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Chilton offers "The 10 
commandments of brand 
franchise extensions" 

Brand franchise extension- using 
the brand equity held by one product 
as a springboard for the creation of a 

new or modified 
product 
with the 
s a m e 
brand 
name ­
is a pro-
cess that 

can be 
fraught 

with peril. The road to marketing suc­
cess is littered with the sun-bleached 
remains of failed brand franchise ex­
tensions that seemed like a good idea 
at the time yet, for one or more rea­
sons, never found favor with consum­
ers. The road is also marked with 
monuments to stunning brand growth 
through brilliant brand franchi se ex­
tensions , as illustrated by brands like 
Ivory and Ocean Spray. 

The trip down that road need not 
be so daunting, says Don Dietrich, 
vice president and group manager for 
Chilton Research Services, Radnor, 
Pa. At a seminar on brand equity, 
Dietrich shared what he labels "the 
10 commandments of brand franchise 
extension," to serve as guidelines for 
anyone considering such a move. 

"Brand franchi se exten sion is an 
area in which both ri sk and reward 
can be extremely high ," says Dietrich. 
"There 's no substitute for doin g your 
homework, particularly through the 
use of a good diagnostic brand equity 
system, but experience has shown us 

that these commandments are a good 
place to start ," Dietrich says. 

I . Make sure everyone agrees on 
what the term brand means. Funda­
mentally, a brand is a promi se that a 
particular product or service will 

continued on p. 48 

Americans love their VC Rs 
According to Maritz AmeriPoll, 89 percent of Americans own a VCR, while 

44 percent own two or more. Whether or not they own a VCR, 69 percent of 
Americans rent or watch a video for their own personal entertainment at least 
once per month. In fact, 37 percent of Americans say they rent or watch weekly. 
People aged 18-34 are far more likely to rent 
or watch videos on a weekly basis than those 
aged 35 and up (56 percent to 28 percent). 

On average, Americans rent two videos at 
a time. Twenty-eight percent say they only 
rent one video, 47 percent say they rent two, and 24 percent claim to rent more 
than two each time they visit the video store. 

And how about those video rental memberships? Eighty percent of Americans 
belong to at least one video rental store. In this group, 48 percent belong to one, 
30 percent belong to two, and 22 percent belong to three or more video rental 
stores. 

Moreover, American seem to prefer renting from big-name video franchise 
over grocery stores or other sources. Forty-three percent say they are most likely 
to get the videos they watch on a VCR from a franchi se, 32 percent would rather 
frequent an independent supplier, 16 percent are most likely to rent from grocery 
or convenience store video departments, and nine percent get their videos from 
other sources. 

Maritz AmeriPoll is a national consumer opinion poll conducted regularly by 
Maritz Marketing Research Inc., St. Louis. Mo. Results are based on telephone 
interviews with American adults. Accuracy of the result is within ±3.09 percent. 
For more information call 800-446-1690. 
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The easiest, most 
powerful way to collect 
data interactively 

ii Vo suaiO 1 0 - ICECREAM OST I!!I(;JEJ 
Open VISUAL Q, and 
you're ready to work! 

Step-by-step question 
designer guides you with 
intuitive procedures 

A unique, graphical - - --++-1111-l 
overview shows your entire 
survey at a glance (includ­
ing skip patterns and 
answers to be used 
in later questions) 

Use For 
Computer-Aided Telephone Interviewing 

Computer-Aided Personal Interviewing 

Disk-by-Mail 

Online Surveys 

Interactive Forms 

Test Administration and more ... 

Includes 
Charting 

Crosstabulation 

Auto Test Survey 
Analyzer 

Basic Statistics 

System Requirements 
25 MHZ 80386 or higher IBM PC Compatible 
Minimum of 4MB of RAM 
MS-DOS 3.1 or higher, running 
Microsoft Windows~ 3.1 or higher 
Runs under Windows~ 95 
Runs on Apple Macintosh"' using SoftPC"' 

[Click to Type Question] ~--1-11......_ FuU WYSIWYG rich 
text editing gives you 
complete control and 
great results. 

Just click to see 
~~l-llo- hundreds of pre-tested 

(Double-Click for Response] 

Easy to learn ... easy to use! 

~ Step-by-step question designer puts you in control 
with intuitive procedures 

~ Point-and-click Windows™ interface makes even 
difficult survey problems easy 

~ Graphical overview shows your survey at a glance 

~ Even advanced research functions require no 
programming skills 

~ Customize your survey to include graphics, colors 
and backgrounds 

~ Choose from 10 
pre-tested backgrounds 
designed for legibility 
and minimum distraction 

Please choose the vacation 
you would most like to win 

in our contest. 

~ Paste in your own bitmap "wallpaper" to create a 
designer look for your particular survey 

• SOCRATIC 
SOFTWARE 

Post Office Box 460863, San Francisco CA 94146-0863 

response types ... 

Or easily create a 
customized scale 
ojyourown. 

! 
-

Call now for more information! 

1-800-576-2728 

E-mail: info_sotech@sotech.com • WWW: http://www.sotech.com/vq 
Windows is a registered trademark of Microsoft, Inc. SoftPC is a trademark of Insignia Solutions, Inc., Macintosh is a trademark of Apple Computer, Inc. 



New shelf management 
system from ACNielsen 

ACNielsen Corp. has launched 
SPACEMAN Merchandiser, a new 
shelf management system for retail­
ers and manufacturers. SPACEMAN 
is a software product that allows us­
ers to create and view on-shelf 
planograms within minutes and rep­
licate or design a shelf display on a 
computer screen. SPACEMAN is a 
32-bit Windows 95/NT application. It 
is also available in a 16-bit Windows 
3.1 version. For more information 
call 972-401-5511. 

Trial version of Web 
survey product 

3D Software Services, Foster City, 
Calif., has a new version of 

TelePrompt to design surveys for the 
Web. The trial version can be down­
loaded at www.teleprompt.com. The 
trial version generates a Web form 
that submits the response via E-mail 
or it can be run on a local PC where 
the response are written to a text file. 
Registered users can setup branching. 
For more information call David 
Griffis at 800-992-0178. 

Book explains 
satisfaction surveys 

MERIT Research Services , Orem, 
Utah, is offering a workbook called 
"How to Plan and Conduct a Cus­
tomer Satisfaction Survey," which is 
designed to help users develop an af­
fordable research plan. The workbook 

continued on p. 46 

Don't you wish 
you knew 

everything? 

Fortunately, nobody does. That's why we can help. 
Our business is data collection. We've done it for 
over 30 years in the Pacific Northwest and we can do 
it for you. We don't know everything, but we can get 
you the answers .. Call us 

Consumer Opinion Services 
---------- We answer to you 
12825 1st Avenue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
ask for Jerry or Greg Carter 
Http://www.Cosvc.com E-mail COS-info@cosvc.com 

ANNUAl SAWTOOTH SOFTWARE 
CONFERENCE: The sixth Sawtooth 
Software Conference on Computer 
Interviewing and Analytical Meth­
ods for Marketing Research will be 
held August 20-22 in Seattle. 
There are 18 scheduled speakers 
covering topics such as conjoint 
analysis, choice-based conjoint , 
market segmentation, perceptual 
mapping , Internet surveys and 
multimedia interviewing. Speakers 
have been challenged to empha­
size practical rather than theoreti­
cal topics. Sawtooth conferences 
are professional rather than com­
mercial events. Attendance will be 
limited to 200 participants. For 
more information call Marilyn 
Stanford at 360-681-2300. 

ElECTRIC UTiliTY CONFERENCE: 
The Marketing Research Division of 
the American Marketing Association, 
the Edison Electric Institute and the 
Electric Power Research Institute are 
sponsoring the Electric Utility Cus­
tomer Research Conference at the 
Fairmont Hotel in New Orleans on 
May 18-21. For more information 
call 800-AMA-1150. 

ADVANCED TECHNIQUES FORUM: 
The Marketing Research Division 
of the American Marketing Asso­
ciation is sponsoring the Ad­
vanced Research Techniques Fo­
rum at the Hyatt Regency Hotel in 
Monterey, Calif ., on June 22-25. 
The forum is designed for upper­
level researchers , analysts , statis­
ticians and academicians who 
want to learn about the latest ad­
vances in research methods and 
models . For more information call 
800-AMA-1150. 

8 www.quirks.com Quirk's Marketing Research Review 



There's treasure waiting to be found in your marketplace ... 
a Big Idea that opens a rich new vein of consumer gold. 
Let ldeaMap®'s concept development studies lead you to it. 
Gain Comprehensive Power. With ldeaMap®'s powerful, com­
puter-based conjoint technology, you examine as many as 400 
elements - words or phrases describing benefits or features; 
pictures; even videoclips - with a relatively small, efficient 
sample of respondents. Uncover the most compelling of all pos­
sible elements- and develop yourself a sure-fire advertising or 
product concept. 
Discover New Opportunities. ldeaMap®'s stimulus­
response testing and powerful attitudinal segmentation 

PromotionMap'" StyleMap'" MessageMap'" 

G. C. 

lets you see the category as it really is, not as it is thought to be. 
It reveals promising segments you never knew existed - and 
shows you how to exploit these lucrative new opportunities with 
maximum impact. 
Lower Your Costs. One moderately-sized ldeaMap® study 
yields more complete and more actionable results, more rapidly, 
than a large and expensive study with any alternative methods. 

Discover where the real treasure is buried. Write or call: 
Moskowitz Jacobs Inc., 

1025 Westchester Avenue, White Plains, N.Y. 10604. 
Telephone 914.421.7400. Fax 914.428.8364. 
Or visit our web site at: http//www.mji-designlab.com. 

KidsMapN ProductEnginee Design lab 
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Accurately deter­
mine your most 
effective promo­
tiona l offer. 

Get the competi­
tive edge in the 
ethical pharma­
ceutical marke t. market. 

Find and fill 
the holes 
in your 
market. 

The war/d's 
most advanced 
testing 
facilities. 

ldeaMap® is part of Moskowitz Jacob Inc.'s Accelerated Integrated Development Process 



Case histor~ 

Your prescription is ready 
USP asks pharmacists to evaluate new 

drug information source 
By Joseph Rydholm, QMRR editor 

Y
ou may not have heard of United States Pharma­
copeia (USP) but you're probably glad it exists. That 
aspirin you took yesterday? USP helps make sure 

it's manufactured to uniform standards of purity. 
Founded in 1820, USP is a private, not-for-profit orga­

nization in Rockville , Md., made up of over 1,500 volun­
teer health care professionals, scientists, academicians 
and government officials. Among its many activities, USP 
sets the standards for drug packaging, purity and quality 
- which the FDA enforces - and provides drug infor­
mation to doctors, pharmacists and other health care pro­
fessionals and the public. 

10 

One of the main information sources it provides is USP 
DI Volume I, Drug Information for the Health Care Profes­
sional, a book of data on drug dosages, interactions, side 
effects, brand names, generic names, etc. Pharmacists sub­
scribe to the book, which is issued annually and updated 
monthly. (Many states require pharmacists to have a copy of 
USP DI Volume I, or another drug reference source, on hand. 
Some specify the USP DI Volume I and others offer a list of 
acceptable substitutes.) 

While such a tome (the 1997 edition runs 3,360 pages) is 
a natural for issuing on CD-ROM, until recently USP has 
only offered a print version, letting other licensed vendors 

www.quirks.com Quirk's Marketing Research Review 



incorporate USP's drug infor­
mation into their own CD­
ROM product . But in April, 
USP 's CD-ROM ve rsio n , 
called USP OJ Plus, is sched­
uled to debut. "We wanted to 
enter the electronic age," says 
Joan April , category manager, 
drug and therapeutic informa-
tion, USP. 

Confirm assumptions 
Feedback from USP DI sub sc ribe r survey s, focus 

groups and research conducted at trade shows indicated 
interest in a CD-ROM version . But like any smart mar­
keter, USP decided to confirm those assumptions by talk­
ing to prospective buyers . 

Past mail survey , including one inserted in the 1995 edi­
tion ofUSP DT Volume I, had drawn low response rates, April 
says, so USP decided to go with telephone interviews. With 
the help of Woelfel Research, Vienna, Va. , pharmacists at 
hospitals, chain drug stores and independent drug stores who 
subscribed to the print version of USP DI Volume I were 
contacted. 

Information from the research helped USP prioritize the 
features it emphasized in marketing USP DI Plus. "We 
wanted to assess the ir perceptions of the content of the 
product because we had some options about what we could 
add to it," April says. 

Respondents were told that USP was conducting the re­
search to get their reactions to a new product. "We gave them 
a basic briefing on the new product and gave them a li st 
of potential new features and asked how useful they 
thought they would be," says Jeff Adler, vice pres ident 
of Woelfel Research. "We told them about new features 
being considered for the CD-ROM version and found 
varying interest in them. But the features in general in­
creased interest in the new product." 

The rest of the survey touched on sati sfaction with other 
USP products, pricing, purchase intent, awareness of com­
petitors' products, poss ible names for the new product, and 
familiarity with various information formats. 

While CD-ROM seemed the natural choice to house all 
the information in the USP DI Volume I, with the growth of 
the Internet, USP wanted to assess the popularity of other 
electronic delivery approaches. The research confirmed that 
CD-ROM was preferable to online or floppy di sks. "In addi­
tion to determining ownership or access ibility to CD-ROM 

April1997 www.quirks.com 

Business-to-business research 

players, we wanted to 
find out if CD-ROM 
was the best way to go 
or if they had some 
other electronic format 
that they would prefer," 
April says. 

Biz-to-biz is different 
A lot of firms fail to 

appreciate just how different a business-to-business interview 
is from a consumer interview, Adler says. "In the business­
to-busine s research project it's important to quickly com­
municate to the respondent the benefit to them of participat­
ing in the study. In this case, we identified the sponsor and 
told the respondents that we were trying to make USP DI 
better and more useful to them. You have to offer a mon­
etary incentive as a token of respect but it should also be 
clear that they will benefit in other ways, not just mon­
etarily, from the research." 

The research process was aided by the goodwill toward 
USP, Adler says . Notifying respondents that USP was the 
spon or earned a high level of cooperation, which, in turn, 
made it possible to pay an incentive ($25) that wasn't as high 
as most business-to-business surveys (especially those with 
health care professionals) normally require. 

The researchers also made sure to respect the appointments 
they made with the pharmacists, Adler says. "That is an ex­
tremely important point in business-to-business inter­
views. With a consumer, if you call them at six o'clock, 
they tell you to call back after dinner. With business-to­
business interviews if the respondent says, 'I can't talk 
to you now but I can talk to you at one-thirty,' that means 
one-thirty, not two o ' clock." 

And, most important, USP resisted the urge to mix research 
with a sales call. The old, "while we've got them on the phone 
we might as well see if they're interested in buying" approach 
not only corrupts the research process but also may make 
respondents less likely to participate again in research -
especially if they think a hard sell is corning after the "re­
search" is over. 

"This project did a lot of things right. USP identified itself 
as the sponsor of the research, contacted an audience to whom 
the research topic was of interest, kept the interview short 
and interesting, and paid them an incentive. When you do 
those things you can produce a high completion rate and a 
valid, reliable survey which has some clear, actionable an­
swers," Adler says. 0 
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Ethnic research 

Editor's note: M. Isabel Valdes is 
president of Hispanic Market Connec­
tions Inc., Los Altos, Calif. This article 
draws from works previously published, 
presentations made at conferences and 
from material compiled for the Hand­
book on Marketing to Hispanics, co­
authored with Dr. Marta Seoane. 

The U.S. Hispanic market has 
grown exponentially during the 
past two decades to become one 

of the largest and wealthiest con­
sumer markets in the Latin American 
world, a trend that is expected to con-

12 

By M. Isabel Valdes 

tinue well into the 21st century. The 
historical development of the U.S. 
Hispanic market- multinationalities 
juxtaposed to a powerfu I 
Anglo-Saxon culture - has created 
a distinct and complex society within 
a society. The U.S. Hispanic con­
sumer market is constantly undergo­
ing an acculturation process , where 
among others, language preferences 
(Spanish, English or both) values and 
media usage patterns challenge tra-
ditional methods to target · 
mono-lingual Latin American mar­
kets. Hence it is not recommended to 

extrapolate from research , marketing 
or advertising experiences in Latin 
America to the United States. 

To target this lucrative and grow­
ing market, marketer and advertis­
er must rely on marketing research 
tools that provide data reflecting the 
unique and ever- changing mindset of 
the U.S. Hispanics. 

This article present s a 
language-based segmentation devel­
oped for thi s purpose by Hi spanic 
Market Connections, Inc . (HMC ), 
Los Altos, Calif. Utilizing language 
questions and demographic data, His-

www.quirks.com Quirk's Marketing Research Review 



Chart 1 adding 1.2 million 

Selected percentage changes in population by race and 
Hispanic origin for the United States 1980 to 1990 

more Hispanics. 
The actual figures 
may be still higher 
because : 1) accu­
rate counts of the 
Hispanic popula­
tion are difficult to 
obtain; 2) because 
there are anywhere 
from two to six 
million undocu­
mented Hispanics, 
and finally, 3) be­
cause the U.S. 
Census figures do 

sumer market where new Hispanic 
immigrants are mixed together with 
consumers whose ancestors have re­
sided for several generations in the 
U.S. , each with vastly different ex­
periences, lifestyles and historic 
background. Non-U.S.-born Hispan­
ics and second generation Hispanics 
presently compose the largest demo­
graphic based group for the U.S. His­
panic market. These two segments are 
expected to fuel its growth in the fore­
seeable future. 

50 

40 

30 

20 

10 

0 

panic consumers are grouped into 
four groups: "Spanish-dominant/de­
pendent ," "Span is h-preferred/ 
bilinguals," "True bilinguals," and 
"Eng I i h-preferred/English-dom­
inants." 

A rapidly growing an d highly 
diverse market 

Hispanics are expected to become 
the largest non-Anglo , or minority, 
group in the U.S . in as little as 15 
years. 

According to the 1990 U.S. Cen­
sus Bureau, there are 22.4 million 
Hispanics re s iding in the United 
States. This growth represents a 53 
percent increase over the 1980 popu­
lation figures of 14.6 million (C hart 
1). This increase represents more than 
five times the growth rate of the total 
U.S. population (Chart 2) . These fig­
ures , despite being the fina l "official" 
1990 population estimates, 
under-represent the actual population 
size of the Hispanic population, a 
stated by the Bureau of the Census. 
The Bureau 's own post en umeration 
survey of the 1990 census proposes 
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not include some 
3.5 million Hispanics who live in 
Puerto Rico. 

One of the major reasons for these 
rapid growth rates 
is that Hispanics 

Adding to the market diversity re­
sulting from the growing immigration 
is the multinational background of the 
U.S. Hispanic market. Mexicans 
compose 60.4 percent of the total 
U.S. Hispanic market, Puerto Ricans 
12.2 percent, Cubans 4.7 percent and 

Chart 2 
Major Hispanic subgroups as percentage of total 

and percentage increase, 1980 to 1990 
have higher birth 
rates than the rest 
of the U.S. popu­
lation. Another 
factor is that both 
legal and illegal 
immigration from 
Spanish-speaking 
countries contin­
ues at a rapid pace. 
Due to the tradi­
tionally higher 
birth rates in the 

Other Hispanics 5,086,435 
22.7% of Hispanics 

Latin American 
countries and be­
cause the Hispanic 
population tends 

67% increase 

Cuban: 1,043,932 
4.7% of Hispanics 
30% increase 

Puerto Rican: 2,727, 754 
12.2% of Hispanics 
35% increase 

to be younger (26 is the median age 
compared to 32 for the total U.S. 
population) , the high birth rates are 

. unlikely to slow down in the near fu­
ture . 

The result is a very dynamic con-

Total Hispanic Population: 22,354,059 

other nationalities 22.7 percent. 
Within the latter group, the largest 
segments are composed of Salvador­
ans and Costa Ricans. Consumers 
from all other Latin American coun-

continued on p. 58 

13 



By Mike Fassino 

Editor's note: Mike Passino, Ph.D., is president of En Vision 
Knowledge Products, Media, Pa. This is the first installment 
of a three-part series on neural networks. 

Throughout the 20th century, statistical models and pro­
cedures have dominated the practice of quantitative 
market research. The popularity of conjoint analysis 

and perceptual mapping procedures as well as the ubiquity 
oft- and Chi-square tests in the major crosstab packages 
attest to our hunger for the seeming "precision" of statistics. 
In some fundamental ways, however, statistical models are 
anachronistic, having been developed in an era when calcu­
lating was extraordinarily expensive but thinking was not. 
Today, the economics are reversed: the pervasiveness of per­
sonal computers has lowered the cost of a calculation to vir­
tually nothing, so the value of market research has come to 
lie in thinking about what the calculations mean rather than 
doing the calculations. While our calculating machinery has 
vastly improved, most of the statistical techniques market 
researchers rely on continue to be: 

• linear 
• orthogonal 
• normal 
• correlational rather than causal 
These four assumptions of classical statistics -linearity, 

orthogonality, normality and acausality - provide conve­
nient shortcuts to calculating. For example, if I want to as­
sess the nature and strength of the relationship between five 
or six dependent variables (such as components of customer 
satisfaction on a single dependent variable like overall satis­
faction) and I am willing to believe that the relationship is 
linear, that the independent variables are not correlated with 
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each other and that the errors of the model are normally dis­
tributed, I could do the calculating by hand. If, however, I 
allow for nonlinearity, colinearity and non-normality, the 
calculations become enormously complex and I would have 
to be willing to spend years calculating this one problem by 
hand. With a reasonably good PC, however, these years of 
calculations can be performed in a few minutes. 

In this series of three articles, we will examine the appli­
cation of neural networks to the analysis of quantitative mar­
ket research data. Neural networks approach the task of data 
analysis from a different perspective than classical statisti­
cal procedures, being far more computer-intensive so that 
more of the researcher's time can be pent thinking about 
what the results mean instead of transforming variables so 
that the data (almost) fit the assumptions and preconceived 
constraints of the statistical procedures. Neural networks 
rarely "care" whether the classical assumptions are met and 
rely on brute force calculating rather than statistical theory 
to solve analytic problems. 

As the name implies, neural networks were, originally at 
least, concerned with designing software to emulate the way 
the nervous system works. As we all know, the human brain 
contains millions of nerve cells, called neurons, that com­
municate with each other with electrical and chemical im­
pulses. Each nerve cell synthesizes all of the impulses from 
neighboring nerve cells and decides, based on this synthesis, 
whether it will send an impulse. Today, emulating the way 
the brain works is still an important area of neural network 
re earch and development. It ha been demonstrated, how­
ever, that certain classes of neural networks are adept at solv­
ing difficult statistical problems. Whether they simulate or 
emulate the way the brain works is not relevant - they are 
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useful analytic tools, apart from their neurobiological an­
cestry. The most extensively u ed type of neural network is 
called back-propagation and it is the focus of this article. 

Back-propagation 
Understanding back-propagation is essential for under­

standing the self-organizing map and time-series forecast­
ing neural networks that I cover in the two companion ar­
ticles. It is a fundamental neural network architecture. 

Figure 1 shows the essential features of a back-propagating 
neural network. There are three components, labeled A 

FIGURE 1: BACK-PROPAGATING NEURAL NETWORK ARCHITECTURE 

C. OUTPUT LAYER 

B. HIDDEN LAYER 

A. INPUT LAYER 

through C. Component A is the input layer. Here the neural 
network obtains information about the value of the indepen­
dent or input variables, such as ratings of customers' satis-

Work with a full-service research firm 
that explores , understands and answers 

the diverse cultural and linguistic 
questions that are vital to the design, 

execution and analysis of every project. 

faction with various facets of a company's product or ser­
vice. Component B contains a series of hidden units. This is 
where the neural network's heavy calculations occur. Most 
of this article is about what goes on in the hidden layer. Com­
ponent C is the output layer, where the neural network pro­
vides its estimate of the dependent or outcome variable's 
value, such as a rating of overall satisfaction. The data re­
quirements for a back-propagating neural network are: 

• values of the independent variables 
• values for the dependent or outcome variable. 
Because values of both the independent and dependent 

variable are provided to the network, this particular type of 
neural network is known as a supervised learning network. 
In the companion articles, we will encounter two other types 
of networks where the network is not given values of both 
the independent and dependent variables: unsupervised learn­
ing and reinforcement learning. 

Both the independent and dependent variable(s) can be 
categorical, ordinal, interval or ratio scaled. Rather than solve 
for the relationship between input and output variables as is 
done in regression or conjoint analysis, a back-propagating 
neural network is trained, or "learns," the relationship. Since 
it simply learns the relationship, there are very few assump­
tions about the form of the relationship- it can be highly 
nonlinear and nonstationary (e.g., changing over time) and 
the independent variables can be arbitrarily correlated (three 
conditions that cause linear statistical techniques consider-

continued on p. 41 

Domestic and International 
Qualitative and 

Quantitative Research 
(Hispanic, Asian, Mrican American, Native American and General Market) 

etc" Erlich Transcultural Consultants 

April1997 

21241 Ventu ra Boulevard, Suite 193 
Woodland Hills, CA 91364 

81 8/226-1333 Fax: 818/226-1228 E-mail : etcethnic@aol.com 

www.quirks.com 15 



True-life tales in marketing research 

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

M oderator Bill Weylock of 
Weylock Associates recalls a 
focus group session which 

was well underway when the proprietor 
of the research facility interrupted by 
bringing some homemade muffins into 
the room. The well-intentioned woman 
was oblivious to the fact that Weylock's 
group had been recruited to test a new 
snack chip, a bowl of which was on the 
table. 

Later in the session, after the muffins 
had been removed, the microphone in the 
ceiling fell and dangled over the table. 
After being summoned to the room, the 
proprietor climbed up on the table and 
put the mike back in place, all the while 
dexterously managing not to step on the 
bowl of chips. 

Weylock believes the facility is now 
out of business. 

Steve Billig of Billig & Associates tells 
about a focus group participant in her 60s 
who thought she'd been invited to a sup­
port group. At the start of the session, 
before people began talking about the real 
subject at hand, vacuum cleaners, she 
began telling her terribly sad story. Her 
husband had died a few months earlier 
and, soon after, her son was killed in a 
car accident. Her heart-rending story 
went on and on and she wept as she 
shared her sadness. 
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By Art Shulman 

The moderator, wisely putting human­
ity over productivity, allowed the woman 
to grieve before regaining control over 
the focus group. The moderator did not 
excuse the participant. After waiting for 
the right moment, he explained to her the 
purpose of the session and offered her the 
option to stay or leave. She opted to stay. 

Freelance moderator Paul Schneller 
recalls reviewing screeners for a focus 
group he was to conduct. One of the ques­
tions asked was, "What do you like to do 
in your spare time? (INTERVIEWER: 
RECORD VERBATIM IN SPACE PRO­
VIDED)" 

The replies were a bit briefer than 
Schneller had hoped. On every screener, 
the recruiter had written "VERBATIM," 
neglecting to record anything the respon­
dent had said. 

An anonymous marketer tells about 
a presentation of a new product launch 
made by someone in his marketing 
group. One of his large charts contained 
a spelling error, announcing a "Pubic In­
troduction." 

The presenter wasn't sure why there 
were giggles around the room when he 
uncovered that chart, though when some­
one later explained his pelling mistake, 
he told them that he thought his fly might 
have been open- which, if true, might 
actually have been a "pubic introduc­
tion," in a manner of speaking. 

We've talked before about clients from 
hell behind the one-way mirror at focu 
groups. How about the experience of 
Steve Lackow of Retail Profit Manage­
ment? In the days when TelePrompTers 

were being tried in lieu of passing paper 
notes from the back room to the modera­
tor, Lackow's client repeatedly told him 
on the monitor to "Get Michelle's phone 
number," Michelle being a very attrac­
tive and bright group participant. 

After several of these messages, an 
annoyed Lackow stopped the group for 
a short while and went to the viewing 
room, where he asked the slightly in­
ebriated client to stop or he might have 
to cancel the group. 

About five minutes later, another simi­
lar message came though the 
TelePrompTer. Lackow paid the partici­
pants and sent them home! 

Margaret Roller of Roller Marketing 
Research tells about a group she was 
moderating on dried herbs where her 
client sent in a note asking her to gauge 
the group's reaction to the "fact" that 
the competitor's product consisted of 5 
percent rat feces. 

Roller tossed the note and continued 
conducting the session according to her 
guide. To this day she has never found 
out if the "fact" was correct or a guer­
rilla marketing ruse. 

In future issue , 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 i usable, from spill­
ing soup on your client's new suit to cute 
answers respondents provide on ques­
tionnaires- please call me at 818-782-
4252 or, better yet, write it up and fax it 
to me at 818-782-3014 or E-mail me at 
artshulman@aol.com. 0 
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Editor's note: J. Robert Harris II is 
president of JRH Marketing Services, 
Inc., New York. 

As the African-American popula­
tion looks toward the year 2000, 
they do so with the hope and ex­

pectation that their social, cultural and 
political environments will continue to 
improve and prosper. This optimistic 
outlook is based on the belief that the 
best way to achieve the goals they have 
set for themselves and their families is 
to make it happen on their own through 
continued dedication, commitment and 
hard work. Despite the negative public­
ity and apparent racial divisiveness as 
reflected by the Rodney King and 0 .J. 
Simpson cases, African-Americans are 
feeling better about themselves and ex­
press a desire for increased racial and 
social harmony, not only in their rela­
tions with others but also among them­
selves. 

JRH Marketing Services, New York, 
recently completed a series of focus 
groups to investigate current attitudes 
and opinions about lifestyles and per-
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sonal goals among a cross-section of 
African-Americans nationwide. These 
focus groups were the latest in a series 
of trended studies that we began in 1975 
and have conducted periodically since 
then. 

The latest project consisted of 10 fo­
cus groups, five each among men and 
women. Among the five groups con­
ducted within each gender, two were 
among adults aged 21-29. We used an 
annual household income of $40,000 as 
a definition of "affluent," and one of 
these groups was above, and the other 
below, this level. The second two groups 
were constructed in the same way, ex­
cept that the age category was 30 to 39; 
the fifth group consisted of respondents 
who were between 40 and 50, regard­
less of income. 

Participants in all of the groups were 
currently employed, either full- or part­
time, or were retired. In addition, we 
conducted eight groups among teens, 
four each among males and female , 
who were either students or were work­
ing. Among the areas of inquiry in these 
groups were the following: 

• How do they assess their current 
lifestyles? 

• What lessons have they learned from 
the past? 

• What are their personal goals and 
aspirations? 

• With whom do they spend their 
time? 

• How sensitive are they to how oth­
ers see them? 

Although these and other is ues were 
incorporated into a di scussion guide 
document, respondents were encour­
aged to digress and discuss anything 
that they thought relevant to their per­
ception of their lifesty le and the impact 
of outside influences on that lifestyle. 

