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PULSAR 2. FLEXIBLE 
ENOUGH TO MAKE ANY KIND 
OF DATA FEEL AT HOME. 

Some tabulation software is less than 

accommodating. Especially when you try to 

introduce external data. 

Happily, Pulsar 2 is a lot more friendly. It's 

the exciting new upgrade of our highly successful 

Pulsar product. 

As well as its own data format, Pulsar 2 is 

compatible with almost any relational database. 

So it gives you unparalleled access to all sorts of 

information- even data from other sources like 

Microsoft Access or Oracle. 

And you can manipulate it in more ways, too. 

Pulsar 2 is faster and more powerful , letting 

you rearrange tables, plot charts and generally 

present your material in more ways than ever. 

What's more, you can 

use Pulsar 2 to deliver 

data to your clients. Just 

set up a survey and 

free them to easily 

explore their data in more detail. 

Pulsar 2 is part of Pulse Train 's integrated 

range of software for survey research. Our 

products cover the whole survey process from 

questionnaire design through to data analysis. 

Isn't it time you opened the door to Pulsar 2? 

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

Suite 406, North Palm Beach, Florida, 33408. 

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

E-mail: PTISystems@aol.com. ~ 

http://www.ws.pipex.com/ptt 0 
PULSE · TRAIN 

TECHNOLOGY · LTD 
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Video transmission of 
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Sponsorship spending will jump in '98 year, the top five sponsors remained 
the same: Philip Morris Companies 
($140 million to $145 million), 
Anheuser-Bu ch Companies ($130 
million to $135 million), The Coca­
Cola Company ($110 million to $115 
million), General Motors Corporation 
($90 million to $95 million), and 
PepsiCo. Inc. ($75 million to $80 mil­
lion). Seven companies joined the list 
for the first time, while NationsBank 

Corporate sponsorship spending by 
North American companies in 1998 
will increase to $6.8 billion, a 15 per­
cent increase over 1997's $5.9 billion, 

Solutions, Inc.; New Line Cinema 
Corp.; Old Navy Clothing Co.; Pepcid 
AC; PrimeCo Personal 
Communications LP; Service 

accord- Merchandise Co.; and SunMaid 
ing to the Raisins) also should step up activity. 
1 4 t h The number of U.S. companies 
a n n u a I spending more than $10 million in 
projec­
tions of 
Chicago­
based 

lEG, Inc., a sponsorship industry 
research and consulting firm. The 
1998 projected growth equals the 15 
percent rise in sponsorship spending 
from 1995 to 1996. Growth was limit­
ed to 9 percent last year. 

"The recovery is credited to signifi­
cantly higher price tags for major 
sports properties, notably the 
Olympics, major sports leagues and 
auto racing. Previously undervalued 
properties are doing a better job of 
determining their market value and 
pricing themselves accordingly," says 
Lesa Ukman, president, lEG, Inc. 

lEG projects for 1998 that world­
wide spending will be $17.35 billion, 
up 13 percent over 1997. In addition to 
North America's $6.8 billion, 
European companies will spend $5 
billion, an 11 percent increase; $3.3 
billion will come from Pacific Rim 
companies, just a 6 percent growth in 
light of the region's economic woes; 
$1.25 billion from Central and South 
American businesses, a 25 percent 
rise; and $1 billion from firms in all 
other countries, also a 25 percent 
increase. 

In North America, increased activity 
i expected from a number of cate­
gories that emerged as sponsors in 
1997, including utilities, on-line ser­
vices, entertainment companies such 
as cable channels and movie studios, 
destinations, hospitals and home and 
garden supplies. Companies and 
brands new to sponsorship in the past 
year (Best Buy Co.; Ikon Office 
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sponsorships expanded from 52 to 58 
in 1997. For the second consecutive continued on p. 55 

Billboards annoy but also serve need 
Touting everything from cigarettes to the nearest cheap motel, billboards 
can come with neon colors or 3-D effects, twinkling with glitter and lights. 
In some places, they're as prolific (and irrepressible) as ditch weeds, in 
others, nonexistent. They're everything from clever to annoying to 
downright dangerous. And 14 percent of Americans say they should be 
outlawed, while 62 percent di agree. 

But despite the fact that most of Americans would not banish billboards, 
fully half of 
Americans 
do not think 
billboards 
are enter­
taining, and 
43 percent 
say they're 
not beauti­
ful, either. 
Just 17 per­
cent of trav­
elers on 
American 
highways 

Billboards ought to be outlawed 

and byways feel that the signs can be entertaining, and 27 percent think they 
can even be beautiful. Men are significantly more likely than women to say 
that billboards are definitely not beautiful (33 percent vs. 24 percent), while 
young adults age 18-24 are more apt than other age groups to say they are. 

It could be the sheer utilitarian function of many billboards (how many 
miles to the nearest restaurant, hotel, ga station, etc.) that temper 
Americans' distaste for roadside signs. Mo t favor a balance between wanton 
proliferation and strict regulation. When asked to respond to the statement, 
"Billboards can be useful, but should be strictly regulated," 52 percent agree, 
20 percent disagree, and 26 percent are neutral. Men appear to be a little soft 
on the subject, with just one-fourth strongly agreeing with the notion of strict 
regulation (compared to 34 percent of women), while 17 percent feel strong­
ly that billboards should not be regulated (compared to less than 10 percent 
of women). For more information call 800-446-1690 or visit the company's 
Web site at http://www.maritz.com/apoll/. 
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Staggering amounts of time and money go into market research. Unfortunately, most of it 

goes into consumer trash bins. Precisely why more market research professionals are 

consumer perceptions about new products can all be done via e-mail, Internet or a 

mailed diskette. Respondents simply fill out questionnaires on their computer. Which 

turning to lnquisite-a comprehensive electronic survey tool that makes administering reduces costs and maximizes efficiency by complementing or replacing paper-based 

and responding to surveys as easy as point and dick. Now m· qul· Sl. •ej survey methods. To learn more, calll-800-581-7354, or visit 

measuring brand loyalty and product satisfaction, and gauging .lJ www.inquisite.com. It could save you a heap of trouble. 

U 5 T A 5 K 
1 ··························· ···· ·· ········ ·································· ····················· ···················································································································· 

Download a free evaluation copy at www.inquisite.com 
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New product monitors 
patient satisfaction 

HealthLink America, Inc. , 
Indianapolis, has created Rx : VS4 
(Visit Specific Satisfaction Survey 
System) , a turn-key approach to 
patient satisfaction measurement. Rx: 
VS4 measures and tracks client satis­
faction for any health care 
business/practice, including solo, 
small group and large multi-specialty 
group practices, hospitals and special­
ty practices, such as dental or 
optometrist offices. Rx: VS4 can be 
used in both fee-for-service and HMO 
-------------------------, 

