses 
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Editor's note: E.B. Feltser is a freelance writer based in 
San Diego. She has worked as a marketing research inter­
viewer and survey writer. 

A multi-point scale is a wonderful thing. Subtle, nicely 
objective, neatly quantifiable. Interviewers appreciate 
them because they're fast and don ' t entail all the typing 

or handwriting work associated with open-ends. It's easy to 
understand why they are so common in surveys. 

Consider the basic, garden-variety five-point scale: 
5. Extremely satisfied 
4. Satisfied 
3. Neither satisfied nor dissatisfied 
2. Dissatisfied 
1. Extremely dissatisfied 
6. Don't know (DO NOT READ) 
7. Refused (DO NOT READ) 
Read it aloud, at speed. You ' re in an echo chamber, right? 

That's thanks to numbers 2 and 4. The easy fix is to add an 
adjective to 2 and 4: somewhat satisfied, maybe, or mildly sat­
isfied or routinely satisfied or whatever. That kind of parallel 
construction gets a rhythm going that respondents seem to re­
member more easily. It also cuts down on the "I'm quite satis­
fied." "Would you say you ' re extremely satisfied or satisfied?" 
"Quite satisfied." round-and-round that drives interviewers up 
the wall and inspires them to key in 5 or 4 as the mood strikes, 
just to get on with the survey. And in fact, "satisfied" and "dis­
satisfied" are open-ended emotional states that logically include 
all other levels of satisfaction or dissatisfaction , including the 
"extremely" level. It's no wonder some respondents have a 
tough time nailing that one. Incidentally, why does the mid­
point have to be so user-unfriendly? Why not a simple "I'm 
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The 
numbers 
game: 
refining 
multi-point 
scales 
By E.B . Feltser 

neutral about it"? It takes less time to say, and surveys, espe­
cially long ones, are like Olympic track events: seconds count, 
and they add up fast. 

Don't know (DO NOT READ) and the mid-point paradox 
"Gee. I' ve never tried it. I guess I'd give it a 3. That's neutral , 

right?" Thus does the respondent valiantly try to fit the square 
peg into the round hole. But what's a poor interviewer to do? 
The classic instruction is to go with the respondent 's numeri­
cal rating. And yet, it must be important from a marketing stand­
point to distinguish between potential devoted consumers (I' ve 
never tried it) and experienced but disenchanted ones (It 's OK, 
nothing special. Give it a 3.). 

Perhaps it' time to replace the classic instruction with some­
thing more useful to an interviewer. Treating "don ' t know" as 
a naughty little ecret instead of a viable response forces inter­
viewers to make subjecti ve (often highly subjective) choices, 
and that turns mid-point quantification into mush. Besides, the 
endearing thing about most respondents is that they truly do 
try to give honest opinions within the response framework. Even 
those who are aware that "don' t know" is an option tend to 
ignore it whenever they can. Tipping the respondent to the "don 't 
know" option cuts down on such pleasant responses as "I' ve 
already told you three times I never heard of it. I don ' t want to 
answer any more of these stupid questions. Good-bye !" Any­
thing that cuts down on mid-terms is a thing of joy and delight 
to an interviewer. 

Multi multi-point scales 
(Q. 22) Now, using a seven-point scale where 7 means very 

satisfi ed . . . 
(Q. 24) Now, using a five-point scale, where 5 means liked 

Quirk's Marketing Research Review 



Thinking About 
Vier eo 

Conferencing 
Your Focus 

Groups? 

.R. 

Consider Vldeofocus Direct. 

VFD has all the solutions for 
busy officers and staffers who 
must be part of the live focus 
group process even when their 
schedules require that they stay 
in town. 

First, we offer the most 
competitive prices for video 
conferencing in the industry. 
(You benefit from the fact that 
our member facilities have no 
up front costs for equipment. ) 

ATLANTA 
Compass Market Research 
BALTIMORE 

Then, only VFD can expand its 
network to video conference 
focus groups from just about 
any city (or facility) you choose. 
On short notice! 

Video 
Focus 
Direct 

(800) 23S-S028 

Finally, we're the only network 
that can provide daily or monthly 
equipment rentals for your office 
location. (And if you already have 
your own equipment, it will be 
compatible with ours.) 

Call today for information, rates, 
and our latest facility list. Video 
conferencing can help you save 
staff time, include more key 
people, and reduce your travel 
budget. 

PHOENIX 
Time N Talent Market Research 
Strictly Medical Market Research 

Assistance In Marketing 
BOSTON 

CINCINNATI 
Assistance In Marketing 

PITISBURGH 
Focus Center of Pittsburgh 
PITISBURGH 

National Qualitative Centers 
CHICAGO 
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very much ... 
(Q. 26) Now, using a seven-point scale where 7 means dis­

liked very much ... 
Well, OK, in truth it's been a while since I've done a survey 

where the multi-pointers reversed polarity in mid-stream (thank 
Heaven for small favors!). But why do some topics warrant a 
cruder response than others- a five-pointer set like a grubby 
medieval serf amongst the aristocratic, fine-tuned seven-point­
ers? From the interviewer's point of view, it means using time 
to explain the new scale, and then using more time to reintro­
duce the returning seven-pointer. Most respondents grasp the 
concept of a multi-point scale quite easily, but too much shift­
ing around gives even the sharpest of them whiplash. Worse, 
they get confused, and even more time is used up explaining 
the scale yet again to bewildered respondents ("Five. No, seven. 
Seven? Is seven the top this time?"). 

Words, words, words 
Time the following while you read it aloud: 
"You mentioned that you have purchased Dy-No-Mite Drain 

Cleaner. Now I'd like to get your opinion of that product. Would 
you say you are: 

1. Completely satisfied with the product 
2. Somewhat satisfied with the product 
3. Neither satisfied nor dissatisfied with the product 
4. Somewhat dissatisfied with the product 
5. Completely dissatisfied with the product. " 
Now, time this version: 
Whats your opinion of Dy-No-Mite Drain Cleaner? Are you: 
1. Completely satisfied with it 
2. Somewhat satisfied 

3. Neutral about it 
4. Somewhat dissatisfied 
5. Completely dissatisfied" 
The second version takes about half as long to read, and 

holds the respondent's interest better because it comes on faster. 
Like reading an exciting novel, respondents should get caught 
up in the challenge of the next question before they have time 
to reflect on how long they've been at it. Time is of the essence 
to interviewers as well: the more dialings, the more completes. 
Anything that needlessly uses up time in a survey jeopardizes the 
chances of the complete and reduces the interviewer's total dialings 
for the shift. 

The inappropriate multi 
I recently worked on a survey that used a multi-point scale 

to determine whether a business had certain amenities. Let's 
say it involved the respondent's favorite restaurant (it didn't, 
actually). How do you interpret a mid-point scale response to 
the question of, say, whether the restaurant had full menus? It 
had menus but not full ones? It had full menus but only on 
alternate days? It had full menus but only gave them to special 
customers? That's an example of a survey writer getting car­
ried away with the wonders of multi-point scales (or, more likely, 
just getting sloppy). Whatever the reason, it wasted a lot of 
interviewing time as many respondents diligently worked out 
mid-point choices, although it did provide some giggles for 
respondents sharp enough to notice. 

Well-structured, carefully worded (and appropriate) multi­
point scales are a great tool. Streamline them and that purr­
ing sound will be interviewers throughout the land murmur­
ing their thanks. 0 

GROUP DYNAMICS 
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Macro International, Inc., 
with a growth rate of 202% 
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Macro International's growth occurs because we put 
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with innovative products and technologies to create 
unique solutions for our clients. Macro has more than 
400 employees, with 70% of our professionals holding 
doctorates or other advanced degrees. We have over 
thirty years of custom and syndicated market research 
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legal research, positioning and brand equity studies, 
with more than a dozen proprietary research products 
such as Customer Loyalty PlusTM (CL+"') and Equity 
Valuation. Our 207 station CATI operation with 
predictive dialing can screen up to 10,000 households 
daily. Plus, we have advanced data scanning systems, 
proprietary analysis models and 7 focus group facilities. 
Put Macro's intelligence to work for you in the U.S. 
and around the world. 



The business of research 

Working 
with a 
consultant: 
who, why 
anti how 
By Paul M. Gurwitz 

Editors note: Paul Gurwitz is managing director of Re­
naissance Research & Consulting, New York. 

0 ver the last several years, consultants have become a 
fact of life in marketing. Whether you are in corpo­
rate marketing, an advertising agency or a market re­

search supplier, unless your firm has a blanket no-outsiders 
policy (and relatively few do), you will probably have to deal 
with hiring consultants - if you have not already. In this 
article, I will discuss some of the issues surrounding this 
decision: 

• Why hire a consultant 
• Barriers to hiring a con ultant 
• What kind of firm to hire 
• How to pay 
• How to get the most out of the consulting relationship. 

Why hire a consultant? 
Firms choose to hire consultants for a number of reasons. 
1. Specialized expertise. A company might decide to hire 

a consultant to provide expertise that none of their in-house 
personnel has. This is particularly true if the skill is a rare 
one, or if it is not needed on a full-time basis. The consulting 
option can be a particularly attractive one in cases where 
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visibility is an advantage- where hiring a "name" consult­
ant can lend additional credibility to the outcome. 

2. Political sensitivity. Sometimes a consultant is brought 
in to perform tasks that are considered too sensitive for the 
organization's full-time employees, or when the employees 
have an interest in a particular outcome. In this regard, the 
consultant, who has no long-term employment interest with 
the client firm, can serve in multiple capacities: as a rela­
tively impartial observer and reporter, as well as a "lightning 
rod" for policy disagreements that might endanger the job of 
a regular employee. 

3. Overflow. Firms often choose to "go outside" when their 
workflow overtaxes their regular staff. This use of consult­
ants offers the advantage of flexibility: It allows tailoring the 
workforce to rapidly-changing needs, rather than going 
through repeated, disruptive cycles of hiring and firing. 

4. Lowering overhead. Many companies choose to 
outsource simply to lower overhead. Using consultants rather 
than employees for certain tasks eliminates many of the fixed 
expenses associated with employment - insurance pay­
ments, vacation, sick days, ocial ecurity payments. In ad­
dition, the amount of government regulation associated with 
hiring consultants is noticeably Jess than is the case with 
employees. This is often the reason that small and medium-
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Find Them Faster and Easier 
And Find Them For Less. 
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your solution. PhoneSolutions. Our 
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survey results, on time, and at a 
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Call Mark Sullivan at 
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sized companies go the consulting 
route, because it can allow them to get 
a higher level of expertise for a given 
payment level. 

Barriers to hiring consultants 
Just as companies hire consultants for 

many different reasons, they also have 
many reasons for not hiring them -
some justified, others, on examination, 
not so. 

1. Expense. Some companies shy 
away from consultants because their 
hourly rates are much higher than a full­
time worker's would be, pro-rata. In 
reality, this represents a trade-off be­
tween fixed and variable costs that (all 
other things being equal) depends on the 
length and size of the assignment. It 
probably will not make sense to pay 
consultant's rates if there is enough 
work to keep a full-time employee busy 
for a year, for instance. However, the 
shorter the length, or the lower the in­
tensity, of the assignment, the more it 
makes sense to trade a higher hourly rate 
for lower long-term fixed costs. 

In addition, where there is periodic 
but less than full-time work, a retainer 
arrangement can often be made to trade 
some level of income stability (short of 
a full-time salary) for a preferential 
hourly rate. We'll discuss this further 
below. 

2. Control. Other firms are reluctant 
to hire consultants because they feel that 
it is harder to maintain control over the 
process and output of a consultant. This 
objection is also well-taken in certain 
circumstances, because some jobs are 
more amenable to being farmed out than 
others. In general, the most appropriate 
tasks for a consultant are those that are 
relatively well-defined (or at least are 
amenable to definition), separable and 
do not require being immersed in the 
corporate culture for their solution. 

Thus, the types of problems that suit 
the consulting mode best are those for 
which a concrete work plan, time sched­
ule and deliverables can be specified 
and agreed on. By contrast, tasks that 
are amorphous, or whose requirements 
change repeatedly through the project 
life-cycle, tend to be the ones that pose 
problems of control when they are given 
over to a consultant. 

There is sometimes another issue of 
control as well. That is the feeling that 

the consultant, who may have many 
other clients, may give less to any par­
ticular client firm than will an employee 
who depends on the company for his 
whole paycheck. To a great extent, this 
particular issue is illusory: marketing 
(or any other business culture, for that 
matter) is a smal l community. No mat­
ter how many clients a consultant has, 
he won't keep them for long if it gets 
around that he is hard to work with, or 
doesn't deliver! Beyond the general 
fear, the issue is often one of matching 
the right consultant to the right client 
and the right job, which we' 11 explore 
below. 

Large or small: What's right for you? 
Consulting firms come in all sizes, 

from individual practitioners to major 
establishments with famous names, 
scores of partners, and hundreds of ana­
lysts. What type of firm are you better 
off with? It depends- on your goals, 
on what kind of project you have, and 
on your own structure. Both large and 
small firms have their own distinct ad­
vantages. 

Large firms offer a well-known name 
and impressive background; in some 
cases these can be crucial advantages, 
as with a politically sensitive issue in a 
large corporation. In such a case, a big­
name consulting firm can mean cred­
ibility in front of a potentially hostile 
audience. Larger firms, by their very 
size, also offer flexibility, both in terms 
of timing and capacity. The multi-con­
sultant firm is more likely than a smaller 
firm to be able to deploy its personnel 
to handle very large projects on very 
short notice. 

By contrast, smaller firms' major ad­
vantage is cost-effectiveness. When you 
deal with them, you will generally be 
dealing with a principal, or at least a 
senior member of the firm. With a big­
name consulting firm, however, unless 
you are prepared to pay astronomical 
rates (and perhaps not even then), you 
are unlikely to be dealing with a senior 
partner on a day-to-day basis. Instead, 
most of your contacts will most likely 
be with relatively junior analysts. 

In addition, all other things being 
equal, any given single project is going 
to be relatively more important to a 
smaller firm than to a larger one. So, 
unless your company is in the Fortune 
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100, and your project runs into the seven 
figures, it is likely that a smaller firm 
will provide a greater level of day-to­
day contact. Moreover, since a small 
firm probably has fewer projects going 
on simultaneously, your project is less 
likely to get lost in the shuffle there than 
at a larger firm. 

Accordingly, if you are yourself a 
large company, have a high-level prob­
lem with political implications, or a 
problem that does not require a great 
deal of senior-level contact, you're 
probably better off with a large consult­
ing firm. On the other hand, if your 
problem requires a large amount of day­
to-day high-level profess ional contact, 
and the name value of a major consult­
ing firm is not critical, go with a smaller 
firm. 

Paying a consultant 
There are basically three methods of 

paying a consultant; which one you ne­
gotiate will depend principally on the 
nature of your project. 

1. Project flat rate. In this arrange­
ment, the consultant asks a flat fee for 
a certain specified deliverable, based on 
his estimate of the number of hours the 
project will take. 

These are the most advantageous 
terms for both consultant and client 
when the project is well-defined and the 
deliverables can be specified fairly pre­
cisely. The client knows the final bill in 
advance, so there is no ri k of "sticker 
shock" at the end of the project. The 
client's sense of security is thus an ad­
vantage to the consultant as well; and 
the consultant's own experience in bid­
ding is his control against being under­
paid for the job. Commonly, such a bid 
will carry a 10 percent contingency 

C:HIC:AGO BowNe? 
-Ldrge Testing Fdcility Se~ts 50 - Perfed for dudience or tdste tests. 
-Focus Groups- New, Comfort~ble & Convenien~y loc~ted . 

-L~rge Field St~ff For: · Audits 
• Intercept Interviewing 

• Executive Interviewing 
• Mystery Shopping 

- We dlso provide telephone interviewing, ddtd processing dnd field coordindtion. 

overrun against unforseen circum ­
stances. 

2. Hourly rate. Sometimes, however, 
a task cannot be defined in advance pre­
cisely enough to allow a consultant to 
make a firm and fixed flat-rate bid. In 
such cases, a client may agree to pay 
an hourly or daily rate, sometimes with 
an overall upper limit on the fee. Thi s 
method permits using a consultant on a 
developing project without requiring the 
consultant to risk gross ly underestimat­
ing the cost. 

However, the hourly method carries 
with it some anxiety for the client, who 
is "on the meter" and co nseq uentl y 
never knows how much the final bill 
will be until the job is over. With such 
an arrangement, c lose and continuing 
contact between c lient and consultant 
can avoid unwelcome surprises when 
the bill is presented . 

3. Retainer. A retainer- a fixed fee 
paid a consultant periodically against 
work to be delivered later- is also u ed 
in certain cases. A retainer is appropri­
ate when one wants to be ab le to confer 
with the consultant pe riodica ll y; it 
avoids having to negotiate a fee each 
time. 

In addition, a retainer can be used in 
the case of a long-term relationship; in 
such a ca e, the consultant commonly 
trades a di scount on his hourl y rate for 
the security of a certain number of hours 
committed. 

There are many different ways to 
specify a retainer. It can cover a certai n 
number of hours per month, or a flat 
rate for certain types of work (q uestions 
answered over the phone, for instance) . 
The retainer can be paid against work 
owed, in which case unused hours are 
"banked" to be used later at a given 

PRECISION FIELD SERVICES 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 
call or e-mail us for a complete brochure: 84 7 • 390 • 8666 info@pfschgo.com 
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hourly rate; or else, the arrange­
ment can have a "use it or lose it" 
provision, in which hours not used 
in a given period are not banked for 
future use. A retainer can be for a 
fixed duration, or can be terminated 
by one or both parties with an 
agreed-on notice period. Finally, if 
the retainer is paid against a de­
fined amount of work, additional 
work can be bid either at the re­
tainer rate, or the consultant's nor­
mal rate. 

How to get the most out of a 
consultant 

Because of the nature of the con­
sulting relationship - a working 
relationship that is specific in terms 
of objective , and limited in hours 
and duration - you are more likely 
to have a satisfactory outcome from 
the experience if you bear certain 
things in mind. 

1. Start with clear objectives. The 
more clo sely you can define the 
outcome you want, the more likely 

the con sultant will be able to de­
liver it. Re member al so that the 
consultant, by definition , will not 
come in with your understanding of 
your firm 's culture or the problem's 
background . So , the more detail 
you can fill in , the more the con­
sultant will have to work with. 

2. You ' re the expert on your own 
bu siness . In general , a consulting 
relation ship implies a division of 
labor: you are the substantive ex­
pert, and the consultant is the tech-

-------------------------------w nical expert. 

FOCUS-GROUP 
WAR COLLEGE 

That is, you know your firm and 
can articulate its problems ; the con­
sultant has specialized tools with 
which to solve the problems. Thi s 
tends to be true even when the con­
sultant is a subject specialist. Al­
though he may be experienced in 
your category, he still does not 
come into the picture with the de­
tailed knowledge of your specific 
s ituation th at someone who ha s 
worked in your environment for 
months or years . 

NOW, this gloves-off, hands-on, inter­
active WAR COLLEGE has you working 

closely with the nation's top focus­
group experts. It has you mastering the 
new strategies and methods that have 
turned an old warhorse into a super­
accurate research weapon. The next 

WAR COLLEGE is in Seattle, April 1-4. 
Other cities include Orlando, Chicago, 
Boston, Washington. Get everything 
you need to plan ... organize ... moder­
ate ... manage focus groups! Phone toll­
free for no-obligation info. CAMBRIDGE 

ASSOCIATES, LTD., 800.377.8903 
Thi s divi sion of la bor implie s 

that you will get more mileage out 

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 
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~ Experienced recruiting of general market, 
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~ Multilingual moderators on staff 

T dephone Interviewing 

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

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

~ Custom studies, tracking studies, and a 
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Phone: (415) 595 5028 FAX: (415) 595 5407 
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of a consultant if you expect him 
to be a technician, rather than a 
magician; your satisfaction with the 
outcome will probably rise in direct 
proportion to the degree you take 
an active role in the relationship, 
rather than simply expecting the 
consultant to "deliver" a solution 
out of thin air. 

