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Now You Can Gef 
Consumers' Answers to Your 

Marketing Questions in 72 Hours. 
Low-cost, top quality custom market research 

from a nationally representative sample. 

OmniTei-The preferred source of answers to a few custom questions. 

ISIS-For interviews up to 15 minutes in length. 

T hese are the only telephone omnibus services proven to deliver the 
accuracy of premium dedicated surveys. This accuracy is the result of 
extensive experimental research. Our unique improvements include: 

question block rotation to eliminate order bias; ensuring that five callbacks 
are made to maintain representative­
ness; sample balancing to census data 
on age, sex, region, education and 
race; and daily geographic quotas. 

Specifications: 1,000 adults interviewed every weekend from computer­
generated random samples; 72-hour survey completion through tabulation 
by a standard demographic banner. (Custom banners are also available). 

Costs average $600-$700 per question for 1,000 interviews. 
~ISIS~ • • . .......... . 

Suggested Uses: Brand equity; awareness, attitude and usage; media research; customer 
satisfaction; concept screening and testing; image and positioning; public relations effective­
ness; market structure and price sensitivity studies. 

America's most popular national telephone omnibus services ••• 
from one of America's best-known custom research companies. 

For Complete Information and Pricing Call: 

New York Metro: (908) 572-7300 • FAX (908) 572-7980 
Chicago Metro: (312) 440-5252 • FAX (312) 266-1742 

Elsewhere: 1-800-444-9910 

BRUSKIN~GOLDRING 
R E s E A R c H 
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"I should have used FocusVtSiotf!" 

Video trans sion of 
live Focus Groups ... 
... right to your office. 
Atlanta Columbus, OH Kansas City 

Fieldwork, Inc. Quality Controlled Services Qual~ Controlled Services 
Plaza Research Dallas The ield House 
Superior Research 

Quality Controlled Services Los Angeles 
Baltimore Savitz Research Center Adler-Weiner Research, Inc. 

House Market Research Denver National Qualitative 
Network {Quick Test) Boston Information Research, Inc. Trotta Associates Bernett Research Services Colorado Market Research 

Fieldwork, Inc. Los Angeles, Detroit 
Chica~o Suburban Quality Controlled Services Orange Cty. 

Smi Research Trotta Associates Irvine, CA 
Quality Controlled Services Ft. Lauderdale, FL Minneapolis 
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Orman Guidance Research 
Chicago Downtown Houston 

Adler-Weiner Research, Inc. C. Q. S. Center for New Jersey 
Smith Research Qualitative Studies Schlesinger Associates, Inc. 

TAl-Chicago, Inc. Plaza Research TAl-New Jersey. Inc. 

Cincinnati Jacksonville, FL New York C~ 
The Answer Group Irwin Research Services Murr:/A Hill Center 

Wolf "Altschul/Gallahan 

• Everyone Can Attend 

• Speeds Up Information 

• Saves Staff Time 

• Cuts Travel Costs 

Philadelphia Tampa 
Focus Pointe Superior Research 
JRA Marketin~ Research 
Quality Contra 1ed Services Washintton, DC 

House arket Research 
Phoenix Westchester, NY Fieldwork, Inc. Fieldwork, Inc. 
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L Research Frankfurt, Germany 
Field Facts International 

Sacramento 
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Field Facts International 
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Sports brands battle for national recognition 186 brands with a national recognition 
of 87 percent. Soloflex, a much smaller 
brand but a long-time fixture of cable 
television, enjoys a brand awareness 
rating of 54 percent. By contrast, Life 
Fitness - a $200 million brand - is 

The top sports brands generate pow­
erful images in the national con­

sciousness, with Fruit-of-the-Loom, 
Nike, Reebok and Hanes 
enjoying nearly unani­
mous recognition in the 
public mind. These were 
among the findings of a 
recently completed study 
of 186 sports brands con­
ducted by American Sports 
Data, Inc., Hartsdale, N.Y. 

Of the top 20 brands reg­
istering the highest gains in national 
awareness from 1993 to 1996, seven 
were vendors of outdoors products and 
apparel. Teva, the leading sports sandal 
manufacturer, more than doubled its 
awareness during the three-year period 
with a gain of 119 percent. Other out­
doors brands sporting sizable increases 
in national recognition were Eastpak 
( +48 percent), Jansport ( +46 percent), 
Timberland ( +43 percent), Eddie Bauer 
( +38 percent), Kelty ( +37 percent), 
Patagonia ( + 30 percent) and R.E.I. (29 
percent). 

At the other end of the spectrum, 
emblematic of changing values which 
have influenced sports preferences, are 
the declines in the so-called blood sports 
of hunting and fishing. Three-year ero­
sion in brand awareness was evident for 
Colt (-12 percent), Browning (-12 per­
cent), Ruger ( -16 percent), Abu-Garcia 
( -21 percent), Berkley ( -18 percent) and 
Zebco ( -16 percent). 

Fitness equipment companies, with 
only a few exceptions, capture a very 
small share-of-mind. "In general, brand 
awareness is related to how long a brand 
has been around, and to how many 
people have ever purchased it," says 
Harvey Lauer, American Sports Data 
president. "So in the case of big-ticket 
items like exercise machines, where unit 
sales by individual brands will number 
'only' in the thousands, awareness will 
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be a lot lower than for smaller items like 
athletic shoes, which can permeate the 
entire population. 

"The exceptions here are brands with 
a strong TV or direct marketing pres­
ence. NordicTrack ranks seventh out of continued on p. 48 

Shop 'til 
you dro ~? 

hirty-four percent of Americans say 
they are shopping at malls less fre­

quently than one year ago, according to a 
recent Maritz AmeriPoll. The new study 
confirms a trend uncovered by an identi­
cal AmeriPoll study in 1994. 

Also in tandem with the 1994 poll, 
women today are turning away from malls 
at a higher rate than men. Thirty-nine per­
cent of women are shopping at malls less 

frequently compared to 27 percent of men. 
The top three reasons people are shopping less frequently at malls are: 

it's too expensive (18 percent), they don't need to buy/shop as much as 
they used to (9 percent), and they don't have enough time to shop at malls 
(8 percent). 

However, when they do shop at malls, Americans say crowding is the 
number one drawback (31 percent). More men find the crowds displeasing 
than women. Thirty-six percent of men cited this as the biggest drawback 
to shopping at malls compared to 26 percent of women. Surprisingly, 42 
percent of 18-24-year-olds said crowds are the biggest drawback to shop­
ping at malls compared to 29 percent of those 25 and up. 

While many people are using malls less, 11 percent say they are going 
more frequently, and over half (55 percent) are using them about the same. 
Among those who are shopping more frequently, better selections/more 
variety is the most common reason (15 percent). Convenience and increased 
income were both cited by 12 percent as the next most common reasons for 
shopping more frequently at malls. 

However, the average number of trips people make to the mall each month 
has dropped from 2.6 in 1994 to 1.97 today. Moreover, 22 percent of Ameri­
cans spend less than one hour at the mall per visit. Men are nearly twice as 
likely to get in and out of the mall at lightning speed, as 29 percent claim 
their average trip lasts less than one hour. Fifteen percent of women make 
the same claim. Overall, 76 percent of Americans spend less than two hours 
per trip, 19 percent spend three to four hours, and only 5 percent spend five 
or more hours per trip when shopping at malls. 

Maritz AmeriPoll is a national consumer opinion poll conducted regu­
larly by Maritz Marketing Re earch Inc., St. Louis. Results are based on 
telephone interviews with American adults. Accuracy of the results is ±3.09 
percent. For more information call800-446-1690. 
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ASW and CyberGold debut research services for 
Internet advertisers 

Audits & Surveys Worldwide (ASW), 
New York, has entered into a strategic 
alliance with CyberGold, Inc. , to pro­
vide Internet advertisers with market-

ing research services. In­
,~\ef/]fl;t ternet advertisers can 

now learn whether their 
target audience responds 

~ ~ to their message and de-
esea~c; velop a profile of those 

who do and do not re­
spond. Using CyberGold's Web market­
ing system, ASW will be able to sample 
consumers with specific characteristics 
which more precisely target an Internet 
advertiser's audience. ASW expects to 
enhance Internet survey participation 

rates through the use of CyberGold on­
line incentives. ASW will also provide 
CyberGold advertisers with indepen­
dent verification of Internet ad image, 
message retention , audience demo­
graphics and purchase intentions. 
CyberGold has developed a "pay for 
performance" system that enables mar­
keters to attract and reward consumers 
who respond to surveys , advertise­
ments, purchase/rebate offers, loyalty 
programs, registration drives and other 
marketing campaigns on any Web site. 
CyberGold's software handles reward 
fulfillment and tracking, charging mar­
keters only when consumers complete 
the requirements for each offer. For 

OBJECTIVE: 
Use the most efficient and productive RDD samples 
available. 

551 SOLUTION: 
Kean Spencer (President of Eastern Research Services) -

"We conduct telephone surveys for many of the nation's largest 
research companies, interviewing over 1,000 WATS hours per 
day. We use a lot of random digit samples. Samples provided 

by Survey Sampling are by fa r the best -
more efficient and productive. And S I 
employees are quick and responsive. 
It's no wonder that four out of five of 
Eastern's clients choose Survey 
Sampling when buying RDD samples." 

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

info@ssisamples.com. 

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

Partners with survey 
researchers since 1977 

more information call Jack Richman at 
212-627-9700 ext. 880. 

E-QUEST tells why 
people visit a Web site 

Elrick & Lavidge, At­
lanta, has introduced E­
QUEST, a new line of 
Internet research services 
designed to tell market­
ers why people visit their 
site . Results can be 

posted almost instantaneously and made 
available via E-mai l or posted on secure 
pages that on ly clients can use. E­
QUEST can act as a stand-alone service 
or can be combined in any number of 
ways with the company 's traditional 
marketing research serv ices. The E-

continued on p. 55 

INTELLIOUEST BRAND FORUM: 
The fifth annual lntelliQuest Brand 
Tech Forum will be held September 
29-30 at the Sheraton Park Place 
Hotel in San Francisco. The forum 
explores the latest issues in creat­
ing, managing and measuring tech­
nology brands. The 1997 forum will 
focus on customer relationship 
building and the management of 
brands in the interactive age. 
Speakers include Bob Herbold, ex­
ecutive vice president and COO, 
Microsoft Corp.; Walter Mossberg, 
personal technology columnist, The 
Wall Street Journal; Jim Taylor, se­
nior vice president of global mar­
keting, Gateway 2000; and Scott 
Adams, creator of the Dilbert car­
toon. For more information on fees 
call 800-543-6124 or visit the ln­
telliQuest Web site at 
www.intelliquest.com. 
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Surveycraft makes 
CAPI affordable! 

iscy@GI-HPC 

Surveycraft presents scyfield-HPC, the first full featured CAPI system for handheld PCs {HPCs) 
running on Window s CE™. CAPI is now cheaper, faster and more reliable than ever before. 

For more information contact: 

AUSTRALASIA EUROPE JAPAN USA 

Surveycraft Pty Ltd lnfocorp Ltd Surveycraft Club Japan Surveyaaft Systems Inc 
13 Were Street 6 Lanark Square Secretariat at I.I.C.Japan, Inc. 2637 Erie Avenue Suite 207 
Montmorency Vic 3094 Glengall Bridge London E14 9RE Iron Quarter Bldg 1-6 Saga 1-Chome Cincinnati OH 45208 

AUSTRALIA UNITED KINGDOM Koto-ku Tokyo 135 JAPAN USA 

Tel +61 3-9432 8555 Tel +44 171-712 0101 Tel +81 3-5245 5700 Tel +1 513-871 2580 
Fax +61 3-9434 4233 Fax +44 171-418 0500 Fax +81 3-5245 5708 Fax +1 513-871 4269 
Email info@surveycraft.com Email infocorp@compuserve.com Email hb1 i-szk@asahi-net.or.jp Email sc-usa@surveycraft.com 
CompuServe 100237,2025 CompuServe 100626, 1131 CompuServe 100224,3410 CompuServe 76550,1174 

www.surveycraft.com Only available frum ... I Surve}19 ijJ A 



• AMERICAN 
CENTURY. 

Internet 
Research tells 
American Century what 
investors want in a 
mutual fund Web site 

A s the Age of the Individual Investor rolls on, fu­
eled by a seemingly bulletproof economy and fears 
that Social Security is now a misnomer, money 

keeps pouring into mutual funds. To monitor their portfo­
lios and seek out other investment vehicles, many mutual 
fund shareholders- especially fans of no-load funds, who 
tend to be a self-sufficient lot - are turning to the Inter­
net. 

Mutual fund companies have been quick to pick up 
on this, adding a host of services to their Web sites, from 
on-line prospectuses to portfolio tracking. But will the 
mutual fund companies see a payoff from their invest­
ment in on-line information provision? 

Having launched its own Web site in August 1996, 
American Century Investments , a Kansas City, Mo. , 
mutual fund company (which includes the Twentieth 
Century Group, American Century Group and Benham 
Group of mutual funds), conducted the Investor Inter­
net Adoption Study in the fall of 1996. The objectives 
of the study were to : 

• gauge mutual fund investor access to the Internet 
and on-line services; 

• under tand mutual fund Web site usage; 
• identify desired mutual fund services on the Inter­

net; 
• capture concerns related to Internet investment ac­

tivity. 
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Case history 

Portrait of an individual investor 

Based on findings from the American Century study, here 
is a snapshot of mutual fund owners who browse the Inter­
net: 

• Sixty-four percent are male and 36 percent are female 
• Fifty-four percent are under age 40 
• Seventy-six percent are college graduates 
• Seventy percent are married and 51 percent have chil­

dren living at home 
• Seventy-six percent consider themselves long-term in­

vestors 
• Seventy-two percent access the Web from home, 66 

percent from work and 38 percent from both 
• They spend 10 hours monthly (median) on the Internet 
• They most frequently visit research (19 percent), news 

(11 percent), sports (7 percent), entertainment (6 percent) 
and financial sites (6 percent) 

• Of those who own a home computer, 35 percent are 

- --- ·--

With the help of Elrick and Lavidge, an Atlanta-ba$ed 
research firm , American Century contacted almo t 1,400 
mutual fund owners by telephone to identify 250 respon­
dents (18 percent) who currently acces the Internet. "We 
wanted to get an idea of how quickly the technology was 
being adopted by investors," says Angela Murray, senior 
marketing research analyst, American Century Invest­
ments. "Beyond that , what types of things are they doing 
on-line? Are they making transactions? Are they inter­
ested in having account access on the Internet?" 

"A11 of this information was used to design a Web site 
that was customer-centered. Knowing our customers en­
ables us to focus our efforts," adds Karen Seratti, senior 
marketing research analyst, American Century Invest­
ments, who, along with Elrick and Lavidge Account Di­
rector Elizabeth Oldweiler, also worked on the project. 

The study found that mutual fund investors are in the 
early stages of discovering and using mutual fund Web 
sites. The most frequently mentioned reasons for using 
the Internet are for research/information or E-mail. Fi­
nancial services ranks fifth at 32 percent of respondents. 
This is comparable to the 28 percent who reported hav­
ing ever visited a mutual fund Web site. 

Reasons for Using the Internet 
Research/! nformation 79% 

E-Mail 60% 

Entertainment 45% 

News 43% 't• t• h~ nn; • 

Financial Services 32% tt. , ·l 

Bulletin Boards 28 % 

' I 
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powered by a Pentium chip, 30 percent are 486s and 10 
percent are Apples 

• Only 46 percent have home modems 28.8 baud or faster 
• More than half (52 percent) have 16 MB or more of 

RAM in their home computer 
• Nearly half ( 48 percent) have adopted the Windows 95 

operating system 
• Nearly everyone with a home computer is equipped with 

a CD-ROM (87 percent), a printer (93 percent), and a mo­
dem (96 percent) 

• The most common types of software owned: word pro­
cessing (97 percent), games (91 percent), spreadsheet (88 
percent) and financial (77 percent) 

• The most commonly owned software packages: Mi­
crosoft Word (75 percent), Quicken (66 percent), Excel (62 
percent), WordPerfect (54 percent) and PowerPoint (45 
percent) 

r ·h rJ 

While the j research suggests that fund investfrs have 
been low to embrace the Internet, American Centuty found 
that its Twentieth Century Group shareholders-ar9 much mor 
comfortable with Web- aseo services. e Twentieth Cen­
tury Group includes aggressive equity funds usually favored 
by younger investors, whose longer time horizons allow the 
to ride out aggressive funds' ups and downs. "We do te d to 
have a younger shareholder base and they're the same pe pie 
who are se IGngo t the cutting-edge technolm!ies," M 

i' ' I ,. , I 
says. 

"We acknowledged that our shareholders are the early 
adopters of technology. The more we understand them th 
more we're ahead of the technology curve," Seratti say . 

Compared to the general investing population, more han 
half of Twentieth Century investors (51 percent) use th I -
te,rnet (or fi11-anci,~~er~i e1 pur;po e~. d aJtl+q\lgh onl 18 
percent of mutual fWldinv'estors aec<i>ss ,the W:eb; 33 pen en 
of the Twentieth Century fund group investors do so. 

... • • ""I ........ 1 .... • I 
Can do vs. want to do ~ ·l "'~ 

The research suggests that there s still ~ Xarge gap be­
tween what investors can do and what they want to do o 1 th 
Internet. The most common actions taken a . a mutual un 
Web site are checking fund share prices and reading/d wn­
loading prospectuses. Other Web site activities occur at muc 
lower rates. In fact, 13 percent of investors who hav 
visited a fund site ha e done o to c eck account ba -
ances, ao action o,ot e(\~Jy a fiilB.b .e o many nd 
Web sites. ' I 
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On-line research 

Editor's note: Richard Kottler is new 
product director with Quantime Corp., 
a New York-based provider of survey 
research software and support services. 

The advantages and disadvantages 
of using the World Wide Web to 
conduct survey research have 

been debated ever since the Web be­
came acknowledged as a viable busi­
ness tool. While speculation continues 
and skeptics abound, panels oflntemet­
connected respondents are growing 
throughout the U.S., and the marketing 
value of the data collected is increas­
ing. Many researchers are discovering 
firsthand the realities, opportunities and 
challenges of Web-based research. 

The additional challenge of ensuring 
that the technology used to collect data 
on the Web is the most appropriate for 
the medium and its users falls to mar­
keting research software providers such 
as ourselves. The past year has proved 
a learning experience for both Quantime 
and our customers in this regard. We 
find the results encouraging. 
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By Richard Kottler 

The roots of Web-based survey 
technologies 

Remember that the Internet is more 
than the Web. The Internet, dubbed the 
Information Superhighway just a few 
short years ago, can be thought of a 
the network which carries the informa­
tion. Our firm has been using the Inter­
net since 1982 for file transfer, for E­
mail and for getting information via 
news groups and the like. However, in 
the same way that it took a reliable and 
graphical interface like Windows Ver­
sion 3 to bring computers out of the 
domain of data processing specialists 
and on to the desktops of all, so the 
World Wide Web - again a graphical 
and very easy to use interface - has 
brought the Internet to the masses. 

The development of the Internet and 
the Web laid the foundation for Web­
based marketing research. The chal­
lenge for marketing research software 
developers was to adapt our existing 
software used for computerized inter­
viewing (CATI and CAPI) to this me­
dium. The final test was to implement 
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this new technology in a real-world situ­
ation. This opportunity was brought to 
us through one of our customers, U.K.­
based Continental Research, in partner­
ship with Yahoo! 

Yahoo! A case study 
Yahoo! Inc. is an Internet media com­

pany that offers a network of globally­
branded properties, specialized pro­
gramming, and aggregated content dis­
tributed primarily on the Web, serving 
business professionals and consumers. 
As the first on-line navigational guide 
to the Web, www.yahoo.com is the 
single largest guide in term of traffic, 
advertising and household reach, and is 
one of the mo t recognized brands as­
sociated with the Internet. 

For Yahoo! the Web was an obviou 
means of surveying customer . As an 
electronic medium, the company was 
already in a po ition to supply exact 
traffic figures to companies advertising 
with it. But as a sales-driven business 
.model, its ideal was to empower its ad-
vertiser with more accurate statistics 
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as to who is visiting Yahoo! 's sites, and 
provide detailed profiles of the individu­
als who actually make up its audience. 

Yahoo! 's European sites welcomed 
70 advertisers during the first quarter 
of 1997, and Yahoo! Inc. recently an­
nounced that IBM Corporation, one of 
the top three Web adverti er , ha se­
lected the Yahoo! Network to launch the 
world's first global multilingual Inter­
net advertising program. Other major 
advertisers with Yahoo! include British 
Airways, Opal, Nescafe, Peugeot and 
Karstadt. This therefore underlines the 
measurement of Yahoo!'s audience as 
important for growth of its industry and 
advertising on the Internet. 

The challenge 
Last year, Yahoo! requested market­

ing research companies to submit a pro­
posal for the analysis of basic demo­
graphics of business and consumer us­
ers of their sites in Germany, France and 
the U.K. The objective of the study was 
to measure motivation of usage and 
point of primary Internet access. Yahoo! 
commissioned the U.K.-based agency, 
Continental Research, customers of 
Quantime since 1989. Although special­
ists in the field of advertising research, 
collecting data on the Web was a new 
concept to Continental. Continental 's 
James Burckhardt was aware Quantime 
was developing a product dedicated to 
Web research and asked us to come on 
board. 

So earlier this year, we joined forces 
with Continental and together devised 
a two-stage program designed to pro­
vide Yahoo! 's advertisers with audience 
qualification figures. Stage one was 
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fielded between April 1st and April 
15th. The purpose was to analyze the 
basic demographic profile of business 
and consumer users visiting Yahoo! 
France, Germany, and U.K. and Ireland 
and to measure motivation for usage and 
point of primary Internet access. It was 
es ential to Yahoo! that the survey and 
any direct correspondence was carried 
out in the respondent's own language. 

Respondents were also asked to sup­
ply their E-mail address for re-contact 
at stage two, which was to be a much 
more in-depth survey. Our primary 
methodological considerations at this 
stage were recruiting respondents to 
participate in the survey, persuading 
them to complete it and then ensuring 
that we were getting the best informa­
tion we could. The fact that stage one 
of the survey attracted over 10,000 com­
pleted responses from the three coun­
tries in just over two weeks is an excel­
lent sign that our objectives were being 
met. 

Collecting the data 
The first of the Yahoo! surveys con­

sisted of 10 questions which probed re­
spondents about their media prefer­
ences, education, age and expenditure 
patterns. Our major design objective in 
developing the Web software used in the 
Yahoo! survey was to maintain compat­
ibility with our existing CATI and CAPI 
package, Quancept. Since the same 
scripting language is used, our Web sur­
veys can now have exactly the same 
logic as CAPI or CATI surveys. Com­
plex routing and randomization proce­
dures can be built into the text, ensur­
ing the data collected is consistent. Fur-

thermore, the answers to previous ques­
tions can be used in the text of subse­
quent questions- customizing the sur­
vey for each respondent and encourag­
ing their cooperation. 

Most HTML surveys typically do not 
check for missing responses, and the 
most sophisticated of those that do of­
ten present the whole survey once again 
for completion. Since the majority of 
Web surveys remain standard HTML 
forms, they have the same limitations 
as paper questionnaires. Simple to com­
plete, they tend not to have any com­
plex routing and are quite short. 

We believe the Web is about 
interactivity, adapting the questionnaire 
to the respondent as he completes it. 
This approach provides control in guid­
ing the respondent to complete the sur­
vey completely and consistently. 

An argument against this method is 
that viewing and answering a Web sur­
vey page by page could be slow, de­
pending on the speed of the connection 
and Internet traffic. To lessen this in the 
Yahoo! survey, we presented questions 
that did not require routing on a single 
screen to minimize the time required to 
complete the survey. 

Despite such tricks, we still found that 
around 1 0 percent of respondents who 
started the questionnaire failed to com­
plete all the questions. There could be 
any number of reasons for this (bore­
dom, connection problems, impa­
tience), but since the cost of these lost 
interviews was close to nothing, it made 
little difference. In stage two, where we 
requested that the respondent sign-in 

continued on p. 66 
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By Mike Passino 

Editor's note: Mike Fassino is president of En Vision 
Knowledge Products, Media, Pa. This is the final installment 
of a three-part series on neural networks. The first part, "Un­
derstanding back-propagation" appeared in the April issue 
of QMRR. Part two, "Unsupervised learning neural nets," 
appeared in the May issue. 

The third and final installment in our series on neural 
networks in market research deals specifically with 
forecasting the future from knowledge of the past. The 

first article described some of the basics of neural networks, 
like back-propagation of errors to create a mapping from 
input to output and the use of hidden processing units to fit 
highly non-linear relationships between the inputs and out­
puts. The neural networks described in the first article, known 
as supervised learning networks, can be used in contexts of 
conjoint analysis, discrete choice, customer satisfaction stud­
ies and in any condition where one would u e regression or 
discriminant analysis or the various forms of CHAID and 
logistic regression. 

The second article addressed unsupervised learning neu­
ral networks that can be used in segmentation and percep­
tual mapping contexts and in any condition where one would 
use cluster analysis, factor analysis, multidimensional scal­
ing or latent class analysis. Our focus in the third article is 
specifically on time series forecasting and methods that 
supplement ARIMA and regression models. In these mod­
els, the explicit goal is to predict the future based on proper­
ties of the past. The techniques described are appropriate for 
sales forecasting, inventory management, demand manage­
ment, price-elasticity of demand modeling, econometric 
modeling, advertising impact and advertising allocation, in­
dustry structure analysis and any context in which one has 
sampled one or more variables at consistent intervals of time 
and wishes to predict the most likely value of the variable at 
future points in time. 
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In time series forecasting with neural networks, one typi­
cally has two or more networks yoked together and, a I will 
illustrate, a great deal of time i spent preprocessing the data. 

To keep the discussion from becoming abstract, I will use 
a single example where the goal is to generate accurate sales 
forecasts four months into the future and to assess the rela­
tionship between sales and specific indicators of general eco­
nomic health. 

The data 
In this case we have 72 periods of data with which to work. 

If the series is based on monthly data, it would represent six 
years of monthly data. If it were a quarterly series, it would 
represent 18 quarters , or 4.5 years. The time unit really 
doesn ' t matter that much - it could be 72 days of sales or, 
as is common in financial models of the stock market, it could 
be 72 minutes of trading volume for some particular stock, 
bond or futures contract. All that matters is that the series is 
sampled at equal interval of time. For the sake of this di s­
cussion, we will say that the data is monthly, so we have six 
years of monthly data as shown in Figure I. 
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FIGURE 1: THE SERIES 
(Six Years of Monthly Sales Data) 
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This is a very difficult series to forecast because it is 
non-stationary. That is, the mean increases over time. It 
also has a seasonality that changes over time. Early in 
the series, peaks occur in July; later in the series, peaks 
occur in December. In short, the structure of the series 
changes over time, perhaps due to advertising, market­
ing or competitive activity. 

The goal, as mentioned, is to predict the next four pe­
riods in the series. The traditional approach to this prob­
lem is to use a type of regression analysis called ARIMA 
models. ARIMA stands for "autoregressive integrated 
moving average" models. ARIMA models view future val­
ues of a series as arising from two components: 

• past values of the series, the AR component; 
• a moving average of previous errors of prediction (re­

ferred to as shocks), the MA component. 
In the world of ARIMA models, the best prediction of 

a point in the future is built up from past values of the 
series and how far off our forecast of past values was. 
ARIMA modeling is still very much an art superimposed 
on a science. The analyst must determine how far back in 
the past the AR component extends. Are July 1997 sales 
influenced by June 1997 sales, by July 1996 sales, or by 
sales in January through March? Similarly, are recent 
errors more important than errors long ago? Is there sea­
sonality, and i this seasonality constant over time? 

Typically, one inspects a variety of graphs that show 

various forms of correlations to answer these questions. 
One then comes up with a pretty good guess about the 
lag length of the AR and MA terms, runs the ARIMA 
using these guesses, calculates prediction errors, adjusts 
the AR and MA terms and tries again . . . and again ... 
and again. 

There are well-established conventions about what vari­
ous parameters will look like when you have a good 
ARIMA model, and one keeps trying, tuning and testing 
until these conventions are reached. It takes a lot of prac­
tice, experience, time and patience to generate a really 
good ARIMA forecast. In recent years, software has 
evolved that uses expert systems to do a lot of the initial 
model identification, but even with the best of this soft­
ware (and the best is PC-EXPERT from Scientific Com­
puting Associates), taking the model the last few steps so 
that it makes forecasts with very small confidence inter­
vals is, to say the very least, onerous. 

If nothing else, the neural network approach to time 
series analysis is easier than ARIMA and, when done 
correctly, the forecast will be just as precise. 

The basic strategy for harnessing neural networks to 
make time series forecasts is shown in Figure 2. I will 
describe and illustrate each of the steps with our 72 peri­
ods of sales data. 

continued on p. 58 
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True-life tales in marketing research 

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

S orne years ago I conducted in­
depth interviews with frequent 
fliers for my client, a major air­

line. Respondents were shown some lit­
erature the airline was considering us­
ing to describe itself, and asked their 
opinions of it. 

A few days after my report was is­
sued, the airline's director of research 
called me, and said he had a little prob­
lem. He'd just received a memo from 
the cost-conscious airline president, 
with a letter attached from one of our 
respondents, who wrote the president, 
"I like your airline so much that I would 
have come in to do the interview for 
free, had I known you sponsored it." 

"Why," the president sternly asked the 
director of research, "are we paying 
these people when they would do it for 
nothing?" 

Some more reasons shoppers have 
given for not completing their shops, as 
reported by Susan Meyer, whose com­
pany, National Shopping Service, per­
forms mystery shopping: 

• "My husband died last week, my 
son died this week, and my daughter just 
got put in the hospital. I completely for­
got about the report." 

• "My husband beat me up, I moved 
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By Art Shulman 

back to my parents, and I just found out 
I'm pregnant. Can I call you later?" 

• "I'm in labor right now, and I just 
called to tell you I will not be able to do 
my shop." 

• "It was dark outside." 
• "A telephone pole fell in front of 

my driveway, so I can't get out to do 
the shop." 

• "There's seven feet of snow out­
side." 

Sometimes, Meyer has to contact 
mystery shoppers who haven't turned 
in reports, and reaches a relative instead. 
Here's what some of them have said: 

1. (Relative) "Oh, he passed away." 
2. (Husband) "She left me ... I don't 

think she did it." 
3. (Relative) "Oh, he moved to Aus­

tralia for a mission last week." 
Karen Hendersin reports that her 

company, Quality Education Data, 
maintains a database of all school in 
the country, from which it collects in­
formation. One of the questions refers 
to Internet use. When one respondent 
was asked to rate her school' u e of 
the Internet she rated it "zero" and stated 
that their school was "still at the rest 
stop of the information highway." 

Market researcher work hard, often 
stripping themselves bare for their cli­
ents. But there is a limit. Margaret 
Roller of Roller Marketing Research 
tells about a group she was moderating 
with men, where the room was very 
stuffy. After Roller commented on the 

stuffy room, and one of the men seri­
ously suggested, "Take your blouse off." 

Roller declined. 
Ricardo Lopez of Qualitative Video 

once heard a woman say that she tried 
for days to fax a hard copy of a one­
page document via her computer, but 
couldn't. She aid the "help" file said 
to "Make sure you had the fax on the 
screen before attempting to hit the send 
button." She kept holding the piece of 
paper on the screen but it would not 
work! 

Cheryl Simer recalls a focus group 
she conducted on bras, where one of her 
responsibilities was to dress a manne­
quin with various prototypes, and then 
obtain consumer reaction. Rushed for 
time, she had hurriedly put the bras on 
the mannequin. The fourth bra to be 
evaluated suddenly began to slip up­
ward and snapped off the form, shoot­
ing up two feet in the air. The consum­
ers took it in stride. With slightly dis­
approving look they said they were not 
very interested in bras that did that! 

In future issues, we'll report on more 
quirky, loopy and strange happenings 
in the world of market research. If you 'd 
like your story to be told - anything 
related to research is u able, 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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There's treasure wa iti ng 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 

MessageMap~ 

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. 

ProductEnginee Design lab Promotion Map~ 

Accurately deter­
mine your most 
effective promo­
tional offer. 

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

Find and fill 
the holes 
in your 
market. 

The world's 
most advanced 
testing 
facilities. 

ldeaMap® is part of Moskowitz Jacob lnc:s Accelerated Integrated Development Process 



Editor's note: James Watt, Ph.D., is 
professor of communication sciences, 
University of Connecticut and vice 
president for product development, 
Swift Interactive Technologies, Inc. He 
can be reached via E-mail at 
}watt@ Swiftinte ractive. com. 

T o paraphrase a long-distance 
carrier's commercials: if you 
haven't done Internet survey re­

search, you will. Because there are some 
very powerful reasons why you should 
consider using the Internet for quanti­
tative survey research. 

First, there is the speed with which a 
questionnaire can be created, distributed 
to respondents, and the data returned. 
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Since printing, mailing and data key­
ing delays are eliminated, you can have 
data in hand within hours of writing a 
questionnaire. Data are obtained in elec­
tronic form, so statistical analysis soft­
ware can be programmed to process 
standard questionnaires and return sta­
tistical summaries and charts automati­
cally. 

A second reason to consider Internet 
surveys is cost. Printing, mailing, key­
ing and interviewer costs are eliminated, 
and the incremental costs of each re­
spondent are typically low, so studies 
with large numbers of respondents can 
be done at ubstantial savings compared 
to mail or telephone surveys. 

Of course, there are some offsetting 

costs of preparing and distributing an 
Internet questionnaire. These costs 
range widely, according to the type of 
Internet interviewing used. Figure l 
shows some typical comparative costs 
of mail, telephone, and Internet (Web) 
survey research. The cost curves are 
based on a five-page questionnaire, with 
a 35 percent return rate for mail and a 
seven-minute duration for telephone 
interviewing. As the figure shows, the 
Internet survey is always cheaper by a 
substantial margin than a telephone sur­
vey, is only slightly more ex pen ive than 
a mail survey for surveys with fewer 
than about 500 respondents, and be­
come increasingly less expensive than 
mail for more than 500 respondents. 
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An often overlooked benefit of Inter­
net survey research is the ease with 
which an Internet survey can be quickly 
modified. For example, early data re­
turns may suggest add itional question 
that should be asked . Changing or add­
ing questions on the fly would be nearly 
imposs ibl e with a mail questionnaire 
and difficult wi th a telephone question­
naire, but can be achieved in a matter 
of minutes with some Internet survey 
systems. 

Internet questionnaires delivered with 
the Web have some unique advantages. 
They can be made visua ll y pleasing 
with attractive fonts and graphics . The 
graphical and hypertext features of the 
Web can be used to present products for 
reaction or to explain service offering . 
For respondents with current versions 
of Netscape or Internet Explorer, the 
two most popular Web browsers, audio 
and video can be added to the question­
naire. This multimedia ab ility of Web­
delivered questionnaires is unique. 

Appropriate populations for Internet 
survey research 

Not all populations are candidates for 
Internet survey research. The general 
consumer population is often a poor fit, 
because fewer than I 0 percent of the 
U.S. households regularly u e Internet 
services (although more are connected, 
many are infrequent users). There is also 
a potential problem in the general popu­
lation with reluctance to use comput­
ers, as well as some fear of the inten­
tions of those who use the Internet to 
ask questions. This fear has been fueled 
by sensationa l media accounts of 
"cyberstalkers" and con artists who prey 
on Internet users. 