1\night or knave? 
The difference is often 
a compelling brand name. 
Our quest is to create a unique 

~~~~ 
512-267-1814 

www. namestormers.com 

settings. 
Rx: VS4 combines optical scan­

ning, proprietary databasing and 
reporting applications to provide the 
end-user with an analysis of their ser­
vices. In addition to providing details 
about the overall effectiveness of the 
individual doctor's or group's perfor­
mance, Rx: VS4 also provides total 
aggregate reporting for the network, 
practice comparisons by specialty and 
individual provider comparisons. All 
scores are compared to the scores 
from the Medical Outcomes Study (a 
study of more than 18,000 patients 
who visited the offices of participat­
ing solo, small group and large multi-
specialty group practices in both fee-
for-service and HMO setting). 

The survey process - from ques­
tionnaire to data analysis - is com­
plete within four to six weeks. 
HealthLink America provides each 
provider 200 postcard-sized surveys 
to start the survey process. Every 
card is assigned a serial number for 
accurate measurement and the cards 
are given to patients after their office 
visit is complete. The questionnaire 

continued on p. 69 
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Tormerlv 'Precision field Services 

CONVENIENT CHICAGO AIRPORT LOCATION 

Call us for a complete brochure: 84 7 • 390 • 8666 or 
Visit our Web Site: www.preres.co111 
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ADVERTISING RESEARCH CON­
FERENCE: The Advertising 
Research Foundation will hold its 
annual conference and research 
infoplex on March 23-25 at the 
New York Hilton & Towers. This 
year's theme is "Breaking Away: 
Setting Your Own Agenda. " For 
more information call 212-751-
5656 or visit the ARF Web site at 
http://www.arfsite.org. 

MARKETING RESEARCH TECH 
'98: The Silicon Valley AMA, 
CASRO, MRA and Golden Gate 
University are co-sponsoring the 
Marketing Research TECH '98 con­
ference and exhibition on April 2-3 
at Golden Gate University in San 
Francisco. The one-and-a-half-day 
conference will focus on comput­
er-based and interactive research 
methods such as Internet, Web­
based and disk-by-mail surveys as 
well as CATI and video focus 
groups. It will include guest speak­
ers from Netscape, Broderbund, 
Charles Schwab, UPS and Intuit. 
Representatives from several 
research firms will also be on 
hand. For more information call 
650-994-2429 or visit the confer­
ence Web site at 
http://www.sotech.com/mrtech98/. 

DESCRIPTIVE ANALYSIS 
WORKSHOP: Tragon Corp., a Palo 
Alto, Calif. , research firm, will con­
duct a workshop entitled 
"Descriptive Analysis" from May 
4-6. The workshop includes topics 
such as: developing a descriptive 
capability subject selection and 
training; test design and analyses, 
comparison of QDA, Flavor Profile 
and Textu re Profile methods. The 
program will be held in Palo Alto. 
For more information call 650-
365-1833. 

Quirk's Marketing Research Review 



M.O.R.-PACE 
FOCUS GROUP STUDIOS 

"Michigan's Finest Focus Group Facilities!" 

Suburban Focus Group Studio/ 
Observation Room 

Downtown Focus Group Studio/ 
Observation Room 

Focus Group Studio Services: 
• FULL RANGE OF SERVICES include 

moderating and multiple city project 
management. 

• STATE-OF-THE-ARTSUBURBAN 
FACILITY includes three spacious focus 
group studios and a one-on-one 
interviewing room. 

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

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

e QUALITY RECRUITING to your 
specifications. 

• BROADCASTQUALITYVIDEO 
EQUIPMENT, S.M.P.T.E. time code. 

• MEMBER GroupNet, providing video 
conferencing utilizing PictureTel 
Concorde 4500. 

• FULL SERVICE KITCHEN, gourmet 
catering. 

In Addition, M.O.R.-PACE 
Offers Data Collection/ 
Data Processing: 
• 21 0-line CA TI equipped interviewing 

stations. 

• Bilingual interviewers. 

• Sophisticated in-house data processing 
capabilities. 

For more information, contact Linda Gondek at: 

M.O.R.-PACE,Inc. 
31700 Middlebelt Road, Farmington Hills, MI 48334 • 1-800-878-7223 



Saranne Soule and Denise Krause 
have joined Polaris Marketing 
Research, Atlanta, as project man­
agers. 

Patricia Wehner has been appoint­
ed senior vice president of Decision 
Insight, Kansas City, Mo. 

Wehner Dehnert 

Knowledge Discovery One, an 
Austin, Texas, maker of data mining 
software, has appointed Paul Dehnert 

OBJECTIVE: 

chief executive officer. In addition, the 
company has named Joe Dalton exec­
utive vice president of sales and mar­
keting; Coyne Gibson chief technolo­
gy officer; and Larry Wikelius vice 
president of software development. 

Migliara/Kaplan Associates, an 
Owings Mills, Md., research firm, has 
expanded its account staff. New hires 
include: Mary Lynne Nelson, direc­
tor of computer services; Linda 
Diehl, director of human resources 
and corporate development; Barbara 
Kaplan, director of marketing; James 
Parrish and Robert Shunkwiler, 
account manager; Steven Hollander 
and Fred Newman, vice president. 
Promotions include: Paul Barnes, 
Sherry Danese, Dawn Fleck and 
Brian Hull to account manager; 
Gerarda Collins, Graham 
Crawford and Lorna Walters to vice 

Unsurpassed client service. 

551 SOLUTION: 
Beth Rounds ( enior Vice President at Custom Research Inc. in 
Minneapolis) - "Satisfying our customers is our highest value, the 

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

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

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

looking for innovative, improved ways to 
service us and developing suggestions 

that make our work easier and more 

effective. Survey Sampling has more 
than once helped us meet 'impo -

sible' cl ient deadline . We choose to 

work with I becau e of cl ient 
service - our driving force ... and their !" 

Call SSI for sampling solutions at 

(203) 255-4200. 

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

Pa rtne rs with survey 
researche rs s ince 1977 

president. 

SOFRES Intersearch Corp. , 
Horsham, Pa. , has named Daniel 
Bloom vice president and director of 
Latin American and Hi panic 
Research. 

John Golanty has been promoted 
to president of Conway iMilliken & 
Associates, a Chicago research firm. 
In addition , Barbara Conway has 
been promoted to executive vice pres­
ident. 

SPSS, Chicago, has appointed 
Michael Blair to its board of direc­
tors. Blair is chairman and chief exec­
utive officer of Cyborg Systems, Inc. 

Paint & Decorating Retailers 
Association (PDRA), St. Louis, has 

Weiss O'Daniel 

welcomed back David Weiss as direc­
tor of market research. He returns to 
PDRA from an 18-month stint with 
NFO Re earch Inc. In addition, PDRA 
has appointed Whitney O'Daniel 
market research analyst. 

The Society of Insurance Research 
(S.I.R.) has elected Russell Bingham 
as its president. He is director of cor­
porate research with the Hartford 
Insurance Company. Other officers 
elected at S.I.R's annual business 
meeting include: J. Brad Wilson, 
president elect; Michael Murray, 
vice pre ident conferences & work­
shops; Wayne Holdredge, vice presi­
dent long range planning; Diana Lee, 

continued on p. 80 
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Cat % 
Did Not Respond 67.09 

Responded 32.11 2567 

Realize the potential of your customer and marketing 
data and reap the profits. AnswerTree is a powerful 
decision-tree product that enables you to discover 
segments, build customer profiles and predict 
outcomes - quickly and easily. And, AnswerTree's 
diagrams are as easy to read as a flowchart, so you 
clearly spot critical segments and relationships. 
Plus, AnswerTree is easy to use -you don't need 
to be a statistician to arrive at smarter conclusions. 

Use AnswerTree to: 
• Find your most profitable target markets 
• Identify characteristics of customer types 
• Discover who is most likely to respond 
• Understand customer buying habits 

Put your models to work 
with unprecedented analytical power 
It's a fact - different types of data work better with 
different types of algorithms. Four powerful algorithms 
enable you to build the best model, whether you're 
analyzing purchase amounts, product categories or 
satisfaction ratings. Only AnswerTree features: 
• CHAID 
• Exhaustive CHAID 
• Classification and Regression Tree 
• QUEST 

Plus, your results are more reliable 
with AnswerTree because you can 
build models on a subset of your data, 
then validate them on the remaining data. 
You can also apply your model to new data 
for consistent segments and repeated success. 

Work more productively witb flexible tools 
You get started immediately with AnswerTree 
because your tree diagrams are grown 
automatically. And, it's easy to work with your 
results. Simply drag and drop to combine segments 
and see updates instantly on dynamically changing 
diagrams, charts and tables. See valuable details by 
displaying each node as a table of numbers, a graph, 
or a combination of both. And, presentation-quality 
tree diagrams, tables and charts make it easy to 
share your results. 

Together, AnswerTree's powerful algorithms and 
ease of use give you an unrivaled decision-tree 
product - and a smarter way to discover the 
profits in your marketing data. 

Visualize marketing opportunities easily 
with the power of AnswerTree. To find out 
how, visit our Web site at: 

www.spss. com/softwa re/spss/ Answer Tree/ 
~ Call today! 

~~rlr~t!N 1-aoo-345-4134 ~ 
ATlAO.Ol!IIO A!ll19 

Total (1 00.00) 7995 



Market Facts, Inc., Arlington 
Heights, Ill., has acquired Strategy 
Research Corp. of Miami. With 
1997 revenue of $6 million, Strategy 
Research is a full-service research 
firm specializing in the Latin 
American and U.S. Hispanic markets. 
Market Facts has held a minority 
ownership position in Strategy 
Research since 1996. Strategy 
Research will operate as an 
autonomous entity within Market 
Facts, under the direction of its cur­
rent management. 

Chilton Research Services, 
Radnor, Pa., has started working with 
Drs. Paul E. Green and Abba M. 
Krieger, professors at the Wharton 
School of the University of 
Pennsylvania, to market VOICE, an 
analytical and predictive model for 

measuring customer satisfaction, to 
Chilton clients. The model collects 
data on a firm 's competitors as well 
as on its own customers and specifi­
cally targets attributes on which the 
firm should focus attention. 

ESRI, a Redlands, Calif., develop­
er of geographic information system 
(GIS) software, and Danish 
Hydraulic Institute of Horsholm, 
Denmark, have announced plans to 
enhance the hydrodynamic modeling 
capabilities of GIS software. 

ACNielsen, Stamford, Conn., has 
acquired Entertainment Data, Inc., 
a Beverly Hills, Calif.-based provider 
of box office information for the 
motion picture industry. 

Focus Pointe has opened a new 

focus group facility in Boston; featur­
ing a full- service staff, four focu s 
group suites, each with a spacious 
conference room, multi-level viewing 
room and private client lounge. 
Remote audio and video recording 
facilities are featured and private 