3. Keep in touch. Along the same 
lines, the more contact you have 
with the consultant all through the 
project life-cycle, the greater the 
chance of a satisfactory outcome. 
This is because business problems , 
no matter how well-defined at the 
start, tend to be somewhat fluid. 
Their nature changes . U nan tic i­
pated questions come up in the 
middle of a project, or a project 's 
preliminary results can spawn new 
concerns. 

This can create a problem if your 
contact with the consultant is lim­
ited to the beginning of the project. 
If you are not available for input 
when questions come up , the con­
sultant will use his own assump­
tions to answer them, and they 
might not be the assumptions you 
would have made. For this reason, 
the most successful consulting re­
lationships are those that are effec­
tively partnership between the 
consultant and the client, with a 
continual interchange of informa­
tion throughout the project life 
cycle. 

Not for everybody 
Obviously, the consulting route is 

not for everybody, all the time. 
There are organizations into which 
consultants simply do not fit, and 
even in establishments that can 
benefit from consulting , it is more 
appropriate in certain situations 
than in others. However, there are 
probably even more companies that 
could profit from using consultants 
that don't, because of unfamiliar­
ity with the process, or perceived 
barriers that don't have to stand in 
the way. 

A greater understanding of what 
the consulting relationship is and 
how it works will, hopefully, clear 
the way for more firm s to use con­
sultants to their mutual benefit. 0 
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Perception AnalyzerrM 
electronic group measurement system 

Investigate: 

•• 

Moment to Moment Advertising Research 

• The conclusion of this project was that the models using 
both overall and moment-to-moment viewer reactions can be 
used successfully to predict a commercial ' s in-market 
sales performance .• 

ARF Copy Research Workshop , July 1990 

• rt showed us how people reacted to the ads and gave us 
confidence that our money was being spent wisely .• 

Marketing News , 6 January 1997 

•The study confirms the PACT Principles ... that advertising 
works on a number of levels and , therefore , that no single 
measure is adequate to measure the effectiveness of 
copy .. . multiple measurements are necessary for a full 
e valuation of copy effectiveness .• 

Journal of Advertising Research , April / May 1991 

•• 

"The leading dial based system is called 
the Perception Analyzer." 

New York Times , 26 August 1996 

Join the Leader in Interactive Research 
Sales • Rentals • Custom Software 

=~bUiin~llli\ 
Information Systems 

telephone: 
1-800-7 69-0906 
1-503-225-8418 

virtual showroom: 
at http: / /www.cinfo.com / 

e-mail address: 
sales@cinfo .com 

snail mail : 
111 SW Fifth Avenue, Suite 1850 
Portland, Oregon 97204 
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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 

656 Beacon Street, Boston, MA 02215 
(617) 236-7080 

2301 Hancock Drive, Austin, TX 75756 
(512) 451-4000 
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Survey Monitor 
continued from p. 6 
bulletin boards, E-mail, Web sites and 
others," says Diane Bowers, executive 
director of CASRO. 

The CASRO survey on "Survey Re­
search and the Internet" showed: 

• Seventeen percent of managers/ex­
ecutives surveyed say they have used 
data collected from Internet surveys. 

• Forty-seven percent of those who 
have used such data say it was col lected 
either exclusively in-house or both in­
house and by outside research firms. 

• Forty-nine percent say they have 
exclusively used such data col lected by 
outside research firms. 

• Asked if they will continue to rely 
on outside research firms or do more of 
their research in-house, 49 
percent of such respondents 
say they will continue to look 
to outside help. However, 38 
percent said they expect their 
companies will do more sur­
vey research in-house. 

• Sixty-four percent of 
those who have used data coJiected from 
Internet surveys say they expect to con­
duct or purchase more such research 
during the next five year . 

• Even among those who have never 
conducted or purchased Internet survey 
research, 42 percent say they expect to 
do so in the next five years. 

• Those who have used Internet sur­
vey data collected by outside research 
firms say they hire such firms to con­
duct: demographic research ( I8 per­
cent); product research (16 percent); 
non-panel consumer attitudes and be­
havior measures ( 11 percent) . 

• Perceived advantages of Internet 
surveys: faster turnaround (30 percent) ; 
best way to reach certain target popula­
tions (23 percent); less expensive than 
other forms of research (20 percent) ; 
advantage of being able to do such re­
search in-house (6 percent). 

• Perceived disadvantages of Internet 
surveys: non-random and non-represen­
tative samples ( 44 percent); not enough 
people are on the Internet (26 percent); 
general "bias" (18 percent). 

The CASRO survey was conducted 
among 305 middle managers and ex­
ecutives at Fortune 2000 companies. 
They are all primary decision makers/ 

advisers regard ing Internet marketing 
applications at their respective compa­
nies. They work in departments rang­
ing from marketing, information sys­
tems/services and marketing/interna­
tional re earch to corporate/strategic 
planning, public affairs and communi­
cations. Only one employee per com­
pany was interviewed. For more infor­
mation or a copy of the survey call 
Diane Bowers at 516-928-6954. 

When it's time to get 
away, Americans go far 

A Maritz AmeriPoll found that "far­
ther equals better" was the rule for 
America 's summer vacationers last 
year. Among those who planned a va­
cation between May 1 and Septem-

ber 31, I 996, 61 
percent sa id 
their destina­
tions were 
more than 500 
mile s away 
from home and 
38 percent said 

they were traveling I ,000+ mile s 
away from home. Twenty-three per­
cent planned to go 500-999 miles. 
Surprisingly, only 5 percent were 
headed for the more convenient va­
cation spots, located less than I 00 
miles away from their homes. Maritz 
AmeriPoll is a national consumer 
opinion poll conducted regularly by 
Maritz Market ing Research Inc. , St. 
Louis. Results are based on telephone 
interviews with American adults. Ac­
curacy of the results is within ±3.09 
percent. 

Last year's summer travelers pre­
ferred the southern states (states were 
divided into census regions) as vaca­
tion spots. Forty-four percent of them 
vacationed in the so uth. Weste rn 
states were also popular; 31 percent 
elected this region as their vacation 

destination. Sixteen percent were 
headed for the midwest, and 12 per­
cent are planning vacations in the 
northeast. 

Ten percent of Americans taking 
vacations last year sa id they planned 
to venture outside the U.S. Among 
these travelers, Europe was the most 
popular internat ional destination. 
Thirty-four percent of international 
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vacationers said they would visit Eu­
rope las t summer whil e Canada and 
Mex ico attrac ted 15 percent and 12 
percent (res pecti ve ly). 

When as ked what types of ac ti vi­
ti es they pl anned fo r the ir getaways, 
more th an one third (34 percent) of 
Ameri can trave lers said they planned 
o n s ig htsee in g (res pon de nts could 
choose more than one ac ti v ity). The 
seco nd mos t popul ar ac ti v ity was 
visiting family and friends (30 percent) 
while 28 percent had camping or fish­
ing on their vacation agendas . Other 
popular acti vities inc luded theme parks 
( 11 percent) and boating (9 percent). For 
more info rmation 3 14-827- 1610. 

Corporate sponsorship to 
reach record high in '97 

No rth Ame ri can compani es will 
spend $5 .9 billion on spon orship in 
1997, a 9 percent increase over 1996's 
$5.4 billion, according to the 13th an­
nual projections of lEG Sponsorship 
Report, the bi weekl y news letter pub­
lished by lEG, Inc., Chicago. 
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Total spending 
will reach a record 
high, though the 
growth rate will 
experience its first 
s in gle-dig it in­
crease since lEG 
SR began tracking 
sponsorship out­
lays in 1984. The 
projected s lower 
g rowth re fl ec ts 
the lack of block­
buster events in 
th e nex t 12 
months, as well as 
th e res olv e of 
many companies 

Sponsorship spending in North America by type of property* 

1997t 19.9i 19.95 1994 
Sports $3.840 billion $3.540 billion $3.050 billion $2.850 billion 

(65%) (66%) (65%) (67%) 

Entertainment 
tours & attractions 650 million 566 million 488 million 425 million 

(65%) (10%) (10%) (10%) 

Festivals, fairs, 
annual events 558 million 512 million 466 million 382 million 

(9%) (9%) (10%) (9%) 

Causes 535 million 485 mil lion 423 million 340 million 
(9%) (9%) (9%) (8%) 

Arts 354 million 323 mi llion 277 million 255 million 
(6%) (6%) (6%) (6%) 

Total $5.9 billion $5.4 billion $4.7 billion $4.25 billion 

*Source: lEG Sponsorship Report 
tProjected 

to spend less on fees and more on pro­
moting their existing involvements. 

Although sluggish in comparison to 
previous years, sponsorship 's projected 
growth continues to surpass the out­
looks for advertising and sales promo­
tion. McCann-Erickson Worldwide an­
ticipates a 5.6 percent rise in ad spend­
ing for 1997, while Veronis, Suhler & 
Associates' communications industry 

forecast projects a 5.6 percent rise in 
sales promotion expenditures for 1997. 

Entertainment tours and attractions 
will be the only category seeing growth 
in its share of total sponsorship revenue 
in 1997, $650 million or 11 percent 
of the total. The first increase for en­
tertainment since 1992 still leaves the 
category a distant second to sports 
properties , which will receive $3.84 
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Exact A 
Income 
Gender 
New Mothers 
Elderly~­
Children 
Low Incidence 
Ethnic 

Call for quotes or free brochure. 

~'Mq,r!f .. ~~~~ 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail72672.1327@compuserve.com 
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U.S. sponsors spending more than 
$10 million in 1996 

(Listed in descending order of spending within each range.) 

$120 million to $125 million 
Philip Morris Cos. 

Visa lnt'l. 
Nike, Inc. 

United Airlines, Inc. 
Shell Oil Co. 

$115 million to $120 million 
Anheuser-Busch Cos. 

$30 million to $35 million 
Sprint Corp. 

Nestle USA, Inc. 
Coors Brewing Co. 
BeiiSouth Corp. 
UST, Inc. $90 million to $95 million 

The Coca-Cola Co. 

MasterCard lnt'l., Inc. 
The Quaker Oats Co. 
Sara Lee Corp. $10 million to $15 million 

The Gillette Co. $70 million to $75 million 
General Motors Corp. 

$25 million to $30 million 
DuPont Co. 

American Express Co. 
Nissan Motor Corp. U.S.A. 
Xerox Corp. $60 million to $65 million 

PepsiCo, Inc. 

$50 million to $55 million 
AT&T 

$20 million to $25 million 
Bausch & Lomb, Inc. 
American Airlines, Inc. 
Delta Airlines, Inc. 

The Home Depot, Inc. 
Time Warner, Inc. 
Mars, Inc. 

Ford Motor Co. 
$45 million to $50 million 

Eastman Kodak Co. 
RJR Nabisco Inc. 

John Hancock Rnancial Services 
The Proctor & Gamble Co. 

Sears, Roebuck & Co. 
MBNA Corp. 
UPS of America, Inc. 

$40 million to $45 million 
Chrysler Corp. 

$15 million to $20 million 
Motorola Inc. 

The Chase Manhattan Bank 
NationsBank Corp. 
General Mills, Inc. 
Microsoft Corp. IBM Corp. 

Reebok lnt'l Ltd. 
Texaco, Inc. 

$35 million to $40 million 
McDonald's Corp. 

MCI Telecomm. Corp. 
Pennzoil Co. 

Hooters of America, Inc. 
Thomson Consumer Elect., Inc. 
York lnt'l Corp. 

billion, slipping to 65 percent of the 
total in 1997. 

lEG SR projects worldwide spend­
ing in 1997 to grow to $15.3 billion, 
13 percent higher than '96 expendi­
tures. Nearly $4.5 billion will come 
from European corporations, $3.1 
billion from Pacific Rim companies, 
$1 billion from Central and South 
American businesses and $800 mil­
lion from firms in all other countries. 
For more information call 312-944-
1727 or visit the lEG Web site at 
http ://www.sponsorship.com. 

Sponsorship growth compared to 
advertising and promotion* 

Salas 
Im Ad!ldlaloa ewrutU.a.n Spoosorahlp 

1997t 5.6% 5.6% 9% 
1996 7.6% 4.6% 15% 
1995 7.7% 4.6% 11% 
1994 8.7% 5.4% 15% 
1993 5.2% 7% 17% 
1992 4% 10% 13% 
1991 -1 .5% 8% 11% 
1990 5% 6% 19% 
1989 6% 6% 22% 
1988 7% 7% 20% 
1987 7% 8% 30% 
1986 7% 9% 35% 
1985 7% 13% 18% 
1984 9% 14% 113% 
1983 16% 17% 250% 
'Projected 

• Source: lEG Sponsorship Report; McCann Erickson Worldwide; 
Veronis, Suhler & Assoc. 

Consumers seek 
information, not 
entertainment, on-line 

Americans are gravitating to 
on-line services and the Internet in 
record numbers, but they're not go­
ing on-line for fun 
and games. Infor­
mation, communi­
cation and re­
search are the key 
forces luring con­
sumers to 
cyberspace. 

According to a 
new survey by Arlington Heights, IlL­
based Market Facts Inc. ' s TeleNation 
polling service, 82 percent of people 
who are familiar with the Internet 
said they go on-line primarily to 
gather news and information; 80.5 
percent said they use E-mail, and 69.1 
percent log on to conduct research. 
The activities on which these people 
spend the most time include E-mail 
and research - both were cited by 
27.6 percent of respondents, and 18.8 
percent said they spend most of their 
on-line time gathering news or infor­
mation. 

On the flip side, 39.3 percent of 
those who ' ve been on-line at least 
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once in the past six months said they 
participate in bulletin boards; 25.3 per­
cent use cyberspace for chat sessions; 
23.8 percent use it for games; and just 
14.9 percent use on-line shopping ap­
plications . These activities were men­
tioned as primary on-line activities by 
fewer than 5.5 percent of this group. 

The fourth-annual survey of interac­
tive media was conducted for Advertis­
ing Age magazine September 6-11 , 
1996, with randomly selected Ameri­
cans age 18 and older. Market Facts 
used a general questionnaire on 1,000 
people. To get a close look at dedicated 
on-line users, Market Facts posed ad­
ditional questions to 500 people who 
have been on-line at least once in the 
past six months. Both surveys were con­
ducted by telephone and have a margin 
of error of 3 percent. 

"The data is striking, because on-line 
entertainment applications are taking a 
back seat to information usages," says 
Tom Mularz, V.P.-group manager of 
TeleNation. "When the Internet started 
growing a few year ago, eve ryone 
thought Americans would go on-line 
primarily for entertainment. That isn't 
happening." 

In 1994, the second year Market Facts 
conducted thi s study for Advertising 
Age , 45 percent of respondents said 
they would be inte re s ted in 
on-demand movies or TV programs 
and 28.1 percent cited E-mail. This 
year, 42 .6 percent of the general re­
spondent pool cited E-mail , and the 
percentage of people inte res ted in 
movies or TV shows on-demand de­
clined to 35.8 percent. 

"People are using the Internet tore­
search products, or to hel p with their 
homework, or to gather information 
for their jobs," says Mularz. "They ' re 
not going on-line to rel ax and have 
fun ." 

The general popul at ion s urvey 
asked people about their interest level 
in a variety of on-line application s. 
Respondents said they would be most 
interested in researching products and 
services before buyin g them (53 .2 
percent); conducting research for 
work or school (50.1 percent); view­
ing and participating in educational 
TV shows and computer sites (44.2 
percent); sending E-mail via com­
puter ( 42.6 percent ) and makin g 
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travel reservations (38.6 percent) . Re­
spo ndents were much less interested in 
o n-1 i ne application s that are 
enterta inment-driven: 26.5 percent said 
they would be interested in getting ta­
tistics or information about teams dur­
ing sporting events; and 23.5 percent 
said they would use chats with friends 
or celebrities. 

teractive shopping services, and only 
18.2 percent cited interest in on-line 
grocery shopping. 

The interest in commercial applica­
tions also was lower than that for infor­
mation-driven services. Just 23.5 per­
cent of respondents in the general sur­
vey said they would be interested in in-

In the four years that Market Facts 
has been tracking consumer awareness 
of and interest in cyberspace, awareness 
has skyrocketed. For" example, aware­
ness of the World Wide Web grew to 82 
percent this year from 44.7 percent last 
year. Awareness of the Internet grew to 
93.5 percent from 82 percent last year. 
For more information call 847-590-
7000. 

Get Part of the Big Picture. The Part You Want. 

Sometimes all you want is a concise overview of an industry or market. NEXIS® 

gives you access to just the information you need-FIND/SVP's MarketLooksTM and 

MarketLine Snapshots from Datamonitor-now available in the new NEXIS Market 

Research Library. Both MarketLooks and MarketLine Snapshots provide market and 

industry briefings that give you a quick take on the big picture, 

saving you time and money as yo u gather information. 

MarketLooks and MarketLine Snapshots reports contain just 

10 to 20 pages, drawn from lengthier, in-depth market research 

reports published by FI D/SVP and Datamonitor. You can even 

view the summary page of the report at no additional cost. 

Market research that 
opens your eyes For more in formation ca ll 1-800-227-4908 or visit our 

Web site at http://www.lexis-nexis.com/marketing/ 
• LEXIS"·NEXIS" 

@._A mm.baoflhc:Rttdf.I~C¥1Upksroup 

LEXIS and NEXIS are registered trademarks of Reed Elsevier Properties Inc., used under license. 
The I FORMATION ARRAY logo is a trademark of Reed Elsevier Properties Inc., used under license. 
MarketLooks is a trademark of Fl 0/SVP Published Products Inc. Other products and services may be 
trademarks or registered trademarks of their respective companies. 
© 1996 LEXIS-NEXIS, a division of Reed El evier Inc. All rights reserved. 
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We've Been 
As kino 

luestions 
For over 
II Years. 

WHERE WILL YOU TURN 

FOR ANSWERS ? 

INCORPORATED 

BURKE MARKETING RESEARCH 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

THE TRAINING & DEVELOPMENT CENTER 

INFRATEST BURKE I N TERNATIONAL SERVICES 

805 CE NTRAL A VENUE C INCINNATI, OH IO 45202 (513 ) 241 -5663 FAX (513 ) 684 -7500 

It's boomer, echo boomer 
or bust 

According to a comprehensive U.S. 
population demographic study commis­
s ion e d by KGA Ad ve rti s in g o f 
Middle tow n, Conn. , businesses that 
continue to view 18-34 year-olds as the 
lifeblood to their success are either cur­
rently on life-support systems or have 
already succumbed to thi s prev iously 
mi sunderstood silent killer. 

The marketpl ace has a lready lost 
thousands of once- powerful indu stry 
leaders nati o nwide to this insidio us 
a ilme nt. The mo to rcyc le indu stry 
demonstrates the most dramati c ex­
amp le of a business th at was wiped 
out because of its prec ipito us fa ll in 
sal es that hit botto m in 199 1. Overall 
motorcyc le unit sa les pi u mm e ted 
from 1.2 milli o n at its he ight in the 
mid- '80s to an anemi c 400,000 over 
the nex t fi ve years. 

KGA Ad verti s ing, whi ch had the 
northeastern American Honda Motor­
cycle accoun t at that time, went on a 
miss ion to find out the reason why an 
entire product category was was ting 
away. Was it specific to the motorcycle 
industry? Was it contagious? And what 
preventive steps could be taken to avoid 
it? The Strategy and Research depart­
ment at KG A Adverti sing discovered 
what even Honda could not, and real­
ized that virtuall y any business that 
solely targets people born between 1966 
and 1976 was susceptible. What is this 
conqueror of formidable businesses? 
According to Ken Gronbach, pres ident 
and CEO of KG A Adverti sing, " It 's the 
birth dearth - a cyclical popul ati on 
phenomenon that has historicall y im­
pacted our economy but that has not 
been wide ly recogni zed or understood 
before now and a a result ha taken 
marketers by complete surpri se." 