Perception of current lifestyles 
There was a strong tendency among 

men and women at all age and income 
level s to see themselves as better off 
now than they were in the past. There 
was general agreement that the "good 
life" was definitely attainable. They 
were under no illusions, however, that 
this would be easy; they would have to 

continued on p. 54 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

1 Industry standard 
Used by 44 of the top 50 marketing 

research firms. The powerful SPSS line 

of statistical and presentation software and its 
wide range of services are capable of handling 

many facets of your marketing research. 

Marketing segmentation 
Using demographic and segmentation 

analysis to better understand your 
customers is one of the best assets a marketer 

can have. SPSS helps you go beyond recency, 
frequency and monetary criteria to reduce 

large demographic data into smaller, more 

meaningful and profitable market segments. 

Total survey solution 
With its large family of products, SPSS is 

your answer for handling survey data. 
SPSS can help collect data, perform a wide range 

of statistical analyses on the data and finish the 
process with presentation-quality output. 

Product research 
Packed with the analytical functions you 

need, SPSS helps measure consumer 
preferences, define products and positioning, 

et prices and beat your competition. 

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

need for data management, analysis and high­

quality output. Display your results in any 
tabular form - stub-and-banner tables, contin­

gency tables and listings of data. It's also 

perfect for stacking and nesting variables. 

m Customer satisfaction studies 
Discover what it takes to please your 

customer with a complete toolkit for 

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

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

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

tools. Use high-quality and easily editable 

graphs, tables and charts to point out hidden 
trends or to display relationships between 

attributes. 

m Excellent data management 
SPSS products enable you to import 

70 different types of data, create 
portable files and automatically read standard 

file formats. Plus, you can work with an 

unlimited number of cases and variables, 
even missing data! 

m Specialized add-on modules 
If you wish to increase your statistical 

capabilities or add presentation tools 
such as mapping, SPSS offers you the opportu­

nity to customize your system with specialized 
add-on modules. 

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

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

fi!] Free "Survey Tips" booklet 
When you respond to this ad, we 

will send you our exclusive 

"Survey Tips" booklet. This handy reference 

is perfect as a refresher for the seasoned pro-
fessional or as a quick reference for the novice 

researcher. With tips on topics such as "How 

long should a survey be?" "How to design a 
survey" and "How to analyze data," this book­

let will help prepare you and others for all 

your survey tasks. 
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Cecil "Bud" Phillips, founder and 
chairman of the board of The M/ A/RIC 
Group, a Dallas marketing and re­
search firm, is one of three recipients 
of Southern Methodist University's 
1997 Distinguished Alumni Awards, 
presented annually by the SMU 
Alumni Association . 

Larry Chiagouris, executive vice 
president and managing director of 
CDB Research & Consulting, a sub­
sidiary of Creamer Dickson Basford, 
was awarded the agency's President 's 
Award for Di stingui shed Perfor­
mance. 

firm as vice president and senior con­
sultant. 

Marion Bergmann ha been 

Bergmann 

named research manager at The Olson 
Research Group , Plainsboro, N.J. 

the new Asia Pacific office of Roper 
Starch Worldwide in Hong Kong . 
Steve Thomson , head of the interna­
tional divi sion of London-based re­
search company Parker Tanner Ltd. , 
was named managing director of 
Roper Starch's new London office. 

The Agricultural Research Group 
of Maritz Marketing Research , St. 
Loui s, has named Jim Kohler direc­
tor of syndicated product services. In 
addition , Gina Wiseman has been 
appointed director of operations for 
Maritz ' s Systems and Research Ser­

vices Group. 

Kris Dunn and Kristen Isenhart 
have been named project coordinators 
at Aragon Consulting Group , St. 
Louis. Diane Dailacis has joined the 

Michelle Rothbard ha joined 

Xiaoyan Zhao, Roper Starch vice Newman-Stein, Inc., a New York re­
president of international operations , search firm , as vice president, quali­
has been named managing director of tative research. 
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OBJECTIVE: 
A .flexible sampling system, power-packed with options. 

551 SOLUTION: 
Rick Hoeft (President of Discovery Research Group, one of 
the nation's leading telephone interviewing companies) - "With 
SSI-S AP"', one of our computers is not tied up while a sample 
is being generated as it was with our old in-house sampling 
y tern. Our old system forced us to dedicate a high-end 

computer. Now, we' re free to access and 
draw SNAP samples on any computer in 

our company. 

"SSI is very, very open about how its 
samples are developed and gives us 
choices. That's something we truly 
appreciate - and our clients 

appreciate, too." 

Call SSI for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

~ Survey 
• j Sampling, 
=...... rnc.® 

Partners with survev 
researche rs s ince 1977 

I Chilton Research Services, Radnor, 
Pa ., has named Sharon H. Williams 
research consultant for its consumer 
product group. 

Rosalind Rivin ha s joined 
Yanke lovi ch Partners , In c., a 
Norwalk , Conn. , research firm , as a 

partner. 

Diane Salamon, vice pres ident , 
Burke, In c ., Cincinnati , ha s been 
named managing director of Burke 's 
new subsidiary Burke Strategic Con­
sulting Group (BSCG). Salamon will 
be joined by Fran Lipson. A second 
BSCG office in Atlanta will be run 

by Jaci Jarrett Masztal. 

Alicia Pascual will serve a man­
aging director of the new Asia-Pacific 
office of Audits & Surveys Worldwide 
in Manila, The Philippines. 
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C.J. Olson Market Research, 
Inc. , has moved to a new location 
with a larger focus group facility. The 
new address is: 2 125 E. Hennepin 
Ave., Ste. 100, Minneapo li s, Minn. , 
55413-2720. Phone 6 12-378-5040 or 
800-788-0085. Fax 612-378-540 I. 

ACNielsen has reached an agree­
ment with Safeway Inc. , Pleasanton , 
Cali f., that wi ll enable Nielsen to re­
port chain-specific census data for the 
nation 's third - large t supermarket 
chain. Safeway operates l ,052 stores 
in the U .S. and Canada. Niel sen 's 
census trading area, with a custom­
ized comparative market component, 
enables consumer packaged goods 
manufacturers to view Safeway re la­
tive to competitive chain supermar­
ket retailers in a Safeway -defi ned 
geography. 

In other news, ACNielsen has ac­
quired the remainin g 75.1 percent 
stake in ACNielsen South Africa from 
Integrated Business Information Ser­
vices. In 1987 Ni e lse n divested its 
business in South Africa to Integrated 
Business Information Services as part 
of Dun & Bradstreet 's withdrawal 

from the country. In 1994 Niel sen 
bought a 24.9 percent share in the 
South African bus iness. 

The company has also ex panded its 
operations into Israe l by acquiring a 
90 percent stake in Market Share 
Meida Shivuki Ltd. , a research firm 
located near Tel Aviv. 

ACNie lsen has released its fourth­
quarter results for 1996, announcing 
a net income of $ 11 .4 mi II ion, or 
$0 .20 a share , compared with a net 
loss of $ 19.7 million , or $0.35 per 
share , in 1995. The 1995 fourth-quar­
te r results exclude the impact of a 
$ 152.2 million non -recu rrin g charge. 
Incl uding the charge, the company's 
net loss in the fourth qu arte r of 1995 
was $ 161.0 million , or $2.85 per 
share . For the fu ll year of 1996 , 
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ACNie lse n pos ted net income of 
$ 15.8 million , or $0.28 per share, 
compared with 1995 's net loss of 
$65.4 million , or $1. 16 per share, 
exc luding the 1995 fourth-quarter 
charge and a $31.9 million provision 
for postemployment benefits in the 
third quarter of 1995 . Including these 
items, the company had a net loss of 
$230.9 million , or $4.09 a share, in 
1995. 

ICT Group, Inc., Langhorne, Pa., 
reported that revenues for 1996 to­
ta led $71.6 million , a 37 percent in­
crease from $52.1 million in revenues 
in 1995. Pro-forma net income for 
I 996 in c reased 47 percent to 
$ 1 ,327,000 or $0.12 per share, com­
pared to $903,000 or $0 .09 per share 

in 1995, excluding the effect of a non­
recurring , non-cash charge for IPO­
related compensation in the second 
quarter of 1996. Revenues for the 
three months ended December 31, 
1996 were $19.7 million, a 23 per­
cent increase from $16.0 million for 
the same period in 1995. Net income 
for the three months ended Decem­
ber 31, 1996 was $0.03 per share 
compared to $0.05 pro-forma net in­
come per share in 1995. 

The Olson Research Group, Inc. 
has moved to: The Office Center, Ste. 
1210, Plai nsboro Rd. , Plainsboro, 
N.J., 08536. Phone 609-799-5311. 
Fax 609-716-7161. 

continued on p. 7 4 

We're on speaking ter01s 
with just about every type 
of business decision-01aker 

you can na01e. 
Business-to-business telephone research isn't a sideline with us. 
We' re on the phone 10 hours a day, five days a week, 52 weeks 
a year taking the pulse of professionals and executives at every 
level of management. And we ' ve been doing it for more than 
20 years. Isn 't that the kind of experience you want for your 

next b-to-b research assignment? 

• Mature, articulate interviewers 
specially trained for business/ 
professional research 

• Integrated outbound WATS/ 
inbound 800 methodology 

• Client on-site and 
off-site monitoring 

• CATI or hard copy 
implementation 

• Executive - Industrial -
Financial - Medical 

RSVP RESEARCH SERVICES 
The standard of quality in telephone research 

215-969-8500 
Neil Blefeld 
President 

1916 Welsh Road 
Philadelphia, PA 19115 

Michael Feldman 
Executive V.P. 
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Ethnic research 

Understanding Hispanic culture: 
a case for ethnographic research 

Editor's note: Roberta Maso­
Fleischman is a qualitative research 
consultant based in Cupertino, Calif. 

A s the Hispanic market expands, 
manufacturers desirous of target­
ing and attracting this segment of 

the market are increasing their con­
sumer research among Hispanics. The 
qualitative research methodologies used 
are generally conventional, mainly fo­
cus groups. However, there is an alter­
native in qualitative research which is 
already being used in the general mar­
ket- the ethnographic study- which 
can provide greater insights into a par­
ticular culture and furnish richer infor­
mation than conventional methods. 

That's not to suggest that ethno­
graphic studies replace conventional 
methodologies in Hispanic research. 
But there are situations where essential, 
in-depth information about the Hispanic 
culture is of fundamental importance. 
For instance, a) when a category or a 
brand is being introduced for the first 
time in the Hispanic market; and b) at 
the start of a major marketing or adver­
tising strategy for Hispanics. 

In this article we will examine the 
ethnographic study in marketing and 
advertising and illustrate how it can be 
used to enrich Hispanic research. 
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By Roberta Maso-Fleischman 

Ethnographic studies in marketing 
and advertising 

The ethnographic study first emerged 
as a tool to study small, non-Western 
cultures. It is now successfully being 
used to study modern cultures. 

The study of a culture involves ex­
ploring two levels of consciousness: the 
explicit and the tacit. Explicit culture is 
what we see: behaviors, objects, inter­
actions; it is a level of knowledge which 
people can communicate about with 
relative ease (Spradley, 1980). Tacit 
culture, on the other hand, is that which 
is implicit and unspoken. It is the do­
main of meanings, where behavior is 
generated and where the ethnographer 
must probe in order to understand ex­
perience. 

Ethnography is the study of both the 
explicit and the tacit levels of a culture. 
For marketing and advertising this type 
of study is a way to explore symbols, 
beliefs and values. It aids in understand­
ing patterns of behavior and uncovers 
specific areas of desire and dissatisfac­
tion. That's why it is suggested to con­
duct this type of study when a category 
or a brand is being introduced for the 
first time in a particular segment of the · 
market, and at the beginning of a major 
marketing or advertising strategy. The 
information obtained will aid the 

creatives with the emotional language 
needed to reach the targeted segment, 
and marketing strategists will acquire a 
greater understanding of their consum­
ers and their culture. 

In an ethnographic study the respon­
dents do not go to a focus group facil­
ity. Instead, the researcher goes to the 
respondents' own surroundings. For in­
stance, if the subject of the study is food 
consumption, where mothers or house­
wives function as gatekeepers the inves­
tigation takes place in the kitchen or 
pantry. When the study is carried out 
on-site respondents usually feel very 
proud and are excited to let the re­
searcher into their homes and into their 
lives and to show her/him what their 
daily existence is like. Respondents feel 
singled out, important and honored and 
feel they have a responsibility in par­
ticipating in this type of a study. 

The openness and willingness of the 
respondent to participate greatly helps 
the researcher, who, after a brief intro­
duction, guides the conversation to 
glean information from the explicit level 
and begins to probe for meanings at the 
tacit level. The researcher has a set of 
probing areas which are the basis for 
the exploration. These probing areas 
and their objectives have been previ­
ously discussed with the client. Besides 
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posing questions the researcher ob­
serves the surroundings and takes pho­
tographs of the respondent in her/his 
setting. If an activity is being studied, 
then photographs are also taken of the 
activity. The researcher audiotapes the 
conversation with the respondent for 
future reference. 

Areas covered may include: 
• how a category/product fits into a 

person's or a family's life 
• what a category/product symbolizes 
• beliefs that surround a category/ 

product 
• values associated with a category/ 

product 
• the origin of beliefs and values, 

whether recent or passed on 
generationall y 

• emotional content of beliefs and 
values 

•language used to refer to a category/ 
product 

• uses of a category/product 
• habits and routines associated with 

a category/product 
• satisfaction/dissatisfaction with a 

category /product 
• unmet needs with regard a category/ 

24 

product 
An ethnographic investigation with 

each respondent usually lasts from two 
to four hours. If the study is to probe 
category or brand meaning, it lasts ap­
proximately two hours. It may last up 
to four hours if it is to explore: an ac­
tivity and its meaning, e.g., cooking 
with a certain product, or dish washing; 
categories or brands currently used at 
home and deciding between brands or 
categories at the supermarket; items 
used at home and shopping for these 
items at a department store or at a mall. 

The number of respondents in aneth­
nographic study is usually from six to 
12 per market. 

Ethnographic studies vs. conven­
tional qualitative methodologies 

Ethnographic studies vs.focus groups 
Focus groups are usually the pre­

ferred methodology for a qualitative 
study, possibly because they are rela­
tively easy to organize, are the least time 
consuming of qualitative methodologies 
and offer observers immediate payoff. 
Focus groups are particularly well 
suited to generate ideas, to test copy, 

concepts or packages, to help fine-tune 
a creative strategy or to test for damage 
control. 

However, the way focus groups are 
typically structured and used often lim­
its the posssibi lity of obtaining in-depth 
information to the fullest. A character­
istic focus group, as a rule, has a lengthy 
and packed topic di cussion guide to be 
carried out in a limited amount of time, 
usually two hours. This does not give 
the facilitator too much in-depth prob­
ing time or many opportunities to ex­
plore other valid aspects. 

An ethnographic interview is not bur­
dened by the demanding topic discus­
sion guide that typically steers a focus 
group. There is ample time to explore 
the necessary aspects with each respon­
dent and, as pointed out above, it is 
structured to go beyond the explicit and 
to probe into the meaning of a category, 
a brand or an activity in a particular 
cultural setting. 

In a focus group it is also possible 
for re pondents to be untruthful about 
the products they use and how these are 
used, and there is no feasible way to 
verify their information. In an ethno-
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graphic interview there is normally little 
pretense or lying, because this can be 
easily be discovered and probed. 

Focus group interaction is lively but 
not all respondents participate fully. If 
there is a respondent with a strong per­
sonality he/she is can sway the opin­
ions of the group. In an ethnographic 
exploration each re pondent partici­
pates to the fullest. 

Ethnographic studies vs. one-on-one 
interviews 

One advantage an ethnographic inter­
view has over a one-on-one interview 
is that the respondent is in her/his set­
ting and is not inhibited. Going to a fa­
cility for an interview is always an arti­
ficial situation. Having a conversation 
at home is informal , comfortable; the 
respondents feel at ease. Respondents 
who are interviewed in their own sur­
roundings tend to talk more freely about 
their I ikes and dislikes, their dissatis­
factions and wishes, and to describe 
more willingly the explicit aspects of 
their culture. It is also eas ier for there­
searcher to probe into the tac it aspects 
of their culture. 
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Ethnographic studies applied to 
Hispanic market researcH 

Marketers, some of whom are un­
familiar with Hispanic culture, need 
to be very well informed to success­
fully merchandise a brand or a cat­
egory to Hispanic consumers. Mar­
keters mu t understand how and why 
a certain brand or category is impor­
tant or not important for Hispanics; 
they also need to know habits related 
to the product or category's consump­
tion so as to better direct their strat­
egy. 

An ethnographic study will provide 
an in-depth look at a section of His­
panic culture and will be able to ex­
plain to a marketer: 

• how a product/category fits into 
the I ives of Hispanic families 

• which patterns of behavior are re­
lated to a product/category 

• which values and beliefs are as­
soc iated with it 

• the different usages of a product/ 
category 

• sati sfaction or dissatisfaction with 
a product/category 

• unmet needs with regard to a 

product/category 
An ethnographic study will help 

advertisers determine: 
• what the product/category sym­

bolizes 
• the emotional content of beliefs 

and values related to a product/cat­
egory 

• the emotional language used to re­
fer to a product/category 

Recruiters know that when a re­
searcher has to go to a Hispanic com­
munity and to a respondent's home 
the researcher will be able to tell im­
mediately whether a respondent fits 
the desired profile or not. Thus eth­
nographic studies force recruiters to 
be honest. 

By going to a community it is easier 
to find respondents who have not had 
previous experience with market re­
search, i.e., virgin respondents 
(Mariampolsky, H., et al, 1994). 0 
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Ethnic research 

Research uncovers 
Hispanic 

advertising impact 
. By Felipe Korzenny, Rebecca Abravanel and Adrien Lopez Lanusse 

Editor's note: Felipe Korzenny, 
Ph.D., is president; RebeccaAbravanel, 
Ph.D. , is director of quantitative re­
search; and Adrien Lopez Lanusse is 
research analyst, at Hispanic & Asian 
Marketing Communication Research, 
Inc. , Belmont, Calif. 

S parrish-dominant Hispanics are 
influenced by Spanish language 
television ads to a larger extent 

than by English language ads. This may 
sound like a simple truism but it is not. 

Consider this: The largest Hispanic 
markets in the U.S. are Los Angeles, 
New York, Miami, the San Francisco­
San Jose area, Chicago and Houston. 
In each of those markets, Hispanics 
have many more television choices in 
English than in Spanish. 

Spanish language choices are gener­
ally two, i.e., Univision and Telemundo, 
and in some cases up to five options, if 
cable or satellite are included. In con­
trast, English language channels can 
number 50 or more depending on cable 
or satellite availability. 

A reasonable marketer may then con­
clude that English language television 
has a better chance of reaching even 
Spanish-dominant consumers. Mter all, 
television ads are highly visual and one 
might therefore conclude that most 
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people should be able to understand 
them. 

Qualitative U.S. Hispanic research 
has suggested that Spanish language ads 
are more effective than English lan­
guage ads in persuading Spanish-domi­
nant consumers for several rea ons: 

• Language alone helps increase un­
derstanding of the ad if the person is 
not fluent in English. Consider that only 
about 40 percent of U.S. Hispanics re­
port being totally fluent in English and 
that 75 percent of Hispanics report 
speaking Spanish at home'. Language 
alone, then, can make a difference in 
terms of denotation alone, i.e. , being 
able to understand what the ad says . 

• Further, there are contextual aspects 
in culturally tailored ads that commu­
nicate beyond words. A typical example 
is the use of humor because it doesn't 
always translate well across cultures. 
Another is the emotional or cultural rel ­
evance of the ad's context for the con­
sumer. Hispanics tend to enjoy food and 
many other consumer products in the 
company of friends and family. Other 
contextual aspects include music, back­
grounds, models or talent, communica­
tion styles, themes, etc. 

• Additionally, Hispanic consumers 
have generally said they ascribe good­
will to advertisers who communicate to 

them in Spani h. Hispanics often view 
Spanish language advertising as sign of 
recognition and respect on the part of 
the advertiser. 

Also, dubbed or translated ads do not 
seem to do as well as those produced 
originally in Spanish with Spanish­
speaking talent. The contextual cues of 
translated ads tend to be missi ng and 
the emotional appeal tends to be lower. 

Is there, then, any evidence that Span­
ish language te levi sion ads are more 
effective among U.S. Spanish-dominant 
Hispanics? A study conducted in No­
vember and December of 1996 in the 
greater San Francisco-San Jose area 
provided such ev idence. It was a tele­
phone survey conducted with women 
heads of household who indicated 
speaking Spanish at home most of the 
time and being most comfortable com­
municating in Spanish. Interviews were 
conducted in Spanish with 314 ran­
domly selected respondents who have 
li sted telephone numbers. 

First, it is important to notice that 
exposure to Spanish language television 
was about twice as prevalent as that to 
English television. The average weekly 
exposure to Spanish television was 15.8 
hours in contrast to 7.5 for English tele­
vision. This is despite the fact that these 
consumers have much more opportunity 

www.quirks.com Quirk's Marketing Research Review 



to watch English te levision. Thus, 
watching Spanish language television 
seems to have added value gratification. 

Second, and probably of greater im­
portance, is the finding that Spanish lan­
guage television advertising was quoted 
as being twice as impactful in produc­
ing sales than English television adver­
tising. Respondents were asked, "Think 
about the products you have purchased 
in the past month. Did any advertise­
ment you saw on Spanish language tele­
vision influence any of these pur­
chases?" Almost half the sample (46 
percent) said they had been so influ­
enced. The response to a parallel ques­
tion regarding English language adver­
tising was that less than a quarter of the 
sample (23 percent) had been influ­
enced. The substantive difference in 
impact between advertising in the two 
languages suggests that language, as 
part of culture, can strongly affect de­
cision making. 

Additional evidence in favor of Span­
ish language advertising was that a rela­
tively large segment of the sample in­
dicated they would place more credence 
in a Spanish language ad than in the 
same ad in English. Thirty-nine percent 
of the respondents indicated they would 
believe most the version of the ad in 
Spanish than in English. Only 3 percent 
said they wou ld put more credence in 
the English language ver ion. 

The implications for marketing prac­
tice seem obvious. If the marketer is 
eager to reach Spanish speaking con­
sumers s/he may do best in trying to 
communicate to them in their primary 
language. 

The implications for research prac­
tice are a lso important. Conducting 
Spanish language research, both quali­
tative and quantitative can render in­
sights that may only be discernible if a 
concerted effort is done to reach those 
who prefer speaking Spanish. Insights 
derived from Spanish language research 
are more likely to reflect the atti tudes 
and behaviors of the growing Spanish­
Juwin~tlt hu:-.~ u f f fi :-.~uu i~ t,: 11 1u~ r 

in th 

1 These are 1990 census figures . 
2 It is calculated that there are approximately 30 
million Hispanic con sumers in the U.S. About half 

of the size of the market has been estimated to 
have been generated by immigration during the 
past 15 years. 
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Business-to-business research 

Editor's note: John Barrett is vice 
president of Priority Metrics Group, 
Spartanburg, S.C. 

The objective of building and sus­
taining competitive advantage is 
central to the long-term success 

and even survival of a business. While 
definitions vary, most agree that com­
petitive advantage is the unique value a 
firm is able to create and deliver to its 
customers. 1 Ifthe business is to survive, 
that value must exceed the total cost of 
production. 2 

The difficult part, of course, is not in 
defining what competitive advantage is, 
but in actually creating it. How does a 
business create competitive advantage? 
Recent articles have espoused a wide 
variety of programs for creating com­
petitive advantage. Some examples of 
business activities that are supposed to 
create competitive advantage are: cre­
ative pricing, output flexibility, technol­
ogy, expense controls, customer service, 
reengineering, 360° feedback, people, 
information systems, information ser­
vices, employment testing, compensa­
tion, packaging, innovation, electronic 
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data interchange (EDI), quality, value­
added service, and on and on. 

products through business-to-business 
channels. The research was completed 
using a database of customer survey 
results from work conducted by Prior­
ity Metrics Group over the past few 
years. 

But many of these ideas are champi­
oned by consultants trying to sell their 
services, or by practitioners who have 
limited experience outside of their cur­
rent profession or industry. In this ar­
ticle, we will describe research we have 
recently completed to discover what has 
actually worked in creating competitive 
advantage for companies selling their 

Priority Metrics Group, Spartanburg, 
S.C., is an industrial consulting and 
market research firm that provides cus­
tomer surveys and a variety of related 
services to corporate clients. A large 

Attribute Category 
Product Quality: 

Adherence (to Spec.) 
Appearance 
Consistency 
Performance 

Service Quality: 
Accuracy 
Complaint Resolution 
Customer Service 
Delivery 
Design & Development 
Equipment, Systems 
Packaging, Labeling 
Personal Service 
Price, Credit 
Product Line 
Sales Representation 
Technical Services 
Time, Speed 

Table 1 

Examples of Specific Survey Attributes 

caliper, moisture level, brightness, hardness 
aesthetic quality, print registration , yarn defects 
color consistency, width consistency' consistent quality 
runnability, bonding , flatness, yield , stacking strength 

shipment accuracy, accuracy of information, invoice accuracy 
handling of complaints, innovative solutions to packaging products 
inside sales, customer service. emergency response 
on-time delivery, condition of received goods, order lead-times 
product innovation, creativity in development efforts, customized styling 
condition of plant & equipment, effective us of SPC 
packaging & labeling, product identification 
accessibility, communications, responsiveness, knowledge 
perceived value 
breadth & variety of product line 
contact frequency, sales representation, understanding needs 
technical assistance, availability of technical help, field service 
prompt assistance, responsiveness to customer requests 

www.quirks.com Quirk 's Marketing Research Review 



WELCOME 
TO THE 

WORLD OF 
THE FASTEST 

GROWING 
RESEARCH 
COMPANY 

IN THE U.S. 

Ca ll Scotty Levitt at (888) ~IACRO- S 
or G reg M ahnke at (800) 639-1310 

INTELLIGENCE AT WORK 
Macro International offices: New York, NY; 

Washington, DC; Atlanta, GA: Burlington VT; 
Frankfurt, Germany: Moscow, Russia: Warsaw, Poland; 
Budapest and Gyor, Hungary; Prague, Czech Republic. 

INSIDE RESEARCH® reports: 
" .. . of 53 maior U.S. MR firms 
over the past five years 
(1990-1995) ... 
Macro International, Inc., 
with a growth rate of 202% 
was the fastest growing 
MR firm." 

Macro International's growth occurs because we put 
our intelligence to work, combining experienced people 
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 
experience, including advertising, new product and 
legal research, positioning and brand equity studies, 
with more than a dozen proprietary research products 
such as Customer Loyalty Plus™ (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. 



majority of our clients market their 
products and services to other busi­
nesses. We have compiled results of 
customer surveys that have used a 
seven-point scale into a proprietary da­
tabase. (See sidebar) 

The specific design of the question­
naire used on each survey project, in­
cluding the wording of attributes, is 
unique to each study. However, for the 
purposes of this research project we 
grouped the attributes into 17 catego­
ries as shown in Table 1. 

Most of the 17 categories are 

service-related. This is due to 
the fact that the "performance" 
category includes a large num­
ber of attributes which contain 
industry- and application-spe­
cific terms. These attributes 
cannot be further grouped or 
categorized in a meaningful 
way. 

Research findings 
Each of the studies included 
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oompet~IY9 advantage: 0.06 

01 

Average Net Score 

in this research asked participants to 
provide a numeric rating of the study 

sponsor (our client) and their "best al­
ternate supplier" (BAS). By "best alter­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ nate supplie~' we mean the supplier 
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they consider to be the best option to 
the study sponsor in supplying the same 
or a substitute product. When we com­
pare ratings given to the sponsor and 
the BAS, we can determine the extent 
of competitive advantage - by at­
tribute. 

Figure l hows the results of this 
analysis across the 17 categories. In 
aggregate, firms in the database are 
rated higher than their competition. In 
other words, the business conducting a 
survey of its customers has a measur­
able competitive advantage. There are 
two explanations for this positive per­
formance gap: 

1 ) Current customers will tend to rate 
an active or primary vendor higher than 
other vendors due to specific and ob­
jective knowledge of the vendors' prod­
uct or service quality, or even as justifi­
cation of a purchase decision. 

2) Firms conducting customer sur­
veys are, by nature, the leading firms in 
a given industry, and will be rated rela­
tively high in performance. And, con­
versely, firms that do not conduct cus­
tomer surveys are the followers in an 
industry and will be rated relatively low. 

In the first case, the advantage is 
among current customers. In the sec­
ond, it i industry-wide. In either case, 
the survey is a tool by which the per­
ceived advantage held by one firm over 
another can be measured. As shown in 
Figure 1, the average positive gap- or 
competitive advantage- is 0.06, on a 
seven-point scale. 3 

Perhaps the most startling finding 
from this analysis is the contrast be­
tween product and service attributes: all 
of the product attributes are below or at 
parity with competition. Since the re-
spondents behind these numbers are 
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current customers, the product quality 
must de facto be perceived to be at or 
above some minimum level of perfor­
mance. However, the implication 
clearly is that customers are willing to 
endure product quality that is somewhat 
inferior to competitive products if the 
supplier provides stronger service. 

It is also interesting to note that the 
category of price and terms is rated, on 
average, below the BAS. In fact, it is 
the largest competitive disadvantage. 
From discussion with clients regarding 
low ratings on attributes related to price, 
we often hear two explanations: 

1) Many contacts at customer loca­
tions are directly or indirectly respon­
sible for the purchase of the product. 
As such, it is in their best interest to 
communicate to the supplier that the 
price is too high . 

In those studies where we have been 
able to break out results by functional 
responsibility, it frequently is the case 
that buyers tend to rate the study spon­
sor below competition on attributes 
dealing with price, terms, value, etc. 
Conversely, users of the product and 
support personnel (in quality or techni­
cal job functions, for example) will of­
ten rate the sponsor ahead of competi­
tion on the same attributes. 

2) One could argue that strategically, 
a company should be rated slightly be­
low competition on price-related at­
tributes, as long as the overall perfor­
mance, and particularly overall satisfac­
tion, is rated ahead of competition. If 
the customer is pleased with the prod­
uct and service provided and perceives 
the price to be better than competition, 
money is probably being left on the 
table. 

Finally, three categories stand out as 
having an average rating versus com­
petition that is much higher than aver­
age - customer service, personal ser­
vice, and sales representation. Out of 
the 13 categories of service quality, 
these three could be seen as those in 
which individual employees play the 
most important and most visible role. 