client offices with telephone and 
modem hook-ups are provided. For 
more information call 800-220-5088. 

Spiller & Reeves Marketing 
Research Services, Bradenton, Fla. , 
has changed its name to Spiller 
Research Group. The company has 
diversified its services to include cus­
tom research, syndicated studies and 
conference research. 

Discovery Research Group, 
Irvine, Calif. , has remodeled and 
expanded its facility, adding fully 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ equipped client o~ces, expanded 

12 

THE NEW PRODUCTS EYE CHART 

How CLEAR Is YouR VIsioN? 

p 
0 
G 

c 
0 

A 

N 

L 

G 

s 

N 

R I c I N G p 
D u c T c 0 N F 
u R A T I 0 N F 0 R 

A s T I N G p 0 s I T 

N I N G T A R G E T 

R K E T D E F I N I T 

D E A T 0 N c 0 N s 

T A T 0 N M 0 D E L 

A N D s M u L A T 0 

T R A T E G c p L A N N 

G Q u A L T A T v E A 

CAll MACRO CoNSUL liNG, INc. AT 650 964 9707 

AND SI'L AI< WITH DICK McCUII OUGH OR 

COLIN CAMPB[( I ABOUT YOLR NT W PRODUCT ISSUT S. 

N 

R 
I 

E 

I 

M 

0 

u 

N 

N 

D 

viewing areas and office space, client 
conference rooms and all new fur­
nishings. The company has also 
expanded its phone room. For more 
information call 800-689-4374. 

NFO Worldwide, Inc. , 
Greenwich, Conn. , has acquired CM 
Research Group Limited, 
Auckland, New Zealand. CM 
Research Group provides custom 
market research in New Zealand and 
Australia. It will become part of The 
MBL Group Pic, NFO's European, 
Middle Eastern and Asia/Pacific 
operating organization. NFO 
acquired 100 percent of the outstand­
ing stock of CM Research Group for 
approximately US$8.8 million , 
including the assumption of debt. 

Gordon Bailey & Associations, 
Inc., has merged with Phyllis Vail 
Research, Inc., and Target 
Response Systems, a database mar­
keting company. All three firms are 

continued on p. 79 
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There's treasure waiting to be found in your marketplace ... 
a Big Idea that opens a rich new vein of consumer gold. 
Let ldeaMap®'s concept development studies lead you to it. 
Gain Comprehensive Power. With ldeaMap®'s powerful, com­
puter-based conjoint technology, you examine as many as 4oo 
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
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shows you how to exploit these lucrative new opportunities with 
maximum impact. 
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yields more complete and more actionable results, more rapidly, 
than a large and expensive study with any alternative methods. 
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Telephone 914.421.7400. Fax 914.428.8364. 
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Accurately deter­
mine your most 
effective promo­
tional offer. 
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ceutical market. 
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By Steven Struhl 

Editor's note: Steven Struhl is vice president, senior 
methodologist, at Total Research in Chicago. He can be 
reached at SMStruhl@aol.com. 

S tatistical analysis programs for the PC have become 
increasingly powerful over the last several years -
as many of you doubtless already know. The most 

widely used programs, SPSS and SAS, have incorporated 
many major enhancements and new features . SAS has even 
conceded that its suite of programs should run under 
Windows, adding an interface that more or less looks like 
other Windows programs - and an extra 1 ,000-page man­
ual to describe new procedures and general "enhancements 
through version 6.11." 

SPSS, Inc. , though, has kept an even more torrid pace in 
product development. Its main program has had three 
major releases in the last 18 months (and we will discuss 
the newest, Version 8.0, in an upcoming issue). This pro­
gram has made major strides toward more formatted, fin­
ished-looking output in the form of "objects" which other 
Windows programs can use and edit. It has refined its menu 
system, and added new procedures. And still, at the same 
time, SPSS has added a large number of new products to its 
line of offerings. 

This review discusses four programs with widely diver­
gent capabilities in analyzing, displaying, translating, and 
exploring data. They share one common thread: SPSS now 
manufactures and/or distributes all of them. (These pro­
grams work as stand-alone products, not requiring you to 
have SPSS to use them.) Each of these programs will add 
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substantially to your data-handling abilities, even if you 
already own SPSS and all its options. 

DBMS/COPY 
This program takes a basic idea and 

executes it with tremendous power and 
skill. DBMS/COPY bills itself as "the 
tool for software connectivity," and this 

DBMS/COPY 

is as precise a description as you will ve.-..u 

find for a software product. 
DBMS/COPY allows you to talk to (and use the data from) 
nearly any analytical or database program that you have 
ever seen - and many that you have not. 

The need to connect becomes more important as we 
make more use of data stored on mainframe-style comput­
ers. In particular, now that we can dig into huge customer 
and prospect databases, we find ourselves in territory 
where Windows cannot make it easy to cut and paste the 
data we want into our favorite programs. 

DBMS/COPY fills this gap nicely. It imports and exports 
to and from about 75 basic file formats and includes sever­
al versions, or flavors, for many of them. I find two specif­
ic features of DBMS/COPY of most interest. First, this pro­
gram lets you use SAS data files in their "native" formats 
even if you do not have SAS. Second, it gives you an easy, 
visual method to read in multi-line ASCII data files. (That 
is, files that the "text import wizards" in Excel, for 
instance, cannot handle.) 

The range of DBMS/COPY is almost confounding. Need 
to use Rbase data? Rats? Forecast Pro? Abstat? NCSS? 
DBMS/COPY will handle all of them. 
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Have a client or colleague who in ists 
on getting data in Y-Stat format? PRO­
DAS? Again, no problem. (Perhaps you 
are luckier than your author and have 
not met people like the e - but then, 
things always can change suddenly for 
the worse.) 

In addition to translating data, 
DBMS/COPY let you view the data, 
ort it, filter it, transform it with numer­

ous functions, and (for programs that 
support this) change the data type as 
needed. 

The program works swiftly and effi­
ciently. It launches quickly and plainly, 
with no fancy opening screens or 
"splash panels." File translations run 
nearly as fast as doing a simple file 
copy. The commands have an amusing­
ly quirky, but direct, quality. The "inter­
active" mode, for in tance, has the label 

Variable names, variable labels, and value 
Variable name: usually cryptic and less than 8 letters 

J 
Like It 

5 

4 

3 

2 

1 

l 
Values 

Long variable label : can be added in stat programs. May be the only label 
for the variable in a spreadsheet 

Liking of Kardboard Krunchies Cereal (scaled response) 

Best simulated breakfast substance I ever tasted, and also could swallow 

Try it, you'll like it 

Nearly, but not actually, tolerable 

Might eat it under duress 

Absolutely unspeakable; don't even ask 

t 
Long value labels: Describe the categories that the values represent; can 
be added in stat programs. Not possible in spreadsheets. 

noti~ing you ili~ '~t do~n't gct any ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
easier than this." Also, I believe DBMS/COPY i the only There are just a few things DBMS/COPY does not do 
data translation program having an author who appeared in that I would put on a wish list. The current version does not 
a production of Shakespeare's Much Ado about Nothing. A yet read long value labels from SAS, but you can expect 
careful examination of the DBMS/COPY Web page this soon. (SAS does not cooperate with meddling out­
(www.conceptual.com) will reveal this and everal other siders who want to know about their file formats, so the 
astounding facts. continued on p. 59 

t'a~w rld ... 
Work with a full-service research firm 

that explores, understands and answers 
the diverse cultural and linguistic 

questions that are vital to the design, 
execution and analysis of every project. 
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Domestic and International 
Qualitative and 

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

Transcultura Consultants 
21241 Ventura Boulevard, Suite 193 

Woodland Hills, CA 91364 

818/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 
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Tme-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 sto­
ries of life in the research trenches. He 
can be reached at 818-782-4252 or at 
artshulman @aol.com. 

on Millsap of LUCID Research 
Services tells about moderating a 
focus group in a motel conference 

room in rural Mississippi. The topic: 
studying alternative versions of a farm 
equipment radio jingle. Millsap played 
his tapes, while the hard-working soy­
bean and rice farmers listened, mostly 
with heads bowed. Millsap then wait­
ed for reactions. 

After a moment, a man looked up. 
"This all you got to do?'' he asked. 
Millsap froze, too embarrassed to 
respond to the farmer's painful ques­
tion. 

Mark Michelson of Michelson & 
Associates relates some more reasons 
he has heard from mystery shoppers 
for not completing shops: 

"My husband died last night, but I 
can go this weekend. It will do me 
good to get out." 

"My car was stolen with the com­
pleted report in it. I can't recall the 
shop, but will you still pay me? I need 
the money now that I don't have a car 
anymore." 

"I can't leave my apartment because 
my cat is sick. Maybe next week." 

Arnie Fishman of Lieberman 
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By Art Shulman 

Research Worldwide tells about 
designing a study for a pet food com­
pany interested in determining how 
many people ate dog food. Early on, 
the astute Fishman recognized that 
you can't just come out and ask peo­
ple if they eat dog food. Who would 
admit to it? So, his questionnaire 
started out by informing consumers 
that the survey concerned consump­
tion of "exotic foods." Consumers 
were then asked if how often they ate 
a variety of foods such as rattlesnake 
meat, gopher brains, chocolate cov­
ered ants, frog kidneys, and, of 
course, dog food. 

Fishman reports that there are more 
people out there than one might 
expect who say they eat dog food "all 
the time." 

Of course, in the context of his bat­
tery of "food" items, eating dog food 
seems relatively normal. In fact, 
there's a suspicion that some people 
may want to consider themselves at 
least somewhat exotic, and claim to do 
something they don't really do, since 
denial of eating any of the foods may 
make them seem dull. Thus, his per­
centages of those who admit to eating 
dog food may be overstated. 

Stephen J. Hellenbusch of Q2 
Marketing Research got a chance to 
test the old market research rule that 