It 's the e normous group of " baby 
bu ste rs," peo pl e bo rn be twee n 
1966-1 976, according to Gronbach, that 
has moved in to the coveted 18-34 age 
group that the boomers, a market of 
some 76 mill ion people, have officially 
exited. 

As the first boomers turned 50 thi s 
year, thi s mas, ive trendsetting market 
with its unprecedented buying power 
that has commanded the marketplace 
for the las t 30 years has begun its meta-
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morphosis from the youth market into 
the mid-life market. The boomers leave 
a huge void in the marketplace that the 
birth dearth generation can't fill. 

products to sell and then, who is going 
to sell these products at retail? What 
impact will this have on marketing strat­
egies? 

"Simply put, we're missing some 38 
million consuming Americans in the 
baby bust generation!" says Gronbach. 
That's clearly a prescription for disas­
ter for those businesses that have yet to 
retool their marketing strategies away 
from the youth market to either the ag­
ing boomers or the next boom genera­
tion, the echo boom. 

"It will change what we advertise and 
who we advertise it to," Gronbach says. 
"Historically it was the 18-34 year-old 
market that made business happen. If 
you had them, then you had the core 
and you had it made. Now that is not 
the case. This once sought after, formi­
dable 18-34 year-old market is going to 
be relatively meaningless by its greatly 
reduced size," Gronbach says. 

We're celebrating! 

• 
This generation, according to 

Gronbach, "will be the panacea for 
whatever marketing strategies currently 
ail you , for those businesses savvy 
enough to be able to target them." The 
echo boomers, aged 19 and under to­
day, will move into the I 8-34 year-old 
age group within the next 10 years and 
will represent the predominant genera­
tion in America. 

So what does this all mean? "If you're 
in business and selling either a product 
or service, you had better be cognizant 
of these three markets - the boomers, 
the baby busters and the echo boomers. 
Marketers better be prepared with both 
a short- and long-range strategic plan 
that understands who to target and 
how to reach them; or what starts out 
as appearing as nothing more than a 
temporary upset to the health of your 
business, may not only flatten your 
sales, it may flat-line your company," 
Gronbach says. For more information 
call 860-347-6626 . 

Ten years of serving 
the marketing research 

community 
The next big scare that business is 

going to face will be the realization that 
there are millions fewer people to hire 
in the 20-30 year-old age group because 
of the birth dearth. Who is going to fill 
management positions to decide what 
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... that a large contingent of~mg,~~~ili\$~~:~~:jfUit ; 
the hill, he would have thought twice out of bed that 

morning. In fact, had he the right information there wouldn't have been 
a Battle of Little Big Hom, a very smug Otief Sitting Bull and a very 
dead General Custer. 

Information is the life blood of any decision. And the right information is 
the difference between success and disaster. Barry Leeds & Associates has 

the knowledge and depth of experience to get the information you need to 
know. Whether it's our "Boardroom Quality" mystery shopping, fair lending 

investment product shopping, or customer satisfaction and retention 
& Associates can help you through whatever "battles" lay 

& Associates - but you do. Call for a prospectus today. 

& Associates, Inc 
38 East 29th Street, New York, NY 10016 .. 7911 • 800 .. 532 .. 8586 

LEEDS 
& ASSOC I A T ES. I NC. 

What You Need To Know. 
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We focus on the details 
so you can focus in L.A. 
Marketing Matrix is dedicated to providing custom focus group support. 
Our fine service implementation will enhance your business focus 
product. 

Westside Location 
Minutes from Beverly Hills and Century City. Central access to varied 
respondent segments. Close to the freeways, fi ne hotels and restau­
rants. Six miles from LAX airport and downtown Los Angeles. 

Focus Suite Features 
• Two group rooms, 

expanded and refur­
bished for 1997 

• Large areas for displays 
and show materials 

• Tiered viewing rooms to 
accommodate large 
viewer groups 

• Comfortable seating with 
writing surface capability 

• State-of-the-art audio and 
video; video conferencing 

Recruiting Specialty 
Segments 

• Consumers groups 
• Business - executives, 

managers, support staff 
• Health care - professionals 

Jefferson 

Century 

organizations, support staff L:....::.....::......:..:.....:::.....:.:......:.:__::.....:.:.....:.:.....:.:~===~====::!!:=:! 
• Financial -organizations , 

brokers, and service support functionaries 
• Technical - computer and related product functionaries 
• Bilingual and ethnic access ~ ... ---.....-_, 

Client Service 
We will provide any amenities your project may require: 
video conferencing , 2-track audio for bilingual recording, 
exceptional foods, hotel reservations, tape transcriptions, qualified 
moderators, product purchase and any unique project needs. 

Competitive Pricing 
Call Lynn Moran or Marcia Selz for a bid . We'll focus on the competitive 
price details and help you focus in L.A. 

MARKEllNG 
MATRIX 

TM 
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2566 Overland, Suite 716 
Los Angeles, CA 90064 
(310) 842-8310 
FAX (310) 842-9493 
E-Mail: Moran @markmatrix.com 

Product & Service Update 
continued from p. 8 
give users flexible tools to build more 
powerful models us ing up to 32,000 
cases in training and running their 
model. The program's user guide fea­
tures step-by-step examples. Neural 
Connection 2.0 has a complete set of 
17 data management, modeling, fore­
casting and presentation tools. To cre­
ate an application, the user selects 
items from a tool bar and places them 
onto a graphical workspace. The in­
tuitive workspace graphically dis­
plays the model's logic and speeds 
analysis. The product also includes 
a Net Agent scripting language that 
allows users to automate an applica­
tion. For more information call 800-
543-5815 or visit the company's Web 
site at http://www. spss.com. 

Service gathers field 
reports on retail 
conditions 

Up-to-the-minute field reports for 
immediate decision on retail condi­
tions are now available through a 
telephone-based data service from 
National In-Store , Sarasota, Fla. The 
new service , called Shelf-Trac, co l­
lects information from the NIS na­
tional operating staff of 1,400 mer­
chandisers. Merchandisers access 
Shelf-Trac from any touch-tone 

phone, 24 hours a day, seven days a 
week. After passing a security check 
by entering a password and PIN num­
ber, a voice recording prompts them 
to log in the desired information us­
ing the touch-tone keyboard. Custom­
ized telephony software captures the 
data and transmits it to a computer 
file where it is tabulated. Shelf-Trac 
can gather everal types of informa­
tion , including numerical findings, 
yes/no answers and multiple choice 
responses to questions. The service 
has been used to document invento­
ries, identify and correct product 
"out-of- stock" conditions, verify dis­
play setups and measure shelf space 
allocations. For more information call 
941-953-3866. 
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Software gives AmEx 
merchants access to 
market data 

American Express Travel Related 
Services Co., New York , has intro­
duced SE InSight , a software pack­
age that enables bu s inesses to 
download aggregated data from 
American Expres s on customer 
transactions and market competi­
tion. Similar information has been 
available to American Express mer­
chants in paper reports for several 
years. But with electronic delivery 
and management through SE 
InSight, the data is easier to access, 
analyze and customize. With the 
software and a standard PC and 
modem, merchants can measure 
their American Express business 
performance and customer demo­
graphics, make comparisons to in­
dustry averages and chart long-term 
business trends for about $200 per 
year. The software's marketing in­
telligence consists of grouped com­
petitor information and consumer 
demographics. The two sources of 
data are the Business Profile and 
Cardmember Ori gin reports. The 
Business Profile report summarizes 
a merchant ' s American Express 
card transaction by card type, ge­
ography and gender. The 
Cardmember Origin reports ranks 
a merchant's top markets by ZIP 
code, designated market area 
(DMA), standard metropolitan sta­
tistical area (SMSA) or country. 
The software also allows merchants 
to compare their own spendi ng ac­
tivities with the competitive mar­
ketplace. SE InSight software has 
a look and feel similar to popular 
business applications , feat uring an 
icon toolbar, color graphing, quick­
print and data sorting capabi lities. 
The program can export data to 
spreads heet and database programs. 
Users can create printable pie chart 
and bar graphs illustrating cus­
tomer profiles, market share, long­
term trends and other analyses. For 
more information call 800-352-
9814. 
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Names of Note 
continued from p. 20 
Cincinnati office of Burke Customer 
Satisfaction Associates. 

Capstone Research, Inc., Lyndhurst, 
N.J. , has promoted Bonnie Reenstra to 
manager, product retrieval services. 

Atlanta-based Elrick & Lavidge has 
announced a number of staff addi­
tions and promotions. At its San Fran­
cisco office, Todd Jacobson has been 

Premier Houston Galleria location 

Moderator-designed and operated 

3 spacious, contemporary focus 
group suites with private lounges 

Numerous sophisticated 
amenities and high-tech features 

Opinion lab ™ - central location 
testing using multi-media PCs 

GroupNet™ videoconferencing 

75 CATI stations for expert 
recruiting and national interviewing 

Remodeled Amarillo location 
for a different Texas perspective 

Brought to you by 
Anndel and Andy Martin 

named vice president, Timothy 
Gaughan has been named account 
director, and Patrice Sandoval has 
been named senior project manager. 
In Atlanta, Teresa Minshew has been 
named project manager-MSD and 
Denise Krause has been promoted to 
project manager. Other promotions 
include: Brian White to vice presi­
dent at the Kansas City office; Pat 
Taylor to branch operations manager 
at the Chicago office; and Eric 
Hogue to account manager at the 
Dallas office. 
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Communication checks 
continued from p. 14 
reactions of respondents, phrases like 

"Tell me your feelings as you were 

watching that commercial," "How do 

you feel about that idea?" or "Do you 

relate to that or not?" Urge your re­
spondents to relax, watch the com­

mercial as if they were viewing at 

home, and encourage them not to 

memorize specific facts and details as 

if they were participating in a school 

quiz. Watch the respondent's reac­
tions, vocalizations and body lan­

guage during your presentation of the 

ad. Are they laughing, sighing, sto­

ically processing dull information, or 

eyeing the cookies in the middle of 
the table? How are they talking about 

the ad - are they animated and in­

volved or detached and ana lytical? 

All of these cue will be as valuable 

in painting the final results as answers 

to the questions themselves. 

3. Keep questioning brief on any 
one ad. After the first few questions 
in an interview, feelings are aban­

doned and respondents lapse into ra­

tionalization and intellectual critique 

-the death knell for creative work. 

I have seen endless discussion guides 

and interviewers who question re­

spondents ad nauseam about an ad. 

The answers quickly take on an ivory 
tower tonality which is meaningless 

in the real world. In reality, viewers 

or readers of an ad make an instanta­

neous, emotional judgement about it, 
and it is that moment which a com­

munication check must seize, not sub­

seq uent rationalizations about the ad, 

its political incorrectness or appropri­

ateness for the product. That decisive 

moment can only be suspended 

through four or five questions, so 

keep the touchy-feely questions 

upfront ; otherwise an answer wil l be 

given from rational brain memory, 

not the heart. 

4. You need quality, not quantity, 
in your interviews. You can get a 
good read on your audience with only 

15 to 20 interviews per campaign. Re­

member why they call it qualitative 

research; you are relying on the skill 

of the interviewer and other research-
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ers on the project to interpret your 
data , not raw numbers. You need ex­
cellent interpreters - interviewers, 

strategic planners and/or researchers 

who really understand the creative 
research process, and who know how 

to decipher body language, tonality, 
and read between the lines of respon­
dent answers. Be sure yo ur inter­

viewer is tuned into, understands and 
appreciates good creative work, and 

is aware of the nuances of answers 
and their underlying meaning. A good 
interviewer starts weaving the threads 

of an advertising story together 
within the first few interv iews. A 

qualitative study is, in effect, more art 

than craft, and the most important 

thing in communication is to hear 
what isn ' t being said . 

5. Be sure the agency puts extra 
effort into the details of the test 
storyboards, ads, etc. Although a 
good interviewer will warn respon­

dents upfront about the rough qual ­
ity of "cartoon-like" artwork, scrap 
art, amateur voiceovers, etc ., and will 

immediately steer respondents away 

from irrelevant comments, respon­
dent s in s is t on interpreting your 

rou gh ads literally. It is difficult for 
them to s imply overlook details 

which may seem irrelevant to the art 
director preparing the ad , and minor 

infractions make a big impact. Are-

spondent critique of factors which are 
not intended to play a part in the fi­

nal execution drains energy from the 
rest of the interview, and may give 

backroom viewers a skewed view of 
the results . For example, I often show 

storyboards which feature frame af-

1 How often , on average , do you vtsJt this 
restaurant? 
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featuring: 
* on-screen survey design facility 
* extended codes and label text 
* full data verification 
* literal responses of up to 999 characters 
* expanded graphics 
* design and save table styles 

Mercator Corporation 
172 State Street 

Newburyport, MA 01950 
Tel: 508-463-4093 Fax: 508-463-9375 
eMail: 75372.2436@compuserve.com 

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 

sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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ter frame of only Caucasian people 
- unusual since many produced ads 
end up with ethnic diversity. But re­
spondents notice and comment nega­
tively about this detail, negativity 
which may spill over into their feel­
ings about the product and advertiser. 
In another example (an ad communi­
cation check among serious bicy­
clists), we showed a print ad for a bi­
cycle wheel. The scrap art featured 
pictures (chosen to create a mood, not 
reality) which, upon close inspection, 
as sports enthusiasts are wont to do, 
actually portrayed a totally different 

type of wheel from the advertised 
product - an oversight which de­
tracted from the credibility of the 
advertisers. 

6. Respondents will inevitably say 
they dislike comparative, negative 
ads. Although consumers have no 
qualms about badmouthing advertis­
ing themselves, they say they don ' t 
want to hear it from you. USA Today's 
Ad track reports that the negative 
long-distance company ads (each 
comparing itself to others and saying 
it has lower prices) are the least-liked 
ads in television. But these negative 
ads do provoke emotional re ponses, 
recall and controversy, and are over­
whelmingly used in political cam­
paigns , so what is really going on? 
This is an issue which requires deli ­
cate exploration on the part of the in­
terviewer, in order to understand 
whether the respondent is touting the 
party line on negativity in advertis­
ing or is truly offended by the ad. 

7. Don't let respondents choose 
the "favorite" execution or cam-

IMR~ 

paign for you. Isn ' t that the purpose 
of consumer research, you might ask. 
Showing several advertising options 
and asking respondents which they 
like best may seem the most demo­
cratic method, but it places them in 
an unnatural role which has little 
meaning. Musicians don ' t lead the or­
chestra, the conductor does. A re­
spondent has no idea of the many fac­
tors involved in choosing the appro­
priate ad. Yes, their reactions are cru­
cial, but analysis of the "winner" is 
the researcher 's job. Backroom view­
ers will inevitably tally respondent 
preferences and favorites, and choose 
the winner by the numbers , which 
negates the value of qualitative re­
search. Once these tallies exist, it is 
nearly imposs ible to produce any 
campaign with fewer favorite votes 
than another, no matter how qualita­
tively superior it is. 

8. "Believability" is a worthless 
measurement. In almost every adver­
tising research project, someone will 
suggest (or include in a preliminary 

IT'S OUR PEOPLE 
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discussion guide) the believability 
question: "Is this ad (or what they're 
saying) believable , or not?" This 
question serves no purpose. It implies 
that reality is inherentl y better than 
fantasy in the advertising realm, and 
who decided that? Are the Budweiser 
frogs or Nissan 's Barbie and Ken "be­
lievable?" Do you care ? What mat­
ters is that the advertising touches the 
hearts of consumers, not their reality 
checker. 

9. After emotional issues, the 
most important information you 'II 
hear is about the company's image. 
Advertising is about creating an im­
age for a product, a product made by 
a company. Asking respondents what 
sort of image or impression they get 
about the company from the ad tells 
you a lot about the perceptions that 
will linger over time, and at the cash 
register. Ideally, and depending on the 
adverti sing strategy, you will hear 
comments such as "They care about 
me," "They're innovative," "They ' re 
a company you can trust," etc. Isn' t 
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that what it 's all about? 
10. Good creative work deserves 

the best research it can get. Re­
member that creative work is deli­
cate and mu st be treated with both 
kid gloves and the respect it de­
serves . With the proper treatment, 

by someone familiar with the cre­
ative research process, a good ad ' s 
hidden wonders and strengths will 
come to the surface, because that 
researcher knows how to shine the 
cold light of consumer reality in the 
right direction. 0 

We Specialize In Specialists! 

issues. 

If health care experie portant to you, don't 
trust your project to a"!!el"t~ra11st. Call the specialists 
-George Matijow, Nan ~ · , or Steve Wilson at. ... 

YOU'VE GOT THE QUESnONS. 

Nationally representative sample of 1,000 adults 18+ 

$725 per question, with discounts for subsamples, 
multiple questions, long-term tracking 

Questions in by noon Wednesday, banners to you by 
3 p.m. Monday 

Guaranteed on-time results- or you don't pay! 

Call us this week. We guarantee you'll like the results! 

1..soo.EXP-POLL CHilTON'S 
- ~ 'V'ftft~ l!.!t l!.!t .... 
- ,;;~r n,;;; .w~.w~..-.. 

(1-800397-7655) --OMNIBUS 
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Measured response 
continued from p. 18 

• Unaided and aided brand aware­
ness . The creation and maintenance 
of brand awareness is one of the most 
fundamental (and most valuab le ) 
goals of advertising. Advertising can 
be effective if it does nothing more 
than create brand awareness . 

• Unaided and aided adverti sing 
awareness . These tend to be diagnos­
tic measures. These meas ures help in­
dicate if the changes in brand aware-

ness or market share are related to the 
adverti sing itself. For example , if 
brand awareness is trending up over 
time , and adverti sing aware ness is 
trending up , then we can reasonably 
ass ume that the adverti sing is hav ing 
positive effects. But, if brand aware­
ne ss i s ri s in g whil e a dv e rti s in g 
awarene ss is declining, the n one 
would have reason to suspect that the 
adverti sing might not be responsible 
for the improving brand awareness . 

• Advertising message recall. What 
messages and ideas from the adver-

ti sing do consumers remember? Do 
the re me mbere d messages co rre­
spo nd to th e ad ve rti s in g messages 
th at the advertising was intended to 
communicate? Ad verti s ing message 
recall is measured by an open-ended 
ques tion, to which respondents give 
unaided , spontaneous answers . Thi s 
qu es tion he lps determine if the in­
tended messages are gettin g through 
to consumers. Adverti sing message 
recall also prov ides an indicati on of 
con sum er me mo ry di s to rti o n a nd 
learnin g effects over time . That is, 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ once a com merc ia l sta rts runnin g, 

S A N F R A N C 

ALL THE AMENITIES ... 
• Luxurious full-size focus group suites. 

• Mini-priced mini-group/one-on-one 

• Floor to ceiling mirrors; professional aud 

• Sound equipment for in-language research. 

• Silent, 24-hour air conditioning . 

• Fully-equipped client's office. 
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con sumers do not remember every­
thing in it equally. Some elements stick 
in the memories of consumers, and other 
elements fade away. Knowing the ele­
ments that have the highest memory value 
is of great benefi t in improving future cre­
ative executions. 

• Brand im age. Ad ve rti s in g can 
shape and mag nify a bra nd im age 
over time . This is one of the mos t 
important strateg ic benefits of adver­
ti sing. However, if you inc lude brand 
image ratin g ques tions in the track­
ing ques ti onnaire, don ' t ex pect to see 
any meaningful changes in a brand 's 
image in the short run . Typicall y, it 
takes a minimum of one to two years 
of consistent advertising to cause a mea­
surable change in brand image. The full 
effects of brand-image shifts play out over 
10- to 50-year time intervals (sufficient 
time to let the stubborn and the rigid of 
mind pass away). 