To this point in our di scussion of the 
results, we have assumed that each of 
the 17 categories are of equal impor­
tance. To determine the importance of 
attributes, a number of techniques may 
be used. In each of the studies included 
in this research, importance was deter-
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mined statistically, by computing the 
square of the correlation (r2

) between 
the ratings given the sponsor on each 

attribute and those given for overall sat­
isfaction. The scale for importance (r2) 

ranges from 0 to 1. Thus, if an attribute 

Figure 2 

Average Importance (r2) 

Product Service 

would tend to be rated high when 
satisfaction is rated high, and low 
when satisfaction is rated low, the 
importance would be closer to one. 
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If there is little or no pattern be­
tween ratings for an attribute and 
ratings of overall satisfaction, the 
importance is at or near zero. 

The average importance of each 
attribute category is shown in Fig­
ure 2. The fact that price is the 
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single most important category is con­
sistent with the sample make-up in 
many of the studies being dominated by 
buyers. 

In the area of product quality, con­
sistency stands out as being much more 
important than appearance, adherence 
to specification, or even performance. 
In many production environments, 
while the equipment is able to accom­
modate a variety of raw material speci­
fications, machines are set at specific 
parameters with sometimes narrow tol­
erances. When the specifications of in­
coming raw material vary outside the 
tolerance limits, equipment must be 
recalibrated, set-up times increase cor-

Figure 3 

Average Importance (r2) behind compeUtJon ahead ot competition 
0.5 .. - ... 

0.4S Price & Terms • 

left side of the map that are behind com­
petition. We have also identified the 
points toward the upper right comer of 
the map (average rating well ahead of 
competition and relatively important). 
Beyond price, product consistency is the 
largest source of competitive disadvan­
tage. Stated differently: 

For a company providing a competi­
tive product (meeting the "table stakes" 
established by a given market segment) 
inconsistency in product quality is a 
larger determinant of competitive posi­
tion in the egment than is the actual 
performance of the product. 

At one company - a large, special-
ized producer of folding cartons -

profitability was 
largely determined by 
their ability to keep 
production lines go­
ing. A major obstacle 
to this objective was 
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the huge rolls of paper­
board are fed through 
machinery, individual 
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respondingly and productivity drops. 
On the service side, product line and 

packaging/labeling stand out as being 
relatively lower in importance, while 
time and speed, customer service, com­
plaint resolution, and technical services 
are of noticeably greater importance. 

The implicit message appears to be 
that a superior product or a broad se­
lection of products are of less impor­
tance than a reliable product offered by 
a responsive supplier who is ab le to 
solve problems, answer questions, and 
provide needed technical support in a 
timely manner. 

Figure 3 ummarizes this information 
in a form that may be thought of as a 
performance "map." The horizontal axis 
is the performance versus the BAS (or 
"net score"). All points on the left side 
of the map are competitive disadvan­
tages, all on the right are advantages. 
The vertical axis is the average category 
importance. Moving up in the chart 
identifies categories that contribute rela­
tively more to competitive position. 

We have identified the points on the 

0.2 0.3 
cartons are cut out, 
scored along comer to 

allow a clean bend, and printed. Varia­
tion in caliper causes poor scoring or 
cutting which means the finished car­
tons will not fold properly, or will have 
rough, uneven edges where cuts were 
not made cleanly. While this company 
had a long-standing policy of dual or 
multiple source for all major purchased 
material, they had agreed to sole source 
paperboard (which represents well over 
50 percent of their total production cost) 
if a supplier could provide a board with 
consistent caliper. 

While product inconsistency appears 
to detract from competitive position, 
three categories - customer service, 
personal service and sales representa­
tion- appear to be the largest contribu­
tors to competitive advantage. Not only 
do these three categories have the high­
est rating versus competition, they are 
also among the most important. 

In large part because of the heavy 
"people" component in these perfor­
mance areas , competitive advantage 
once attained is not easily usurped. And, 
unlike product attributes, elements of 
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About the database 
Priority Metrics Group is an industrial market research and consulting firm based in Spartanburg, S.C., that provides 

customer surveys and strategic planning assistance to a variety of corporate clients. Most of our clients market their 
products and services to other businesses. 

In our customer survey work, we normally ask our clients' customers to rate our clients' performance and the perfor­
mance of a competitor, on a number of key performance attributes. We have found that a seven-point scale is particu­
larly good when rating a supplier against competition since it provides three rating points on each side of the scale 
midpoint (4). This provides more flexibility than, say, a five-point scale (with only two rating points on each side of the 
midpoint) to accurately convey the competitive situation on any given attribute. 

We have compiled results of completed customer surveys into several databases. For this analysis we used a database 
of surveys completed for manufacturing businesses, all of which used a seven-point scale. This database includes over 
3,000 individual responses from over 30 separate studies completed in a number of industries, although textiles and 
packaging are most heavily represented. All of the surveys have been completed within the last three years, and all are 
of current customers only - we have excluded prospective or former customers. 

A typical study would include performance ratings on 20-30 attributes, ranging from specific indicators of product 
quality to account representation, customer service, delivery, etc. The design of the questionnaire and selection and 
wording of attributes are unique to each study. However, for purposes of this research we have grouped the attributes 
into 17 categories as shown in Table 1. 

Within each category, for example "sales representation," there are between 10 and 65 individual attributes that were 
used in various studies. Sometimes an attribute is used in multiple studies with the same wording. For example, in the 
delivery category the attribute "accuracy of shipments" was used in seven different studies. 

Some attributes, particularly those used to evaluate product quality, are unique. For example, in the category of 
performance, "wet tack" is an attribute used to describe the performance of certain adhesives and appears in the data­
base only once. The performance category in particular contains many attributes that are unique to an industry or even 
to a single business. Although the performance category has the largest number of attributes of any category, it is 
difficult if not impossible to break this category into smaller groupings. This is the primary reason why there are more 
service-related attributes than product-related. 

Had Captain Smith of 
the RMS Titanic 

& ASSOCIATES . IN C. 
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service can rarely be patented. One au­
thor noted recently that, "few service 
features (other than brand identifica­
tion) can be patented against imitation 
by competitors. Competitive advantage 
usually emphasizes performance on the 
supplementary service elements."4 

Conclusions 
First, we should emphasize that the 

results presented here are based on a lim­
ited sample. The particular survey data­
base we used: 

• includes only manufacturing busi­
nesses; 

• is further limited to relatively mature 
businesses most of which are in two in­
dustries -packaging and textiles; 

• is comprised of surveys completed 
for businesses selling to other businesses; 

• including only surveys using a seven­
point scale. 

With these limitation, there are at least 
four important conclusions which may 
be drawn. 

• A business conducting a customer 
survey will likely be rated higher than its 
competition. Whether due to the presence 
of an established customer-supplier re-

lationship, or actual superior perfor­
mance, a firm conducting a survey of its 
customers is likely to be rated ahead of 
its best competition as identified by the 
same customers. 

• Among product attributes, consis­
tency is more important than perfor­
mance. In fact, consistency is more im­
portant than appearance, adherence to 
specification and performance. 

One characteristic of industrial market 
for manufactured goods is that some 
value is added to the purchased product 
prior to being sold to the end user. The 
value may be relatively simple (e.g., ap­
plying a brand name) or complex (e.g., 
using a purchased good as one of hun­
dreds of components or ingredients in a 
final product). For a business-to-business 
marketer, service is usually aimed at the 
immediate customer, not the end user. So 
the value that transfers to the end user is 
largely or exclusively product-related. 

A consistent product may be thought 
of as one that operates smoothly within 
the customer's value-adding processes, 
creating fewer interruptions and sur­
prises. It may not be the best looking or 
even offer the highest levels of perfor-

GROUP DYNAMICS 

mance, but it allows the customer to con­
centrate their resources on satisfying the 
end-user instead of solving problems with 
their supplier. 

• Service performance makes a larger 
contribution to competitive advantage 
than product performance. From the data 
examined in this research, it seems clear 
that competitive advantage is more a 
function of service performance than 
product characteristics. 

As noted above, most of the businesses 
included in this study are "mature" in the 
sense that they compete against estab­
lished and readily identifiable competi­
tors, they are experiencing modest 
growth rates, and growth above a mod­
est rate comes at the expense of a com­
petitor (or, stated another way, industry 
growth is also modest). However, in 
some industries or markets, product 
characteristics may be a source of com­
petitive advantage. 

In fact, we have seen just that. One cli­
ent, a large packaging business with a 
new, unique industrial product, con­
ducted a customer survey one year af­
ter initial commercialization, then com­
pleted a second survey about two years 
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after the first. During that two-year pe­
riod, several competitors entered the 
market with simi lar products. In the first 
survey, product attributes were more im­
portant than service attributes. However, 
the importance of product attributes 
dropped dramatically in the second study 
compared to the first, while service at­
tributes showed a corresponding increase 
in importance. As the market matured, 
the relative importance of product qual­
ity declined. 

• The petformance of key individuals 
appears to be the primary source of 
competitive advantage. The categories 
of business performance that contrib­
ute most to competitive advantage are 
those in which individuals play a promi­
nent role. 

While this has some "romantic" ap­
peal , it is also a result of sweeping 
changes in the world economy: the short­
ening of product life cycles, the deregu­
lation of many markets, and increased 
access to financial markets, to name a 
few. These changes are decreasing the 
ability of companies to create and main­
tain competitive advantage on product 
characteristics, and heightening the im­
portance of employees and how they 
work together in the organization to de­
termine competitive success. Further, 
"people" skills and capabilities are more 
difficult to duplicate and thus more likely 
to be a sustainable advantage.5 

While the conclusions of the research 
presented here may not be surprising to 
some readers, they are nonetheless im­
portant in understanding the process of 
creating competitive advantage and the 
role of customer surveys in providing 
critical data necessary to achieve that 
understanding. We hope to extend this 
research to explore other factors influ­
encing the creation of competitive ad­
vantage and, by looking at survey re­
su lt over time, to understand how to 
sustain competitive advantage. 0 

1 Treacy, Michael and Fred Wiersema, The Disci­
pline of Market Leaders, Addison-Wesley, 1995. 
2 Porter, Michael E. , Competitive Advantage: Cre­
ating and Sustaining Superior Performance, The 
Free Press, 1985. 
3 This difference is significantly different from zero 
at the 98 percent confidence level. 
4 "Competitive Advantage Lies in Supplementary, 
Not Core , Services," Christopher H. Lovelock, 
Marketing News, v. 23, January 30, 1989, p.15. 
5 Pfeffer, Jeffrey, Competitive Advantage Through 
People: Unleashing the Power of the Work Force, 
Harvard Business School Press, 1994. 
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Ethnic research 

Editor's note: Joan Lawton is direc­
tor of operations at Erlich Transcultural 
Consultants, Woodland Hills, Calif. 

S ummer is an interesting season 
for a market research firm. A 
company can be relatively quiet 

and have an opportunity to catch up on 
hibernating administrative issues or it 
can be wildly busy. Such was the sum­
mer when our firm, Erlich 
Transcultural Consultants (ETC), 
Woodland Hills, Calif., handled a 
complex project for the 

United States Centers for 
Disease Control (CDC) and 
Westat, Inc., a Rockville, 
Md., research firm. 

By Joan Lawton 

we have simultaneous interpreters for 
each language? Could we coordinate a 
study in Los Angeles that took place not 
only in professional facilities through­
out the country but also in a rural Geor­
gia community center? Did we have 
moderators for focus groups with Na­
tive Americans? 

Since the answer to nearly every 
question was yes, we began to juggle 
the schedules of facilities, moderators, 
interpreters, translators, a Westat project 
director and an ETC project director. 

one of the appropriate ethnicities, had 
to have Type II (adult onset) diabetes, 
had to be 40-70 years old and low- (un­
der $20K/year) or middle- ($20K­
$50K/year) income, and could not have 
checked their blood glucose level in the 
24-hour period prior to the recruitment 
call. 

How did we find these people? Cer­
tainly not by any traditional methods. 
We were in constant contact with com­
munity centers, churches, neighborhood 
pharmacists, various state and city de-

partments of health, hospi­

Westat approached ETC 
wanting to know if we did 
multicultural work. If so, 
could we conduct a study 
among people who have 
diabetes and who belong to 
the following ethnic 
groups: Hispanic, Korean, 
Filipino, Vietnamese, Chi­
nese (Cantonese and Man- Native American moderators (seated left to right) Scott Carlson , Pauletta 

Butterfly, Debbie Tatsey and Laurie Smith display the certificates they 
darin-speakers), African- earned for completing the moderator training program developed and 

tals, universities and a maze 
of personal and professional 
contacts. Flyers were dis­
tributed by some very coop­
erative health care profes­
sionals who worked at clin­
ics that service the ethnic 
populations we were seek­
ing. Some clinic personnel 
personally invited their cli­

ents to attend the groups. 
Some respondents were 
generated by posting no­
tices at senior centers. All 
information from the flyers 
(in all cities) was sent to the 
ETC office and then relayed 

American and Native taught by Andrew Erlich, Erlich Transcultural Consultants (standing , left) , 
American? Could we re- and Chris Fiore, University of Montana. 

cruit participants from primarily low- Once a confirmed schedule was in 
income metropolitan areas? Could we place, we attacked the problem of re­
conduct the groups in-language? Did cruiting. All the respondents had to be 

to the recruiters. In Los Angeles, some 
of our recruiters simply made calls from 
their databases with hopes of finding ap-
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propriate participants. This method was 
only somewhat successful. 

When the groups were finally re­
cruited, we faced the problem of re­
freshments at the research sites. We 
couldn't feed these respondents subma­
rine sandwiches, M&Ms and gummy 
bears. All the facilities we dealt with 
were cooperative and provided sugar­
free, low-fat snacks along with the tra­
ditional respondent fare so that partici­
pants would be able to make healthy 
choices and would not feel pressured 
to eat only the "right" foods. 

Our client, Westat, assisted with lo­
gistics in rural Georgia and on the Na­
tive American reservations. 

When it came time to determine who 
would moderate the Native American 
groups, the CDC agreed, at the sugges­
tion of the Indian Health Service, that 
ETC President Andrew Erlich should 
train four Native American undergradu­
ate students to moderate the groups for 
their own and other tribes. ETC created 
an intensive training program, taught it 
at the University of Montana in 
Missoula, and generated four modera­
tors, who, along with the Westat and 

ETC project directors and a represen­
tative from the CDC, eventually trav­
eled to Minneapolis and to reservations 
in Missoula and Lame Deer, Mont., 
Riverton, Wyo., and near the Canada­
Montana border. They conducted 
groups with Shoshone, Northern Chey­
enne, Blackfoot, Flathead, Chippewa 
and Arapaho tribe members. 

The comprehensive moderator train­
ing program, based on ETC's in-house 
moderator development program, in­
cluded training in the understanding of 
group dynamics and communication, 
listening skills, conceptualizing the fo­
cus group process, screener and discus­
sion guide design, probing, dealing with 
difficult respondents, focus group pro­
tocols and both analysis and report writ­
ing. 

These groups were difficult to ar­
range, as all details and requests had to 
be approved by various tribal councils, 
some of which only meet once a month, 
and had to be scheduled around pow­
wows and other activities. Another is­
sue to be resolved was any discussion 
of traditional healing remedies, which 
participants said were sacred to them 

and not to be shared. 
Another significant issue in the Na­

tive American groups was the possibil­
ity of interrupting a respondent in or­
der to move on to a different subject. 
The Native American moderators ex­
plained that inteiTupting, even to change 
topics, was considered to be a sign of 
disrespect, especially when a younger 
person interrupted an older person. In­
terruptions had to be very infrequent 
and had to be handled with delicacy and 
diplomacy, even more diplomacy than 
is required in Asian groups, where the 
elderly are revered and cherished. 

When the entire project was done, 
ETC had conducted 27 groups in seven 
languages in 11 locations among seven 
different ethnic groups, trained four 
Native American moderators, achieved 
professional sati sfaction and uncovered 
a wealth of information for Westat and 
the CDC. 

Are there marketing implications 
from this study? Absolutely. If there is 
a difficult and complex marketing re­
earch problem, don't simplify it- at 

least not too much. Be flexible, creative, 
and approach it head-on. 0 
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Data Use 
continued from p. 15 
able trouble). 

Notice in Figure I that there are lines connecting each of 
the independent variables to each of the proce sing units in 
the hidden layer. Similarly, there are lines connecting each 
processing unit in the hidden layer to the output layer. Each 
of these lines represents a weight. This network is known as 
fully connected since each and every independent variable 
connects to each and every unit in the hidden layer and each 
processing unit in the hidden layer connects to the output 
layer, but there is no direct connection from the input to the 
output layer: the relationship between inputs and output is 
completely mediated by the hidden layer. 

The process of learning is achieved by slowly and system­
atically adjusting each of the weights (remember, each line 
represents a weight) so that the network's estimate of the 
output variable, based on a weighted combination of the in­
put variables' values, closely matches the actual output 
variable's value. The process of slowly and systematically 
adjusting the weights is referred to as training. 

Back-propagation works through four steps: 
Step 1: Obtain values for the independent (input) variables 

by randomly selecting a line of data from the database. 
Step 2: Calculate an estimate for the dependent (output) 

variable. The network's estimate of the dependent variable 
is a weighted combination of the input values. Each process­
ing unit in the hidden layer multiplies each of the indepen­
dent variables values by its own idiosyncratic weight and 
then adds all these together. So each processing unit in the 
hidden layer takes on a single value composed of the weighted 
sum of its inputs. These single values are then transmitted 
from the hidden layer to the output layer. As implied in Fig­
ure I, the single values from the hidden layer are also 
weighted by the output layer's idiosy ncratic weights on their 
way from the hidden to the output layer. So, the output layer's 
estimate of the dependent variab le is a weighted sum of the 
hidden layer's output (which, in turn, is a weighted sum of 
the input variables). 

Step 3: The network's estimate of the dependent variable 
is compared to the actual dependent variable. Any differ­
ence between these two is called error. The network then 
reverses its flow, sending information about the magnitude 
and direction of the error downward. The information sent 
downward through the network (i.e., propagated backwards, 
or back-propagated) tells the network how much each weight 
should be modified so as to minimize the error. 

Step 4: Once all the weights have been adjusted, a new 
line of data is randomly selected and the process of feeding 
an estimate of the dependent variable forward and informa­
tion on the error backward repeats itself. After a number of 
such iterations, the error either reaches zero, in which case 
the network's estimate of the dependent variable is equal to 
the actual dependent variable for all cases in the database, or 
(as is more often the case) there is no more improvement 
and the error rate stays at the same, hopefully small but 
non-zero level, for all successive iterations. 

In the discussion of these four steps we have left out a 
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tremendous amount of detail , like whether weights are 
adjusted after every single line of data , or if errors are 
accumulated over many observations and then a more 
complex but complete picture of error is back-propagated, 
or how the network "knows" exactly which of the many 
weights should be adjusted at any given iteration. 

The references in the bibliography at the end of the 
third installment will provide mind-numbing details on 
these important but highly technical issues . 

A critical turning point in neural network research came 
in 1989 when it was proved with all the mathematical 
rigor of a proof that a neural network like that shown in 
Figure 1 operating through these four steps could approxi ­
mate a nonlinear function of any degree of complexity to 
any desired level of precision as long as there was no 
limit placed on the number of hidden units. Thi s proof 
demonstrated that back-propagating neural networks are 
universal approximators, since even the most complicated 
non-linear function could be accurately modeled using a 
neural network with enough processing units in the hid­
den layer. Deciding on the number of hidden units to use 
and how best to preprocess the independent vari ables is 
still very much part of the art of deploying neural net­
works. 

We will now apply a neural network to two familiar 
market research problems. Our first example is a con­
joint analysis presented in Paul Green 's class ic text Re­
search For Marketing Decisions . Green presents an or­
thogonal main effects plan for a new carpet c leaner de-

FIELD RESEARCH 
SCHREIBER, INC. 

GERMANY BASED FIRM OFFERS 
DATA COLLECTION SERVICES 

IN GERMANY 

Contact U.S. Representative 
OFC 1.817.431.3899 
FAX 1.817.431.5572 
E .. Mail info@fieldresearch.com 

> 
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TABLE 1: CONJOINT EXAMPLE 

PACKAGE BRAND GOOD HOUSEKEEPING MONEY-BACK RESPONDENT'S 
CARD DESIGN NAME PRICE SEAL GUARANTEE RANKING 

1 A K2R $1 .19 NO NO 13 
2 A GLORY 1.39 NO YES 11 
3 A BISSELL 1.59 YES NO 17 
4 B K2R 1.39 YES YES 2 
5 B GLORY 1.59 NO NO 14 
6 B BISSELL 1.19 NO NO 3 
7 c K2R 1.59 NO YES 12 
8 c GLORY 1.19 YES NO 7 
9 c BISSELL 1.39 NO NO 9 

10 A K2R 1.59 YES NO 18 
11 A GLORY 1.19 NO YES 8 
12 A BISSELL 1.39 NO NO 15 
13 B K2R 1.19 NO NO 4 
14 B GLORY 1.39 YES NO 6 
15 B BISSELL 1.59 NO YES 5 
16 c K2R 1.39 NO NO 10 
17 c GLORY 1.59 NO NO 16 
18 c BISSELL 1.19 YES YES 1 

scribed by s ix product fac tors (pac kage des ign, brand 
name, price, Good Housekeeping sea l and money back 
guarantee) using 18 cards. Table I shows the des ign along 
with one respondent ' s ranking of preference for each of 
the 18 product configurati ons. 

The neural network shown in F igure I is reproduced in 
Figure 2 to illustrate its connecti on to the conjoint de-

FIGURE 2 
I RANK 

C. OUTPUT LAYER 

B. HIDDEN LAYER 

sign (note that the input layer has a node representing 
each of the product fac tors) . The network was trained 
using the data hown in Table I . Fo llowing the fo ur steps 
outlined above , lines of data were randomly presented to 
the network and informati on on the error - the differ­
ence between the network 's es ti mate of the preference rank 
and the actual value- was propagated backward through 
the network and the weights adjusted. 

Figure 3 shows the correlation between the actual value of 
the dependent variable and the network 's estimate at various 
points in the training process . The figure is quite typical of 
the course of learning: at the beginn ing, the network has very 

TABLE 2 

MODEL "FIT" CORRELATION MATRIX 

ACTUAL PREDICTED PREDICTED 
CARD RANK "RANK" (NN) " RANK" (OLS) 

1 13.00 13.00 12.17 
2 11 .00 11 .00 12.00 
3 17.00 17.00 16.83 . 2.00 2.00 2.00 
5 1 • . 00 1 • . 00 12.33 
6 3.00 3.00 2.67 
7 12.00 12.00 10.83 
8 7.00 7.00 6.67 
9 9.00 9.00 10.00 

10 18.00 18.00 18.33 
11 8.00 8.00 8.17 
12 15.00 15.00 , • . so 
13 • . 00 4.00 • . 17 ,. 8.00 6.00 7.00 
15 5.00 5.00 5.83 
16 10.00 10.00 11 .50 
17 16.00 16.00 15.83 
18 1.00 1.00 0.17 
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bad estimates of the dependent variable. As learning pro­
ceeds, the weights quickly come into alignment so that after 
161 presentations, the correlation is 0.9865 and by the 233rd 
presentation, the correlation is perfect. The perfect correla­
tion implies that the network exactly reproduces the 18 re­
spondent rankings. Table 2 shows the neural network 's esti­
mate of each card's rank, as well as the rank estimated with 

FIGURE 3: THE COURSE OF LEARNING 
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a simple linear regression. The matrix on the right of Table 2 
shows that the correlation (R) between the ranks and the re­
gression model is 0.987 (i.e., R2=0.974), while the R2 for the 
neural net is 1.0. 

Since each of the lines in Figure 2 represents a weight, 
it is a relatively si mple matter to " look inside" and di s-

FIGURE 4: PERCEIVED VALUE OF 
PRICE 

1.19 1.29 1.39 1.49 1.59 

Price 

I• Conjoint -e- Neural Net I 

cover what the network has learned. For example, Figure 
4 compares what the neural network and the linear re­
gression " learned" about price. Notice that the neural 
network learned a nonlinear mapping between price and 
preference. By being forced to model this relationship 
linearly, the regression model's R2 suffered. Figure 5 
shows that the neural net found that Designs B and C had 
slightly greater positive impact on preference than the 
conjoint model. Finally, Figure 6 illustrates that a neural 
network can easily provide a measure of the relative im­
portance of the factors, just like conjoint. Figure 6 was 
derived by examining the network weights. Because the 
neural network provides better fit to the data, there are 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

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

We will conclude with one more brief example. In thi 

FIGURE 6: FACTOR IMPORTANCE 
(SALIENCE) 

FIGURE 5: PERCEIVED VALUE OF 
PACKAGE DESIGN 
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tions to predict into which group, satisfied or unsati sfied , 
the remaining 425 respondents fell. 

case 1,250 farmers who used a particular product were 
asked to rate their overall satisfaction with the product 
on a 10-point scale and to rate the product's performance 
on five attributes. Farmers were divided into two groups, 
satisfied and unsatisfied, based on the distribution of the 
overall satisfaction score. We randomly selected 825 re­
spondents and trained a neural network to predict whether 
a farmer would be in the satisfied or unsatisfied group 
from the five component satisfaction scores. We also ran 
these 825 respondents through discriminant analysis. We 
then used the neural network and the discriminant func-

The fol lowing table compares the accuracy of the two pro­
cedures: 

• 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 

Percent Correctly Classified 

Training Testing 

Neural Net 100 94 
Discriminant Analysis 86 71 

N 825 425 

Although it is beyond the scope of thi s article to fully ex­
plore the superior performance of the back-propagating 

How To 
Just Published! 

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 

• Search strategies, command , and 
features 

• How to fi nd the market resea rch you 
want on: DataSta r .. . Dialog .. . FT 
Profil e ... 1/Plus ... Profound ... Lexi ,_ 

exis ... And More ... 

r------------------------- ---- ------- --- --------------, 
i FREE! One Year of Updates: The guide i 
i will be regularly updated and all updates i 
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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neural network in this simple classification task, even 
uperficial analysis of the data reveals the main reasons: 

1. The five component satisfaction scores are very 
highly correlated with each other, causing the discrimi­
nant analysis to suffer from multicolinearity. If the pat­
tern of correlation in the test sample is not identical, its 
prediction will falter. 

2. The covariance of the five components is different 
for satisfied and dissati sfied customers, thus violating one 
of the basic assumptions of discriminant analysis. 

3. The components interact: respondents who think the 
product does very well on two attributes are much more 
satisfied than would be expected by looking at respon­
dents who are satisfied with either, but not both, of the 
components. 

4. The relationship between satisfaction and some of 
the components is markedly nonlinear: if performance is 
below a certain threshold, satisfaction is very low. Satis­
faction then increases slowly before "skyrocketing." This 
complex non-linearity is completely lost on the discrimi­
nant analysis whereas the neural network learns it within 
the first few hundred presentations of data. 

While the general tone of this article has been favor­
able to neural networks, they are not a panacea and certainly 
have their own inherent limitations. Four of these limitations 
are so severe as to warrant careful consideration: 

1. In large problems with many input variables, it is 
very, very difficult to determine what the network has 
learned because of its proclivity to find nonlinear rela­
tionships. This inability to clearly document what the 
network learned often leads to the network being treated 
as a black box- it is able to predict with very high lev­
els of accuracy, but exactly how it does this is a mystery. 

2. You usually need lots of data to adequately train a neu­
ral network. 

3. You cannot (easily) calculate confidence intervals or 
tests of significance for the weights. 

4. Neural networks are prone to "overlearning"- they 
tend to learn so much about a database, including the ran­
dom error and noise, that when you present a new set of 
data with different random error characteristics, the net­
work has trouble providing accurate predictions. 

5. Some neural networks take a very long time to train. 
For a database with 30,000 respondents and 150 variables, 
it might take two to three days of constant running of a 
Pentium 150 MHz computer. 

6. There has been no strong theoretical assessment of 
sampling and measurement errors for neural nets, so many 
of the tools statisticians have come to rely on in evaluat­
ing model performance (s uch as confidence intervals) are 
unavailable. 

Even though neural networks have their own limita­
tion s and problem s, their appetite for nonlinear, 
nonstationary and highly interacting data might just make 
them perfect for market research. In the next article we 
will describe an unsupervised learning neural network, 
known as the Kohonen Self-Organizing Map, and show 
how it can be used in market segmentation and percep­
tual mapping contexts. 0 
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Product & Service Update 
continued from p. 8 

then be inserted into an optional carry­
ing case for transportation. Users can 

2 .5 , a new re lease of its Windows­
based market research software pro­

shows organizations with limited ex­
posure to market research how to con­
duct their own customer satisfaction 
surveys. For organizations with more 
exposure, the workbook may serve as 
a tool or reference guide for customer 
satisfaction projects. For more infor­
mation call 888-996-3748 or visit the 
company's Web site at http:// 
www. meri tresearch. com. 

g ra m th at now 
allows users to 
condu c t o nline 
resea rc h a nd 
a na lyze We b­
based ques tion­
naires. The new 
re lease com­
bin es pre pa red 
q ues ti o n o p­
ti o ns with th e 
ability to create 
a n HTML ­
coded page for 

New portable electronic 
flip chart 

PLUS Corporation of America , 
Allendale, N.J., now offers a one-piece 
electronic flip chart-sized copyboard, 
featuring both a built-in printer and a 
personal computer interface. Designed 
to be as compact as the traditional flip 
chart, the BF-060 electronic flip chart 
features a two-panel 35 .4"(H) X 
24"(W) writing surface and a built-in 
storage compartment. Its one-piece de­
sign enables users to fold the stand up 
into the back of the copyboard. It can 

write on the flip chart's surface and print 
out the text on its built- in the rmal 
printer. They can also transmit written 
information to a Windows-based PC if 
they purchase the optional PC interface. 
For more information call 800-BUY­
PLUS . 

use as a survey tool on a Web site. 
After consul ting customers, the com­
pany add ed three new features: 1) 
" wi zards," built-in guides th at lead 
users through common tasks; 2) Web 
integration , HTML page production 
fo r use within intra- or Internetworks; 
and 3) new survey composition op­
tions. Minimum system requirements 
inc lude a PC running Windows 3. 1, 
Windows 95 or Windows NT; 8 MB 
RAM ; 12 MB of ava il able hard disk 
space; VG A o r hi g he r reso lution 
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MarketSight adds Web 
capabilities 

Deci sion Architec ts, Cambridge, 
Mass ., has introduced M arketSight 

People come to Baltimore to sample the city's 
world-famous seafood. 

But you can sample more than seafood in 
Baltimore. You can tap into the city's fresh and rich 
demographic diversity in your next focus group. 
Chesapeake Surveys can help. Here's some of what 
we have to offer: 
• Centralized location- Baltimore is close to 

Washington D.C., New Jersey, Philadelphia 
and New York. 

• Executive, Medical & Consumer recruiting which 
also includes the 2% incidence projects. 

• Accurate and proper recruiting done in-house. 
Computerized database of more than 10,000 
households and growing all the time. 

• All specs are met to your qualifications and 
rescreened prior to the group. 