However, there are some exceptions 

continued on p. 67 
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Is your research up to par? In golf, par is the score that, 
in theory, a perfect player would take to complete a 
hole. Two strokes under par is an eagle. In the game of 
research, all participants in the interviewing process 
want to believe their research soared like an eagle. In 
reality, the research project may be a "bogey" (one over 
par and not perfect). 

One will never know just how good their research 
game is unless it is audited. Sigma Validation has been 
helping research end users, suppliers, and field agen­
cies measure "par" for 20 years. As a knowledgeable, 
independent and objective third party, Sigma can tell 
what part of your field research is a "bogey." 
Without knowing your weaknesses, it's difficult to 
improve your game. 

CALL 1-800-733-77 48 
TO HELP IMPROVE YOUR GAME 

Nothing improves your 
golf score like witnesses. 
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Denise Munson has been promoted 
to market research vice president/mar­
ket research manager, at Colle & McVoy 
Marketing Communications, Minne­
apolis. 

Daniel Hough has joined 
Conway iMilliken & Associates, Chi­
cago, as account group vice president. 

Walker Information , Indianapolis , 
Ind., has promoted Lisa Amberger to 
vice president, business development, 
and Elizabeth Edstene to vice presi­
dent, data processing North American 
operations. 

Joan Miller has been named man­
ager of Field Services at ACG Research 
Solutions, the research division of 
Aragon Consulting Group in St. Louis. 

In addition, Cynthia Joyner has joined 
Aragon Consulting Group as a research 
analyst and Philip Behnke has been 
appointed vice president and senior con­
sultant for new business development. 

Joseph Shantz ha been named di­
rector of marketing research at Blattner/ 
Brunner, a Pittsburgh advertising, mar­
keting and PR firm. 

Elrick & Lavidge, an Atlanta research 
firm, has named Bill McDonald ac­
count director at the firm's Chicago of­
fice. Ira Berenhaus has joined the 
firm's New York City office as vice 
president/account director. 

Tamara Smith has joined Cramer­
Krasselt , a Chicago advertising and 
marketing firm, as research supervisor. 

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 

Creative Research Services, In c., 
Norcross, Ga. , has announced several 
staff additions. In the Atlanta office, Jill 
Perry has been named account execu­
tive Julie Reese has been named data 
processing analyst, and Leslie Kirk has 
been named assistant project director. 
In the firm' Cincinnati, Ohio, office, 
Kristin McNeily has been named as­
sistant project director. 

R. Michael Wood has been ap­
pointed director of syndicated services 

Wood 

of Teenage Research Unlimited, 
Northbrook, Ill. 

Nikki Westfall has been promoted to 
marketing coordinator at Herron Asso­
ciates, Inc., an Indianapoli s, Ind. , re­
search firm. 

Schulman, Ronca & Bucuvalas, Inc. 
(SRBI), a New York City research firm 
has opened a second survey operations 
center, a 1 00-station interviewing facil­
ity Ft. Myers, Fla. Bob Vojinovic, 
SRBI's field director, will serve a site 
manager. At the SRBI New York office, 
Chintan Thrakhia has been promoted 
to vice president and Jim Newswanger 
has been appointed staff stati stician. 
Kevin Sharpe has joined the Washing­
ton , D.C. , office as senior analyst. 

Louise Dutka, vice president and di­
rector of New England, will head the 
new Audits & Surveys Worldwide New 
England office in Lincoln , Ma . 

continued on p. 72 
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Schulman, Ronca & Bucuvalas, 
Inc., a New York City research firm , has 
opened a second survey operations cen­
ter, a I 00-station in terv iewing fac ility 
Ft. Myers, Fla. Bob Yoji novic, SRBI's 
fi eld director, will serve as site manager. 

Creative Research Services, . Inc. , 
Norcross, Ga. , has a new Web site at 
http://www.creati veresearch.com. The 
site features information on company 
capabil iti es, specialty products and new 
product offerings . 

The Advertising Research Founda­
tion (ARF) has honored the American 
Plas tics Council 's image adverti sing 
campaign with a gold medallion at the 
ARF's 1997 Dav id Ogil vy Research 
Awards program. The campaign was 
created by D ' Arcy Masius Benton & 
Bowles/Detroit using research studies 
conducted by Wirthlin Worldwide. 
The annu al Dav id Ogi lvy Research 
Awards recogni ze outstanding research 
contributions to the development of suc­
cessful adverti sing campaigns. 

Dennis and Company, Inc. , has 
moved to 1111 Summer St. , Stamford, 
Conn ., 06905. Phone 203-327-2222 . 
Fax 203-973-0222. 

Kerr & Downs Research has moved 
to 2992 Habersham Dr., Tall ahassee, 
Fla., 32308 . Phone 904-222-8 111. Fax 
904-906-3 11 2 . E- mai I pd @ ke rr­
downs.com. 

The Namestormers have moved to 
28 11 Declaration C ircle, Lago Vi sta, 
Texas, 78645-7523. 

The Olson Research Group has 
moved to 666 Plainsboro Rd. , The Of­
fice Center, Ste . 12 10, Plainsboro, N.J., 
08536. Phone 609-799-53 11 . Fax 609-
7 16-71 6 1. 

Audits & Surveys Worldwide, New 
York, has opened a New England of-
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fi ce near Boston at 3 Garland Rd. , Lin­
coln , Mass., 01773. Phone 617-259-
44 13. Fax 617-259-8493. The office 
will be headed by Louise Dutka, vice 
president and director of New England. 

Market Vision/Gateway Research, 
a division of MarketVision Research, 
Inc., Cincinnati , has opened a consumer 
resea rc h ce nte r a t th e Si x Fl ag s 
Astro World theme park in Houston, its 
fo urth permanent facility in a theme 
park environment. 

Quest Research, Houston, has been 
tapped by British software firm Tetra 
International to provide ongoing stra­
tegic research, data collection and da­
tabase development among both North 
American-based multinational firms 
and multi -s ite nationals. 

Porchey Research Inc. , St, Louis, 
has o pe ned a Web s ite at http:// 
www.porchey.com. The site includes 
information on the company and its re­
search ervices as well as client testi­
monials. 

Aragon Consulting Group, St. 
Louis, has opened three new offices in 
the Chicago, Los Angeles and San Fran­
cisco metro areas. The Chicago office 
(phone 312-269-0993) will be staffed 
by John Adams, vice president and se­
nior consultant. Diane Dailacis, vice 
president and senior consultant, will 
head the Los Angeles office (phone 714-
738-7334). Larry Felix will run the San 
Francisco office (phone 415-362-2395). 

After a one-year hiatus, Sacramento 
has returned to the top spot for unlisted 
numbers, Survey Sampling Inc. (SSI), 
Fairfield, Conn. Last year, Oakland held 
the number one position. Currently, 95 
percent of the nation's households are 
estimated to have a telephone, of which 
29.6 percent are not included in pub­
lished telephone directories. In 1984 
(the first year SSI analyzed unlisted 
rates), the unlisted group made up only 
21.8 percent of telephone households, 
indicating that the number of unlisted 
household has increased by 36 percent 

continued on p. 73 
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Editor's note: Sharon Weissbach is 
data modeling manager, National City, 
Louisville, Ky. 

D iscussions about the Internet 
have moved well beyond the 
question of whether it will be 

a factor in the future of education, com­
merce, entertainment and communica­
tion. Now the only reasonable disagree­
ment is about how soon it will reach 
mass popularity. 

Marketing research is just one of the 
fields bound to be transformed as on­
line technology catches up to the visions 
of the visionaries. As problems of speed 
and ease of access are overcome, more 
and more people will flock to the Inter­
net. Marketing researchers need to be 
there with them if they want to keep the 
profession relevant. Articles in the pro­
fessional magazines and journals have 
already begun to consider the Internet 
as part of the research mix. So it is im­
portant to begin creative thinking now 
about how marketing research can 
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thrive in this new medium and how it 
can use fresh approaches to improve 
research quality. 

Some of the barriers to conducting 
research on the Internet are temporary 
hindrances whereas others are inherent 
to the environment. Current users of the 
Internet are a non-representative ample 
of the population as a whole, but as 
more people use the Internet this be­
comes less and less of an issue. It will 
be a while before those on the Internet 
are repre entative for most marketing 
research studies, but there are many in­
quiries , such as research about the In­
ternet itself or other computer topics, 
for which the Internet crowd is already 
a perfectly reasonable population from 
which to sample. Even Internet skep­
tics must admit that, in the long run, lim­
iting surveys to Internet users may be 
no more problematic than relying on 
telephone interviews is today. 

The CommerceNet/Nielsen Internet 
Demographics Study (http:// 
www.nielsenmedia.com) is a World 

Wide Web survey done in conjunction 
with a phone survey to assess the bias 
inherent in the Web data. As the discrep­
ancy between the two survey formats 
decreases the Web becomes a mass 
market vehicle. This may be quite a few 
years away but in the age of rapid 
change and widespread adoption of new 
technologies, many are betting on it 
happening sooner rather than later. 

Worried about privacy 
Security on the Internet is a major 

concern and user today are quite un­
derstandabl y worried about privacy is­
sues. Given the commercial incentives 
for insuring that information such as 
credit card numbers can be transmitted 
safely, however, encryption methodol­
ogy will be at the forefront of Internet 
developments. As people become com­
fortable buying goods, filling out appli­
cation forms and transmitting private 
communications over the Internet, they 
won't be troubled by submitting 
survey re sponses . There is also the 
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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 powerlul 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 
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Product research 
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benefit, already noticed in computer­
administered interviews, that people 
become very comfortable interacting 
with a computer and have a sense of 
privacy since they are working alone. 

The lack of human contact can, of 
course, also be a drawback. There may 
not be enough motivation to continue 
through a long list of questions without 
interaction with another person on the 
other end of the line or the incentive of 
being paid and actually going to a re­
search facil ity. An encouraging human 
voice can be most effective in convinc-

ing a person to agree to participate in a 
survey. 

One solution is to combine tech­
niques to attain good rates of coopera­
tion. A standard approach to increase 
participation in telephone interviewing 
is to send a postcard first telling the sub­
ject to expect a call. The mails are also 
used for follow-up cards reminding 
people to send in their questionnaires. 
For Internet surveys, both regular and 
E-mail can be used similarly. 

Using snail mail may seem primitive 
but for marketing researchers trying to 
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maximize representativeness and par­
ticipation in a research effort, it 's use­
ful to approach subjects from different 
angles. For example, instead of just 
putting a survey out on the Internet and 
ending up with a totally self-selecting 
sample, are earcher could mail letters 
to a targeted group which includes an 
ID and an Internet addre s so that only 
those solicited will be able to get onto 
the survey si te. In this scenario survey 
responses can be tied back to informa­
tion already known about the individu­
als recruited by matching data with their 
original identification codes. 

Another way to motivate survey par­
ticipation is to let respondent into a 
restricted area of a Web site once they 
complete the survey. Other enticements 
could include entry in a contest, the 
chance to download some personal soft­
ware, participation in a game or a cus­
tomized report based on information 
given. 

Appealing graphics could increa e 
involvement by making things intere t­
ing, but given the current state of most 
Internet connections, it 's unwise to risk 
scaring respondents away by having 
them wait for the time-consuming load­
ing of extraneous features. As new tele­
phone, cable and satellite connections 
increase communication speed, this will 
become le s and less of an issue and 
wonderful creative opportunities will be 
available for marketing researchers. 

Much potential 
The most obvious benefit of using the 

Internet for research is the ability to 
reach large numbers of people. It is hard 
to imagine another medium which can 
provide so much potential while re­
maining economically feasible. The In­
ternet is an international arena where 
many barriers to communication have 
been erased. The Graphics, Visualiza­
tion and Usability Center (GYU) and 
the Georgi a Institute of Technology, 
which report conducting "the oldest and 
largest public service Web-based sur­
veys" (http://www.cc.gatech.edu/gvu/ 
user_surveys) are currently experiment­
ing with surveys in French, German , 
Spanish and Japanese. Participation is 
encouraged by appealing to a sense of 
working for the public good when it is 
stated that "your time and effort is 
greatly appreciated and will help moni-
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tor and guide the growth of future Web 
developments." 

Of course, as the software develops, 
Internet surveys will have all the benefits 
associated with other forms of computer 
surveying. One appealing aspect of in­
teracting with computers is that they let 
people respond at their own speed. Tech­
niques such as surveys on diskette offer 
freedom from strict time constraints. It 
would be hard to overestimate the advan­
tages of flexibility and convenience in 
today's environment where it is harder 
and harder to reach busy, active potential 
respondents. 

As with other computer-assisted sur­
veys, the sophisticated Internet survey can 
tailor follow-up questions to responses 
and review missing answers and errors 
so that they can be corrected. It would 
even be possible for a respondent to es­
tablish an ID when starting a survey so 
that there is no need finish in one sitting. 
That approach, if successful, would be a 
plus when longer surveys are needed (and 
it would certainly be an area for poten­
tial research to determine whether the 
same rules for survey length apply when 
people can respond in bits and pieces). 

These are all things that can be 
achieved today to some extent through 
either surveys on diskette, computer ad­
ministration of surveys on-site or com­
puter-assisted telephone interviewing, but 
it is important to remember the potential 
of the Internet for bringing together the 
best of a variety of approaches. 

Internet as platform 
One way to take advantage of the In­

ternet environment for marketing re­
search is to use it as a platform for ques­
tionnaires that would be inefficient to 
conduct u ing most current approaches. 
It isn' t worthwhile to conduct a phone 
survey to ask two or three questions. But 
on the Internet, a survey component could 
unobtrusively be included within a gen­
eral site which is used for marketing or 
business transactions. For example, if a 
person accesses a banking home page and 
then goes to the "Credit Card" link, he or 
she could be asked a few questions about 
the features of a credit card they find most 
important before moving along to the in­
formation component. You have to be 
careful not to antagonize people by get­
ting in their way or taking up too much 

time, but wit and creativity can be the 
basis for attracting and keeping consumer 
interest. Of course, the best way to in­
sure that a person will want to share opin­
ions is to put the shared data to work right 
away in a practical application. If a per­
son knows that answering questions will 
result in more personalized information 
from a site, the immediate payback is a 
great motivator. 

Marketing researchers as a group are 
extremely trustworthy and have consis­
tently had very high ethical standards in 
guarding confidentiality and only using 
data in ways approved by informed con­
sent, but use of the Internet does demand 
the evaluation of some new capabilities 
in light of professional standards and pri­
vacy issues. Microsoft received negative 
publicity when it was rumored that the 
company was trying to discover pirated 
software by looking at the hard drive of 
each person who registered Windows 95. 
While Microsoft probably had no such 
agenda but was simply gathering con­
sumer information for marketing pur­
poses, the propriety of such unauthorized 
data capture is highly questionable. Or­
ganizations like the Electronic Frontier 
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Foundation are working to guarantee civil 
liberties on the Internet and it is impor­
tant that reputable researchers become 
knowledgeable enough about new tech­
nologies to define their principles in an 
enlightened and sensitive manner. Mar-

keting researchers on the Internet will 
also have to be aware that there are now 
even more opportunities for selling un­
der the guise of re earch and it will be a 
challenge to differentiate the reputable 
projects from those using deceptive prac-

questions.net 
answers from the online audience 

• Online survey facilities 
Soph isticated queries; fast and economical 

• Pre-recruited national panel 
Thousands of respondents; over 200 segmentation variables 

• Ad-hoc, longitudinal and omnibus studies 
Secure, private access 

• Affiliate discounts available 

1@}1 (I 6\i [,] ifiresearch 

www.questions.net 
www.e-valuations.com 

206. 382.3387 

Revealing the 
customer mind. 

Online. 

11 09 Firs t Aven ue, Suite 205, Seattle, WA 98101 

tice . 

Resistance will diminish 
Many people are still nervous about the 

Internet and may be hesitant to divulge 
information electronically which they 
would freely give over the phone or to a 
re earcher in the mall. This resistance will 
diminish over time. Once people become 
comfortable in using credit cards for In­
ternet purchases and transmitting other 
forms of digital cash, they will also share 
their ideas without fear of misappropria­
tion . All issues regarding confidentiality 
and informed consent must be meticu­
lously considered so that each researcher 
is aware of ways in which thi medium 
may affect research ethics. 

The possibilities for abuse of trust on 
the Internet are not that much greater than 
through the mails or phone lines but in 
order to attract respondents, researchers 
will need to be more explicit than ever in 
their guarantees of safety and in support­
ing the validity of their projects. These 
effmts will be wmthwhile in tapping into 
a communication network with so many 
exciting possibilities. 0 
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Internet research 

Does WW 
1Why waste 

Editor's note: Bill Eaton is vice presi­
dent of Creative Research Systems, Inc. , 
Petaluma, Calif. 

I t's difficult to open a marketing 
magazine these days without see­
ing details of a new survey con-

ducted via the Internet. It's the latest and 
greatest toy for all those researchers 
who love the black box approach to re­
search, where the medium is more im­
portant than the message. 

Like most other methods there are 
advantages and disadvantages to sur­
veys conducted via the Internet. Let's 
start with the advantages. 

They are extremely fast. You can post 
a questionnaire on a Web site and start 
to receive replies almost instantly from 
Net surfers. Within a few hours you will 
probably have an adequate sized 
sample. This involves less effort, but is 
no quicker than a phone survey with an 
adequate number of stations. 

The second advantage is that there is 
almost no cost involved. Once the 
questionnaire is posted on a Web site 

there are no further printing, postage 
or long-distance costs. Compared to 
traditional methods where every ex­
tra interview costs money, thi s is ex­
tremely attractive. 

So Internet surveys are fast, economi­
cal - and deadly! 

Internet surveys and the Golden 
Rules of Research 

The inherent problems of Internet 
surveying are rooted in the three basic 
rule that I learned in Research 101 
many years ago. Rule # 1 is that you 
cannot ask men for the opinions of 
women, Republicans for the beliefs of 
Democrats or users for the thoughts of 
non-users. In statistical terms, a sample 
represents the universe from which it 
was drawn- and no one else. And who 
makes up the Internet universe? 

The universe you are surveying on the 
Internet is a well-educated, high-tech 
and high-income (and even nerdy) one. 
Respondents may represent the Steve 
Jobs and Bill Gates of thi s world (al­
beit with less cash) or even the Kevin 

Mitnicks but not much else. So rule# 1 
is strike# I -you cannot use the Inter­
net for anything other then surveys of 
very specific, Internet-based groups 

Let's take a look at rule #2. This say 
you go look for your sample - you 
don 't let you r sam ple come to you. 
When one of the major causes of con­
cern in survey research is the low and 
dec lining percentage of people willing 
to undertake a survey when requested, 
what are we to make of volunteers who 
surf Web sites? That they are not repre­
sentative of much, other than Net surf­
ers! In addition, volunteer respondents 
usually have stronger than average opin­
ions for or against a subject- so strong 
that they are prepared to seek out some­
one to unload these opinions on. While 
some Internet surveys do seek out spe­
cific respondents, most simply pick up 
opinions from Web surfers who crui se 
that site . So your volunteer respondents 
almost certain ly have stronger opinions 
than your average consumer. Strike #2! 

Rule #3 - you can only vote once. 
Tammany Hall is not allowed in survey 
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(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

No Black Boxes 

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

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

Economical 

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

Q tlity 
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research. This is normally controlled by 
careful fieldwork and back-checking of 
paper questionnaires or with phone 
numbers selected to avoid duplication. 
With Internet surveys, quality control 
is almost non-existent - most of the 
Internet survey programs cannot detect 
repeat voting, and even those that do can 
be disabled by smart hackers, who take 
a perverted intellectual pride in trash­
ing safeguards of this type. 

If you don't believe me, ask 
Info World what happened to their 
March 1997 Readers Choice survey -

conducted for the first time by Internet. 
The results were so skewed by repeat 
voting for one product that the entire 
survey was publicly abandoned and the 
editor asked for readers' help to avoid 
the problem again. And it's not the first 
time. Last year another survey of two 
well known competing software pro­
grams had a similar result- one side 
loaded the vote to the point that it be­
came blatantly obvious. 

What is even more dangerous is the 
knowledge that there almost certainly 
are many more fraudulent surveys that 

about 90 percent, so you get as good 
coverage of America as you are likely 
to get. 

Now ask yourself: If telephone own­
ership in the USA were limited to 12 
percent of the population, would you 
use it for market surveys? I doubt it and 
even then a phone conversation is a one­
on-one operation- you don't have to 
surf AT&T at random until you find a 
survey waiting to be answered. 

-----------------. remain undetected. No one knows how 

Although computer prices have de­
clined (and continue to decline) dra­
matically, a minimalist set up is still 
around $1,000- compared to a $10 
monthly rental for a phone. PC indus­
try leader talk of $500 Net PCs, but 
none have reached the market yet and 
even $500 is expensive in comparison 
to a phone. 

Have you been 
asked to conduct 

an Internet 
survey. . . yet? 

Swift Interactive provides 
Internet-based 

quantitative 
research services 
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capabilities 
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many, but I hate to think how many busi­
ness decisions were based on the results 
of such surveys. So Strike #3! 

Can Internet surveys work? Maybe 
-if you can control for the three prob­
lem areas. One, if there are strong con­
trols to avoid multiple polling. Two, if 
the surveys are properly distributed to 
a genuine sample and the results prop­
erly back-checked. Three (and most 
important), the results must not be ex­
trapolated beyond Internet users. 

Surfin ' USA? 
A 1995 survey by the Electronic In­

dustries Association gave modem own­
ership as 16 percent. Obviously, not 
everyone used a modem on their PC so 
the regular Internet usership level was 
probably about 10 percent. One year 
later a survey by the Wirthlin Research 
Group claimed that 20 percent or about 
42 million adult Americans had used the 
Internet but this figure was ba ically an 
"ever used" figure. The claimed regu­
lar user total was about 14 percent. 
Probably the most recent survey was 
conducted in Spring 1997 by 
CommerceNet/Nielsen. It revealed that 
22 percent of Americans had "recently 
used the Internet." However about a 
quarter of this group had not used the 
World Wide Web, indicating that they 
were probably using the Internet forE­
mail only. Allowing for minor over­
claiming about the topic of the month 
and the growth between the surveys 
probably no more than 12 percent of 
Americans are regular users of the Web. 

Except for television at 98 percent, 
the telephone (with ownership at 96 
percent) is the closest thing to a univer­
sal appliance in American homes. Even 
in the most rural and poorest homes it's 

Computers also require some techni­
cal training, and there is a core sector 
of American society that is unable or 
unwilling to undertake this. Studies (not 
conducted by Internet) have shown that, 
even when available at no cost, some 
people simply do not want to adapt to 
the new technology. Some of this fol­
lows the Diffusion of Innovation theory 
where the introduction of a new prod­
uct follows the classic bell curve. Cur­
rently computer ownership has just 
reached the early majority phase and 
Internet users are still in the early 
adopter phase. Obviously these levels 
will continue to grow. If, however, 
growth follows the pattern of other new 
technologies (phones, TV, etc.) it will 
be at least a generation before Internet 
surveys are reasonably representative 
and they may never become fully rep­
resentative, as the final group of non­
adopters may remain significantly large 
due to cost and/or inability to adopt to 
the new technology. 

Haves and have-nots 
Will Internet surveys work better in 

the future? As usership spreads to rep­
resentative levels, they may be usable 
for the information generation but given 
the current progress of American soci­
ety towards two classes of information 
haves and have-nots, there may remain 
a significant class who cannot be 
reached by this method. So for now (and 
for the foreseeable future) the law is 
three strikes and you're out! 0 

www.quirks.com Quirk's Marketing Research Review 



Internet research 

Editor's note: Amy Yoffie is president 
of Research Connections, Inc., an on­
line marketing research firm in 
Westfield, N.J. 

0 ne of the most obvious reasons 
for on-line vendors to target 
women is that they are more 

likely to shop. This is not a sexist state-
ment, but rather the reality of the retail 
world. Research has shown that 
women purchase 90 percent of home 
products, clothing, health care and 
perishable products. 

Marketers, then, have a choice -
they can try to convert men into shop­
pers, or they can reach out to women 
already on-line and also work to at­
tract more women to this medium. 

To learn more about why women 
go on-line and how they view Inter­
net commerce, we E-mailed 10,000 
questionnaires to randomly selected 
women who had registered at one or 
more Web sites. Normally, surveys 
like this achieve about a 1 percent 
response rate. This time we received 
a 4 percent response rate. Some may 
believe that women are invisible on 
the Internet, but they certainly want 
to be heard . In fact, 45 percent of 
those who answered said they would 
be willing to participate in future sur-
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veys. 
The women who answered were ac­

tive on-line users, with 52 percent 
telling us that they spend 10 or more 
hours a week on-line. 

Number of Hours Spent On-line Per 
Week (n=392) 

Hours %of Total 
Less than 6 21 
6-9 27 

10-20 28 
More than 20 24 

Respondents were predominantly 
in the 35-54 age group. 

Age (n=392) 
%of Total 

18-24 5 
25-34 19 
35-44 31 
45-54 32 
55-64 8 

65+ 3 

Our survey confirms findings re­
ported by others, that on-line shop­
ping ranks low in interest. However, 
while other factors may bring women 
onto the Web, our survey showed that 
once they are there, 75 percent shop 
and 60 percent actually buy. 

Reasons For Going On-line (n=392) 
%of Total 

Send/receive E-mail 
Education/research 
Browsing/surfing 

(multiple responses accepted) 

97 
81 
74 

Community/chat groups 48 
Shop products/services 38 
Other 23 

Easy and fun 
Many of the women in our survey, even 

those who have not yet bought anything 
on-line, expressed an interest in doing so 
in the future. They see the enormous po­
tential. They want it to be fun, they want 
it to be easy, and they seek the variety 
that on-line has the potential to give them. 
In other words, they want more, not less. 
"Include products that appeal to a wide 
audience," one respondent wrote. "If 
you're selling clothing, make sure to have 
all sizes available, including kids and 
large-size adults." And she added this 
advice: "Don't make the shipping charges 
so high that you discourage people from 
using the service. Remember to use sales 
and buying in bulk to save on charges; 
this would motivate more to use the ser­
vice." 

Making the buying experience positive 
was a major theme among our respon-
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dents. They gave several pointers on how 
to keep them coming back. One woman 
wrote: "1. Make it fun and attractive. 2. 
Make it easy, not a lot of 'junk' pages 
that take up my time. Get right to the 
point. 3. Make sure finding your site is 
easy - easily searchable on all search 
engines with several different key words. 
Offer free tech support/talk for the frrst­
time user." 

Women in our study confirmed our 
belief that they shop on-line because it 
saves time. "I shop on-line particularly 
around holidays and birthdays, due to 
time management considerations, not 
because I find great deals," one told us. 

Primary Reasons to Shop On-line (n=239) 

%of Total 

(multiple responses accepted) 

Convenience 59 
Speed 26 
Information available on-line 26 
Ease compared with in-person 20 
Lack of crowds 17 
Product/choice diversity 14 
Cost savings 10 
Ease compared with catalog 8 
Other 7 

Seventy-nine percent of the women 
reported that they were the primary 
shopper in the household. Ninety per­
cent of the women made on-line pur­
chases for themselves , 46 percent did 
so for their family members, and 37 
percent for friends or relatives. 
Women in our survey who bought on­
line said they spent an average of 
$400 in the past year and plan to 

Bought On-line (n=239) 

% of Total 

(multiple responses accepted) 

Computer software 30 

Books 21 
Travel arrangements 19 
Gift items 18 
Flowers 12 
Music (COs, tapes, etc.) 12 
Computer hardware 11 
Clothing 8 
Other office equipment 4 
Event tickets 4 
Videos 4 
Food/groceries 3 

Automobiles 3 

Other 7 
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spend $600 in the next year, a pro­
jected increase of 50 percent in just 
one year. 

While computer hardware and soft­
ware are considered to be male prod­
ucts, software also tops the list of pur­
chases made by women, with books, 
travel arrangements and gift item s 
following. 

Fear of fraud 
Another reason that marketers 

shou ld be appealing to women is that 
women are heavy users of credit 
cards. Right now that is the payment 
method of cho ice on the Internet. In 
fact, 74 perce nt of women purchas­
ers in our study paid for on-line prod­
ucts and serv ices with a credit card. 

But, 57 percent of non-buying 
women in our study cited the threat 
of credit card fraud as the primary 
barrier to purchasing on-line. The 
concern over credit card sec urity 
came from buyers and non-buyers. 
"Please provide a secured environ­
ment for charge card purchases ," one 
woman offered. "Nothing is perfect 
but knowin g that there is a secured 
connection when entering my charge 
card helps. lf I feel safe giving that 
much information , it is much nicer 
than catalogue shopping and very 
convenient." 

Method of Payment (n=239) 

% of Total 

(multiple responses accepted) 

Entered credit card# on-line 74 
Called/faxed credit card# 19 
Mailed in check 

C.O.D. 

Other 

19 
6 

13 

They also urged alternative pay­
ment options: debit cards, COD, 800-
numbers , order by fax, and electronic 
checks. Several suggested that bill­
ing be done through an Internet ser­
vice provider or a commercial on-line 
se rvice , with AOL being mentioned 
most often. 

Other key reasons for not buying 
on-line were: the need to touch , feel 
or try on a product; not seeing any 
products that would motivate a pur­
chase, and a desire to speak to a " live" 
person before buying . 
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Reasons For Not Buying On-line (n=153) 
%of Total 

(multiple responses accepted) 

Threat of credit card fraud 57 
Need to touch/feel/try on what I buy 48 

Have not seen anything I wanted to buy 35 

Prefer to talk to someone when I buy 31 

Not familiar with companies 
offering merchandise 

Other 

Favor well-known firms 

16 
27 

The desire for ease of payment and 
refunds, reliability, customer service, 
and ability to cancel orders all are a 
concern. This points to a boon for tra­
ditional vendors who already have an 
off-line reputation. Indeed, women 
seem to favor firms that are well-known 
off-line. One wrote: "I think some 
people are leery about buying on-line 
because of the rumors of quacks out 
there. Buyers want to be sure they are 
dealing with a company that will honor 
their product and reputation." 

This is a double-edged sword, how­
ever, as women complained about the 
fact that on-line shopping areas do not 
carry as much merchandise as their 
physical locations. In other words, once 

• 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 

they started shopping on-line, they 
wanted to accomplish as much as pos­
sible there. They see no obvious advan­
tage to buying on-line if they have to 
go to the store anyway. One woman 
wrote: "I've been to three areas for pur­
chasing goods, Office Max, JC Penney's 
and a cook book service. What I found 
dissatisfying was being unable to pur­
chase anything that the store sold. I 
could only purchase what was made 
available through the on-line service." 

Of course, unknown on-line vendors 
who make it easy to shop and buy can 
gain a significant edge, as demonstrated 
by Amazon.com, an on-line book seller. 
As one respondent suggested: "Have a 
reasonable return policy and credit my 
account promptly for properly returned 
merchandise. Sell good stuff at value 
prices. I don't want junk, and I won't 
pay inflated prices just for the 'prestige' 
(ha) of shopping on the Net. Go buy 
something from Amazon.com. They do 
it right." 

Provide information 
One way to reach women may be to 

provide them with information. In our 
survey, 81 percent said they go on-line 

How To 

for education and research. Yet research 
has shown that more women than men 
( 40 percent to 31 percent) said they had 
trouble finding information on-line. 

Women in our survey were eager to 
gather as much information on what 
they were buying as possible. One 
woman offered: "Give me plenty of in­
formation about content, sizing, colors, 
requirements for using the product, etc. 
Don't skimp on the copy." 

Interestingly, despite conventional 
wisdom on the need to keep sites simple 
and graphics to a minimum, there was 
an overwhelming desire for photo­
graphs of merchandise. And not just one 
photograph; these women urged mar­
keters to take advantage of the medium 
to show multiple photos of the same 
items "from several angles." 

One told us: "What impresses me 
most about on-line shopping is a 
company's ability to present a product 
so effectively. Not only do you see the 
product, but it is described in much de­
tail, leaving little doubt about what the 
product has to offer. Comparison shop­
ping is easier ... As long as product 
presentation is attractive, detailed and 
easy to order, I will continue to shop 
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on-line." 
Respondents said that companies 

need to develop easier tools for navi­
gating their sites, robust search en­
gines, and quick, efficient and pain­
less on-line ordering mechanisms. 
One wrote: "Make it easy to find 
(companies) and their products -
getting to some sites isn't intuitive 
and lots of people don't spend time 
thinking (how to get there). I think 
of it as a challenge and like the 
searching process, but I know others 
who have given up." 

But these women offered warnings 
about having too much information 
on a Web site. Their advice was that 
sites should begin with basic infor­
mation and leave it to the shopper to 
determine the amount of information 
she needs. To quote one: "Get to the 
point. Offer the product and have a 
buy option up top, with other options 
to learn more about the product, guar­
antee, etc ., below that, and then fre­
quent buy options scattered in be­
tween. I HATE having to go through 
a lot of copy when I know what I 
want." 

The women were nearly unanimous 
in their appeal to marketers to adver­
tise anywhere but in their E-mai l box. 
They said how much they hate junk 
E-mail and its negative effect on their 
decision making. When asked what 
advice they would give companies 
that market products on-line, one 
woman said: "First and foremost, I 
would tell these people to stop filling 
my mailbox with their stuff. If I want 
it, I will go out on the WWW and look 
for it. It is annoying, and in most cases 
does the exact opposite of what it in­
tends. If I am looking for a product or 
service, and I see that I get unsolicited 
E-mail , I will go out of my way to avoid 
the company that does not respect my 
privacy." 

Reap rewards 
While on-line commerce may seem 

to present myriad challenges to market­
ers, evidence shows that women shop 
on-line the way they always have: us­
ing credit cards, looking for quality and 
bargains, and returning to businesses 
that provide a positive, comfortable and 
enjoyable buying environment. Compa­
nies that deliver the se se rvice at­
tributes will be ideally positioned to 
reap the rewards of this fast-growing 
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On-line research 

On-line focus 
groups: 

Editor 's note: Paul Jacobson is se­
nior vice president of Greenfield Con­
sulting Group, Inc. , and Greenfield 
Online, Westport, Conn. 

We've watched with great inter­
est the swirling debate over 
on-line focus groups. Some 

decry on-line groups as blasphemy, the 
ruination of our craft! Others debate no­
menclature or engage in semantics­
whether to call a moderated on-line dis­
cussion an on-line focus group, or some­
thing else, given the absence of that tell­
tale body language. 

We recognize that on-line marketing 
research is in its relative infancy, though 
growing at Bunyanesque rates. And since 
the only rule of this game thus far is con­
stant change, we're loath to state any hard 
and fast rules. That said, we have an un­
equivocal opinion on the subject of on­
line focus groups (or whatever one wishes 
to call them)- they work! 