• Brand tri al and usage. Trial of the 
subj ect brand and major competiti ve 
brands is a useful meas ure to track. 
Usage of the subj ect brand and the 
major competi ti ve brands (i. e ., how 
often, what size pac kage, etc .) allows 
market share estim ates to be calcu­
lated and tracked over time . More­
over, both tria l and usage are valu ­
abl e ana lyti c var iables . The survey 
res ults can be cross- tabul ated by tri­
ers versus non-tri ers, use rs versus 
no n-use rs, and li g h t users vers us 
heavy users . Including a meas ure of 
volumetric usage of the target brand 
is always important, because one of 
the poss ible effects of the adverti s­
ing is an increase in f reque ncy of 
brand purchase (i.e., an increase in 
the volume or amount of the brand 
consumed). 
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• Demographics. Key demograph­
ics such as geography, age, sex, edu­
cation and income should always be 
included. These variables are ex­
tremely va luable in analyzing track­
ing survey results and in defining the 
optimal target market for a brand. 

The fo ll owing measurements might 
also be considered for inclusion in an 
adverti s ing tracking qu es tionnaire . 
Typically, these are not must-have ques­
tions, but at times one of these optional 
questions can be very useful. 

• Aided advertising message recall. 
Sometimes researchers will include a 
li st of a ll major copy points, and ask 
con umers who are aware of the ad­
vertising whether the adverti s ing 
communicated each point. This can 
be an effective way to meas ure mes­
sages conveyed by the adverti ing. 
One mu st be careful in how thi s ques­
tion is posed , and how it is inter­
preted , becau se consumers have a 
tendency to claim that they recall a ll 
a ided messages- even messages not 
ac tually in the advertising itse lf. 

• Aided commercial reca ll. Typi­
cally, a campaign consists of several 
commercia ls. By reading a brief de­
scription of each commerc ia l to re­
spondents, the level of reca ll for each 
commercial can be determined. This 
is not an exact or perfect measure , but 
it can provide a first approximation 
of the impact of each co mmercial. 
Once it has been confirmed that re­
spondents have seen a specific commer­
cial, it is then possible to ask follow-up 
questions, such as a) the number of times 
each commercial was viewed, b) whether 
respondents remembered the name of the 
brand advettised in each commercial, and 
c) some type of simple rating of each 
commercial. Again, these are not perfect 
measures, but each can tell us a little about 
the commercial's on-air performance. 

• Promotion awarenes and usage . 
If promotion plays a s ignificant role 
in the marketing plan , then it could 
be useful to track awareness of a 
brand 's various promotions and con­
sumer participation in those promo­
tions. These question s can be unaided 
and/or aided, and quest ions abo ut 
competitive promotion s can be in ­
cluded as well. 

• Market segment characteristics . 
These are typically question to iden-
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tify important market segments, tore­
fine one 's ab ility to analyze the track­
ing survey data. For example, ques­
tions about price sensitivity, cents-off 
coupon usage, preference for shop­
ping at certain types of retail outlets, 

propensity to participate in promo­
tions, etc. can be useful cross-tabula­
tion variables. These questions might 
reveal that the advertising is doing par­
ticularly well among certain groups of 
consumers, but is not reaching other 

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

showed me how to improve it." 

"I see." 

"No ... ICR." 
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it-now' clients immediate turnaround and SSI 
comes through for us every time. 
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results or razor-sharp Election projections, we 

thank SSI - because it all starts with the sample." 
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~ Survey 
• j Sampling, 
=..... Inc.® 
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segments of the consumer market. 
• Media habits. These questions can 

be simple and few, or complicated and 
many. Generally, it is best to limit me­
dia questions to a few important mea­
sures, such as the amount of time the 
respondent spends "consuming" vari­
ous types of media, or types of program­
ming watched most often. The media 
questions can be analytic variables and 
can help refine media strategies. Since 
so many good syndicated sources of 
media data are available, it usual doesn't 
"pay" to add a lot of media questions to 
an advertising tracking study. 

• Lifestyle/psychographies. These 
types of attributes or statements canal­
low us to analyze tracking data by lif­
estyle or psychological segments. Typi-

Name Creation: 
Name Testing. 

Best New Product Branding 

E~ 
For Information Contact: John P. Hoeppner 

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

e-mail: namequest @ aol.com 

lla1na Quast® 
The Science of Nome Creation 

cally, lifestyle and/or psychographic 
measures are of limited value in an ad­
vertising tracking study. First, the cor­
relation between lifestyle/psycho­
graphic market segments and 
marketing-relevant consumer behavior 
tends to be low (i.e., these measures 
don't work very well). Second, time 
limitations on questionnaire length tend 
to preclude the inclusion of sufficient 
lifestyle/psychographic measurements 
to provide statistically reliable results. 

Sample definition 
Once you have decided what ques­

tions to ask in your tracking study, two 
critical decisions remain to be resolved: 
sample definition and continuous ver­
sus pulsed interviewing. 

It is wise to define your sample 
broadly, to make it as inclusive as pos­
sible. For example, even if your target 
market were defined as consumers 25 
to 34 years old, it would still make sense 
to track all consumers 18 to 64 (or older) 
in age. The broader definition of the 
sample is a safety net, because the de­
mographics of a market can change over 
time. If you define your sample too nar-

he research community 
que combination of business 

integrity gical extellence. In addition to 
our interviewing and tabulation software, we offer a 
full range of tabulation and tatistical services. 

Analytical's outstanding survey center, Innovative 
Query (IQ) can nelp you when you are over-booked, 
understaffed or overwheltned. IQ services can keep 
you from eve aving to tum down job$ that are too 
large, too compl . IQ gives you the ources to make 
you competitive in ew areas. 

rowly, you run the risk of the sample 
becoming obsolete. Likewise, define the 
product category you are tracking as 
broadly as possible. Also, always set 
quotas for gender, so that you do not 
under-represent men. 

Continuous interviewing offers a 
number of advantages over pulsed. Con­
tinuous provides a complete record of 
consumer measurements over time -
with no gaps or missing time periods in 
the data. The quality of interviewing 
tends to be higher with continuous sur­
veys, since the same interviewers work 
on the project day after day. Continu­
ous tracking smoothes out the effects 
of short-term disturbances such as ad­
verse publicity, new product introduc­
tions, bad weather, etc., whereas pulsed 
tracking can be biased strongly if some 
negative event occurs just as a wave of 
interviewing is conducted. Continuous 
tracking is a better monitor of competi­
tive information, since the interviewing 
is ongoing and not biased to the media 
schedule of one brand (as tends to hap­
pen in pulsed interviewing). 

Continuous tracking data can be ana­
lyzed in relation to other continuous 

ANALYTICAL 
8687 East Via de Ventura Scottsdale, AZ 85258 
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data (sales, advertising expenditures, 
market share, etc.), normative stan­
dards can be set, and predictive math­
ematical models can be derived. That 
is, it is possible over time to develop 
a model for a specific brand that ex­

the maximum strategy insights into 
your brand, your market and your 
advertising. 

If you consistently pursue the three 
keys to successful advertising (strat­
egy research, pretesting and advertis-

ing tracking), you will gradually in­
crease the yield from your advertis­
ing investments year after year- and 
leave your competitors groping in the 
darkness. 0 

plains the relationship among media ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

expenditures, tracking variables and 
market share (given sufficient time 
and data). Such an understanding is 
the Golden Fleece that marketing ex­
ecutives seek. 

Pulsed tracking is not without some 
advantages. Pulsed tracking is less 
expensive than continuous tracking. 
Pulsed interviewing can be concen­
trated into a short time interval to pro­
vide highly precise before/after mea­
surements for specific flights of ad­
vertising, and the waves of interview­
ing can be precisely timed to coin­
cide with media schedules. 

Regardless of whether you choose 
continuous or pulsed interviewing, 
several guidelines should be followed 
to ensure that the tracking data is 
comparable from time period to time 
period: 

• Maintain constant methods. The 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today's marketing strategies can't be formulated with yesterday's methods. ICR's 
Advanced Research Technologies Group provides state-of-the-art Multivariate 

Analytic techniques, to help you get the most from your research data. 
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ICR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 

questionnaire, the sample de~nition, ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
the training of interviewers, the edit­
ing, coding and tabulation procedures 
must all remain constant from time 
period to time period. Any change in 
methods is very likely to cause per­
turbations in the survey results and 
destroy the comparability of data be­
tween different time periods. 

• Stay with one research company. 
Once you have found a research com­
pany with a) financial stability and b) 
good quality-control systems to do 
your advertising tracking, stay with 
that company. If you change research 
companies every year or two, the 
tracking data will not be comparable 
across time. Small differences in 
methods (i.e., interviewing training, 
callback policies, editing and coding 
conventions, etc.) from research com­
pany to research company will almost 
always destroy data comparability. 

• Stick with advertising tracking. 
The tracking research will grow in 
value from year to year, as you learn 
more and more about the long-term 
effects of your advertising. You must 
stick with your tracking measure­
ments year after year to fully realize 
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"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 I st Avenue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
Ask for Jerry or Greg Carter 

Seattle + Portland + Spokane + Boise + San Jose 
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Saab 
continued from p. 11 
we can enhance the execution. We 
like to use it as phase one to make 
sure we go into the quantitative phase 
from a position of strength." 

Mini-magazine 
The ads that were tested focu ed on 

the Saab 900 five-door turbo model. 
"Visually, the print ads were designed 
to replicate the look and feel of the 
television campaign, to be very col­
orful and whimsical in their ap­
proach ," Gould says. " We also 

wanted to drive home some perfor­
mance messages and talk in greater 
depth about so me of the technical 
specifications of the car. This particu­
lar ad was trying to combine the fact 
that a five-door turbo was fun to 
drive, but also had a roomy interior 
and a large cargo area." The ads in­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ vite readers to call a toll-free number 

for more information about the Saab 

It takes Time N Talent... Q line. 
For a basic ENVISION print ad 

test, a respondent sits at a computer 
to view a 15- to 20-page mini-maga­
zine featuring ads and editorial us ing 
the eye tracking technology. A tech­
nician is there to help them if they 
have questions. Thi s is followed by a 
se rie s of closed- and open-ended 
questions, administered by a modera­
tor, covering unaided recall and a va­
riety of other topics. 

to get the job done right! 
Yo u know t he va lue of time and talent 
in your business- so do we. 
For over 25 years our clients have benefined from 
consis tent persona I i zed qua I i ty se rvice. 
Our Commitment : To get th e fac ts to yo u 
accurately, efficiently and timely in areas such as: 