• Telephone interviewing is completely supervised at 
all times. 

• 25 line phone center complete with on & 
off premise telephone monitoring capabilities . 

• 25 full & part time trained interviewers using the 
MRA Video taped training program. 

• Executi ve & extensive medical indepth interview­
ing with 70,000 health care professionals & 
complete hospital database on computer. 

• Convention interviewing, in-store interviewing, 
store audits and mystery shopping. 
For more information on 
your next focus group or Iii 

CHESAPEAKE telephone survey, call I I 
Elizabeth S. Beirne 
(410) 356-3566. 
Chesapeake Survey is 
a Member of the NFO 
Research, Inc. Group of 
Companies. SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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monitor; and a 3 .5 -inch disk drive. 
For more information call 800-788-
8840 or visit the company's Web site 
at www.decisionarc.com. 

LEX I S-N EXI S adds 
research reports 

FIND/SVP MarketLooks market and 
industry briefing reports are now avai l­
able on the LEXIS-NEXIS on line ser­
vice. FIND/SVP MarketLooks are 10-
to 20-page market summaries of an in­
dustry sector or demographic market 
and are developed specifically for the 
on line environment. The data found in 
the reports have been compiled from 
longer, in-depth FIND/SVP and Pack­
aged Facts market intelligence reports. 
Also now available on LEXIS-NEXIS 
are Bloomberg News and the 
Bloomberg Dai ly Market Summaries. 
Bloomberg News covers governments, 
corporations, industries and major fi­
nancial markets in the Americas, Eu­
rope, Middle East and the Pacific Rim. 
Market coverage includes government, 
corporate and municipal bond markets, 
equity markets, key indices, commodi­
ties and currencies . Bloomberg Daily 
Market Summaries give users access to 
worldwide stock market indices, for­
eign exchange rates, worldwide gov­
ernment bond yie lds and futures and 
options pricing. For more information 
ca ll 800-255-3947 or visit the 
company's Web site at http:// 
www. lexis-nexis.com/. 

Free demo of lnfomark 
Equifax National Decision Systems, 

San Diego, Calif., is offering free CD­
ROM demos of Infomark, its market­
ing information system. With [nfomark, 
companies can evaluate sites, analyze 
markets, profile customers, identify 
their best customers for target market­
ing, define sales territories based on 
actual market potential, measure mar­
ket penetration, conduct gap analysis 
and perform competitive analyses. 
Info mark provides immediate access by 
CD-ROM to more than 65 national 
marketing databases and has analysis, 
reporting and mapping capabilities . 
Copies of the Infomark demo CD are 
avai lable by calling 800-250-78 17. E­
mail: prodinfo@ends.com. Web site: 
http:/ /www.ends.com. 
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ANNOUNCING THE OPENING OF 

A World Class Facility 

SCHWARTZ 
RESEARCH SERVICES , INC. 

(Formerly Schwartz-Field Services, Inc.) 

We created our new, exceptional 
Tampa facility just for you! 

F n ur extraordinary 7,000 sq. ft. two-story, freestanding building 

~th ample parking was designed and engineered specifically 

to serve the research industry. We not only meet but exceed your 

every technical requirement in an atmosphere of quiet luxury. 

We offer 4 spacious focus suites, each complemented by a 

separate waiting area, viewing room, adjoining client lounge with a 

private entrance to its terrace, dosed circuit TV s, computers, modems, 

complimentary 1/2" video taping of your focus group and fax 

equipment. For the ultimate in comfort, and because we like to 

pamper, every room in every suite is individually climate controlled. 

Located in the most desirable area in Tampa, with easy access to 

highways and interstates, Schwartz Research Services is located within 

2 miles of Tampa International Airport and within walking distance to 

fine hotels, restaurants, Tampa's finest shopping mall, 30-minutes to 

the beach and one hour to Disney World. Tampa and its surrounding 

environs offer an excellent demographic cross-section to tap into for 

your next focus group! 

Why not call upon a world class facility ... offering you a full 

range of services, including in-house recruiting and a fully equipped 

kitchen. Our stringent quality controls, accuracy, and over 16 years of 

experience and knowledge are just a few of the qualities you would 

expect from our team of professionals. 

Schwartz Research Services, Inc. 
Tampa's premiere focus group facility. 

5027 West Laurel Street • Tampa, Florida 33607 

813.207.0332 • FAX 813.207.0717 

e-maill04146,1070@compuserve.com 
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Survey Monitor 
continued from p. 6 
deliver the same benefits today that 
the buyer has come to expect. The 
brand's promise must be relevant, dis­
tinctive and tru stworthy. The prom­
ise translates into the buyer 's assur­
ance that he knows what he gets by 
buying that brand - a tremendous 
asset for any product. 

2. Understand the custom­
er -leverageable attributes of the new cat-

egory at least as well as you understand 
those of the base category. Remember 
that you are marketing a brand, not a 
category. Pay strict attention to the fit 
between "parent category" and "child 
categories" as regards both tangible 
and intangible attributes. 

3. Be honest about the real level of 
awareness and reputation of your 
brand in the customer's mind. The 
phrase, "I've heard of that" merely 
indicates a degree of awareness, not 
a fully-developed reputation. Like-

wise, national distribution does not 
necessarily eq uate with broad-scale 
apprec iation of the benefits of the 
brand. A brand like Armorall may 
have a strong reputation among its 
users, but its user base is limited and 
so may be the ability to extend its 
franchise to new categories. 

4. Use the brand franchise exten­
sion as part of a brand plan . For ex­
ample, consider licensing , component 
branding, fami ly/corporate branding, 
etc., in the mix, and recognize the 
trade-offs be tween focus and effi­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ciency. Licensing offers perhaps the 

Sorkin-Enenstein 230 West Monroe Street, 
Research Service, Inc. Chicago, Ill inois 60606 

Telephone (312) 828-0702 

SEAS' VOLUMETRIC AND PERCEPTUAL 
SHIFTS RESEARCH WILL HELP YOU 
ANSWER THESE QUESTIONS 
AND MANY MORE! 

WILL MY NEW PRODUCT /SERVICE SUCCEED? 

• How many will try it? Who are they? 

• How many will continue to buy it? Why? 

• How much will they buy? 

• How much will the market pay? 

• What is its competitive position in the market? Why? 

Using the perceptions of the market, SEAS determines 
the impact on a product category of a new concept, 
trial and repeat purchase. We identify the relative 
share of a new product and/or cannibalization of 
existing products. 

By measuring VOLUMETRIC PERCEPTUAL 
AND BEHAVIORAL SHIFTS, SEAS develops 
the foundation to answer these important questions. 

Please send me information: 
Name (Mr., Ms.) _________ Title ______ _ 

Company ____________________ _ 

Address ____________________ ___ 

City _________ State ____ Zip _____ _ 

Telephone ( ___ _ 

greatest dollar efficiency, but very 
little foc us on your brand . Brand fran­
chise extensions and line extensions 
offer significantly less dollar effi­
ciency, but much more focus on the 
brand. The most focused strategy, of 
course, is simply sticking with a solo 
brand . 

5. Create a brand organization, not 
a category organization. The brand 
plan must not conflict with the com-
pany organization. If the brand spans 
different categories, consider struc­
tural changes that wi ll drive conflict 
resolution and brand thinking versus 
category thinking . 

6. Only the top two or three brands 
in a category make any money. That 's 
what Jack We lch , chief executive of­
ficer of General Electric, believes and 
who can di spute hi s company's suc­
cess? Proceed with extreme caution 
in any brand fra nchise extension that 
uses niche positioning in a category 
that is new to your company. The 
economies of scale in making , di s­
tributing and se llin g the product 
won't be he I ped by use of a brand 
extension strategy. 

7. Don 't franchise ex tend a 
" near-generic" brand name. For bet­
ter or worse, some brand names have 
come to represent an entire category 
in the mind of many consumers -
Scotch tape, Band-Aid and Coke, to 
name a few. In cases like these, fran­
chise extension is troubled by "ingre­
dient" expectations. You can extend 
a brand , but you can't extend a cat­
egory, except through an " ingredient 
strategy." 
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8. It's less risky to invade by land 
than by sea. Brand equity can be di­
luted by extensions that go too far 
afield or even confuse the customer. 
It' s better to stick closer to home. 

9. Multiple brand franchise exten­
sions create multiple brand planning 
needs. When con idering multiple 
brand franchise extension , it is defi­
nitely NOT "one size fits all." Each 
brand extension requires its own plan. 
Bear in mind that every member af­
fects every other member, and se­

quence counts. 
10. There are three ways to gain the 

benefits of brand equity, just as there 
are three ways to obtain wealth: Earn 
it (build it from scratch ); inherit it 
(through brand franchi se extension, 
for example); and " marry" it (buy it). 

Often, a good path to growth in a new 
category is to buy a brand from an­
other firm when you can ex pand and 
manage it better. 

Adds Dietrich , " Whil e these com­
mandments are not carved in stone 
like their better-known counterparts , 
they do have one attribute in com­
mon: break them , and there can be 
hell to pay." 

Jiang's control secure 
for now 

The death of China 's paramount 
leader Deng Xiaoping wil l not pro­

duce any traumatic political changes 
in the s hort term , and the 
government 's desire to attract foreign 
investment is unlikely to be affected 
by hi s pass ing, according to a report 
from The PRS Group (formerly Po­
litical Risk Services), an East Syra­
cuse, N.Y. , firm that monitors politi­
cal, financial and economic ri sk in 
14 7 countries. Althou gh Pres ident 
Jiang Zemin does not enjoy the power 
or the prestige of Deng, he has moved 
in recent years to strengthen hi s con­
trol of the government. Hi s authority 
is respected at the upper level s of the 
military, and he faces no se rious 
threat from the armed force as long 
as stability is maintained and the in­
terests of military leade rs are not 
threatened. For the time being, top 
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Chinese officials will present a uni­
fied front , ruling through a collective 
leader hip that recognizes Jiang as 
the first among equals. 

Jiang's political fortunes have been 
helped by the country's economic 
performance. Foreign investment has 

been strong over the past two years, 
and with real GDP growth of nearly 
10 percent and inflation stable at 6 
percent in 1996, the basic economic 
signs are good and look set to remain 
so through the end of the decade . As 
long as conditions remain positive, 

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

showed me how to improve it." 

"I see." 

"No ... ICR." 

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

in ways that are truly meaningful to your target market. 

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 

OBJECTIVE: 
Track the volatile food industry on a daily basis. 

551 SOLUTION: 
Jerry Rosenkranz and Joseph Goldstein (Chairman and 
President, respectively, of Data Development Corporation in ew 
York City)- "Survey Sampling ha pioneered proprietary tech­
niques for business-to-business sample development. We tested 
their sample by literally walking and checking from restaurant to 
restaurant in key areas. Their coverage is outstanding in a difficult 
arena , and we know that they apply the kind of quality 
controls that make our data reliable." 

SSI can draw business, industrial, and health 

ensure the most complete 
and in-depth coverage. 

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

Partners with survey 
researchers since 1977 
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Percept o n Analyzer T M 

electronic group measurement system 

Investigate: 

• • 

Moment to Moment Advertising Research 

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

ARF Copy Research Workshop, July 199 0 

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

Marketing News, 6 January 199 7 

• The study confirms the PACT Principles ... that advertising 
works on a number of levels and , therefore , that no singl e 
measure is adequate to measure the effectiveness o f 
copy ... multiple measurements are necessary for a fu l l 
evaluation of copy effectiveness .• 

Journal of Advertising Research, April / May 1991 

nThe leading dial based system is called 
the Perception Analyzer.n 

New York Times , 26 August 1996 

•• 

Moment-by-Moment Analysis 

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

~ 

==LUiinillla 
Information Systems 

telephone : 
1-800-769-0906 
1-503-225-8418 

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

e-mail address: 
sa les@cinfo .com 

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

Jiang 's conservative opponents will 

have difficulty altering the balance of 

power within the government. At the 
same time , Jiang is unlikely to make 

any bold moves in the area of eco­

nomic liberalization. 

Deng 's death is likely to impact the 

relationship between the military and 

the government over the longer term. 

The power of the armed forces has 

been growing since Deng was forced 

to call out troops to suppress the dem­

onstrations in Tiananmen Square in 

1989. Aggress ive actions in the sec­

ond half of 1996 with respect to Tai­

wan and territorial claims in the 

South China Sea reflect the military 's 

growing s tre ngth. Lacking Deng 's 
sy mbolic connection to the revolu­

tion , the current civilian leadership 

will find itself hard-pressed to reverse 

the trend of military assertiveness in 

political affairs. 

Perhap s the grea te s t threat to 

Jiang 's posit ion is the potential for 

soc ial unrest as the Chinese people 

face the harsh realities of growing 

income differentials , layoffs as enter­

prises seek greater efficiency, and at­

tempts by the central government to 

reverse the trend toward greater au­
tonomy in the provinces. Organized 

demonstrations that require military 

assistance wou ld undermine Jiang 's 

contro l and could instigate a power 

struggle within the central leadership. For 

more information call 315-431-0511 or 

E-mail custserv@polrisk.com. 

Apparel sales grew 
moderately in 1996 

Total retail dollar sales of apparel 

reached $161.4 billion in 1996, a 5.8 

percent in crease 

over 1995 sa le s, 

according to The 

NPD Group Inc. , 

Port Washing ton , 

N.Y. In it s 1996 
Topline R e port , 

the firm reported 

that unit sa le s 

were also up, ri s-

ing 3 .8 perce nt in 1996. 

While womenswear underper-
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formed s li ghtl y with a 5. I percent 
growth rate , sales were much stron­
ger than last year's I percent increase 
for the women's apparel market. To­
tal retail dollar sales for wome n's 
apparel for I 996 were $85 .1 billion , 
NPD reported. Top-performing seg­
ments of the market were j uniors (up 
7.4 percent) and large sizes (up 6. 1 
percent) . 

For the second year in a row, sales 
of men 's apparel outpaced the total 
market. During 1996, menswear sales 
grew 7 .3 percent, reach ing a total 
dollar volume of $49 .3 billion. The 
top performing categories were those 
which fit into more casual wardrobes, 
such as knit sport shirts, sweaters and 
casual s lacks, all of which posted 
double digit dollar sales gains. Com­
bined results for men 's tai lored cloth­
ing categories were nearly flat , up 
only 1.5 percent. 

Boys' and g irl s' apparel posted 
moderate increases. Sales of 
boyswear were stronger, with dollar 
sales up 4.4 percent. Girls wear posted 
a 1. 9 percent increase. 

The NPD report showed that much 
of the growth in apparel spending is 
being driven by consumers with an­
nual hou se hold inc o me s over 
$60,000. During 1996, these consum­
ers increased their apparel spending 
by nearly 14 percent, or more than 
double that of the general population. 

In 1996, consumers with ann ual 
household incomes over $60,000 ac­
counted for 38 percent of all retail 
dollars spent on apparel. Their share 
of spending has ri sen six percentage 
points since 1993, when consumers 
with household incomes over $60,000 
accounted for 32 percent of total ap­
parel spending. 

Major chains (including Sears, JC 
Penney, Kohl 's and others) posted a 
7.5 percent increase in dollar sales, 
making them one of the fas test grow­
ing retail channels for 1996 in dollar 
terms. Discount stores also performed 
better than the market average, up 6.2 
percent in dollar sales. 

According to NPD , department 
s tore s continued to s how weak 
growth in I 996, with dollar sales up 

April1997 www.quirks.com 

only 2.7 percent, following a period 
of no growth from 1994 to 1995. Spe­
cialty stores were also a "nonwinner," 
with sales up on ly 2.4 percent for the 
year. Specialty chains, however, were 
a bri ght spot, with an increase of 6.3 
percent shown. 

The NPD Topline Report for ap­
parel is compiled quarterly from in­
form ation provided by NPD 's Ameri­
can Shoppers Panel. The American 
Shoppers Panel has operated since 
1977 and currently consists of 16,000 
households nationwide. The panel is 
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constructed to reflect the behavior of the 
U.S. consuming public, and information 
provided by the panel is projected to 
represent consumer behavior on a na­
tional level. For more information call 
516-625-0700 

Do loyalty cards work? 
You can't buy love, but how about 

loyalty? That's not an idle question. An 
article in a recent issue of Audits & 
Surveys Worldwide's Report to Retail­
ers newsletter says an increasing num­
ber of retailers in the U.S. and abroad 
are trying to do just that. 

Loyalty cards are designed to help 
retailers keep their customer faithful 
and free-spending by offering discounts 
on merchandise, gifts or other incen­
tives. The cards have the added benefit 
of producing a shopper database that en­
ables the retailer to target offer to con­
sumers based upon their past buying 
habits. 

Supermarkets are at the forefront of 
loyalty card issuance. Some offer a 
small discount on all purchases . Other 
retailers have taken a page from the Las 
Vegas and Atlantic City marketing book 
by targeting incentives at high spend­
ers who contribute disproportionately to 
sales volume at the expense of shoppers 
at the lower end of the food purchasing 
chain, who tend to cherry-pick sales 
items. 

Some supermarkets have a 
three-tiered incentive system in which 
customers spending less than $20 get a 
slight discount, those spending $20 to 
$50 get a bit more and those spending 
more than $50 receive a discount as high 
as 20 percent occasionally. Others have 
opted for a dual-pricing system in which 
they sell some or all items at either the 
regular "shelf price" or the discounted 
"members' price" for those u ing a loy­
alty card. 

Another variation on thi theme has 
cardholders swiping their plastic 
through readers as they enter the store. 
The readers are connected to a database 
in which the consumers' previous shop­
ping history has been recorded. The 
shoppers are then rewarded with a cus­
tomized collection of discount coupons 
good for specific products that fit each 
shopper's past buying profile. 

Loyalty cards are a powerful tool for 

capturing large amounts of data, but 
huge databases are of little value unless 
the retailer is prepared to devote there­
sources to use them. Merchants that 
make the effort are often rewarded for 
their trouble. Wai-Mart has mined its 
extensive database to analyze shoppers) 
market baskets in search of buying pat­
terns that go beyond the obvious and 
have used this insight to improve prod­
uct placement. For example, when re­
search revealed that many buyers of 
cold remedies also bought fresh orange 
juice, Wal-Mart beefed up orange juice 
sales by placing a juice display in the 
pharmacy aisle. 

While most retailers have neither the 
resources nor the inclination to use their 
growing databases in ways that seri­
ously threaten the privacy of custom­
ers, the potential for abuse is under­
standably alarming to civil libertarians. 
Law enforcement agencies could moni­
tor the sale of such perfectly legal prod­
ucts as fertilizer or scales and target in­
dividuals for special scrutiny because 
they may be engaged in bomb making 
or drug dealing. This data could also be 
abused by non-governmental entities. 
Employers or insurance companies, 
believing that we are what we eat and 
drink, could use the data to identify ap­
plicants whose past purchases suggest 
an unhealthy lifestyle. The possibilities 
for misuse are obvious. 

Concern about consumer privacy is 
mounting. The National Retail Federa­
tion and other groups would like to pre­
empt government regulation with 
industry-drafted guidelines to restrict 
disclosure. It remains to be seen 
whether self-regu lation will work or if 
it will succeed in derailing anticipated 
legis lative attempts to impose limits on 
data collection and stiff sanctions for 
privacy vio lations. 

It may be that the only regulation loy­
alty cards run afoul of is the "truth in 
labeling" law. Many consumers collect 
loyalty cards the way kids collect base­
ball cards - they can never have too 
many. Disloyal cardholders may be on 
to something. They continue to buy bar­
gains wherever they find them and re­
veal less of their personal shopping hab­
its to any given vendor. For more infor­
mation ca ll 212-627-9700. 
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Outsourcing index 
predicts 35 percent 
growth 

The first quarterly Outsourcing Index, 
measuring the use of external staff re­

growth in the U.S. for the 12-month 
period from July 1996 to June 1997, 
with a 95 percent confidence level and 
a margin of error of ±3 percent. Projec­
tions were made based on a survey with 
600 respondents conducted during the 

second and third quarters of 1996. For 
more information and a copy of the 
Outsourcing Index Management Brief­
ing, call The Outsourcing Institute at 
800- 421-6767 or D&B at 800-700-
0756. 

sources by companies, pr~ec~35pe~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
cent outsourcing g rowth in the 
12-month period ending June 1997, an 
increa e in outsourcing industry rev­
enues from about $80 billion annually 
to $108 billion. Developed jointly by 
The Outsourcing Institute and Dun & 
Bradstreet Receivable Management 
Services, the Outsourcing Index is de­
signed to reflect historical , current and 
planned levels of outsourcing activity 
by U.S. corporation with more than 
$80 million in annual sale . 

More than 50 percent, or $40 billion 
a year, of current outsourcing is con­
centrated in information technology, 
marketing and sales, and financial func­
tions, such as banking, credit and col­
lections, according to the Index. Infor­
mation technology represents the larg­
est single area of outsourcing, an esti­
mated 22 percent, currently worth over 
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$ 17 billion. Finance, marketing and ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
sales, and administration account for 
about 13 percent, or $ 10.4 bi II ion an­
nually. Manufacturing makes up 11 
percent, or about $8 billion per year, 
of the total. 

Additional key findings include: 
• more than half of the organizations 

surveyed have increased their level of 
outsourcing in the second half of 1996; 

• current user planning to expand 
outsourcing to additional functions 
within their company will account for 
approximately 75 percent of the ex­
pected increase; 

• approximately 15 percent of all 
functional areas within large companies 
use some outsourcing activity. 

"The Index reflects just how rapidly 
outsourcing is be in g ado pted as a 
management strategy. The period 
growth of 35 percent is especially sig­
nificant when compared to the 15 
percent growth of the hi ghly touted 
computer software indu stry," say s 
Marq Ozanne, vice president, market 
research and planning of D&B, and 
an adjunct professor of business at the 
University of Connecticut. 

The initial Index findings project 
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African-Americans 
continued from p. 18 
strive for it, perhaps more than other 
ethnic groups. It was clear to them that 
no one was going to give them anything, 
but they were convinced that all they 
really needed was an equal opportunity 
to improve their lives and those of their 
loved ones. 

As a group, the men indicated that 
they took great satisfaction and pride 
in the fact that they were accomplish­
ing personal goals, establishing their 

S A N F R A 

independence and economic ecurity, 
and making important choices for them­
selves. Most ofthese men perceived that 
their lives were improving or had im­
proved because of the control they were 
taking over their own destiny. They ex­
pected to make more money in the fu­
ture and to experience increased spiri­
tual and personal growth. This was es­
pecially true of, but not limited to, the 
younger men. The most important chal­
lenges they saw in life were related to 
concerns about unemployment and 
downsizing, concerns about personal 
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health, increased responsibility in rela­
tionships with women, and heightened 
sensitivity to level s of raci sm toward 
black men. 

The reactions among women were 
even more positive than those expressed 
by the men. Overall , they were more 
confident and self-satisfied than black 
women of previous generations. They 
perceived the future as getting better 
because they were more focused, bet­
ter able to cope with problem , and had 
a higher level of appreciation for the 
good things in their lives. "Stand by 
your beliefs," " Imagine what might be," 
and "Take a chance" were the attitudes 
that best descri bed their approach to life 
and lifestyle decisions . 

Compared to their predecessors, they 
expected to make more money, possess 
more household conveniences and to 
better provide for their chi ldren's edu­
cation. Their strong sense of self-esteem 
was very evident: they said that they 
were accomplishing personal goals, 
were eating better, and were generally 
happy about their marital status. Posi­
tive expectations were particularly 
strong among younger women, while a 
sense of accompli shment was very evi­
dent among those who were older. 

Impact of outside influences 
The male respondents felt that they 

had to develop as many skill s as pos­
sible for the future to keep pace with 
the economy. Male teens were well 
aware of the importance of education; 
computer literacy was mentioned as a 
skill that was particularly important. ln 
general, there was little concern about 
foreign policy, except among those who 
saw it as affecting the economy or the 
availabi lity of jobs. 

There was a higher leve l of concern 
about domestic politics. Politics, and in 
particular some politicians and politi­
cal parties, were seen as contributing to 
the degradation of their communities by 
scaling back social programs and by not 
doing enough to combat drugs, violence 
and negative influences among young 
people. Race relations were less impor­
tant as a political abstract, although very 
important on a personal development 
level , i.e., how they got along with co­
workers and how that affected their po­
tential for advancement. These men 
expressed increased confidence in 
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themselves , very high confidence in 
black women, some confidence in re­
ligious affiliations and very little con­
fidence in the media 's commitment to 

· provide an unbiased reporting of so­

cial and political events. For example, 
they, as well as black women, did not 

all believe that OJ. was innocent, al­
though they felt that th e media 
wanted others to believe they did. 

African-American women of a ll 
ages and income levels shared many 
of the same attitudes as the men. They 
felt, perhaps even more strongly, that 

they were directly affected by the 
economy, politics, foreign policy, and 
drugs and disease. Because they were 
more likely than in the past to have 
careers and be independent, they were 
increasingly concerned about race 
relations in the workp lace, and al-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ though they expressed a desire to get 
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along with others, they fe lt that rac­
ism directed at them was difficult to 
control. Despite these outside pres­
sures, they expressed enormou con­
fidence in themselves and increased 
confidence in black men. 

How lifestyles have changed 
Males reported that sociali zing was 

less spontaneous than in the past, and 
there was an increased tendency to 
spend leisure time at home as op­
posed to going out. C learly, they were 
becoming more sensitive to the "qual­
ity" in quality time spent with their 
family, which was becoming a higher 
priority than socia li zing with their 
peers. Although this attitude was 
stronger among the o lder respon-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ dents, younger men were also rela­
tively conservative and introspective, 
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and were spending less time "on the 
streets," in recognition of the increas­
ing costs and potential hazards asso­
ciated with street life. When they did 
sociali ze with friends it was geared 
more toward relaxation; they saw 
themselves as more "responsible" and 
having "direction" and "control" over 

themselves than in the past. 
The desire to spend free time at 

home with their family was also 
prevalent among the women, yet there 
was also increased interest in devel­
oping and cultivating a c lose circle 
of female friends, following the 
same-gender friendship patterns that 
have traditionally been attributed to 
men. Their approach to leisure time 
was a function of the increased work 
and family responsibilities they had, 
and going to clubs and spontaneous 
partying were of less importance, 
even among the younger women. 

Despite the importance of family 
and female peers, these women felt 
it was very important to make time 
for themselves alone . They were in­
terested in activities that were self-



improving and were willing to spend 

money on themselves to achieve this 

end, which was regarded as an indi­

cation of their continued optimism 

about their self-image and earning 

power. Teenaged girls seemed more 

mature than in the past. Although they 

liked to socialize and have fun, they 

recognized the awesome responsibil­

ity of raising children and were less 

inclined to rush into relationships, 

preferring instead to concentrate on 

their education and beginning to se­

cure their financial future. 

Freedom and opportunities 
African-Americans from all walks 

of life shared a positive outlook on 

their place in society, both as an eth­

nic group and as individuals. There 

was a feeling, particularly among the 

younger and more affluent respon­
dents , that they were standing on the 

shoulders of those who had come be­

fore them and had fought to attain the 

freedom and opportunities that they 

currently enjoyed or could expect to 

realize if they applied themselves . 

There was a sense of reality, which the 
participants liked to refer to as "matu­

rity," in the understanding that although 

freedom and opportunities were in­
creasingly available to them, these ide­

als were not necessarily easy to obtain . 

They had no false hopes or il lu­

sions. Nothing would be handed to 

them on a silver platter, and in fact, 

there were elements in society that 

might still seek to hold them back. If 

they wanted a good education, they 

would have to earn it by hard study and 

application. If they wanted a good job, 
they would have to struggle for it. If they 

wanted the "good life" for their family, 

they must establish that as a priority and 

find a way to make it happen. 
They believed that affecting social 

change was best accomplished 

through legal means and that learn­

ing to get along with themselves and 

others was essential. If there was a cen­
tral theme or focal point of their atti­

tudes regarding their current hopes and 

expectations, it was that the door to a 

successful future, while still closed, had 

been unlocked; it was up to them to push 

it open and walk through. 0 
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Hispanic media usage 
continued from p. 13 
tries are represented in the "other" 
category. 

As is to be expected, successful 
marketing to the U.S. Hispanic mar­
ket presents unusual challenges. Mar­
keting and marketing research must 
take into account not only the U.S. 
business and market contexts but also 
the unique dynamics of the U.S. His­
panic market and the acculturation 
process affecting these Latin Ameri­
can consumers. Certainly some com­
mon denominators are prese nt in 
terms of cultural heritage, such as the 
Spani s h language , va lu es and 
lifestyles. But again, these as well as 
other behaviors are in co nsta nt 
change, affected by the impact of the 
acculturation process. 

The acculturation process 
Acculturation is defined as "The 

process of integration of native and 

traditional val­
ues with the 
dominant 
c ulture's va l ­
ues." With the 
new ly arrived 
individuals at 
one end of the 
accu ltur ation 
road , a nd the 

the macro 
level or ideo­
lo g i ca ll y.) 
Th e accu l­
turatio n pro­
cess is a phe­
n omeno n 
unique to the 
U.S . Hispanic 

U .S.-born multigenerational Hispanic 
cons umers at the other, the degree of 
assimil ation can vary drastically. (As­
similation ass umes a total adoptio n 
of the host country's values and forms 
of interactions, at all leve ls in soc i­
ety, inside the hou ehold a well as 

market. No 
other Latin American consumer is in 
suc h co nstant re-examination and 
confro ntation with their ow n culture. 

Chart 3 hig hli ghts some cultural 
difference s between the Anglo­
American middl e class culture and 
the traditional Hispanic culture. (The 

CHART 3 
Value Orientation Differences 

Hispanic vs. Anglo American Middle-Class 

Children 

Family 

Males (Sex roles in social 
relationships) 

How we see ourselves 

HISPANICS 

Dependence 
Authoritarian 

Define Roles 

Male Dominance 

As part of a family, clan or 
group 

Who we rely on for help Family, friends, 

How we relate to people of 
different status or 
authority 

Where do mothers derive 
their personal strength? 

community 

Stress differences, 
show respect 

Even among working 
mothers, from her role as 

a mother 

AMERICANS 

Independence 
Egalitarian 

Role Diffusion 

Sex Equality 

Within ourselves, as 
individuals 

Ourselves and institutions 

What a person can achieve 
through special skills 

Minimize the differences; 
everybody's the same 

From her career 

PRECISION FIELD SERVICES 
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author recognizes that this is an over­
simplification in order to provide a 

general guide fo r exploration of the 

subj ect at hand .) 

to identify with the traditional His­

panic value orientation. The accul­

turation process, a subject in and of 

its own, takes place to varying de­
grees depending on a myriad of vari­

ables and factors. These range from 

external factors, such as the concen-

More acculturated individuals tend 

to reflect the Anglo-American value 
orientation; the less acculturated tend 

1 How often, on average, do you visit this 
restaurant? 

Ds1~ 

Twteea week 
W H k At 
Monlhlt .. 