As a company that has conducted "off­
line" focus groups since the early 1980s 
- and in any given week has up to I 0 
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approaches 
that work 

moderators roaming the country, check­
ing out the body language- it might be 
understandable for us to be naysayers. 
After all, why would we get behind a 
methodology that might cannibalize an 
off-line business base that has grown for 
the past 14 years? The truth is, on- line 
focus groups are not a substitute for the 
face-to-face thing, and were never meant 
to be. This is simply an additional tool in 
the box, meant to productively coexist 
with " the real thing." And under the right 
circumstances, cli ents get substantia l 
bang for their buck (and they get to sleep 
in their own beds at night, too!). 

There are circumstances when the on­
line approach is inappropriate . High ly 
emotive subject matter, in which the 
skilled moderator pee ls away layers of 
"skin" to get to deeply held attitudes and 
emotions is one. Circumstances in which 
paneli sts are asked to work with photo­
graphs and icons to build co ll ages are 
another. (We admittedly haven' t yet fig­
ured out a way to dump 50 images on a 
cyber table and have people so11 through 
and pin the right ones on the vi1tual wall.) 

By Paul Jacobson 

Working in certain low-end or commod­
ity product or service categories, where 
the prospect profi le just doesn't sync with 
the profile of Internet users, is another 
obvious example. 

So what does work? Here are four suc­
cessful designs to consider, provided as 
mini-cases. 

• Trend monitoring - when you re­
cruit people who represent leading-edge 
users of a certain product or service to 
see what they're up to, what new category 
language exists and where the category 
is heading. 

A lead ing manufacturer of office 
equipment sought to understand mean­
ingful physical and cu ltural shifts in the 
office environment, and the effect of high 
technology on the work space. Greenfield 
recruited full-time employees who work 
in open spaces and who have access to 
the Internet from their offices. The dis­
cuss ion centered on changes in the of­
fice env ironment, encompassing issues 
such as noise levels, visual and acousti­
cal privacy, and housing and using high­
tech eq uip ment. Findi ngs from these 
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sessions confirmed short-term product 
and marketing priorities and helped gen­
erate new product directions and nomen­
clature, for the longer term. 

• Screening a large pool of concepts 
to a smaller, more manageable set, for 
further evaluation - be it qualitative 
and/or quantitative evaluation. 

A worldwide provider of disposable 
and rechargeable batteries needed to 
evaluate five new print campaign con­
cepts, ultimately looking to screen down 
to two campaigns for final evaluation. 
Typeset color comps from each campaign 
were shown to owners of cellular tele­
phones in the on-line setting. Paneli ts 
were able to spend ample time with each 
of five print executions, with the mod­
erator subsequently probing on overall 
impact, main point, likes and dislikes, 
clarity and credibility. This qualitative 
work was critical in reducing the num­
ber of contending campaigns from fi ve 
to two, for final decision-making. 

• Evaluating the effectiveness of Web 
sites. This evaluation can be progressive, 
identifying concept appeal , gaining criti ­
cal content and navigation direction at the 
beta stage, and understanding how the 
final site delivers against the company 's 
Web marketing/brand marketing objec­
tives. 

A regional communications company 
with an aggressive approach to develop­
ing on-line businesses had a vision for a 
new travel-based service for both busi­
ness and leisure travelers. Prior to em­
barking on expensive developmental 
work, the company wanted feedback 
from heavy business traveler (who also 
combine leisure travel), to gauge the level 
of interest and to see what core benefits 
bubbled to the top. This information was 
instrumental in the deci sion to go to the 
beta design stage, and what specific ar­
eas to focus on in site design. 

The next phase of on-line qualitative 
work required prospects to visit the test 
site, conduct a number of tasks, and share 
their experiences in a moderated group 
setting. This activity provided fundamen­
tal learning from which the final, live (and 
now highly successful ) version was cre­
ated. 

• Generating additional diagnostics 
from recent participants in a quanti­
tative research study. Frequently on­
line surveys are conducted revealing 
areas that are worthy of further explo­
ration. Working in the on-line medium 
allows researchers to quickly convene 
an on-line discussion among a group of 

people who responded in a like manner. 
This can be a ti me- and cost-effi cient way 
to get additional input, fl oat some new 
ideas, o r eve n bra in s to rm new a p­
proaches. 

Another global marketer was inter­
ested in transferring a broad cross sec­
tion of their customer service functi ons 
to the Web. On- line quantitative re­
search revealed that certain of their 
market segments fo und thi s a hi ghl y 
appealing and practical approach, while 
certain others were concerned about 
losing "personali zed service." On-line 
focus groups were conducted among 
those same dissenters who partic ipated 
in the quanti tati ve exercise to determine 
which activities could be handled on­
line and which should be done in a more 
traditional fas hion. Importantly, brain­
storming among thi s group resulted in 
new components being added to the 
service mi x. 

Could the e groups have been con­
ducted in the time-honored, face- to-face 
fashion? No doubt about it. The fac t is, 
however, all thi s work took pl ace on­
line, in many cases resulting in substan­
tial time and cost savings- to say noth­
ing of obviating the sometimes di srup­
tive effect of key executi ves being on 
the road fo r a week at a time - who 
then have to work the weekend to catch 
up when they return home. 

Managing expectations 
We have fo und that the key to suc­

cessful use of on-line foc us groups lies 
in managing expectati ons. The first ex­
pectation to manage is that on-line fo­
cus groups are not the same as " regu­
lar" foc us groups, and there are limita­
tions to what can be acco mpli shed . 
Spelling out the pros and cons of the 
methodology up front is essential to the 
process. The second step is to give cli­
ents a feel for what the ex perience and 
deliverables will be, in advance of the 
session. We make it a requirement that 
c lients participate in a dress rehearsal 
before the actual sess ions take place, so 
they can dec ide whether the vehicle 
makes sense for their research needs. 

Fortunately, Greenfield practices both 
on-line and off- line focus groups, ev­
ery week. Thi s a llows us to be pretty 
objective about when to use whi ch tool, 
without hav ing to se ll or defend eithe r. 
Our interest is in creating the best de­
sign and working with sati sfi ed c lients. 
Al as, we still haven' t solved that press­
ing semanti c issue. 0 
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Health care research 
I 

Planning health care focus 
groups? Pack your scuba gear 

Editor 's note: Ariella LaBell is a con­
sultant with The HSM Group, a 
Scottsdale, Ariz. -based marketing re­
search and consulting firm specializing 
in the health care industry. 

H ave you ever noticed the way 
backroom viewers' eyes light up 
when they learn something sig­

nificant or unexpected from their cus­
tomers? Clients' fascination with par­
ticipants' colorful and uninhibited ex­
pressions often reminds me of curi­
ous children admiring tropical fish 
during a visit to an aquarium. 

Like aquariums, focus groups give 
us a chance to view a hidden world. 
But these days, we can't count on 
easily snaring respondent insights . 
Particularly in health care, we're see­
ing more and more that consumers, 
besieged with verbal, print and tele­
vision advertising on the state of 
health care, are telling us what they 
hear rather than what they really 
think. 

To reach the depths of discovery of­
ten required in health care research , 
it takes more than snorkeling fins. 
You have to use your scuba gear. 

Getting to the truth 
In research we often refer to the 

40 

By Ariella LaBell 

qualitative questioning technique of 
asking The Five Whys. In its literal 
sense, the expression suggests an in­
terviewer should ask a question and 
then follow-up the participant 's re­
sponse with " Why?" and "Why ?" 
again a total of five times to get to 
the root cause of a concern or behav­
ior. In practice, The Five Whys is a 
reminder that you can't always take 
the first answer as the answer. It is 
important to confirm understandin g 
of participants' responses with more 
open-ended probes . 

Particularly in patient sat isfac tion 
and health plan di se nrollment re­
search, moderators must have a firm 
understanding of the common " un­
truths ." For example, hav ing con­
ducted research with both Medi care 
HMO di senrollees as well th e mar­
keting directors trying to retain them, 
we have learned members frequently 
cite cost as the primary reaso n for 
disenrolling from their current health 
plan and switching to another. How­
ever, we learned that if you follow up 
with disenrollees to find out where 
they went, somewhere close to 50 
percent actually move to more ex pen­
sive plans . 

What thi s shows is th at while a 
member might initially associate the 

reason with cos t, it may have actu­
ally been perceived lack of value, ser­
vice iss ues, or phys ician selection 
that truly ca used the member to 
sw itch . Th e ap propriate approach 
would then be to so licit more detail s 
about the participant 's experience to 
better understand the true issues lead­
ing to di senro llment. The immediate 
answer, and often th e simplest , is not 
always the ri ght answer. 

Cut through the bias 
After conducting focus groups with 

the entire spectrum of players in the 
health care industry - suppliers, pro­
viders, payers, employe rs and con­
sum ers - yo u get a very clear pic­
ture of some the c urre nt and future 
pattern s in the delivery of health care. 
One co mmon characteristic in par­
ticular adds to the complexity of con­
ducting focus groups: frustration with 
managed care and reductions in re­
imbursemen t. 

No seg ment of the hea lth care de­
livery c ha in is un affec ted by the 
whirlwind changes in the indu stry. 
For exampl e, frontliners of the indus­
try like hospital clinical managers and 
phy s ician s have over the las t few 
years been learnin g to jugg le cost and 
quality. The co mpl ex ity of seemingly 
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commonpl ace di sc uss io ns such as 
medi ca l produ c t se lec ti on and pur­

c has ing is mag nifi ed by the fac t th at 
empowe rm e nt to c hoose prefe rred 

products and suppli e rs has been rap­
idl y slipping thro ugh the hands of the 

traditi o nal custo mer and into th ose of 
the eco no mi c custo me r, like purchas­

ing managers. 

So, as a moderato r, ant ic ipate th at 
topics like managed care or govern ­

me nt c utb ac ks w ill te nd to e li c it a 
negati ve knee-j erk reac ti o n. Fo r ex­

a mpl e, not a ll ph ys ic ians fee l pre­
pared fo r the changes in health care 

th at require them to reca librate the ir 
habits, prac ti ces and a tti tudes. It then 

makes sense that the ph ys ic ians who 

are re luctantl y confronting thi s rea l­

ity te nd to come into a re lated dis­
cuss ion with negati ve sentime nts. You 

can s ides tep thi s hurdl e firs t by think­
ing throug h your line of ques ti oning 

to ease parti c ipants into a pote nti a ll y 
controversial di sc u s io n. Second , ac­

kn owledge and emp athi ze with the 
c ha ll e nges pa rti c ipants face. Con­

sider using your warm-up qu es tions 
to allow partic ipants to vent the ir con­

cern s, thus e nabling yo u to late r shift 

th e di sc uss ion to th e cr iti cal c li ent 
obj ec ti ves . 

Not surpri s ing ly, mu ch co nsumer 

sentime nt mirro rs wh at we hea r from 

the provider s ide. O ver the las t few 

years, co nsume r foc us gro ups have 

revea led an increased level of co ncern 

abo ut the direc ti on in whi ch peopl e 

pe rce ive o ur hea lth care sy te rn is 
headed. In fac t, a recent Ame ri can 

H os pita l Assoc ia ti o n foc us g ro up 
s tud y! hi g hli g ht e d th e U.S. 

co nsumer's growing skepti c ism of the 
"corpo rati zatio n of hea lth ca re ." The 

Jay press has furth er spread cause fo r 
di stress by fea turin g artic le o n an­

ecdo ta l " dri ve-thro ug h de li ve ri es" 
and surg ica l horro r s to ri es. 

Thi s means th a t we mode ra to rs 
have a to ug h c rowd w ith w ho m to 

di sc uss health care iss ues. How do 

you talk with seni o rs not curre ntl y in 

an HMO about a new HMO produ ct 
whe n mu ch of what they read about 
m a nage d ca re is negat ive? Wh a t 

about talking to loca l res ide nts about 
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an impe nding merger of two hospi ­

ta ls, whe n fumbl ed me rge rs in the 

bankin g industry have bred consumer 
pess imi sm? 

Thi s is not to say all focu s groups 
about hea lth care will take a negative 

s lant. We have heard very pos itive 

comme nts from extremely sati sfi ed 
HMO members . Still , the first step is 

carefull y considering the flow of the 

di scuss ion guide to prepare for poten­
ti ally controversial topics . Make your 

way throu gh the thicket by approach­
ing the same critical qu es tions or is­

sues fro m a couple diffe re nt ang les 
throughout the di scuss ion. This can 

he lp di scern the difference between 
bi ased initi a l res is ta nce a nd tru e 

product or co ncept shortfa ll s. Take 
note of how responde nts open up or 

change the ir minds during the di scus­
s io n, because thi s can he lp your cli­

e nt overcome the same issues in the 
marketpl ace. 

Facilitate to articulate 
There are times whe n moderators 

are chall enged with di scussing a topic 

to which participants do not normally 

g ive much con s ideration. For ex ­

ample, testing advertising concepts 
with a g roup of internal medicine 

sub-speciali sts . As physician , these 
types of participants tend to be very 

focu sed , left-brained thinkers who 
rarely are engaged by adverti sing . 

When asked point blank to compare 

two adverti sements, physicians might 
give responses like, "It' s okay," or 
"Good." These answers won ' t help 

your client or agency creative direc­
tor eagerly watching behind the glass . 

When charged with thi s task re­

cently, our firm designed a progres­
sion of questions to facilitate a more 

enlightened di scussion on medical 

product advertising. First, we showed 
concept boards for the client' s new 

campaign (without revealing the 

client 's identity) to gain initial reac­
tions. It was clear that the group was 

having a difficult time articulating 
what they liked about the ads and how 

the ads compared to others currently 
running. Then we asked participants 

to imagine the ponsor of these ads 
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was an automobile manufacturer and 
identify which manufacturer that 

would be. This enabled us to get down 
to participants' real feelings and move 

beyond strictly literal comments we 
might traditionally hear. 

Free association (such as asking 
participants to compare the image of 
the client's product to something 
commonplace like cars), written ex­
ercises and other creative techniques 
can really make the difference in the 
way your participants articulate their 
thoughts . Also, factoring down these 
types of topics into incremental di s­

cussion steps frequently yields more 

in sightful and articulate comments 
than head-on questioning. 

In talking with consumers, the dif­

ficulty lies in the fact that participants 

sometimes are mi sinformed or don ' t 

understand how health care really 
works. Thi s gives us a challenging 

balance to maintain; we must help re­

spondents articulate intricate ideas 
without biasi ng their opinions or put­
ting words into their mouths. For in­

stance, when consumers say they are 

looking for quality health care, ask 

them how they define quality. What 
is quality ? [ have heard everything 

from industry accreditation, to a doc­

tor with good listening skills, to a full 
waiting room (if thi s many people go 

to him , why shouldn 't I?) The point 
is, there is a lot of confusion we need 

to sift through to better understand 

what our participants really mean in 

their response. 

Exploration or true discovery 
Some focus groups are nothing 

more than straightforward concept 

testing or brainstorming sess ions. 
Group di scuss ions are often a great 

intermediate checkpoint with custom­
ers for member retention or to stay 

ahead of the industry curve. However, 
when taking on anything that requires 
a more refined level of detail , remem­
ber to pack your sc uba gear. It can 
make the difference between mere 
exploration and true discovery. 0 

1"Eye on Patients: A Report to the American Pub­
lic." American Hospital Association and The Picker 
Institute. (January 27, 1997). Obtained from an 
AHA report press release. 

www.quirks.com Quirk's Marketing Research Review 



The ongoing patient satisfaction 
survey has become a staple of 
the health care industry's efforts 

to gather data on provider performance 
and identify service areas needing im­
provement. While these surveys provide 
a valuable historical measure, they often 
lack immediacy. Patients are asked to rate 
and remember events that may have oc­
curred weeks or months ago. In addition, 
unless a more timely method of gauging 
patient satisfaction is in place, the lag time 
between survey administration and analy­
sis may cost the organization valuable 
time that could be used to correct small 
service problems before they become 
major issues. 

For one health care provider, a way to 
get immediate feedback from patients is 
by using an Opinionmeter, a stand-alone 
polling machine made by Opinionmeter, 
Inc., Berkeley, Calif. John Maio, man­
ager of diagnostic imaging, Kaiser 
Permanente Hospital, Oakland, Calif., 
has used Opinionmeters to gather patient 
satisfaction information and also for em-
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ployee surveys. Placing the survey ma­
chines in the waiting areas of various 
departments, Maio has collected patient 
responses to brief questionnaires about 
their just-completed visit. "When I saw 
the Opinionmeter demonstrated, it oc­
curred to me that I could get rich data at 
the point of service, as opposed to data 
from a questionnaire that is mailed out 
to people a long after their interaction 
with hospital staff," Maio says. 

"We get six-month-old data from 
member patient satisfaction surveys that 
are used across the region, which includes 
2.5 million members, spread across 23 
different facilities. Well, that's pretty 
tough to work on because I don't know 
what has happened since the time the 
survey was taken. With the Opinionmeter, 
I can get information and try to act on it 
immediately." 

For example, as part of the center's 
New Practice Models customer service 
effort, Maio met with members of the 
pediatrics department at the Oakland fa­
cility to identify things the staff could do 

to improve patient satisfaction. "We de­
vised a survey to be administered on the 
Opinionmeter that had four basic ques­
tions: Were the receptionists helpful and 
courteous? Did the nurses introduce 
themselves to you? If your appointment 
ran late, were you kept informed? And, 
what did you think about your overall 
visit, using A- needs improvement; B 
- met my expectations; C - exceeded 
my expectations," Maio says. 

The short questionnaire was displayed 
on a panel attached to the Opinionmeter. 
Respondents used the keypad below it to 
enter their responses. In two weeks, Maio 
received 300 responses on one 
Opinionmeter, 184 on another and 225 
on a machine in his own department, 
which he used as a control to show staff­
ers that the high response numbers 
weren't just from kids pressing the ma­
chines' buttons. 

(If a patient enters responses outside 
the range of possible answers, their sur­
vey won't be recorded. In addition, if a 
respondent doesn't complete the survey, 
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the responses won ' t be saved. "You can 
also require people to enter their ZIP code 
or medical record number, for example, 
so if kids are pressing the buttons, it's not 
going to correlate to an active patient and 
you can just throw that response out," 
Maio says.) 

Introductions are important 
The survey showed that even some­

thing as simple as a doctor or nurse in­
troducing themselves seems to have a 
strong effect on satisfaction. "Of all the 
patients who were introduced, I looked 
at their answers to the other questions and 
their satisfaction level s in those areas 
were about 40 percent higher than those 
who said nobody introduced themselves," 
Maio ays. 

"It was interesting to crosstab the re­
sponses of those who were happy with 
the service and those who weren ' t be­
cause you could see the answers to the 
question that made them formulate their 
opinion. Of those who liked the service, 
90 percent were introduced to the nurse, 
90 percent had someone follow up with 
them if their appointment was running 
late, 90 percent said receptionists were 
helpful and courteous. So it's pretty easy 
to deduce that if you want to have high 
patient satisfaction these are the areas that 
can contribute to that." 

He was also able to refute employee 
claims that only di gruntled patient take 
the time to do the survey, seeing it as a 
way to vent their displeasure. "The re­
markable thing was, 67 percent said their 

visit was sati sfactory or exceptional, and 
only 33 percent said it wasn' t." 

When he's preparin g to pl ace a n 
Opinionmeter in a department waiting room, 
Maio says he tells the staff what the survey 
focuses on, rewarding them if they can raise 
satisfaction to certain levels. 

"It 's like a test where the professo r 
gives you the answers beforehand. I don' t 
want people to have to guess how to 
change their behavior, I'd rather tell them, 
'Here's the answer and let's see how good 
you can do at it.'" 

Employee surveys 
The Opinionmeters have been valuable 

for employee urveys as well , Maio says. 
He places the survey machine in hi s of­
fi ce, facing it away from him so employ­
ees know he can ' t see what their re­
sponses are. "The meter is pointed away 
from me. It doesn' t emit any sounds that 
let me know which buttons they're press­
ing. They complete the survey and they 
check their name off the li st and go. 1 tell 
them I'm not interested in an individual's 
answers, I'm interested in overall num­
bers." 

He's tried other methods, such as hav­
ing employees E-mail comments to him, 
but employees are under tandably ner­
vous about anything with their name at­
tached to it. "In the past, people didn ' t 
want to say anything about co-workers 
or managers for fear of retribution. But 
now I can get good data on what the 
whole department is saying and the ar­
eas that these people need to work on. 

We Specialize In Specialists! 

issues. 

It 's a good way to get people to give me 
information on anonymous bas is that I 
can use to make their work environment 
better and to make patients' lives better." 

Maio knows there is the chance that 
some empl oyees mi ght stack the deck 
aga inst co-workers whom they di slike. 
He also knows that employees could se­
cretl y complete surveys to make their 
own performance look good. So he tries 
to ensure a large sampl e. 

"By and large, people have been sur­
pri sed. They were afraid fe llow employ­
ees would ri p them to shreds but people 
actu all y have good things to say. If you 
use it as much for a reward as you do 
fo r trying to improve things, it 's a great 
tool." 

Positive comments 
One outgrowth of the initi al experi ­

ence with the Opinionmeter was dev is­
ing a vehicle for employees and patients 
to make positive comments about staff­
ers. Now, spec ia ll y labeled phones near 
some recept ion areas go to a vo ice mail­
box, whe re ca ll e rs a re ins truc ted to 
leave their comments. The messages are 
late r printed and di splayed and also 
placed in the employee's fil e. 

"The comment system been well re­
ceived, because there was no mecha­
ni sm like it before . In many cases when 
you do empl oyee evaluations, onl y the 
bad things are documented. This is a 
way to note when someone does some­
thing good and keep a record of it in 
their fil e." 

Rather than seei ng the Opinionmeter 
as a watchdog or a test of employee per­
formance, Maio views it as a part of hi s 
effort to serve both the medical center's 
customers and its empl oyees . " I have 
11 6 employees in my department, and 
we do about 170,000 imaging cases per 
year, so it helps me show the staff how 
foc used I am on fi nding out what pa­
ti ents want, and to have them under­
stand that I'm foc used on what they as 
empl oyees want fro m me. 

" In my position, I'm supposed to have 
vis ion and leadership capabilities . I 
think the important thing is letting the 
staff know that bas icall y I' m their sec­
retary. They need to te ll me what' s go­
ing to make their job eas ier. I'll filter 
that with my own vision and we' ll move 
ahead together. Unl ess I do that and 
show them that I'm interested in their 
work environ ment, there 's no way I'm 
going to get them to change their be­
hav ior." 0 
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Health care research 

Standardizing health care 
satisfaction measurement 
Jury still out on mail- and phone-based data 

collection methodologies 

Editor's note: Sherri Cross is man­
ager of public relations with National 
Research Corp., a Lincoln, Neb., firm 
specializing in providing market infor­
mation to health care organizations. 

W ithin recent years as con­
stituencies inside and out­
side the health care indus­

try sought to provide a more tangible 
definition of quality care, satisfaction 
measurement has earned a pivotal role. 
The Joint Commission on the Accredi­
tation of Healthcare Organizations has 
long required hospitals seeking accredi­
tation to assess patient satisfaction lev­
els. Similarly, initiatives introduced by 
the National Committee for Quality As­
surance (NCQA), the preeminent ac­
crediting body of HMOs, influenced 
health plans to begin measuring the sat­
isfaction levels of their membership. 
These industry mandates are aimed at 
making customer satisfaction measure­
ment a key component within organi­
zations' quality improvement efforts. 
Findings, however, also made their way 
to health care organizations' marketing 
departments, with growing numbers 
publicizing their satisfaction levels. Yet, 
seen by some as a marketing ploy, these 
satisfaction scores lacked comparabil­
ity and meaning as measurement ap-
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By Sherri Cross 

proaches lacked standardization. 
The NCQA led the crusade for a stan­

dardized health plan member satisfac­
tion initiative. In 1995, the NCQA 
drafted a pilot instrument and recom­
mended health plans use a third-party 
firm to conduct the mail-based survey 
process on their behalf. Associated with 
Health Plan Employer Data and Infor­
mation Set (HEDIS) version 2.5 report­
ing, this pilot phase directed the 
NCQA's survey refinement of method­
ological specifications last fall. 

Among the methodology issues ex­
plored, the pilot study response rates 
achieved through mail data collection 
fell short of the NCQA's stipulated rate 
of 50 percent. The second of two reli­
ability and validity studies conducted 
by National Research Corporation and 
the Health Institute found response rates 
ranging from 35 to 73 percent, or an 
average 44 percent response rate (1996). 
This led to the recommendation that the 
response rate specification be lowered 
to 40 percent, shown to provide valid 
findings. The NCQA's Committee for 
Performance Measurement, charged 
with finalizing instrument standards for 
the HEDIS 3.0 release, weighed the 
implications of the suggested change 
given the need to have industry buy-in 
to further substantiate the initiative as 

the industry standard. 
Understandable debate arose about 

the most appropriate survey methodol­
ogy - phone or mail - to pursue. Re­
gardless of the outcome, a decision for 
either methodology relied on a defen­
sible position shared by peers within the 
health care industry and the greater pub­
lic - a notable concern, given that 
health care executives are seven times 
more likely to endorse phone surveys 
as being superior to mail for satisfac­
tion studies (Response Center 1995). 

Yet, while the NCQA's Committee 
for Performance Measurement seemed 
to be wavering, the Health Care Financ­
ing Administration (HCFA) together 
with the Agency for Health Care Policy 
and Research (AHCPR) announced 
specifications for a mail administered 
Medicare Managed Care Beneficiary 
Satisfaction Survey (AHCPR's Medi­
care version of its Consumer Assess­
ments of Health Plans Survey). In fact, 
HCFA set forth a response rate aiming 
for 70 percent of surveyed Medicare 
Risk or Cost plan beneficiaries. HCFA 
specified necessary telephone follow­
up to achieve this response rate target. 
An independent vendor will conduct the 
Medicare CAHPS study this summer, 
sure to add fuel to this long-standing 
methodological debate. 
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resent an apples-to-apples comparison 
of methodology effectiveness. The chart 
illustrates how the mail response rate 
reflects a percentage of total member-

issues faced by health care's perfor­
mance measurement standardization 
movement. A more exhaustive review 
of phone data collection, the Respon-

A Comparison of Data Collection Methods: 
What Occurs Per 100 Members Surveyed? 

Worth mentioning, the Joint Commis­
sion on Accreditation of Healthcare 
Organizations' ORYX initiative is the 
most recent driving force behind stan­
dardizing performance measurement, 
including clinical outcomes and satis­
faction. The Joint Commission will in­
evitably enter the methodological de­
bate on many fronts, as it approves mea­
surement systems health care organiza­
tions can contract with to meet new ac­
creditation standards. 

dent Cooperation 
and Industry Image 
Survey, tracked 

111111111111111111111111111111111111111111 phone response 

A look at how response rates are 
derived 

Despite multiple recommendations 
that mail data collection become a stan­
dardized survey administration practice, 
this methodology still has its skeptics. 
Phone-based data collection, whether 
from experience or expectation, has 
generated a loyal following of propo­
nents attesting to its strong response rate 
record. Face validity alone seems to 
suggest phone's achievement of higher 
response rates than mail. Looking for 
validation, the NCQA fielded a phone 
pilot study that would seem to support 
what many presumed to be true. Re­
sponse rates achieved were in the range 
of 70 percent (NCQA phone-based 
studies, 9/96), surpassing the 44 percent 
average response rate shown to be 
achievable by mail (National Research 
Corporation and Ware, 9/96). 

However, these numbers do not rep-
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ship, while the phone percentage rep­
resents those members who answered 
a phone call. In essence, the perceived 
advantage of a higher phone response 
rate equates to the oversight of elimi­
nating those members not given the 
opportunity to express their views. 
Thus, contrary to popular belief, both 
data collection methodologies achieved 
similar, rather than vastly different, re­
sponse levels. 

Looking to existing survey research 
for justification/evidence 

Long-standing analysis of trends 
within the survey research industry pro­
vides insights into the methodological 
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Telephone 
Respondents 

rates for the past two 
decades and docu­
ments a current fig­
ure of 40 percent 
(The Council for 
Marketing and 

M1il 
w;. Opinion Research 6/ 

Respondents 96). This study also 
reported steadily 
climbing refusal 
rates, with 58 per-

cent of those called refusing to partici­
pate. 

Reflective of this well-established 
trend, phone products such as answer­
ing machines and Caller ID continue 
to affect response rates. Sixty-eight 
percent of households have answer­
ing machines and half use them to 
screen their calls. Caller ID shows 
steady growth with subscribers in 10 
percent of households and another 11 
percent planning to add this service. 
Another survey research study sup­
ports these findings, adding that 56 
percent of current Caller ID subscrib­
ers said they always or most of the 
time used the device to screen calls 
(Tecket and O' Neil Market Research 
- Fa11 1996) . Similarly, telecommu­
nication trends including multiple 
phone line households, phone num­
ber portability and changing area 
codes will continue to affect phone­
based data collection by altering such 
things as rates of answered lines, un­
listed numbers and working phones. 

Mail-based data collection suffers 
from its own unique obstacles. Ac­
cording to the U.S. Postal Service, 
bad addresses on average produce a 
3 to 5 percent nondeliverable rate 
nationwide. The currency of mailing 
lists and ZIP code changes contrib­
ute to higher percentages of 
nondeliverables. However, when 
comparing no/bad addresses to no/ 
bad phone numbers, National Re­
search Corporation's health care in­
dustry specific experience shows a 5 
percent mail-based nondeliverable 
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rate to be negligible when compared 
to phone's 18 percent. 

Survey research indicates consum­
ers are most comfortable with mail 
data collection. When asked, 46 per­
cent of consumers said they preferred 
mail, while 26 percent advocated 
phone, 18 percent cited in-person for­
mats and 7 percent favored group dis­
cussion (CMOR 6/96). Without sup­
porting evidence, the assumption that 
health care's topical nature nullifies 
existing response rate trends remains 
unsubstantiated. 

Beyond response rates- weighing 
other factors 

Methodological alternatives uti­
lized within the health care industry 
cannot fully be weighed on response 
rate alone, as numerous factors im­
pact the actionability of information 
collected. Health care consumers 
have been shown to report higher sat­
isfaction levels when collected by 
telephone vs. mail (Medical Out­
comes 1 /95). Holding this bias con­
stant, effects on satisfaction scores 
may present no substantial concerns. 
However, telephone data collection 
results in higher reported health sta­
tus and under-reported chronic con­
ditions conveying a dangerously 
flawed picture to health care organi­
zations (Medical Outcomes 1195). 
Perhaps the most direct threat to the 
goal of a standardized instrument, 
widely-recognized phone interviewer 
introduced biases, are yet another 
variable for which to control. While 
an auditing system could control for 
the majority of these protocols, this 
method has not yet been shown to 
mitigate interviewer bias. 

Conversely, as national reports es­
timate that nearly one-third of Ameri­
cans do not have a clear understand­
ing of managed care, phone data col­
lection allows interviewers to probe 
consumer responses and personally 
address confusing subjects. This is­
sue may find particular relevance to 
seniors, as Medicare privatization and 
coverage options easily blur payer 
specifics. Field testing instruments, 
however, by phone or mail can iden­
tify those measures requiring modi­
fication to facilitate respondents' ac­
curate interpretation and understand­
ing. 

The methodological debate inevita­
bly must factor in cost considerations. 
As growing numbers of industry and 
government bodies mandate the report­
ing of performance information, health 
care organizations must reallocate re­
sources to satisfy these requirements. 
Managed care organizations, particu­
larly the smaller players, have argued a 
tighter regulatory environment will 
jeopardize the availability of services 
and affordability of coverage. Given the 
Health Care Financing Administration's 
estimates, Medicare risk and cost man­
aged care plans may incur from $7,000 
to $9,800 per contract area to comply 
with the 1997 implemented beneficiary 
satisfaction survey. This cost adds to the 
more than $500,000 to $1 million some 
health plans have projected they will 
spend for HEDIS 3.0 reporting, of 
which satisfaction measurement repre­
sents only one component driving ex­
penditures. In fact, as NCQA requires 
health plans to show performance im­
provements, ongoing satisfaction mea­
surement requires a sizable financial 
investment. Thus, the 50 to 100 percent 

higher costs involved with phone data 
collection cannot go overlooked. 

Methodological stance within the 
standardization arena 

With 99 percent of HMOs and 80 
percent of PPOs measuring their mem­
berships' satisfaction, the standardiza­
tion movement will continue to direct 
how health care organizations' perfor­
mance should be measured, reported 
and applied. Many health care organi­
zations have opted to pursue a mail 
methodology with their internal, ongo­
ing measurement initiatives to generate 
a unified performance perspective, as 
separate phone and mail data collection 
associated with a satisfaction measure­
ment program can deliver conflicting 
data sets. Thus, the stance of industry 
players including the NCQA and HCFA 
on mail data collection has and will cre­
ate followers. Therefore, given the stan­
dardization movement's current 
progress and the survey research 
industry's current findings, key indica­
tors suggest mail data collection repre­
sents a sound course to maintain. 0 
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Survey Monitor 
continued from p. 6 

known to only 8 percent of the Ameri­
can public." 

Four out of the 10 most widely rec­
ognized sports brands come from the 
athletic footwear market - Nike (92 
percent), Reebok (92 percent), L.A. 
Gear (89 percent) and Keds (81 per­
cent). However, between 1993 and 1996 
ilie Fila brand has skyrocketed in aware­
ness from 34 percent to 50 percent, and 
is currently owned by 10 percent of the 
U.S. population over the age of 13. 

While Fila now ranks third in market 
share, its 50 percent awareness rating 
is good enough for only eighili place, 
falling behind Nike, Reebok, LA. Gear, 
Keds, adidas, Converse and Puma in 
national recognition. According to 
ASD, brand awareness is clearly a cu­
mulative phenomenon, with older 
names lingering in the public mind long 
after the brand's peak market perfor­
mances. 

The Sports Brand Intelligence Report 
is based on a national survey of 3,895 

people aged 13 and over conducted in 
December 1996. For more information 
call914-328-8877. 

AIDED BRAND AWARENESS 
(Top 10 Overall) 

1. Fruit-Of-The-Loom 94% 

2. Nike 92% 
3. Reebok 92% 
4. Hanes 92% 

8. Timex 
9. Spalding 
10. Keds 

91% 
89% 
87% 
86% 
83% 
81% 

Top 10 tips for selling to 
the mature market 

Why would any company care about 
the mature market? Maybe it's because 
mature Americans hold 50 percent of 
all discretionary income and 77 percent 
of total financial assets in the United 
States. The mature spend more than $1 
trillion on products and services every 
year and that number will continue to 
grow as one baby boomer turns 50 ev-

ery 7.5 seconds for the next 18 years. 
According to Frank Conaway, presi­

dent/CEO Primelife, a mature market 
communications consulting firm based 
in Orange, Calif., the top 10 consider­
ations (in no particular order) for mar­
keting to the mature are: 

10. Avoid stereotyping. The mature 
market is extremely diverse. Just be­
cause they've passed their 50th birth­
day doesn't mean they've tripped into 
senility, are hard of hearing or forgot 
how to color-coordinate their clothing. 
Conservatives, for the most part, they 
can still be influenced by effective ad­
vertising and public relations. Collec­
tively, they're far from being poor. As 
the last generation to enjoy personal­
ized relationships with people who sold 
them goods and services, they buy on 
an emotional level and they still hold 
traditional values. 