• Consumer, Business and 
~~~~-~ Medical interview 

•One-On-One qualitative 
interviewing 

• In-house computerized 
data ba e recruiting 

• ational Wats Studies 

• Kids Count Too -
our spec iali zed 
children 'division 

• Where to look for published market 
research online 

• How to cost-effectively search online 
databases 

• Step-by-step directions on how 
to get straight to the vital information 
within a research report online 

• Describes, analyzes, and compares 
more than 80 market research 
publishers and their publications 

When scheduling your next project. contact 
Time N Talent first. 

Visit our new, spacious focus group facili ty at: 

Edens Office Plaza 
4801 W. Peterson Ave. 
Suite 608 
Chicago, Illinois 60646 
773-202-3500 
FAX 773-202-35 11 

2400 E. Arizona Bihmore Cir. 
Suite 1100 
Phoenix, Arizona 85016 
602-956-100 I 
FAX 602-224-7988 

E-Mail LLIPSUTZ @aol.com 

Member: AmcrKan Mar~etmg A3\0l·muon 
Marl eung Rc-.can·h A~~Ktatton 

Vitleof tx:u ... Dtre~ t 

Time N Talent, Inc. @ 

How To 

"We create mini magazines or, in 
the case of packaging, reali stic store 
shelves or POS di splays so that the 
designs can be looked at in context. 
That 's key because you end up with 
a rich set of responses during inter­
views," says Keith Sherman, presi-

Just Pu b lis bed! 

Find Market 
Research Online 
The only guide to finding, evaluating, and effectively 
using published market research online. 

• What each service offers ... what they 
charge ... when they are updated ... 
what they cover ... 

• Questions to ask. .. strategies to 
use ... warning signs to look for 

• How to determine the quality of 
research 

• How to use the Internet for your 
research needs 

• Assessments of today's most popular 
Internet search engines 

• earch strategies, commands, and 
features 

• How to find the market research you 
want on: DataStar. .. Dialog ... IT 
Profile ... 1/Pius .. . Profound ... Lexis-

exis ... And More ... 

r---------------------------------- ------- ------ ------, 
i FREE! One Year of Updates: lbe guide i 
! will be regularly updated and all updates ! 
i for one year after purchase are FREE. i 

l-------- - - ~- -~-~~- ~~~~~--:--~-~!~·-~~--~-----------j 
Call now to order 
1-800-346-3787 

Rnd/SVP ! • 625 Avenue of the Americas • New York, NY 10011 • http:! /www.findsvp.com AMF 
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dent of Micromeasure-ments, Inc. 
For the eye tracking portion of the 

research, the respondent dons special 
glasses and places his or her chin on 
a chin rest to standardize the view­
ing distance and assure measurement 

ronment they watch in , it 's harder to 
achieve that in the magazine testing," 
Gould says. 

"When we conceive a research en­
vironment," Sherman says, "we simu­
late the natural features that are criti-

cal - the ones that enable us to see 
and hear how an ad will perform in 
the real world. That 's why, for ex­
ample, we tested the Saab ads in a 
mini-version of Sunset magazine, sur­
rounded by competitive ads and rel-

accuracy. ~n invisible beam of light ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

is directed at there pondent' eye.~ 
camera picks up the beam of light and 
the technology pinpoints where the 
respondent's foca l point is on the 
material being viewed. Back room 
observers can watch a monitor to see 
where the respondent's eyes go as the 
material is viewed . 

Eye tracking is objective 
The value of eye tracking is that it's 

objective, Sherman says. People 
don't always know or can't remem­
ber what they've looked at. But eye 
tracking can show you where they've 
looked. "It gives us a measure of 
which elements attract attent ion 
quickly, and it gives us a measure of 
readership and what we cal l the scan 
path or viewing pattern, the order 
people view thing . 

"It lets us find out if people spend 

"Very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

I CRis 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. 

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

too much time on somethi ng that's t--~~~~~~~~~~~~~-~~~~~-~~~~~~~~~~ 

not a high priority and if they're miss­
ing key elements. If a person doesn't 
recall a key tagline, eye tracki ng tells 
us if they read it or not. If they don't 
read it, then you need to modify the 
graphic to attract their attention. If 
they do read it and don't reca ll it, the 
content needs to be revised." 

"Eye tracking allowed us to know 
if they had actually found the 800 
number and the Web address," Gould 
says. "We cou ld see the parts of the 
ads they consumed, if they read the 
body copy and how long they spent 
reading it. From a back room perspec­
tive, there would have been no other 
way for us to know that." 

Unnatural environment 
Gould says there were concerns 

that the eye tracking environment was 
unnatural. "Peop le had some ques­
tions about how leg itimate the results 
were going to be. They felt it wasn't 
a true representation of the actual 
magazine reading environment . Un­
like TV ad testing, where yo u can 
have people sitting in a comfortab le 
chair, somewhat simulating the env i-
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If you're still collecting 
data by hand, 
let Ci3 CATI 
lend you a hand. 
Whether your interviews are simple or complex, 
conducted by phone or in person, 
Ci3 CATI will automate your data collection. 

Need a hand? 
Call 847/866-0870 for a free brochure and demo disk. 

sawto~ 
TECHNOLOGIES 

1007 Church Street, Suite 402, Evanston, IL 60201 

Phone: 847/866-0870 Fax: 847/866-0876 

http://www.sawtooth.com E-mail: info@sawtooth.com 
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STATISTICAL ANALYSIS 
AND 

DATA PROCESSING SERVICES 

For the right direction, 
it's 

Directions in Research. 

.........._ .. 
~iii 
!!!iii l!i!iiii!!!!! 
H ~I!!! 

~ A!i= 
DIRECTIONS IN RESEARCH 

FULL SERVICE 
MARKETING RESEARCH & CONSULTING 

(619) 299-5883/ FAX (619) 299-5888 
CompuServe Address: 75061,02215 
5353 Mission Center Road, Suite 310 

San Diego, CA 921 08 

(800) 676-5883 

OBJECTIVE: 

evant editorial content. If we're test­
ing an ad for cake mix we place it in 
a magazine like Good Housekeeping . 
If we're testing an ad for financial ser­
vices we place it in Time or Business 
Week. Other natural features that are 
critical to the process include letting 
respondents look at the mini-magazine 
at their own pace andre-exposing them 
to the ad a second and sometimes a third 
time." 

Despite any reservations the agency 
had going into the research, it recog­
nized the value of the findings and in­
corporated some of them into the ad. 
"They've held on to the integrity of the 
ad but they've made it easier for people 
to read it all the way through. They've 
given people who were intrigued about 
the car a better sense of what the car is 
like," Treistman says . 

For example, the body copy was en­
larged and boldfaced to make it more 
readable. And the toll-free number, 
which previously was part of the body 
copy, was placed on a separate line. The 
photo of the car was enlarged after some 
respondents said that it seemed too 
small (especially when the ad men-

Manage the survey (don 't let it manage you). 
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SSI SOLUTION: 
Dr. Andrew Kulley (chief statistician at employee-owned Response 
Analysis Corporation in Princeton, New Jersey)- "Working with 
traditional RDD sample when you are seeking 'low incidence' popu­
lations can be fmstrating and expensive. By using Survey Sampling's 
Targeted Samples in conjunction with traditional RDD sampling 

approaches, we not only make things easier 
for our interviewers, but also retain our 

ability to generate fully projectable 
estimates for difficult-to-reach popu­
lations. Targeted Samples let us cut 
turnaround time substantially. That 

lets us bid on and win jobs we could 
not otherwise get - and makes for very 
happy clients." 

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

~ Survey 
~ ~ Sampling, 
=......Inc~ 

Partners with survey 
researchers since 1977 

tioned how spacious the car was). 
While some respondents felt that the 

distinctive font used for the headline 
looked like a child's writing, it worked 
well with the colorful graphic. "We 
were not deterred by the people who 
said it was childlike because we knew 
it was working," Treistman says. "We 
learned that the font was a very effec­
tive tool to reinforce some of the imag­
ery Saab was trying to get across. It was 
also very readable, very attention-get­
ting and involving. It had a freestyle 
feeling that was very relevant to the non­
conventional personality that Saab has 
created." 

Test fractionals 
Saab also wanted to gauge the ef­

fectivene ss of some fractional ads it 
was running in conjunction with the 
full-page ads. The fractionals, which 
Saab earned due to a high volume of 
advertising, contained information on 
how people could receive an "excur­
sion kit" which contained more infor­
mation about Saab's line of cars. "We 
wanted to see if that was the best use 
of our advertising credits or if we 
should be using them for other pur­
poses, for example, trying to develop 
some joint promotional activities with 
the magazines," Gould says. 

Though the research found that re­
spondents didn 't always connect the 
fractional ad with the full-page ad, 
Saab hasn ' t stopped using them. "But 
we did get some clues about how to 
better tie them with the full page ad, 
linking the ads with graphics and col­
ors so people could more easily see 
the connection between the two ," 
Gould says. 

Team-building 
If egos and territorial instincts al­

low, the ENVISION approach is de­
signed to foster a team-building at­
mosphere. "There's a lot of owner­
ship of the outcome because it's been 
compiled with people from different 
parts of the company in the same 
room . Everybody's there seei ng it 
firsthand," Sherman says . 

It 's important to have representa­
tives from many parts of the company, 
including marketing, advertising and 
brand managers, present during the 
testing, Treistman says. This not only 
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increases ownership of the results but 
helps (at least ostensibly) the decision 
making process. "It's our preference 
to have the creative people from the 
agency there because the modifica­
tions that are made to the packaging 
or the advertising should be made at 
the behest of the agency people," she 
says. 

"In a typical focus group, you'd end 
up going back to the client's office, 
having a discussion and the client 
saying, 'We aren't satisfied with main 
idea communication.' The agency is 
stuck trying to defend its position. 
But if we're in the field, we're all 
there building a more successful ad 
in the same time period," Sherman 
says . 

Treistman says the service is also 
designed to save time and effort, com­
modities much prized in the !-need­
it-yesterday world of research. "I t 's 
not a case of coming to the end of 
your one-on-ones or focus groups and 
waiting for the report and then wait­
ing for a new version of the creative . 
You can walk out the door with the 
new version in your hand." 0 

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. 

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. 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? I/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 I/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, give I/H/R Research Group a call. We' 11 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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* 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 faci l­
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 

RV 
continued from p. 13 
the Eisner groups told their fellow 
campers that they had rented their 

RV s and were trying them out to see 

if they enjoyed the RV life sty le. 

Those turned out to be the magic 
words. "That was a great opener to 

get people talking be-

cause then they 

wanted to tell you all 

abo ut what it was 

like, how wonderful it 
is, how much they 

enjoy it and why they 

started. They almost 

became salespeople 

themselves," Bruce 

says. 

about small things, building a fire 

together, going fishing. They looked 

down on the family vacation to 

Disney World , because that' s not be­
ing with your children. That 's like 

giving your children over to the 

Disney process. When they went 

away with the family they wanted to 
be with the family," Bruce says . 

~ .::.-.: .:;::':..7~:-.. ;.·.::~."':~··: .. .::,:::..7.:·:: 
--·: _,, .... 1,. ~...,. •.• _,._..~>•••~ .. ~·'- - ·r 

RecreationYehlct". 
~\"'-=vrr-~o'c'r'""'~, .... ~ -.+ lo.(-

"Sometimes you're 

doing research and try­

ing to get people to 

talk is like pu 11 i ng 

teeth. This was just the 
opposite. Getting to 

know them turned out 

Talking with RVers around the country gave the Eisner team valuable 
information that helped shape the content of the print and TV 
campaigns. 

to be amazingly easy. You drive in and 

almost immediately people would 

come over and ask if they could help 

or if you needed to know where the 

nearest 7-11 was." 

RV s give fulfillment 
The Eisner teams discovered that 

owning an RV gives people the kinds 

of fulfillment that they don't regularly 

get in their day-to-day lives . The ful­

fillment comes in four areas: 

1. It provides a chance for a real 

connection with the family. "For 

them, the family RV vacation was 

2. It' s also about getting back -

but not all the way back- to nature . 

The RV experience brings people 

close to mountains, woods and water 

but also lets them sleep and eat in 

comfort. 

3. Taking a vacation in your RV 

also lets people control their lives­

at least while they're on the road. 

" You can decide to stay another night 

at the campground or you can go on. 

You can make decisions about what 

you want to do and when you want to 

do it," Bruce says . 

4. Hitting the road in an RV also 

PRECISION FIELD SERVICES 

CHICAGO's NEWEST Focus FACILITY 

MEE71NG YOUR NEED5~ EXC'EEDING YOUR EXPECTATIONS 847 • 390 • 8666 e-mail: info@pfschgo.com 
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fosters a sense of acceptance. "Every­
one shares in thi s love of the RV ex­
perience. You drive in and you are 
automatically accepted as part of the 
group. It 's like democracy. You can 
have a pop - up camper nex t to a 
Winnebago . The peop le are helpful , 
kids play with each other. There are 
people who meet every year at the 
same campground to see each other 
again." 

Lasting friendships 
The resulting television and print 

ads heavily emphasize the quality-of­
life as pect s of RV ow ners hip. 
Taglines for the print ads include 
"Imagine staying in a town where the 
biggest crime committed was that 
steak you burned last night" and 
"Funny how you never hear about the 
las ting friendships people made at the 
Motor Lodge." Accompanying visu­
als show a vari ety of RVs ensconced 
in idyllic settings from a mountain 
lake to a shore line at sunset. The TV 
ads, including spots titled "Seashore," 
"Campground" and "Lake" echo the 
print ads. 

The agency also conducted focus 
groups with RVers, non-RVers and 
people who had visited a dealer in the 
past two years but hadn 't bought an 
RV. "Th at was to suppl ement and 
confirm what we were learning in the 
' real world,' if you will. I often find 
that focus groups are a way to con­
firm what you think you're learn ing 
when yo u go out in observa tion 
mode," Bruce says . 

"We did take the print ads back in 
to check on visuals. We were pretty 
sure our concepts were right. We 
weren't testing for concepts so much 
as testing visuals, testing language, 
just to be sure it was ringing true in 
the way that it looked and sounded. " 

Internal debate 
The agency will measure the effect 

of the ads through pre- and post-wave 
testing of agreement to a variety of 
statements related to RV s. "We're not 
expecting the advertising to se ll 
RV s," Bruce says. "What it will do is 
change perceptions of who RV s are 
for. We' ll meas ure ag reement with 
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statements over time about who RV s 
are for and what RVing is all about." 

Getting agreement to invest a great 
deal of money in an ad campaign that 
focuses more on the RV lifestyle than 
the vehicles themselves was no easy 
task. "When we presented the idea we 
said we're not selling recreation ve­
hicles, or talking about how big they 
are, how many beds they have. We ' re 
selling the experience of it. The RV 
is a means to an end, not an end in 
itself," Bruce says. 

"We went through a lot of internal 
debate, " LaBella says, "about 
whether it was the proper role of the 
various industry associations to form 
a coalition and do this campaign. 
Some companies would rather spend 
their money promoting their name 
rather than contributing to an indus­
try fund. In the end, we knew that 
we ' re much better off uniting to 
compete against other industries 
that are after people's discretionary 
time and money. " 0 

Don't Gamble On 
Field Services. 

Place a Sure Bet On 
Las Vegas Surveys 

• 2 New Focus Group Facilities w!Fult Service 
Business Suites 

• 2 Executive Meeting Rooms 

• 5 One~on~One Rooms w!Client Viewing 

• 2 Blocks From Convention Center/Mall 

• Recruiting/Focus Groups/Oni -on-One's 

• Executive/Professional/Media 

• Telephone Interviews 

• Mall Intercepts 

• Conventions 

• Radio Music Tests 

• Mock Jury Trials 

• Hispanic Research Capabilities 

• Data Processing 

3405 S. Cambridge St. 

Las Vegas, NV 89109 

(800) 797-9877 

(702) 650-5500 

FAX (702) 650-0729 

Exec1t1Ye Oftices 

4616 Mission Gorge Pl. 

San Diego, CA 92 120 

(619) 265-236 1 

(800) 895-1225 

FAX (619) 582-1562 

email- sdsurveys@aol.com 

Mall Oftice 

3689 "D" Midway Dr. 

San Diego, CA 92110 
(6 19) 224-3113 

FAX (619) 224-030 1 
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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/ fax 612-854-8191. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415-595-5028 
Fax 415-595-5407 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Contact: Dr. Sandra M.J. Wong 
Qua/JQuant.Rsch. -Cantonese, Mandarin, 
Japanese, Korean, Tagalog, etc. U.S. & Inti. 

AutoPacific, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-6306 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: karxprt1 @ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 1100 
Groups Moderate & Recruit. 

BAI (Behavioral Analysis Inc.) 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@BehavioraiAnalysis.com 
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 
Fax 708-383-5570 
E-mail: gbalch.uic.edu 
Contact: George Balch 
Experience With Advertisers, Agencies, 
Government. 

Brittain Associates 
3400 Peachtree Rd. N.E., Ste. 1015 
Atlanta, GA 30326 
Ph. 404-365-8708 
Fax 404-261-7607 
E-mail: brittain@mindspring.com 
http://www.brittainassociates.com 
Contact: Bruce Brittain 
Custom Research Consultants. "Next­
Step" Solutions. 

Burr Research/Reinvention Prevention 
4760 Fremont St. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr 
Answers Via Actionable Survey & Quali­
tative Research; 1-on-1 s. 

C&R Research Services, Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: JimF@CRresearch.com 
Contact: Jim Flannery 
Leading Supplier Of Qual. Rsch. In The 
U.S. With Over 30 Yrs. Of Experience. 

Cambridge Associates, ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: walt_kendall@prodigy.com 
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. 

CB&A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph. 91 0-765-1234 
Fax 91 0-765-1234 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Research Marketing, State­
of-the-Art Facilities. 

CJRobbins 
3832 Mintwood St. 
Pittsburgh, PA 15201 
Ph. 412-683-5975 
Fax 412-681-7975 
E-mail: cjrobbins@activemac.com 
http://www.activemac.com/focus 
Contact: Carole Robbins 
Creative Evocative Methods/Fast Action­
able Reports. 

Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
Ph. 206-241-6050 
Fax 206-241-5213 
E-mail: cos-info@cosvc.com 
http://www.cosvc.com 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Cunningham Research Associates 