0 
0 

snap® survey d~sign & 
analysis software 

... the smartest way from Q to ATM 
8 from survey design~data collection~analysis 

~--------------~ to results presentation Howoften,onMrage,doyouvisitlllilresl!urant? 

GrilTobl• 

lliltl 

·~ :: lllxiliJ 

v,, Goo« OK Poor y,, 
Gooi Poor 

Base 171 192 141 72 36 

Sposd of 52 96 «< ll 4 
Nndc• 

Clloico of 40 36 68 36 :14 
(o<Hl 

featuring: 
*on-screen survey design facility 
* extended codes and label text 
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*expanded graphics 
* design and save table styles 
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Newburyport, MA 01950 
Tel: 508-463-4093 Fax: 508-463-9375 
eMail: 75372.2436@compuserve.com 

Helping 
ou 

Leading companies recognize that 
customer satisfaction and increased 
loyalty are earned a hand shake at 
a time. 

That's why many of America's finest 

businesses, including Fortune 500 
companies, partner with BESTMARK 
- the nation's premier mystery 
shopping I performance measure­
ment company. 

uild 
customer 
lo alty 
a and 
shake at a 
time 

Providing hard, actionable data and 
solid management solutions, BestMark 
can help improve your company's 
products, services and business 
practices for increased revenues. 

No matter what sort of customer 
you serve, BestMark shakes out as 
the one mystery shopping company 
that positions you for loyalty results. 

BestMark Research 
Great Partner for America's Finest Corporations 

Call 800-51-GUEST I (800-514-8378) 

tration of Hispanics in the place of 
residence, to internal factors, such as 

particu lar individual personality 

traits. These factors help speed up or 
slow down the acculturation process; 

they either facilitate or add barriers 

to the full integration and participa­

tion in American society. 

For example, an obvious example 

is the degree of fluency in English 
upon arrival in the U.S. English lan­

guage proficiency greatly facilitates 

interaction with Anglo Americans and 

American mainstream media, expos­

ing the new immigrant to the host 

country's culture, value system, etc. 

Lack of English language skills on 

the other hand, not only limits the 

immigrants ' level, quality, type and 

A note of caution: language 
proficiency alone is by no 
means the only factor that 
determines acculturation 
rate but it tends to be an 
excellent predictor of degree 
of acculturation. Language 
is but the tip of the iceberg in 
terms of culture and cultural 
identity. Many other factors 
and variables affect this 
ongozng process. 

amount of interaction with American 
culture, but also their labor opportu­

nities, and overall insertion in Ameri­

can society. Knowledge of English 

language acts as a catalyst in terms 
of exposure to, and interaction with, 

a different culture, that correlates to 

a significant degree with the level of 

acculturation of a person. 

A note of caution: language profi­

ciency alone is by no means the only 

factor that determines acculturation 

rate but it tends to be an excellent pre­

dictor of degree of acculturation. 

Language is but the tip of the iceberg 

in terms of culture and cultural iden­

tity. Many other factors and variables 
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affect this ongoing 
process . 

Acc ul turation mod­
els that take into ac­
count socio- psycho­
logical and va lue-sen­
sitive variables in ad­
dition to language us­
age are better predic­
tors of accu lturation 
effects in purchase in­
tent and other specific 

and o thers. The 
language segmen­
tation quest ions 
are us ua l ly in­
cluded in all our 
tracking stud ies, 
awareness and us­
age studies, copy 
testing studies, 
etc. 

Methodology 

mographic information available, in­
cluding recent immigration data. The 
sampling p lan was weighted accord­
ing to the percentage of the Hispanic 
population in each area, county, and 
ZIP code. Telephone prefixes 
matched by Hispanic population pen­
etration per ZIP code were used to 
generate the telephone sample on a 
weighted bases. All ZIP codes with 
Hispanic residents were included in 
the sampling plan. Care was taken to 
ensure equal male and female partici-products and services. These tend to 

be costly to deve lop and implement. 
Hence, the language-based segmen­
tation is a good starting point to mar­
ket ing and marketing research in the 
U.S. Hispanic market. 

A tota l of 2,0 14, one- hour in ter­
views were conducted with Hispanic 
consumers in the Southern Californ ia ~-----"jiiiijiiiiiiiiii 

A language-based segmentation 
T he present language 

proficiency-based segmentation was 
deve loped by HMC utilizing the data 
from two very large studies with the 
California Hispanic population. This 
segmentation has been very usefu l in 
the determination of accu lturation 
status and its impact on product and 
service familiarity, awareness, usage, 
switching behavior, tracking stud ies 

market. Interviews were conducted in 
each of the three ADis which com­
prise the Southern California market: 
Lo Angeles ADI (1,314 interviews), 
San Diego ADI ( 400), E l 
Centro- Yuma AD I (300). Respon­
dents were qualified to participate in 
this survey if they 1) defined them-
elves as being of Hispanic, Latin, or 

Spanish origin and 2) if they were at 
least 18 years old . 

Half of the interviews were con­
ducted by te lephone; half were con­
ducted door-to- door. The sample was 
drawn u ing the most up-to-date de-

TABlE 1 

Language Proficiency Between Segments 

Total Spanish Spanish No English 
Sa mole .!lruL. Pref . Pref. Dep .~ref . 

Base: Language usage (2014) (962) (664) (267) (117) 
% % % % % 

a b c d 
Claimed Ability to Speak Spanish 

Very well/well 97 100d 100d 100d 40 
A little/very little 2 - - 36abc 
Not at all - - 24abc 

Claimed Ability to Read Spanish 
Very well/well 87 89d 94acd 86d 26 
A little/very little 10 9b 5 1 lb 40abc 
Not at all 3 2 1 3 34abc 

Claimed Ability to Speak Engl ish 
Very well/well 33 43a 100ab 100ab 
A little/very little 27 18cd 57cd - -
Not at all - 82bcd -

Claimed Ability to Read Engl ish 
Very well/well 33 1 43a 97ab 99ab 
A little/very little 25 15cd 54cd 2 -
Not at all 42 84bcd 3 1 1 

Letters in the tables denote differences between subgroups which are statistically significant at the 
95 percent level of confidence. 
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pation in the survey. 
Within each house­
hold, the adult who 
had celebrated the 
most recent birth­
day was selected for 
participation. 

Survey respon­
dents were given the 
choice of being in­
terviewed in Span­
ish or English; the 
vast majority chose 
Spanish. All inter­
views were con­
ducted by trained 
professional, bilin-
gual personnel, seven days a week, 
both during the daytime and evening 
hours. This ensures equal represen­
tation by gender and by all age 
groups. Sample respondents were 
given a small incentive to participate, 
and were entered into a raffle for a 
large color television. 

Based on the battery of 12 language 
proficiency rating questions, for both 
English and Spanish, algorithms were 
generated to cluster the U.S. Hispanic 
market into five segme nts: 
"Spanish-dependent," 
"Spanish-preferred," "No prefer­
ence," "True biling ua ls" 

Chart 4 
Language subgroups among adult Hispanics 

Southern California 

II Spanish Dependent 

II Spanish Preferred 

II No Preference 

D English Pref/Dependent 

"Eng lish-preferred" a nd 
"English-dom-inant." Based on the 
analysis and due to the small number 
of people in the two latter groups, 
these were collapsed into one group, 
"Engl ish-preferred/dominant." 

"Spanish-dependent" are non-U.S. 
born, average 10 years of residence 
in the U.S., "Spanish-preferred" tend 
to be non-U.S. born and average 14 
years of residence in the U.S. These 
segments combined represent over 80 
percent of the California Hispanic 
market and are mostly composed of 
Mexicans and Central Americans. 
They tend to depend heavily on Span-

TABLE 2 
Demographic Profile of Segments 

Total Spanish Spanish No English 
S1mJ11t DIIDI!ldlnt friL fl1h ~ 

Base: Language usage (2014) (962) (664) (267) (117) 
% % % % 
a b c d 

Country of Birth 
U.S.A. 16 2 10a 48ab 89abc 
Foreign-born (net) 84 98 90 52 11 
Mexico 73 88bcd 75cd 42d 7 
El Salvador 4 5 5 3 -
Guatemala 3 3 4 2 -
Other Central/South America 2 6 5 4 -

Yea11 Lived in th& U.S.(For&ign-bgrn) 
1 0 years or fewer 46 62bcd 42cd 14d -
Average# years in U.S. 12 10 14a 18ab 28abc 

Educatignal Achievement 
Att./compl. grade school 38 54 bed 30cd 15d 4 
Att./compl. high school 32 43 46a 42 -
Att./compl. college 22 10 26a 39a 54ab 

Income (U.S.Sl 
Ave. HH annual income (OOO's) $23 $17 $23 $30 $48 
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TABLE 3 
Value Orientation Differences Between Segments 

Total 
Sample 

Base: Lang. usage (2014) 

%AGREEING THAT 
Children should always follow their 
parents' beliefs 69 

Parents should sacrifice to send 
their children to coll./univ. 86 

The child who doesn't show respect 
for the family makes the family 
lose respect in the community 82 

It is important that known American 
brands advertise in Spanish 89 

ish language media "True bilinguals" 
and "English- preferred/English­
dominants" tend to be U.S. born, and 
non-U.S. born with an average of 18 
and 28 years of residence in the U.S. 

Name Creation: 
Name Testing. 

Best New Product Branding 

~-®~ 
For Information Contact: John P. Hoeppner 

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

e-mail: namequest @ aol.com 

llalnl":! l1ul":!st® 
The Science of Name Creation 

Spanish Spanish No English 
Dep. Pref. Pref. Dep/Pref. 

(962) (664) (267) (117) 
a b c d 

77bcd 64 61 55 

90cd 87cd 78 74 

84d 81d 81d 65 

91cd 92cd 83d 67 

They depend heavily on 
English-language media and have the 
highest household incomes of al l four 
segments. 

As tn most regions, the 
Spanish-dependent Hispanic segment 
makes up the largest portion of the 
Southern California market ( 48 per­
cent), fo ll owed by the 
Spanish-preferred Hispanics (33 per­
cent). One in eight (13 percent) 
showed no preference between the 
English and Spanish languages 
("True bilinguals") while only a few 
(6 percent) preferred/or are depen­
dent upon English. 

We Specialize In Specialists! 
~ 

issues. 

If health care experieno is important to you, don't 
trust your project to a ~ 1st. Call the specialists 
-George Matijow, Nanc ~ · ·@lvin, or Steve Wilson at .... 

MEDICAL MARKET G RESEARCH, INC. 

1-800-866-6550 

The same language sub-segments 
were observed in other geographical 
regions in the U.S ., but the propor­
tions of each segment varies consid­
erably between regions. 

The make up of the Hispanic mar­
ket in Miami and New York tends to 
be from Caribbean countries and the 
balance between English-language 
and Spanish- language proficiency 
varies greatly depending on age. 
Texas Hispanics tend to be the most 
acculturated and hence, the most 
Eng I ish-preferred/Eng! ish-dominant. 
Cali fornians tend to be Mexican and 
Central Americans and the most 
Spanish- dependent. Data analyzed 
by the segments reflects how accu l­
turation rates have an impact on me­
dia usage and va lue-orientation. 

The Spanish-dependent and 
Spanish-preferred consumers are pri­
marily non-U.S.- born, while the oth-

As could be expected, 
Spanish-dependent 
consumers indicated 
significantly higher 
preference for television 
shows and radio programs 
in Spanish and significantly 
less interest in English 
language programs than 
other groups, but language 
crossover is present in all 
language subgroups. 

ers are much more likely to be U.S.­
born. The Spanish- preferred and de­
pendent consumers have lived in the 
U.S. only half as long as the English 
dependent/preferreds and those with 
no preference. The Spanish-depend­
ent and Spanish-preferred cons umers 
reported significantly lower educa­
tional achievement and annual in­
comes than those who did not have a 
preference or who prefer/depend 
upon English. (Table 2) 

In addition to demographic differ­
ences, clear, value-based, accultura-
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TABLE 4 
Presented below is a summary chart 

of the media usage patterns of these 
fo ur subgro ups, based on HMC 's 
California data. The consumers who 
are Spanis h- depe nde nt or prefer 

Clothing Store Information Sources by Segments 

Total 
~ 

Base: Lang. usage (2014) 

S~nm;;e Qf Store Information 
Family/friends 33 
Television 16 
Coupon mailers 14 
Flyers 11 
Newspapers 8 
Local shopping guides 8 
Catalogs 8 
Window signs 8 
Rad io 7 
Magazines 6 
Yellow pages 5 

tion differences can be observed be­
tween the segments . Spanish-depen­
dents are the most "traditional" in 
their beliefs; the Eng lish dependen t/ 
preferred are the least traditional, 

Marketers and advertisers 
who want to capitalize on 
the opportunity presented by 
this $200 billion market must 
take into consideration the 
acculturation process and 
how it affects the comm­
unication strategy and the 
life cycle of the particular 
product or service being 
promoted. 

closer to the Ang lo American cul ture. 
(Table 3) 

[Ji fferences in terms of shopping 
behavior, product usage, couponing 
and others can also be tracked by lan­
guage subsegments . For examp le , 
Spanish-dependents said they prima­
rily consult fami ly and friends for in­
formation on places to shop for cloth­
ing . Other groups rely on ot her 
sources of information as well, such 
as print and broadcast media . 

The media usage challenge 
In addition to language , one of the 
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Spanish Spanish No English 
.llmh fret. Pref. ~ 

(962) (664) (267) (117) 
a b c d 

44bcd 29cd 18d 4 
11 22ab 21ab 10 
12 19acd 9 8 
10 13 8 8 
6 11 a 8 3 
6 10a 9 3 
6 10a 8 4 
7 11ac 5 8 
4 12ad 9a 3 
5 9a 6 1 
2 ?a 5 3 

most uniq ue and challengi ng factors 
when marketing to Hispani c consum­
ers in the U.S. are the Engli sh and 
Spanis h media mix usage patterns . 
There is l ittle in common wit h 
dom inant- language societies, where 
media is tracked, p lanned and rated 
in one single language . U nti l the ad­
vent of Nielsen's Hispanic Televis ion 
Index in 1992, no on-go ing, re liable 
data was available on the Hispanic 
consumer language/media mix usage. 
T heir TV ratings data is also tracked 
based on language sub-segments 
which mirror very closely the lan­
guage segments described above . 
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Spanish tend to predominantly use 
Spanish broadcast and print media, 
while those with no preference or 
who prefer/depend upon English tend 
to use English media most often. 
(Table 5) 

As could be expected , 
Spanish-dependent consumers indi­
cated significantly higher preference 
for television shows and radio pro­
grams in Spanish and significantly 
less interest in English language pro­
grams than other groups, but language 
crossover is present in all language 
subgroups. The acculturation con­
tinuum can be observed and tracked 
based on the different language us­
age rates, English versus U.S. Span­
ish across segments. 

Latin American 
market an elusive 
group to target suc­
cessfully. 

Marketer s and 
advertisers who 
want to capitalize 
on the opportunity 
presented by this 
$200 billion mar­
ket must take into 
consideration the 
acculturation process and how it af­
fects the communication strategy and 
the life cycle of the particular prod­
uct or service being promoted. 

Research studies, qualitative and 
quantitative, based on language-based 

segmentations, are 
efficient tool s for tar­
get ing and measur­
ing the U.S. Hi spanic 
consumer behavior. 
They provide direc­
tion to fine-tune cre­
ative strateg ies, with 
cuI tu rail y- reI evant 
messages in the ap­
propriate language 
and the right lan­

guage, media mix . 0 
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Contact: Jeff Anderson 
"Blending Art With Science." Member 
QRCA/AMA. 

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 
httpJ/www.hamcr.com 
Contact: Dr. Sandra M.J. Wong 
Qua/JQuantRsch. -Cantonese, Mandarin, 
Japanese, Korean, Vietnamese, 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. 

David Binder Research 
44 Page St., Ste. 401 
San Francisco, CA 941 02 
Ph. 415-621-7655 
Fax 415-621-7663 
E-mail: DBRESEARCH@aol.com 
Contact: Ken Cappie 
Featuring The Perception Analyzer Auto­
mated Response System. 

Milton I. Brand Marketing Consultant 
20300 Civic Center Dr., Ste. 207 
Southfield, Ml48076 
Ph. 810-223-0035 
Fax 810-223-0036 
E-mail: MILBRA@aol.com 
Contact: Milton Brand 
New Products - Qualitative Research & 
Consulting. 

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. 

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail: info@campos.com 
Contact: R. Yvonne Campos 
Full Service Mkt. Rsch. Firm- Consumer 
& Bus. -to-Bus. 

CB&A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 271 03 
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. 

www.quirks.com 

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. 610-388-1500 
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 10510-1017 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 
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Decker Research Associates, Inc. FacFind, Inc. Hammer Marketing Resources KidFacts8M Research 
4 Upper Bank Dr. 6230 Fairview Rd. , Ste. 108 179 Inverness Rd. 3331 W. Big Beaver Rd., Ste. 114 
Chadds Ford, PA 19317 Charlotte, NC 28210 Severna Pk. (Balt./D.C.), MD 21146 Troy, Ml48084 
Ph. 800-832-1930 Ph. 704-365-8474 Ph. 410-544-9191 Ph. 810-816-6772 
Fax 61 0-388-7821 Fax 704-365-87 41 Fax 41 0-544-9191 Fax 810-816-6772 
Contact: Bruce Decker E-mail: facfind@aol.com E-mail: 70426.1237@compuserve.com Contact: Dana Blackwell 
Sr. Exec. Moderator, Extensive Drug/ Contact: Tracey Snead Contact: Bill Hammer Qual. & Quan: Specialty Kids/Teens. 
Health Experience. Varied, Affordable Southern Generalists. 25 Years Experience- Consumer, Busi- Prod./PkgJAdvtg. 

ness & Executive. 
The Deutsch Consultancy Fader & Associates Bart Kramer & Associates 
1500 N.W. 49th St. , Ste. 532 372 Central Park W., Ste. 7N Pat Henry Market Research, Inc. 6 Barbara Dr. 
Ft. Lauderdale, FL 33309 New York, NY 10025 230 Huron Rd. N.W., Ste. 100.43 Succasunna, NJ 07876-1908 
Ph. 954-938-9125 Cleveland, OH 44113 Ph. 201-927-5507 
Fax 954-771-5214 Ph. 212-749-3986 Ph. 216-621-3831 Fax 201-252-0354 
E-mail: bideutsch@advize.com Fax 212-749-4087 Fax 216-621-8455 E-mail: KRAMER.ASSOCIATES@ 
Contact: Barry Deutsch Contact: Susan Fader Contact: Mark Kikel worldnet.att.net 
We Crack Tough Nuts. Exper./Focus Groups/1-0n-1 s/ln Broad Luxurious Focus Group Facility. Expert Contact: Bart Kramer Range Of Cat. Recruiting. Design/Execution Of New/Improved 
Direct Feedback Product Research. 
4 Station Square, Ste. 545 First Market Research Corp. Hispanic Market Connections, Inc. 
Pittsburgh, PA 15219 2301 Hancock Drive 5150 El Camino Real, Ste. 0-11 Lachman Research & Mktg. Svces. 
Ph. 412-394-3676 Austin, TX 78756 Los Altos, CA 94022 2934 1/2 Beverly Glen Cir., Ste. 119 
Fax 412-394-3660 Ph. 800-FIRST-TX (347-7889) Ph. 415-965-3859 Los Angeles, CA 90077 
Contact: Tara Hill Conroy Fax 512-451-5700 Fax 415-965387 4 Ph. 310-474-7171 
Bus.-To-Bus./Consumer/Recruit/Mod- E-mail: jheiman@firstmarket.com Contact: M. Isabel Valdes Fax 310-446-4758 
erate/Report. http://www.firstmarket.com Foe. Grps., Door-to-Door, Tel. Studies, E-mail: rflachman@aol.com Contact: James R. Heiman Ethnographies. Contact: Roberta Lachman Directions Data Research High Tech, Publishing, Advg. & Mktg. Focus Groups and One-1111 Northshore Dr. Bus.-To-Bus., Telecommunications. Hispanic Marketing Communications 
Knoxville, TN 37919-4046 Research/Div. ofH&AMCR, Inc. on-Ones. Cons./ Business-to-Business. 

Ph. 423-588-9280 Linda Fitzpatrick Research Svcs. Corp. 1301 Shoreway Rd., Ste. 100 Leichliter Associates Mktg. Rsch./ Fax 423-588-9280 1 02 Foxwood Rd. Belmont, CA 94002 
E-mail: Rbryant@directionsdata.com West Nyack, NY 1 0994 Ph. 415-595-5028 Idea Development 

P.O. Box 788 FOR Station Contact: Rebecca Bryant Ph. 914-353-4470 Fax 415-595-5407 New York, NY 1 0150-0788 Full Service: Medical/Consumer/New Fax 914-353-4471 E-mail: gateway@hamcr.com Ph. 212-753-2099 Product!PR!Exec. E-mail: Linda@fitzpatrickmarketing.com http://www .hamcr.com Fax 212-753-2599 
DolobowskyQual. Svcs. , Inc. 

Contact: Linda Fitzpatrick Contact: Dr. Felipe Korzenny E-mail: leichliter@aol.com Since 1985, Expert In Marketing/Group Hisp. Bi-Ling./Bi-Cult. Foe Grps. Any- Contact: Betsy Leichliter 94 Lincoln St. Dynamics. where In U.S./Quan. Strat. Cons. 
Waltham, MA 02154 Innovative Exploratory Rsch./ldea De-
Ph. 617-647-0872 Focus Plus, Inc. Kenneth Hollander Associates velopment. Offices NY & Chicago. 
Fax 617-64 7-0264 79 5th Avenue 3490 Piedmont Rd. , #424 

Nancy Low & Associates, Inc. E-mail: 73521 .3172@compuserve.com New York, NY 10003 Atlanta, GA 30305 
Contact: Reva Dolobowsky Ph. 212-675-0142 Ph. 404-231-4077 5454 Wisconsin Ave., Ste. 1300 
Experts In Ideation & Focus Fax 212-645-3171 Fax 404-231-0763 Chevy Chase, MD 20815 
Groups. Formerly with Synectics. E-mail: focusplus@earthlink.net Contact: Bob Briggs Ph. 301-951-9200 

Contact: John Markham Located In Heart Of Buckhead. Fax 301-986-1641 
Doyle Research Associates, Inc. Impeccable Cons. & B-B E-mail: n.l.a.@clark.net 
919 N. Michigan/Ste. 3208 Recruits/Beautiful New Facility. Horowitz Associates Inc. Contact: Nan Russell Hannapel 
Chicago, IL 60611 1971 Palmer Avenue Health/Fin./Cust Sat. Upscale FG Facil-
Ph. 312-944-4848 Focused Solutions Larchmont, NY 10538 ity. Recruit from MD, DC, No. VA. 
Fax 312-944-4159 907 Monument Park Cir., Ste. 203 Ph. 914-834-5999 
E-mail: jodra@aol.com Salt Lake City, UT 84108 Contact: Howard Horowitz Market Access Partners 
Contact: Kathleen M. Doyle Ph. 801-582-9917 CableNideo Marketing-Programming- Genesee Center One 
Full Svc. Qual. Four Staff Moderators. Contact: Bill Sartain Advertising Strategy. 602 Park Point Dr., Ste. 100 
Varied Expertise. 30+ yrs. Exp.; 2500+ Groups with U.S. & Golden, CO 80401 

Irvine Consulting, Inc. Ph. 800-313-4393 
D/RJS HealthCare Consultants International Goods & Serv. 2207 Lakeside Drive Fax 800-420-8193 
3127 Eastway Dr., Ste. 105 

GraffWorks Marketing Research 
Bannockburn, IL 60015 Contact: Mary C. Goldman 

Charlotte, NC 28205 Ph. 847-615-0040 Specialists In New Prod. Deve., Medical, 
Ph. 704-532-5856 10178 Phaeton Dr. Fax 847-615-0192 Hi-Tech, Executive. 
Fax 704-532-5859 Eden Prairie, MN 55347 E-mail: DBSG96A@prodigy.com 
Contact: Dr. Murray Simon Ph. 612-829-4640 Contact: Ronald J. Irvine Market Development, Inc. 
Specialists in Research with Providers & Fax 612-829-4645 Pharm/Med: Custom Global QuanJQual. 1643 Sixth Ave. 
Patients. Contact: Carol Graff Res. & Facility. San Diego, CA 921 01 
Elrick and Lavidge 

Custom Marketing Research & New 
JRH Marketing Services, Inc. Ph. 619-232-5628 

1990 Lakeside Parkway 
Business Development Consulting. 

29-27 41st Ave. (Penthouse) Fax 619-232-0373 
Tucker, GA 30084 Greenleaf Associates, Inc. New York, NY 11101 E-mail: lnfo@mktdev.com 
Ph. 770-621-7600 800 South St., Ste. 170 Ph. 718-786-9640 http://www.info@mktdev.com 
Fax 770-621-7666 Waltham, MA 02154 Fax 718-786-9642 Contact: Esther Soto 
E-mail: elavidge@atl.mindspring.com Ph. 617-899-0003 E-mail: 72114.1500@compuserve.com U.S. Hisp./Latin Amer., Offices In NY, 
http://www.elavidge.com Contact: Dr. Marcia Nichols Trook Contact: J. Robert Harris II Mexico City. 
Contact: Carla Collis Nat'/./lnt'l. Clients. Specialty: New Prod- Founded 1975. Check Out The Rest But 
Full-Service National Capability. ucts, Direct Marketing, Publishing. Use The Best! Market Navigation, Inc. 

Teleconference Network Div. 
Erlich Transcultural Consultants Grieco Research Group, Inc. Just The Facts, Inc. 2 Prel Plaza 
21241 Ventura Blvd., Ste. 193 850 Colorado Blvd., Ste. 203C P.O. Box365 Orangeburg, NY 10962 
Woodland Hills, CA 91364 Los Angeles, CA 90041 Mt. Prospect, IL 60056 Ph. 914-365-0123 
Ph. 818-226-1333 Ph. 213-254-1991 Ph. 847-506-0033 Fax 914-365-0122 

Fax 818-226-1338 Fax 213-254-3465 Fax 847-506-0018 E-mail: GRS@mnav.com 

E-mail: Etcethnic@aol.com E-mail: GRGINC@aol.com E-mail: JTFacts@islandnet.com http://www.mnav.com 

Contact: Andrew Erlich, Ph.D. Contact: Joe Grieco http://www.just-the-facts.com Contact: George Silverman 
Marketing and Advertising Contact: Bruce Tincknell Med., Bus. -to-Bus., Hi-Tech, lndust., 

Full Svc. Latino, Asian, African Amer., We Find The Facts!™ Fuii-Svc., Camp. Ideation, New Prod., Tel. Groups. 
Amer. Indian Mktg. Rsch. Focus Groups. 

Intel., Mktg. Cnsltg. Actionable Results. 
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Market Research Associates Nevada Market Research Rodgers Marketing Research Strategy Research Corporation 
2082 Business Center Dr., Ste. 280 2050 W. Warm Springs Rd., Ste. 424 4575 Edwin Drive, NW 100 N.W. 37 Avenue 
Irvine, CA 92612 Henderson, NV 89014 Canton, OH 44718 Miami, FL 33125 
Ph. 714-833-9337 Ph. 702-451-8210 Ph. 330-492-8880 Ph. 305-649-5400 
Fax 714-833-2110 Fax 702-451-8215 Contact: Alice Rodgers Fax 305-649-6312 
Contact: Barbara Fields E-mail: NMResearch@aol.com Creative/Cost Effective: New Product! E-mail: strategy@icanect.net 
Customized, Creative Research Designed Contact: Vivian Scott Consumer, Etc. http:/ /.icanect. net/strategy 
For Actionable Findings. Consumer, Business, Seniors, Students, Contact: Jim Loretta 

Marketing Advantage Rsch. Cnslts., Inc. One-On-Ones. Pamela Rogers Research Serving All U.S. Hispanic Mkts. & Latin 

2349 N. Lafayette St. 
2759 Fourth St. America. 

Outsmart Marketing Boulder, CO 80304 
Arlington Heights, IL 60004 2840 Xenwood Ave. Ph. 303-443-3435 Sun belt Research Associates, Inc. Ph. 847-670-9602 
Fax 847-670-9629 Minneapolis, MN 55416 Fax 303-443-3621 1 001 N. U.S. One, Ste. 310 

E-mail: mjrichards@aol.com Ph. 612-924-0053 E-mail: rogela@aol.com Jupiter, FL 33477 

Contact: Marilyn Richards Contact: Paul Tuchman Contact: Pamela Rogers Ph. 561 -744-5662 
New Product Development/Hi-Tech/ Helping You "Outsmart'' Your Competi- Adver., Med., TeleCom. , New Prod. GrpsJ Contact: Barbara L. Allan 
Multimedia/Telecommunications. tion. 1-1 's Since 1985. 20+ Years Exp.; Business & Consumer 

Perception Research Services, Inc. Paul Schneller- Qualitative 
Studies; Nat'/. & lnt'l. Exp. 