9. Get to the point. This generation 
survived the Great Depression and 
fought the big fight so they're not afraid 
of confrontation. Don't beat around the 
bush and don ' t lie. They'll never forget 
it if you do. They still remember what 
the word "ethics" means and recognize 
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that really grew up with the media. They 
heard the sales pitches on radio and 
graduated to black and white televisions 
without a look back. There's nothing 
they haven't heard of or been promised, 
so it's hard to fool them. And, despite 
what some marketers think, many of the 
mature have embraced the computer 
from the beginning as they now eagerly 
surf the Web in search of the new and 
interesting. So get to the point and don't 
try to camouflage it in hyperbole. 

8. Speak their language. The mature 
consumer's values aren ' t all that com­
plicated. While they may have had their 
own jargon at work, at home they like 
to hear their own language, namely non­
tech talk. Whether you're selling a com­
puter system or a car, don't talk down 
and don't talk up, just talk straight at 
them. They're not stupid, so you don't 
have to use monosyllabic words; but try 
to tone down the advertisingese. 

7. Don't patronize. It 's been a long 
time since they were children, so don ' t 
treat them like youngsters. And just be­
cause some of them are beginning to 
sport white hair and wrinkles doesn't 
necessarily mean their brains have 
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slipped into neutral. If they happen to 
be with their grown children, don ' t as­
sume the child speaks for the parent. 
The mature have worked all their lives, 
they 're still proud of what they've con­
tributed to country and home, so they 
consider themselves equals. Being 
talked to in a condescending manner 
will tum them off and you may never 
regain their respect or their business. 

6. Educate as you explain. The ma­
ture have always been a part of the in­
formation age. Unlike many members 
of succeeding generations, they know 
what the printed word looks like be­
tween the covers of a book. They are 
truly the first multi-taskers, having 
struggled to raise families, hold down 
jobs and get their college degrees. Now, 
just because they 've crossed the thresh­
old of 50, they haven ' t stopped seeking 
out information. They 're still ravenous 
readers, moviegoers and televi sion 
watchers. All this means they are more 
than receptive to your messages . Don ' t 
be afraid to explain your product or ser­
vice. The mature know from experience 
that the better informed they are the 
better choices they ' ll make. 

5. Provide simple-to-read literature. 
Simple doesn' t mean simple. Simple 
means easy to read. While the mature 
may cling to their youthful ways as long 
as they can, the fact is, the eyes need a 
bit more help the older they get. So re­
sponding to natural physical changes is 
just smart business. Increase the type 
size on labels, use contrasting colors, 
stay away from fancy fonts and clutter. 

4. Be positive but not pushy. One 
thing the mature have is experience. 
And lots of it. All those years of living 
have taught them a thing or two about 
rushing into a decision without mull­
ing it over. So, they 're in no hurry to 
make a decision that 's going to cost 
them money. And the more you push, 
the more they 're apt to take their busi­
ness elsewhere. Give them the informa­
tion they need to make a wise choice. 
Stress solutions, not problems, and give 
them time to make the choice that' s best 
for them. And what's best for them 
could be good for you too. 

3. Instill trust: Remember that word 
"ethics?" You better reek of ethics and 
integrity. This generation has literally 
put their lives on the line based on trust 
of their fellow man as well as their coun-
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try. They've been disappointed many 
times and take it very personally. You 
lose their trust and you lose them for­
ever - then they' 11 tell all their friends 
you can't be trusted ! And they have a 
lot of friends. 

2. Get personal. The mature are the 
pre-television generation. In other 
words, they're the last of the personal 
communicators, those who talked over 
the backyard fence rather than the cell 
phone. They shopped at local markets, 
had milk delivered to their doorsteps 
and were on a first-name basis with the 
mechanic who worked on their cars. 
They know their neighbors and have a 
network of friendships going back 40 
years or more. They've built their per­
sonal lives and businesses on relation­
ships. The quicker you're able to build 
a relationship on any level, the better 
you '11 be able to gain and keep their 
business. You may not wash their wind­
shields as you pump their gas, but any 
modicum of full-service these days is 
still appreciated. 

1. Segment and subsegment. Not ev­
eryone over the age of 50 belongs to 
the same generation, so you can't lump 

them all together in one imple market­
ing plan. Some of these people voted 
for Roosevelt- all four times. Others 
took their 2.5 kids to Disneyland when 
it opened in 1952. This is a very diver­
sified group and each segment has dif­
ferent wants and needs. And each age 
segment can be further subdivided by 
income, ethnicity, health, discretionary 
time and hundreds of other ways. In this 
case smaller (segments) is bigger (op­
portunities) when targeting the mature 
market. 

No list about people can ever be com­
plete. You can never know everything 
there is to know about a person or group 
of people. No matter the age, people 
continue to grow, to change and to head 
off into uncharted territories. That's why 
this top 10 list, or any other list, has a 
limited life span. For more information 
ca11714-744-1291. 
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Men 's Health magazine by Opinion 
Research Corporation during March 
27-29 , reveals 
that one-fifth of 
tax payers (20 \.1 

percent) admit-

ted to putting off IJ@XB@ 
d~ing their taxes Q . L1 Q 
this year. 

Why do tax-
payers wait until the last minute? Ac­
cording to those questioned from a list 
of possible reasons, the most frequently 
cited reason was that they were simply 
too busy with work and family life to 
make time for doing their taxes. Among 
those who put off doing their taxes, 51 
percent say that their busy family and 
work life was the primary reason for 
their procrastination. 

Among other reasons cited for put­
ting off doing taxes were not having 
information organized properly (28 per­
cent); fear of how much they might owe 
the IRS (21 percent); and not being able 
to find the time to sit down with their 
spouse and review yearly costs (18 per­
cent). 

Interestingly, only 8 percent of those 
who put off doing their taxes state that 
the reason wa difficulty understanding 
the IRS form s. 

The survey finds that Americans aged 
35-44, a large segment of the baby 
boom generation, are among the big­
gest numbers of individuals to put off 
doing their taxes. In fact, 29 percent of 
this group say they procrastinate when 
it comes to doing their taxes. Con­
versely, those Americans at the top and 
bottom of the age scale, (18-24 and, 65 
and older) are much more likely to get 
their taxes done, with only 12 percent 
of these groups admitting to putting off 
their tax work. 

Not surpri sing, those individuals 
earning higher annual income 
($35-$50K and $50K or more) were 
among the highest percentage of those 
who put off doing taxes, with 26 per­
cent and 24 percent of these groups, 
respectively, admitting as such. Those 
on the lower end of the wage scale 
(earning under $15K per year) were 
among those least likely to put off tax 
preparation , with only 15 percent of this 
group stating as such. 

Similarly, college graduates, who are 
more likely to be among the higher in-
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come groups, were more prone to put 
off doing their taxes than those individu­
als without a high school degree (27 
percent vs. 12 percent). 

When given a list of possibilitie , 47 
percent of Americans say they put off 
doing household chores or yard work 
and, 43 percent say they put off shop­
ping for holiday gifts unt il the last 
minute. 

Among the other activitie that 
Americans would rather not do until the 
last minute include scheduling doctor 
or dentist appointments (35 percent) ; 
calling relatives such as in-laws (31 
percent); getting the oil changed in the 
car (29 percent); and buying anniver­
sary gifts for their spouse or significant 
other (26 percent) . 

When it comes to being the bigger 
procrastinator, men are much more 
likely to admit to putting things off then 
women. According to the survey, 54 
percent of men say they are more likely 
to put things off than their spouse or 
significant other, In comparison. only 
27 percent of women admit as such. In 
fact, 47 percent agree that their husband 
is the bigger procrastinator in the fam­
ily. 

Among women , doing household 
chores or yard work was the most fre­
quently cited activity they tend to put 
off with 50 percent stating as such. 
Among men, hoppi ng for holiday gifts 
topped the list of activities they would 
rather put off, with 50 percent stating 
as such. This is also the case for younger 
individuals (18-24) with 53 percent of 
this group admitting to putting off holi­
day gift buying compared to only 26 
percent of those aged 65 and older. 

Men are also more likely than women 
(31 percent to 22 percent) to put off 
buying an anniver ary gift for their 
spouse, and calling a relative such as 
an in- law (37 percent vs. 26 percent). 

Younger individuals , those aged 
18-24, are among the biggest procras­
tinators in marriages, with 50 percent 
of this group saying they are more likely 
to put things off. In comparison, 34 per­
cent of those aged 45-54 say they are 
more likely to put things off than their 
spouse. 

Individuals from We tern states ad­
mit they are more likely to put things 
off ( 45 percent) than their spouse com­
pared to those in relationships in North-
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east, where 36 percent of individuals 
admitted as such. 

The survey is based on a nationwide 
telephone survey of 1,006 randomly 
selected adults , aged 18 and older. The 
survey has a margin of error of ±3 per­
cent. For more information call 610-
967-5171. 

Brand loyalty assumes 
new forms 

Marketers who wondered if 
recession-born price shopping would 
kill brands should rethink their pessi­
rnism, advised market researcher Judith 
Langer in a speech to the Advertising 
Research Foundation Annual Confer­
ence in April. While "100 percent brand 
loyalty is in the past," said Langer, presi­
dent of Langer Associates, a New York 
firm specializing in qualitative research 
studies of consumer lifestyle issues, 
consumer attachment to brands remains 
potent. "A number of consumers like, 
even love, brands," she said, although 
their loyalty is assuming new forms. 

Brands remain important to consum­
ers because they satisfy practical, emo­
tional and social needs, Langer said. 
Practical, because it 's reassuring to buy 
consistent, known quality which aves 
"time, money, disappointment and even 
self-blame," she noted. On the emo­
tional level, brands evoke continuity, 
sometimes even across generations. 
They also serve a social role as a short­
hand communication of self that "can 
win acceptance and approval or at the 
very least, avoid disapproval." 

Major elements in continuing and 
new brand loyalties uncovered by 
Langer and her associate Naomi Brody 
in focus groups and depth interviews 
include: 

• Consumers are not as cynical as they 
are sometimes portrayed. They remain 
loyal to brands that have lasted, and to 
companies which support their brands 
with service and respect for the con­
sumer. One consumer said, Sony has 
"customer relations lines and they take 
your complaints and help you." A per­
sonal letter of apology and dollars-off 
coupons from Snapple turned around 
one di sgruntled customer. "Uncon­
cerned and unresponsive customer ser­
vice, however, can lose customers for­
ever," Langer warned. 

• In an era of increasing change and 
uncertainty, nostalgia plays a growing 
role in brand loyalty across age groups. 
Said one consumer, "I've used Tide for­
ever- my mother used Tide and when 
I got married, it didn't occur to me to 
use anything but Tide." Food, too, stirs 
memories. "Mother thought Hellman's 
mayonnaise was the brand for us," said 
another consumer. "I have deviated and 
gotten other brands, but it doesn't taste 
like Mom's cooking." 

• Brands are increasingly seen as a 
way of belonging to a "club," among 
purchasers of products as varied as New 
Balance athletic shoes, Gateway 2000 
computers and regional beers. Swatch 
and Saturn offer formal clubs for prod­
uct owners, but Langer found a grow­
ing number of informal connections 
among brand loyalists. A woman who 
bought a Gateway computer said, "The 
minute these cartons hit the lobby of my 
building, suddenly I had everyone in my 
building who had one telling me what 
to do. It became a definite community, 
a subgroup of people." 

• Many consumers today practice 
home-base loyalty (leaving and return­
ing to a favorite brand after experiment­
ing with other products), and dual loy­
alty (rotating between two brands de­
pending on price or benefits). In both 
styles, consumers have a strong rela­
tionship with brands, if not 100 percent 
loyalty. 

Consumer behavior can be seen clus­
tering into "loyalty segments," accord­
ing to Langer, and marketers need to un­
derstand these segments so they' 11 know 
how to talk to their customers. 

The Steadfasts are people who "de­
clare their loyalty to a particular brand 
as a sign of strength of character." They 
say, "Why change if there's no reason 
to?' ' While some are middle-aged, oth­
ers are younger and continuing relation­
ships with brands from childhood or that 
they have established on their own. 
Typical comments: "I'm fairly brand 
loyal. I don ' t like change. Once I've 
found something I like, I stick with it, 
if it 's been good to me." Or "I consider 
myself a thoroughly dependable person, 
that's why I like a dependable product." 

Loyalty Minimizers consider them­
selves smart shoppers and open to 
change. "It just happens that in a num­
ber of categories," Langer said, "they 
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repeatedly buy their old favorites nine 
times out of I 0." Their patterns include 
both home-base loyalty and dual loy­
alty: one man said he was loyal to both 
Kodak and Fuji and swung between the 
two depending on price. 

Category Contingents reserve their 
loyalty for a particular category of prod­
ucts. If a product is important to them 
and they see a difference among brands, 
they'll buy one brand consistently, but 
in other areas, they do not. 

Image Rejectors "care only about 
product characteristics and price" and 
"refuse to pay more for a fancy brand 
name," said Langer. "Store brands are 
fine in many categories, they insist." 

Don't take consumers ' loyalty for 
granted, not even that of 50-plussers, 
warned Langer. "Even the Steadfasts 
will walk away if the quality drops sig­
nificantly or the new advertising alien­
ates them. They ' ll try new or different 
brands which offer better value, inter­
esting benefits or image enhancement. 

"Start with youth in building brands. 
The brands that make an impression on 
children, teenagers and young adults 
will often be selected by them as 
adults." Or reach them through their 
parents, suggested Langer: "Habits and 
loyalties are passed down." 

The message to marketers from the 
consumer is very simple, said Langer: 
Make me feel good about myself -
smart, chic, sophisticated, tasteful, suc­
cessful, mainstream, an individual, fru­
gal, a good parent- or whatever that 
person is seeking. "Brands that do this 
will attract and keep a good deal of the 
business- if not the total loyalty- of 
their customers," she said. 

The study reported above is based on 
a focus group of men and women 35-65 
years old held in New York City in Janu­
ary, followed by 20 in-depth telephone 
interviews conducted by Langer Asso­
ciates Inc. For more information call 
Anita Hunter at 212-355-0365. 

Asian-Indian consumers 
enjoy visiting family, 
friends 

According to a new study, the favor­
ite leisure time activity of Asian-Indian 
consumers living in the U.S. is visiting 
family and friends. The study, by Para-
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digm Technologies International , 
Westwood, N.J., surveyed a random 
sample of Asian-Indian consumers, aged 
18 and over, on their preferences in a va­
riety of goods and services and also gath­
ered demographic information. 

Japanese vehicles are favored above all 
other car makes, for both purchase and 
lease. Toyota is the favorite manufacturer. 
Mo t respondents expect the sticker price 
of their next purchased or leased vehicle 
to be above $20,000. Most plan to pur­
chase or lease a vehicle within the next 
two years. 

Frequent travel to India is widespread. 
Three out of four expect to make the trip 
at least once every five years. Air-India 
and Lufthansa are the most favored air­
lines for traveling to India. 

More than three of four Asian-Indians 
have a computer at home. Most have ac­
cess to on-line services and the Internet. 
Life insurance, mutual funds and IRAs 
are the most common investments. The 
median savings rate- avings as a per­
centage of income - of Asian-Indians 
is 14.7 percent, well above the American 
average savings rate of 4.2 percent. 

Three out of five Asian-Indians are not 
vegetarians. More than two-thirds of re­
spondents dine out at least once every two 
weeks. Pizza Hut is their top choice 
among restaurants. Two-thirds eat break­
fast cereals regularly, with Kellogg's be­
ing the favorite cereal maker of most re­
spondents. 

Almost three out of five use AT&T as 
their primary carrier. Brand loyalty is 
strong; most will not change. The me­
dian monthly local/1ong distance phone 
bill is $54. The median monthly bill for 
international calls is $69. 

Most Asian-Indians prefer hard news 
content for both reading and television 

viewing. India Abroad is the most com­
monly read Indian-oriented publication. 

About two out of five attend religious 
services at a place of worship one to three 
times per quarter. Children's education 
and financial stability are the two most 
commonly cited socio-economic con­
cerns. 

Three out of five respondents live in a 
si ngle-family house. Almost all adu lt 
Asian-Indians are bilingual , with Hindi 
the primary non-English language. The 
vast majority of American-based Indians 
were born in India. A third came origi­
nally from the states of Gujarat and 
Maharashtra. More than half have lived 
in the U.S. for over 10 years. 

Almost three in four respondents 
earned a college degree or higher prior 
coming to the U.S. The most commonly 
cited occupation is engineer. One in five 
owns his or her own business. The me­
dian household size is three. Baby 
boomers comprise the largest age seg­
ment of Asian-Indians. Four out of five 
respondents are married. Median house­
hold income among Asian-Indians is al­
most twice the median for Americans as 
a whole: $64,000 compared to $34,000. 
For more information call Ravi Iyer at 
201-722-3550. 

Patients: doctors put cost 
above efficacy 

One our of four patients believes that 
doctors prescribe drugs based more on 
cost considerations than effectiveness, 
regardless of whether those patients are 
involved in managed care or fee-for-ser­
vice health plans, according to a survey 
by COB Research & Consulting Inc., 
New York. 

When it comes to insurance, the dis-
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advantages of a managed care plan out­
weigh the inconvenience of paying for 
the medical service up front and subse­
quently filing a claim for reimbursement, 
the survey showed. In fact, the majority 
of those insured have fee-for-service in­
surance coverage as opposed to the co­
payment structure provided by managed 
care (53 percent fee-for-service vs. 43 
percent managed care). This statistic 
holds true even among the older segment 
of the survey sample, an age group that 
on average has less disposable income. 
For instance, twice as many people over 
the age of 65 have fee-for-service plans 
than have managed care plans (26 per­
cent fee-for-service vs. 12 percent man­
aged care). Managed care plans, however, 
are more popular among the 35-44 age 
group (29 percent managed care vs. 18 
fee-for-service). 

Those insured under managed care 
are an average of nine percentage points 
less satisfied with their care than those 
insured under fee-for-service plans. For 
example, more people with fee-for-ser­
vice insurance agree they have access 
to the best-qualified physicians (93 per­
cent versus 81 percent), as well as the 
best-equipped hospitals and medical fa­
cilities (94 percent vs. 87 percent). The 
fee-for-service group also reports a 
greater flexibility in changing doctors 
than those covered by managed care (94 
percent vs. 81 percent). In addition, the 
fee-for-service group finds it easier to 
process claims (92 percent fee-for-ser­
vice vs. 83 percent managed care) and 
to obtain physician referrals (85 percent 
fee-for-service vs. 79 percent managed 
care). 

Despite these discrepancies in the 
quality of service, the two insurance 
groups do share some common opin­
ions. One out of four respondents agree 
that doctors prescribe drugs based more 
upon low cost than effectiveness (23 
percent fee-for-service, 25 percent man­
aged care). The majority of both groups 
also believe that the type of insurance 
plan does not prevent their doctors from 
offering the best care possible (84 per­
cent fee-for-service, 83 percent man­
aged care). Lastly, clients of both plans 
report that appointments may be sched­
uled easi Iy without a lot of advance 
notice (85 percent fee-for-service, 83 
percent managed care). For more infor­
mation call 212-367-6866. 
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Product & Service Update 
continued from p. 8 
QUEST services comprise Web sur­
veys, E-mail surveys, on-line focus 
groups and proprietary client market­
ing research resource Web sites. For 
more information call 770-621-7600 or 
visit the company's Web site (http:// 
www.elavidge.com) for a demonstra­
tion of E-Quest services. 

Site features links to 
3,000 magazines 

Direct Contact Publishing, publisher 
of The U.S. All Media E-Mail Direc­
tory, has a new Web site featuring links 
to over 3,000 on-line magazine sites. 
The site's address is http:// 
www.owt.com/dircon/ 
mediajum.htm#Mediajump. 

Packaging report from 
The Consumer Network 

The 1997 Package Performance and 
Consumer Expectations Report is now 
available from The Consumer Network, 
Philadelphia. The report includes: find­
ings about how consumers see and 
judge packaging; performance ratings 
on 16 food and 24 non-food categories; 
packaging suggestions; information on 
how improvements impact product sat­
isfaction and the role of package per­
formance in value perceptions. There­
port is based on two rounds of package 
research with 730 supermarket shop­
pers; best package nominations from 
2,500 supermarket shoppers; the devel­
opment of a Package Performance In­
dex; and analysis and recommendations 
informed by packaging focus groups 
and workshops. For more information 
call Charles Ebner at 800-291-0 I 00. 

Saja updates Survey 
Select 

Survey Select 1.5 survey develop­
ment software is now available from 
Saja Software, Inc. , Longmont, Colo. 
New features allow for the export of 
survey answers to a variety of spread­
sheet and database programs, including 
Microsoft Excel and Access, and Lotus 
1-2-3. Survey Select is a Windows-
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.I ZIP-based samples 
.I Appending FIP, 
ZIP or other codes 
onto the output of 

telephone records 
.I Use of high-density 

blocks 
.I Modem/ diskettes or 

Internet 
.I Printing of call dialing sheets 

A 11 of these services are free with our fee of 10¢ per number. 
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based product that allows users to ad- sign with eight pre-configured survey 
minister surveys on hard copy, via templates and more than 500 archived 
stand-alone or networked PC or on dis- questions that are categorized by topic. 
kette. The program features three mod- After the survey is created and admin­
ules: Survey Designer, Survey Admin- istered, the Survey Analysis module al­
istration and Survey Analysis. Users can lows the user to compile and analyze 
create a survey from scratch or select the data in a variety of formats. Stan­

mation call 800-945-0040. 

Software generates 
probability sample for 
Web research 

from a question database. They can dard statistical information , graphics, Researchers looking to conduct a 
choose from a variety of rating scale open-ended question analysis (through probability sample for Web research can 
types, including agree/disagree, open- a key-word search engine) and gap now use Pop-Up Survey 
ended, yes/no, multiple choice, true/ analysis are all available. A free demo Software from ~\ef/7. 
false and others. Dual scale are also of Survey Select 1.5 can be downloaded SurveySite, Willowdale, ~~6>? 
available. The Survey Designer module from Saja Software's site at http:// Ontario. SurveySite soft-
gives users a head start on survey de- www.surveyselect.com. For more infor- ware counts how many 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ people visit a ~b site ~ ~ 
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and selects visitors at a sea~ 
predetermined interval 
(for example, every I OOth visitor). 
When the Nth visitor browses the si te, 
a small Java window pops into view 
asking the user if they would complete 
a short on-line survey after they finish 
browsing the si te . The visitor can then 
complete the survey or decline to par­
ticipate with a mouse click. For more 
information ca ll Marshall Rice at 416-
410-3457 or visit the company's Web 
site at www.surveysite.com. 

New qualitative service 
goes where consumers 
are 

Doyle Research Associates, Inc. , 
Chicago, has introduced ShopTalk, a 
custom research service that conducts 
qualitative research wherever a client's 
product or serv ice is used or sold, be it 
at home, an entertainment venue or in a 
retail environment. ShopTalk provides 
clients an opportunity to observe the 
unconsc ious behavior of consumers' 
routines, patterns and habits, rather than 
relying exclusively on self-reported be­
havior. For more information call Lynn 
Kaladjian at 312-944-4848. 

Smart Viewer gives SPSS 
users viewing flexibility 

SPSS Inc ., Chicago, now offers SPSS 
Smart Viewer, a product that allows us­
ers to distribute reports " live" for fur­
ther pivoting, viewing, formatting and 
printing. All vital information can now 
be electronically distributed in one file. 
Multiple reports can be condensed into 
a single table which can be reformatted 
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and pivoted to suit the receiver's needs. 
Smart Viewer enables users to electroni­
cally publi sh SPSS for Windows out­
put to their customers and colleagues. 
It provides instantaneous delivery of 
information via the World Wide Web, 
E-mail or diskette. For example, a com­
pany can distribute sales reports or em­
ployee sati sfaction surveys to all depart­
ment managers, allowing them to cut 
and shape reports to their own specifi­
cations. In addition to SPSS Smart 
Viewer, SPSS is also rel eas ing SPSS 
Viewer, a view-only product which is 
downloadable from th e SPSS Web 
si te ( http ://www.s pss.co m ) . The 
SPSS Viewer is an easy, no-cost way 
for anyone to print or view SPSS re­
sults files on the ir desktop without 
owning or operating SPSS for Win­
dows. For more information call 800-
543 -5815. 

On-line focus groups, 
surveys from RC I 

Research Connections, Inc . (RCI), 
Westfield , N.J. , has introduced two 
new on-line research services, Focus 
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Connect and Quest Connect. Focus 
Connect is a virtual focus group facil­

ity located at RCI's Web 
site. Using customized 
software , Focus Connect 
groups are conducted on 
a secure Web server so 
that participants can meet 
in cyberspace for virtu­

ally any research purpose. The on-line 
groups are password-protected so that 
only recruited respondents can partici­
pate in their assigned group. Participant 
comments are seen by the entire group 
while private messages can be sent to 
the moderator by individuals and client 
observers. In addition, managers at the 
client company who might not normally 
be able to attend location-dependent 
focus groups can log in from their of­
fices to follow the groups. To view a 
demo, visit the company's Web site 
at http ://www.researchconnections . 
com/focus. 

With Quest Connect, RCI can de­
ploy an on-line questionnaire, collect 
results and report them to clients 
within 24 hours. The surveys can be 
created to pose virtually any type of 

question with logic included for skip 
patterns, conditional branching, random 
question and answer rotations, ranking 
and multiple answers. Responses can 
also be checked for valid data such 
as whole vs. decimal numbers, con­
stant sum calculations, numeric 
ranges and blank entries. Respon­
dents are recruited on-line, by phone 
or E-mail as well as from RCI's re­
spondent panel. The Quest Connect 
survey engine is based on standard 
Web page scripting language so sur­
veys can be mounted on any Web 
server, either RCI's or the client 's . 
Participants can take as much time as 
they like to complete the survey, but 
the survey engine ensures that each 
respondent answers every question. 
The results are collected automati­
cally at the Web site and , in most 
cases, each day 's results can be tabu­
lated and transmitted to the client the 
day after they are collected. For an 
on-line demo, go to http:// 
www.researchconnections. com/sur­
veys/qc_demo.htm. Or for more in­
formation on both products call Amy 
Yoffie at 800-665-9724. 
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Data Use 
continued from p. 15 

FIGURE 2: MODEL ARCHITECTURE 

1. The time series 

EXOGENOUS VARIABLES 
•econometric 
' sociometric 
' promo schedules 
•survey 
' etc. 

You will recall from the first article that all that is nec­
essary to build a supervised learning neural net are val­
ues of the input (or independent variables) and values of the 
output (or dependent variables). A neural network uses lay­
ers of processing units whose weights are iteratively adjusted 
until the network's prediction of the output variable(s), based 
on the input variable(s), is as close to the actual output 
variable(s) as possible. Once this state is reached, the net­
work is said to be trained. With our time series data, we eas­
ily meet these conditions. We have input variables, gener­
ally previous values of the series; and output values, the value 
of the series at points in time later than the input series. 

EXHIBIT 1: The Fourier Transform 

W " n-l [ (2njk) . (21ljk) ·] j = L...J k=O XkCOS -n- +XkSlll -n- l 

2. Fourier transform 
A Fourier transform is a very specific data tran formation 

that reveals short- and long-term trends. The basic equation 
of the Fourier transformation is shown in Exhibit 1. For our 

purposes, the important thing to notice about Exhibit I is 
that the transformed series, W., is made up of sines and co-

J 

sines of the original series, the Xks. You will recall from high 
school trigonometry that the most outstanding feature of sines 
and cosines is that they are periodic- they repeat at very 
regular intervals, as shown in Figure 3 where we simply take 
the sine and cos ine of the integers from I to 20. A Fourier 
transformation re-expresses the time series, no matter what 
it look like originally, into a set of pure sine and cosine 
waves, thereby revealing any periodicity, or patterns that re­
peat at various intervals of time. Figure 4 shows a particular 
series of monthly data and Figure 5 shows a Fourier trans­
formation of thi s data, revealing that the series contains three 
robust cycles: one that repeats every 12 months, another that 
repeats every six months, and a third that repeats every three 
months. 

FIGURE 3: SINE AND COSINE 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 

I• Sine """' Cosine I 

3. Splitting the signal 
One of the important features of the Fourier transform is 

that once you've identified the various components of the 
series, like the slow 12-month and fast three-month cycles 
in Figure 4, you can do bas ic arith metic on the series. For 
instance, you can split the original time series into two or 
three separate series, each with very specific attributes (like 
long-term trend) and model each of the e series separately. 
The equal sign in the Fourier transformation means that once 
the series is split up into its basic components, adding all the 
components back together aga in results in the original se-

C::HIC:AGO EIOUNC? 

-Ldr<;Je Testing fdcility 5eots 50 - Perfect for dudience or tdste tests. 
-Focus Groups- New, Comfortoble & Conveniently locoted. 
-Lorge Field Stoff For: • Audits 

• Intercept Interviewing 
• Executive Interviewing 

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

PRECISION FIELD SERVICES 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 
call or e-mail us for a complete brochure: 847 • 390 • 8666 info@pfschgo.com 
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ries. Similarly, adding together forecasts based on each of 
the components results in a forecast for the entire series. This 
idea is fundamenta l to the neural network approach to fore­
casting: split the series into components having specific prop­
erties using the Fourier transform ; train separate neural net­
works on each of the components; forecast future values of 
each of the separate components (s ince each component has 
a specific property, each will be ruthlessly precise); add the 
forecasts together and the equal sign in the Fourier transfor­
mation assures one of having a forecast of the raw time se­
ries, albeit a much better forecast than would ever have been 
achieved if you tried to forecast the raw signal rather than its 
constituents. 

~ 
0 c 
G.) 

> ..: 
G.) 
<II 
::I 
0 
.r; 

~ 
nJ 

~ 

.t:. ... 
C) 
1: 
(I) ... 
tn 

16 

14 

12 

10 

FIGURE 4: WAREHOUSE 
INVENTORY TIME SERIES 
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FIGURE 5: SPECTRAL COMPONENTS 
OF WAREHOUSE INVENTORY 
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4. Splitting the series 
Spli tting the time series is done with filters. There are a ll 

kinds of filters , but the three that are the most useful to mar­
ket research are highpass, lowpass and bandpass filters. The 
idea is very simple. A highpass filter of a time series only 
lets through those components that repeat at a certain high 
frequency. Conversely, a lowpass filter only lets through those 
components of a series that repeat at specific low frequen­
cies. The low frequency components are long-term trend. 
Long-term trend occurs at low frequency because if you have 
a three-year trend in a database that spans six years, it will 
repeat with a frequency of two. If there is also a quarterly 
cycle in this data, it will repeat with a frequency of 24 times 
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At Pine Company, 
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starts here. 
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-it is a much higher frequency than the three-year trend. 
The highpass component are quickly fluctu ating, often 
times random noise, in the data. A bandpass filter is a 
combination of a lowpass and highpass filter, a llowing 
through only components that repeat between a low and 
high cutoff point. 

Once we know the spectral components of the seri es 
from the Fourier transformation , we can split our sig nal 
into a variety of pieces and train separate neural networks 
on each of the piece . Some pieces, especially the low pass 
component, are very easy for a neural network to learn . 
Other components will be more difficult. More impor­
tantly, though, external variables that we might wi sh to 
include in our model will selectively influe nce compo­
nents of the signal. For instance, if we are forecasting 
demand for refrigerators, the number of new hou sing 
starts will probably effect the low frequency long- term 
trend component while price discounts, adverti s ing and 
promotion , etc. , will probably effect the higher frequency, 
more transient aspects, of the data. Splitting the series 
into components where external variables can differen­
tially impact each of the components results in model s of 
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FIGURE 6: LOWPASS FILTER 

much greater preci sion (i.e ., much higher R2) and vas tl y 
more accurate forecasts . 

Returning to our example , Figure 6 shows the output 
of a lowpass filter. The long-term trend in the data is now 
quite clear: 

• Sales have a clear 12-month seasonality th at peaks in 
July and troughs in February. 

• Sales have been trending upward from 1989 to 1994. 
• In 1994, something occurred to shift the curve up­

ward such that the basic seasonality continues, but now 
around a higher baseline. 

Even without a neural network, it is pre tty easy to pre­
dict the August point of Figure 6: 

Figure 7 shows some hi gher frequency, more transie nt, 
aspects of the series . Casual observation will convince 
you that even thi s hi gh-frequency serie is far from ran­
dom. In fact , a neural network will have very littl e di ffi ­
culty learning this series. Figure 8 shows the two seri es 
together. If you simply add the two lines together you 
will get Figure 1. Since these two series with ve ry diffe r­
ent properties are mixed together in Fi gure I , it should 
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FIGURE 7: SIGNAL WITH 
LOWPASS REMOVED 

FIGURE 8: SPLIT SIGNAL 
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be o bvious th at forecasting each of the two filte red se ri es 

is eas ie r than forecas tin g the combined seri es. Mo reover, 
the equ a l s ign in the Fo uri er transfo rm g ives us a way to 

put the two forecasts bac k togethe r. In thi s exampl e, we 
have split the s ignal into only two pi eces . It is not un ­

usua l to split a s ig nal into fo ur or s ix pi eces . Kn owing 
how many filte rs and how the fil ters should be se t come 

from studying the Fouri er transform . For the s ignal shown 

in Fi gure 4 and 5 , splitting in to three pieces - a ve ry 
low frequency cyc le, an intermed iate six-month cyc le, and 

a hi gh freque ncy seri es - is req uired . 

5. Exogenous variables 
Exogenous variabl es are vari abl es that ari se outside of 

a mode l. That is, the mode l does not describe the ir cause. 
In our refri gerator example, housing starts are exoge nous 

s ince the model has nothin g to say abo ut what causes 
increases and dec reases in ho usi ng starts . 

We've a lready covered thi s in our di scuss ion of why 
the Fourie r transform is used . Frequ e ntl y in market re­

search fo recas ting, we want to know how othe r va ri abl es 

affect the series - how does price affec t demand , how 
does adverti s ing affec t sales, and so fo rth. The neural net 

all ows a s imple way to fac tor a ll these va ri abl es , es pe­

c ia ll y survey -based va ri abl es , into th e mode l. As de­
scribed above with refri gerator sa les, part of the great 

beauty of the neural network approach to time seri es fore-
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casting is that it allows exogenou s variables to differen­

tially impact various components of the series, a variable 
like customer sati sfaction could be highly correlated with 

just a spec ific component of the series, but when you look 
at the correlation with the entire series, the relation ship 

may be completely lost. 

6. Training and test samples 
At thi s point we're ready to actually build a neural net 

model from the data. We will have two distinct neural 

networks, one predicting long- term trend in sales and the 
other predicting the hi gh frequency transients . As with 

any supervi sed learnin g network , we need two things in 
our data: values of th e independent variables and values 

of the dependent variable(s). The network will learn a 
nonlinear mapping between the two. In a time series 

analysis, the data line is a littl e weird. To make what the 
network sees co ncrete, let's talk about the input for Janu­

ary 1995. The January 1995 data consists of three ele­

me nts: 
I. Since we want a four-month forecast, the January 

1995 line would contain February, March , April and May 
1995 sales . These are th e dependent variables, the values 

the neural network will be trained to predict. 
2. January 1994 to Jan uary 1995 sales . We will base 

eac h four-month forecast on sa les of the previou s 12 
months so the value of sa les in eac h of the previous 12 

months is on the input line. Thi s is part of the indepen-

dent variable. 
3. The value of the exogenous variables in January 

1995. In thi s particular application, there are 16 exog­

enous variables as shown in Figure 9. This is part of the 

independent variable also. One could also add lagged 

values of the exogenous variables. 
Each line of input contains 32 data values. We randomly 

split our data into two pools, a training pool and a testing 
pool. We will use the training pool to train the network, 

and we will use the testing pool to see how well it does 

with data its never seen before . 