2828 W. Parker Rd., Ste. B202 
Plano, TX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasrch@airmail.net 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch.: Consumer, Advg., 
Bus./Bus., Hi-Tech. 

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 
Fax 61 0-459-4825 
E-mail: wktripp@aol.com 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & In­
ternational Qualitative Research. 

Decision Analyst, Inc. 
604 Ave. H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 
Fax 817-640-6567 
E-mail: JThomas@danalyst.com 
http://www.danalyst.com 
Contact: Jerry W Thomas 
Depth Motivation Research. National 
Firm. 

Decision Drivers 
197 Macy Rd. 
Briarcliff, NY 10510-1 017 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Decker Research Associates, Inc. 
4 Upper Bank Dr. 
Chadds Ford, PA 19317 
Ph. 800-832-1930 
Fax 61 0-388-7821 
Contact: Bruce Decker 
Sr. Exec. Moderator, Extensive Drug/ 
Health Experience. 

The Deutsch Consultancy 
1500 N.W. 49th St., Ste. 532 
Ft. Lauderdale, FL 33309 
Ph. 954-938-9125 
Fax 954-771-5214 
E-mail: bideutsch@advize.com 
Contact: Barry Deutsch 
We Crack Tough Nuts. 

Direct Feedback 
4 Station Square, Ste. 545 
Pittsburgh, PA 15219 
Ph. 412-394-3676 
Fax 412-394-3660 
Contact: Tara Hill Conroy 
Bus. -To-Bus./Consumer/Recruit/Mod­
erate/Report. 

Directions Data Research 
1111 Northshore Dr. 
Knoxville, TN 37919-4046 
Ph. 423-588-9280 
Fax 423-588-9280 
E-mail: Rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Full Service: Medical/Consumer/New 
Product/PR/Exec. 
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Dolobowsky Qual. Svcs., Inc. linda Fitzpatrick Research Svcs. Corp. Hispanic Market Connections, Inc. Lachman Research & Mktg. Svces. 
94 Lincoln St. 102 Foxwood Rd. 5150 El Camino Real, Ste. D-11 29341/2 Beverly Glen Cir., Ste. 119 
Waltham, MA 02154 West Nyack, NY 1 0994 Los Altos, CA 94022 Los Angeles, CA 90077 
Ph. 617-647-0872 Ph. 914-353-4470 Ph. 415-965-3859 Ph. 310-474-7171 
Fax 617-647-0264 Fax 914-353-4471 Fax 415-965387 4 Fax 310-446-4758 
E-mail: 73521.3172@compuserve.com E-mail: linda@fitzpatrickmarketing.com Contact: M. Isabel Valdes E-mail: rflachman@aol.com 
Contact: Reva Dolobowsky Contact: Linda Fitzpatrick Foe. Grps., Door-to-Door, Tel. Studies, Contact: Roberta Lachman 
Experts In Ideation & Focus Since 1985, Expert In Marketing/Group Ethnographies. Advg. & Mktg. Focus Groups and One-
Groups. Formerly with Synectics. Dynamics. 

Hispanic Marketing Communications 
on-Ones. Consumer/ Business-to-Busi-

Doyle Research Associates, Inc. Focus Plus, Inc. Research/Div. of H&AMCR, Inc. 
ness. 

919 N. Michigan/Ste. 3208 79 5th Avenue 1301 Shoreway Rd., Ste. 100 Leichliter Associates Mktg. Rsch./ 
Chicago, IL 60611 New York, NY 10003 Belmont, CA 94002 Idea Development 
Ph. 312-944-4848 Ph. 212-675-0142 Ph. 415-595-5028 P.O. Box 788 FOR Station 
Fax 312-944-4159 Fax 212-645-3171 Fax 415-595-5407 New York, NY 1 0150-0788 
E-mail: jodra@aol.com E-mail: tocusplus@earthlink.net E-mail: gateway@hamcr.com Ph. 212-753-2099 
Contact: Kathleen M. Doyle Contact: John Markham httpJ/www.hamcr.com Fax 212-753-2599 
Full Svc. Qual. Four Staff Moderators. Impeccable Cons. & B-B Contact: Dr. Felipe Korzenny E-mail: leichliter@aol.com 
Varied Expertise. Recruits/Beautiful New Facility. Hisp. Bi-LingJBi-Cult. Foe Grps. Any- Contact: Betsy Leichliter 
D/R/S HealthCare Consultants Focused Solutions 

where In U.SJQuan. Strat. Cons. Innovative Exploratory RschJidea De-
3127 Eastway Dr., Ste. 105 907 Monument Park Cir., Ste. 203 Horowitz Associates Inc. 

velopment Offices NY & Chicago. 
Charlotte, NC 28205 Salt Lake City, UT 84108 1971 Palmer Avenue Nancy Low & Associates, Inc. 
Ph. 704-532-5856 Ph. 801-582-9917 Larchmont, NY 1 0538 5454 Wisconsin Ave., Ste. 1300 
Fax 704-532-5859 Contact: Bill Sartain Ph. 914-834-5999 Chevy Chase, MD 20815 
Contact: Dr. Murray Simon 30+ yrs. Exp.; 2500+ Groups with U.S. & Contact: Howard Horowitz Ph. 301-951-9200 
Specialists in Research with Providers & International Goods & Serv. CableNideo Marketing-Programming- Fax 301-986-1641 
Patients. 

GraffWorks Marketing Research Advertising Strategy. E-mail: n.l.a.@clark.net 
Elrick and Lavidge 1 0178 Phaeton Dr. Contact: Nan Russell Hannapel 
1990 Lakeside Parkway Eden Prairie, MN 55347 Irvine Consulting, Inc. Health/Fin./Cust. Sat. Upscale FG Facil-
Tucker, GA 30084 Ph. 612-829-4640 2207 Lakeside Drive ity. Recruit from MD, DC, No. VA. 
Ph. 770-621-7600 Fax 612-829-4645 Bannockburn, IL 60015 

Market Access Partners 
Fax 770-621-7666 Contact: Carol Graff Ph. 847-615-0040 
E-mail: elavidge@atl.mindspring.com Custom Marketing Research & New Fax 847-615-0192 Genesee Center One 

E-mail: DBSG96A@prodigy.corn 602 Park Point Dr., Ste. 100 
http://www.elavidge.com Business Development Consulting. Golden, CO 80401 
Contact: Carla Collis Contact: Ronald J. Irvine 
Full-Service National Capability. Greenleaf Associates, Inc. Pharm/Med: Custom Global Quan./Qual. Ph. 800-313-4393 

800 South St., Ste. 170 Res. & Facility. Fax 800-420-8193 

Erlich Transcultural Consultants Waltham, MA 02154 Contact: Mary C. Goldman 

21241 Ventura Blvd., Ste. 193 Ph. 617-899-0003 JRH Marketing Services, Inc. Specialists In New Prod. Deve., Medical, 

Woodland Hills, CA 91364 Contact: Dr. Marcia Nichols Trook 29-27 41st Ave. (Penthouse) Hi-Tech, Executive. 

Ph. 818-226-1333 Nat'/Jint'l. Clients. Specialty: New Prod- New York, NY 11101 
Market Development, Inc. Fax 818-226-1338 ucts, Direct Marketing, Publishing. Ph. 718-786-9640 

E-mail: Etcethnic@aol.com Fax 718-786-9642 1643 Sixth Ave. 
Contact: Andrew Erlich, Ph.D. Grieco Research Group, Inc. E-mail: 72114.1500@compuserve.com San Diego, CA 92101 

Full Svc. Latino, Asian, African Amer., 850 Colorado Blvd., Ste. 203C Contact: J. Robert Harris II Ph. 619-232-5628 

Amer. Indian Mktg. Rsch. Los Angeles, CA 90041 Founded 1975. Check Out The Rest But Fax 619-232-0373 
Ph. 213-254-1991 Use The Best! E-mail: lnfo@mktdev.com 

FacFind, Inc. Fax 213-254-3465 http://www.info@mktdev.com 
6230 Fairview Rd., Ste. 108 E-mail: GRGINC@aol.com Just The Facts, Inc. Contact: Esther Soto 
Charlotte, NC 2821 0 Contact: Joe Grieco P.O. Box 365 U.S. Hisp./Latin Amer., Offices In NY, 
Ph. 704-365-8474 Marketing and Advertising Mt. Prospect, IL 60056 Mexico City. 
Fax 704-365-87 41 Focus Groups. Ph. 847-506-0033 Market Navigation, Inc. E-mail: factind@aol.com Fax 847-506-0018 
Contact: Tracey Snead Hammer Marketing Resources Teleconference Network Div. 

179 Inverness Rd. E-mail: JTFacts@islandnet.com 2 Prel Plaza Varied, Affordable Southern Generalists. 
Severna Pk. (Balt./D.C.), MD 21146 http://www.just-the-facts.com Orangeburg, NY 10962 

Fader & Associates Ph. 41 0-544-9191 Contact: Bruce Tincknell Ph. 914-365-0123 
372 Central Park W., Ste. 7N Fax 41 0-544-9191 We Find The Facts!™ Fuii-Svc., Camp. Fax 914-365-0122 
New York, NY 10025 E-mail: 70426.1237@compuserve.com Intel., Mktg. Cnsltg. Actionable Results. E-mail: Ezukergo@mnav.com 
Ph. 212-749-3986 Contact: Bill Hammer 

KidFacts8M Research 
httpJ/www.mnav.com 

Fax 212-7 49-4087 25 Years Experience - Consumer, Busi- Contact: Eve Zukergood 
Contact: Susan Fader ness & Executive. 3331 W. Big Beaver Rd., Ste. 114 Med., Bus. -to-Bus., Hi-Tech, lndust., 
Exper ./Focus Groups/1-0n-1 s/ln Broad Troy, Ml48084 Ideation, New Prod., Tel. Groups. 
Range Of Cat. Pat Henry Market Research, Inc. Ph. 810-816-6772 

230 Huron Rd. N.W., Ste. 100.43 Fax 81 0-816-6772 Market Research Associates 
First Market Research Corp. Cleveland, OH 44113 Contact: Dana Blackwell 2082 Business Center Dr., Ste. 280 
2301 Hancock Drive Ph. 216-621-3831 Qual. & Quan: Specialty Kids/Teens. Irvine, CA 92612 
Austin, TX 78756 Fax 216-621-8455 ProdJPkg.!Advtg. Ph. 714-833-9337 
Ph. 800-FIRST-TX (347-7889) Contact: Mark Kikel Fax 714-833-2110 
Fax 512-451-5700 Luxurious Focus Group Facility. Expert Bart Kramer & Associates Contact: Barbara Fields 
E-mail: jheiman@firstmarket.com Recruiting. 6 Barbara Dr. Customized, Creative Research Designed 
http://www.firstmarket.com Succasunna, NJ 07876-1908 For Actionable Findings. 
Contact: James R. Heiman Ph. 201 -927-5507 
High Tech, Publishing, Fax 201-252-0354 
Bus.-To-Bus., Telecommunications. E-mail : KRAMER.ASSOCIATES@ 

worldnet.att.net 
Contact: Bart Kramer 
Design/Execution Of New/Improved 
Product Research. 

March 1997 www.quirks.com 57 



Mart<eting Advantage Rsch. Cnslts., Inc. Nevada Mart<et Research Rodgers Mart<eting Research Strategic Focus, Inc. 
2349 N. Lafayette St. 2050 W. Warm Springs Rd., Ste. 424 4575 Edwin Drive, NW 6456 N. Magnolia Ave. 
Arlington Heights, IL 60004 Henderson, NV 89014 Canton, OH 44718 Chicago, IL 60626 
Ph. 847-670-9602 Ph. 702-451-8210 Ph. 330-492-8880 Ph. 312-973-4729 
Fax 847-670-9629 Fax 702-451-8215 Contact: Alice Rodgers Fax 312-973-0378 
E-mail: mjrichards@aol.com E-mail: NMResearch@aol.com Creative/Cost Effective: New Product/ E-mail: DonaJ@aol.com 
Contact: Marilyn Richards Contact: Vivian Scott Consumer, Etc. Contact: Dona Vitale 
New Product Development/Hi-Tech/ Consumer, Business, Seniors, Students, 

Pamela Rogers Research 
Creative Insights for MktgJAdvertising 

Multimedia/Telecommunications. One-On-Ones. 
2759 Fourth St. 

Strategy. 

Mart<eting Matrix, Inc. Olson Aycock, All Points Research Boulder, CO 80304 Strategy Research Corporation 
2566 Overland Ave., Ste. 716 8025 N. Point Blvd., #215E Ph. 303-443-3435 100 N.W. 37 Avenue 
Los Angeles, CA 90064 Winston-Salem, NC 27106 Fax 303-443-3621 Miami, FL 33125 
Ph. 310-842-8310 Ph. 910-768-7368 E-mail: rogela@aol.com Ph. 305-649-5400 
Fax 31 0-842-7212 Fax 910-768-7428 Contact: Pamela Rogers Fax 305-649-6312 
E-mail: mmatrix@primenet.com Contact: Sherrie Aycock Adver., Med., TeleCom., New Prod. GrpsJ E-mail: strategy@icanect.net 
Contact: Marcia Selz Innovative State-Of-The-Art Moderating 1-1 's Since 1985. http://. icanect. net/strategy 
Foe. Grps., In-Depth lntvs. & Surveys Techniques. 

Paul Schneller- Qualitative 
Contact: Jim Loretta 

For Financial Svce. Companies. Serving All U.S. Hispanic Mkts. & Latin 
Outsmart Mart<eting 300 Bleecker St., 3rd fl. America. 

MCC Qualitative Consulting 2840 Xenwood Ave. New York, NY 10014 
1 00 Plaza Dr. Minneapolis, MN 55416 Ph. 212-675-1631 Sunbelt Research Associates, Inc. 
Secaucus, NJ 07094 Ph. 612-924-0053 Contact: Paul Schneller 1001 N. U.S. One, Ste. 310 
Ph. 201-865-4900 or 800-998-4777 Contact: Paul Tuchman Full Array: Ads/Pkg Gds/Rx/8-to-B//de- Jupiter, FL 33477 
Fax 201-865-0408 Helping You "Outsmart" Your Competi- ation (14+ Years). Ph. 561-744-5662 
Contact: Andrea Schrager tion. 

SIL: Worldwide Marketing Services 
Contact: Barbara L. Allan 

Insightful, Innovative, lmpactful, Action- 20+ Years Exp.; Business & Consumer 
Oriented Team Approach. Perception Research Services, Inc. 7601 N. Federal Hwy., Ste. 205-B Studies; Nat'/. & lnt'l. Exp. 

One Executive Dr. Boca Raton, FL 33487 
Meczka Mart<etinQJResearch/Consulting Ft. Lee, NJ 07024 Ph. 800-626-5421 Target Market Research Group, Inc. 
5757 W. Century Blvd., Lobby Level Ph. 201-346-1600 Fax 800-599-5688 4990 S.W. 72 Ave. , Ste. 110 
Los Angeles, CA 90045 Fax 201-346-1616 E-mail: sil@siltd.com Miami, FL 33155-5524 
Ph. 310-670-4824 E-mail: prseye@aol.com http://www.siltd.com Ph. 800-500-1492 
Fax 310-410-0780 http://www.prsresearch.com Contact: Timm Sweeney Fax 305-661-9966 
Contact: Michael Meczka Contact: Joe Schurtz Qualitative Research. Member.· E-mail: TARGETmgc@aol.com 
Qua!JQuant Rsch. 25 Yrs. Exp. Recruit Expertise In Packaging & Marketing QRCA/AMA/Advt. Club. Contact: Martin Cerda 
& Facility. Communications. 

James Spanier Associates 
HispanicQua/JQuant. Research-National 

Medical Mart<eting Research, Inc. Qualitative Applied Research 120 East 75th St. 
Capability. 

1201 Melton Ct. 20808 Aspenwood Ln. New York, NY 10021 Thorne Creative Communications 
Raleigh, NC 27615 Gaithersburg, MD 20879 Ph. 212-472-3766 65 Pondfield Rd., Ste. 3 
Ph. 919-870-6550 Ph. 301-670-9320 Contact: Julie Horner Bronxville, NY 10708 
Fax 919-848-2465 Fax 301-670-0696 ·Focus Groups And One-On-Ones In Ph. 914-337-1364 
E-mail: 1 03677.1312@compuserve.com E-mail: QARESEARCH@aol.com Broad Range Of Categories. Fax 914-337-2331 
Contact: George Matijow Contact: Suzanne M. Beck 

Dwight Spencer & Associates, Inc. 
E-mail: gthorne@pipeline.com 

Specialist, Medicai/Pharm. 20 yrs. Cons./Bus. Focus Grps. -AdvJNew Prod. Contact: Gina Thorne 
Healthcare Exp. DevJTelecom.- QRCA/MRA. 1290 Grandview Avenue Sensitive Style/Actionable Results With 

Columbus, OH 43212 Kids & Teens. 
MedProbe, Inc. Shelli Reichwald Ph. 614-488-3123 
600 S. Hwy. 169, Ste. 1410 184-24 Midland Parkway Fax 614-421-1154 Treistman & Stark Marketing, Inc. 
Minneapolis, MN 55426-1218 Jamaica Estates, NY 11432 Contact: Betty Spencer Two University Plaza 
Ph. 612-540-0718 Ph. 718-374-0473 4 'x16' Mirror Viewing Rm. Seats 8-12. Hackensack, NJ 07601 
Fax 612-540-0721 Contact: Shelli Reichwald In House AudioNid. Equip. Ph. 201-996-01 01 
Contact: Asta Gersovitz, Pharm.D. Specializing In Children, Parents & Teach- Spier Research Group 

Fax 201-996-0068 
MedProbe Provides Full Service Gus- E-mail: tsmi@carroll.com 
tom Market Research. 

ers. 1 Lookout Circle Contact: Joan Treistman 
Research Connections, Inc. Larchmont, NY 10538 ENV/SIONTM, Other Approaches ForCre-

Michelson & Associates, Inc. 414 Central Ave. Ph. 914-834-3749 ative Insight. 
1900 The Exchange, Ste. 360 Westfield, NJ 07090 Fax 914-834-37 49 
Atlanta, GA 30339 Ph. 908-232-2723 Contact: Daisy Spier Widener-Burrows & Associates, Inc. 
Ph. 770-955-5400 Fax 908-654-9364 Excellent Track Record! Strategic Res./ 130 Holiday Ct., Ste. 1 08 
Fax 770-955-5040 http://wwwresearchconnections.com Brand Image/New Prods.! All Age Grps. Annapolis, MD 21401 
E-mail: focus@onramp.net Contact: Amy J. Yoffie Spiller & Reeves Research 

Ph. 41 0-266-5343 
http://www.michelson.com/research Online Foe. Grps., Nat'/Jint 'l., Recruit 950 S. Tamiami Trail, #208 

Fax 41 0-841-6380 
Contact: Mark L. Michelson Online or Phone. Web Site Evaluation. E-mail: WBandA@aol.com 
Much More Than Moderation Sarasota, FL 34236 Contact: Dawne Widener-Burrows 
Nat'/. Fuii-Svc. Qua!JQuant. Research Data Services, Inc. Ph. 941 -954-3367 Four Moderators on Staff Spec. in Health 

600 S. Magnolia Ave., Ste. 350 Fax 941-951-1576 Care, Fin. Svcs., Adv. Rsch. 
Francesca Moscatelli Tampa, FL 33606 E-mail: Killinme@aol.com 
506 Ft. Washington Ave., 3C Ph. 813-254-2975 Contact: Kendall Gay 
New York, NY 1 0033 Fax 813-254-2986 Medical/Pharmaceutical, Agriculture & 
Ph. 212-740-2754 E-mail: KlagesMktg@aol.com Veterinary. 
Fax 212-923-7949 Contact: Walter Klages, Ph.D. 
E-mail: romanaaa@aol.com Full Service Qualitative & Quantitative 
Contact: Francesca Moscatelli Market Research. 
Latino Bi-Lingual/Bi-Cultural Groups; 
QRCAMember. 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Illinois Nevada Medical Marketing Research, Inc. 

Asian Marketing George I. Balch Nevada Market Research 
Olson Aycock, All Points Research 

AutoPacific, Inc. C&R Research Services, Inc. 
New Jersey Ohio 

Erlich Transcultural Consultants Doyle Research Associates 
Pat Henry Market Research, Inc. Grieco Research Group, Inc. Irvine Consulting, Inc. Bart Kramer & Associates 

Hispanic Market Connections Just The Facts, Inc. MCC Qualitative Consu~ing 
Rodgers Marketing Research 

Hispanic Marketing Leichliter Assoc. Mktg. Rsch./ldea Dev. Perception Research Services, Inc. 
Dwight Spencer & Associates, Inc. 

Lachman Research & Marketing Svces. Marketing Advantage Rsch. Cnslts., Inc. Research Connections, Inc. Pennsylvania 
Market Development, Inc. Strategic Focus, Inc. Treistman & Stark Marketing, Inc. 
Market Research Associates CJRobbins 

Marketing Matrix, Inc. Maryland New York Data & Management Counsel, Inc. 

Meczka Marketing/Research/Consulting Hammer Marketing Resources BAI (Behavioral Analysis Inc.) 
Decker Research Associates, Inc. 
Direct Feedback 

Colorado 
Nancy Low & Associates, Inc. Decision Drivers CJRobbins Qualitative Applied Research Fader & Associates 

Cambridge Associates, Ltd. Widener-Burrows & Associates, Inc. linda Fitzpatrick Rsch. Svcs. Corp. Tennessee 
Market Access Partners Focus Plus, Inc. 
Pamela Rogers Research Massachusetts Horowitz Associates, Inc. Directions Data Research 

Florida Daniel Associates JRH Marketing Services, Inc. Texas 
Dolobowsky Qual. Svcs., Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Cunningham Research Associates The Deutsch Consultancy Market Navigation, Inc. 
Research Data Services, Inc. 

Greenleaf Associates, Inc. 
Francesca Moscatelli Decision Analyst, Inc. 

SIL: Worldwide Marketing Services Shelli Reichwald First Market Research 

Spiller & Reeves Research Michigan Paul Schneller- Qualitative Utah Strategy Research Corporation KidFacts5M Research James Spanier Associates 
Sunbelt Research Associates, Inc. Spier Research Group Focused Solutions 
Target Market Research Group, Inc. Minnesota Thorne Creative Communications 

Cambridge Research, Inc. Washington 
Georgia GraffWorks Marketing Research North Carolina Burr Research/Reinvention Prevention 
Brittain Associates MedProbe, Inc. CB&A Market Research Consumer Opinion Services 
Elrick and Lavidge Outsmart Marketing D/R!S HealthCare Consultants 
Michelson & Associates, Inc. FacFind, Inc. 

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

ADVERTISING 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Cambridge Research, Inc. 
CJRobbins 
Decision Drivers 
Dolobowsky Qual. Svcs., Inc. 
Erlich Transcultural Consultants 
Fader & Associates 
Market Research Associates 
Olson Aycock, All Points Research 
Outsmart Marketing 
Perceptive Research Services, Inc. 
Paul Schneller- Qualitative 
Qualitative Applied Research 
SIL: Worldwide Marketing Services 
Spier Research Group 
Strategy Research Corporation 
Treistman & Stark Marketing, Inc. 
Widener-Burrows & Associates, Inc. 
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AFRICAN-AMERICAN 
Erlich Transcultural Consultants 
JRH Marketing Services, Inc. 

AGRICULTURE 
Cambridge Associates, Ltd. 
Cambridge Research, Inc. 

ALCOHOLIC BEV. 
C&R Research Services, Inc. 
Strategy Research Corporation 

ASIAN 
Asian Marketing 
Asian Perspective, Inc. 
Communication Research 
Data & Management Counsel , Inc. 
Erlich Transcultural Consultants 

ASSOCIATIONS 
Nancy Low & Associates, Inc. 

AUTOMOTIVE 
AutoPacific, Inc. 
C&R Research Services, Inc. 
Erlich Transcultural Consultants 
Matrixx Marketing-Research Div. 
Perceptive Research Services, Inc. 

BIO-TECH 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 

BUS.-TO-BUS. 
Access Research, Inc. 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 
C&R Research Services, Inc. 
Cambridge Associates, ltd. 
Cambridge Research, Inc. 
Consumer Opinion Services 
Data & Management Counsel, Inc. 

The Deutsch Consultancy 
Direct Feedback 
Fader & Associates 
First Market Research 
linda Fitzpatrick Rsch. Svcs. Corp. 
Pat Henry Market Research, Inc. 
Just The Facts, Inc. 
Market Research Associates 
MCC Qualitative Consulting 
Research Connections, Inc. 
Paul Schneller- Qualitative 
SIL: Worldwide Marketing Services 
Sun belt Research Associates, Inc. 

CABLE 
Creative & Response Svces., Inc. 

CHILDREN 
C&R Research Services, Inc. 
Doyle Research Associates 
Fader & Associates 
Greenleaf Associates, Inc. 
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Just The Facts, Inc. DIRECT MARKETING Paul Schneller - Qualitative SIL: Worldwide Marketing Services 
KidFacts5M Research BAI (Behavioral Analysis Inc.) 
Matrixx Marketing-Research Div. Greenleaf Associates, Inc. HEALTH & BEAUTY IMAGE STUDIES 
Outsmart Marketing Perceptive Research Services, Inc. PRODUCTS Cambridge Associates, Ltd. 
Shelli Reichwald Spier Research Group 
Spier Research Group BAI (Behavioral Analysis Inc.) 

INDUSTRIAL Thorne Creative Communications DISTRIBUTION Qualitative Applied Research 
Paul Schneller- Qualitative First Market Research 

Burr Research/Reinvention Prevention 
COMMUNICATIONS GraffWorks Marketing Research 

Thorne Creative Communications Market Navigation, Inc. 

RESEARCH 
SIL: Worldwide Marketing Services 

Access Research, Inc. EDUCATION 
HEALTH CARE 
Access Research, Inc. INSURANCE 

Cambridge Associates, Ltd. Cambridge Associates, Ltd. Decker Research Associates, Inc. Brittain Associates 
Perceptive Research Services, Inc. Greenleaf Associates, Inc. Directions Data Research Burr Research/Reinvention Prevention 