you never ask respondents the same 
question twice. In one of his studies, 
545 adult consumers were asked their 
ages at the beginning and at the end of 

a 20-minute interview. (This was done 
intentionally, not because Hellenbusch 
forgot he asked the age question at the 
beginning of the interview.) 

To his surprise, 6 percent changed 
ages. Of the 34 people who changed 
ages, 46 percent became older (26 per­
cent by exactly one year) while 54 
percent became younger (38 percent 
by exactly one year). 

Consultant Alan Fine reports that 
when he worked for a supplier earlier 
in his career, clients occasionally 
called and asked if his firm could 
complete a study and provide a report 
within a very unreasonable time peri­
od. Fine would tell them, "Listen, I 
have a report on tuna fish , and if you 
want I'll just replace 'tuna fish' with 
(the client's product type). And that's 
the only way I can get you the report 
in the time you want it." 

Fine indicates that once in a while a 
client tried to take him up on his offer, 
with one of them saying, "Okay, but I 
want a 25 percent discount." 

In future issues, we'll report on 
more quirky, 1oopy and strange hap­
penings in the world of market 
research. If you'd like your story to be 
told- anything related to research is 
usable, from spilling soup on your 
client's new suit to cute answers 
respondents provide on questionnaires 
-please call me at 818-782-4252 or, 
better yet, write it up and fax it to me 
at 818-782-3014 or E-mail me at 
artshulman@ aol.com. 0 
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Does it attract attention? 
Does it register the brand name? 

Does it project a compelling brand image? 
Does it motivate consumers to buy? 

CopyTest~ our exclusive advertising testing system, can answer these questions 
for storyboards, animatics, television commercials, print and radio via the Internet, mall-intercept, 

or mail. Unique SellingPowe~ mathematical model predicts advertising effectiveness. 
Our staff has tested over 500 commercials and ads during the past decade for restaurants, 

foods, beverages, candies, and other products. Take some of the guesswork out of advertising. 
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604 Avenue H East , Arlingto n, Texas 76011-3100 Phon e: 1.817.640 .6166 or 1.800 .ANALYSIS Fax: 1.817.640 .6567 
For your free copy of the new, improved vers io n of STATS 7 please ca ll , write or visit o ur home page at www.decisionanalyst.com 



Advertising research 

18 

To play, pick 5 numbers from SO and 1 number from 25. 

Towltl.~ ~of50ond 1 of25 v SSMIWON 

5of50 V ...... $150,000 

M .S of .SO md I 15 r.., $$,000 

UD~cl> 3 of 50 end I cl25 ., $100 

Mol:h 3 of 50 W SS 

Mol:h ol 50 ord I ol25 w, $5 

Mck I oi.SO ond I ol25 w. $2 

Mokh l ol25 w Sl 

Two Jrawing$ per wook. fvoty Tvcsday and Friday at n:OO p.m. 

Consumers tell 
Maryland 

Lottery what it 
really means to 
hit the jackpot 

W
hen you think about winning a huge 
lottery jackpot, what comes to mind 
first? Mansions, yachts, chauffeured 

limousines, and travel around the world, right? 
Wrong, if you ask the team at Baltimore-based 

advertising agency Eisner and Associates who 
worked closely with the Maryland State Lottery 
to develop a branding and positioning ad cam­
paign for The Big Game - a multi-state, mega 
jackpot lottery game available to Maryland resi­
dent . 

"Portraying extravagant winnings seems to be a 
logical path to go down," says David Blum, 
Eisner's vice president of strategic planning. 
"And if we hadn't thoroughly probed into the 
mind-set of today's lottery consumer, we would 
have ended up developing exactly this type of 
advertising. The ads would have been expected. 
They would have been just like other lottery ads, 
and they would have approached the consumer in 
the wrong way." 

Brand the product 
The creation of Maryland State Lottery 's Big 

Game ads started with internal sales data ana­
lyzed by On-Line Product Manager Auburn Bell 
and Marketing Director Jill Baer, which showed 
Maryland's Big Game sales were underperform-
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Case history 

One TV spot, "Lockstep," shows a lottery winner relaxing as his neighbors trudge off to work in unison. 

ing compared to other states that offer 
the product. The challenge was to find 
out why and help brand the product. 

Initial quantitative, qualitative and 
anecdotal data painted a clear picture 
of the situation at hand: 

• Maryland lottery players were 
confused. Players routinely said there 
were too many games being offered 
and they had a hard time keeping 
track of them. 

• The Big Game was often confused 
with Lotto, the state's traditional Pick 
6 jackpot game. Some thought The 
Big Game was just another name for 
Lotto. 

• Players consi tently underesti­
mate the size of the Big Game jack­
pots, which average in the $20 million 
range. Few could believe the highest 
ever jackpot wa in the $80 million 
range. 

• Most players didn't realize there 
were a total of nine ways to win -
eight others besides winning the 
whole jackpot. 

• While there was concern that a 
Maryl.and resident didn't always win 
the big jackpot (players come from 
seven states), few realized that more 
than 30,000 Marylander won orne­
thing each week playing the game. 
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As a result, it was clear the product 
needed a differentiated position from 
all other Maryland lottery products in 
general and the Lotto in particular. 

Once again, the consumer stepped 
in to help. "If it's the most I can win, 
why don't you just tell me," the play­
ers seemed to demand in focus group 
settings. Thus, the positioning idea 
was simple, clear-cut and unique -
The Big Game, Maryland's Biggest 
Jackpot Game. Moreover, the product 
was further differentiated from Lotto 
by branding Lotto as Maryland 's 
Classic Jackpot game at the same 
time. 

Demonstrate the concept 
The creative challenge for Bill 

Mitchell, Ei ner's creative director, 
and hi team was to find the best way 
to demonstrate what the concept of 
the largest jackpot - or winning an 
awful lot of money - means to the 
consumer today. 

Consumers repeatedly said one 
notion not only defined what winning 
lots of money means to them but 
defined how they view life: I CAN 
RELAX. In essence, I can do any­
thing I want to do. 

The freedom to relax is entirely 

consistent with much of the Lottery's 
and Eisner's secondary research into 
today's consumer. Relaxation means 
empowerment. Most people like their 
jobs and their bosses, but they'd like 
the power not to work if they so 
choose. Relaxation means precious 
amounts of time which are rare today. 
Relaxation means focusing on the 
family and on the few things that are 
really important to the individual. 

A number of creative executional 
directions were developed for further 
consumer review. Some of the direc­
tions included: 

• Winning means revenge against 
my boss. 

• Winning means I can quit my job. 
• Winning means I can spend freely 

on whatever I want. 
• Winning means I have a luxurious 

lifestyle. 
• Winning means I don't have to 

sweat the small stuff. 
According to Mitchell, "Listening 

to the market helped us take the seed 
of an idea and make it even grander. 
In fact, 'Sprinkler,' one of the spots 
eventually produced, which shows the 
simple concept of a man leisurely and 
happily watching his sprinkler all day 

continued on p. 54 
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I s 
Research leads Nebraska health 

network to focus on speed of 
service in its ads 

When you think of visiting your local health clinic, you think about 
waiting. Waiting to check in, waiting to get into the exam room, 
waiting to see the doctor. Anderson Partners, an Omaha, Neb., 

advertising agency, seized on the idea of time as a point of focus for a cam­
paign it developed for University Medical Associates (UMA), an Omaha-area 
network of health care centers. 

The campaign, which began running during the fall of 1996, promises that 
when patients make an appointment to visit one of UMA's clinics, the staff will 
do its very best to get them in to see the doctor within 15 minutes. 

The idea for the "15-rninute no-wait commitment" campaign grew out of 
findings from some exploratory focus groups, says Deb Ahl, director of 
account services, Anderson Partners. "We found that length of wait is a major 
issue for health care users. In the focus groups, people commented that as they 
waited, they felt their time was not as important as the doctor's time. They also 

By Joseph Rydholn1 
QMRR editor 

felt like they were being ignored. We also 
found that most respondents were unaware 
of the University Medical Associates or its 
clinics. We took that information and devel­
oped a campaign that would break UMA 
out of the pack." 

Most of the health care-related advertising in the Omaha market, Ahl says, 
uses a warm-and-fuzzy approach, as is common in most other markets. So 
Anderson Partners decided the ads had to be a little edgy if they were to stand 
out. "We were going in with a lower budget so we felt we needed to zig when 
the competition zagged so that our advertising didn't get confused with that of 
our competitors," Ahl says. 

The tag lines for the radio and print ads include "It 's about time," referring 
both to the 15-rninute commitment and the fact that it's about time that health 
care facilities take a more consumer-oriented approach. Others include "Does 
waiting at the doctor's office make you sick?" and "If seeing a doctor is a pain, 
call UMA for fast relief." 

Awareness rose 
The ads began running in 1996, during the spring and fall enrollment peri­

ods when people typically make decisions about health insurance plans. "We 
wanted to have our name out there during enrollment time to make sure that 
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they would look at what UMA had to offer," Ahl says. 
Prior to launching the campaign, the agency conducted phone surveys to 

measure unaided awareness. In the spring of 1997, tracking research was con­
ducted. The results were gratifying, to say the least: from the fall 1996 pre­
launch period to spring 1997, unaided awareness of UMA doubled and aided 
awareness rose substantially as well. 

"There was a meaningful segment of the sample that had unaided recall for 
the waiting room advertising commitment itself, so there was some recognized 
sponsorship. One of our goals was to make sure that our advertising broke out 
and that we didn't have our advertising confused with or tied to another health 
care facility," Ahl says. 

Concerned about acceptance 
One obvious concern was getting the doctors to agree to participate in the 

15-minute commitment, says Gregg Dahlheim, senior marketing coordinator, 
Nebraska Health System. (University Medical Associates is an affiliate of 
Nebraska Health System.) "We were concerned about getting acceptance inter­
nally before we began running the ads, so there was a certain amount of sell to 
the physicians, some of whom were not quite as confident that the 15-minute 