7. Recurrent neural network 
We can now train our network using the technique of 

back-propagation described in my first article. We will 
have an input layer consisting of elements two and three 

above, and an output layer with element one above. We 
will also have some hidden processing elements. In this 

case, some of the hidden processing elements take on a 

very special form and rather than being connected to all 

of the input data, they are connected only to lagged sales 

values that appear on the input line. This special form 
makes these elements act like a memory in the network: 

the network is able to remember past values of sales and 
past predictions . That is the recurrent part of a recurrent 

neural network , and these special processing units are 
usually referred to as a context layer. 

Alternatively, one can load past values of the series onto 
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FIGURE 9: EXOGENOUS VARIABLES 
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a single line of the input file, as we have done in our 
example, and use a technique known as time-delayed 
neural networks (TDNN). In either case, back-propaga­
tion works like it did before: the network adjusts weights 
from the input units to the hidden units, and from the 
hidden units to the output units, until its estimate of the 
output best matches the actual outputs. Notice, however, that 
the outputs in this case are the level of sales four months in 
the future. By this specific arrangement, the network is be­
ing trained to minimize the error between its four-month 
ahead forecast and the actual four-month ahead data. The 
weights that lead to the best match between inputs and out­
puts show the impact of the exogenous variables and previ­
ous values of sales on sales four months in the future. 

Networks for each of the outputs that resulted from split­
ting the signal are trained separately. When each is done train­
ing, adding their forecasts together gives a four-month ahead 
forecast. Since exogenous variables have been included, it is 
a simple matter to show how strongly they impact current 
and future sales, as shown in Figure 9. Figure 9 shows the 
relative impact of a variety of econometric measures on our 
sales forecast. The large positive weight on personal con­
sumption expenditures means that if this measure increases 
in January, sales will increase in May. Similarly, if interest 
rates go up in January, sales will go down in May because of 
the large negative impact of prime rate. These impact scores 
are easily obtained from the neural network since they are 
nothing more than the weights with which the variables con­
nect to the output layer. The ability to factor in exogenous 
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variables in such an easy and powerful way is one of the 
most important features of neural net based forecasting. 
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FIGURE 10: 6 MONTH 
AHEAD FORECAST 
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I will leave it to the reader to fi gure out, but the fundamen­
tals of the approach I've just outl ined can be used for sur­
vey-based pricing studies, in which case the weights show 
completely non-linear pri ce el as tic ity and cross-elas ti c­
ity demand coefficients. By including other econometric 
variables, you could see how the larger economic envi­
ronment impacts price sensitivity. If some of the exog­
enous variables concern adverti sing, the weights show 
advertising elasticities of demand. Neural networks have 
been extensively used to model all the elements of the 
marketing mix . Similarly, a di screte choice ex periment 
can be set up where the hidden unit 's weights are equiva­
lent to those obtained from multinomi allogit. In thi s case, 
the input lines consist of choice probabilities and dummy­
coded design information . 

8. Error correction filter 
Figure 10 shows a six-month fo recast and ac tual sales 

volume for our eries. The foreca t wa made in August 
1996 before values for September 1996 through Febru­
ary 1997 were available . Each month 's forecas t is within 
$100,000 of actual , even in December when sales surged 
to $120 million , their highest level ever. Figure 11 shows 
the output from what is known as an error correction fil ­
ter. The name is really bad , since the filter doesn' t cor-
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FIGURE 11: 6 MONTH FORECAST 
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rect any errors. All it does is calculate how likely the fore­
cast is to be wrong. The output of the error correction filter 
can be turned into confidence intervals, as shown in Fig­
ure 11. The combination of all the neural nets yoked to­
gether are 90 percent confident that the true sales value 
for August 1997 will lie between $79 and $96 million. 
As intuition would demand, the area within the confi­
dence interval s increases- we are more confident about 
our predictions for the immediate future than we are about 
predictions concerning the distant future. 

Valuable to researchers 
In summary, the neural network approach to time se-

ries forecasting has several properties that should make 
it valuable to market researchers: 

1. Compared to ARIMA and other econometric fore­
casting methods, it is very, very easy to implement. Soft­
ware for Fourier transformations are available in all of 
the major statistical packages such as SPSS or SAS. 

2. The neural network approach makes integrating the 
effect of exogenous variables a snap. This step is very 
cumbersome in ARIMA models. 

3. In ARIMA and regression models, you initially guess 
at the order of the AR and MA terms. The neural network 
approach essentially solves for the correct order of these 
terms through training. 

4. A neural network model can learn from its past mis­
takes . When new data becomes available, ARIMA mod­
els must be developed from scratch. 

On the downside, 
1. I quickly glossed over developing confidence inter­

vals for a forecast. The precise details of how the error 
correction filter is built and used require a strong work­
ing knowledge of calculus. 

2. In the example, the neural network was trained to 
forecast four time periods into the future. Usually, one 
forecasts only one period into the future and then uses 
this forecasted value to build a forecast for the second 
period and so on. This is called bootstrapping and can be 
moderately cumbersome to implement. 0 

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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American Century 
continued from p. 11 

About one-third (32 percent) of re­

spondents indicated that they would 

check their balances more frequently 

if they could get balance information 

on-line. The rem a ining individual s 

said they would check the ir bal ances 

at about the same frequency or even less 

frequently with an Inte rnet option . 
Mutual fund Web site prolife ration 

may be s lightly ahead of shareholder 
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de mand for on-line services. But as in­

vestors become more fa mili ar with the 

tec hnology, usage 

Web s ite mutual find usage is interest­
ing," Murray says. "There rea ll y does 

%Visiting Fund should in c rease. 

Tho se who have 

been on the Internet 

for a t leas t tw o 

yea r a re a lm os t 

twi ce as likely to 

have vi sited a mu­

Experience on the Internet Co. Web Site 

Less than 6 months 23 % 

6 months to under one year 20 % 

One year to under two years 30 % 

Two years or more 

tual fund Web site, compared to those 

with less than six months of ex perience 

on-line. "The effect that tenure has on 

42 % 

seem to be a learning curve." 

Likelihood to use fund company on­

line servi ce fea tures in th e nex t 12 

months is re lated to pas t ex peri ence 

with fund company Web sites. Tho e 
who have visited mutual fund compa­

nies on the Internet are more likely to 

use their services in the future . For ex­

ample, whil e 43 percent of fund inves­

tors with Internet access said they were 
likely to check fund prices in the nex t 

year, 63 percent of investors who have 

visited a fund Web site said likewise. 

Those who primari ly inves t direc tl y 

with mutu a l fund compa ni es ( instead 

of us ing a bro ke r) are the mos t like ly 

to have vi s ited a mutua l fund Web s ite 

AMERICAN 
CENTURY .. 

(47 pe rce nt ). In additi o n, of th ose 

wh o in ves t with mo re th an three fund 

compa ni es, 45 pe rcent have vis ited a 

mutu a l fund Web s ite , compared with 

onl y 32 percent of th ose who inves t 

w ith two o r three firm s and 18 per­

cent of those who inves t w ith a s ing le 

firm . 

Transaction activ ity limited 
Even among ex pe ri enced Inte rn e t 

use rs, in c ludin g th ose w ho ma ke 

o ther types of purchases o n-lin e, a n­

tic ipated mu tua l fund transacti o n ac­

ti vity over the Inte rn e t is very lim­

ited. "As th e mutu a l fund indu s try 
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moves toward a ll owing account ac­
ces o n the Inte rnet, we we re inter­

es ted in finding o ut about the co n-

pants. Whe n as ked to rate pote ntial 
pro bl ems with on- line mutu al fund 

access, nearl y two- third s of res pon­

Concerns With Transacting on the Internet 
de nts (63 percent) 
said they would be 

ex tre m e ly c on­

cerned th a t some­
o n e w o uld b e 

a bl e t o access 
th e ir acco unt in ­

fo rm a ti o n. Thi s 

considering conducting the study on 

a regul ar bas is, perhaps every two 
years. "The tudy brought to light the 

hurdles we' re going to have to over­
come as we continue to develop our 

Web site . And it also te mpered some 

of the expectations that we had ." 

(%Reporting "Extremely Concerned") 

Security 

Site might be down 

Timeliness 

cern s peopl e would have in using the 

Inte rn et to make transactions so th at 
we could address them," Murray says . 

Onl y 10 to 11 percent ind icated be­
ing like ly to buy shares , move shares 

63% 

15 % 

13% 

is fo ur tim es as many as othe r po­

tenti a l concern s. 

Overcome hurd les 
Murray says Ameri can Century is 

"A study of this magnitude will al­

low us to unde rs tand th e change in 
be hav ior ove r time," Se ratti says . 

"Alth o ug h th e numbe r of sha re­

ho lde rs usin g th e Intern e t is s till 
re la tive ly small , we expec t a sig ­

nifi cant inc rease in the pe rce ntage 
of sha reholde rs who will transact 

on-line by the year 2000." 0 
or e ll shares o n- line . However, the .------------------------- ---­
like lihood of us ing transac ti o n ser­

v ices o n th e Inte rn e t i do ubl e fo r 
those wh o have a lready made so me 

type of purchase o n-line. " We' re re­

all y earl y in the process of o n-line 
transacti o ns. Peopl e are st i II skepti ­

ca l abo ut making them. T he re seems 
to be mu ch mo re comfort with ga th-

"We 're really early in the 
process of on-line trans­
actions. People are still 
skeptical about making 
them. There seems to be 
much more comfort with 
gathering information than 
there lS with actually 
sending money over the 
wire, so to speak." 

e rin g informati o n th an the re is with 

actu all y sending money over the wire, 
so to speak. We fee l th at skepticism 

wi ll dimini sh, but the re i a pl ateau 
beyo nd whi ch it will be hard for more 

than that amount of people to be com­
fo rtabl e do ing it ," Murray says . 

Whe n as ked "Wh at co nce rn s, if 

any, would you have mak ing trans­
actions with your mutu al funds on the 

In te rnet?" pri vacy, securi ty and theft 

fea rs we re me ntio ned on an un aided 
bas is by 68 pe rcent of res po nde nts . 

No o ther concern s were repo rted by 
mo re than 6 percent of stud y parti c i-
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Yahoo! 
continued from p. 13 
with their E-mail name, we were able 
to offer the possibility of restarting the 
uncompleted survey at a later time, and 
picking up neatly where they left off. The 
result of this is that despite the stage two 
questionnaire being substantially longer 
the drop off rate fell to around 5 to 6 per­
cent. This was somewhat assisted by the 
exhortation to complete contained in a 

personalized E-mail and the opportunity 
to win one of five hand-held electronic 
organizers. 

In line with other studies of Web us­
age, 80 percent of the respondents were 
male but, surprisingly, around 60 percent 
were employed and over 35 percent were 
between 25 to 35 years old. The study 
also exploded a general myth that the 
primary Web users remain businesses; 
although around half use it for both busi­
ness and personal, of those who stated 

exclusively one or the other, twice as 
many Web users in the survey used it 
solely for leisure and personal reasons. 

Stage two - The in-depth study 
While stage one of the exercise invited 

anyone who clicked on the advertising 
banner to complete the initial survey, 
stage two was conducted among those 
who left a valid E-mail name in stage one 
and agreed to participate further. These 
respondents were sent an E-mail inform­

ing them of the survey location 
on the Web. The survey was 
much longer than the first 
stage, consisting of a series of 
in-depth lifestyle questions. 

Because these respondents are known to 
us, we could ask them to sign in and in 
doing so, we could very accurately mea­
sure the response rate. We could send out 
reminders, if necessary and ensure that 
individual respondents only completed 
the survey once. In fact we achieved our 
target sample size within one week of 
sending the E-mail notices, and no re­
minders were necessary. The graph in 
Figure 1 shows the reaction to theE-mails 
sent for the U.K. only. It is a measure of 

hits - i.e., the number of people indi­
cating a willingness to start the survey. It 
is not a measure of "completes"'. The 
dates along the foot of the graph refer to 
midnight on each specified day. On 
Thursday, May 22, 3,163 E-mail mes­
sages were sent out during the day. Ten 
days later, we had received a total of2,263 

hits, which represents a potential 72 per­
cent response rate. Also note that Mon­
day, May 26 was a public holiday in the 
U.K. 

Continental Research will be analyzing 
the data in depth and reporting on the re­
sults later in June 1997. 

For a third step, Yahoo! will put together 
large cross-media swveys to provide poten­
tial advertisers information about the qual­
ity of audience who access certain Web sites. 

--------------------------------1 Using audience qualification tools likeMRI 
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OBJECTIVE: 
Effectively reach very low incidence markets. 

551 SOLUTION: 
joe Hardin (Project Director at Strategic Media Research in 
Chicago) - "We use SSI-IJTe'" samples to reach lower incidence 
populations of media consumers and cable television house­
holds. Using LITe increases productivity in the telephone center, 
allowing us to redirect the hours saved to other projects. 

When we need to reach a specific 
population, we engage in extensive 

problem-solving dialogue with SSI. 
Through a variety of SSI's advanced 
methods and services, we're able to 
do our job more effectively and 
efficiently. Working with SSI is a 
partnership, helping u both grow." 

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

info@ssisamples.com. 

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

Partners with survey 
researchers since 1977 

indices, similar swveys are run by Jupiter 
Communications in the U.S., but sofar there 
have been no Internet-wide audience sur­
veys conducted. 

Sensible and viable 
Results of the Yahoo! survey indicate 

the Web is a sensible and viable vehicle 
for surveys of Internet users. As shown 
by the results so far, we can achieve ex­
cellent response rates for a fraction of the 
cost of traditional methods. But what 
about researchi ng issues that are not 
technology related? Is using panels to con­
duct consumer research the only viable 
method? The answer, in my view, is are­
sounding yes, but I believe continued re­
search into the different swvey techniques 
is required before we can proclaim the Web 
a substitute for other data collection meth­
ods. However, we intend to continue to ex­
periment, to learn and to adapt the very real 
opportunities offered by the Web, where ap­
propriate, for our customers throughout the 
world. 0 

1A large proportion of the difference between hits 
and completes in this case may be due to server 
congestion over the weekend. More in depth analy­
sis is still required to understand this. 
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Internet quantitative 
continued from p. 19 
to this broad statement. For example, 
computer products purchasers and us­
ers of Internet services are both ideal 
populations. Both populations are likely 
to have very high connectivity and nei­
ther are likely to have high levels of 
cyberphobia. Consumers who have pur­
chased products or services using the 
Internet are not likely to be fearful of 
Internet surveys . Web-delivered ques­
tionnaires can be made part of the pur­
chase transaction (for customer satisfac­
tion studies, for example), with atten­
dant high levels of motivation and par­
ticipation from the respondents. 

Business and professional users of 
Internet services are also an excellent 
population to reach with Internet sur­
veys. Over 80 percent of businesses are 
currently estimated to have Internet con­
nections, with the number expected to 
reach 90 percent by next year. Business 
users are likely to have experience with 
the Internet and to recognize its conve­
nience in replying to questionnaires. In 
business-to-business research, product 
and service demonstrations are often 
crucial. Web-delivered questionnaires, 
with their ability to weave text and au­
dio-visual demonstrations into the ques­
tionnaire, are an excellent way to reach 
a business population. 

Internet questionnaires can frequently 
be used to supplement traditional meth­
ods of collecting questionnaire data. 
The portion of the target population that 
uses the Internet can be reached cheaply 
and quickly with Internet question­
naires, while those not connected can 
be reached by mail or telephone. 
Supplementing traditional survey meth­
ods provides some immediate cost sav­
ings, as well as a migration path toward 
fuller Internet interviewing in the future 
as the connectivity of the general popu­
lation increases. 

Internet samples 
Internet samples fall into three cat­

egories: unrestricted, screened and re­
cruited. 

In an unrestricted sample, anyone on 
the Internet who desires may complete 
the questionnaire. These samples may 
have poor representativeness due to self­
selection of the respondents. The rate 
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of participation (completion rate in tra­
ditional survey terms) is generally low. 
Unrestricted samples do have utility in 
applications like point-of-sale surveys 
for Web commerce, Web site user pro­
files, bingo card-like customer interest 
surveys, or recruitment of potential fo­
cus group members. 

graphic region, or product-related cri­
teria such as past purchase behavior, job 
responsibilities or current product use. 
The applications for screened samples 
are generally similar to those for unre­
stricted samples. 

Screened samples adjust for the 
unrepresentativeness of the self-selected 
respondents by imposing quotas based 
on some desired sample characteristics. 
These are often demographic character­
istics such as gender, income and geo-

Screened sample questionnaires typi­
cally use a branching or skip pattern for 
asking screening questions to determine 
whether or not the full questionnaire 
should be presented to a respondent. 
Some Web survey systems can make 
immediate market segment calculations 
that assign a respondent to a particular 

S A N F R A N C 

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

• Mini-priced mini-group/one-on-one 

• Floor to ceiling mirrors; professional 

• Sound equipment for in-language research. 

• Silent, 24-hour air conditioning. 

• Fully-equipped client's office. 

s c 0 

• Sumptuous client meals catered by fine San Francisco 
restaurants. 

• Convenient downtown location; close to major hotels, 
shopping, theaters and nightlife. 

• Completely reliable recruiting. 

• Consistently rated tops in Bay Area by Impulse suNeys. 

• 
Consumer Research 
Associates 
111 Pine St., 17th Floor, San Francisco, CA 94111 
TOll-FREE: 800/800-5055 • 4151392-6000 
FAX: 4151392-7141 • E-MAIL: superooms@aol.com 
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segment based on screening questions, 
then select the appropriate questionnaire 
to match the respondent's segment. 

Alternatively, some Internet research 
providers maintain a "panel house" that 
recruits respondents who fill out a pre­
liminary classification questionnaire. 
This information is used to classify re­
spondents into demographic segments. 
Clients specify the desired segments, 
and the respondents who match the de­
sired demographics are perntitted to fill 
out the questionnaires of all clients who 
specify that segment. This approach is 
somewhat less flexible than using tai­
lored screening question s that are 
unique to the survey being conducted, 
and also raises questions about the rep­
resentativeness of respondents who are 
willing to spend the time to fill out many 
different questionnaires for different 
clients. 

Recruited samples are used for tar­
geted populations in surveys that require 
more control over the make-up of the 
sample. Respondents are recruited by 
telephone, mail , E-mail , or in person. 
After qualification, they are sent the 
questionnaire by E-mail, or are directed 

ACG 
RESEARCH 
SOLUTIONS 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 
63105 

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

Our experienced staff has served the 
qualitative and quantitative research 
needs of many Fortune 500 clients. 
Let us put that experience to work 
for you. 
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to a Web site that contains a link to the 
questionnaire. At Web sites, passwords 
are normally used to restrict access to 
the questionnaire to th e recruited 
sample members. Since the makeup of 
the sample is known, completions can 
be monitored, and follow-up messages 
can be sent to those who do not com­
plete the questionnaire, in order to im­
prove the participation rate. 

Recruited samples are ideal in appli­
cations that already have a database 
from which to recruit the sample. For 
example, a good application would be 
a survey that used a customer database 
to recruit respondents for a purchaser 
sati sfaction study. Another application 
ntight be the construction of a consumer 
panel for tracking research. The conve­
nience of filling out a short Internet sur­
vey as compared to a paper diary that 
must be mailed back should increase the 
participation rate and the accuracy of 
the answers. 

Differe nt methods of cond ucti ng 
Internet surveys 

E-mail questionnaires. The question­
naire is prepared like a simple E-mail 

RAMS™, a form of 
electronic audience 
response technology. 

Quantitative data collection 
utilizing computer-aided 
phone interviews. 

Focus group facility in 
St. Louis with FREE 
videotaping. 

Experienced focus group 
moderators and one-on-one 
executive interviewers. 

Sophisticated database 
technology for analysis 
and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

message, and is sent to a li st of known 
E-mail addresses. The respondent fill s 
in the answers, and E-mail s the form 
plus replies back to the research orga­
ni zation. A computer program is typi ­
cally used to prepare the ques ti onnaire, 
the E-mail address li st, and to extract 
the data from the repli es . 

E-mail questionnaires are simple to 
co nstru ct and fas t to di stribute. By 
showing up in the respondent 's E-mail­
box, they demand immediate attention. 

However, they are generall y limited 
to pl ain tex t, although graphics can be 
sent as E-mail attachments that are de­
coded separate ly from the questionnaire 
tex t. Many standard questionnaire lay­
out techniques, such as creating grids 
of questi ons and scale responses, can­
not be done in a visually attracti ve way 
in E-mail. There is no check for valid­
ity of data until the whole questionnaire 
is returned, so there is virtuall y no op­
portunity to request that the respondent 
reenter bad data. The respondent may 
damage the ques ti onnaire tex t in the 
process of responding, making auto­
matic data extraction imposs ible and 
requiring hand coding of damaged re­
sponses. In addition, all question skips 
are carried out by the respondent, who 
is given a set of in structi ons embedded 
in the tex t (" If you replied 'yes' to thi s 
question, ski p to Question 23"). Thi s 
can result in illegal skip patterns, which 
may require more hand recoding, or 
result in mi ss ing data or rejected ques­
tionnaires . 

Converted CA Tl systems. A 'Oftware 
translator program takes questi onnaires 
prog rammed in th e CATI ve nd o r 's 
ques ti o nna ire co nstructi on language 
and translates them fo r di stribution over 
the Web. The Web server may be located 
in the research supplier's fac ility, or 
time may be rented from a service bu­
reau that has the CATI system insta lled. 
The Web server is linked to a database 
that receives the respondents' replies 
and stores them. 

Co nverted CATI sys tems have the 
good sample and quota management 
typical of CATI programs. They also 
inherit the abil ity to set up complex skip 
patterns for screening and to adapt to 
respondents' replies. They can do data 
verification at the time of entry, andre­
quest reentry of ill egal data immedi­
ately. Converted CATI systems provide 
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quick migration to Internet interview­
ing for current users of a particular 
CATI system and permit reuse of exist­
ing programmed questionnaires. In 
some systems, progress of the Internet 
survey can be monitored whi le data is 
being col lected, with some intermedi­
ate data extracts avai I able for a fee 
(daily summaries, for example). 

On the negative side, the CATI sys­
tems on which these Internet survey 
products are based were designed for a 
telephone interviewer work ing from a 
computer screen. Respondent screen 
formatting is somewhat limited as are­
sult. In addition, the CATI languages 
frequent ly do not take advantage of the 
Web's abi lity to present graphics and 
audio-visual material. The researcher is 
locked into a single CATI system 
provider's technology, which is on ly a 
small disadvantage if the researcher is 
already using that CATI system, but a 
larger one if the researcher is not. Fi­
nally, the converted CATI system are 
expensive to purchase and use. 

Converted disk-by-mail systems. 
These are simi lar to converted CATI 
systems. Disk-by-mail systems provide 
a questionnaire construction tool that 
creates a program fi le on a floppy disk 
that the respondent subsequently runs 
on a personal computer. The program 
presents the questions on the computer 
screen and records the answers on the 
program floppy disk, whic h is then 
mailed back to the research organiza­
tion. The converted disk-by-mail sys­
tem adapts the questionnaire for presen­
tation via the Web, and provides a data 
management program to record the an­
swers provided by the respondents. 

Converted disk-by-mail systems have 
the same skip pattern management and 
data verification advantages of con­
verted CATI systems, with the addition 
of more flexible questionnaire construc­
tion tools that include graphical and 
audio/visual material. However, they 
inherit the limitations on quota manage­
ment of the disk-by-mai I approac h, 
wh ich is designed to present a single 
questionnaire to a sing le respondent. 
They typically require that the user 
manage his/her own Web site and in­
stall and maintain the software on that 
site. 

Web CGI programs. In this approach 
to Internet survey research, each ques-
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tionnaire is programmed directly in 
HTML (the presentation language u ed 
by the WWW) using a computer script 
language such as PERL or a program­
ming language such as Vi sual Basic. 
The prog rammed questionnaire is 
placed on a Web server at the client's 
location or on a server located in a ser­
v ice bureau. The program uses the 
Common Gateway Interface (CGI) of 
the WWW to place respondents' replies 
into a database. Database queries can 
be programmed to give periodic reports 
of the data to date, including statistical 

analyses. 
The CGI programming approach is 

the most flexible of all. Complex ques­
tion skips and data verification and re­
entry can be achieved, and program­
ming languages can use the full capa­
bility of the Web. Since all question­
naires are custom programmed, Web 
CGI programs are not tied to a propri­
etary CATI language, or a single tech­
nology vendor. Database operations and 
queries can be programmed to adapt to 
virtually any special reporting need of 
the researcher. 

r-·-·-·-·-·---·-·-·-----------~ 
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This flexibility comes with a cost, 
however. Since questionnaires and da­
tabase operations are essentially custom 
computer programs that must be created 
and debugged by highly-trained pro­
grammers , they are expensive. The 
computer languages contain no special 
tools for tasks like screening, quota 
management and question skip pattern 
management, so programming these 
features in each questionnaire further 
increases the cost. 

The CGI program must be placed on 
a Web server system to distribute the 
questionnaires and collect the data. This 
can be the research client's Web server, 
or a server provided by the research 
supplier. If the survey is placed on the 
client's Web server, time for program­
ming and debugging can be difficult to 
schedule. Large corporate sites often 
require several administrative approv­
als before any modifications of the site 
can be made, and technical staff are fre­
quently leery of allowing an outside 
programmer to place a program on their 
site. 

Web survey systems. These are soft­
ware systems specifically designed for 

Web questionnaire construction and 
delivery. In essence, they combine the 
survey administration tools of a CATI 
system with the flexibility of CGI pro­
gramming. They consist of an integrated 
questionnaire designer, Web server, da­
tabase, and data delivery program, de­
signed for use by non-programmers. 

In a typical use, the questionnai re is 
constructed with an easy-to-use ques­
tionnaire editor using a visual interface, 
then automaticall y transmi tted to the 
Web server system. The Web server dis­
tributes ques ti onnai re and fi le re­
sponses in a database . The user can 
query the server at any time via the Web 
for completion statistics, descriptive sta­
tistics on responses, and graphical dis­
plays of data. Data can be downloaded 
from the server at any time for analysis 
at the researcher's location. The ques­
tionnaire construction and data di play 
programs reside on the user's computer 
system, while the Web server is located 
in a survey technology provider's office. 

Web survey systems include tools that 
allow non-programmers to create com­
plex questionnaires that are visually 
appealing. The complex ity of skip pat-

terns and data verification that can be 
ach ieved approaches that of the CGI 
programming approach. Users do not 
have to maintain a Web ite or database, 
so there is less disruption of clients' Web 
sites and computing facilities. Sample 
quota control is as good as that provided 
by converted CATI systems. In addition, 
tools to personalize questionnaires with 
database information (like inserting the 
respondent's name in a questionnaire 
del ivered to a restricted sample respon­
dent) and to add graphics and sound 
without programming are often in­
cluded. 

Web survey systems typically have a 
lower cost per completed interview than 
converted CATI, converted disk-by­
mai l, or CGI programs, although they 
are more expensive than E-mail surveys 
for small surveys (under 500 respon­
dents). The lower cost results from the 
efficiencies of using software tools de­
signed specifically for Web use, and 
from the cost-sharing of Internet access 
costs and hardware costs that a central 
server system provides. 

Like converted CATI, converted disk­
by-mail , and CGI programming, Web 

Row 
CHICAGO 
PHOENIX 
LOSANGEUS 
NEW JERSEY 
NIANI 
BOSTON 

WinCross gives you the most advanced crosstab 
software power available, packed with features , 
and easy-to-use with Windows and Windows 9 5. 

'---------' 

1/4(11 

~ 
Rowoptjoaa. .. l 

Win Cross is designed to be used by either the inex­
perienced analyst who simply wants to identify 
various data relationships or the experienced 
researcher who needs greater flexibility and 
advanced features. Ask for our 30-day free 
evaluation copy. 

1-800-WINCROSS 
http:/ /www.acsinfo.com 
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WJNCROSS Table Setup Window 

HERE ARE JUST A FEW 
WINCROSS FEATURES: 

Chi-Square significance testing -

Seamless link with SPSS™ for Windowse 

Direct table export to spreadsheets 

Significance testing on tables 

Indexed variables for stacking data ­

D ata manipulation glossary capabilities 

Import/Export most data formats 

Automatic banner creation from tables -
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survey sys tems use the more pass ive 
We b re tri eva l fo r q uest ionn a ires. E­
mail , although it has many limitations, 
is more immedi ate ly attention-demand­
ing. A lso, fo r curre nt users of C AT[ 
sys te ms, mi grati o n of exist ing qu es­
ti o nn a ires to We b survey sys te ms is 
mo re diff ic ul t th a n mi gra ti o n to a 
co nverted CAT! sys tem. Ques ti o n­
na ires mu s t be ma nu al ly c ut a nd 
pas ted into the Web survey ques ti on­
na ire co nstru cto r. 

The kind of Internet survey technology to use for a project depends on the circumstances of 
survey. This grid summarizes the strengths and weaknesses of each. 

E-Mail Converted Converted Web CGI Web Survey 

CAT I Disk-By-Mail Programs Systems 

Ease of Excellent Fair Good Poor Excellent 
creation/ 
modification 

Ease of Access Poor Fair Good Excellent Excellent 
to Preliminary (with extra programming) 
Data 

Sample Quota Poor Excellent Fair Excellent Excellent 
Control (with extra programming) 

Definite advantages Data Validity Poor Good Good Excellent Excellent 
Checks (with extra programming) 

Demand of Excellent Good Good Good Good 
Respondent's 
Attention 

Personalization of Fair Fair Poor Excellent Excellent 
Questionnaires (with extra programming) 

Conversion of 
Existing 
Questionnaires Fair Excellent Good Good Good 

Expertise Low High Moderate Very High Moderate 
Required by 
Questionnaire 
Creator 

Internet survey research is not appro­
p r ia te for a ll pop ul a ti ons a nd a ll 
projects, but fo r many app li cati ons it 
prov ides defini te advantages. For popu­
lati ons a lready using the Internet, or for 
"earl y adopter" populat ions, quantita­
tive survey research on the Internet can 
g ive fas ter results at a lower cost than 
traditional methods. Internet question­
naires can be used to supplement tradi ­
tional quantitative data co llection meth­
ods as a way of reducing the overall cost 
of a project or as the beginning of a 
migration to all-Internet su rveys in the 
future. 

Cost per Inexpensive Expensive Expensive Very Expensive Moderate 
Completion 

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 di versity in your next focu s group. 
Chesapeake Surveys can help. Here's some of what 
we have to offer: 
• Centrali zed location - Baltimore is close to 

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

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

• Accurate and proper recruiting done in-house. 
Compute ri zed 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 complete ly supervised at 
all times. 

to Inexpensive 

• 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. 

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

CHESAPEAKE 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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Names of Note 
continued from p. 20 

Aragon Consulting Group, St. Louis, 
has opened three new offices in the 
Chicago, Los Angeles and San Fran­
cisco metro areas. The Chicago office 
will be staffed by John Adams, vice 
president and senior consultant. Diane 
Dailacis, vice president and senior con­
sultant, will head the Los Angeles of­
fice. Larry Felix will run the San Fran­
cisco office. 

72 

Elaine Riddell has been named vice 
president of business development for 
NOP Healthcare Advanced Consulting 
Group, Princeton, N.J. 

Johan Lissens will serve as general 
manager of the new European office of 
Strategic Marketing Corp. (SMC) in 
Bru ssel s. SMC is based in Ba la 
Cynwyd, Pa. 

Cindy Ford has joined Decision 
Analyst, Inc., Arlington , Texas, as vice 
president and director of stati stical sci-

ence. 

Larry Weltin has joined Atlanta-based 
Compass Marketing Research, the data 
collection division of Marketing Work­
shop, Norcross, Ga., as president. 

Walker Information, Indi anapoli s, 
Ind ., has named Joyce Howe vice presi­
dent, relati onship management for the 
energy utiliti es tea m. In additi on, 
Kathleen Pearson has been named vice 
president, relationship management fo r 
the customer sati sfaction measurement 
program ; Lisa Pflueger has been 
named vice pres ident, customer rela­
tion ship , product manage ment ; Dr. 
Kim Saxton has been named vice presi­
dent, research sciences. 

Dale Watts has joined the Atl anta 
office of Elrick & Lavidge a account 
director. 

Karlan Witt has been promoted to 
vice president, market and brand research 
services, at lntelliQuest Info rmation 
Group, Inc., Austin , Texas. The firm also 
promoted Michael Gale to vice presi­
dent, international research. 

Juliet Goodfriend, president of Stra­
tegic Marketing Corp. , Bala Cynwyd, 
Pa., was named by Pennsy lvania Gover­
nor Tom Ridge as one of the "50 Best 
Women in Business" in 1997, an award 
given by the Pennsylvania Department 
of Community and Economic Develop­
ment. 

Chris Hauck has joined Chilton Re­
search Services, Radnor, Pa., as research 
consultant for its communications team. 

Joanne (Joni) Albrecht Muir has 
been appointed to the management board 
of Winona, Inc., Phoenix, Ariz. 

Retail Planning Associates, Inc., Co­
lumbu , Ohi o, has named Bradley 
Ballantine president. 

Asad Farooq has joined TeleSession 
Corp., as training manager in the firm 's 
New York headquarters. In addition, 
Rosa Vinales has joined the firm as 
executive administrati ve ass istant, and 
Debra Feresten has been named pro­
gram coordinator. 
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Research Industry News 
continued from p. 21 
over the past 13 years. 

The unli sted rate is determined by 
comparing the estimated number of tele­
phone households with the actual num­
ber of households found in telephone di­
rectories. Estimated telephone house­
holds are computed by taking projected 
country level household estimates and 
applying a fi gure from the U.S. Census 
that indicates the percent of households 

Top 25 Unlisted 
Markets 
(of the top 1 00 metro areas) 

1. Sacramento, Calif. 

2. Oakland , Calif. 

3. Fresno, Calif. 

4. Los Angeles-Long Beach , Calif. 

5. San Diego 

6. San Jose 

7. Orange County, Calif. 

8. Riverside-San Bernardino, Calif. 

9. Bakersfield , Calif. 

10. San Francisco 

11. Ventura, Calif. 

12. Las Vegas 

13. Portland, Ore. -Vancouver, Wash. 

14. Tacoma, Wash. 

15. Honolulu 

16. Jersey City, N.J. 

17. Tucson 

18. El Paso 

19. Seattle-Bellevue-Everett, Wash. 

20. San Antonio 

21 . Detroit 

22. Phoenix-Mesa, Ariz. 

23. Chicago 

24. Miami 

25. Houston 

with a telephone. 
Unlisted telephone households can be 

broken down into two groups: those that 
are unlisted because of mobility and those 
that are unlisted by choice. Approxi­
mately 20 percent of households move 
each year. Demographically, these house­
holds tend to be younger, more urban, and 
less likely to own single-family dwelling 
units. Households that are unlisted by 
choice tend to have higher than average 
income. Households that are unlisted by 
circumstance tend to be lower income. 