Just The Facts, Inc. Dolobowsky Qual. Svces., Inc. Erlich Transcultural Consultants 
COMPETITIVE Marketing Advantage Rsch. Cnslts., Inc. 

Spier Research Group 
D/R/S HealthCare Consultants Nancy Low & Associates, Inc. 

POSITIONING Elrick and Lavidge 

GraffWorks Marketing Research ELECTRONICS 
Erlich Transcultural Consultants INTERACTIVE PROD./ 

Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Irvine Consulting, Inc. SERVICES/RETAILING 

COMPUTERS- Nancy Low & Associates, Inc. 

HARDWARE 
Market Access Partners Leichliter Assoc. Mktg. Rsch./ldea Dev. 

EXECUTIVES Market Navigation, Inc. Perceptive Research Services, Inc. 

Leichliter Assoc. Mktg. Rsch./ldea Dev. BAI (Behavioral Analysis Inc.) Market Research Associates Research Connections, Inc. 

COMPUTERS/MIS 
Brittain Associates Matrixx Marketing-Research Div. 
C&R Research Services, Inc. MedProbe, Inc. INTERNET 

C&R Research Services, Inc. Decision Drivers Medical Marketing Research, Inc. GraffWorks Marketing Research 

Cambridge Associates, Ltd. Dolobowsky Qual. Svcs., Inc. Spiller & Reeves Research 
Daniel Associates Fader & Associates Strategy Research Corporation INVESTMENTS 
Fader & Associates First Market Research Sun belt Research Associates, Inc. The Deutsch Consultancy 
First Market Research Marketing Advantage Rsch. Cnslts., Inc. Thorne Creative Communications 
Greenleaf Associates, Inc. Paul Schneller- Qualitative Widener-Burrows & Associates, Inc. KEY OPINION LEADERS 
Leichliter Assoc. Mktg. Rsch./ldea Dev. SIL: Worldwide Marketing Services 

Marketing Advantage Rsch. Cnslts. , Inc. Strategy Research Corporation HISPANIC 
GraffWorks Marketing Research 

SIL: Worldwide Marketing Services Data & Management Counsel, Inc. LATIN AMERICA James Spanier Associates FINANCIAL SERVICES Erlich Transcultural Consultants 
Access Research, Inc. Hispanic Market Connections, Inc. 

Market Development, Inc. 

CONSUMERS BAI (Behavioral Analysis Inc.) Hispanic Marketing 
C&R Research Services, Inc. Brittain Associates Communication Research MEDICAL PROFESSION 
Consumer Opinion Services Burr Research/Reinvention Prevention Market Development, Inc. Cambridge Associates, Ltd. 

Decision Drivers C&R Research Services, Inc. Francesca Moscatelli Decker Research Associates, Inc. 

Greenleaf Associates, Inc. Cambridge Associates, Ltd. Strategy Research Corporation D/R/S HealthCare Consultants 

Pat Henry Market Research, Inc. Cambridge Research, Inc. Target Market Research Group, Inc. Pat Henry Market Research, Inc. 

Just The Facts, Inc. The Deutsch Consultancy Matrixx Marketing-Research Div. 

Market Research Associates Dolobowsky Qual. Svcs., Inc. HI-TECH MedProbe, Inc. 

Marketing Advantage Rsch. Cnslts., Inc. Elrick and Lavidge 
Greenleaf Associates, Inc. 

Medical Marketing Research, Inc. 

Research Connections, Inc. Fader & Associates Paul Schneller- Qualitative 

Research Data Services, Inc. Nancy Low & Associates, Inc. Market Navigation, Inc. 

Rodgers Marketing Research Marketing Matrix, Inc. MODERATOR TRAINING 
Matrixx Marketing-Research Div. HOUSEHOLD Cambridge Associates, Ltd. 

CUSTOMER 
MCC Qualitative Consulting PRODUCTS/CHORES 

SATISFACTION 
SIL: Worldwide Marketing Services Paul Schneller- Qualitative MULTIMEDIA 
James Spanier Associates 

BAI (Behavioral Analysis Inc.) Widener-Burrows & Associates, Inc. IDEA GENERATION 
Marketing Advantage Rsch. Cnslts., Inc. 

Burr Research/Reinvention Prevention 
CJRobbins FOOD PRODUCTS/ Analysis Research Ltd. NATIONAL ACCOUNTS 
Elrick and Lavidge NUTRITION 

BAI (Behavioral Analysis Inc.) GraffWorks Marketing Research 

Fader & Associates C&R Research Services, Inc. 

Nancy Low & Associates, Inc. 
BAI (Behavioral Analysis Inc.) Cambridge Associates, Ltd. NATURAL HEALTH 

Research Data Services, Inc. 
C&R Research Services, Inc. Dolobowsky Qual. Svcs. , Inc. 

CARE/REMEDIES 
Sun belt Research Associates, Inc. 

Greenleaf Associates, Inc. Doyle Research Associates 
Just The Facts, Inc. Elrick and Lavidge Focused Solutions 
KidFacts5M Research Just The Facts, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Outsmart Marketing Matrixx Marketing-Research Div. 

Paul Schneller- Qualitative 
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NEW PRODUCT DEV. 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
CJRobbins 
Daniel Associates 
Data & Management Counsel, Inc. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Elrick and Lavidge 
Fader & Associates 
First Market Research 
Greenleaf Associates, Inc. 
Just The Facts, Inc. 
KidFacts5M Research 
Bart Kramer & Associates 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Market Access Partners 
Market Research Associates 
Marketing Advantage Rsch. Cnslts., Inc. 
Outsmart Marketing 
Qualitative Applied Research 
Paul Schneller- Qualitative 
Spiller & Reeves Research 

NON-PROFIT 
Doyle Research Associates 

OBSERVATIONAL 
Doyle Research Associates 

ONLINE FOCUS 
GROUPS 
Research Connections, Inc. 

PACKAGED GOODS 
BAI (Behavioral Analysis Inc.) 
C&R Research Services, Inc. 
CJRobbins 
Doyle Research Associates 
JustThe Facts, Inc. 
Market Research Associates 
Thorne Creative Communications 

PACKAGE DESIGN 
RESEARCH 
Treistman & Stark Marketing, Inc. 

PACKAGING RESEARCH 
Perceptive Research Services, Inc. 

PARENTS 
Fader & Associates 
Greenleaf Associates, Inc. 

PET PRODUCTS 
Cambridge Research, Inc. 
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PHARMACEUTICALS 
BAI (Behavioral Analysis Inc.) 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Decker Research Associates, Inc. 
D/R/S HealthCare Consultants 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MCC Qualitative Consulting 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
Paul Schneller- Qualitative 
Spiller & Reeves Research 

POLITICAUSOCIAL 
RESEARCH 
Cambridge Associates, Ltd. 
Francesca Moscatelli 

POSITIONING 
RESEARCH 
Paul Schneller- Qualitative 

PUBLIC POLICY RSCH. 
Cambridge Associates, Ltd. 

PUBLISHING 
Cambridge Associates, Ltd. 
First Market Research 
Greenleaf Associates, Inc. 
Marketing Advantage Rsch. Cnslts., Inc. 
Spier Research Group 

RETAIL 
Pat Henry Market Research, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
MCC Qualitative Consulting 

SENIORS 
Fader & Associates 
Sun belt Research Associates, Inc. 

SERVICES 
Spier Research Group 

SMALL BUSINESS/ 
ENTREPRENEURS 
Brittain Associates 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Leichliter Assoc. Mktg. Rschlldea Dev. 
Strategy Research Corporation 

SOFT DRINKS, BEER, 
WINE 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Grieco Research Group, Inc. 
Strategy Research Corporation 

TEACHERS 
Greenleaf Associates, Inc. 

TEENAGERS 
C&R Research Services, Inc. 
Doyle Research Associates 
Fader & Associates 
KidFacts5M Research 
Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 
Thorne Creative Communications 

TELECOMMUNICATIONS 
BAI (Behavioral Analysis Inc.) 
Daniel Associates 
Elrick and Lavidge 
Erlich Transcultural Consultants 
First Market Research 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Horowitz Associates Inc. 
Marketing Advantage Rsch. Cnslts., Inc. 
MCC Qualitative Consulting 
Qualitative Applied Research 
Strategy Research Corporation 

TELECONFERENCING 
Cambridge Research, Inc. 
Decker Research Associates, Inc. 

TELEPHONE FOCUS 
GROUPS 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Doyle Research Associates 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
MedProbe, Inc. 
Olson Aycock, All Points Research 

TOURISM/HOSPITALITY 
Research Data Services, Inc. 

TOYS/GAMES 
Fader & Associates 
Greenleaf Associates, Inc. 
KidFacts5M Research 

TRANSPORTATION 
SERVICES 
Nancy Low & Associates, Inc. 
SIL: Worldwide Marketing Services 
Strategic Focus, Inc. 

TRAVEL 
Cambridge Associates, Ltd. 
Greenleaf Associates, Inc. 
Research Data Services, Inc. 
SIL: Worldwide Marketing Services 
James Spanier Associates 

UTILITIES 
Cambridge Associates, Ltd. 
Fader & Associates 

WEALTHY 
Brittain Associates 
The Deutsch Consultancy 
Strategy Research Corporation 

YOUTH 
Fader & Associates 
Outsmart Marketing 

When contacting a 
moderator listed in this 
section, let them know 

you found them through 
the IJMRR Focus Group 

Moderator MarketPlace! 
It's featured in every 

issue of 

~G RESEARCH 
Review 
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Additions 
On p. 71 of the 1996 Mall Research Facilities Di­
rectory, the listing for Northeast Data's mall facil­
ity should read (corrected text shown in bold) : 

Northeast Data 
Liberty Tree Mall 
100 Independence Way 
Danvers, MA 01923 
Ph. 508-777-8433 
Fax 508-777-8443 

On p. 107 of the 1997 Focus Group Facilities Di­
rectory (which appeared in the December 1996 is­
sue) the listing for Central Research & Consulting 
(which was incorrectly listed as Topeka Central 
Research & Consulting) should be listed under a 
Topeka subheading. 

Please add the following firms to the 1997 Focus 
Group Facilities Directory: 

New England Marketing Research 
200 Connecticut Ave., 4th fl. 
Norwalk, CT 06854 
Ph. 203-855-5500 
Fax 203-855-5501 
Eric Souza, Executive V.P. 
Location: Office building 
CR, LR, OR, 1-1 , 1-0R, VE 
1) 20x20 Obs. Rm. Seats 20 
2) 20x20 Obs. Rm. Seats 20 
3) 15x15 Obs. Rm. Seats 12 
4 15x15 Obs. Rm. Seats 12 (living room style) 

Miami Market Research, Inc. 
6840 S.W. 40 St. , Ste. 201A 
Miami, FL 33155 
Ph. 305-666-7010 
Fax 305-666-7960 
E-mail : Miamktrsch@aol.com 
Luis Padron, President 
Location: Shopping mall 
CR, OR, 1-1 , 1-10R, TK, VE 
1) 20x14 
2) 14x12 

Quality Controlled Services 
34119 W. 12 Mile Rd ., Ste. 360 
Farmington Hills, Ml 48331 
Ph. 810-553-4714 
Fax 81 0-553-7528 
E-mail: Dflock@maritz.com 
Dianne Flock, Branch Manager 
Location: Office building 
CR, OR, VE, VC 
1) 23x16 Obs. Rm. Seats 15 

KS&R 's INSITE 
5792 Wide Waters Pkwy. 
Syracuse, NY 13214 
Ph. 800-645-5469 
Fax 315-471-0115 
E-mail : KSR@Iocalnet.com 
http://www.ksrinc.com 
Lynnette Van Dyke, Director 
Location: Office building 
CR, OR, 1-1 , VE 
1) 15x18 Obs. Rm. Seats 14 
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Accurate Focus, Inc. 
850 Waterman Ave. 
East Providence, Rl 02914 
Ph . 401-435-3335 
Fax 401-435-3321 
Stephen Hadens, President 
Location: Office building 
CR, OR , 1-1 , 1-10R, TK, VE 
1) 23x15 Obs. Rm. Seats 20 

Market Development Associates, Inc. 
5050 Poplar Ave., Ste. 920 
Memphis, TN 38157 
Ph. 901-682-1011 
Fax 901-684-5352 
E-mail : mktdevlp@aol.com 
Resa McVay, Dir. of Field Services 
Location: Office building 
CR, 1-1 , VE, VC 
1) 21x15 Obs.Rm.Seats10 

Please add the following firms to the 1997 Mys­
tery Shopping Directory: 

Arizona Market Research Services 
10220 N. 31st Ave ., Ste. 122 
Phoenix, AZ 85051 
Ph . 602-944-8001 
Fax 602-944-0130 
Ruth Nelson, President 
Regionally - Data Collection 
B, E, F, R, RT, S 

Michael Pettengill 
3365 Ridge View Dr. 
El Dorado Hills, CA 95762 
Ph . 916-933-3666 
Fax 800-251-3666 
Michael Pettengill 
Nationally - Full Service 
B, F, R, RT, S 

National Shopping Service 
5777 W. Century Blvd ., Ste. 775 
Los Angeles, CA 90045 
Ph . 310-645-1927 
Fax 310-645-1922 
E-mail : info@nssmysteryshoppers.com 
http://www.nssmysteryshoppers.com 
Susan K. Meyer, Vice President of Ops. 
Nationally- Full Service 
B, E, F, R, RT, S 

Brewer Research 
1421 Delaware Dr. 
Colorado Springs, CO 80909 
Ph. 719-597-9869 
Fax 719-597-9869 
Esther Brewer, Field Supervisor 
Locally - Data Collection/Field Svc. 
B, E, F, R, RT, S 

Colorado Market Research Services 
2149 South Grape St. 
Denver, CO 80231 
Ph . 303-758-6424 
Fax 303-756-6467 
Ruth Nelson, President 
Regionally - Data Collection 
B, E, F, R, RT, S 

Mystery Guest, Inc. 
668 N. Orlando Ave ., Ste. 107 
Maitland, FL 32751 
Ph . 407-647-3333 
Fax 407-647-3016 
Thor Falk, Vice President 
Nationally - Full Service 
F, R, RT, S 

SPAR Inc. 
14 Industrial Ave. 
Mahwah, NJ 07430 
Ph . 201-934-0600 
Fax 201-934-3935 
Tracy H. Bacon , Vice President 
Nationally - Full Service 
E, F, R, RT 

Oklahoma City Research 
Quail Springs, 2501 W. Memorial Dr. 
Oklahoma City, OK 73134 
Ph . 405-752-4710 
Fax 405-752-2344 
Ruth Nelson, President 
Regionally - Data Collection 
B, E, F, R, RT, S 

Utah Market Research Services 
Crossroads Plaza - 50 S. Main St. 
Salt Lake City, UT 84144 
Ph . 801-363-8726 
Fax 801 -321-4904 
Ruth Nelson, President 
Regionally- Data Collection 
B, E, F, R, RT, S 

Stewart International Associates 
177 E. Silver Spring Dr. 
Milwaukee, WI 53217 
Ph . 414-964-8876 
William W. Redemann , President 
Nationally- Full Service 
B, F, R, S 

Please add the following firms to the 1997 Direc­
tory of Data Processing/Statistical Analysis: 

Davis Coding Inc. 
625 Broadway 
New York, NY 10012 
Ph . 212-67 4-2230 
Fax 212-67 4-2099 
E-mail: MrCoding@aol.com 
Steve Davis, President 
CD , DE 

Quest Research 
2900 North Loop West, 1Oth fir. 
Houston, TX 77092 
Ph. 713-956-6569 
Fax 713-956-2593 
E-mail: 74454 .2467@compuserve .com or 
qba@flash .net 
Mary Jo Martin, Vice President 
CD , DE, DT, SA 
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Letters -
Editor's note: This is your space to 

comment on the articles that appear in 
QMRR. When you write, please include 
your name, job title, company or orga­
nization name, address and phone num­
ber. Letters may be edited for clarity or 
space. Send letters to: Joseph Rydholm, 
QMRR, P.O. Box 23536, Minneapolis, 
Minn. , 55423. Fax them to 6 12-854-
8 191 or E-mail them to 
quirk19@mail. idt. net. 

Market research or sales incentive 
program? Reading the art ic le in the 
January issue about mystery shopping 
for digital pianos piqued my personal 
perception analyzer. 

Profess ional market research people 
are careful to ensure that they distin­
gui sh between research and sales lead 
generation . This article discusses what 
appears to be an effort to get sale people 
to feature a particul ar brand, masquer­
ading as market research. Surely mys­
tery shopping has its place in the arse­
nal of market research, particul arly for 
customer sati sfaction data. But on-the­
spot rewards for steering customers to 
the client's brand first is an abu. e. 

Mystery shop, if you need to. Keep 
track of the brands and the order in 
which they are introduced. Then, ana­
lyze the data. If it can be shown that 
being introduced first is correlated with 
sales success, then implement a sales 
incentive program. But on-the-spot pay­
ments for being first is inappropriate. 
Just as in the general field of customer 
sati sfac tion re sea rch , o ne sa mple 
doesn ' t make a trend. 

Many clients run off and u e data 
from exceedingly small samples tore­
ward or punish people. Let us not en­
courage them. 

Joel Raphael 
View Power, Inc. 

New York City 

The article on student research teams 
in the January issue finds an especially 
appreciative reader. A dozen years ago, 
after 20 years in advertising, I was asked 
to start an advertising curriculum at the 
University of Nevada in Reno. 
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I built it around engaging students and 
real c lients, using qualitative consumer 
in-depth interviewing, both in-person 
and telephone. Each student was ex­
pected to be a part of a team doing mar­
ket research . tudies in the third year, and 
a full-scale adverti sing campaign in the 
fourth year. Soon the program was ex­
panded to provide graduate level classes 
as well. 

Student teams were encouraged to 
make a choice among potential c lients 
committed and ready to work with a 
student team. 

Clients have ranged fro m local stores 
to national accounts like the California 
Artichoke Advisory Board. From a west 
coast bottled water company to the Na­
tional Ass istance League. From a 17-
member bank system to the specialty 
shopping center run by the local Junior 
League as a f und-raiser. From the 
Northern Nevada Florist's Association 
to Johnny's Selected national seed cata-

OBJECTIVE: 

log. And from a California winery to 
the National Aboretum in Wa hington, 
D.C. 

One student created the concept for 
overnight FedEx delivery of fresh-cut 
flowers direct from grower to consumer 
as 1-800 Flowers. One team had the 
Reno Silver Sox ball team as a client. 

The Reno Ad Club has been an ac­
tive supporter since Day 1. The club 
supplie a mentor for the members of 
each team. And it makes a generous 
donation each year to fund the program, 
even sending a team to Washington, 
D.C. , to repeat their presentation, first 
to the key members of the Secretary of 
Agriculture 's staff, then to The Friends 
of the National Arboretum in apprecia­
tion for their enthusiastic support of the 
team assignment. 

Dr. Joseph E. Howland 
emeritus professor of journalism 

University of Nevada 
Reno, Nev. 

Unsurpassed client service. 

551 SOLUTION: 
Beth Rounds (Senior Vice President at Custom Research Inc. in 

Minneapolis)- "Satisfying our customers is our highest value, the 

driving force behind everything we do. Which is why we work so 

closely with Survey ampling. They don't just take our sample 

order. They're truly in touch with our needs, attuned to our 
corporate culture and who our clients are. They are constantly 

looking for innovative, improved ways to 

service us and developing sugge tions 

that make our work easier and more 
effective. Survey Sampling has more 

than once helped us meet 'impos­

sible' client deadlines. We choose to 
work with SSI because of client 

service - our driving force ... and theirs!" 

Call SSI for sampling solutions at 

(203) 255-4200. 

...-: Survey 
• ~Sampling, 
:::..... Inc.® 

Partners with survey 
researchers since 1977 
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Classified Ads 

T~E 
OUEOTION 
OHOP,inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 974-6968 

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

Data Entry J & D Data Services Tallying 

- ~~ (972) 596-6474 Phone ~~ 
Scanning (972) 964_6767 Fax Printing 

- ~~ jddata@flash.net Email ~~ 

Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-~~~~~~~~~~~~~~~~~~~ 

Index of Advertisers 
ACG Research Solutions . . . . . . . . . . . . . . . 53 Consumer Research Ascts./Superooms ..... 46 
Ph. 314-726-3403 • Fax 314-726-2503 Ph. 800-800-5055 • Fax 415-392-7141 

Advertising Research Foundation . . . . . 29 Creative & Response Rsch .... Back Cover 
Ph. 212-751-5656 • Fax 212-319-5265 Ph. 312-828-9200 • Fax 312-537-3113 

Affordable Samples, Inc. . . . . . . . . . . . . . . . 36 Decision Architects .. ........ ............. 7 
Ph. 800-784-8016 • Fax 203-637-8569 Ph. 800-788-8840 • Fax 617-252-2113 

Aim Research, Inc .. .... ...... ......... .. 54 Directions In Research, Inc ............. 52 
Ph. 915-591-4777 • Fax 915-595-6305 Ph. 800-676-5883 • Fax 619-299-5888 

Analytical Computer Service, Inc .... ... 48 Discovery Research Group .... .. .... ... 44 
Ph. 312-751-2915 • Fax 312-337-2551 Ph. 800-678-3748 • Fax 801 -944-0550 

Brand Institute, Inc . ... .. ..... .. ... . ." .... 20 Erlich Transcultural Consultants ......... 8 
Ph. 212-557-2100 • Fax 212-557-3232 Ph. 818-226-1333 • Fax 818-226-1338 

Burke, Inc ........... Inside Front Cover, 38 FIND/SVP, Inc . .. .. ....................... 50 
Ph. 513-241-5663 • Fax 513-684-7500 Ph. 212-645-4500 • Fax 212-645-7681 

The Burke Institute ..... Inside Back Cover First Market Research Corp ..... ....... 34 
Ph. 606-655-6089 • Fax 606-655-6064 Ph. 800-347-7811 • Fax 617-482-4017 

Business Intelligence Associates .. .... 30 Focus Pointe, Inc .......................... 9 
Ph. 614-459-0515 • Fax 614-459-0514 Ph. 215-561-5500 • Fax 215-561-6525 

Cambridge Associtaes, Ltd ............. 32 Focus Suites Of Philadelphia ...... ... . 35 
Ph. 800-377-8903 • Fax 970-339-8313 Ph. 610-667-1110 • Fax 610-667-4858 

Chilton Research Services .. ........... 45 FocusVision Network, Inc . .. .. .... ...... 19 
Ph. 610-964-4602 • Fax 610-964-2942 Ph. 203-961 -1715 • Fax 203-961 -0193 

Columbia Information Systems . . . . . . . . 33 GENESYS Sampling Systems . . . . . . . . . . 17 
Ph. 503-225-8418 • Fax 503-225-8400 Ph. 215-653-7100 • Fax 215-653-7114 

Computers for Marketing Corp ..... .. .. 21 Group Dynamics In Focus, Inc .......... 24 
Ph. 415-777-0470 • Fax 415-777-31 28 Ph. 610-668-8535 • Fax 610-668-2072 

Marketing Research Manager 
Financial institution seeks marketing research manager to serve as 