commitment could be met," Dahlheim says. 

But after seeing some figures on how long it was currently taking for UMA's 
patients to see doctors, the doctors realized most people were already getting 
to see their care providers within 15 minutes. "That made it easier. Above all, 
we want to make sure that the patients feel that they aren ' t being ignored and 
that we acknowledge that their time is important," Dahlheim says. 

"We didn ' t want UMA to be looked at as the Jiffy Lube of doctors," Ahl says. 
"The ad copy addressed the fact that the 15 minutes referred to the time spent 
in the waiting room and that the time of care once in the exam could be longer. 
The tag line 'We'll rush you in, not out' reinforces that." 

Bit of a switch 
The ongoing print and radio campaign is a bit of switch for University 

Medical Associates, which had relied on direct mail in the past as its main 
advertising vehicle. "In the market we're in, most health care facilities and clin­
ic locations rely heavily on television. They spend, in relation to us, in some 
cases almost 10 times as much," Ahl says. 

But UMA is getting the most from the campaign. Consumers are clearly 
noticing the program and so are competitors - one clinic network has begun 
promoting its short wait times as well. So any major changes in the campaign 
will have to wait, Ahl says. 

"We want to make sure we've hit this strongly before we change it and that 's 
why we have continued it in a form that has evolved over the past year and a 
half. At this point we're looking at continuing that and we' ll do another track­
ing survey to see where the levels are. If the levels are high enough that we're 
comfortable we've made an impact and that consumers are fully aware of the 
program and they can tie it back to UMA as sponsors, then we will look at 
putting a different twist to it." 0 
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Viewpoint 

Oh, we of little faith! 
Advertising works, believe it or not 

Editor's note: Jerry Thomas is pres­
ident of Decision Analyst, Arlington, 
Texas. He can be reached at 817-640-
6166. 

T
he Federal Trade Commission 
believes advertising works. Ralph 
Nader and other selfanointed 

"consumer" advocates believe adver­
tising works. Many economists and 
academics believe advertising works. 
These disparate groups tend to believe 
advertising is so awesomely invincible 
and massively effective that it can 
make poor, helpless consumers buy 
things they do not need and do not 
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By Jerry W. Thomas 

want, that advertising can drive com­
petitors out of business and create 
monopolistic dominance in a market­
place, that advertising is an insidious 
and pervasive force that has the power 
to modify human behavior. But not 
everybody believes in advertising. 

We who create advertising, use 
advertising and try to evaluate adver­
tising are the disbelievers. Oh, we say 
we believe, but in our innermo t heart 
of hearts , the doubts won't go away. 
Too many times have we watched our 
brilliantly conceived advertising have 
no apparent effect upon sale or mar­
ket share. Too many times have our 

bright hopes been dashed on the rocks 
of reality, or submerged in a tide of 
ambiguity. If we cannot consistently 
observe the positive effects of adver­
tising, it is only natural that we suffer 
the pangs of advertising agnosticism. 

Oh, we of little faith! Why is it so 
hard for us? Perhaps a recitation of the 
mechani ms by which advertising 
works will help restore our lost souls: 

• Advertising can create awareness. 
Brand awareness alone works in three 
important way : 

1. Awarene s creates the possibility 
of purcha e. People cannot buy a 
product they are unaware of. 
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2. Awareness helps people see a 
brand in the store. Awareness affects 
perception. As a brand's awareness 
increases, the consumer's ability to see 
the brand in the store increases. An 
example: Did you ever learn a com­
pletely new word and, in the days that 
followed, were surprised to see and 
hear the word repeatedly? Nothing had 
changed, except your awareness. The 
new word was not suddenly being used 
more frequently by society. You were 
merely perceiving it for the first time. 
In the same way, awareness helps us 

that trigger the modeling instinct. If the 
personality or image portrayed is one 
people admire, they will tend to identi­
fy with those personalities/images and 
subtly modify their behavior in that 
direction. The Marlboro Man is a clas­
sic example of a psychological arche­
type people have chosen to identify 
with in cigarette brand choice. 

• Advertising can communicate new 
information. Humans are sernirational 
creatures who will, in weaker 
moments, respond to facts and reason 
and modify their behavior accordingly. 

• Advertising can sug­

All other factors being equal, 

the higher a brand's aware­

ness, the more favorably that 

brand is perceived. 

gest, and humans are sug­
gestible creatures. The 
placebo effect is as com­
mon in everyday life as it 
is in medical environ­
ments. That many people 
can be hypnotized indi-
cates how susceptible 
homosapiens are to sug­
gestion. The day-in, day-

"see" a product on the shelf. 
3. Awareness biases people in favor 

of the "aware" brand. All other factors 
being equal, the higher a brand's 
awareness, the more favorably that 
brand is perceived. High awareness 
tends to create a halo effect, a positive 
bias toward all aspects of a brand. 

• Advertising can create a model 
people wish to identify with and imi­
tate. The modeling instinct is one of 
the most powerful impulses in the psy­
che. Children model after their parents. 
Employees model after their bosses. 
Hero worship and hero emulation are 
common human experiences. We all 
imitate people we admire. We are all 
copycats, though most of us are not 
aware of just how much. Advertising 
can create personalities and images 

out repetition of an advertising mes­
sage, if acceptable to the conscious 
mind, can reach and influence the 
unconscious mind. Later, these sug­
gestions feed back into consciousness 
as feelings altering perceptions and 
behavior. Responsiveness to sugges­
tion is a subtle process and one periph­
erally related to the modeling impulse. 

These are the principal psychologi­
cal processes by which advertising 
influences consumer behavior. These 
processes are not readily visible in 
everyday experience because they are 
subtle and intertwined. But do not 
despair. Believe! Have faith! 
Advertising really does work. Sally 
forth with renewed conviction and use 
these psychological principles to make 
your advertising more effective. 0 
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The business of research 

fiMRR roundtable finds research in flux 

I
n conjunction with the American 
Marketing Association's Attitude 
and Behavioral Marketing 

Research Conference in January, I 
moderated a lively and good-humored 
roundtable discussion with seven 
research industry members. The par­
ticipants responded to questions on a 
variety of topics, including the chang­
ing role of research, the effect of 
downsizing, declining respondent 
cooperation rates, the impact of the 
Internet, and the increasing globaliza­
tion of business. 

The participants were: 
• Elyse Gammer, vice president, 

Dennis and Company, Inc., a 
Stamford, Conn., research firm, and 
president of the Marketing Research 

Association ( MRA), Rocky Hill, Conn. 
• Pat Goodrich, director, Marketing 

Research Division, American 
Marketing Association (AMA), 
Chicago. 

• Barbara Hisiger, director of 
research, AT&T Labs, Murray Hill, 
N. J., and vice president, Marketing 
Research Division, American 
Marketing Association. 

• Mike Lotti, director, business 
research, consumer imaging, Eastman 
Kodak Co., Rochester, N.Y. 

• Wayne McCullough, director, mar­
keting research and analysis, Bane 
One Corp., Columbus, Ohio. 

• Betsy Peterson, executive director, 
Marketing Research Association. 

• Juergen Schwoerer, director gen-

eral, European Society for Opinion 
and Marketing Research (ESOMAR), 
Amsterdam, The Netherlands. 

The following is an edited version of 
the two-hour discussion. Special 
thanks to Jamie Born, the AMA 's 
director of public relations, for assem­
bling the panel. 

- Joseph Rydholm/QMRR editor 

QMRR: What factors have had 
the greatest impact on marketing 
research in recent years? 

Betsy Peterson: Several of us just 
attended a Research Industry Leaders 
Forum and the focus there over the 
past few years has been determining 
what the major issues facing the 
industry are. They include: declining 

GroupNet"'VideoConferencing is now 

available at Chesapeake Surveys in Baltimore for 

real-time viewing of focus groups. Using 

PictureTel equipment, the system links 23 cities 
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respondent cooperation, legislative 
threats, a shortage of trained 
researchers, and the impact of technol­
ogy, specifically the Internet and other 
applications. 

Wayne McCullough: I thin~ down­
sizing has caused a fundamental 
change to marketing re earch. When 
staff reductions came about in the late 
'80s and early '90s they were across 
the board. Most companies didn't say, 
'We need to save this function and that 
function.' The research function suf­
fered as a result. With all this turmoil, 
many expert market researchers went 
out and started their own firms. The 
flow of intellectual capital started out­
ward. The problem we've had more 
recently is that many [client] firms 
started to recognize that that outflow 
of personnel took with it a core body 
of knowledge, a core competency of 
market intelligence. And now they 're 
starting to recognize the need to bring 
it back. 

Barbara Hisiger: The evolution or 
revolution of skills and training has 
actually incorporated more fields like 
psychology and sociology into what 
we call marketing research. One of the 
issues is the question of how we 
attract the right kind of people to the 
industry. And what do we call our­
selves? Are we just market researchers 
or are we behavioral analysts? How do 
we distinguish this broad field? 

Wayne McCullough: The point 
you're making is extremely important 
and one that the AMA and the MRA 
and other associations are dealing 
with and that is the idea of certifica­
tion. One of the things that occurred as 
a result of the downsizing of research 
in many categories is that we had lots 
of other people within firms who said, 
'I will now manage marketing 
research,' even though they have no 
real ski 11 or competence. They tended 
to rely on those external firms to get 
the work done and bring it back. But 
the assimilation of that core knowl­
edge and intelligence wasn't happen­
ing. Lots of people think they can do 
market research when in fact it was 
the external firms that are doing it. 

Barbara Hisiger: It 's a matter of 
defining the needs of the industry. We 
need to involve the industry in defin-