Marketing Matrix, Inc. 
2566 Overland Ave., Ste. 716 One Executive Dr. 300 Bleecker St. , 3rd fl. Target Market Research Group, Inc. 
Los Angeles, CA 90064 Ft. Lee, NJ 07024 New York, NY 1 0014 4990 S.W. 72 Ave ., Ste. 110 
Ph. 310-842-8310 Ph. 201-346-1600 Ph. 212-675-1631 Miami, FL 33155-5524 
Fax 310-842-7212 Fax 201-346-1616 Contact: Paul Schneller Ph. 800-500-1492 
E-mail: mmatrix@primenet.com E-mail: prseye@aol.com Full Array: Ads/Pkg Gds/Rx/B-to-B/Ide- Fax 305-661-9966 
Contact: Marcia Selz httpJ/www.prsresearch.com ation (14+ Years). E-mail: info@tmrgroup.com 
Foe. Grps., In-Depth lntvs. & Surveys Contact: Joe Schurtz 

SIL: Worldwide Marketing Services 
http://www.tmrgroup.com 

For Financial Svce. Companies. Expertise In Packaging & Marketing Contact: Martin Cerda 

MCC Qualitative Consulting Communications. 7601 N. Federal Hwy., Ste. 205-B Hispanic QuaiJQuant. Research-National 
Boca Raton, FL 33487 Capability. 100 Plaza Dr. Performance Research Ph. 800-626-5421 

Secaucus, NJ 07094 25Mi11St. Fax 800-599-5688 Thorne Creative Communications 
Ph. 201-865-4900 or 800-998-4777 Newport, Rl 02840 E-mail: sil@siltd.com 65 Pondfield Rd., Ste. 3 
Fax 201-865-0408 Ph. 401-848-0111 http://www.siltd.com Bronxville, NY 10708 
Contact: Andrea Schrager Fax 401-848-011 0 Contact: Timm Sweeney Ph. 914-337-1364 
lnsightful, lnnovative, lmpactfui,Action- E-mail: Qualitative Research. Member.· Fax 914-337-2331 
Oriented Team Approach. focus@performanceresearch.com QRCAIAMA/Advt. Club. E-mail: gthorne@pipeline.com 
Meczka Marketing/Research/Consulting httpJ/www.performanceresearch.com 

James Spanier Associates 
Contact: Gina Thorne 

5757 W. Century Blvd., Lobby Level Contact: William Doyle Sensitive Style/Actionable Results With 
Los Angeles, CA 90045 Corporate Sponsorship Of Major Sports 120 East 75th St. Kids & Teens. 
Ph. 310-670-4824 And Special Events. New York, NY 1 0021 
Fax 310-410-0780 Ph. 212-472-3766 Treistman & Stark Marketing, Inc. 
Contact: Michael Meczka Qualitative Applied Research Contact: Julie Horner Two University Plaza 
QuaiJQuant. Rsch. 25 Yrs. Exp. Recruit 20808 Aspenwood Ln. Focus Groups And One-On-Ones In Hackensack, NJ 07601 
& Facility. Gaithersburg, MD 20879 Broad Range Of Categories. Ph. 201 -996-01 01 

Ph. 301-670-9320 Dwight Spencer & Associates, Inc. 
Fax 201 -996-0068 

Medical Marketing Research, Inc. Fax 301-670-0696 E-mail: tsmi@carroll .com 
1201 Melton Ct. E-mail: QARESEARCH@aol.com 

1290 Grandview Avenue Contact: Joan Treistman 
Raleigh, NC 27615 

Contact: Suzanne M. Beck 
Columbus, OH 43212 ENVIS/ONTM, Other Approaches ForCre-

Ph. 919-870-6550 
Cons/Bus. Focus Grps. -AdvJNewProd. 

Ph. 614-488-3123 ative Insight. 
Fax 919-848-2465 Fax 614-421-1154 
E-mail: 1 03677.1312@compuserve.com Dev./Telecom. - QRCAIMRA. Contact: Betty Spencer Valley Research, Inc. 
Contact: George Matijow 

Shelli Reichwald 
4 'x16' Mirror Viewing Rm. Seats 8-12. 1800 S.W. Temple, Ste. A226-1 

Specialist, Medicai/Pharm. 20 yrs. In House AudioNid. Equip. Salt Lake City, UT 84115-1851 
Healthcare Exp. 184-24 Midland Parkway Ph. 801 -467-4476 

MedProbe, Inc. 
Jamaica Estates, NY 11432 Spier Research Group Fax 801 -487-5820 
Ph. 718-374-0473 1 Lookout Circle E-mail: dennis.valley@aros.net 600 S. Hwy. 169, Ste. 1410 Contact: Shelli Reichwald Larchmont, NY 1 0538 http://www. valley-research. com Minneapolis, MN 55426-1218 Specializing In Children, Parents & Teach- Ph. 914-834-37 49 

Ph. 612-540-0718 Contact: Dennis L. Guiver 
Fax 612-540-0721 

ers. Fax 914-834-37 49 30 Yrs. Exp. Ortek Discrete/Continuous 
Contact: Asta Gersovitz, Pharm.D. Research Connections, Inc. 

Contact: Daisy Spier System. 
MedProbe Provides Full Service Gus- 414 Central Ave. 

Excellent Track Record! Strategic Res! 

tom Market Research. Westfield, NJ 07090 
Brand Image/New Prods/All Age Grps. Widener-Burrows & Associates, Inc. 

Michelson & Associates, Inc. Ph. 908-232-2723 Spiller & Reeves Research 130 Holiday Ct., Ste. 1 08 

Fax 908-654-9364 950 S. Tamiami Trail, #208 Annapolis, MD 21401 
1900 The Exchange, Ste. 360 

http://wwwresearchconnections.com Sarasota, FL 34236 Ph. 410-266-5343 
Atlanta, GA 30339 Fax 41 0-841 -6380 
Ph. 770-955-5400 Contact: Amy J. Yoffie Ph. 941-954-3367 
Fax 770-955-5040 Online Foe. Grps., Nat'/.1/nt'l. , Recruit Fax 941-951-1576 E-mail: WBandA@aol.com 

E-mail: focus@onramp.net Online or Phone. Web Site Evaluation. E-mail: Killinme@aol.com Contact: Dawne Widener-Burrows 

http://www.michelson.com/research Contact: Kendall Gay Four Moderators on Staff Spec. in Health 

Contact: Mark L. Michelson Research Data Services, Inc. Medical/Pharmaceutical, Agriculture & Care, Fin. Svcs., Adv. Rsch. 

Much More Than Moderation 600 S. Magnolia Ave., Ste. 350 Veterinary. 
Nat'/. Fuii-Svc. QuaiJQuant. Tampa, FL 33606 Wolf/Aitschui/Callahan, Inc. 

Ph. 813-254-2975 Strategic Focus, Inc. 60 Madison Ave. 
Francesca Moscatelli Fax 813-254-2986 6456 N. Magnolia Ave. New York, NY 10010 
506 Ft. Washington Ave., 3C E-mail: KlagesMktg@aol.com Chicago, IL 60626 Ph. 212-725-8840 
New York, NY 1 0033 Contact: Walter Klages, Ph. D. Ph. 312-973-4729 Fax 212-213-9247 
Ph. 212-740-2754 Full Service Qualitative & Quantitative Fax 312-973-0378 Contact: Judi Lippert 
Fax 212-923-7949 Market Research. E-mail: DonaJ@aol.com Senior Moderators - 25 Years Expe-
E-mail: romanaaa@aol.com Contact: Dona Vitale rience. 
Contact: Francesca Moscatelli Creative Insights for Mktg./Advertising 
Latino Bi-Lingual/Bi-Cultural Groups; Strategy. 
ORCA Member. 

70 www.quirks.com Quirk's Marketing Research Review 



STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Kenneth Hollander Associates Outsmart Marketing FacFind, Inc. 

Alexander + Parker Michelson & Associates, Inc. Medical Marketing Research, Inc. 

Jeff Anderson Mktg. Rsch. Consulting Nevada Ohio 
Asian Marketing Illinois Nevada Market Research 
AutoPacific, Inc. George I. Balch Pat Henry Market Research, Inc. 

David Binder Research C&R Research Services, Inc. New Jersey Rodgers Marketing Research 

Erlich Transcultural Consultants Doyle Research Associates Bart Kramer & Associates Dwight Spencer & Associates, Inc. 

Grieco Research Group, Inc. Irvine Consulting, Inc. MCC Qualitative Consulting Pennsylvania Hispanic Market Connections Just The Facts, Inc. Perception Research Services, Inc. 
Hispanic Marketing Leichliter Assoc. Mktg. Rsch./ldea Dev. Research Connections, Inc. Campos Market Research 

Lachman Research & Marketing Svces. Marketing Advantage Rsch. Cnslts., Inc. Treistman & Stark Marketing, Inc. CJRobbins 

Market Development, Inc. Strategic Focus, Inc. Data & Management Counsel, Inc. 

Market Research Associates New York Decker Research Associates, Inc. 

Marketing Matrix, Inc. Maryland BAI (Behavioral Analysis Inc.) Direct Feedback 

Meczka Marketing/Research/Consulting Hammer Marketing Resources Decision Drivers CJRobbins 

Colorado 
Nancy Low & Associates, Inc. Fader & Associates Rhode Island Qualitative Applied Research Linda Fitzpatrick Rsch. Svcs. Corp. 

Cambridge Associates, Ltd. Widener-Burrows & Associates, Inc. Focus Plus, Inc. Performance Research 

Market Access Partners Horowitz Associates, Inc. 
Pamela Rogers Research Massachusetts JRH Marketing Services, Inc. Tennessee 

Florida Daniel Associates Leichliter Assoc. Mktg. Rsch./ldea Dev. Directions Data Research 

Dolobowsky Qual. Svcs., Inc. Market Navigation, Inc. 
The Deutsch Consultancy Greenleaf Associates, Inc. Francesca Moscatelli Texas 
Research Data Services, Inc. Shelli Reichwald Cunningham Research Associates 
SIL: Worldwide Marketing Services Michigan Paul Schneller- Qualitative Decision Analyst, Inc. 
Spiller & Reeves Research James Spanier Associates First Market Research 
Strategy Research Corporation Milton I. Brand Marketing Consultant Spier Research Group 
Sun belt Research Associates, Inc. KidFactssM Research Thorne Creative Communications Utah 
Target Market Research Group, Inc. 

Minnesota 
Wolf/Aitschui/Callahan, Inc. Focused Solutions 

Georgia Cambridge Research, Inc. North Carolina Valley Research, Inc. 

Brittain Associates GraffWorks Marketing Research CB&A Market Research Washington 
Elrick and Lavidge MedProbe, Inc. D/R/S HealthCare Consultants Burr Research/Reinvention Prevention 

Consumer Opinion Services 

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

ADVERTISING Strategy Research Corporation Communication Research 

Jeff Anderson Mktg. Rsch. Consulting Treistman & Stark Marketing, Inc. Data & Management Counsel , Inc. 

David Binder Research Widener-Burrows & Associates, Inc. Erlich Transcultural Consultants 

Milton I. Brand Marketing Consultant Wolf/Aitschui/Callahan, Inc. 

C&R Research Services, Inc. ASSOCIATIONS 
Cambridge Associates, Ltd. AFRICAN-AMERICAN Nancy Low & Associates, Inc. 
Cambridge Research, Inc. Erlich Transcultural Consultants 
CJRobbins JRH Marketing Services, Inc. AUTOMOTIVE 
Decision Drivers AutoPacific, Inc. 
Dolobowsky Qual. Svcs. , Inc. AGRICULTURE C&R Research Services, Inc. 
Erlich Transcultural Consultants Cambridge Associates, Ltd. Erlich Transcultural Consultants 
Fader & Associates Cambridge Research, Inc. Matrixx Marketing-Research Div. 
Kenneth Hollander Associates Perceptive Research Services, Inc. 
Market Research Associates ALCOHOLIC BEV. 
Outsmart Marketing 

C&R Research Services, Inc. BIO-TECH 
Perceptive Research Services, Inc. 
Performance Research Strategy Research Corporation Irvine Consulting, Inc. 

Paul Schneller- Qualitative Market Navigation, Inc. 

Qualitative Applied Research ASIAN MedProbe, Inc. 

SIL: Worldwide Marketing Services Asian Marketing Medical Marketing Research, Inc. 

Spier Research Group Asian Perspective, Inc. 
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BUS.-TO-BUS. 
Access Research, Inc. 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Cambridge Research, Inc. 
Campos Market Research 
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 
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SIL: Worldwide Marketing Services CORPORATE C&R Research Services, Inc. Hispanic Marketing 
Sun belt Research Associates, Inc. SPONSORSHIP Cambridge Associates, Ltd. Communication Research 

Cambridge Research, Inc. Market Development, Inc. 
CABLE Performance Research 

The Deutsch Consultancy Francesca Moscatelli 
Dolobowsky Qual. Svcs., Inc. Strategy Research Corporation Creative & Response Svces., Inc. CUSTOMER Elrick and Lavidge Target Market Research Group, Inc. 

SATISFACTION Fader & Associates CHILDREN 
BAI (Behavioral Analysis Inc.) Nancy Low & Associates, Inc. HI-TECH C&R Research Services, Inc. 
David Binder Research Marketing Matrix, Inc. 

Greenleaf Associates, Inc. Doyle Research Associates 
Burr Research/Reinvention Prevention Matrixx Marketing-Research Div. 

Market Navigation, Inc. Fader & Associates 
CJRobbins MCC Qualitative Consulting 

Greenleaf Associates, Inc. 
Elrick and Lavidge SIL: Worldwide Marketing Services 

HOUSEHOLD Just The Facts, Inc. 
Fader & Associates James Spanier Associates 

PRODUCTS/CHORES KidFacts5M Research 
Nancy Low & Associates, Inc. Widener-Burrows & Associates, Inc. 

Matrixx Marketing-Research Div. 
Research Data Services, Inc. Paul Schneller- Qualitative 

Outsmart Marketing 
Sunbelt Research Associates, Inc. FOOD PRODUCTS/ 

Shelli Reichwald 
NUTRITION IDEA GENERATION Spier Research Group 

DIRECT MARKETING Alexander+ Parker Analysis Research Ltd. Thorne Creative Communications 
BAI (Behavioral Analysis Inc.) BAI (Behavioral Analysis Inc.) BAI (Behavioral Analysis Inc.) 
Greenleaf Associates, Inc. C&R Research Services, Inc. C&R Research Services, Inc. COMMUNICATIONS 
Perceptive Research Services, Inc. Greenleaf Associates , Inc. Cambridge Associates, Ltd. 

RESEARCH Spier Research Group Just The Facts, Inc. Dolobowsky Qual. Svcs. , Inc. 
Access Research, Inc. KidFacts5M Research Doyle Research Associates 
Cambridge Associates, Ltd. DISTRIBUTION Leichliter Assoc. Mktg. Rsch./ldea Dev. Elrick and Lavidge 
Perceptive Research Services, Inc. Burr Research/Reinvention Prevention Outsmart Marketing Just The Facts, Inc. 
Performance Research GraffWorks Marketing Research Paul Schneller- Qualitative Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Matrixx Marketing-Research Div. 
COMPETITIVE EDUCATION HEALTH & BEAUTY Paul Schneller- Qualitative 

SI L: Worldwide Marketing Services POSITIONING Cambridge Associates, Ltd. PRODUCTS 
GraffWorks Marketing Research Greenleaf Associates, Inc. BAI (Behavioral Analysis Inc.) IMAGE STUDIES Just The Facts, Inc. Qualitative Applied Research 

Cambridge Associates, Ltd. COMPUTERS- Marketing Advantage Rsch. Cnslts., Inc. Paul Schneller- Qualitative 

HARDWARE Spier Research Group Thorne Creative Communications 
INDUSTRIAL 

Leichliter Assoc. Mktg. Rsch./ldea Dev. ELECTRONICS HEALTH CARE First Market Research 
Leichliter Assoc. Mktg. Rsch./ldea Dev. Alexander+ Parker Market Navigation, Inc. 

COMPUTERS/MIS 
Jeff Anderson Mktg. Rsch. Consulting 

SIL: Worldwide Marketing Services 
C&R Research Services, Inc. ENTERTAINMENT David Binder Research Cambridge Associates, Ltd. 

Performance Research Decker Research Associates, Inc. INSURANCE 
Daniel Associates 

Directions Data Research Brittain Associates 
Fader & Associates 

ETHNOGRAPHIC Dolobowsky Qual. Svces., Inc. Burr Research/Reinvention Prevention 
First Market Research 

D/R/S HealthCare Consultants Erlich Transcultural Consultants 
Greenleaf Associates, Inc. RESEARCH 

Elrick and Lavidge Nancy Low & Associates, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. Alexander+ Parker 

Erlich Transcultural Consultants Marketing Advantage Rsch. Cnslts. , Inc. 
Irvine Consulting, Inc. INTERACTIVE PRODJ SIL: Worldwide Marketing Services EXECUTIVES Nancy Low & Associates, Inc. SERVICES/RET AILING James Spanier Associates 

BAI (Behavioral Analysis Inc.) Market Access Partners 
Leichliter Assoc. Mktg. Rsch./ldea Dev. Brittain Associates Market Navigation, Inc. 
Perceptive Research Services, Inc. CONSUMERS C&R Research Services, Inc. Market Research Associates 
Research Connections, Inc. C&R Research Services, Inc. Decision Drivers Matrixx Marketing-Research Div. 

Consumer Opinion Services Dolobowsky Qual. Svcs. , Inc. MedProbe, Inc. 
INTERNET Decision Drivers Fader & Associates Medical Marketing Research, Inc. 

Greenleaf Associates, Inc. First Market Research Spiller & Reeves Research GraffWorks Marketing Research 
Pat Henry Market Research, Inc. Marketing Advantage Rsch. Cnslts., Inc. Strategy Research Corporation 

INVESTMENTS Just The Facts, Inc. Paul Schneller - Qualitative Sunbelt Research Associates, Inc. 
Market Research Associates SIL: Worldwide Marketing Services Thorne Creative Communications The Deutsch Consultancy 
Marketing Advantage Rsch. Cnslts., Inc. Strategy Research Corporation Widener-Burrows & Associates, Inc. 
Research Connections, Inc. 

KEY OPINION LEADERS Research Data Services, Inc. FINANCIAL SERVICES HISPANIC GraffWorks Marketing Research Rodgers Marketing Research Jeff Anderson Mktg. Rsch. Consulting Data & Management Counsel , Inc. 
BAI (Behavioral Analysis Inc.) Erlich Transcultural Consultants LATIN AMERICA Brittain Associates Hispanic Market Connections, Inc. Market Development, Inc. Burr Research/Reinvention Prevention 
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MEDICAL PROFESSION ONLINE FOCUS RETAIL TELEPHONE FOCUS 
Cambridge Associates, Ltd. GROUPS Pat Henry Market Research, Inc. GROUPS 
Decker Research Associates, Inc. Research Connections, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. C&R Research Services, Inc. 
D/R/S HealthCare Consultants MCC Qualitative Consulting Cambridge Associates, Ltd. 
Pat Henry Market Research, Inc. PACKAGED GOODS Doyle Research Associates 
Matrixx Marketing-Research Div. SENIORS Market Navigation, Inc. 
MedProbe, Inc. BAI (Behavioral Analysis Inc.) 

Fader & Associates Medical Marketing Research, Inc. 
Medical Marketing Research, Inc. C&R Research Services, Inc. 

Sun belt Research Associates, Inc. MedProbe, Inc. 
Paul Schneller- Qualitative CJRobbins 

Doyle Research Associates 
SERVICES TOURISM/HOSPITALITY 

MODERATOR TRAINING Just The Facts, Inc. 
Research Data Services, Inc. Market Research Associates Spier Research Group 

Cambridge Associates, Ltd. Thorne Creative Communications 
SMALL BUSINESS/ TOYS/GAMES 

MULTIMEDIA PACKAGE DESIGN ENTREPRENEURS Fader & Associates 
Marketing Advantage Rsch. Cnslts., Inc. RESEARCH Brittain Associates Greenleaf Associates, Inc. 

Linda Fitzpatrick Rsch. Svcs. Corp. KidFactssM Research 

NATIONAL ACCOUNTS Treistman & Stark Marketing, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 

GraffWorks Marketing Research PACKAGING RESEARCH Strategy Research Corporation TRANSPORTATION 

Perceptive Research Services, Inc. SERVICES 
NATURAL HEALTH SOFT DRINKS, BEER, Nancy Low & Associates, Inc. 

CARE/REMEDIES PARENTS WINE SIL: Worldwide Marketing Services 

Focused Solutions Fader & Associates C&R Research Services, Inc. 
Strategic Focus, Inc. 

Greenleaf Associates, Inc. Cambridge Associates, Ltd. 
TRAVEL NEW PRODUCT DEV. Grieco Research Group, Inc. 

PET PRODUCTS Strategy Research Corporation Cambridge Associates, Ltd. 
Jeff Anderson Mktg. Rsch. Consulting 

Greenleaf Associates, Inc. 
BAI (Behavioral Analysis Inc.) Cambridge Research, Inc. 

SPORTS Performance Research 
Milton I. Brand Marketing Consultant 

Performance Research Research Data Services, Inc. 
Brittain Associates PHARMACEUTICALS SIL: Worldwide Marketing Services 
C&R Research Services, Inc. BAI (Behavioral Analysis Inc.) 

TEACHERS 
James Spanier Associates 

Cambridge Associates, Ltd. C&R Research Services, Inc. 
CJRobbins Cambridge Associates, Ltd. Greenleaf Associates, Inc. UTILITIES Daniel Associates Decker Research Associates, Inc. 

Cambridge Associates, Ltd. Data & Management Counsel , Inc. D/R/S HealthCare Consultants TEENAGERS Fader & Associates Dolobowsky Qual. Svcs., Inc. Kenneth Hollander Associates C&R Research Services, Inc. 
Doyle Research Associates Irvine Consulting, Inc. Doyle Research Associates WEALTHY Elrick and Lavidge Market Navigation, Inc. Fader & Associates 
Fader & Associates MCC Qualitative Consulting KidFactssM Research Brittain Associates 
First Market Research MedProbe, Inc. Matrixx Marketing-Research Div. The Deutsch Consultancy 
Greenleaf Associates, Inc. Medical Marketing Research, Inc. MCC Qualitative Consulting Strategy Research Corporation 
Kenneth Hollander Associates Paul Schneller - Qualitative Performance Research 
Just The Facts, Inc. Spiller & Reeves Research Thorne Creative Communications YOUTH 
KidFactssM Research 

Fader & Associates 
Bart Kramer & Associates POLITICAUSOCIAL TELECOMMUNICATIONS Outsmart Marketing 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 

RESEARCH BAI (Behavioral Analysis Inc.) 
Market Access Partners Daniel Associates 
Market Research Associates Cambridge Associates, Ltd. 

Elrick and Lavidge 
Marketing Advantage Rsch. Cnslts., Inc. Francesca Moscatelli 

Erlich Transcultural Consultants 
Outsmart Marketing 

POSITIONING 
First Market Research 

Qualitative Applied Research Linda Fitzpatrick Rsch. Svcs. Corp. 
Paul Schneller- Qualitative RESEARCH Horowitz Associates Inc. 
Spiller & Reeves Research Paul Schneller- Qualitative Marketing Advantage Rsch. Cnslts., Inc. 

NON-PROFIT PUBLIC POLICY RSCH. 
MCC Qualitative Consulting 
Qualitative Applied Research 

David Binder Research David Binder Research Strategy Research Corporation 
Doyle Research Associates Cambridge Associates, Ltd. 

TELECONFERENCING Performance Research 

PUBLISHING Cambridge Research, Inc. 

OBSERVATIONAL Cambridge Associates, Ltd. 
Decker Research Associates, Inc. 

Doyle Research Associates First Market Research 
Greenleaf Associates, Inc. 
Marketing Advantage Rsch. Cnslts., Inc. 
Spier Research Group 
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Research Industry News 
continued from p. 21 

MarketWise has moved to 831 

E. Morehead St. , Ste . 150, Char­

lotte, N.C. , 28202. Phone 704-332-

843 3 . Fax 704-332-0499 . 

Bur ke, Inc. , Cincinnati , h as 

formed Burke Stra teg ic Con sulting 

Group (BSCG), a wholly owned 

s ub s idiary , to help companie s 

achi eve th e ir goals by a li g nin g and 

improving their organi za ti o n s tru c­

tu re , man age m e nt prac ti ces a nd 

bu s iness processes . BSCG w ill be 

headquarte red in Boston . The new 

company will be headed by Di ane 

Sa la mon , v ice pres id e nt , Burke, 

In c., and manag ing direc to r BSCG . 

Sa la mon will be j o in ed by Fra n 

Lip son. A seco nd o ffi ce fo r th e 

group in Atl anta will be run by Jac i 

Jarre tt M asz ta l. 

Because the United Negro To help us provide busi-
College Fund was able to help ness w ith qualified leaders for 
Herman Russell get a quality col- tomorrow's work force- 33% of 
lege educa tion, he grew up to whom will be minorities- send 
become one of America's mos t your donation to: UNCF; 500 E. 
successful contractors. 62nd St. , New York City, NY 10021. 

Tough environments produce tough competitors. 

United Negro College Fund. f!9!l 
A mind is a terrible thing to waste. ~~ 

SOF RES , a resea rc h co mp a ny 

headqu a rt e re d in Pa ri s, h as ac­

quired In te rsea rc h C o rp o ra ti o n , 

H o r s h a m , P a. Bru ce Sh a ndl e r , 

form e r pres id e nt o f Inte rsea rc h , 

wi ll now be th e c hi e f e xec uti ve of­

fi ce r of lnte rsea rc h. 

Audits & Surveys Wo rld wide 
has ope ned its As ia- Pac if ic head­

qu a rte rs in M anil a, th e Philippin es . 

A l ic ia Pasc ua l will se rve a man­

ag in g directo r of th e Ma nil a offi ce. 

Th e addres s is: 14 /F Th e Wo rld 

C e ntre, 330 Se n. Gil J. Pu ya t Ave., 

M a kati City, Me tro M anil a, Philip­

pin es . Ph o ne 6 32 - 842 -3044. Fax 

632-809-4828 . 

Rop er Sta r ch World wid e h as 

ope ned a n As ia- Pac if ic headqu a r­

te rs in Ho ng Ko ng and a E uro pean 

headqu a rte rs in Lo nd o n. Xi aoya n 

Zh ao , Ro pe r Sta rch v ice p res ide nt 

of inte rn at io na l o pe ra ti o ns, has 

bee n named manag in g direc to r of 

th e As ia Pac ifi c offi ce, w h ic h w ill 

be loca ted a t Suite I 00 8A , Shui On 

C e nte r, 6 -8 Ha rb o ur Rd ., Wanc ha i, 

Hon g Ko ng. Ph o ne 0 I 1-8 52-2877 -

7 828 . Fax 011 -8 51- 28 0 2 -7 848. 

Ste ve Th o mso n, head of th e inte r­

na ti ona l di v is io n o f Lo nd o n-based 

resea rc h co mp a ny Pa rk e r Ta nn e r 

Ltd ., was na med manag ing direc to r 

of Ro pe r S ta rc h 's Lo nd o n office. 

In Fe bru a ry, Roc kbridge o n th e 

We b, th e We b s ite of Rockbridge 
Associa tes, I nc. , a Vi e nn a, Ya., re­

sea rc h f irm , wo n th e M a rk e tin g 

Resea rc h Reso urce C e nte r 's We b 

Site of th e Mo nth awa rd . The ad ­

dr ess for th e s it e i s http:// 

w ww.roc kresea rc h. co m. 

QMRR we lcomes press releases 
conta ining news of resea rch 
company expansion, relocation, new 
accounts, awards , etc., as well as 
other information of interest to the 
industry. Send them to Joe Rydholm, 
Quirk 's Marketing Research Review, 
PO. Box 23536, Minneapolis, MN 
55423. Fax: 6 12-854-8 19 / .E-mail: 
j oeqmrr@mn. uswest.net. 
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~t~mU,f,ftu~ " 
Since 1991, Delivering Quality Survey Research Samples 

Affordable Samples, Inc. 
185 Sound Beach Ave. 
Old Greenwich, CT 06870 
Ph. 800-784-8016 or 203-637-8563 
Fax 203-637-8569 
E-mail: ASISAMPLING@compuserve.com 
James Sotzing, President 
Sampling 
African-American, Asian , Hispanic, Middle Eastern 

The Other Sampling Company In Connecticut™­
Quality ethnic and religious samples at affordable 
prices since 1991. Many selections available: Afri­
can-American, Arabian, Armenian , Asian , Burmese, 
Catholic, Chinese, East European, East Indian, En­
glish, French, German, Hindu, Hispanic, Indian 
(Asian), Indonesian, Irish, Italian, Japanese, Jew­
ish, Korean, Laotian, Malaysian, Middle Eastern, 
Muslim, Pakistani, Polish, Scandinavian, Scottish" 
Singapore, Sri Lanka, Swedish, Thai , Vietnamese. 
(See advertisment on p. 32) 

Aim Research 
1 0456 Brian Mooney 
El Paso, TX 79935 
Ph. 915-591-4777 
Fax 915-595-6305 
E-mail: 76265.2167@compuserve.com 
http://www.aimresearch.com 
Linda Adams, Owner/Director 
Data collection/Field service 
Hispanic 

We're celebrating! 

• 

Ten years of serving 
the marketing research 

community 
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HISPANIC & ASIAN 

MARKETING COMMUNICATION 

RESEARCH , INC . 

*Asian Marketing Communication Research 
A division 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 
Sandra M.J. Wong, Ph.D. , ResearchDirector 
Full service 
Asian 

Full-service qualitative and quantitative research in 
most Asian languages. Copy testing, motivational 
discovery, product design and evaluation, and cul­
tural analysis for the positioning of products and 
services among Asians in the U.S. and abroad. Fo­
cus groups, in-depth interviews, surveys and track­
ing studies. Psycho-socio-cultural Asian research© 
is our unique approach. Our own facilities in the 
multicultural San Francisco Bay area available. 
(See advertisemnt on p. 81) 

Behavior Research Center 
1101 N. First St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail : brc@primenet.com 
http://www.primenet.com/-brc/ 
Earl de Berge, Research Director 
Full service, Data collection/Field service 
Hispanic 

*The Blackstone Group 
360 N. Michigan Ave., Ste. 1501 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 
Full service, Data collection/Field service, Dual lan­
guage taping 
African-American, Asian , Hispanic 

C & R Research Services, Inc. 
500 N. Michigan Ave., 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: ReynaH@CResearch.com 
Reyna Hohagen, Acct. Exec. Hispanic Mkt. Svcs 
Full service, Data collection/Field service 
African-American , Asian, Hispanic, Middle Eastern 

*C R Market Surveys 
17091/2 E. 87th St. , Ste. 142 
Chicago, IL 60617 
Ph. 800-882-1983 
Fax 773-233-0484 
E-mail: cmrs1 @aol.com 
Cherlyn Robinson, Project Coordinator 
Full service 
African-American 

*Castillo & Associates 
3604 Fourth Ave ., Ste. 1 
San Diego, CA 92103 
Ph. 619-683-3898 
Fax 61 9-683-3820 
E-mail : castassoc@aol.com 
Enrique F. Castillo, Principal 
Full service 
Hispanic 

CMA LATINA® 
Div. of Conway/Milliken & Associates 
875 N. Michigan Ave. 
Chicago, IL 60031 
Ph. 312-787-4156 
Fax 312-787-4156 
E-mail : cmalatina@cma-mkting.com 
http:www,cma-mkting.com 
Daniel Bloom, Director 
Full service 
Hispanic 

*Covington-Burgess Market Research Service 
666 Eleventh St. N.W. , Ste. 730 
Washington, DC 20001 
Ph. 202-628-4641 
Fax 202-628-3840 
Elizabeth J. Burgess, President 
Full service 
African-American 

Data & Management Counsel , Inc. 
P.O. Box 1609 
608 Chadds Ford Dr. 
Chadds Ford, PA 19317 
Ph. 610-459-4700 or 610-388-1500 
Fax 610-459-4825 
E-mail : WZL4DMC@aol.com 
Bill Ziff-Levine, Managing Director 
Full service 
Asian , Hispanic 

Directions In Research 
5353 Mission Center Rd ., Ste. 310 
San Diego, CA 92108 
Ph . 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail: CALLDIR@aol.com 
David Phife 
Full service, Data collection/Field service 
Hispanic 

*Ebony Marketing Research, Inc. 
2100 Bartow Ave ., Ste. 243 
Bronx, NY 10475 
Ph. 718-217-0842 
Fax 718-320-3996 
E-mail : emr@interport.com 
Bruce Kirkland, Vice President 
Full service, Data collection/Field service 
African-American , Asian , Hispanic 

Ebony Marketing Research , Inc. is a full field ser-

* ind icates a firm owned by an ethnic minority 
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1997 ETHNIC RESEARCH DIRECTORY 
vice marketing research firm, specializing in Black, 
Asian and Hispanic research . We have a state-of­
the-art focus group facility as well as two malls lo­
cated within the New York/New Jersey metropoli­
tan area. 
(See advet1isement on p. 77) 

etc" 
ErliCh 

Transcultura l 
Consul lants 

Erlich Transcultural Consultants 
21241 Ventura Blvd ., Ste. 193 
Woodland Hills, CA 91364 
Ph . 818-226-1333 
Fax 818-226-1338 
E-mail : AE etc@aol.com 
Andrew Erlich, Ph.D., President 
Mitch Landau, Director of Research 
Joan Lawton, Director of Operations 
Full service 
African-American, Asian , Hispanic, Middle Eastern , 
Native American 

ETC provides full-service Hispanic, Asian , African­
American and general market qualitative and quan­
titative research both in the U.S. and abroad. This 
includes focus groups, in-depth individual inter­
views, and the complete spectrum of quantitative 
studies conducted and supervised by bilingual , bi­
cultural marketing professionals. ETC specializes in 
providing research that is culturally insightful. 
(See advet1isement on p. 15) 
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Field Dynamics Marketing Research 
17547 Ventura Blvd. , Ste. 308 
Encino, CA 91316 
Ph . 818-783-2502 
Fax 818-905-3216 
E-mail : FIELDDYNAM@aol.com 
Tony Blass, President 
Full Service 
African-American, Asian , Hispanic 

• It takesj/(' /d wor/.:! 