For a complete list of the top 100 mar­
kets and their 1997 unlisted rates, send 
an E-mail request to 
info @ ssisamples.com. 

Insight Orlando, Inc., Orlando, Fla., 
is doubling its space in the Airport Busi­
ness Center to a total of more than 5,000 
square feet at 5828 South Semoran Blvd., 
Orlando. The expansion includes a 20-
station telephone center and a third fo­
cus group suite. The business office, for­
merly in Maitland, Fla., will now oper­
ate from the Semoran Blvd. address. For 
more information ca11407-384-8883. 

Lennox Research, Inc. (LRI), has 
moved to 2107 Park Ave. N. , Winter Park, 
Fla. Mystery Guest, Inc., the mystery 
shopper division of LRI, will also oper­
ate from the Park Ave. address. For more 
information call407-647-3333. 

Since leaving his position as director 
of market research and planning at Con­
verse, Inc ., Mel Roboff has opened 
Roboff Management Group, a market 
research consulting firm, at P.O. Box 804, 
Needham Heights, Mass., 02194. Phone 
617-455-6580. 

Cambridge Focus, a new qualitative 
research facility, has opened at 600 Me-

Fully-automatic, interactive Opinion­
meters are designed to collect and 
process customer satisfaction 
feedback at point of service. 

Their on-site presence also sends a 
powerful PR message about your 
commitment to customer service 
satisfaction. 

A large and growing number of 
hospitals are daily proving the quick 
response, cost-effective advantages 
of the Opinionmeter system. See the 
editorial in this issue: "Instant Access­
Polling Machines Give Oakland Hospital 
Quick Read on Patient Satisfaction " 

Licensees sought for U.S. representation 

(1) 
0PINIONMETER, INC. 

voice: 510-482-4317 
email: .com 
web: .com 

GroupNet"VideoConferencing is now 

available at Chesapeake Surveys in Baltimore for 

real-time viewing of focus groups. Using 

Picture Tel equipment, the system links 23 cities 

Be in B A LTIM_ORE ~thout 

GoiNG to Baltimore. ·: 
For details on our facilities, and the features that 

make Baltimore an ideal city for market research, 

call1-800-950-1777. Chesapeake Surveys, 4 Park ~ ... ~' 

Center Court, Owings Mills, MD 21117. 
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morial Dr., Cambridge Mass., 02139. The 
facility features three discussion suites (tra­
ditional, modular, living room style) and 
tiered observation rooms. For more infor­
mation call Lloyd Simon at 508-263-6617. 

A new firm specializing in research for 
the motion picture industry, ETS Re­
search, has opened at 2313 N. Valley, 
Burbank, Calif., 91505. Phone 800-206-
2823. Fax 818-556-2666. E-mail: 
etsmovie@primenet.com. For more in­
formation call Doreen Hitchcock. 

Attitude Measurement Corp. , 
Southampton, Pa., is moving to larger 
corporate headquarters. The firm has also 
recently opened regional offices in the 
south and midwest. The new offices are 
located at County Line Business Cam-

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 

11a1na L1uast® 
The Scien<e of Nome Creation 

OBJECTIVE: 

pus, 75 James Way, Second Floor, 
Southampton , Pa., 18966. E-mail: 
amc@amcglobal.com. Phone 215-364-
1440. Fax 215-364-3912. 

Mitsubishi Caterpillar Forklift America 
(MCFA), the joint venture company re­
sponsible for manufacturing and sales of 
two major forklift brands, has selected 
Quest Research, Houston, for its second 
round of benchmark survey needs. 

Portland, Ore.-based Sorensen Asso­
ciates Inc. has opened an office in the 
Minneapolis area at 1711 County Road 
B West, Ste. 320, Roseville, Minn. Phone 
888-616-0123. James Sorensen will head 
the new office. Dan Peterson joins the 
new office as senior vice president for 
client services. 

BAI (Behavioral Analysis Inc.), a 
Tarrytown, N.Y., research firm, has 
changed its name to BAIGlobal. 

Equifax and VNU Marketing Infor­
mation Services have announced a long­
term strategic marketing and cross-licens­
ing agreement linking the two firms for 
the next decade. In addition, VNU will 

Samples around specific store sites for our retail clients 
who need quick results. 

551 SOLUTION: 
Barry Sabol (President of Strategic Consumer Research in 
Cleveland, Ohio) - "When we do surveys for retailer , we select a 
radius around a store site in a particular market. SSI's Site-Radius 
methodology is really outstanding. In fact, we once had to do a 
survey to confirm the specific store closest to the respondent1s home 

and we experienced a virtual 99% match of trade 
area with the store! 

"Turnaround time is often an issue -
a retailer will call and say 'I need to 
know what1S happening at store 1542 
by the end of the week.' I know I can 

make one call to my SSI account 
executive and have the sample the next 

day. That1 one of the main things I love 
about Survey Sampling - just unbelievable 
responsiveness." 

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

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

Partners with survey 
researchers since 1977 

acquire Equifax National Decision Sys­
tems and incorporate it into a newly 
formed YNU Precision Marketing 
Group. 

Treistman & Stark Marketing, Inc. 
(TSMI), Hackensack, N.J., and Leichter 
Research, Dumont, N.J., have merged. 
The company will continue as TSMI. 

NOP Information Group ha formed 
NOP Healthcare Advanced Consulting 
Group, a strategic marketing consulting 
firm serving the pharmaceutical and 
health care industry. The new business, 
based in Princeton, N.J., will be a divi­
sion of Market Measure , Inc., an NOP 
Information Group subsidiary based in 
Livingston, N.J. 

Strategic Marketing Corp., Bala 
Cynwyd, Pa. , has opened SMC Europe, 
Inc., in Brussels. 

The Marketing Workshop, Inc. , 
Norcross, Ga. , is celebrating its silver 
anniversary as a provider of national 
marketing research and consulting ser­
vices. 

Market Segment Research & Con­
sulting, Miami , recently sponsored an 
ethnic marketing think tank in Miami. 
Over 50 senior-level ethnic marketers met 
to discuss the growing U.S. ethnic con­
sumer market. Facilitators led brain­
storming sessions regarding ethnic mar­
keting trends, interests, best practices and 
the impact of these challenges on future 
business. 

Millward Brown International has 
signed a worldwide licensing agreement 
with ISPC Ltd. , London, England, to use 
ISPC's electronic fiche software, a product 
that packages tabulations, summary reports, 
charts and presentations, to electronically 
deliver survey reports to its clients. 

Colburn & Associates , Raleigh­
Durham, N.C. , has expanded its tele­
phone interviewing capabilities, enabling 
it to provide a broader range of quantita­
tive research services. 

Elliott Benson, a new data collection 
company, has opened at 1234 H St., Ste . 
200, Sacramento, Calif. The firm will 
offer complete qualitative and quantita­
tive data collection services. Brochures 
and first-visit discounts available upon 
request. Phone 916-325-1670. 
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Listed below are names of companies specializing in qualitative research moderating. Included are contact 
personnel, addresses and phone numbers. Companies are listed alphabetically and are also classified by state 
and specialty for your convenience. Contact publisher for listing rates: Quirk's Marketing Research Review, P. 0. 
Box 23536, Minneapolis, MN 55423. Phone 612-854-5101 I fax 612-854-8191. 

Alexander + Parker 
30 Almaden Ct. 
San Francisco, CA 94118 
Ph. 415-751 -0613 
Fax 415-751 -3620 
E-mail: 1 03054.304@compuserve.com 
Contact: Sherry Parker 
Observational/Ethnographic Rsch., Food/ 
Bev., Package Goods, Healthcare. 

Jeff Anderson Mktg. Rsch. Consulting 
1545 Hotel CircleS., Ste. 130 
San Diego, CA 921 08 
Ph. 619-566-3269 
Fax 619-295-6645 
E-mail: JAMRC@aol.com 
Contact: Jeff Anderson 
''Blending Att With Science." Member 
QRCAIAMA. 

Asian Marketing Communication 
Research/Div. ofH&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 
QuaiJQuant. Rsch. -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 & ProductExpetts. 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 Advettisers, Agencies, 
Government. 

David Binder Research 
44 Page St., Ste. 401 
San Francisco, CA 94102 
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, Ml 48076 
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: Robett L. Burr 
Answers Via Actionable Survey & Quali­
tative Research; 1-on-1s. 

C&R Research Services, Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@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 
FinestlnFocusGrp. Prep., Mod. &Analy­
sis. Call To Discover The Difference. 

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. 
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CB&A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph. 910-765-1234 
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-An Facilities. 

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

Colburn & Associates 
Research Triangle Park 
8421 Kempton Rd. 
Raleigh, NC 27615 
Ph. 919-847-6135 
Fax 919-676-4571 
E-mail: marketrsh@aol.com 
http://members.aol.com/marketrsh/ 
index.html 
Contact: PaulL. Colburn 
Extensive Pharma Industry Experience, 
Focus Groups. 

Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
Ph. 206-241-6050 
Fax 206-241-5213 
E-mail: cos-info@cosvc.com 
httpJ/www.cosvc.com 
Contact: Jerry Gaiter 

_Consumer, Business Groups and 
One-On-Ones. 

Cunningham Research Associates 
2828 W. Parker Rd., Ste. 8202 
Plano, lX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasrch@airmail.net 
Contact: Mark W Cunningham 
Qual. & Quant Rsch.: Consumer, Advg., 
BusJBus., 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. Doyle Research Associates, Inc. First Market Research Corp. Hammer Marketing Resources 
P.O. Box 1609 I 608 Chadds Ford Dr. 919 N. Michigan/Ste. 3208 2301 Hancock Drive 1791nverness Rd. 
Chadds Ford, PA 19317 Chicago, IL 60611 Austin, TX 78756 Severna Pk. (Balt./D.C.), MD 21146 
Ph. 61 0-388-1500 Ph. 312-944-4848 Ph. 800-FIRST-TX (347-7889) Ph. 410-544-9191 
Fax 61 0-459-4825 Fax 312-944-4159 Fax 512-451-5700 Fax 41 0-544-9189 
E-mail: WZL4DMC@aol.com E-mail: jodra@aol.com E-mail: jheiman@firstmarket.com E-mail: bhammer@gohammer.com 
Contact: Bill lift-Levine Contact: Kathleen M. Doyle http://www.firstmarket.com Contact: Bill Hammer 
Extensive Experience In Domestic & In- Full Svc. Qual. Four Staff Moderators. Contact: James R. Heiman 25 Years Experience -Consumer, Busi-
ternational Qualitative Research. Varied Expertise. High Tech, Publishing, ness & Executive. 

Bus.-To-Bus., Telecommunications. 
Decision Analyst, Inc. D/R/S HealthCare Consultants Pat Henry Market Research, Inc. 
604.Ave. H East 3127 Eastway Dr., Ste. 105 Linda Fitzpatrick Research Svcs. Corp. 230 Huron Rd. N.W., Ste. 100.43 
Arlington, TX 76011-31 00 Charlotte, NC 28205 102 Foxwood Rd. Cleveland, 0 H 44113 
Ph. 817-640-6166 Ph. 704-532-5856 West Nyack, NY 1 0994 Ph. 216-621 -3831 
Fax 817-640-6567 Fax 704-532-5859 Ph. 914-353-4470 Fax 216-621 -8455 
E-mail: JThomas@danalyst.com Contact: Dr. Murray Simon Fax 914-353-4471 Contact: Mark Kikel 
httpJ/www.danalyst.com Specialists in Research with Providers & E-mail: Linda@fitzpatrickmarketing.com Luxurious Focus Group Facility. Expert 
Contact: Jerry W Thomas Patients. Contact: Linda Fitzpatrick Recruiting. 
Depth Motivation Research. National Since 1985, Expert In Marketing/Group 
Firm. Elrick and lavidge Dynamics. Hispanic Market Connections, Inc. 

1990 Lakeside Parkway 5150 El Camino Real, Ste. D-11 
Decision Drivers Tucker, GA 30084 Focus Plus, Inc. Los Altos, CA 94022 
197 Macy Rd. Ph. 770-621-7600 79 5th Avenue Ph. 415-965-3859 
Briarcliff, NY 10510-1017 Fax 770-621-7666 New York, NY 10003 Fax 415-965387 4 
Ph. 914-923-0266 E-mail: elavidge@atl.mindspring.com Ph. 212-675-0142 Contact: M. Isabel Valdes 
Fax 914-923-3699 httpJ/www.elavidge.com Fax 212-645-3171 Foe. Grps., Door-to-Door, Tel. Studies, 
Contact: Sharon Driver Contact: Carla Collis E-mail: focusplus@earthlink.net Ethnographies. 
Actionable Results To Drive Your Market Full-Service National Capability. Contact: John Markham 
Decisions. Impeccable Cons. & B-B Hispanic Marketing Communications 

Erlich Transcultural Consultants Recruits/Beautiful New Facility. Research/Div. ofH&AMCR, Inc. 
Decker Research Associates, Inc. 21241 Ventura Blvd., Ste. 193 1301 Shoreway Rd., Ste. 100 
4 Upper Bank Dr. Woodland Hills, CA 91364 Focused Solutions Belmont, CA 94002 
Chadds Ford, PA 19317 Ph. 818-226-1333 907 Monument Park Cir., Ste. 203 Ph. 415-595-5028 
Ph. 800-832-1930 Fax 818-226-1338 Salt Lake City, UT 84108 Fax 415-595-5407 
Fax 61 0-388-7821 E-mail: Etcethnic@aol.com Ph. 801-582-9917 E-mail: gateway@hamcr.com 
Contact: Bruce Decker Contact: Andrew Erlich, Ph.D. Contact: Bill Sartain http://www.hamcr.com 
Sr. Exec. Moderator, Extensive Drug! Full Svc. Latino, Asian, African Amer., 30+ yrs. Exp.;2500+ Groups with U.S. & Contact: Dr. Felipe Korzenny 
Health Experience. Amer. Indian Mktg. Rsch. International Goods & Serv. Hisp. Bi-LingJBi-Cult. FocGrps. Anywhere 

In U.S. Or Latin Amer JQuan. Strat. Cons. 
The Deutsch Consultancy FacFind, Inc. John Fox Marketing Consulting 
1500 N.W. 49th St., Ste. 532 6230 Fairview Rd., Ste. 108 260 Northland Blvd., Ste. 308B Kenneth Hollander Associates 
Ft. Lauderdale, FL 33309 Charlotte, NC 2821 0 Cincinnati, OH 45246 3490 Piedmont Rd., #424 
Ph. 954-938-9125 Ph. 704-365-8474 Ph. 513-771 -3699 Atlanta, GA 30305 
Fax 954-771-5214 Fax 704-365-87 41 Fax 513-772-5369 Ph. 404-231 -4077 
E-mail: bideutsch@advize.com E-mail: facfind@aol.com E-mail: JonFoxMktg@aol.com Fax 404-231 -0763 
Contact: Barry Deutsch Contact: Tracey Snead Contact: John Fox Contact: Bob Briggs 

Varied, Affordable Southern Generalists. Ex-P&Ger With Mktg. Focus. Also Does Located In Heart Of Buckhead. 
Direct Feedback One-on-Ones. 
4 Station Square, Ste. 545 Fader & Associates Horowitz Associates Inc. 
Pittsburgh, PA 15219 372 Central Park W., Ste. 7N GraffWorks Marketing Research 1971 Palmer Avenue 
Ph. 412-394-3676 New York, NY 10025 1 0178 Phaeton Dr. Larchmont, NY 10538 
Fax 412-394-3660 Ph. 212-7 49-3986 Eden Prairie, MN 55347 Ph. 914-834-5999 
Contact: Tara Hill Conroy Fax 212-7 49-4087 Ph. 612-829-4640 Contact: Howard Horowitz 
Bus.-To-BusJConsumer/Recruit/Mod- Contact: Susan Fader Fax 612-829-4645 CableNideo Marketing-Programming-
erate/Report. Exper ./Focus Groups/1-0n-1 s/ln Broad Contact: Carol Graft Advertising Strategy. 

Range Of Cat. Custom Marketing Research & New 
Directions Data Research Business Development Consulting. Irvine Consulting, Inc. 
1111 Northshore Dr. The Farnsworth Group 2207 Lakeside Drive 
Knoxville, TN 37919-4046 2601 Fortune Circle E., Ste. 200 Greenleaf Associates, Inc. Bannockburn, IL 60015 
Ph. 423-588-9280 Indianapolis, IN 46241 800 South St., Ste. 170 Ph. 847-615-0040 
Fax 423-588-9280 Ph. 317-241-5600 Waltham, MA 02154 Fax 847-615-0192 
E-mail: Rbryant@directionsdata.com Fax 317-227-301 0 Ph. 617-899-0003 E-mail: DBSG96A@prodigy.com 
Contact: Rebecca Bryant E-mail: Farns@indy.net Contact: Dr. Marcia Nichols Trook Contact: Ronald J. Irvine 
Full Service: Medical/Consumer/New Contact: Debra Hartman Nat'/Jint'l. Clients. Specialty: New Prod- Pharm/Med: Custom Global Quan./Qua/. 
Product/PR/Exec. Advancing Marketing Concepts Through ucts, Direct Marketing, Publishing. Res. & Facility. 

Research. 
Dolobowsky Qual. Svcs., Inc. Grieco Research Group, Inc. JRH Marketing Services, Inc. 
94 Lincoln St. First Market Research Corp. 850 Colorado Blvd., Ste. 203C 29-27 41st Ave. (Penthouse) 
Waltham, MA 02154 656 Beacon St., 6th floor Los Angeles, CA 90041 New York, NY 11101 
Ph. 617-647-0872 Boston, MA02215 Ph. 213-254-1991 Ph. 718-786-9640 
Fax 617-647-0264 Ph. 800-FIRST-11 (347-7811) Fax 213-254-3465 Fax 718-786-9642 
E-mail: Reva Dolobowsky@worldnet Fax 617-267-9080 E-mail: GRGINC@aol.com E-mail: 72114.1500@compuserve.com 
.att.net E-mail: mpriddy@ziplink.net Contact: Joe Grieco Contact: J. Robert Harris II 
Contact: Reva Dolobowsky httpJ lwww .firstmarket.com Marketing and Advertising Founded 1975. Check Out The Rest But 
Experts In Ideation & Focus Contact: Jack M. Reynolds Focus Groups. Use The Best! 
Groups. Formerly with Synectics. Health Care, Physicians, Advertising, Fi-

nancial Services. 
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Just The Facts, Inc. Macro International Mar1<inetics, Inc. Northwest Research Group, Inc. 
P.O. Box365 11785 Beltsville Dr. P.O. Box809 400 108th Ave., N.E., Ste. 200 
Mt. Prospect, I L 60056 Calverton, MD 20705-3119 Marietta, OH 45750 Bellevue, WA 98004 
Ph. 847-506-0033 Ph. 301 -572-0200 Ph. 614-37 4-6615 Ph. 206-635-7481 
Fax 847-506-0018 Fax 301-572-0999 Fax 614-37 4-3409 Fax 206-635-7 482 
E-mail: JTFacts@islandnet.com E-mail: halverson@macroint.com E-mail: coleman@markinetics.com E-mail: ethertn@nwrg.com 
http://www.just-the-facts.com Contact' Lynn Halverson Contact Donna Coleman httpJ/www.nwrg.com 
Contact: Bruce Tincknell Large Staff ofT rained Moderators Avail- Custom Primary Research, All Qual. & Contact Jeff Etherton 
We Find The FactsfTM Fuii-Svc., Camp. able in Many Areas. Quant. Methods. Facilities, Moderating, Full-Service Mar-
Intel., Mktg. Cnsltg. Actionable Results. ket Research. 

Mar1<et Access Partners MCC Qualitative Consulting 
KidFactssM Research Genesee Center One 1 00 Plaza Dr. Outsmart Mar1<eting 
3331 W. Big Beaver Rd ., Ste. 114 602 Park Point Dr., Ste. 100 Secaucus, NJ 07094 2840 Xenwood Ave. 
Troy, Ml48084 Golden, CO 80401 Ph. 201-865-4900 or 800-998-4777 Minneapolis, MN 55416 
Ph. 248-816-6772 Ph. 800-313-4393 Fax 201 -865-0408 Ph. 612-924-0053 
Fax 248-816-6772 Fax 800-420-8193 Contact: Andrea Schrager Contact: Paul Tuchman 
Contact: Dana Blackwell Contact: Mary C. Goldman Insightful, Innovative, lmpactful, Action- Helping You "Outsmart" Your Competi-
Qual. & Quan: Specialty Kids/Teens. Specialists In New Prod. Deve., Medical, Oriented Team Approach. tion. 
Prod./Pkg./Advtg. Hi-Tech, Executive. 

Meczka Mar1<etinQJResearch/Consulting Perception Research Services, Inc. 
Knowledge Systems and Research, Inc. Mar1<et Development, Inc. 5757 W. Century Blvd., Lobby Level One Executive Dr. 
500 South Salina St., Ste. 900 1643 Sixth Ave. Los Angeles, CA 90045 Ft. Lee, NJ 07024 
Syracuse, NY 13202 San Diego, CA 921 01 Ph. 310-670-4824 Ph. 201-346-1600 
Ph. 315-470-1350 Ph. 619-232-5628 Fax 31 0-41 0-0780 Fax 201 -346-1616 
Fax 315-471-0115 Fax 619-232-0373 Contact: Michael Meczka E-mail: prseye@aol.com 
E-mail: HQ@krsinc.com E-mail: lnfo@mktdev.com Quai./Quant. Rsch. 25 Yrs. Exp. Recruit httpJ/www.prsresearch.com 
http://www.krsinc.com httpJ/www.info@mktdev.com & Facility. Contact: Joe Schurtz 
Contact' Lynn Van Dyke Contact: Esther Soto Expertise In Packaging & Marketing 
Full Svce. All Expertise In-House. Strate- U.S. Hisp./Latin Amer., Offices In NY, Medical Mar1<eting Research, Inc. Communications. 
gic Focus. Bus. to Bus. All Industries. Mexico City. 1201 Melton Ct. 

Raleigh, NC 27615 Performance Research 
Bart Kramer & Associates Mar1<et Navigation, Inc. Ph. 919-870-6550 25Mi11St. 
6 Barbara Dr. Teleconference Networ1< Div. Fax 919-848-2465 Newport, Rl 02840 
Succasunna, NJ 07876-1908 2 Prel Plaza E-mail: 1 03677.1312@compuserve.com Ph. 401-848-0111 
Ph. 201 -927-5507 Orangeburg, NY 1 0962 Contact: George Matijow Fax 401-848-011 0 
Fax 201-252-0354 Ph. 914-365-0123 Specialist, Medicai/Pharm. 20 yrs. E-mail: 
E-mail : KRAMER .ASSOCIATES@ Fax 914-365-0122 Healthcare Exp. focus@performanceresearch.com 
worldnet.att.net E-mail: GRS@mnav.com httpJ/www.performanceresearch.com 
Contact: Bart Kramer http://www.mnav.com MedProbe, Inc. Contact: William Doyle 
Design/Execution Of New/Improved Contact' George Silverman 600 S. Hwy. 169, Ste. 1410 Corporate Sponsorship Of Major Sports 
Product Research. Med., Bus. -to-Bus., Hi-Tech, lndust. , Minneapolis, MN 55426-1218 And Special Events. 

Ideation, New Prod., Tel. Groups. Ph. 612-540-0718 
Lachman Research & Mktg. Svces. Fax 612-540-0721 Qualitative Applied Research 
2934 1/2 Beverly Glen Cir., Ste. 119 Mar1<et Research Associates Contact: Asta Gersovitz, Pharm.D. 20808 Aspenwood Ln. 
Los Angeles, CA 90077 2082 Business Center Dr., Ste. 280 MedProbe Provides Full Service Gus- Gaithersburg, MD 20879 
Ph. 310-474-7171 Irvine, CA 92612 tom Market Research. Ph. 301-670-9320 
Fax 310-446-4758 Ph. 714-833-9337 Fax 301-670-0696 
E-mail: rflachman@aol.com Fax 714-833-2110 Michelson & Associates, Inc. E-mail: QARESEARCH@aol.com 
Contact: Roberta Lachman Contact: Barbara A'elds 1900 The Exchange, Ste. 360 Contact' Suzanne M. Beck 
Advg. & Mktg. Focus Groups and One- Customized, Creative Research Designed Atlanta, GA 30339 Cons/Bus. Focus Grps. -Adv ./New Prod. 
on-Ones. Cons./ Business-to-Business. For Actionable Findings. Ph. 770-955-5400 Dev./Telecom. - QRCNMRA. 

Fax 770-955-5040 
Leichliter Associates Mktg. Rsch./ Mar1<etingAdvantage Rsch. Cnslts., Inc. E-mail: focus@onramp.net Quest Mar1<eting Services 
Idea Development 2349 N. Lafayette St. http://www.michelson.com/research 27 41 Sparrow Dr. 
P.O. Box 788 FOR Station Arlington Heights, IL 60004 Contact: Mark L. Michelson York, PA 17404 
New York, NY 10150-0788 Ph. 847-670-9602 Much More Than Moderation Ph. 717-792-6409 
Ph. 212-753-2099 Fax 847-670-9629 Nat'/. Fuii-Svc. Quai./Quant. Fax 717-792-6509 
Fax 212-753-2599 E-mail: mjrichards@aol.com E-mail: kzoladz@ptd.net 
E-mail: leichliter@aol.com Contact' Marilyn Richards Francesca Moscatelli Contact: Katherine Zoladz 
Contact Betsy Leichliter New Product Development/Hi-Tech/ 506 Ft. Washington Ave., 3C Consumer Focus Groups/All Ages/Range 
Innovative Exploratory Rsch./ldea De- Multimedia/Telecommunications. New York, NY 10033 Of Categories. 
velopment. Offices NY & Chicago. Ph. 212-740-2754 

Mar1<eting Matrix, Inc. Fax 212-923-7949 Research Connections, Inc. 
Nancy Low & Associates, Inc. 2566 Overland Ave ., Ste. 716 E-mail: romanaaa@aol.com 414 Central Ave. 
5454 Wisconsin Ave., Ste. 1300 Los Angeles, CA 90064 Contact: Francesca Moscatelli Westfield, NJ 07090 
Chevy Chase, MD 20815 Ph. 310-842-8310 Latino Bi-Lingual/Bi-Cultural Groups; Ph. 908-232-2723 
Ph. 301 -951-9200 Fax 310-842-7212 ORCA Member. Fax 908-654-9364 
Fax 301-986-1641 E-mail: mmatrix@primenet.com httpJ/wwwresearchconnections.com 
E-mail: n.l.a.@clark.net Contact Marcia Selz Nevada Mar1<et Research Contact: Amy J. Yoffie 
Contact' Nan Russell Hannapel Foe. Grps., In-Depth lntvs. & Surveys 2050 W. Warm Springs Rd., Ste. 424 Online Foe. Grps., Nat'/.1/nt 'l., Recruit 
Health/Fin./Cust Sat. Upscale FG Facil- For Financial Svce. Companies. Henderson, NV 89014 Online or Phone. Web Site Evaluation. 
ity. Recruit from MD, DC, No. VA. Ph. 702-451-8210 

Fax 702-451-8215 
E-mail: NMResearch@aol.com 
Contact Vivian Scott 
Consumer, Business, Seniors, Students, 
One-On-Ones. 
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Research Data SeNices, Inc. James Spanier Associates Sunbelt Research Associates, Inc. V & l Research and Consulting, Inc. 
600 S. Magnolia Ave., Ste. 350 120 East 75th St. 1001 N. U.S. One, Ste. 310 4294 Memorial Dr., Ste. D 
Tampa, FL 33606 New York, NY 10021 Jupiter, FL 33477 Decatur, GA 30032 
Ph. 813-254-2975 Ph. 212-472-3766 Ph. 561-7 44-5662 Ph. 404-298-0139 
Fax 813-254-2986 Contact: Julie Homer Contact: Barbara L. Allan Fax 404-298-0026 
E-mail: KlagesMktg@aol.com Focus Groups And One-On-Ones In 20+ Years Exp.; Business & Consumer E-mail: VLResearch@mindspring.com 
Contact: Walter Klages, Ph.D. Broad Range Of Categories. Studies; Nat'/. & tnt'/. Exp. Contact: Dydra Virgil 
Full Service Qualitative & Quantitative African-Amer. Mod. -Focus Grps./1-on-
Market Research. Spier Research Group Sundberg-Ferar, Inc. 1s. Fuii-Svc.: Design, Mod., Report. 

1 Lookout Circle 4359 Pineview Dr. 
Research Options, Inc. Larchmont, NY 10538 Walled Lake, Ml48390-4129 Widener-Burrows & Associates, Inc. 
90 Rockland St. Ph. 914-834-37 49 Ph. 248-360-5596 130 Holiday Ct., Ste. 108 
Hanover, MA 02339 Fax 914-834-37 49 Fax 248-360-6900 Annapolis, MD 21401 
Ph. 617-826-7511 Contact: Daisy Spier E-mail: indesign@sundbergf.com Ph. 410-266-5343 
Fax 617-826-7433 Excellent Track Record! Strategic Res./ http://www.sundbergf.com Fax 41 0-841-6380 
E-mail: dave@researchoptions.com Brand Image/New Prods./AII Age Grps. Contact: Ron Cieri E-mail: WBandA@aol.com 
http://www. researchoptions.com Prod. Design & Development,· Qual. Rsch. Contact: Dawne Widener-Burrows 
Contact: David Hoyle Spiller & Reeves Research Serv. & Facility. Four Moderators on Staff Spec. in Health 
Exp.ln Health, Fitness & Sports-Related 950 S. Tamiami Trail, #208 Care, Fin. Svcs., Adv. Rsch. 
Industries. Sarasota, FL 34236 Target Market Research Group, Inc. 

Ph. 941-954-3367 4990 S.W. 72 Ave., Ste. 110 Susan M. Williams Research & 
Pamela Rogers Research Fax 941-951-1576 Miami, FL 33155-5524 Discovery USA 
2759 Fourth St. E-mail: Killinme@aol.com Ph. 800-500-1492 5300 Ridgeview Circle #8 
Boulder, CO 80304 Contact: Kendall Gay Fax 305-661-9966 El Sobrante, CA 94803 
Ph. 303-443-3435 Medical/Pharmaceutical, Agriculture & E-mail: martin_cerda@tmrgroup.com Ph. 510-222-9515 
Fax 303-443-3621 Veterinary. http://www.tmrgroup.com Fax 510-758-7582 
E-mail: rogela@aol.com Contact: Martin Cerda E-mail: swillims@pacbell.net 
Contact: Pamela Rogers Strategic Focus, Inc. HispanicQua!JQuant. Research-National Contact: Susan Williams 
Adver., Med., TeleCom., New Prod. 6456 N. Magnolia Ave. Capability. 17 Years Medical: Drs./PharmDs/RNs/ 
Grps./1-1's Since 1985. Chicago, IL 60626 Patients/Mgd. Care. 

Ph. 312-973-4729 Thome Creative Communications 
Paul Schneller - Qualitative Fax 312-973-0378 65 Pondfield Rd., Ste. 3 Wolf/Aitschui/Callahan, Inc. 
300 Bleecker St., 3rd fl. E-mail: DonaJ@aol.com Bronxville, NY 10708 60 Madison Ave. 
New York, NY 10014 Contact: Dona Vitale Ph. 914-337-1364 New York, NY 10010 
Ph. 212-675-1631 Creative Insights for Mktg./Advertising Fax 914-337-2331 Ph. 212-725-8840 
Contact: Paul Schneller Strategy. E-mail: gthorne@pipeline.com Fax 212-213-9247 
Full Array: Ads/Pkg Gds/Rx!B-to-B/Ide- Contact: Gina Thome Contact: Judi Lippert 
ation (14+ Years). Strategy Research Corporation Sensitive Style/Actionable Results With Senior Moderators - 25 Years Expe-

100 N.W. 37 Avenue Kids & Teens. rience. 
Sll: Worldwide Marketing SeNices Miami, FL 33125 
7601 N. Federal Hwy., Ste. 205-B Ph. 305-649-5400 Treistman & Stark Marketing, Inc. Yamell,lnc. 
Boca Raton, FL 33487 Fax 305-649-6312 Two University Plaza 110 Sutter St., Ste. 811 
Ph. 561-997-7270 E-mail: strategy@icanect.net Hackensack, NJ 07601 San Francisco, CA 941 04 
Fax 561-997-5844 http://.icanect.net/strategy Ph. 201-996-0101 Ph. 415-434-6622 
E-mail: sil@siltd.com Contact: Be/kist Padilla Fax 201-996-0068 Fax 415-434-0475 
http://www.siltd.com Serving All U.S. Hispanic Mkts. & Latin E-mail: tsmi@carroll.com E-mail: SYameii@Yarneii-Research.com 
Contact: Timm Sweeney America. Contact: Joan Treistman Contact: Steven M. Yarnell, Ph.D. 
Qualitative Specialists Since 1983. Busi- ENVIS/ONTM, Other Approaches ForCre- New Product Development & Posi-
ness-to-Business & International. ative Insight. tioning. HW/SW Companies. 

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

California Colorado V & L Research and Consulting, Inc. Qualitative Applied Research 

Alexander + Parker Cambridge Associates, Ltd. Widener-Burrows & Associates, Inc. 

Jeff Anderson Mktg. Rsch. Consulting Market Access Partners Illinois 
Asian Marketing Pamela Rogers Research George I. Balch Massachusetts 
AutoPacific, Inc. C&R Research Services, Inc. Daniel Associates 
David Binder Research Rorida Doyle Research Associates Dolobowsky Qual. Svcs., Inc. 
Erlich Transcultural Consultants The Deutsch Consultancy Irvine Consulting, Inc. First Market Research Corp. (Reynolds) 
Grieco Research Group, Inc. Research Data Services, Inc. Just The Facts, Inc. Greenleaf Associates, Inc. 
Hispanic Market Connections SIL: Worldwide Marketing Services Leichliter Assoc. Mktg. RschJidea Dev. Research Options, Inc. 
Hispanic Marketing Spiller & Reeves Research Marketing Advantage Rsch. Cnslts., Inc. 
Lachman Research & Marketing Svces. Strategy Research Corporation Strategic Focus, Inc. Michigan 
Market Development, Inc. Sunbelt Research Associates, Inc. Minon I. Brand Marketing Consultant 
Market Research Associates Target Market Research Group, Inc. Indiana KidFacts5M Research 
Marketing Matrix, Inc. The Farnsworth Group Sundberg-Ferar, Inc. 
Meczka Marketing/Research/Consu~ing Georgia 
Susan M. Williams Research & Discov- Brittain Associates Maryland Minnesota ery USA 
Yarnell, Inc. 

Elrick and Lavidge Hammer Marketing Resources Cambridge Research, Inc. 
Kenneth Hollander Associates Nancy Low & Associates, Inc. GraffWorks Marketing Research 
Michelson & Associates, Inc. Macro International 
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MedProbe, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. FacFind, Inc. Tennessee 
Outsmart Marketing Focus Plus, Inc. Medical Marketing Research, Inc. Directions Data Research Horowitz Associates, Inc. 