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ing the skill set. 
Elyse Gammer: I think there's also 

been an ancillary effect at the end-user 
level, which is that as marketing 
research has become diluted within 
the company, the value of it and the 
resources used to derive the benefits 
and apply the information has been 
scattered. There's not someone steer­
ing the ship or it's not the right person 
steering the ship. It's the person who 
said, 'I can do market research' and 
then they went to the helm. 

Mike Lotti: There are a lot of folks 
that are trained in marketing research 
techniques but not in when or why to 
use them. 

Wayne McCullough: I know I 
brought up the C word [certification] 
but let me make it clear that I'm not 
saying that we should or must have it. 
I want to assert the principle that 
Barbara was articulating: We need to 
take a look at what we do and how we 
do it. If you're selling real estate you 
have to take an exam. If you're a med­
ical doctor or a lawyer you have to do 
the same thing. Should the same apply 
to a marketing researcher? 

Mike Lotti: Possessing the neces­
sary toolbox goes beyond just choos­
ing a technique. You have to know 
how to define a problem, develop a 
researchable hypothesis and bring 
back information which bears on the 
decision to be made. We have people 
trained in techniques but sometimes 
we're not as good at diagnoses. 

Betsy Peterson: Isn't that why it 
takes so long for researchers to be 
really productive? It's trial and error 
now. 

Mike Lotti: Today a lot of the 
learning is done by observation and 
learning on the job and that's exactly 
what worries me. People may not have 
the opportunity to learn in the current 
setting, with constrained personnel 
resources. 

Wayne McCullough: The question 
for the larger category of researchers 
is, at what point can you say, 'I'm an 
expert researcher?' I think the point 
that Mike was making was that the 
good <;:>nes learn along the way and I 
think that we need to do a better job of 
giving them those experiences. We 
need a way to anoint someone who 
has achieved a certain level of experi-
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ence. Credentialing is what we need to 
achieve. 

Barbara Hisiger: To attract people 
to the profession, we need to do a bet­
ter job of marketing ourselves. We 
deal with marketing in our jobs every 
day and yet we don't do a very good 
job of positioning or marketing our 
profession. 

Wayne McCullough: One of the 
damning statements about our indus­
try is that we talked about that very 
subject at the last two conferences ... 

Betsy Peterson: ... and we've talked 
about how we talked about it! 

Pat Goodrich: I think there is a cry­
ing need for some sort of industry def­
inition of the skills that are necessary 
to be a researcher, whether it's through 
certification or not. And I think we've 
made some initial steps toward that. 
There are Masters programs that 
would like to graduate 60 people a 
year. We certainly can't rely solely on 
them as a source of new researchers 
but while we struggle to define what a 
researcher is we have to also work at 
attracting people to the industry and 
when we attract them, let them know 
that there is an established set of 
things they have to do to illustrate 
competency. 

Juergen Schwoerer: Nowadays 
geographical and industry boundaries 
are blurring. We can and we should set 
up education programs but even once 
we have people who have the basic set 
of skills our industry will not automat­
ically flourish. That's because this 
boundary-blurring will continue and 
people who aren't researchers will 
continue to believe that they can con­
duct research. 

I think it is equally important at the 
university and business school level to 
open the minds of today's and tomor­
row's decision makers to the profit 
opportunities that lie in applying intel­
ligence to their business. We must 
make sure that lessons on the value of 
research get into their curricula. 
Because you can train researchers 
until you're blue in the face, but if you 
don't have any clients who think it's 
worthwhile you may be out of busi­
ness. 

Betsy Peterson: We also have to 
define a clear career path. Can we cur­
rently say to somebody corning into 
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the profession here are two or three 
career paths you can follow and be 
pretty certain it will happen? 

Mike Lotti: One of the things we 
have to do is prove the value of 
research. We have to learn to think in 
terms of economic value delivery. 

Wayne McCullough: I think you're 
raising a very good question of how 
can we sell the value of what's deliv­
ered. [At the client level] we need to 
make sure that we have someone who 
devotes a portion of their time to the 
selling proposition and making sure 
that people within the firm understand 
the value of research. It is an ongoing 
process of making sure that people 
understand the value that is derived, so 
when it comes time during budget 
cycles to determine the investment the 
company will make in marketing 
research you can demonstrate its 
value, its return on investment. 

Mike Lotti: When management 
approaches marketing questions like, 
'Should I do this promotion?' or 'Will 
I profit from this price action?' the 
decision is made with attention to the 
financial return. With market research, 
the revenue impact is less tangible. We 
need to make the impact of research 
on deci ions which affect the bottom 
line more concrete. Then, manage­
ment will be more willing to invest in 
the larger projects. 

QMRR: Has all of this upheaval 

forever changed the role of 
research? 

Juergen Schwoerer: To be credi­
ble, to sit at the table, requires a 
researcher to have a larger set of skills 
than we have been traditional'y work­
ing on and also requires a larger view 
of what other input goes into decision 
making. While we are doing all this 
work on education, etc., we should be 
sure to look also at other disciplines 
within the company like competitive 
intelligence, not with disdain, but to 
learn from what they do. 

Barbara Hisiger: There are some 
people who will be adept at being an 
analyst. They shouldn't necessarily be 
at the table. The researcher/strategist 
who sits at the table knows that indus­
try, that product and that project. He or 
she almost has to possess the skill sets 
of every other person at that table, 
including the product manager, pro­
ject manager, the business strategist, 
competitive analyst. In some sense, 
they are the business cop who says 
either 'Yes, we should do this' or 'No, 
we shouldn't.' 

Wayne McCullough: What we're 
proposing is omething like a chief 
intelligence officer. In a sense the CIO 
doe n' t have to have all those skills 
but the key is to have the right lieu­
tenants who can break out that infor­
mation. 

Barbara Hisiger: At least they 
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understand the busine s trategies so 
when the product champion says, 'I 
don't care what happens, I'm bringing 
my product to market' the researcher 
can say, 'Your product duplicates a 
product that already exists, all you 're 
going to do is eat our own lunch.' It's 
our job to say that it won ' t work. 

J uergen Schwoerer: It's definitely 
one of our jobs but it's not our only 
job. We should also be a driving force 
for new businesses, new idea . There 
are instances where you have to say 
no. But if that happens too many times 
the credibility of being a proposing 
force is weakened. We should focus 
on how we can come up with new 
ideas instead of merely oppo ing ones 
that are brought up. I think risk taking 
is part of that. There mu t be a will­
ingness to stick your neck out and say, 
'I recommend we do this.' It's being 
part of the team that actually manages 
businesses. 

Elyse Gammer: To put some per­
spective on this , marketing research is 
a relatively young industry, as com­
pared to other profess ions. We're 
becoming more sophisticated in 
understanding what we need now that 
we've reached a certain point but it's 
only been a profession for about 50 to 
60 years. 

Mike Lotti: One of the insidious 
effects of downsizing is that many of 
the senior people in corporations 
today don't have time to train young 
analysts. When I joined Kodak, I got 
to work along side some real giant in 
the indu try and learn how to do the 
critical research definition tasks. 
Nowadays we struggle in getting our 
supervisors to deal with our entry­
level analysts because they 're so taxed 
doing their own projects. Corporations 
need a mentoring program, a program 
that mixes basic structural learning 
with the experience of working close­
ly with a senior individual. That will 
help new researcher learn how to 
actually get research applied in the 
real world. 

Wayne McCullough: Perhaps it 
would make sense to go to a number 
of firms like Kodak and GM and talk 
about how they're structured. That 
would help us understand the different 
role that are played by researchers at 
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different organizations. 
QMRR: What can the industry 

do about declining respondent 
cooperation rates? 

Juergen Schwoerer: Comprehen­
sive research has been conducted and 
I think there are three things that 
would help increase respondent 
cooperation. One, being honest with 
respondents about the time it takes to 
interview. Two, distinguishing 
research more clearly from direct 
marketing. Three, show the utility of 

marketing research. We should try to 
demonstrate to ilie public that beyond 
helping companies create and sell 
more products, research actually con­
tributes to a number of other things in 
society. Once you have made that 
point it becomes much easier to sell 
that idea that your opinion counts. 

Betsy Peterson: I think that the 
one thing that we have learned from 
industry studies is that there is no one 
answer. It's going to take a multi­
pronged approach to move the levels 

of acceptance. 
Juergen Schwoerer: Another fac­

tor contributing to increased coopera­
tion is to weed out the abuse of peo­
ple's time and energy that comes 
about when you ask them. trivial 
questions like, Are you happier this 
morning than you were yesterday? 
We can do without that type of use­
less information. 

Betsy Peterson: I think we've 
done a good job with journalists and 
legislators at getting the word out but 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ wehaven'tbeenreachlngiliegener~ 
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public. We did a study like the one 
ESOMAR did and we found the sim­
ilar three things. But who is it that 
talks to the consumers every single 
day? The interviewers around the 
world. But we haven't provided them 
with all the necessary tools just yet to 
help them make a difference. 

Elyse Gammer: The MRA has 
done research on research and talked 
with respondent in focus groups 
about the interview experience and 
no matter what their level of educa­
tion or income, they were very clear 
on what we were doing; it wasn't 