Fieldwork, Inc. 
500 N. Michigan 
Chicago, IL 60611 
Ph . 312-828-9200 
Fax 312-527-3113 
http://www.fieldwork.com 
Sanford Adams, President 
Data collection/Field service 
African-American , Asian , Hispanic, Middle Eastern, 
Native American 

Branch offices: 
Fieldwork Atlanta, Inc. 
200 Galleria Pkwy., #1850 
Atlanta, GA 30339 
Ph. 770-988-0330 
Fax 770-955-1555 
http://www.fieldwork.com 
Carolyn Lee, President 
Data collection/Field service 
African-American, Hispanic 

Fieldwork Boston, Inc. 
800 South St. 
Waltham, MA 02154 
Ph. 617-899-3660 
Fax 617-893-557 4 
http://www.fieldwork.com 
Vincent A. Stolo 
Data collection/Field service 
African-American, Native American 

Fieldwork Boston-Downtown 
The Pr~dential Tower 
Prudential Center 
Boston, MA 02199 
Ph. 617-899-3660 
Fax 617-893-557 4 
http://www.fieldwork.com 
Sarah Webber, President 
Data collection/Field service 
African-American, Hispanic 

77 



I -- ---~------- - - - -- ---------

I 

1997 ETHNIC RESEARCH DIRECTORY 
Fieldwork Chicago, Inc. 
6200 N. Hiawatha, Ste. 720 
Chicago, IL 60646 
Ph. 312-282-2911 
Fax 312-282-8971 
http://www.fieldwork.com 
Sanford Adams, President 
Data collection/Field service 
African-American, Hispanic, Native American 

Fieldwork Chicago-O'Hare 
8420 W. Bryn Mawr Ave. , Ste. 650 
Chicago, IL 60631 
Ph. 312-714-8700 
Fax 312-714-0737 
http://www.fieldwork.com 
Susan Brody, President 
Data collection/Field service 
African-American, Hispanic 

Fieldwork Chicago-West 
1450 E. Amerkan Ln. , Ste. 1880 
Schaumburg, IL 60173 
Ph. 84 7-413-9040 
Fax 84 7-413-9064 
http://www.fieldwork.com 
Pam White, President 
Data collection/Field service 
African-American, Hispanic 

Fieldwork Denver, Inc. 
At the Tivoli 
900 Auraria Pkwy. , #601 
Denver, CO 80204 
Ph. 303-825-7788 
Fax 303-623-8006 
http://www.fieldwork.com 
Anne Mcintyre, President 
Data collection/Field service 
African-American, Hispanic, Native American 

Fieldwork East at Westchester 
555 Taxter Rd., Ste. 390 
Elmsford, NY 10523 
Ph. 914-347-2145 
Fax 914-347-2298 
http://www.fieldwork.com 
Maria Garcia 
Data collection/Field service 
African-American, Hispanic 

Fieldwork East, Inc. 
2 Executive Dr. , 5th fl. 
Fort Lee, NJ 07024 
Ph. 201-585-8200 
Fax 201-585-0096 
http://www.fieldwork.com 
Carol H. Tauben 
Data collection/Field service 
African-American, Hispanic 

Fieldwork Los Angeles, Inc. 
In Orange County 
Lakeshore Towers 
18101 Von Karmen Ave. 
Irvine, CA 92715 
Ph. 714-252-8180 
Fax 714-251-1661 
http://www.fieldwork.com 
Toni Day, President 
Data collection/Field service 
African-American, Hispanic 

Fieldwork Phoenix at Scottsdale, Inc. 
6263 N. Scottsdale Rd ., Ste. 380 
Scottsdale, AZ 85250 
Ph. 602-438-2800 
Fax 602-438-8555 
http://www.fieldwork.com 
Barbara Willens, President 
Data collection/Field service 
African-American, Hispanic, Native American 

Fieldwork Phoenix, Inc. 
7776 Pointe Pkwy. W. , Ste. 240 
Phoenix, AZ 85044 
Ph. 602-438-2800 
Fax 602-438-8555 
http://www.fieldwork.com 
Barbara Willens, President 
Data collection/Field service 
African-American, Hispanic, Native American 

Strategic locations in key metro markets enable us 
to draw from a large, diversified and ever-changing 
population. Fieldwork delivers the right respondents 
and the right results for any single or multi-market 
study. Why are Fieldwork databases the best in the 
field? First, we develop and maintain a separate, 
custom database at each Fieldwork facility. We even 
maintain separate databases for specific respondent 

Fleischman Field Research 
Downtown 

San Francisco 

Interviewing/Recruiting 
Chinese, Spanish, Vietnamese, 

Korean, Tagalog, Japanese and more. 

800-277-3200 
E-mail: FFR@ffrsf.com Fax: 415-989-4506 

categories. Fieldwork databases are cleaned fre­
quently, so they' re current and accurate. What's 
more, they're immediately accessible; it takes us 
less than an hour to produce the thousands of pro­
spective respondents a project may require. Next, 
we employ a staff of specialists, trained in the nu­
ances of recruiting , who know how to select quali­
fied , well-screened applicants from our extensive 
database. Finally, we offer a full spectrum of inte­
grated, up-to-the-minute services. Like faxed re­
cruiting reports, which are updated each day. Im­
mediate screen ing that lets us take your specs and 
develop screening questions for you when you 're 
in a crunch . Plus, the ability to quickly create a com­
puterized study universe that adheres to your re­
search requests. If you're serious about the quality 
and accessibility of respondents, stop playing the 
field . Look to Fieldwork to deliver the best demo­
graphic resources in the country. 
(See advertisement on the back cover) 

Findings International Corp. 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
Orlando Esquive l, President 
Full service, Data collection/Field service 
Hispanic 

Fleischman Field Research 
220 Bush St. , Ste. 1300 
San Francisco, CA 941 04 
Ph. 415-398-4140 or 800-277-3200 
Fax 415-989-4506 
E-mail : FFR@ffrsf.com 
Molly Fleischman, Principal 
Data collection/Field service, Focus group 
Asian , Hispanic 

Four luxurious new focus group rooms (one at 
16'x18 ', three at 21 'x25 ') and one mini room 
(12'x14') seating eight to 10 viewers. Full-sized 
rooms feature three-tiered seating for 15+ viewers 
+ adjoining client lounges. Local/regional/national 
recruiting and interviewing with tabulation. English, 
Spanish, Mandarin, Cantonese, Tagalog, Vietnam­
ese, Korean, Thai available. Owner operated firm -
ensures high quality, professional service, outstand­
ing reputation . 
(See advertisement on pp. 66, 78) 

Focuscope, Inc. 
1100 Lake St. , Ste. 60 
Oak Park, IL 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
E-mail: foscope@aol.com 
Kevin Rooney, Sr. Proj . Dir. 
Data collection/Field service 
African-American, Hispanic 

* indicates a fi rm owned by an ethnic minority 
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GENESYS Sampling Systems 
565 Virginia Dr. 
Fort Washington , PA 19034 
Ph. 215-653-7100 
Fax 215-653-7114 
E-mail : amystarer@aol.com 
Amy Starer, Vice President 
Sampling 
African-American , Asian , Hispanic, Middle Eastern, 
Native American 

GENESYS has the sampling experience and the tech­
nical expertise to help you target any low-incidence 
target group. Our ethnic sampling capabilities in­
clude gee-targeted ROD, listed surname, dual frame 
and many other sampling options. We will outline 
all your alternatives so you can decide which op­
tion will provide the optimal balance of representa­
tional accuracy and data collection cost. 
(See advertisement on p. 79) 

*Gonzalez Marketing Research Services 
1543 Raymond Dr., Ste. 101 
Naperville, IL 60563 
Ph. 630-637-0826 
Fax 630-637-7229 
Linda Gonzalez, Owner 
Data collection/Field service 
Hispanic 

*HAMARC, Inc. 
Hispanic America Mktg. & Rsch Cnslts. , Inc. 
116 Weldon Way, Ste. 1 
Pennington , NJ 08534-1829 
Ph . 609-683-7755 
Fax 609-466-7 430 
E-mail: HAMARC@aol.com 
Dr. Jose Acuna, President 
Full service, Consultation 
Hispanic 

*Hispanic Focus Unlimited 
Rte . 1, Box 278 
La Feria, TX 78559 
Ph. 210-797-4211 
Fax 210-797-4244 
E-mail : hspfocus@aol.com 
Ruben Cuellar, President 
Full service, Data collection/Field service 
Hispanic 
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ETHNIC SAMPLING 

AD0001 

•Armenian 
•Cambodian 
• Chinese 
• Filipino 
• Hispanic 
• Indian 

• Iranian 
• Japanese 
• Korean 
•Thai 
• Vietnamese 
• Etc ... 

balancing 
representation & 

efficiency 

Sampling an ethnic population often poses a unique challenge 
to survey researchers. As with any low-incidence target group, 
the researcher's goal is to collect data in an efficient, cost-effec­
tive manner while providing the client with a representative 
sample of their target group. 

Complicating matters, study objectives often vary. Budget might 
be the primary concern today, while tomorrow's study demands 
full representation. 

In the past there weren't many good alternatives, with the choices 
primarily limited to RDD or surname samples. Fortunately, for 
everyone, things have changed for the better. GENESYS Sam­
pling Systems has the experience and technical expertise to of­
fer a wide range of innovative options combining highly repre­
sentative RDD samples with efficient listed surname methods. 
The result is a sample designed to your clients' specific needs. 

Selection of a sampling approach often involves a delicate bal­
ance between the client's budget and objectives. By providing 
the critical information related to this trade-off, GENESYS will 
keep you from tipping the scale the wrong way. 

Our customer service staff will be happy to 
help you in determining the options that 
meet your needs. 

GENESYS Sampling Systems 
565 Virginia Drive· Fort Washington, PA 19034 

(215) 653-7100 
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Understanding Hispanics' 

lifestyles, values and culture 

can mean the difference 

between Hispanic marketing 

success and failure. 

Hispanic Market Connections, Inc. 

is a bilingual, bicultural full service 

market research and consulting firm 

that provides market intelligence and 

strategic analysis in qualitative (focus 

groups) and quantitative marketing 

studies with Latino consumers. 

415.965.3859 
M. Isabel Valdes, 

President 
Michele Clark, 

Director, Marketing & Sales 

www.hmc-research.com 

Hispanic MARKET 
CONNECTIONS, INC. 
8111nguoi/Bwcuroi Morke Research 

*Hispanic Market Connections, Inc . (HMC) 
5150 El Camino Real , Ste. D-11 
Los Altos, CA 94022-1527 
Ph. 415-965-3859 
Fax 415-965-3874 
E-mail : info@hmc-research.com 
http://hmc-research.com 
M. Isabel Valdes, President 
Full service 
Hispanic 

Full-service research and consulting firm. Qualita­
tive and quantitative techniques adapted to mea­
sure a very diverse market. In-house computer base 
sampling plan . Emphasis in strategic 
conceptualization, acculturation and analysis. HMC's 
Language Segmentation, V.I.P. (Visual Icon Prob­
ing ,) AMERITEST Hispanic Copytesting , AcuPoll 
Hispanic, Hispanic LIVES and ethnographic meth­
ods. President is co-author of Hispanic Market 
Handbook (Gale, 3/95). 
(See advertisement on p. 80) 

HIS PANIC & ASIAN 

MARKETING COMMUN ICATION 

RE SEARCH, INC . 

*Hispanic Marketing Communication Research 
A division 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 
Felipe Korzenny, Ph.D., President 
Full service 
Hispanic 

Spanish and Portuguese language marketing re­
search in the U.S. and Latin America. Full service 
qualitative and quantitative. Copy testing, product 
design and evaluation, and cultural analysis for the 
positioning of products and services among His­
panics. Focus groups, in-depth interviews, surveys 
and tracking studies. Expanded CATI facilities. 
Psycho-socio-cultural Hispanic research© is our 
unique approach. Our own facilities in San Fran­
cisco-San Jose Bay area available. 
(See advertisement on p. 81) 

House of Marketing 
836 S. Arroyo Pkwy. 
Pasadena, CA 91105 
Ph. 818-793-9598 
Fax 818-793-9624 
E-mail: HMResearch@aol.com 
Data collection/Field service 
African-American, Asian , Hispanic 

*IMAGES Market Research 
1718 Peachtree Rd ., Ste. 650 
Atlanta, GA 30309 
Ph. 404-892-2931 
Fax 404-892-8651 
E-mail : IMAGES USA@aol.com 
Robert L. McNeil Jr., President 
Full service, Data collection/Field service 
African-American, Asian , Hispanic, Native American 

In Gold Research Services, Inc. 
17501 Janesville Rd. 
Muskego, WI 53150 
Ph. 414-679-2600 
Fax 414-679-1445 
Marguerite Ingold , President 
Data collection/Field service 
African-American, Middle Eastern 

Interviewing Service of America, Inc. 
16005 Sherman Way, Ste. 209 
Van Nuys, CA 91406 
Ph . 818-989-1044 
Fax 818-782-1309 
Michael Halberstam, President 
Data collection/Field service, Sampling, Translations 
African-American , Asian , Hispanic, Middle Eastern, 
Native American 

IPC 
IPC (International Point of Contact) 
32 E. 31st St. 
New York, NY 10016 
Ph. 212-213-3302 
Fax 212-213-2554 
E-mail: RBrooks597@aol.com 
Rhoda Brooks, Partner 
Data collection/Field service 
African-American, Asian , Hispanic 

Comprehensive market research services special­
izing in international and domestic foreign language 
projects. Data collection by telephone, mail or per­
sonal interviews in the U.S. or abroad. Call us for 
your customized research needs. Not limited to large 
projects. 
(See advertisement on p. 82) 

* JRH Marketing Services, Inc. 
29-27 41st Ave., Penthouse 
New York, NY 111 01 
Ph. 718-786-9640 
Fax 718-786-9642 
J. Robert Harris II , President 
Full service 
African-American, Asian , Hispanic, Middle Eastern, 
Native American 

* indicates a firm owned by an ethnic minority 
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HISPANIC & ASIAN MARKETING 
COMMUNICATION RESEARCH, INC. 

Full Service Qualitative and Quantitative Research in 
Spanish, Portuguese and Most Major Asian Languages 

Featuring: 
• A multicultural research team that uses cultural 

insights to design and conduct focus groups, 
in-depth interviewing, tracking studies, customer 
satisfaction studies, and attitude and usage studies 

• Data collection in major US markets, Latin America, 
and Asia 

• Psycho-Socio-Cultural conceptualization 
and interpretation 

• Multilingual computer assisted telephone 
interviewing for the US and abroad, with on-site 
and remote monitoring for 53 stations 

• State of the art focus group facility in the center of 
the San Francisco- San Jose peninsula, specifically 
located and designed for multicultural research 

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

Phone: (415) 595 5028 • FAX: (415) 595 5407 -
Call for free brochure or visit us at http:/ /www.hamcr.com 

1301 Shoreway Road, Suite 100, Belmont, California 94002 
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*Juarez & Associates 
12139 National Blvd. 
Los Angeles, CA 90064 
Ph. 310-478-0826 
Fax 31 0-4 79-1863 
E-mail: juarez@ix.netcom.com 
Nicandro Juarez, President 
Full service, Data collection/Field service 
African-American, Hispanic 

*Las Vegas Surveys, Inc. 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph. 702-650-5550 
Fax 702-598-0883 
Carlos Kelley, V.P./Research Director 
Full service, Data collection/Field service 
African-American, Hispanic 

Lee Slurzberg Research, Inc. 
379 Windsor Rd. 
Englewood, NJ 07631-1424 
Ph. 201-567-2265 
Fax 201-567-5661 
Lee Slurzberg, President 
Full service 
African-American, Hispanic 

Macro Consulting, Inc. 
2581 Leghorn St. 
Mountain View, CA 94043 
Ph. 415-964-9707 
Fax 415-964-9949 
E-mail: dick@macroinc.com 
http://www.macroinc.com 
P. Richard McCullough, President 
Full service, Data col lection/Field service, Consultation 
Asian , Hispanic 

MACR«< 
INTERN AT I 0 N A L IN C . 

Macro International , Inc. 
100 Avenue of the Americas 
New York, NY 1 0013 
Ph. 888-MACRO-US 
Fax 212-941-7031 
E-mail: Rhindress@macroint.com 
http://www.macroint.com 
Mindy Rhindress, Sr. Vice President 
Full service 
Hispanic 

Full-service, custom-designed qualitative/quantita­
tive research . Consumer, executive, business-to­
business research ; concept and copy testing, posi­
tioning, segmentation and tracking studies; mys­
tery shopping and legal research. Full multivariate 
skills; predictive dialing, 201-station in-house CATI 
telephone facility or personal outside interviewing. 
Spacious on-premise conference/focus group cen­
ter with state-of-the-art video/audio capabilities in 
both New York and Burlington, VT. Test kitchen. 
Brochures available. 
(See advertisement on p. 29) 

Market Development Associates, Inc. 
5050 Poplar Ave. , Ste. 920 
Memphis, TN 38157 
Ph . 901-682-1 011 
Fax 901-684-5352 
E-mail: MKTDEVLP@aol.com 
http://www.mdaresearch.com 
John Choate, President 
Full service, Data collection/Field service 
African-American 

IPC 
International Point of Contact 

32 East 31st Street 

New York, NY 10016 

Phone: (212) 213-3303 Fax: (212) 213-3554 
E-Mail: JELIPC@aol.com 

• International research 
• Foreign language data collection 

(All Asian and European languages) 
• Central location telephone interviewing 
• National and International capability 
• CATI- Multiple Systems 

• Data Entry, Coding and Tabulation Services 

Contact Rhoda Brooks or Andy Jelito 

*Market Development, Inc. 
1643 Sixth Ave. 
San Diego, CA 921 01 
Ph. 619-232-5628 
Fax 619-232-0373 
RogerS. Sennott, V.P./G.M. 
Full service 
Hispanic 

*Market Segment Research , Inc. 
1320 S. Dixie Hwy., #120 
Miami, FL 33146 
Ph. 305-669-3900 
Fax 305-669-3901 
Gary L. Berman, President 
Full service 
African-American, Asian , Hispanic 

*Market Study International , Inc. 
9700 Richmond Ave ., Ste. 108 
Houston, TX 77042 
Ph. 713-952-1400 
Fax 713-952-1488 
Rafael Mendoza, Vice President 
Full service, Data collection/Field service 
Hispanic 

Marketing Matrix 
2566 Overland, Ste. 716B 
Los Angeles, CA 90064 
Ph . 310-842-8310 
Fax 310-842-7212 
E-mail: Mmatrix@primenet.com 
Lynn Walker Moran, Facility Manager 
Data collection/Field service, Focus group 
Hispanic 

MBC 
366 Madison Ave. 
New York, NY 10017 
Ph . 212-599-7 400 
Fax 212-599-7410 
E-mail : padmbc@attmail.com 
Dr. Peter Demetriou, Partner 
Full service 
African-American, Asian, Hispanic, Middle Eastern 

*Mclaughlin Research Interview Service, Inc. 
1118 Galloway St. N.E. 
Washington , DC 20011 
Ph. 202-526-01 77 
Fax 202-526-8747 
Alma Mclaughlin, Field Director/Owner 
Data collection/Field service 
African-American, Hispanic, Native American 

*MDI Interviewi ng Services 
1101 Bay Blvd ., Ste. D 
Chula Vista, CA 91911 
Ph . 619-424-4550 
Fax 619-424-4501 
Jose Suarez, Operations Manager 
Data collection/Field service 
Hispanic 

* indicates a firm owned by an ethnic minority 
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Meadowlands Consumer Center INC. 
The Plaza at the Meadows 
100 Plaza Dr. , 1st fl. 
Secaucus, NJ 07094 
Ph . 201-865-4900 or 800-998-4777 
Fax 201 -865-0408 
Lauren Heger, Field Director 
Focus Group 
African-American , Hispanic 

*Meneses Research & Associates 
11956 Bernardo Plaza Dr., Ste. 318 
San Diego, CA 92128-3538 
Ph . 619-676-9643 
Walter Meneses, President 
Data collection/Field service 
Hispan ic 

MGZ Research 
5715 Silent Brook Ln . 
Rolling Meadows, IL 60008 
Ph. 847-397-1513 
Fax 847-397-9016 
Martha Garma Zipper, President 
Consultation 
Hispanic 

*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 
Data collection/Field service 
Hispanic 

*MOl , Inc. 
Marketing and Strategic Research 
P.O. Box 1439 
Princeton, NJ 08542 
Ph . 609-683-0555 
Fax 609-683-7 411 
E-mail : MOIINC@worldnet.att.net 
Mila Montemayor-Orr, President 
Full service 
African-American 

NorTex Research Group/Dallas 
8700 N. Stemmons Fwy., Ste. 190 
Dallas, TX 75247-3715 
Ph. 800-315-TEXX 
Fax 214-630-6769 
Kelly Lynn Ireland, Facility Director 
Data collection/Field service 
African-American, Hispanic 
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*Novasel Associates 
67-45 179th St. 
Flushing, NY 11365 
Ph. 718-591-7736 
Fax 718-591-7386 
Judy Novasel, President 
Full service 
African-American, Asian , Hispanic, Middle Eastern, 
Native American 

Paria Group, Inc. 
Central Park East 
1815 S. State St. , Ste. 4000 
Orem, UT 84097 
Ph. 801-226-8200 
Fax 801-226-4819 
E-mail: mail@paria.com 
http://www.paria.com 
Stephen M. Zimmerman, President 
Data collection/Field service 

Olchak Market Research (OMR) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 

African-American, Asian , Hispanic, Middle Eastern, 
Native American 

Ph. 301-441-4660 
Fax 301-4 7 4-4307 
E-mail : omr dc@aol.com 
Jill L. Siegel , President 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 

Data collection/Field service 
African-American 

Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : 1 02403.203@compuserve.com 
Dr. Elaine M. Lyons-Lepke, President 
Full service *OmniTrak Group, Inc. 

725 Davies Pacific Center 
841 Bishop St. , Ste. 725 
Honolulu, HI 96813 
Ph. 808-528-4050 
Fax 808-538-6227 

African-American, Asian, Hispanic 

Phase Ill Market Research 
1150 N. First St. , Ste. 211 
San Jose, CA 95112 

E-mail : 103377 .2665@compuserve.com 
Alan Ellis, Vice President 

Ph. 408-947-8661 
Fax 408-293-9909 

Full service, Data collection/Field service 
Asian 

Nancy Pitta, President 
Data collection/Field service 
Asian , Hispanic 

'-' -z :z: 
II-

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

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

with no compromise in quality!" 

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

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

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

Partners with survey 
researchers since 1977 
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Who: 

Target 
Market 
Research 
Group, Inc. 

• Offers Hispanic market expertise with U.S. 
general market methods and standards 

• Approved supplier for leading Hispanic 
market advertisers and agencies 

• Experienced and highly trained bilingual/ 
bicultural personnel 

• Satisfying discerning clients since 1989 

What: 

• Custom/proprietary marketing research from 
thorough design to insightful analysis 

• Objective, decision-oriented research with a 
high level of service and attention to detail 

• Conducts marketing & creative strategy 
studies, exploratory & idea generation 
research, product & concept research, 
image & positioning research, advertising 
pre-testing, performance tracking, customer 
profile & satisfaction studies, price sensitivity 
research and market segmentation studies 

• Wide range of methodologies & techniques: 

- Telephone/CAT!, door-to-door, mail and 
mall/street intercept interviews/CAP! 

- Focus groups, mini-groups, dyads and 
in-depth/one-on-one interviews 

• State-of-the-art tabulation capabilities and 
sophisticated multivariate analyses 

Whe,e: 

• National coverage (U .S. and Puerto Rico) 

When: 

• Timely, responsive bids and projects that are 
on-time, on-budget and right on target 

Why: 

• Our specialists will spot Hispanic market 
problems, opportunities and ambiguities 
from the very beginning and help you define 
which areas you need to address 

• The information we provide will allow you to 
draw useful and relevant conclusions and 
help your team make Hispanic marketing 
decisions efficiently and effectively 

• Discover why most of our new assignments 
come from satisfied clients and referrals 

Target Market Research Group, Inc. 
4990 SW 72 Avenue, Suite 110 

Miami, Florida 33155-5524 
Contact: Martin G. Cerda ext. 106 

(305) 661-1 492 I Fax: (305) 661-9966 
Discover Our Commitment to Excellence 

1-800-500-1492 

Prange & O'Hearn, Inc. 
Marketing & Research Group 
6401 S.W. 87th Ave., #120 
Miami, FL 33173 
Ph. 305-271-8788 
Fax 305-271-9448 
Randy Prange, CEO 
Full service 
Hispanic 

QualiData Research, Inc. 
170 Garfield Pl. 
Brooklyn, NY 11215 
Ph. 718-499-4690 
Fax 718-499-4690 
E-mail: qualidata@aol.com 
Sharon Wolf, Principal 
Full service 
African-American, Asian , Hispanic, Middle Eastern, 
Native American 

*Recruiting Resources Unlimited 
131 Beverley Rd. 
Brooklyn, NY 11218 
Ph. 718-435-4444 
Fax 718-972-3926 
Connie Livia, President 
Data collection/Field service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

New York's largest recruiting service for focus 
groups, mock juries and lOis. Our specialties in­
clude: corporate executives; technical, medical , le­
gal and financial professionals; millionaires; foreign 
language studies; ethnic markets - Asian , Middle 
Eastern, Russian, Polish, Black, Latino; and extraor­
dinary consumers recruited throughout the entire 
tri-state area from our extensive computerized 
databank, or from the sample of your choice. Rush 
groups are our forte. RRU 's professional staff of 
on-site recruiters can successfully recruit projects 
of any size or scope with attention to your specifi­
cations. We provide frequent computerized respon­
dent profile updates. Call us and have an experi­
enced team behind you. 
(See advertisement on p. 85) 

Reyes Research 
1165 Kingston Ln. 
Ventura, CA 93001 
Ph. 805-278-1444 
Fax 805-278-1447 
Michele Reyes, General Partner 
Data collection/Field service, Focus group 
African-American, Hispanic 

:\1ARKET RESEARCII AND DEMOGRAPIIY 

*Rincon & Associates 
6060 N. Central Expwy. , Ste. 670 
Dallas, TX 75206 
Ph. 214-750-0102 
Fax 214-750-1015 
E-mail : info@rinconassoc.com 
http://www.rinconassoc.com 
Dr. Edward T. Rincon , President 
Full service 
African-American , Asian , Hispanic 

Rincon & Associates specializes in ethnic consumer 
research utilizing such tools as survey research , 
focus groups, and demographic analysis. Bilingual 
interviewers and moderators experienced with His­
panic, African-American, and Asian markets. Stud­
ies include copy testing , segmentation analysis, 
demographic analysis, taste tests, image assess­
ment, legal issues, and customer satisfaction . Beau­
tiful focus group facility, central telephone interview­
ing center, and test kitchen. Hispanic owned and 
operated. 
(See advertisement on p. 27) 

*Roslow Research Group, Inc. 
151 Haven Ave . 
Port Washington , NY 11050 
Ph. 516-883-1110 
Fax 516-883-4130 
Peter Roslow, President 
Full service 
Hispanic 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph. 619-265-2361 or 800-895-1255 
Fax 619-582-1562 
Jean Van Arsdale, President 
Full service 
African-American , Hispanic 

Scientific Telephone Samples 
6 Hutton Centre Dr., Ste. 1245 
Santa Ana, CA 92707 
Ph. 800-944-4-STS or 714-241-7900 
Fax 714-241-7910 
E-mail: STSSAMPLES@aol.com 
Steve Clark, Partner 
Sampling 
African-American , Asian , Hispanic 

STS is the best choice for quality random digit (ROD) 
and demographically targeted ROD sampling. Five 
cents per number, with aggressive discounts. One 
cent extra per number for demographic or lifestyle 
targeted samples. Free business purging. Any ge­
ography or ROD sampling method. Standard turn-

* indicates a firm owned by an ethnic minority 
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around 24 hours, one-hour service if needed. Qual­
ity service and ROD sampling since 1988. 
(See advertisement on p. 43) 

*Segmentation America, Inc. 
8351 Roswell Rd ., Ste. 349 
Atlanta, GA 30350 
Ph. 770-591-7730 
Fax 770-591-5209 
Mario de Ia Guardia, President 
Full service 
African-American , Asian , Hispanic 

The Consumer Products Specialists. Segmentation 
America works side by side with marketers to ac­
quire the consumer insight necessary to gain the 
marketing advantage. We understand consumer 
marketing and design research to gain actionable 
insights. At Segmentation America, we specialize 
in concept optimization, brand name and image test­
ing , advertising communication, packaging com­
munication and product optimization . We look for­
ward to the opportunity to serve you. 
(See advertisement on p. 5) 

*Southern Spectrum Research , Inc. 
1600 Canal St. , Ste. 400 
New Orleans, LA 70112 
Ph . 504-539-9222 
Fax 504-539-9228 
Linda DeCuir, Research Coordinator 
Data collection/Field service 
African-American, Asian , Hispanic 

*Strategic Directions Group, Inc. 
46 E. 4th St. , #11 00 
St. Paul , MN 55101 
Ph. 612-228-7250 
Fax 612-228-7260 
Carol Morgan, President 
Full service 
Hispanic 

*Strategic ReSource Associates 
105 S. Joshuas Way 
Yorktown , VA 23692 
Ph. 757-833-7867 
Shelia Carter-Little, Consultant 
Full service 
African-American 

Strategy Research Corporation 
100 N.W. 37th Ave ., 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
E-mail : strategy@icanect.net 
Richard W. Tobin , PresidenVCEO 
Full service 
Hispanic 

Apri11997 www.quirks.com 

*Ray Suh & Associates, Inc. 
12 Perimeter Park Dr., Ste. 101 
Atlanta, GA 30341 
Ph. 770-986-9267 
Fax 770-986-9485 
Ray Suh , Principal 

Survey Methods Group 
140 2nd St. , Ste. 400 
San Francisco, CA 941 05 
Ph. 415-495-6692 
Fax 415-995-8185 
Linda Rynazewski , Vice President Marketing 
Data collection/Field service Full service, Consultant 

Asian African-American, Asian , Hispanic, Middle Eastern, 
Native American 

Recruiting Resources Unlimited 
Over 20 Years Experience 

Recruiting Qualified Respondents 
for 

Focus Groups 
One-on-One's Mock Juries 
Political Surveys Testimonials 

Foreign Language Groups 
Chinese, Japanese, Korean, Russian, Spanish 

* 
comprised of 

CEO, COO, CFO, VP's Department Heads 
Entrepreneurs I Professionals 

MIS/DP/TCM I End Users 
Millionaires I Investors 

Ordinary & Extraordinary Consumers 
* 

Our Service Is Second To None 
Over 200,00 Potential Respondents 

African American, Asian, Caucasian, Latino, Middle Eastern 
Thousands of Virgin Respondents 

Computerized Overview Reports 
Screener Development 

Professional/Executive & Bilingual Recruiters 
Rush Groups Are Our Specialty 

* 
RECRUITING RESOURCES UNLIMITED 

Your Best Resource in New York 
Servicing Greater NY and the USA 

131 Beverley Rd., Brooklyn, NY 11218 
Tel: 718-435-4444 Fax: 718-972-3926 

Connie Livia, President 
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1997 ETHNIC RESEARCH DIRECTORY 

Research & Consulting, Inc. 