primary client contact for marketing research support for a major 
line of business. Provide analytical support involving analysis or 
modeling from internal databases, secondary and/or tracking 
studies. Will concentrate largely upon the consumer and affluent 
market segments. Requires BBA and/or MBA with marketing 
research or statistics emphasis and 5+ years directly related work 
experience , preferably in the financial services industry. 
Demonstrated analytical and modeling expertise . Please send 
resume and salary history to: Texas Commerce Bank, Attn : GMD, 
P.O. Box 2558, Houston, TX 77252-8029 or FAX to (713) 216-6071 . 
EOE M/F/DN. 

STAT 
PAC 

~ 

#1 in Survey Software- StatPac Gold IV 
Professional's choice for survey & marketing 
research. User-friendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 
interviewing. Easiest to learn. Guaranteed. 

StatPac Inc. 

GOLD 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Tel:· (612) 925-0159 Fax: (612) 925-0851 

1/H/R Research Group . . . . . . . . . . . . . . . . . . 53 
Ph. 702-734-0757 • Fax 702-734-6319 

International Communications 
Research (ICR) ..... ........... 47,49,51 
Ph. 610-565-9280 • Fax 610-565-2369 

Las Vegas Surveys, Inc ................. 55 
Ph. 800-797-9877 • Fax 702-650-0729 

Barry Leeds & Associates, Inc .......... 39 
Ph. 212-889-5941 • Fax 212-889-6066 

LEXIS•NEXIS . . . . . . . . . . . . . . . . . . . . . . . . . . . . 37 
Ph. 800-227-4908 • Fax 937-865-7902 

Macro International , Inc .. .............. 25 
Ph. 888-MACRO-US • Fax 212-941-7031 

Marketing Matrix, Inc .... .... ........... 40 
Ph. 310-842-8310 • Fax 310-842-7212 

Medical Marketing Research, Inc ...... 45 
Ph. 919-870-6550 • Fax 919-848-2465 

Mercator Corporation . . . . . . . . . . . . . . . . . . . 43 
Ph. 508-463-4093 • Fax 508-463-9375 

Meridia Interactive Information Services . 5 
Ph. 610-260-6800 • Fax 610-260-6810 

M.O.R.-PACEFieldServices ... ........... 3 
Ph. 810-737-5300 • Fax 810-737-5326 

MRC Focus .. ... .. ........ .... ........... .. 6 
Ph. 702-734-7511 • Fax 702-734-7598 

I 
Opinions Unlimited, Inc . ...... .. ... ..... 41 
Ph. 713-888-0202 • Fax 713-960-1160 

PhoneSolutions, LLC .................... 28 
Ph. 520-296-1015 • Fax 520-296-3393 

The Polk Company . . . . . . . . . . . . . . . . . . . . . . 27 
Ph. 800-635-5522 • Fax 303-298-5489 

Precision Field Services, Inc. . .. ... 30, 54 
Ph. 708-390-8666 • Fax 708-390-8885 

Pulse Train Technology, Ltd ............ 15 
Ph. 407-842-4000 • Fax 407-842-7280 

Sawtooth Technologies ................. 51 
Ph. 708-866-0870 • Fax 708-866-0876 

Schlesinger Associates, Inc. . .. .. .... .. 42 
Ph. 908-906-1122 • Fax 908-906-8792 

Scientific Telephone Samples ..... .... 43 
Ph. 800-944-4787 • Fax 714-241-7910 

Survey Sampling, Inc. . ......... 47 , 52, 63 
Ph. 203-255-4200 • Fax 203-254-0372 

Time N Talent Market Research ... ... . 50 
Ph. 312-202-3500 • Fax 312-202-3511 

TMR,Inc ................................. 44 
Ph. 610-359-1190 • Fax 610-359-1824 

Video Conferencing Alliance Network . 31 
See ad for individual members and phone numbers. 

VideoFocus Direct . . . . . . . . . . . . . . . . . . . . . . 23 
Ph. 800-235-5028 • Fax 800-448-1569 

Consumer Opinion Services ........ .... 49 Hispanic & Asian Mktg. Comm. Rsch .. 32 Name Ouest, Inc ..... ........... ......... 48 
Ph. 206-241-6050 • Fax 206-241-5213 Ph. 415-595-5028 • Fax 415-595-5407 Ph. 602-488-9660 • Fax 602-530-2289 
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Trade Talk 
continued from p. 66 

In its brief existence, CMO R has focused on combat­
ing state and federal legislation that threatens to directly 

or indirectly restrict marketing or public opinion research. 
And now it's also trying to address the problem of declining 

respondent cooperation. 
"We've done a lot in the legislative area and we're very proud 

of the successes we've had in affecting legislation that, in most 

cases, if it were passed collectively could have put us out of 
business. But now we have an even bigger challenge: to 

turn around the attitudes that people have about the in­
terviewing process ," Wilson says. 

The impact of telemarketer sugging (shorthand for "sell­
ing under the guise of research," in which the telemarketer 

couches the incipient sales pitch in words like "I'm calling from 
Company X and we' re conducting a survey of homeowners 

today ... ") can't be underestimated. "Many consumers think that 

as soon as they get a phone call that there's a sales pitch in­
volved," Mock says. "And their quick refusal doesn't give us 

enough time to get enough words in to assure them that we are 

indeed conducting a study." 
(Fear of quick refusals must account for the rapid-fire deliv­

ery used by some of the interviewers who've called my house 

lately. As soon as I answer the phone they sputter half-intelli­
gible syllables that seem to inc I ude their name, the research 

company they work for and the purpose of the call. I re­

alize they're trying to get out as much of their introduc­

tion as they can before I hang up or refuse but their anx­
ious tone only adds to the feeling that I ' m about to hear a 
pitch for beautiful, durable alumin um siding instead of a 

series of screening questions.) 
Add to the mix answering machines, lengthy interviews, 

and the generally busier lifestyles so many of us have 

and you have a bumpy road in between the researcher 

and a completed interview. 

"We need to promote among users and providers the 
idea of shortening interviews, focusing on questions that 

are really key to the decision process , and keeping the 

background questions to a minimum. Because we not only 
turn the consumer off for that interview but we turn them 
off for future research," Mock says. 

"There's some concern in the industry that if you step 

away from a very structured interview, you may damage 
the research results. Others feel that interviewers can't be 

trained to be flexible where it 's OK to be flexible but not to be 
flexible where they really need to be. If we hire intelligent in­

terviewers and train them well , they can make the judgment 

about where a little flexibility with the respondents can keep 
them hanging in there. I think we can do it without jeop­

ardizing the comparability of one interview to another or 
one study to another if we do the right kind of training." 

In tandem with those efforts, Mock say industry-wide 
guide lines and principles should be applied to every re­

search project, and those guidelines should be communi­
cated to the general public. " We can tell consumers, 'Good 
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research looks like this, and you should expect that if 
you get called for a survey, the researcher will stay within 

these parameters and here's a number to call if you have 
problems.'" 

Show them the money 
Of course, all these efforts require funding. CMOR is 

currently funded through contributions from research 
users and providers. While the Port Washington, N.Y., 

organization has done outstanding work on its current bud­
get, it would be nice to have more. "What CMOR can do today 

with a limited budget is limited work. It's good work but if we 
dramatically increase the funding, perhaps five-fold, from 

$600,000 to $3 million, a significantly larger amount of work 
can be done," Mock says. 

"We' ve done a lot to understand what our problems are," 

Wilson says, "and we have done some things that are helping 

but in order to really educate the public and start turning atti­
tudes around we need increased funding. There's nothing more 

important to the future of the research industry than the atten­

tion we give to our primary resource, our respondents." 

One possible idea is a tiny tax on each interview, pro­
ceeds of which would go toward industry promotion and 

education efforts. Such a tax would more than pay for 
itself over time, Mock believes. Greater acceptance of 

research would enlarge the pool of willing respondents, 
improving the representativity of research. With more 

people willing to participate, fewer calls would have to 
be made to reach qualified respondents. 

"We need to get consumers to the point where they under­

stand the importance of research," Mock says," where they've 
participated in studies before and they're not left with the feel­
ing of being beaten up. It's short, it's fun, they' ll do it again. 

"A very optimistic vision, if you want to get a little crazy 

about it, is that consumers will recognize the importance of 
research and hold it at a high enough level and also have 

enough fun with the process that we could call and leave a 
message on the answering machine to call us back and they'd 
do it." 

Wouldn't that be wonderful? 0 

(For more information, call CMOR at 516-928-6206 
or CASRO at 516-928-6954.) 

Be sure to stop by the 
QMRR booth (#11 05) at 

the ARF show at the 
New York City Hilton, 

April 7·9. 
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By Joseph Rydholm/QMRR editor 

Can we meet these challenges? 

Earlier this winter, the Council for Marketing and Opin­
ion Research (CMOR) and the Council of American 
Survey Research Organizations (CASRO) sponsored 

a conference on the issues facing the marketing research in­
dustry. In conjunction with the conference I chatted with two 
of the speakers, Larry Mock, manager, market research 
worldwide, Procter & Gamble, and William "Jay" Wil­
son, chairman/CEO of Roper Starch Worldwide Inc., 
Mamaroneck, N.Y., and CMOR board chairman. 

Mock began by outlining challenges facing the mar­
keting research industry: 

• Globalization. If companies hope to turn their brands 
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into global entities, they must develop complex strate­
gies to research global consumers. "Researchers now not 
only have to understand consumers in a particular geog­
raphy but understand similarities and differences of con­
sumers across geographies. That calls for des igning stan­
dardized tools so that results can be compared across the 
geographies. It also places a lot of emphasis on improv­
ing the efficiency of conducting global research because 
in many cases that can be a cumbersome process," Mock 
says. 

• Interactive research : "The interactive world is adding 
new dimensions to research. It offers opportunities and 
also challenges. While we're just at the frontier of so me 
of the advantages that the Internet can bring us , we're 
going to have to work our way through the complexities. 
The research companies are looking at ways to offer re­
search users like ourselves more and better services that 
didn't exist yesterday." 

• The proliferation of data: "The amount of data is in­
creasing exponentially, and we're going to get lost in it if 
we don 't develop ways to access it, store it, deliver it, 
analyze it, and most important of all to integrate it," Mock 

says. 

Fourth hurdle 
Each of these is a pressing matter, but they won't mat­

ter at all if the industry doesn't have any luck clearing 
the fourth hurdle: declining respondent participation rates. 

"The basic value and integrity of what we do is very 
much a function of our ability to satisfy our respondent 
customers - I tend to look at them as customers. We 
have a lot to do as an industry to make them happy about 
the research process and more willing to be interviewed," 
Wilson says. 

continued on p. 65 
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INTEGRITY 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Integrity, while learning marketing research methods 

and applications from the most experienced marketing research training organization in the world! 

Pmicipate in a Burke Institute 
seminar and you can be certain that 
you will not get any phone calls from 
an account executive soliciting your 
research business. Nor will the seminar 

participant list end up in a prospect file. 
Because educating you on the best 

research practices utilized by marketing 
researchers worldwide is our mission. Our only 

mission. Preserving a relationship of trust between us and our 
seminar participants is our ethical obligation. And we will not 
violate that trust and the integrity of the learning process under 
any circumstances . Guaranteed unconditionally. 

But integrity is not the only benefi t 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 state-of-the-art practitioners and research suppliers worldwide. Not 
ju t the proprietary techniques and viewpoints of a particular supplier. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to se lect from a wide range of programs designed to meet 
your continuing educational needs. Our programmed sequence of seminars elimi­
nates the duplication and conflicting content which often resu lts from attendi ng dis­
jointed seminars from different sources. 

RECOGNITION. You get tangible professional recognttJOn for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
from having done tens of thousands of research studies . The content is usable 
immediately in day-to-day work . 

These are j ust 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. Right on target- wi ll be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Be t professional seminar I've been to. Content was practically oriented. 
Speaker excellent! Presented information in an extremely "u er friendly" manner. 
Energy level was phenomenal. 

Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other coursework I've completed. This was 
worth more than the $ my company spent to send me. Very comprehensive- everything 
I needed. 

Assistant Manager, Marketing Research, Riverside Methodist Hospital 

BThek ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

© 1996, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1997 

I 0 I. Practical Marketing R.......,b 

Boston . . .. .. . . . . .. Jan. 6--8 
St Louis . . . . . . • • . . . • .. . . . . . . Jan . 27-29 
Cincinnati ... Feb. 17-19 
Chicago . . . . . . . . . . . . • . . . . . .. Mar. I 0-12 
Houston . . . . . . . . . • . . • . . • . . ... Apr. 7-9 
New York . . ... . . . Apr. 28·30 
Cincinnati .. . . . .. May 19-21 
Atlanta . .... . .. June9- 11 
Philadelphia ..... June 30-July 2 
Denver . . .................... July 1~· 17 

Cincinnati .... .. . July 28-30 
Seallle . . . . . . . . . . . . . . • . . . . . .. Aug. 2~·27 

New York ......... .. .. . . . .... Sept 1~·17 
Minneapolis . . ...... Oct. 7-9 
Chicago . . ..... Oct 20-22 
Boston . . . . ............. . ..... Nov. 17·19 
Cincinnati .................... Dec. 8-10 

103. Marketlna Research for Decision Maken 

New York . . . ... .. .. May29-30 

104. Questionna ire Conslnlction Wor kshop 

Boston . 
Cincinnati . 
Detroit . 

. ............. Jan. 20-22 

New York . 
Kan as City 
Chicago . 
Cincinnati. 
NewOrleans . 
Minneapolis 
New York . 
Dallas 

105. Qu .. tionnalre Design 

. . . . . Feb. 24-26 
. Mar. 24-26 

. . . . Apr. 14-16 
... May 12· 14 
. .. June23-~ 
. .. Aug. 4-6 
... Sept. 8·10 
.• Sept. 29-0ct. I 

. . . . . Nov. 3-~ 
. . . Dec. 1~·17 

Boston .................•.... Jan. 23-24 
Cincinnati ... . . . . Feb. 27-28 
New York . . .... Apr. 17·18 
Chicago . . . .... . . June26-27 
Cincinnati ...... . •. . • ••••. . .. Aug. 7-8 
New Orleans . . ...... Sept. 11-12 
New York . Nov. 6-7 

20 1. Focus Groups 

Toronto . . ...... Mar. 18-19 
Chicago . . . . .. Oct 23·24 

202. Focus Group Moderator 'ltainlng 

Cincinnati .................... Feb. 4--7 
Cincinnati . .. . ... Mar. 4-7 
Cincinnati . . ..... Apr. 8-11 
Cincinnati . . ................ May6-9 
Cincinnati . . .......... June 17-20 
Cincinnati . . .. . . . . July22-2S 
Cincinnati . . ... . . Aug. 26-29 
Cincinnati. . . . . . .. . . . ........ Oct. 7-10 
Cincinnati . . .... Dec. 2-S 

203. Focus Group Applications 

Cincinnati ............ . ...... . Feb. 10-12 
Cincinnati .. . . . .... .. ... . ..... Oct . 13-IS 

204. Qua iiiJitl ve Resea"'h Reporu 

Cincinnati . . ....... . 
Cincinnati ......... . 

. . . Feb. 13·14 
. .... Oct 16-17 

30 1. Communica ting M,arketlng Research 

New York .................... . Jan. 13· 1~ 

... . Mar. I0-12 
..... Apr. 21 -23 
.... . June2-4 
. . ... July 7·9 
..... Aug. 18-20 

Cincinnati 
New Orleans 
New York 
Seattle .. 
Cincinnati . 
Chicago .. 
New York . 

. ....... . .. . . . Sept 22-24 
............ . Nov. 10-12 

401. Managlng Marketing R .... ...,h 

CinciMati . . .... Mar. l3· 14 
New York . . ... June ~-6 

Cincinnati .................... Aug. 21 ·22 
Boston . . . Nov. 20-21 

501. Applications of Marketing R ... a~ 

Cincinnati . . .. . . . . . . Feb. 20-21 
Houston . ... . . . . . ... . ......... Apr. 10-11 
Atlanta . . . . . . . . . . ............ June 12-13 
Cincinnati .. . ... . ..... . . . .... July 31-Aua. I 
New York . . .. Sept 18· 19 
Cincinnati . . ..... Dec. 11 -12 

SOl. Product R ... ....,b 

Cincinnati .. . .. Jan. 30-31 
New York . . . . .. . . . . . • • .. . . .. Apr. 24·~ 
Chicago . . ..... July 1~·16 
Cincinnati . . . .. .. . ... . ... . .. Oct. 14-1 ~ 

504. Advertising R~ 

New York ... . 
Cincinnati ... . 
Detroit .. . .. . 
Cincinnati . 

. .. Feb. 6-7 
. . . . . . May 1~· 16 

. . July 24-2~ 
. . . . . Oct30-31 

505. Market SegmeniJitlon R ... a...,h 

NewYork .... 
Cincinnati . 
Detroit . 
Cincinnati 

. .. . . . . . Feb. 4-~ 
. . ... May 13-14 

....... July22-23 
.......... Oct 28·29 

506. Customer Satisfaction Research 

Boston . 
New York . 
Seanle . 
Cincinnati 

... . . Jan. 9-10 
....... May 1-2 
...... . Aug. 28-29 

. ..... Nov. 24-2~ 

509. Using Goodemoaraphlcs for Marketing Decision 
Maklna 

Orlando ... . ...... . . .. ... . ... . May 1·2 

601. Translating DaiJI Into Actionable lnfonnatlon: An 
Introduction 

NewYork . .. . .... Jan. l6- 17 
Chicago . . ...... Mar. 13· 14 
Cincinnati .... May 22-23 
Seattle ....... July 10-11 
Chicago . . . . . . . . . . . . . . . . . . . . Sept. 2~·26 
New York .... Nov. 13· 14 

602. Tools and Techniques of DaiJI Analysis 

Chicago ... Jan. 21 -24 
Cincinnati . . .... Mar. 4-7 
Kansas City . . ...... Apr. I ~-18 
Cincinnati . . . . . . . .. . . May 27-30 
New York . . . . . . . . . . .. . . . . . . . . June 30-July 3 
Cincinnati . . .. . . . . . Aug. 12~ 15 
Chicago . . . . . . .. Sept. 30-0ct. 3 
NewYork ..................... Nov. 4-7 
Boston . . . Dec. 16-19 

603. Practleal Multivariate Analysis 

New York 
Seattle 
Cincinnati 
Chicago 
Kansas City 
New York 
Olicago . 
Cincinnati 

......... Jan. 28·31 
. . Mar.l8-21 
. . May6-9 

. ...... June 17-20 
.... July 22·2~ 

. ....... Aug. 19-22 
. ...... Oct. 7-10 
...... Dec. 2-~ 

70 1. International Marketing Resea"'h 

Boston ....... . 
Cincinnati ..... . 

.... Apr. 3-4 
. . Sept. 4-5 

702. Business to Business Marketing Resea rch 

New York .............. . ...... Mar. 24·26 
Cincinnati . . ... Sept. 8-10 

CERTIACATE OF ACHIEVEMENT IN MARKETING RESEARCH METHODOLOGY & APPLICATIONS 
Cincinnati ..... . ... . . . Feb. 17-Mar. 14, 1997 Cincinnati .. J uly 28-Aug. 22, 1997 

CERTIACATE OF PROACIENCY IN QUALITATIVE RESEARCH 
Cincinnati ... . .Feb. 4-14, 1997 Cincinnati . . ...... . .. Oct. 7- 17, 1997 

CERTIFICATE OF PROACIENCY IN QUANTITATIVE ANALYSIS 
Chicago/New York .... Jan. 13·31 , 1997 Chicago . . .. Sept. 22-0ct. 10, 1997 

Please call for additional infonnation on these and other Burke Institute seminars. 

All the above Burke Institute Seminars are available for in-house presentation. 

Please contact: 

MS. LISA RAFFIGNONE, Marketing Manager, or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 (ext. 6135) 
606-655-6135 

Fax: 606-655-6064 
E -mail: Burkelnstitute@BASES.com 
Web Site: http://www.Burkelnstitute.com 



We stay on the ball to keep 
your business rolling. 

At Creative & Response Research, we don't merely crunch numbers. 
We crunch marketing problems. Our approach is to provide innovative research 

and analysis to give your product its greatest asset of all... 
the competitive edge. 

With over 30 years in the business and a list of clients that includes 
some of the best known brand and business names in the world, 

you can count on C&R to be your research partner. 

RESEARCH 

Creative & Response Research Services, Inc. 
500 N. Michigan Ave. • Chicago, IL 60611 • 312-828-9200 • FAX 312-527-3113 
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