something that was arcane or obtuse 
to them. All they wanted from the 
research proce s was some acknowl­
edgment that they had contributed 
something and that we have shown 
respect for their time. 

Betsy Peterson: Key factors in 
respondent satisfaction are the intro­
ductions, closings, and other things 
that we say to the respondents. We 
have recommended a plan and will be 
following up on this with CMOR [the 
Council for Marketing and Opinion 
Research]. The idea would be to put 
respondents and interviewers in the 
same room and come up with the 
things that respondents want to hear to 
make ilie research process meaningful 
and interesting for them. In addition, 
do we know what the core competen­
cies for an interviewer are? Do we 
know how to test for that skill set or at 
least have an idea how to select inter-
viewers who have strong potential to 
develop the competencies? 

Wayne McCullough: [The discus­
sion of interview length] brings us 
back to professional standards. The 
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reason for the longer questionnaires 
is, of course, the product managers 
who want everything in there. And 
the expert researchers will say, 'I 
know that to get the best information 
we need to be about x minutes maxi­
mum on this interview, so we have to 
start figuring out where we can cut 
questions out.' But the inexperienced 
researcher who will say, 'I want 
everything in there.' 

Mike Lotti: This area [interview 
length] is one where the industry can 
help itself through basic research into 
the maximum length of interview by 
method of interview, like phone, 
intercept, etc. This type of informa­
tion would help the client-side 
researcher, particularly those with 
less experience, to push back on 
requests to expand questionnaires 
beyond the quality limit. 

Elyse Gammer: I represent a sup­
plier and I would love to be able to 
say, with credibility, to a client, 
'We're not going to get much out of 
[a longer interview].' It's to our 
advantage monetarily to do a longer 
interview-it costs more money-but 
we don't want to waste our client's 
research time and budget. And so you 
try to be responsible about interview 
length but at this point the client may 
say, 'Well, why not? We've done it 
before.' 

QMRR: What about the impact 
of the Internet? 

Mike Lotti: I worry that as an 
industry we're getting all nervous 
about Internet research. It's here, it's 
real and it's going to be great for us. 

Juergen Schwoerer: I think the 
Internet is obviously here to stay. I 
think it's going to be another added 
tool. It is valid for a number of pur­
poses already today, though not for 
generally projectable samples of the 
general public. We'll need to develop 
some form of industry agreement on 
recruiting techniques to avoid using 
bulk E-mails and to make sure that 
quality standards as well as respon­
dent privacy are respected. 

Elyse Gammer: There are compa­
nies doing Internet research now and 
they are very aware of who they're 
speaking to and they use safeguards 
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population is going to change rapidly. to ride thi tiger pretty quickly. 
Wayne McCullough: [The data] 

can be projectable but it often isn't. 
Barbara Hisiger: I'm not saying 

that mail and telephone are perfect, 
but there are certain people who are 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~not on the In~rne~ they're just no~ 

like passwords and ID numbers to 
obtain information from a population 
that still skews male, still skews high­
ly technical, with few females and 
few older people. But they 're aware 
of all those limitations. The Internet 

Mike Lotti: People say that it isn't 
projectable but I think under the right 
circumstances it's very projectable 
data . Interest in research on the 
Internet is so high. We've got to learn 
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so in that sense the Internet is not rep­
resentative. 

Wayne McCullough: I think that's 
a marvelous point and I tend to align 
with Barbara in the sense that, take a 
look at mail and phone research. We 
know from lots of experience their 
strengths and limitations and we can 
easily incorporate them in. There are 
many more unknowns about the 
Internet at this point, certainly in 
terms of the population. 

QMRR: Let's talk a little bit 
about the effect of globalization on 
marketing research . 

Wayne McCullough: I think glob­
ally the issues are more diverse. Take 
the Internet, at the extremes you have 
Sweden and the U.S., and China. It 
will be well into the next millennium 
before there's enough capability to 
where you can make the Internet 
viable in China. Understanding those 
limitations as you go into those vari­
ous countries can help but right now 
the U.S. and much of western Europe 
are much clo er in terms of those 
dynamics so it's easier to collect 
good useful data. You have to recog­
nize the wide variations of circum­
stances and the techniques that are 
usable across the regions. 

Betsy Peterson: That would be my 
concern. A executive director of a 
major research association I get 
phone calls all the time [about inter­
national research]. In recent weeks 
they have come from small research 
companies who say, 'My client wants 
me to do re earch in South America 
or Asia. How do I go about doing 
that?' They don't even know how to 
approach it and yet they're being 
asked. So to me there's a wonderful 
education opportunity for those of us 
in industry organizations to provide 
information to make the situation bet­
ter for people who are going to be 
using that data when it come back. 

Juergen Schwoerer: Business is 
global today and research therefore 
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has to be global. Indeed the best way 
to know what is happening in other 
places is to have access to the people 
who are there. One place to start is 
the ESOMAR directory to find firms 
who subscribe to internationally rec­
ognized codes of conduct. 

I also think that although the dis­
crepancy of equipment will prevail in 
a number of regions for awhile, at the 
same time it is possible to reach very 
narrowly defined but highly relevant 
targets of the population in almost 
every place in this world. I think the 
glass is really half full because I'm 
amazed at how you can instantly 
access top-notch intelligence in basi­
cally a hundred countries around the 
world. 

QMRR: To finish up, what are 
your thoughts on the increase in 
client/research firm partnering 
that has resulted from downsizing? 

Barbara Hisiger: Downsizing can 
be fine as long as consultants handle 
their duties responsibly, rather than 
adding more work, and are willing to 
turn work down if it 's not essential or 
if they know that there is previous 
research that can be looked at. The 
other danger of downsizing is that 
you tend to lose within the client 
company someone with perspective, 
someone who knows that we did this 
five years ago and it didn't work so 
there's no need to do it again. 

Betsy Peterson: Many companies 
are providing a means for consultants 
to get better informed. Some compa­
nies place synopses of past research 
studies on their computer intranets so 
the research partners can tap into that 
database. 

Pat Goodrich: I've heard mixed 
reviews on the partner issue and the 
success of what we're calling part­
ners. I have some real concerns. 

Wayne McCullough: It's a very 
tough position for those firms 
because they're out there in the world 
of business and by turning down 
business you don't grow. There are a 
number of firms who will sit down as 
soon as · another company leaves the 
table and say, 'Yes we can do that.' So 
where are the incentives in the system 
to do the right thing? It comes back to 
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making sure that we have a responsi­
ble person in place to arrive at the 
right judgments about that partnering 
relationship. In fact the success of 
those relationships can be driven by 
having someone knowledgeable 
inside selecting between more or less 
skilled firms. 

Elyse Gammer: For those outside 
research firms who care about credi­
bility and ethics, the reward incentive 
is a long-term relationship with the 
client which becomes mutually bene­
ficial. That's the answer. 

Wayne McCullough: Expertise in 
selecting the vendor should not rest 
with the purchasing departments. 
They don't understand the skill and 
selection criteria. They often try tip­
ping the balance to drive down the 
price per interview and the vendor 
has to take out costs somewhere. The 
quality of the data suffers. It's the 
skilled researcher who understands 
those dynamics and makes sure that 
it's a win-win that optimizes the cost 
and the quality of the data. 0 

.-------------------------------------------------------
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Adver ising research 

Editor's note: Reginald Collier is 
CEO and chairman of RSC The 
Quality Measurement Company, an 
Evansville, Ind., research firm. He 
can be reached at 212-682-6046. 

dvertisers shelled out approxi­
mately $43,333 a second for TV 
advertising exposure at this 

year's Super Bowl contest. NBC 
charged the princely sum of $1.3 
million for each 30-second TV spot. 

These prices make sense if the 
advertiser knows that he has a per­
suasive sales message which will be 
seen by millions of consumers all 
over the world who will be influ­
enced to buy his product. 
Unfortunately, and the same truth 
applies whether the product is Pepsi 
Cola, AT&T or Nike, most advertis­
ers do not have a clue whether their 
commercials will be sales-effective 
or not. When you add the cost to pro­
duce the commercial, we are talking 
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the 

By Reginald B. Collier 

about a marketing gamble that is 
staggering in size. 

Decades ago merchant king John 
Wanamaker made the classic remark 
that he knew that half of his advertis­
ing was wasted but couldn't tell 
which half. Today, many marketing 
observers say that we still wallow in 
this 50-50 guessing game. Some say 
90 percent is wasted. 

Marketing and advertising execu­
tives will often ask us what kind of 
TV advertising will be most effective 
in persuading consumers to buy their 
product or service. There is no hard 
and fast answer to this question. This 
is the reason why advertisers should 
test everything. 

Our firm's basic system, ARS or 
Advertising Research System, works 
in the following way. On a daily 
basis large groups of randomly 
selected consumers are invited to 
watch two TV pilot films in labs 
located in four different geographic 

locations. Within these pilot films a 
number of commercials are shown. 
Some of these are client commercials 
which are being tested. Before the 
commercials are shown the audience 
views different products as they 
might see them on store shelves. 
They are told that drawings will be 
held later which will allow them to 
win certain products for which they 
have indicated a preference. 

After each show a drawing is held 