AN AWARD WINNING 

MARKETING RESEARCH FIRM 

Call Today For A Comprehensive 

Capability Statement 

A FULL SERVICE RESEARCH COMPANY FOR G ENERAL MARKETS 

SPECIALIZING IN MINORITY MARKETS 

African-American 

Hispanic 

Asian 

Elderly 

• Attitude, Awareness and Usage Studies • Focus Groups 
• Advertising Development!festing • Interviewing 
• Product Development/Feasibility Studies • Intercept Studies 
• Satisfaction Studies • Sampling Programs 

4294 Memorial Drive, Sujte D, Decatur, GA 30032 
Office (404) 298-0139 • (800) 293-0139 

FAX (404) 298-0026 

~ Survey 
• j Sampling, 
=...Inc.' 

Survey Sampling, Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail : info@ssisamples.com 
http://www.ssisamples.com 
Christopher DeAngelis, Nat'l. Sales Mgr. 
Sampling 
African-American, Asian , Hispanic 

Leading source for statistically accurate and cost 
efficient samples for telephone, mail and door-to­
door survey research . SSI 's on-line sampling soft­
ware, SSI-SNAP™ lets you place sample orders us­
ing your own PC and modem! Target race/ethnicity, 
income, age, low-incidence groups, and businesses. 
Partners with researchers since 1977. 
(See advertisement on pp. 20, 49, 83) 

Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail : SURVEYSUNL@aol.com 
Gladys Ronco, President 
Data collection/Field service 
African-American, Hispanic 

*Target Market Research Group , Inc. 
4990 S.W. 72nd Ave ., Ste. 110 
Miami, FL 33155-5524 
Ph. 800-500-1492 or 305-661-1492 
Fax 305-661-9966 
E-mail : martin_cerda@tmrgroup.com 
http://www.tmrgroup.com 
Martin G. Cerda, President 
Full service, Data collection/Field service, Consultation 
Hispanic 

Full-service qualitative and quantitative research 
among U.S. Hispanics on a national level. Spe­
cializing in custom/proprietary marketing and cre­
ative strategy studies, exploratory/ideation re­
search, concept/product research , advertising pre­
testing/tracking and market segmentation studies. 
Emphasizing quality in project design , implemen­
tation and analysis. Approved supplier for leading 
advertisers according to gross Hispanic media 
expenditures. Brochure and references available 
upon request. Minority business enterprise (His­
panic) . 
(See advertisement on p. 84) 

* indicates a firm owned by an ethnic minority 
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Taylor Research 
Video Conterencing Center 
1545 Hotel Circle S., Ste.350 
San Diego, CA 921 08 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail : MKTRES@taylorresearch .com 
http://www.taylorresearch .com 
Harriett Huntley, Operations Manager 
Data collection/Field service 
African-American, Asian, Hispanic, Native American 

San Diego's diverse population and proximity to 
Mexico makes it an ideal location tor recruiting 
Hispanics and Asians. Taylor has bilingual inter­
viewers and supervisors on staff to handle your 
most complex project. As Southern California's 
most client service-oriented field office we enjoy 
a reputation tor the highest quality interviewing 
and facilities along with closeness to the airport, 
hotels and downtown. Our popularity and volume 
of work allow us to otter competitive pricing with 
superior quality. · 
(See advertisement on p. 87) 

1-{t"H'Hn.· h & ( "oruultinM. In c. 

*V & L Research & Consulting, Inc. 
4294 Memorial Dr. , Ste. D 
Decatur, GA 30032 
Ph. 404-298-0139 
Fax 404-298-0026 
Delphyne L. Lomax, Principal , Quant. Rsch . 
Full service, Data collection/Field service 
African-American, Asian , Hispanic, Middle East­
ern , Native American 

Qualitative and quantitative research among the 
general market, with expertise in specialty mar­
kets; African-American, Hispanic, Asian , elderly 
and rural. Full-service - methodological design, 
moderation, recruiting , questionnaire develop­
ment, telephone interviewing, data processing and 
analysis. AAU/image satisfaction studies. Adver­
tising development/testing . Intercept studies. 
Product placement/tracking. Executive/medical 
interviewing. 
(See advertisement on p. 86) 
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*The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
Ph. 716-546-7 480 
Fax 716546-7427 
E-mail : marytwin@aol.com 
Mary Frances Winters, President 
Full service, Data collection/Field service, Focus group 
African-American, Asian, Hispanic, Native American 

San Diego's 

TAyloR REsEARc~! 
And 

VIDEOCONFERENCING 
[ill CENTER 

• Ethnic Recruiting 
• Bilingual Supervision 
• Interpreterffranslation 
• Large Hispanic/ Asian Population 
• Three Custom-Built Focus Group Suites 
• Multi-Purpose Room with Viewing that seats 32-75 
• Airport Close, Seven Minutes by Taxi 
• Test Kitchen, 300+ square feet 

OVERSIZED 

MULTI-PURPOSE 

STA DARD# I 

Take your choice of one of three custom-built focus group suites, each with 
viewing and client lounge. Step outside onto our private patio and enjoy the 
warm California weather. 

If you are doing one-on-ones, or a small group, ask us about our Mini-Priced 
IDI/Mini Group Room. 

Taylor Research, Exceeding All Business Standards! 

TAyloR REsEARCH 
1 54 5 HorEl CiRclE SourH, SuirE } 50 SAN DiEqo, CAlifoRNiA 9 2 1 08 

PHONE: 1-800-9 2 2-1 54 5 
(from any USA location) 
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Classified Ads 

M 
A 
R 
I 

So. California's 

HISPANIC FIELD SERVICES 
• Shopping mall intercepts • Permanent mall locations 
• Door-to-interviews • All sites set up for copy testing 
• Focus group recruitment and moderating 
• Translation , consecutive and simultaneous interpretation, audio 

tape transcriptions 
All interviewers are Hispanic, bilingual , and as such, understand 
the culture. Won't your clients be pleased when they find out you 
can offer them these field services? 

MARl HISPANIC FIELD SERVICES 
2030 E. Fourth Street, Suite 205 • Santa Ana, CA 92705 

(714) 667-8282 FAX (714) 667-8290 

MARKET RESEARCH PROFESSIONALS 
Market Researchers with 3 + yrs. exp. needed for short and long term positions. If you have 
hands·on industry experience in any of the following areas, we have an opportunity for you. 

• Account management • Pricing evaluation • Sample design/selection 
• CATI programming • Product testing • SAS/SPSS programming 
• Communications testing • Project management • Scanner/syndicated 
• Data analysis 
• Data graphing 
• Database analysis 
• Field management 

• Qualitative research 
design/analysis 

• Quantitative research 
design/analysis 

data analysis 
• Sensory evaluation 
• Spec writing 

• New product evaluation • Q're editing/coding 
• Statistical analysis and 

modeling 
• On-line database searches 

2961 N. Halsted, #130 
Chicago, Illinois 60657-5 149 

• Report writing 

TI-lE 
OUEOTION 
OHOP,inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

• Tab development 

http://Www. marketinglink.com 

RYAN REASOR 
President 

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

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. 

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

-<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=) 

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 
-<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=) 
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List1n Additions 
On p. 59 of the February issue, the listing for First Market Re­
search Corp . in the 1997 Data Processing/Statistical Analysis 
Directory contains an incorrect Zl P code . The code should read 
02215. 

Please add the following firm to the 1997 Directory of Data Pro­
cessing, Statistical Analysis and Software: 

Geo Demographics , Ltd. 
69 Arch St. 
Johnson City, NY 13790 
Ph . 607-729-5220 
Fax 607-729-5909 
Warren Crowder, Marketing Direc tor 

Services: CD , DE , DT, SA 

Please add the following firms to the 1997 Directory of Mystery 
Shopping Firms: 

National Shopping Service Network, LLC 
P_Q. Box 75 
Eastlake , CO 80614 
Ph. 303-451-0538 
Fax 303-451-0325 
E-mail : NSSN@worf.omn .com 
http://www.omn.com/nssn 
Howard Troxel , President 
Nationally- Data Collection/Field Svc. 
B, E, F, R, RT, S 

Sales & Service Evaluators, Inc. (SSEI) 
5050-B Gulf Blvd . 
St. Pete Beach , FL 33706 
Ph. 813-367-7574 
Fax 813-367-3348 
Dick German , President 
Nationally- Full Service 
B, E, F, R, RT, S 

Offices 
Headquarters: Evan Tweed, Quirk's 
Marketing Research Review, 8030 Cedar 
Avenue South, Suite 229, Minneapolis, MN 
55425. Phone 612-854-5101 , Fax 612-854-
8191, E-Mail: evanqmrr@mn.uswest.net 

West Coast: Lane Weiss , Lane Weiss & 
Associates, 10 Black Log Road, Kentfield, CA, 
94904. Phone 415-461-1404, Fax 415-461-
9555 
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Trade Talk 
continued from p. 90 
vides a quick look at the role of research in package design. 

The centerpiece of the book is an exhaustive, informative 
chapter by Herbert Meyers of Gerstman + Meyers Inc., a 
brand identity and design consulting firm. In 60 pages Meyers 
covers all the aspects of package design , from the roles of 
color, copy and shape to researching and producing the final 
product. 

The book's strengths are its thoroughness and its readabil­
ity. The writers have plenty of knowledge to impart but they 
address the audience as peers rather than students. No jar­
gon or convoluted academic double-talk here; just solid, real­
world information. 0 

Doyle closes the book with "The Consumer Side of Pack­
aging Power," a snapshot of where consumer perceptions of 
packaging are now, gleaned from the thousands of consum­
ers who participate in Doyle 's Consumer Network panel. 

Packaging Strategy: Winning the Consumer ($45.00, hard­
cover, 179 pages), edited by Mana Doyle, is available from 
Technomic Publishing Company, Inc., Order Dept., 851 New 
Holland Ave. , Box 3535, Lancaster, Pa., 17604. Phone 800-
2 3 3-9 9 3 6. Fax 71 7-2 9 5-4 53 8. Web site http: I I 
www. techpub. com. E-mail: marketing@ techpub. com. A de­
tailed brochure describing the book and listing its complete 
table of contents is available from the publisher upon request. 

ACG Research Solutions .............. ......... 53 FocusVision Network, Inc ....................... 35 Precision Field Services, Inc ............... 6, 58 
Ph . 314-726-3403 • Fax 314-726-2503 Ph. 203-961-1715 • Fax 203-961-0193 Ph. 708-390-8666 • Fax 708-390-8885 

Affordable Samples , Inc ........................ 32 GENESYS Sampling Systems .................. 79 Pulse Train Technology, Ltd ................... 23 
Ph. 800-784-8016 • Fax 203-637-8569 Ph . 215-653-7100 • Fax 215-653-7114 Ph. 407-842-4000 • Fax 407-842-7280 

BestMark Research ............................. 60 Group Dynamics In Focus, Inc ................. 34 Quality Controlled Services .................... 37 
Ph . 612-922-2205 • Fax 612-922-0237 Ph. 610-668-8535 • Fax 610-668-2072 Ph . 800-325-3338 • Fax 314-827-3224 

Bosma & Associates lnt'l ....................... 56 GroupNet .......................................... 39 QUESTAR .......................................... 3 
Ph . 800-377-2945 • Fax 800-377-0866 Ph . 800-288-8226 • Fax 513-984-7464 Ph. 612-688-0089 • Fax 612-688-0546 

Brand Institute, Inc .............................. 65 Hispanic & Asian Mktg. Comm. Rsch ......... 81 Recruiting Resources Unlimited .............. 85 
Ph . 212-557-21 00 • Fax 212-557-3232 Ph . 415-595-5028 • Fax 415-595-5407 Ph. 718-435-4444 • Fax 718-972-3926 

Burke, Inc ................ Inside Front Cover, 36 Hispanic Market Connections , Inc ............ 80 Research Connections, Inc ................ ..... 24 
Ph . 513-241-5663 • Fax 513-684-7500 Ph. 415-965-3859 • Fax 415-965-387 4 Ph. 908-232-2723 • Fax 908-654-9364 

The Burke Institute ........... Inside Back Cover ICR ........................................ 49, 51 , 53 Rincon & Associates ............................ 27 
Ph. 606-655-6089 • Fax 606-655-6064 Ph. 610-565-9280 • Fax 610-565-2369 Ph. 214-750-0102 • Fax 214-750-1015 

Business Intelligence Associates ............ . 61 1/H/R Research Group ........................... 40 RSVP Research Services ....................... 21 
Ph. 614-771 -7188 • Fax 614-529-0270 Ph. 702-734-0757 • Fax 702-734-6319 Ph. 215-969-8500 • Fax 215-969-3717 

Chesapeake Surveys ............................ 46 IPC (International Point of Contact) .......... 82 Sawtooth Technologies ......................... 30 
Ph. 410-356-3566 • Fax 410-581-6700 Ph. 212-213-3303 • Fax 212-213-3554 Ph. 708-866-0870 • Fax 708-866-0876 

CHK•UR•SERV ................................... 51 Barry leeds & Associates , Inc ................. 33 Schreiber, Inc ................. ................... 42 
Ph . 417-882-5787 • Fax 417-890-8259 Ph. 212-889-5941 • Fax 212-889-6066 Ph. 817-431-3899 • Fax 817-431-5572 

Columbia Information Systems ............... 50 LEXIS•NEXIS ..................................... 31 Schwartz-Field Service , Inc .................... 47 
Ph. 503-225-8418 • Fax 503-225-8400 Ph. 800-227-4908 • Fax 937-865-7902 Ph. 813-933-8060 • Fax 813-935-3496 

Consumer Opinion Services .................... 8 Macro International, Inc ........................ 29 Scientific Telephone Samples ................. 43 
Ph. 206-241 -6050 • Fax 206-241-5213 Ph. 888-MACRO-US • Fax 212-941-7031 Ph. 800-944-4787 • Fax 714-241-7910 

Consumer Research Ascts./Superooms ...... 54 Maritz Marketing Research , Inc ............... 57 Segmentation America , Inc ............. ........ 5 
Ph. 800-800-5055 • Fax 415-392-7141 Ph. 800-446-1690 • Fax 314-827-8605 Ph. 770-591-7730 • Fax 770-591-5209 

Discovery Research Group ..................... 58 MarketVision Research , Inc .................... 56 Socratic Software ................................. 7 
Ph . 800-678-3748 • Fax 801-944-0550 Ph. 513-791-3100 • Fax 513-794-3500 Ph. 800-5-Socratic • Fax 415-641-8205 

East Market Research .......................... 65 Medical Marketing Research , Inc ............. 64 Sorkin-Enenstein Research Services .. .... ... 48 
Ph . (U.S.) 312-828-9230 • Fax 86-20-8384-2368 Ph. 919-870-6550 • Fax 919-848-2465 Ph. 312-828-0702 • Fax 312-828-9530 

Ebony Marketing Research , Inc ... ............ 77 Mercator Corporation ........................... 60 SPSS, Inc ................. ............... .......... 19 
Ph . 718-217-0842 • Fax 718-320-3996 Ph . 508-463-4093 • Fax 508-463-9375 Ph. 312-329-2400 • Fax 312-329-3668 

Erlich Transcultural Consultants .............. 15 Moskowitz Jacobs, Inc ........................... 9 Survey Sampling , Inc .................. 20, 49 , 83 
Ph . 818-226-1333 • Fax 818-226-1338 Ph . 914-421-7 400 • Fax 914-428-8364 Ph. 203-255-4200 • Fax 203-254-0372 

Fieldwork, Inc ......................... Back Cover MRC Focus ....................................... 66 Target Market Research ............... ......... 84 
Ph. 312-828-9200 • Fax 312-527-3113 Ph. 702-734-7511 • Fax 702-734-7598 Ph. 800-500-1492 • Fax 305-262-0372 

FIND/SVP, Inc .................................... 44 Name Quest , Inc ................................. 64 Taylor Research .................... ............ . 87 
Ph . 212-645-4500 • Fax 212-645-7681 Ph . 602-488-9660 • Fax 602-530-2289 Ph. 619-299-6368 • Fax 619-299-6370 

First Market Research Corp .................... 52 PhoneSolutions, LLC ............................ 62 V&l Research & Consulting , Inc ..... ..... .... 86 
Ph . 800-347-7811 • Fax 617-482-4017 Ph . 520-296-1015 • Fax 520-296-3393 Ph. 800-293-0139 • Fax 404-298-0026 

Fleischman Field Research ............... 66 , 78 Pine Company .................................... 41 Video Focus Direct ............................... 55 
Ph . 415-398-4140 • Fax 415-989-4506 Ph . 800-969-7463 • Fax 310-453-3969 Ph. 800-235-5028 • Fax 800-448-1569 

Focus Suites Of Philadelphia .................. 25 The Polk Company .............................. 59 Walker Information .............................. 17 
Ph . 610-667-1110 • Fax 61 0-667-4858 Ph . 800-635-5522 • Fax 303-298-5489 Ph . 800-231-4904 • Fax 317-843-8897 
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By Joseph Rydholm/QMRR editor 

Packaged facts: book wraps up 
packaging knowledge 

The packaging for the average consumer product has a 
lot of jobs to do. It must handle the rigors of shipping 
and stocking, catch the consumer's eye, quickly com­

municate what the product is and what it does, and allow 
for easy storage and usage. And with tens of thousands 
of new products and line extensions introduced each year, 
not to mention the assault of private label brands, it has 
to do all that in a noi sy, hostile environment. 

Research Network, a Philadelphia research firm , the book 
presents real-world information on packaging and pack­
aging research from the people who design, research and 
write about packaging for a living. 

In 13 chapters, the various contributors to the book 
cover pretty much everything you always wanted to know 
about packaging and packaging research, from just what 
aT-scope is and how it works to the often contradictory 
effects of environmental concerns on packaging choices. Marketers who send packaging into that fray may ben­

efit from reading Packaging Strategy: Winning the Con­
sumer. Edited by Mona Doyle, founder of The Consumer 

Tony Adam , former vice president of marketing re­
search and planning at Campbell Soup Company, and a 

------------------------, director of strategic marketing research at Coca-Cola 

Fa reus by David Waisglass 
Gordon Coulthart 
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"It's a 30,000-page study that proves we 
don•t need to change the way we work." 

90 

(how's that for examples of legendary packaging?) muses 
on the value of color and shape in package design. 

In "Packaging. Solid Waste, and Environmental Trade­
Offs," Lynn Scarlett, vice pre ident of research at the Rea­
son Foundation , a public policy think tank in Los Ange­
les, and frequent writer on environmental policy issues, 
gives an overview of the issues surrounding "green pack­
ag ing," including some interesting insights on how sup­
posedly environmentally-friendly packaging solutions­
like McDonald's switch from polystyrene burger pods to 
paper and cardboard , and roundly condemned packaging 
like juice boxes- aren't what they seem to be. 

Craig Erickson , editor of the newsletter Shelf Presence , 
provides food for thought on copycat packaging in "The 
Cons and Cons of Copycat Packaging." Gerald Meier, vice 
president, packaging for Paper Machinery Corp. , in Mil­
waukee , contributes a thoughtful piece on (among other 
things) how the production capabilities of packaging 
manufacturers influence packaging design. Lorna 
Opatow, president of Opatow Associates, a New York City 
research firm that specializes in packaging research , pro-

continued on p. 89 
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EXCELLENCE 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Excellence, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

Rticipate in a Burke Institute 
seminar and you will experience our 
unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat­

ed staff who will counsel you concerning 
, the best training programs (ours or others) 

• •••• WoR\..Q~ to our outstanding seminar leaders who will 
educate you in the best practices utilized by 

marketing researchers worldwide. Through nearly 
2,500 seminars on 25 topics with more than 40,000 participants in 
26 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our seminars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppliers worldwide. Not 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mission i education. Participants from our seminars are never 
contacted for anything other than follow-up related to their continuing education. 
Guaranteed unconditionally. 

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 elect 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 results from attending dis­
jointed seminars from differenr sources. 

RECOGNITION. You get tangible profe sional recognition for attendance 
through our highly re pected 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 imme­
diately in day-to-day work. 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Fantastic - the best seminar on any subject I've been to. Right on target - will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I' ve been to. Content was practically oriented. 
Speaker excellent! Presented information in an extremely "user friendly" manner. 

Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

This seminar has been more u eful than any other coursework I've completed. Thi was 
worth more than the $ my company spent to end 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 

!D / 996, The Burke lnsrirure 

The Burke Institute 
Partial Schedule of Seminars Through December 1997 

101. Practical Marketing Research 

Boston . .. Jan.6-8 
St. Louis .. 
Cincinnati . 

. . Jan. 27·29 

.. Feb. 17· 19 
Chicago . . . . . . . . . . . . . . . • . . .. Mar. I 0- I 2 
Houston . . .. Apr. 7-9 
New York .. Apr. 28·30 
Cincinnati 
Atlanta . 
Philadelphia . 
Denver 
Cincinnati 

... May l9·21 
...... June9·1 1 

.. June30-July2 

.. July 15·17 

.. July 28·30 
Seattle ............... , • . . .. Aug. 25·27 

... Sept. 15·17 
. . Oct. 1·9 

.... Oct. 20-22 
. .. Nov. 17·19 
... Dec. 8·10 

New York . 
Minneapolis 
Chicago 
Boston . 
Cincinnati . 

103. ~1arketlng Research for Decision Makers 

New York , ..... May29·30 

104. Questionnaire Construction Workshop 

Boston . ................. Jan. 20·22 
Cincinnati . 
Detroit . 

. ... Feb. 24·26 
.. Mar. 24·26 

ew York. .. . . . . . ..... . .. . . Apr. 14· 16 
Kansas City 
Chicago . 
Cincinnati . 
NewOrleans .. 
Minneapolis 

ewYork . 
Dallas. 

105. Questionnaire Design 

Boston . 

.. May 12·14 
. ... June23·25 

. . . Aug. 4·6 
. ... Sept. 8· 10 

.. Sept. 29·0ct. I 
. ... Nov. 3·5 

. . Dec. 15· 17 

. .. Jan. 23·24 
Cincinnati. 
New York .. 
Chicago . 
Cincinnati 
NewOrleans . 

. ................ Feb. 27·28 

New York 

201. FocusGroups 

Toronto 
Chicago . 

. ..... Apr. 17· 18 
.... June26-27 

....... Aug. 7·8 
. .. ..... . . . . Sept. 11 · 12 

. . . . ... Nov. 6-7 

. . . Mar. 18· 19 
. . . . Ocl. 23·24 

202. Focus Group Moderator Training 

Cincinnati . 
Cincinnati . 
Cincinnati .. 
Cincinnati 
Cincinnati 
Cincinnati . 
Cincinnati . 
Cincinnati . 
Cincinnati . 

. . Feb. 4·7 
. .. Mar. 4-7 

........ Apr. 8· 11 

.. . . .... May6-9 
... June 17-20 

....... July22·25 
........ . .. Aug. 26·29 

.... . .. Oct. 7· 10 
. .. Dec. 2·5 

203. Focus Group Applications 

Cincinnati. 
Cincinnati . 

. . Feb. JO. J2 
. ... Oct. 13· 15 

204. Qualitative Research Reports 

Cincinnati . . .... . ...... . Feb. 13-14 
Cincinnati .. . ..... . . . ...... Oct. 16- 17 

301 . Communicating Marketing Research 

New York . . . Jan. 13· 15 
Cincinnati. . ....... Mar. I0-12 
New Orleans ........ Apr. 2 I ·23 
New York ..........•.• • ...... June 2-4 
Seattle . . . ... .. .... July 7·9 
Cincinnati .................... Aug. JS-20 
Chicago . . . Sept. 22·24 
New York . . . Nov. 10·12 

401. Managing MarketJng Research 

Cincinnati. 
New York 
Cincinnati . 
Boston . 

. .... .. . Mar. 13·14 
....... Junc5-6 

. .... Aug. 21·22 

. .... Nov. 20-21 

SOl. Applications of Marketing Research 

Cincinnati . . .... Feb. 20-21 
Houston . . .. Apr. 10-1 I 
Allanla . . ... June 12-13 
Cincinnati . . July 31 -Aug. I 
New York . . ..... Sept. I g. I 9 
Cincinnati . . ... Dec. 11- 12 

502. Product Research 

Cincinnati . . ...... . . . . . ... . Jan . 30-3 1 
New York .. Apr. 24·25 
Chicago . . ..... July 15·16 
Cincinnati .. . .. Oct 14-15 

504. Advertising Research 

New York. 
Cincinnati. 
Detroit . ' 
Cincinnati . 

. ..... Feb. 6-7 
.. May 15· 16 

............. July 24·25 
. ....... . Oct. 30·31 

505. Market Segmentation Research 

New York . 
Cincinnati 
Detroit ' 
Cincinnati . 

. .Feb. 4-5 
..... May 13·14 

.............. July 22-23 
........ . . . Oct. 28·29 

506. Customer atlsractlon Research 

Bos1on ....................... Jan. 9·10 
New York .... May 1-2 
Seaule . . ... Aug. 28·29 
Cincinnati ov. 24-25 

509. Using Geodtmographlc:s for Marketing Decision 
Making 

Orlando . . ... May 1·2 

601. 'Iran latina Data Into Actlonablt lnformatlon: An 
Introduction 

New York . 
Chicago . 
Cincinnati 
Seanle 
Chicago .. 

ewYork . 

. .......... Jan. l6-17 
. Mar. l3· 14 

................... May22·23 
..... July i0-11 

.......... Sept. 25-26 
..... Nov. 13·14 

602. Tools and Techniques of Data Analysis 

Chicago . . . Jan . 2 I ·24 
Cincinnati . . .. Mar. 4-7 
KansasCi ly . . ...... Apr. 15·18 
Cincinnati . . May 27-30 
New York .... . ... . ........... June30-July3 
Cincinnati .. Aug. 12· 15 
Chicago . . ....... Sept. 30-0ct. 3 
New York . ov. 4-7 
BoSion .. . . Dec. 16-19 

603. Practical Multivarlatt Analysis 

ew York . 
Seattle . 
Cincinnati . 
Chicago . 
Kansas City 
New York , 
Chicago . 
Cincinnati . 

. ............... Jan. 28·31 
. . . . . . .. Mar. 18·21 

. . . . ... . . . . ... . . . May6-9 
. .... June 17·20 

........ July 22·25 
.... Aug. 19·22 
. ... Oct. 7· 10 

. ........... Dec. 2·5 

701. International Marketing Research 

Boston ... Apr. 3·4 
Cincinnati . . .. Sept. 4-5 

702. Business to Business Marketing Research 

New York . . . ....... . .. . .... . . Mar. 24·26 
Cincinnati . . . Sept. 8- 10 

CERTIFICATE OF ACHIEVEMENT IN MARKETING RESEARCH METHODOLOGY & APPLJCATIONS 
Cincinnati . . . .... Feb. 17-Mar. 14, 1997 Cincinnati .... .July 28-Aug. 22, 1997 

CERTIFICATE OF PROFICIENCY I QUALITATIVE RESEARCH 
Cincinnati. . ..... Feb. 4·14, 1997 Cincinnati . . .......... Oct. 7·17. 1997 

CERTIFICATE OF PROFICIE CY 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 



Why settle? For quality recruiting it takes Fieldwork. 
It's a fact. The wrong focus group respondents will trip up your research every time. But how do you 
get the right ones? 

Fieldwork provides highly qualified and well-screened focus group respondents from the most extensive 
database in the industry. We not only check to make sure your panel meets your demographic standards. 
We also try to make sure your respondents are, well, responsive. 

Every Fieldwork location is its own world-class research environment, with state-of-the-art facilities 
and office services. In a convenient location right where you need us most. 

So make the call for better research. Call Fieldwork today. 

ATLANTA: 770-988-0330 

BOSTON- Downtown: 617-899-3660 

BOSTON- Waltham: 617-899-3660 

CHICAGO- North: 773-282-2911 

CHICAGO- O'Hare: 773-714-8700 

CHICAGO- Schaumburg: 847-413-9040 

DENVER: 303-825-7788 

EAST- Fort Lee, NJ: 201-585-8200 

NEW YORK - Westchester: 914-347-2145 

LOS ANGELES: 714-252-8180 

PHOENIX - Scottsdale: 602-438-2800 

PHOENIX - South Mountain: 602-438-2800 

Qualitative Multi-Location Studies: 1-800-TO-FIELD 

Fieldwork Phone Center: 1-888-TO-FIELD 

fieldwork 
Your Focus Group Partners 
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