Nevada JRH Marketing Services, Inc. Ohio Texas Knowledge Systems and Research, Inc. 
Nevada Market Research Leichliter Assoc. Mktg. Rsch./ldea Dev. 

John Fox Marketing Consulting Cunningham Research Associates 
Market Navigation, Inc. Pat Henry Market Research, Inc. Decision Analyst, Inc. 

New Jersey Francesca Moscatelli Markinetics, Inc. First Market Research Corp. (Heiman) 
Bart Kramer & Associates Paul Schneller - Qualitative Pennsylvania 
MCC Qualitative Consulting James Spanier Associates Utah 
Perception Research Services, Inc. Spier Research Group Campos Market Research Focused Solutions 
Research Connections, Inc. Thorne Creative Communications CJRobbins 

Treistman & Stark Marketing, Inc. Wolf/Aitschui/Callahan, Inc. Data & Management Counsel, Inc. Washington 
Decker Research Associates, Inc. 

New York North Carolina Direct Feedback Burr Research/Reinvention Prevention 
Consumer Opinion Services 

BAI (Behavioral Analysis Inc.) CB&A Market Research Quest Marketing Services 
Northwest Research Group, Inc. 

Decision Drivers Colburn & Associates 
Rhode Island Fader & Associates D/R/S HealthCare Consultants 
Performance Research 

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

ADVERTISING Erlich Transcultural Consultants CABLE Just The Facts, Inc. 

Jeff Anderson Mktg. Rsch. Consulting Creative & Response Svces., Inc. Knowledge Systems and Research, Inc. 

David Binder Research ASSOCIATIONS Macro International 

Milton I. Brand Marketing Consultant Nancy Low & Associates, Inc. CHILDREN 
Market Research Associates 
Marketing Advantage Rsch. Cnslts., Inc. C&R Research Services, Inc. C&R Research Services, Inc. Research Connections, Inc. Cambridge Associates, Ltd. AUTOMOTIVE Doyle Research Associates Research Data Services, Inc. Cambridge Research, Inc. AutoPacific, Inc. Fader & Associates 

CJRobbins C&R Research Services, Inc. Greenleaf Associates, Inc. CORPORATE Decision Drivers 
Dolobowsky Qual. Svcs., Inc. 

Erlich Transcultural Consultants Just The Facts, Inc. 
SPONSORSHIP Matrixx Marketing-Research Div. KidFacts5M Research 

Erlich Transcultural Consultants Perception Research Services, Inc. Macro International Performance Research 
Fader & Associates 
First Market Research Corp. (Reynolds) 

Matrixx Marketing-Research Div. 

Kenneth Hollander Associates BIO-TECH Outsmart Marketing CUSTOMER 
Market Research Associates Irvine Consulting, Inc. Spier Research Group SATISFACTION Thorne Creative Communications 
Outsmart Marketing Market Navigation, Inc. BAI (Behavioral Analysis Inc.) 
Perception Research Services, Inc. MedProbe, Inc. 

COMMUNICATIONS David Binder Research 
Performance Research Medical Marketing Research, Inc. Burr Research/Reinvention Prevention 
Paul Schneller- Qualitative RESEARCH Elrick and Lavidge 
Qualitative Applied Research BUS.· TO-BUS. Access Research, Inc. Fader & Associates 
SI L: Worldwide Marketing Services Access Research, Inc. Cambridge Associates, Ltd. Nancy Low & Associates, Inc. 
Spier Research Group BAI (Behavioral Analysis Inc.) Perception Research Services, Inc. Markinetics, Inc. 
Strategy Research Corporation Brittain Associates - Performance Research Research Data Services, Inc. 
Treistman & Stark Marketing, Inc. C&R Research Services, Inc. Sun belt Research Associates, Inc. 
V & L Research and Consulting, Inc. Cambridge Associates, Ltd. COMPUTERS HARDWARE Widener-Burrows & Associates, Inc. Cambridge Research, Inc. DIRECT MARKETING Wolf/Aitschui/Callahan , Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Campos Market Research BAI (Behavioral Analysis Inc.) 

AFRICAN-AMERICAN 
Consumer Opinion Services 

COMPUTERS/MIS Greenleaf Associates, Inc. 
Data & Management Counsel, Inc. Perception Research Services, Inc. 

Erlich Transcultural Consultants The Deutsch Consultancy C&R Research Services, Inc. Spier Research Group 
JRH Marketing Services, Inc. Direct Feedback Cambridge Associates, Ltd. 
V & L Research and Consulting, Inc. Fader & Associates Daniel Associates 

DISCRETE CHOICE/ First Market Research Corp. (Heiman) Fader & Associates 

AGRICULTURE Linda Fitzpatrick Rsch. Svcs. Corp. First Market Research Corp. (Heiman) CONJOINT 
Cambridge Associates, Ltd. 

Pat Henry Market Research , Inc. Greenleaf Associates, Inc. Yarnell , Inc. 
Just The Facts, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Cambridge Research, Inc. Knowledge Systems and Research, Inc. Marketing Advantage Rsch. Cnslts., Inc. DISTRIBUTION Market Research Associates SIL: Worldwide Marketing Services 
ALCOHOLIC BEV. Markinetics, Inc. James Spanier Associates Burr Research/Reinvention Prevention 

C&R Research Services, Inc. MCC Qualitative Consulting Yarnell, Inc. GraffWorks Marketing Research 

Strategy Research Corporation Research Connections, Inc. 
Paul Schneller - Qualitative CONSUMERS EDUCATION 

ASIAN SIL: Worldwide Marketing Services C&R Research Services, Inc. Cambridge Associates, Ltd. 

Asian Marketing Sunbelt Research Associates, Inc. Consumer Opinion Services Greenleaf Associates, Inc. 

Asian Perspective, Inc. Yarnell , Inc. Decision Drivers Just The Facts, Inc. 

Communication Research Greenleaf Associates, Inc. Marketing Advantage Rsch. Cnslts., Inc. 

Data & Management Counsel , Inc. Pat Henry Market Research, Inc. Spier Research Group 

June/ July 1997 www.quirks.com 79 



ELECTRONICS 
Leichliter Assoc. Mktg. RschJidea Dev. 

ENTERTAINMENT 
Performance Research 

ETHNOGRAPHIC 
RESEARCH 
Alexander+ Parker 

EXECUTIVES 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 
C&R Research Services, Inc. 
Decision Drivers 
Dolobowsky Qual. Svcs., Inc. 
Fader & Associates 
First Market Research Corp. (Heiman) 
John Fox Marketing Consulting 
Marketing Advantage Rsch. Cnslts., Inc. 
Paul Schneller- Qualitative 
SIL: worldwide Marketing Services 
Strategy Research Corporation 

FINANCIAL SERVICES 
Jeff Anderson Mktg. Rsch. Consulting 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 
Burr Research/Reinvention Prevention 
C&R Research Services, Inc. 
cambridge Associates, Ltd. 
cambridge Research, Inc. 
The Deutsch Consultancy 
Dolobowsky Qual. Svcs., Inc. 
Elrick and Lavidge 
Fader & Associates 
First Market Research Corp. (Reynolds) 
Nancy Low & Associates, Inc. 
Marketing Matrix, Inc. 
Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 
SIL: worldwide Marketing Services 
James Spanier Associates 
Widener-Burrows & Associates, Inc. 

FOOD PRODUCTS/ 
NUTRITION 
Alexander + Parker 
BAI (Behavioral Analysis Inc.) 
C&R Research Services, Inc. 
CJRobbins 
Greenleaf Associates, Inc. 
Just The Facts, Inc. 
KidFactssM Research 
Leichliter Assoc. Mktg. RschJidea Dev. 
Macro International 
Outsmart Marketing 
Paul Schneller- Qualitative 

HEALTH & BEAUTY 
PRODUCTS 
BAI (Behavioral Analysis Inc.) 
Qualitative Applied Research 
Paul Schneller - Qualitative 
Thorne Creative Communications 

HEALTH CARE 
Alexander+ Parker 
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Jeff Anderson Mktg. Rsch. Consulting 
David Binder Research 
Colburn & Associates 
Decker Research Associates, Inc. 
Directions Data Research 
Dolobowsky Qual. Svces., Inc. 
D/R/S HealthCare Consultants 
Elrick and Lavidge 
Erlich Transcultural Consultants 
First Market Research Corp. (Reynolds) 
Irvine Consulting, Inc. 
Knowledge Systems and Research, Inc. 
Nancy Low & Associates, Inc. 
Macro International 
Market Access Partners 
Market Navigation, Inc. 
Market Research Associates 
Matrixx Marketing-Research Div. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
Research Options, Inc. 
Spiller & Reeves Research 
Strategy Research Corporation 
Sun belt Research Associates, Inc. 
Thorne Creative Communications 
v & L Research and Consulting, Inc. 
Widener-Burrows & Associates, Inc. 
susan M. Williams Rsch. & Disc. USA 

HISPANIC 
Data & Management Counsel, Inc. 
Erlich Transcultural Consultants 
Hispanic Market Connections, Inc. 
Hispanic Marketing 

Communication Research 
Market Development, Inc. 
Francesca Moscatelli 
Strategy Research Corporation 
Target Market Research Group, Inc. 

HI· TECH 
Greenleaf Associates, Inc. 
Market Navigation, Inc. 

HOUSEHOLD 
PRODUCTS/CHORES 
Paul Schneller- Qualitative 

IDEA GENERATION 
Analysis Research Ltd. 
BAI (Behavioral Analysis Inc.) 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Elrick and Lavidge 
John Fox Marketing Consulting 
Just The Facts, Inc. 
Leichliter Assoc. Mktg. RschJidea Dev. 
Matrixx Marketing-Research Div. 
Paul Schneller- Qualitative 
SIL: worldwide Marketing Services 

IMAGE STUDIES 
Cambridge Associates, Ltd. 

INDUSTRIAL 
First Market Research Corp. (Heiman) 
Market Navigation, Inc. 
SIL: worldwide Marketing Services 

INSURANCE 
Brittain Associates 
Burr Research/Reinvention Prevention 
Erlich Transcultural Consultants 
Nancy Low & Associates, Inc. 

INTERACTIVE PRODJ 
SERVICES/RET AILING 
Leichliter Assoc. Mktg. RschJidea Dev. 
Perception Research Services, Inc. 
Research Connections, Inc. 

INTERNET 
Knowledge Systems and Research, Inc. 

INVESTMENTS 
The Deutsch Consultancy 

LATIN AMERICA 
Market Development, Inc. 

MEDICAL PROFESSION 
Cambridge Associates, Ltd. 
Colburn & Associates 
Decker Research Associates, Inc. 
D/R/S HealthCare Consultants 
Pat Henry Market Research, Inc. 
Matrixx Marketing-Research Div. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
Paul Schneller - Qualitative 
susan M. Williams Rsch. & Disc. USA 

MODERATOR TRAINING 
Cambridge Associates, Ltd. 
Macro International 

MULTIMEDIA 
Marketing Advantage Rsch. Cnslts., Inc. 

NATURAL HEALTH 
CARE/REMEDIES 
Focused Solutions 

NEW PRODUCT DEV. 
Jeff Anderson Mktg. Rsch. Consulting 
BAI (Behavioral Analysis Inc.) 
Milton 1. Brand Marketing Consultant 
Brittain Associates 
C&R Research Services, Inc. 
cambridge Associates, Ltd. 
CJRobbins 
Daniel Associates 
Data & Management Counsel , Inc. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Elrick and Lavidge 
Fader & Associates 
First Market Research Corp. (Heiman) 
Greenleaf Associates, Inc. 
Kenneth Hollander Associates 
Just The Facts, Inc. 
KidFactssM Research 
Bart Kramer & Associates 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Market Access Partners 
Market Research Associates 
Marketing Advantage Rsch. Cnslts., Inc. 
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Outsmart Marketing 
Qualitative Applied Research 
Paul Schneller - Qualitative 
Spiller & Reeves Research 
Sundberg-Ferar, Inc. 

NON-PROFIT 
David Binder Research 
Doyle Research Associates 
Performance Research 

OBSERVATIONAL 
Doyle Research Associates 

ONLINE FOCUS 
GROUPS 
Research Connections, Inc. 

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

PACKAGE DESIGN 
RESEARCH 
Treistman & Stark Marketing, Inc. 

PACKAGING RESEARCH 
Perception Research Services, Inc. 

PARENTS 
Fader & Associates 
Greenleaf Associates, Inc. 

PET PRODUCTS 
Cambridge Research, Inc. 

PHARMACEUTICALS 
BAI (Behavioral Analysis Inc.) 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Colburn & Associates 
Decker Research Associates, Inc. 
D/R/S HealthCare Consultants 
Kenneth Hollander Associates 
Irvine Consulting, Inc. 
Macro International 
Market Navigation, Inc. 
MCC Qualitative Consulting 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
Paul Schneller - Qualitative 
Spil ler & Reeves Research . 
Susan M. Williams Rsch. & DISC. USA 

POLITICAUSOCIAL 
RESEARCH 
Cambridge Associates, Ltd. 
Francesca Moscatelli 
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POSITIONING RESEARCH 
Paul Schneller- Qualitative 

PUBLIC POLICY RSCH. 
David Binder Research 
Cambridge Associates, Ltd. 

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

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

SENIORS 
Fader & Associates 
Sunbelt Research Associates, Inc. 

SERVICES 
Spier Research Group 

SMALL BUSINESS/ 
ENTREPRENEURS 
Brittain Associates 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Strategy Research Corporation 
Yarnell , Inc. 

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

SPORTS 
Performance Research 
Research Options, Inc. 

TEACHERS 
Greenleaf Associates, Inc. 

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

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

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

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

TOURISM/HOSPITALITY 
Research Data Services, Inc. 

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

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

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

UTILITIES 
Cambridge Associates, Ltd. 
Fader & Associates 
Knowledge Systems and ~esearch, Inc. 

WEALTHY 
Brittain Associates 
The Deutsch Consultancy 
Strategy Research Corporation 

YOUTH 
Fader & Associates 
Macro International 
Outsmart Marketing 

FIRST, 
MARKET 

RESEARCH. 
f irst Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

http://www. fi rstma rket. com 

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

First 
Market 

= Research 
656 Beacon Street, Boston, MA 02215 

(617) 236-7080 
2301 Hancock Drive, Austin, TX 75756 

(512) 451 -4000 
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w...._......~--BCompass Marketing Research 
Discover the TRUE Course in Data Collection 

..} 
The true course is the course that is most accurate, reliable and quick . Compass points the way to service, professionali sm and 
integrity in the world of data collection. We have the technology, the equipment, the faci liti es, the staff and supervisory 

personnel to meet your most demanding and unusual specifications. Our experi enced proj ect managers identi fy problems, 

recommend solutions, communicate effectively . 

FACILITIES, RECRUITING AND INTERVIEWING 
Focus Groups, One-on-One Interviews, Taste Tests, Audience Interviewing, etc. 

Respondents Who Meet the Requirements 

• On premises, supervised, validated recruiting 

• A diverse demographic population 

• Consumers, professionals, executives, technicians, business owners 

State-of- the-Art Focus Group Suites 

• Spacious, comfortable, client viewing and respondent rooms 

• Connecting, private, client lounges with video monitor 

• Portable, company owned video teleconferencing 

• Latest technology for quality audio and video recording 

• Separate restroom facilities for clients and respondents 

• Separate client, respondent and staff entrances 

Facilities Designed to Meet Unique Research Needs 

• Test Kitchen: ( 25 x 24 ) large refrigeration units, conventional oven, 

microwave, freezer, warehouse product storage 

• Display Room: ( 25 x 29 ) wide double doors, drive up ramp to easily 

accommodate automobiles. recreation vehicles, boats, etc. 

• Multipurpose Room: 500 square foot room right off test kitchen 

ideal for taste tests, theatre seating 

• One-On-One Rooms: one-way mirror viewing, audio and 

video recording 

• CRT Telephone Interviewing: II 0 Stations 

Our In-house WA TS Center 

Magellan Focus Group Room 

Display Room 

Follow your TRUE course to the best Atlanta has to offer 
Call Compass Marketing Research Today! 

1-800-627-7667 (In Atlanta) 770-448-0754 (fax) 770-416-7586 
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This directory was compiled by sending listing forms to companies we identified as providers of omnibus 
studies. The studies listed in this directory meet the following definition: An omnibus study is one in which the 
sponsoring research company defines the audience to be surveyed and the intervals between studies. Clients 
participate by submitting proprietary questions. Clients receive results only from their proprietary questions and 
general demographic questions. 
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Audits & Surveys, Inc. 
650 Avenue of the Americas 
New York, NY 1 0011 
Ph. 212-627-9700 
Fax 212-627-2034 
E-mail: Feinberg@surveys.com 
http://www.surveys.com 
Barry M. Feinberg , Ph.D., Sr. Vice President 
~ 
lssueTrack®/USA 
Tech/Track® 

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 
~ 
Business TRACK 
ConsumerTRACK 
HispanicTRACK 
Southern AZ - Sonora Business Study 
Metro TRACK 

84 

Beta Research Corp. 
6400 Jericho Tpke. 
Syosset, NY 11791 
Ph . 516-935-3800 
Fax 516-935-4092 
Richard Welch , President 
~ 
Beta Omnibus Exchange- Consumers 
Beta Omnibus Exchange - Business Executives 
Beta Omnibus Exchange - Healthcare/Physicians 

Irwin Broh & Associates 
1011 E. Touhy Ave. 
Des Plaines, I L 60018 
Ph. 847-297-7515 
Fax 847-297-7847 
Dave Waitz, Exec. Vice President 
~ 
Marcom 

BRUSKIN.GOLDRING 
R E E A 

Bruskin/Goldring Research 
100 Metroplex Dr. 
Edison, NJ 08817 
Ph . 732-572-7300 
Fax 732-572-7980 or 7981 
Irwin Korman, President 
~ 
OmniTel 

R C H 

Integrated Survey Information System-ISIS 

OmniTel - Weekly national consumer study. For 
times when you need answers to a few marketing 
questions. It furnishes the same data quality as well­
run dedicated surveys. 

Integrated Survey Information System-ISIS -
Weekly national consumer study. For custom sur­
veys up to 15 minutes in length. It also furnishes 
the same data quality as well-run dedicated surveys. 
(See advertisement on p. 3) 

California Retail Survey 
5303 Nyoda Way 
Carmichael , CA 95608 
Ph. 916-486-9403 
James Vaughn , President 
~ 
California Retail Survey, 1997 Edition 

Canadian Facts 
A Div. of CF Group Inc. 
1075 Bay St. 
Toronto, ON M5S 2X5 
Canada 
Ph . 416-924-5751 
Fax 416-923-7085 
E-mail : cf@cfgroup.ca 
Michael LoPresti , President 
~ 
Monitor 
Multifacts 
Multi-0 

CENTRIS 
The Cable Building 
611 Broadway, Ste . 418 
New York, NY 10012 
Ph. 212-529-1010 
Fax 212-529-3250 
Jerilyn Kessel , Research Consultant 
Studies: 
CENTRIS Telephone Omnibus 

• Nationwide weekly consumer survey 

• Nationally representative household sample of 1,000 
adults 18+ 

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

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

• Guaranteed on-time delivery of full tabulations 

Call us today! 1•800•EXP-POL1 
( 1-800397-7655) 

~&Ill 'PAAIRESEABCH 
.,.. .... VIW SERVICES An ABC owned company • 
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,. ....... ~IAIRESEARCH 
., ......... VIWSERVICES 

Chilton Research Services 
201 King of Prussia Rd ., 3rd fl. 
Radnor, PA 19089-0193 
Ph . 610-964-4600 or 800-EXP-POLL 
Fax 610-964-2904 
E-mail : rcooper@chilton .net 
http://www.research .chilton.net 
Roy Cooper, Express Business Manager 
Studies: 
Chilton's EXPRESS Omnibus 

Chilton 's EXPRESS Omnibus -Is a national weekly 
omnibus survey offering the highest quality re­
search at the lowest price available. Designed to 
get the answers you need fast, EXPRESS al lows 
you to submit questions as late as noon, Wednes­
day and to get full tabulations three business days 
later, on Monday. 1 ,000 adults interviewed. Na­
tionwide ROD sample. Random respondent selec­
tion. Standard demographic banner. 
(See advertisement on p. 84) 

Custom Research Inc. 
10301 Wayzata Blvd . 
P.O. Box 26695 
Minneapolis, MN 55426 
Ph. 612-542-0800 
Fax 612-542-0864 
E-mail : custom@cresearch .com 
http://www.cresearch.com 
Lisa Gudding , Product Manager 
Studies: 
Criterion® Omnibus Concept Testing Sys. 

Dittman Research Corp. of Alaska 
DRC Building 
8115 Jewel Lake 
Anchorage, AK 99502 
Ph . 907-243-3345 
Fax 907-243-7172 
E-mail: dittman@micronet.net 
Terry O'Leary, President 
Studies: 
Multi-Ouest® 

Greenfield Online 
274 Riverside Ave. 
Westport, CT 06880-4807 
Ph . 203-221-0411 
Fax 203-221-0386 
E-mail: scook@greenfieldgroup.com 
http://www.greenfieldgroup.com 
Steve Cook, Sr. Vice President 
Studies: 
Bi-monthly Online Omnibus 

I.S.I.S.-Integrated Strategic Information Services 
2516 Hastings Dr. , Ste. 500 
Belmont, CA 94002 
Ph . 415-802-8555 or 415-802-8552 
Fax 415-802-9555 
E-mail: isis@isisglobal.com 
Marc Limacher, Managing Director 
Studies: 
World Report 2000 - OECD Countrues 
World Report 2000 - Emerging Economies 
Telecom 2000 Report - U.S., Italy, France , Ger­
many, U.K., Japan 
Wireless 2000 Report - U.S., Italy, France , Ger­
many, U.K., Japan 
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ICR 
ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph . 610-565-9280 
Fax 610-565-2369 
E-mail : icr@icrsurvey.com 
http://www. icrsurvey.com 
Steven C. McFadden, President 
Studies: 
EXCEL 
TeenEXCEL 

EXCEL - National telephone omnibus survey of 
1,000 consumers conducted twice each week. In­
terviewing through final tabulations in seven days. 
ROD sampling; CATI interviewing; totally con­
ducted in-house; custom options; extremely cost 
effective. 
TeenEXCEL - National telephone omnibus survey 
of 500 teens aged 12 to 17. Conducted monthly. 
Interviewing through final tabulations within seven 
days. Same procedures and quality controls as 
EXCEL. Combine TeenEXCEL and EXCEL for 12 
years+ population. 
(See advertisements on pp. 85, 87, 89) 

IMR Research 
140 Burlington 
Clarendon Hills, IL 60514 
Ph . 630-654-1077 
Fax 630-654-1 04 7 
George Griffin, President 
Studies: 
Continuing Consumer Survey 
Power Tools/Accessories/Home Improvement 
Survey 
Canadian Continuing Consumer Survey 
Continuing Consumer Automotive Maintenance 
Survey 

Innovative Marketing , Inc. 
40 Eglinton Ave. E., Ste. 203 
Toronto, ON M4P 3A2 
Canada 
Ph. 416-440-0310 ext. 31 
Fax 416-440-1768 
E-mail : imi@istar.ca 
Don Mayo, Vice President 
Studies: 
Public Reach - Canada 
Urban Reach -Canada 
Promo Trak - Canada 
Loyalty Trak - North America 

Interviewing Service of America, Inc. 
16005 Sherman Way, Ste. 209 
Van N uys, CA 91406 
Ph. 818-989-1044 
Fax 818-782-1 309 
http://www.interviewingservice.com 
Michael Halberstam, President 
Studies: 
Solutions 

Leemis Marketing 
1420 Kensington Rd ., Ste. 106 
Oak Brook, IL 60523 
Ph . 630-571-1200 
Fax 630-571-1427 
E-mail : promodata@leemis.com 
Studies: 
Price-Trak 
Coupon-Trak 
Ad Activity 
Retailer Ad Digest 
Target-Trak 
Custom-Trak 

"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 Cust.omer Satisfaction research gi~es 
you the information you need to improve the quahty of your products and serv1ces 

in ways that are truly meaningful to your target market. 

I C R We do more than excel. 

AUS Consul tants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
lCR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 
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Now 
make 
better 
marketing 
decisions c.~ ~ -t I 
rw~~r~· 

ELE•NATION® 
Telephone Research 

* National telephone omnibus 
research ... now twice as often! * Two waves of 1,000 interviews 
each week. * Results in two business days. * Handles tracking projects quickly 
and affordably. * Identifies low-incidence 
consumers in half the time. 

* TELE NATION I 
**overnight .. · 

Custom T e l e ph o n e Research 

* Results in 24 hours or less. * Custom samples available -
national or regional. 

* Low-incidence designs easily 
accomodated. 

Call your Market Facts representative, 
or Tom Mularz at (847) 590-7238. 

A service of 

Macro International , Inc. 
100 Avenue of the Americas 
New York, NY 10013 
Ph . 888-MACRO-US 
Fax 212-941 -7031 
E-mail: Rhindress@macroint.com 
http://www.macroint.com 
Sheila Paterson , Pres. lnt'l. Mkt. Rsch./Cnsltg 
Studies: 
Eastern EurOpinion Omnibus 
Eastern EurOpinion Woman Watch 
Eastern EurOpinion Teen Track 
Eastern EurOpinion Men's Monitor 

Market Facts of Canada 
77 Bloor St. W. 
Toronto, ON M5S 3A4 
Canada 
Ph. 416-964-6262 
Fax 416-964-5882 
Peter Greensmith , Sr. Vice President 
Studies: 
National Flexibus 
TeleNation - Canada 
National ShowCase 

Market Facts , Inc. 
3040 W. Salt Creek Ln. 
Arlington Heights, IL 60005 
Ph. 847-590-7000 
Fax 84 7-590-701 0 
Tom Payne, President 
Studies: 
TeleNation 
Data Gage 
Mini Screen 
National ShowCase 

Market Facts is unique in providing omnibus re­
search through four distinct data collection op­
tions: TeleNation (twice-weekly telephone survey), 
National ShowCase (weekly mall interviews) Data 
Gage and MiniScreen (monthly consumer mail 
panel studies) . Each of these four products com­
bines a solid research methodology with speed and 
affordability. 
(See advertisement on p. 86) 

Market Measures, Inc. 
354 Eisenhower Pkwy. 
Livingston , NJ 07039 
Ph . 201-533-1800 
Fax 201-716-0693 
E-mail : sohara@mmi-research.com 
Steve O'Hare, Group Director 
Kathy Imhof Assoc. Project Director 
Studies: 
OmniMed® 

Market Opinion Research 
31700 Middlebelt Rd ., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail : information@morpace.com 
Jeffrey Leiman , Project Director 
Studies: 
Market Opinion Reports 
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Market Trends, Inc. 
3633 136th Pl. , S.E. , Ste. 110 
Bellevue, WA 98006 
Ph. 425-562-4900 
Fax 425-562-4843 
E-mail : Jackie@markettrends.com 
http://www.markettrends.com 
Jackie Weise, Exec. Vice President 
Studies: 
Opinion Monitor 

Marketing Resource Group, Inc. 
225 S. Washington Square 
Lansing , Ml 48933 
Ph. 517-372-4400 
Fax 517-372-4045 
E-mail : MRG@voyager.net 
Paul King , Dir. of Survey Rsch . 
Studies: 
MRG Fall Michigan Poll 
MRG Spring Michigan Poll 

MarketResponse International USA, Inc. 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
Thomas Andersen , Client Consultant 
Studies: 
Telescope- Belgium 
Telescope - Holland 

Mature 
Marketing & Researcb 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston, MA 02110 
Ph. 617-720-4158 
Fax 617-723-1254 
Dr. Leslie M. Harris, Managing Partner 
Studies: 
Fifty Plus 
Sixty Plus 

Personal interviews with consumers age 50 plus. 
Frequency: weekly, monthly, quarterly. Local , re­
gional or national markets. Low cost, fast turn­
around. Financial (banking, investment) , travel and 
leisure, retirement communities, telecommunica­
tions, consumer products. High quality results , 
tabulation , analysis optional. 
(See advertisement on p. 87) 

Medical Data Management Corp. 
25 E. Loop Rd . 
Stony Brook, NY 11790 
Ph . 516-246-8100 
Fax 516-246-8121 
E-mail : 74511 .2340@compuserve.com 
http://www.mdmco.com 
Elizabeth Montgomery, Dir. Business Development 
Studies: 
OTC-Bus 
Promo Test 
AsthmaTrak- Europe 
OncTrak (Oncology) - Europe 
OsteoTrak (Osteoporosis)- Europe 

NFO Research , Inc. 
2 Pickwick Plaza, Ste. 400 
Greenwich, CT 06830 
Ph . 203-629-8880 
Studies: 
Multicard 

June/ July 1997 www.quirks.com 

NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 7 4 
Amsterdam 1000 AE 
The Netherlands 
Ph. 31-20-522-5444 
Fax 31-20-522-5333 
E-mail : info@nipo.nl 
http://www.nipo.nl 
Dr. Theo A. Hess, Managing Director 
Studies: 
Omnibus Study 1-52 
Capibus 
Consumer Monitor 
Business Monitor 

Northwest Research Group, Inc. 
400 1 08th Ave . N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 206-635-7481 
Fax 206-635-7 482 
E-mail: Krislau@nwrg.com 
http://www.nwrg .com 
Kris Lau , Sound Stats Manager 
Studies: 
Sound Stats 

CARAVAN® 

Opinion Research Corporation Internati onal 
P.O. Box 183 
Princeton , NJ 08542-0183 
Ph. 800-999-0213 or 908-281-3475 
Fax 800-759-5786 
E-mail : Caravan@prn.opinionresearch.com 
http://www.opinionresearch.com 
Judi Lescher, Vice President 
Studies: 
Caravan® 
Teen Caravan 
Pre-teen Caravan 

Caravan® - National telephone omnibus survey 

of 1,000 adults conducted weekly, Thursday 
through Sunday. Preliminary results available on 
Monday. Full tabulations delivered on Tuesday. 
CATI interviewing utilizing state-of-the-art RDD 
sample. In-house professional interviewers and 
data processing staff. Low cost. 
Teen Caravan - National telephone omnibus sur­
vey of 250 teens ages 12-17. 
Pre-teen Caravan - National telephone omnibus 
survey of 250 pre-teens ages 6-11 . 
Please visit our Web site at 
www.opinionresearch.com 
(See advertisement on p. 88) 

Angus Reid Group, Inc. 
2929 Norwest Center 
90 S. Seventh St. 
Minneapolis, MN 55402 
Ph. 612-904-6970 
Fax 612-904-6980 
http://www.angusreid.com 
Eileen Wolford, Sr. Vice President 
Studies: 
Angus Reid USA Poll 
Canadian National Angus Reid Poll 

Mature 
Marketing & Researcb 

OMNIBUS: 
A Mont hly Survey 
of Mall Shoppers 

Low Cost • Fast Turnaround 
For Information Contact 

Dr. L. Harris 
Phone 617-720-4158 

Fax 617-723-1254 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

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

Analytic techniques, to help you get the most from your research data. 

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 
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Roper Starch Worldwide 
566 E. Boston Post Rd. 
Mamaroneck, NY 1 0543 
Ph. 914-698-0800 
Fax 914-698-0485 
Gene Henry 
Studies: 
Limobus 

Southeastern Insti tute of Research (SIR) 
2325 W. Broad St. 
Rich mond, VA 23220 
Ph. 800-807-8981 
Fax 800-715-364 7 
E-mail: SIResearch@aol.com 
G. Will iam Greer, Dir. Client Services 
Studies: 
Baltimore Insight 
Washington Insight 
Richmond Insight 
Hampton/NorfolkNirginia Beach Insight 

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 
Deborah Gonderil 
Studies: 
SRC Hispanic Omnibus 

Talmey-Drake Research & Strategy, Inc. 
P.O. Box 1070 
Boulder, CO 80306 
Ph . 303-443-5300 
Fax 303-44 7-9386 
Paul Talmey, President 
Studies: 

~======:==:=:::::=====----------------~ Colorado Omnipoll 
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ORC INTERNATIONALS 

CARAVAN® surveys are the industry's 

best and most cost-effective omnibus 
programs. For more than 30 years 
CARAVAN clients have relied on us 
to reach the general and specialized 
audiences they need. 

CARAVAN ® 
• A weekly consumer telephone omnibus survey 
• Provides a nationally representative projectable 

sample of 1,000 U.S. adults 
• Results are provided in three business days 
• An ideal vehicle for: 

Image Measurement 
Advertising Tracking 
Product Awareness 
Concept Testing 
Public Relations 

Additional CARAVAN services include: 

TEEN CARAVAN • PRE-TEEN CARAVAN 

For additional information, contact: 
Judi Lescher by calling 1-800-999-0213 

or e-mail to: caravan@prn.opinionresearch.com 

visit our web site at: www.opinionresearch.com 

Teenage Research Unlimited 
707 Skokie Blvd ., Ste. 450 
Northbrook, IL 60062 
Ph . 847-564-3440 
Fax 84 7-564-0834 
E-mail : TRUTEEN@aol.com 
Michael Wood 
Studies: 
Teenage Marketing & Lifestyle Study 

The Wagner Group, Inc. 
53 W. 21st St. 
New York, NY 10010 
Ph . 212-627-0066 
Fax 212-727-7492 
Jeff rey Wagner, President 
Studies: 
College Scan 

Thompson Lightstone & Co. , Ltd . 
350 Bloor St. E., Ste. 600 
Toronto, ON M4W 1 H4 
Canada 
Ph . 416-922-1140 
Fax 416-922-8014 
E-mail: TLC@tlcl.com 
Trina Mitchell , Sr. Rsch. Assoc ./Omnitel Mgr. 
Studies: 
OMNITEL 

WestGroup Research 
2720 E. Thomas, Bldg . A 
Phoenix, AZ 85016 
Ph . 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : team@westgroupresearch .com 
Ted Apostol , President 
Studies: 
WestTrack 

Youth Research Co. 
6822 22nd Ave. N., Ste. 298 
St. Petersburg , FL 33710 
Ph. 813-384-8182 
Fax 813-384-9184 
Karen Forcade, President 
Studies: 
The Youth Rsch. Omnibus- Children 
The Youth Rsch. Omnibus -Teens 
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Advertising 

Aud its & Surveys, Inc. 
Beta Research Corp. 
Bruskin/Goldring Research 
California Retail Survey 
Canadian Facts 
Chilton Research Services 
ICR/International Communications Research 
Leemis Marketing 
Macro International , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Medical Data Management Corp. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

African-Americans 

Marketing Resource Group, Inc. 
Angus Reid Group, Inc. 

Agricultural 

Audits & Surveys, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Angus Reid Group, Inc. 

Airlines 

Audits & Surveys, Inc. 
I.S.I.S.-Integrated Strategic Information Services 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Strategy Research Corporation 

Automotive 

Audits & Surveys, Inc. 
Bruskin/Goldring Research 
Macro International , Inc. 
Market Opinion Research 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 

Business-To-Business 

Behavior Research Center 
Beta Research Corp. 
California Retail Survey 
I.S.I.S.-Integrated Strategic Information Services 
Macro International , Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 

Cable 

CENTRIS 
ICR/International Communications Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Carpeting 

Bruskin/Goldring Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
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Chemical Industry 

Audits & Surveys, Inc. 
Marketing Resource Group, Inc. 
N I PO, The Market Research Institute 

Children 

Bruskin/Goldring Research 
Macro International, Inc. 
Market Facts, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Roper Starch Worldwide 
Youth Research Co. 

College Students 

Macro International , Inc. 
Marketing Resource Group, Inc. 
The Wagner Group, Inc. 
Youth Research Co. 

Computers 

CENTRIS 
I.S.I.S.-Integrated Strategic Information Services 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 

Consumer-Canada 

Canadian Facts 
IMR Research 
Innovative Marketing , Inc. 
Market Facts of Canada 
Market Facts, Inc. 
Angus Reid Group, Inc. 
Thompson Lightstone & Co ., Ltd. 

Consumer-Europe 

I.S.I.S.-Integrated Strategic Information Services 

Macro International, Inc. 
MarketResponse International USA, Inc. 
Medical Data Management Corp. 
NIPO, The Market Research Institute 

Consumer-Local 

Behavior Research Center (AZ) 
California Retail Survey (CA) 
Canad ian Facts (ON) 
Market Trends, Inc. (WA) 
NIPO, The Market Research Institute (Netherlands) 
Southeastern Institute of Research (SIR) (VA,MD) 
Strategy Research Corporation (FL) 
Talmey-Drake Research & Strategy, Inc. (CO) 
WestGroup Research (AZ) 

Consumer-U.S. 

Audits & Surveys, Inc. 
Beta Research Corp. 
Irwin Broh & Associates 
Bruskin/Goldring Research 
Chilton Research Services 
Custom Research Inc. 
Dittman Research Corp. of Alaska 
ICR/International Communications Research 
IMR Research 
Interviewing Service of America, Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
NFO Research, Inc. 
Northwest Research Group, Inc. 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Roper Starch Worldwide 
Strategy Research Corporation 

Dental 

Market Measures, Inc. 

Direct Mail 

Market Facts of Canada 
Angus Reid Group, Inc. 

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

to save me big dollars!" 

"I see." 

"No ... ICR." 

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

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

ICR Wedomorethanexcel. 

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

Audits & Surveys, Inc. 
Bruskin/Goldring Research 
CENTRIS 
Chilton Research Services 
I.S.I.S.-Integrated Strategic Information Services 
Market Trends, Inc. 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

Environmental 

Audits & Surveys, Inc. 
Bruskin/Goldring Research 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Opinion Research Corporation International 
Roper Starch Worldwide 

Eyecare/Eyewear 

Market Measures, Inc. 
NIPO, The Market Research Institute 

Executives 

Market Facts, Inc. 
NIPO, The Market Research Institute 

Financial 

Bruskin/Goldring Research 
Canadian Facts 
Macro International, Inc. 
Market Facts o: Canada 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 
WestGroup Research 

Food/Beverage 

Audits & Surveys, Inc. 
Bruskin/Goldring Research 
California Retail Survey 
Canadian Facts 
Chilton Research Services 
Custom Research Inc. 
Macro International, Inc. 
Market Facts of Canada 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

Gaming 

Market Trends, Inc. 
Marketing Resource Group, Inc. 
Angus Reid Group, Inc. 
WestGroup Research 

Health Care/Medical 

Audits & Surveys, Inc. 
Beta Research Corp. 
Irwin Broh & Associates 
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Canadian Facts 
Macro International , Inc. 
Market Measures, Inc. 
Market Opinion Research 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Medical Data Management Corp. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
WestGroup Research 

Hispanic 

Behavior Research Center 
Marketing Resource Group, Inc. 
Angus Reid Group, Inc. 
Strategy Research Corporation 

Insurance 

Bruskin/Goldring Research 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 

International 

Behavior Research Center 
I.S.I.S.-Integrated Strategic Information Services 
Macro International , Inc. 
NIPO, The Market Research Institute 
Angus Reid Group, Inc. 

Internet Users 

Greenfield Online 

Latin America 

Behavior Research Center 

Lodging Industry 

Bruskin/Goldring Research 
Market Trends, Inc. 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

Media 

Audits & Surveys, Inc. 
Bruskin/Goldring Research 
Canadian Facts 
CENTRIS 
Macro International, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 

Mothers 

Bruskin/Goldring Research 
Macro International , Inc. 
Market Facts of Canada 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Strategy Research Corporation 
Youth Research Co. 

Office Products 

California Retail Survey 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Angus Reid Group, Inc. 

Pet Foods 

Canadian Facts 
Opinion Research Corporation International 

Pharmaceutical 

Audits & Surveys, Inc. 
Canadian Facts 
Market Measures, Inc. 
Medical Data Management Corp. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Political Affairs 

Audits & Surveys, Inc. 
Canadian Facts 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Promotions 

Innovative Marketing, Inc. 
Market Trends, Inc. 

Public Policy Issues 

Audits & Surveys, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 

Restaurants/Fast Foods 

Audits & Surveys, Inc. 
California Retail Survey 
Canadian Facts 
Macro International, Inc. 
Market Trends, Inc. 
N I PO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Retail 

Bruskin/Goldring Research 
California Retail Survey 
Custom Research Inc. 
Macro International , Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 
WestGroup Research 

Seniors/Mature/Elderly 

Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
Strategy Research Corporation 
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Shopping Malls 

Market Facts of Canada 
Market Facts , Inc. 
Market Trends, Inc. 
Southeastern Institute of Research (SIR) 

Small/Home Business 

Behavior Research Center 
Canadian Facts 
Market Trends, Inc. 

Sports 

Irwin Broh & Associates 
Bruskin/Goldring Research 
Canadian Facts 
Market Facts of Canada 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

Technology 

Audits & Surveys, Inc. 
CENTRIS 
I.S.I.S.-Integrated Strategic Information Services 
Market Trends, Inc. 
Opinion Research Corporation International 

Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 

Teens 

Bruskin/Goldring Research 
ICR/International Communications Research 
Macro International , Inc. 
Market Facts , Inc. 
Opinion Research Corporation International 
Roper Starch Worldwide 
Teenage Research Unlimited 
Youth Research Co. 

Telecommunications 

Audits & Surveys, Inc. 
Canadian Facts 
CENTRIS 
I.S.I.S.-Integrated Strategic Information Services 
Market Trends, Inc. 
Marketing Resource Group , Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Strategy Research Corporation 

Textiles 

Bruskin/Go ldring Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Transportation 

Audits & Surveys, Inc. 
Canadian Facts 
I.S.I.S.-Integrated Strateg ic Information Services 
Market Trends, Inc. 
WestGroup Research 

Travel 

Audits & Surveys, Inc. 
Bruskin/Goldring Research 
Canadian Facts 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Angus Reid Group, Inc. 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

Trucking 

I.S.I.S.-Integrated Strategic Information Services 

Utilities 

WestGroup Research 

Videos 

Interviewing Service of America, Inc. 

ACG Research Solutions .. .. ............ 68 Discovery Research Group ............. 56 Maritz Marketing Research , Inc ........ 55 Principia Products, Inc ......... ........ . 54 
Ph . 314-726-3403 • Fax 314-726-2503 Ph. 800-678-3748 • Fax 801-944-0550 Ph. 800-446-1690 • Fax 314-827-8605 Ph. 800-858-0860 • Fax 610-430-3316 

Affordable Samples, Inc .. ...... .. .... ... 52 E-Valuations Research .................. 26 Market Facts, Inc ........ ................ . 86 Pulse Train Technology, Ltd . .... .. ..... 27 
Ph. 800-784-8016 • Fax 203-637-8569 Ph . 206-382-3387 • Fax 206-467-7108 Ph . 847-590-7000 • Fax 847-590-7010 Ph. 561-842-4000 • Fax 561-842-7280 

Analytical Computer Service , Inc .... .. 70 Envision Knowledge Products .. .. ...... 51 MarketVision Research , Inc ............ 48 Quality Controlled Services .. .......... 37 
Ph. 312-751-2915 • Fax 312-337-2551 Ph . 800-854-0019 • Fax 610-361-7835 Ph . 513-791 -31 00 • Fax 513-794-3500 Ph . 800-325-3338 • Fax 314-827-3224 

Brand Institute, Inc .. ... .... ...... .... .... 46 Erlich Transcultural Consultants ....... 15 Mature Marketing & Research ......... 92 Quanti me Corporation ................... 65 
Ph . 212-557-2100 • Fax 212-557-3232 Ph . 818-226-1333 • Fax 818-226-1338 Ph . 617-720-4158 • Fax 617-723-1254 Ph. 212-447-5300 • Fax 212-447-9097 

Bruskin/Goldring Research ... ....... .. ... 3 FIND/SVP, Inc ...................... ....... 34 Medical Marketing Research , Inc ...... 44 QUESTAR ....................... Back Cover 
Ph . 908-572-7300 • Fax 908-572-7980 Ph. 212-645-4500 • Fax 212-645-7681 Ph . 919-870-6550 • Fax 919-848-2465 Ph. 612-688-0089 • Fax 612-688-0546 

Burke, Inc .......... Inside Front Cover, 42 First Market Research Corp ... .. .... .. . 81 Mercator Corporation ................... 21 Research Connections, Inc ....... .. .... 26 
Ph . 513-241-5663 • Fax 513-684-7500 Ph . 800-347-7811 • Fax 617-267-9080 Ph. 508-463-4093 • Fax 508-463-9375 Ph. 908-232-2723 • Fax 908-654-9364 

The Burke Institute .... Inside Back Cover Fleischman Field Research ............ 72 Meridia Interactive Information Svcs .... 7 Schlesinger Associates, Inc ..... .. .. ... 53 
Ph . 606-655-6089 • Fax 606-655-6064 Ph. 415-398-4140 • Fax 415-989-4506 Ph . 610-260-6800 • Fax 610-260-6810 Ph. 908-906-1122 • Fax 908-906-8792 

Chesapeake Surveys ................ 71 ,73 Focus Suites Of New York .............. 57 Moskowitz Jacobs, Inc . .................. 17 Scientific Telephone Samples ......... 63 
Ph . 410-356-3566 • Fax 410-581-6700 Ph . 212-867-7373 • Fax 212-867-9184 Ph . 914-421 -7400 • Fax 914-428-8364 Ph. 800-944-4787 • Fax 714-241 -7910 

Chilton Research Services ...... ....... 84 FocusVision Network, Inc .......... ... .... 5 MRC Focus .......................... .. .. . 47 Sigma Validation ............ .. .. .... .... 19 
Ph. 610-964-4602 • Fax 610-964-2942 Ph. 203-961-1715 • Fax 203-961-0193 Ph. 702-734-7511 • Fax 702-734-7598 Ph. 800-733-7748 • Fax 201-886-1413 

Clearwater Research , Inc ............... 50 GENESYS Sampling Systems .......... 29 Name Quest, Inc .......................... 74 SPSS, Inc ................... .............. . 23 
Ph . 800-727-5016 • Fax 208-376-2008 Ph . 215-653-7100 • Fax 215-653-7114 Ph . 602-488-9660 • Fax 602-530-2289 Ph. 312-329-2400 • Fax 312-329-3668 

Columbia Information Systems ........ 35 GroupNet .................................. 69 Opinion Research Corporation lnt'l ... 88 Strategic Focus, Inc ...................... 49 
Ph . 503-225-8418 • Fax 503-225-8400 Ph . 800-288-8226 • Fax 513-984-7464 Ph. 800-999-0213 • Fax 800-759-5786 Ph. 203-221-0789 • Fax 203-221-0783 

Compass Marketing Research ......... 82 ICR/Int'l Communications Rsch . . 85, 87,89 Opinionmeter, Inc .................. ...... 73 Strictly Medical Market Research ..... 41 
Ph. 770-448-0754 • Fax 770-416-7586 Ph. 610-565-9280 • Fax 610-565-2369 Ph. 510-482-4317 • Fax 510-482-4317 Ph. 602-423-0319 • Fax 602-423-1548 

Computers for Marketing Corp. (CfMC) 33 1/H/R Research Group ..... .. ............ 25 PhoneSolutions, LLC ..... .. .......... .. . 38 Survey Sampling, Inc . .. .. .... .. .. 8, 66, 74 
Ph . 415-777-0470 • Fax 415-777-3128 Ph. 702-734-0757 • Fax 702-734-6319 Ph. 520-296-1015 • Fax 520-296-3393 Ph. 203-255-4200 • Fax 203-254-0372 

Connect Consultants International .... 32 lntelliQuest, Inc .......................... 62 Pine Company ................ .. .. ........ 59 Surveycraft Systems Ltd ....... ........... 9 
Ph . 612-340-1148 • Fax 612-340-1067 Ph . 800-543-6124 • Fax 512-329-0888 Ph. 800-969-7463 • Fax 310-453-3969 Ph. 513-871-2580 • Fax 513-871-4269 

Consumer Opinion Services .......... .. 20 IS PC , Inc .. .. ................ ............... 24 The Polk Company ............. ...... .. .. 39 Swift Interactive Technologies ......... 30 
Ph. 206-241-6050 • Fax 206-241-5213 Ph . 914-426-2653 • Fax 914-425-3018 Ph. 800-635-5522 • Fax 303-298-5489 Ph. 508-497-2545 • Fax 508-497-2592 

Consumer Research Ascts./Superooms 67 JRA (J . Reckner Associates) ........... 64 Precision Field Services, Inc ....... 47, 58 Video Focus Direct ....................... 61 
Ph . 800-800-5055 • Fax 415-392-7141 Ph. 215-822-6220 • Fax 215-822-2238 Ph . 847-390-8666 • Fax 847-390-8885 Ph. 800-235-5028 • Fax 800-448-1569 
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Classified Ads 

Mature 
Marketing & Research 

Leslie M. Harris, Ph.D. 
Managing Partner/ 

Director of Quantitative Analysts 

85 EAST INDIA ROW, SUITE 30A 
BOSTON, MASSACHUSETTS 02110 
TEL: (617) 720-4158 • FAX (617) 723-1254 

TJ.IE 
QUEOTION 

RYAN REASOR 
President 

OI-IOP, inc. 
2860 N. Santiago Blvd. 
Suite 100 A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 974-6968 

S T AT #1 in Survey Software- StatPac Gold IV 

P A C 
Professional's choice for survey & marketing 
research. User-friendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 

S1MJH!Ms StatPac Inc. 

. . interviewing. Easiest to learn. Guaranteed. 

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

MARKETING RESEARCH/TELEPHONE 
INTERVIEWING SERVICES OFFERED 

Fifteen years in the research industry and one year in telephone 
marketing research. Broad industry knowledge. Reasonable rates. 

Elements of my Success 
1. Getting to the right person quickly! 
2. Knowing what to do next! 

For more information, call 
Gail Peck 

508-373-7373 

Facility Manager 
Proview is seeking a highly motivated individual to manage our focus facility 
in Burlingame, CA. General requirements are leadership and managerial ability; 
focus on quality and client service, attention to detail , excellent verbal and 
written communication skills, Prior experience preferred. Preview offers a 
competitive salary and benefits package. For immediate and confidential 
consideration, please send resume and salary requirements to Proview, Attn: 
Jean Douglas, 577 Airport Blvd ., Suite 130, Burlingame, CA 94010. 
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Statistics Calculator™ -Convenient Windows 
program for performing significance tests on summary data. 
T -tests & confidence intervals for means & percents, chi­
square, sample size estimation & much more! Fast and easy 
to use. $49.95. Free demo. StatPac, 4425 Thomas Ave. S. , 
Mpls., MN 55410 (612) 925-0159 http://www.statpac.com 

-c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::) 

Data Entry J & D Data Services Tallying 

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

- c:::)c:::) jddata@flash.net Email c:::)c:::) 

Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::)c:::) 

Listin Additions 
In all1997 directory listings for San Diego Surveys an incorrect phone 
number has been listed . The correct number is 800-895-1225. 

Please add the following firms to the 1997 Directory of Telephone Inter­
viewing Facilities: 

TelAe- Telephone Access , Inc. 
2200 Clarendon Blvd ., Ste . 1109 
Arlington , Va ., 22201 
Ph . 800-522-344 7 
Fax 703-528-7117 
Christopher Purdy 
200-1 00-1 00-1 00 

Universal Survey Center 
29 W. 38th St. 
New York , NY 10018 
Ph . 212-391-5243 
Fax 212-391 -5428 
E-mail : universalsc@worldnet.att.net 
Michael Lefkowitz, Vice President 
1 00-1 00-1 00-1 00 

Please add the following firm to the 1997 Directory of Focus Group Fa­
cilities: 

Research & Polling , Inc. 
5140 San Francisco Rd. N.E. 
Albuquerque , NM 87109 
Ph . 505-821-5454 
Fax 505-821-5474 
Stephanie Reiskin , Special Projects Manager 
Location : Free-standing building 
CR , OR , VE 
1)18x18 Obs . RmSeats14 

Please note the correction to the following listings from the 1997 Direc­
tory of Focus Group Facilities (corrected text shown in bold) : 

On p. 90 , in the listing for Project Research , Inc ., the E-mail address 
should read : PRI@projectresearch .com . Please add the Web address: 
http ://www. pro jectresearc h. com . 

On p. 148, in the entry for Savitz Research Center, Dallas , the observa­
tion capacity of rooms 3 and 4 should be 20 , not 6. 
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Trade Talk 
continued from p. 94 
gether, there were usually five or s ix 
respondents in the di sc uss ion (some 
people ducked in and out to take care 
of more pressing matters). As Yoffie 
led us through the topic s, which 
ranged from how much time we spend 
on the Web to our opinions of on-line 
research , most responden ts "spoke" 
in brief but complete thoughts. Each 
of the topics could have sustained 
seve ral hours of di sc uss ion but we 
bounced around a lot , jus t to get 
people used to chatting o n- line. 

While I've visited a few chat rooms 
over the years, I'd forgotten how hav­
ing to quickly type your thou g ht s 
forces you to choose your words care­
fully. Unless you're Mav is Beacon , 
your fingers can't always keep up 
with the flow of ideas. You also have 
to follow other respondents' com­
ments while formulatin g your own. 

My fellow re s pond e nts and I 
weren ' t shy about expressing our­
selves and , as in a standard focu s 
group , seve ral mini conversations 
flared up. I didn ' t envy Yoffie having 
to keep a handful of smart aleck re­
searcher types on-task. But she did a 
nice job, assuring us later that durin g 
a " real " on-line group, the discuss ion 
is much more controlled . 

Here's a sample of the dialogue , 
taken from the transcript (clients re­
ceive a raw transcript as soon as the 
session is over and a formatted one two 
days later) : 

Mon May 19 16 : 44:55 1997: Amy says, 
"LET' S TRY TO GET EVERYONE INTO A 
NEW TOPIC NOW . " 

Mon May 19 16 : 44:58 1997 : Carlgel 
says, "Hrrnnm, so we are just one 
disorderly bunch, eh? " 

Mon May 19 16 : 45: 00 1997: Stnee 
says, "Also there is a difference 
in a group from what we are doing 
now . usually everyone is respond­
ing to the moderator's questions 
- not asking their own" 

Mon May 19 16 : 45 : 11 1997: Ryder 
says, "blame the moderator! : smirk" 
Mon May 19 16:45:17 1997: Amy says, 
"THAT'S THE TRUTH ! " 

Mon May 19 16 : 45 : 20 1997: Carlgel 
laughs hysterically. 

Mon May 19 16 : 45 : 30 1997 : Maran 
says, "That ' s what happens when 
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you get a bunch of market research­
ers together! " 

Mon May 19 16 : 45 : 32 1997 : Amy says, 
"BUT STNEE IS BLAMING THE PAR­
TICIPANTS , I THINK!" 

Mon May 19 16 :4 5:33 1997: Amy 
laughs hysterically . 

Mon May 19 16 : 46 : 12 1997 : Amy says, 
"HAS ANYONE SHOPPED FOR SOMETHING 
ONLINE , REGARDLESS OF WHETHER YOU 
BOUGHT ANYTHING? IF SO, WHAT? " 

Mon May 19 16 : 46 : 16 1997 : Ryder 
says, "yes ma ' am " 

Mon May 19 16:46:20 1997 : Carlgel 
says, "Yep " 

Mon May 19 16 : 46 : 23 1997 : Bwalk 
says, " Sure !" 

Mon May 19 16 : 46 : 26 1997 : Amy says, 
"WHAT DID YOU SHOP FOR?" 

Mon May 19 16:46:29 1997 : Laughlin 
says, "yes, Amazon . com is great" 

Mon May 19 16:46 : 31 1997 : Carlgel 
says, "My computer!" 

Mon May 19 16:46 : 44 1997: Ryder 
says, "difficult to obtain CDs by 
obscure bands " 

Mon May 19 16:46 : 45 1997 : Carlgel 
says, "Actually bought it online 
from Gateway !" 

Mon May 19 16 :47: 08 1997: Stnee 
says, " i used the internet to find 
a flower shop and then ordered by 

telephone " 

A site within a site 
The highlight of the evening was 

when we " followed" Yoffie to the 
Web s ite for the city of Westfield, 
N.J. By typing [/follow amy] I was 
on my way, my journey confirmed 
on the sc reen with the line: 

Ryder leaves , heading for 
westfield, nj web site , following 

Amy . 

In a window at the top of my screen I 
could see and explore the Westfield 
civic Web site while monitoring the 
focus group discu ss ion in the win­
dow below. I had s ome trouble 
navigating my way to the site, as 
did a few others, but it was worth 
th e trip. For whi Ie the Westfield site 
was dull , if well-meaning, contain­
ing page after page of text on ev­
erything you never wanted to know 
about the bu stling New Jersey burg , 
it was an eye-opening example of 
what will eventually be one of the 

real strengths of on-line research: the 
ability to expose a group of far-flung 
respondents to almost any type of ma­
terial, from package prototypes to TV 
commercials. 

While it's already possible to show 
complex graphics to on-line respon­
dents , current technology can make 
it a time-consuming endeavor. But as 
data transfer speeds increase and the 
graphics-handling capability of com­
puters improves , there's almost no 
limit to the kinds of things research­
ers can test on-line. 

Lots of potential 
Before doing the group I was already 

sold on the potential of on-line research 
- as long as marketers keep in mind 
that, like any technique in its nascent 
stages, it 's still being defined and re­
fined. 

All in all, I was impressed. The whole 
process was pretty intuitive, though at this 
point in its evolution, Web qualitative is 
probably best conducted with the on­
line savvy, people who are familiar with 
on-line terms and features like chat 
rooms, Web sites and links. Otherwise 
I imagine it might all be a bit bewilder­
ing. 

The experience left me feeling ener­
gized, partly due to the good humor of 
the other participants and partly the 
thrill of doing something new and dif­
ferent. When things go smoothly, I'm 
sure anyone who participates in on-line 
research would feel the same way. 

I'm now more convinced than ever 
that on-line research could be a much­
needed shot in the arm for an indus­
try that's battling Caller ID, sugging 
and other contributors to declining 
cooperation rates. It's not going to 
make any other techniques obsolete 
but it's a nice addition to the infor­
mation-gathering arsenal. 

And it's probably wishful thinking 
to hope that a consumer who has a 
good time in an on-line group might 
be more willing to participate in some 
other kind of research the next time 
they ' re asked. But as long as provid­
ers keep the process fun and infor­
mative for re pondents, they'll engen­
der goodwill toward the research pro­
cess - which might be an unex­
pected but welcome benefit of this 
exciting new research approach. 0 
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By Joseph Rydholm/QMRR editor 

Stepping into cyberspace in the 
name of research 

This being our first on-line research issue, I thought it 
might be fun to write about what it 's like to participate 
in an on-line focus group. So I E-mailed Amy Yoffie 

-whose company, Research Connections in Westfield, N.J. , 
has been doing on-line research for years- to see if I could 
sit in on one of her firm's groups. As it turns out, several 
clients had expressed the same interest, so Research Con­
nections decided to hold a mock group for us. 

Or, as Yoffie said in her reply : "A number of our colleagues 
have been intrigued by this new research methodology and 
requested to observe a group in action. Knowing that most 
groups we conduct are proprietary, we thought we'd turn the 
tables and invite YOU to be a participant in an on-line focus 

Fa reus by David Waisglass 
Gordon Coulthart 
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group with other market research professional ." 
After settling on a convenient date and time, Yoffie E­

mailed each of us a note of confirmation. About three weeks 
before the group, I got a nice welcome letter (via snail mail) 
and a di skette with some software that I would need for the 
session. As instructed I visited the Research Connections Vir­
tual Focus Facility 24 hours prior to the group to make sure 
the software worked. 

Bound for cyberspace 
At last, the day arrived. The group was set to start at 6:00 

p.m. , so I logged into the Virtual Focus Facility at about 5:55. 
I was excited to find fellow respondents already in the di s­
cussion room, testing their legs, as it were, in cyberspace. 
Each of us had been ass igned a password and screen name 
(mine was Ryder). Yoffie was there a moderator, along with 
an administrator to handle any technical questions or issues 
that arose. 

She began with some instructi ons to the newcomer as we 
logged in , helping us, for example, maximize our screen size 
for best viewing and also to locate some added features. One 
of those features was an "emotion box" that was part of a 
software plug- in that hadn't loaded properly (I'll blame that 
on the cantankerous Compaq I was using). By clicking on 
the many buttons in the emotion box, respondents can en­
hance their typed responses with things like a laugh or a 
smirk. While those buttons weren't ava il able to me, Yoffie 
reminded me that I could accomplish the same thing by typ­
ing [:laugh] and hitting the enter key, which would result in 
an entry like "Ryder laughs" in the dialog stream. 

Yoffie explained the ground rules, asking us type our com­
ments in lowercase letters (hers would be in uppercase so 
they would stand out more). She encouraged us to type as 
much as we wanted and reminded everyone that spelling 
didn ' t count. 

Throughout the 90 or so minutes that we were on-line to-

continued on p. 93 
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OBJECTIVITY 
s art Of What We're Instituting. 

We cordi ally invite you to experience our commitment to Objectivity, while learning marketing research 

methods and applications fro m the most experienced marketing research training organization in the world! 

Participate in a Burke Institute 
semi nar and you can expect to gai n a 
valuab le poi nt of view. Not ours, but 
your own. Because we provide a full 
and impartial look at the best practices 

, utilized by marketing researchers world-
. ·· .. Wo R \.. Q ~ wide. Not j ust the propri etary techniques 

and viewpoi nts of a particular supplier. The 
250+ marketi ng research suppliers who have sent the ir employees 
to our seminars for job training is testament to our objectivi ty. 
Through nearly 2,500 seminars on 25 topics with more than 
40,000 participants in 26 countries, our complete obj ectivity has 
remained constant. 

But objectivity is not the on ly benefit you get when you attend our 
seminars. Here are a few more: 

INTEGRITY. O ur mission is education. Partic ipants from our semin ars are never con­
tac ted fo r any thing other than fo ll ow-up re lated 10 the ir co111inuing education. Guaranteed 

unconditionally. 

EXPERTISE. You learn from the expert s who "wrote the book" on marketing research 

trai ning and have educated more prac titioners than anyone e lse in the world . 

BREADTH. You get to select from a wide range of programs designed to meet your con­

tinuing ed ucationa l needs. Our programmed sequence of seminars e liminates the duplication 
and confl icti ng content which often resul ts from attending di sjo inted seminars from different 

sources. 

RECOGNITION. You get tangi bl e professional recognition for attendance through our 

highl y respected certi fica tes of achi evement. 

REALISM. O ur seminars combine academic ri gor with real-li fe ex perti se gained from 
hav ing done tens o f thousands of research studies. The content is usable immedi ate ly in day­

to-day work. 

These are just some of the many reasons for the superlative evaluations 
we rece ive from our parti cipants: 

Excellent - hi ghl y recommended and of immedi ate practical value upon return to work, 
excellent ba lance of examples and background/expl anatory info. Speaker the best -
incredibl y li ve ly, interesting, he lpful , dynamic, genuine and thoroughl y knowledgeable 
about the subject - as well as re lating the info presented to aud ience needs. 

Marketi ng Analyst, M erck Sharp & Dohme 

Excell ent - Learned extraordinary amount in 2 days. Excellent content , excellent work­
book. Will refer to manual often in the future. 

Marketing Research Manager, U.S. West 

Fantas tic- the best seminar on any subject I' ve been to. Right on target - will be a 
help immedi ate ly. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Company 

The 
Burl<e 

Institute 
Cincinnati Corporate Headquarters 

50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

<D 1996, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1997 

101. Practica l Marketing Research 

Boston . 
St. Louis 
Cincinnati . 
Chicago 
Houston 
New York . 
Cincinnau . 
Atlanta. 
Philadelphia . 
Denver . 
Cincinnati . 
Scaule 
New York . . 
Minneapolis. 
Chicago . 
Bo1010n . 
Cincinnuti .. 

. ... Jan. 6-8 
... Jan. 27-29 

. ......... Feb. 17-19 
. .... Mar. I0- 12 
. . . . . Apr. 7-9 
..... Apr. 28-30 

. ..... May l9-21 
..... June 9- 11 
.... . June30-Ju ly2 
. .... July 15-17 

............ . . July28-30 
............. Aug. 25-27 

...... Sept. 15-17 
. .. Oct. 7-9 
. . Oct. 20-22 

. .. Nov. 17-19 
. ....... Dec. 8-10 

103. Marketing Research fo r Decision Makers 

New York ..................... May 29-30 

104. Questionnaire Construction Workshop 

Boston .... . .................. Jan. 20-22 
Cincinnati ..... Feb. 24-26 
Detroit . . ....... Mar. 24-26 
New York ...... Apr. 14-16 
Kansas City . . .. May 12-14 
Chicago ...... June23-25 
Cmcinnati .................... Aug. 4-6 
New Orleans ... Sept. 8-1 0 
Minneapolis ...... Sept. 29-0ct. I 

ew York . . ... . .... . ......... Nov. 3-5 
Dalla'\. . ... Dec. 15- 17 

105. Qu<Slionnalre Design 

Boston . 
Cincinnati . 
New York 

. ................. Jan. 23-24 

Chicago . 
Cincinnati . 
NewOrleans . 

... . . Feb. 27-28 
. .. Apr. l7-18 
. .. June26-27 

. ...... Aug. 7-8 

New York .......... . .... . . . 
. Sept. 11-12 

Nov. 6-7 

201. Focus Groups 

Toronto . ....... . ............. Mar. 18-19 
Chicago ...................... Oct. 23-24 

202. Focus Group Moderator Training 

Cincinnati . . . Feb. 4-7 
Cincinnati ... Mar. 4-7 
Cincinnati ... Apr. S- 11 
Cincinnati May6-9 
Cincinnati . ...... June 17-20 
Cincinna ti , . .... . . July22-25 
Cincinnati ..... Aug. 26-29 
Cincinnati ... . ................ Oct. 7-10 
Cincinnati ......... . ........... Dec. 2-5 

203. Focus Group Applications 

Cincinnati . 
Cincinnati . 

. ...... Feb. 10-12 
.. Oct. 13-15 

204. Qualitative Research Reporu 

Cmcinnati . . ... Feb. 13-14 
Cincinnati . ................... Oct. 16-17 

301. Communicating Marketing Research 

ew York ..................... Jan. 13-15 
Cincinnati .................... Mar. 10-12 
New Orleans ....••. , . . . . • . . . . Apr. 2 1-23 
New York .... . .. , , . , .. .. . . . .. June2-4 

401. Managing Marketing Research 

Cincinnati . . ..... Mar. 13-14 
New York .. . . ... June,!i-6 
Cincinnati . . . . ............. Aug. 21-22 
Boston ......... . .. . ... . ...... Nov. 20-21 

501. Applica tions or Marketing Research 

Cincinnati . . ....... Feb. 20-21 
Houston .. . .. Apr. 10- 11 
At lanta . . ........... June 12-13 
Cincinnati . . .... July 31 -Aug. I 
New York . . ... Sept. 18- 19 
Cincinnati .. . . . . Dec. 11- 12 

502. Product Research 

Cincinnati ....... . ... . . . ...... Jan. 30-31 
New York . . .. Apr. 24-25 
Chicago ......... .. ......... July 15- 16 
Cincinnati .. . ................. Oct 14-15 

504. Advertising Research 

New York . . .... Feb. 6-7 
Cincinnati .........• . ... • .... May 15-16 
Detroit . . . ...... . . . . . July 24-25 
Cincinnati . . ................ Oct. 30-31 

SOS. Market Segmentation Research 

New York . . ....... . ........ Feb. 4-5 
Cincinnati ... May 13-14 
Detroit . .. July 22-23 
Cincinnati . . Oct. 28-29 

506. Customer Satisfaction Research 

Boston . 
ew York. 

Seattle . 
Cincinnati .. 

.. .. Jan. 9- 10 
...... Mayi-2 
..... Aug. 28-29 

. ............. Nov. 24-25 

509. Using Geodemographlcs ror Marketing Decision 
Making 

Orlando . .... May 1-2 

601. Translating Data Into Acdonable Information: An 
lntroductJon 

New York . . ..... .. ... .. . .... Jan. 16-17 
Chicago . . . . . . Mar. 13-14 
Cincinnati . . .. . . May22-23 
Seattle . .. .......... .. . Ju ly 10-11 
Chicago . . ................... Sept. 25-26 
New York .... .. .. . . . . ... . . . ... Nov. 13-14 

602. Tools and Techniques of Data Analysis 

Chicago . . .. ............ Jan. 21-24 
Cincinnati ... . .... . ... . Mar. 4-7 
Kansas City . .. ...... . Apr. 15-18 
Cincinnati ... .. ... •• ....... . . May27·30 
New York . . . June 30-July 3 
Cincinnati . . .. Aug. 12- 15 
Chicago . . .... SepL 30-0ct. 3 
New York . . . . .. .. .. . . .. .... Nov. 4-7 
Boston . . .. . .. . ..... Dec. 16- 19 

603. PracUcal Multivariate Analysis 

New York . 
Seanle .... 
Cincinnati . 
Chicago .. 
Kansas City .. 
New York . 
Chicago 
Cincinnati . 

......... .. ..... . Jan. 28-3 1 
. . .. . Mar. i8-21 
.... 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 

Seattle ................ . . . ... July 7-9 
Cincinnati .. Aug. 18-20 702. Business to Business Marketing Research 

Chicago . . . Sept. 22-24 New York . . ....... . Mar. 24-26 
New York .......... . . . ........ Nov. 10- 12 Cincinnati . . .. Sept. 8-10 

CERTIFICATE OF ACHIEVEMENT IN MARKETING RESEARCH METHODOLOGY & APPLICATIONS 
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 PROFICIENCY l QUANTITATIVE ANALYSIS 
Chicago/New York . . . .Jan. 13-3 1, 1997 Chicago ... .. . ... ... .. . . Sept. 22-0ct. 10. 1997 

Please ca ll for additional information 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 
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a Research Partner that opens minds 
and expands markets. 

2905 West Service Road 
Eagan, Minnesota 55121 -2199 
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ding full-service research and consulting 
exclusive combination of insight, technology 

nAr·~nrl~ lized service, Ouestar tailors our services to 
m unique needs. Our action-Oriented reporting 
delivers easily understood information, and our expertise 
in strategic planning will help lead your business into the 
21st century. 

Take the next step toward managing customer value 
and call Ouestar today. Because when it comes to 
maintaining and expanding your customer base, 
the key to opening doors is opening minds. 
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