and the consumers are again instruct­
ed to select their products of prefer­
ence in the event they win the draw­
ing. By looking at the products the 
audience selected before and after 
seeing the commercials (before stim­
ulus and after stimulus) we derive a 
persuasion score for each ad. In other 
words, would the audience be more 
likely to circle an ad for a Diet Coke 
after seeing a new TV ad for that 
product? 

We feel this simple process works 
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because it measures the message and 
not the media. ARS measures peo­
ple's actual behavior. Unlike focus 
groups and other types of surveys, 
we do not ask people whether they 
liked a certain commercial or their 
stated opinions regarding whether or 
not they might buy the product. Such 
research methods are all subject to 
bias. 

After our testing, over the years, 
we have been able to validate our 
ARS test scores by matching them 
with actual sales results. Proof of 
such sales validation includes 
Nielsen store audits, split cable tests 
in electronic test markets in the 
1980s and during this decade we 
have utilized sophisticated scanner 
data modeling. 

What kind of TV ads sell? 
At the request of several major 

clients we conducted a study of some 
5,077 commercials which included 
an analysis of more than 150 differ­
ent strategic and executional ele­
ments such as demonstration of the 
product in use, the use of humor, 
celebrity endorsements, a 
nutrition/health appeal · and the uti­
lization of four or more onscreen 
characters, for example. 

In general, the study showed that 
those particular factors or elements 

which emphasize brand differentia­
tion and specific product attributes 
are the most important reasons why a 
TV commercial will be successful in 
persuading a consumer to buy a 
product. The study showed that some 
2,160 commercials which highlight­
ed the strategic element "new prod­
uct/new feature" achieved the high­
est ARS persuasion scores and 
another 1,964 commercials stressing 
the element of "brand differentia­
tion" recorded the second-best ARS 
rating. 

In my opinion, this major study 
and others which we have conducted 
over the years reinforce the theory of 
legendary Madison Avenue ad man 
Rosser Reeves, who wrote about the 
"unique selling proposition" in 1961. 
His simple premise was that the most 
persuasive ads were those which 
illustrate a distinct product advan­
tage or offer a distinct consumer ben­
efit over those of competing prod­
ucts. 

Over the last several decades, the 
Reeves theory (USP) fell into grad­
ual disuse and generic advertising 
became the perceived wisdom. In 
hundreds of today's commercials, 
happy faces on young people, good 
times in some pleasant outdoor set­
ting and entertainment, often provid­
ed by a celebrity endorser, seem to 
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We have the space you need. We're Chicago's experts in recruiting & facilitating large 
scale studies. Our facility offers seating space for up to SO, plenty of room for mock 
juries, audience studies, large product displays and taste tests. Our phone center is 
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be the alltoooften order of the day. 
Critics of today's generic TV adver­
tising say that this kind of advertis­
ing may leave consumers with a 
pleasant feeling but gives them little 
reason to want to buy one product 
over another. 

The key, however, is not necessari­
ly having a unique selling proposi­
tion by itself but whether the selling 
proposition is meaningful. In this 
regard, our testing clearly shows that 
if the sales message is strong then 
you will have a far better chance of 
producing winning commercials. 
Over and over again, our research 
has shown that what you say is of 
primary importance, as opposed to 
how you say it. 

Several years ago, another study 
we did indicated that a decades-old 
perception by advertising icon David 
Ogilvy was right on the money: TV 
commercial costs have an inverse 
relationship to a commercial 's sales 
effectiveness. On average, the more 
money spent on production the less 
persuasive the commercial. In hind­
sight the results of our study of some 
56 TV ads showed that cluttered, 
over-produced commercials often get 
in the way of the basic sales mes­
sage. 

After measuring the sales effec­
tiveness of more than 100,000 TV 
strategies and commercials during 
the past 24 years, we know that a 
commercial's likability and memora­
bility are meaningless as measures of 
sales effectiveness. Instead, the only 
criterion which should be used is the 
commercial's sales effectiveness. 
What will it do for the client's sales 
or market share? 

Rational ads may be persuasive. 
Emotional ads can do the job. It 
might be a combination. Today's 
Generation X consumers may be 
influenced by sales messages that are 
somewhat different than the TV ads 
which were persuasive for their par­
ents. But an advertiser will never 
know unless they test their TV adver­
tising concepts and finished com­
mercials before they spend millions 
of dollars to produce and broadcast 
them. 0 
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Advertising research 

How super are 
supermodels 
as advertising 
spokeswomen? 
Editor's note: Melvin Prince is 

president of Prince Associates, a 
Darien, Conn., research firm, and 
associate professor of advertising at 
Iona College. He can be reached at 
203-327-2097. 

A
dvertisers have long recognized 
the power of supermodels to 
influence consumers and have 

used their services as commercial 
spokeswomen for branded products. 
For example, Carol Alt has had 
numerous endorsement contracts 
(such as Lancome, Hanes, Cover Girl 
and Sasson), and television campaigns 
(such as Pepsi and General Motors). 
Cindy Crawford did a commercial for 
the Cadillac Catera. Christy 
Turlington was enlisted by Mercedes. 
Claudia Schiffer was used to target 
teenagers. Naomi Campbell and 
Kathy Ireland were spokeswomen for 
Frito-Lay. Kate Moss donned a milk 
mustache for an ad campaign spon­
sored by the National Fluid Milk 
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By Melvin Prince 

Processor Promotion Board. 
Wonderbra advertising featured Eva 
Herzigova. 

At the apex of the modeling world, 
these supermodels are the subjects of 
numerous articles and photo sessions 
in such magazines as Allure, 
Cosmopolitan, Glamour, Harper's 
Bazaar, Mademoiselle, People, 
Redbook, and Vogue. 

An examination of these magazines 
over the past two years yielded a list of 
the most frequently referenced super­
models: Amber Valletta, Angie 
Everhart, Anna Nicole Smith, Bridget 
Hall, Cameron Diaz, Carol Alt, 
Christy Turlington, Cindy Crawford, 
Claudia Schiffer, Daniela Pestova, 
Elle Macpherson, Eva Herzigova, Eve 
Salvail, Heather Locklear, Heather 
Stewart-Whyte, Helena Christensen, 
Isabella Rosselini, Karen Mulder, 
Kate Moss, Kathy Ireland, Krissy 
Taylor, Linda Evangelista, Liv Tyler, 
Nadja Auermann, Naomi Campbell, 
Niki Taylor, Nina Brosh, Paulina 

Porizkova, Rachel Williams, Shalom 
Harlow, Stacey Williams, Stephanie 
Seymour, Tatjana Patitz, Tyra Banks, 
Vanessa Paradis, Vendela Kirsebom 
and Yasmeen Ghauri. 

Supermodel image study 
A study was conducted to measure 

the impressions of supermodels 
among young women, aged 18-24 
(n=85). The survey addressed two pri­
mary areas: 1) imagery of supermod­
els and 2) opinions as to how good 
each supermodel would be as a 
spokeswoman for several product cat­
egories. 

Respondents were asked to indicate 
which images described each of 37 
supermodels in the study. The attribut­
es were adapted from concepts in 
magazine article references to super­
models. Fifteen such image attributes 
were used: attractive, dependable, 
expert, classy, honest, experienced, 
beautiful, reliable, knowledgeable, 
elegant, sincere, qualified, sexy, trust-
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worthy and skilled. 
Results were mapped and analyzed 

using correspondence analysis. The 
analysis of images shows a) general 
dimensions by which supermodels can 
be classified; b) how each of the 
supermodels studied rates along these 
dimensions; c) the specific images 
most closely associated with each 
model; and d) the clusters of models 
with similar image profiles. 

Figure 2: Perceptual Map of Supermodels as Spokeswomen 

• st-rt-Whlle 

Paradis 

•L yter .aa:: • Mulder 
• Ghaurl 

• S. Wllllam 
Klr ~ann lf/bSHIONS 

Clllllpbell 1
1 • Chrlst~rl~\vmlams 

• eiNTlMA 
atllz Pestova • ~HaiiBrosh 

A second task consisted of respon­
dents giving opinions as to which of 
the same supermodels would be good 
as spokeswomen for advertising each 
of six product categories that have 
used supermodels as advertising 
spokeswomen: fragrances, intimate 
apparel, leather goods, jewelry, auto­
mobiles, fashions. The analysis of 
advertising spokeswomen ratings is 
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Figure 1: Perceptual Map of Supermodels' Images 
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analyzed in the light of sets of product 
categories associated with groupings 
of supermodels. 

Super imagery 
Two primary dimensions emerged 

in the correspondence analysis to por­
tray the images of supermodels. The 
first dimension is that of "role," rang­
ing from solely examples of beauty 
(e.g., Nina Brosh, Anna Nicole Smith, 
Stacey Williams and Vanessa Paradis) 
to competent, attractive women (e.g., 
Cindy Crawford, Heather Locklear, 
Isabella Rosselini and Paulina 
Porizkova). 

The second dimension is that of 
"personality," ranging from positive 
inner traits, such as sincerity and 
dependability (e.g., Kate Moss, Niki 
Taylor, Nadja Auermann and Heather 
Stewart-Whyte) to interpersonal 
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styles, such as classy and elegant (e.g., 
Linda Evangelista, Stephanie 
Seymour and Rachel Williams). 
Image profiles for individual super­
models can be seen in Figure 1. For 
example, Helena Christensen personi­
fies sexiness, Linda Evangelista sym­
bolizes elegance, Heather Locklear is 
perceived as knowledgeable, and Kate 
Moss projects sincerity. 

A second set of evaluations, super­
models as spokeswomen, is graphical­
ly shown in Figure 2. Products that 
supermodel might endorse were 
grouped into three sets: 1) clothing, 2) 
accessories , and 3) consumer 
durables. On ratings for presenting 
specific advertised products, Moss 
and Rosselini were viewed as best 
spokeswomen for fragrances; Linda 
Evangelista, Paulina Porizkova, and 
Carol Alt for jewelry; Tatjana Patitz 
and Helena Christensen for intimate 
apparel; Niki Taylor, Vendela 
Kirsebom, Tyra Banks, Nadja 
Auermann, Vanessa Paradis and Karen 
Mulder for fashions and Heather 
Locklear, Anna Nicole Smith and 
Kathy Ireland for leather goods and 
automobiles. 

These choices of supermodel 
spokeswomen for specific products 
reflects, in part, their overall popular­
ity. If we examine the average per­
centage given each supermodel across 
all 15 image attributes as an index of 
popularity, then Cindy Crawford, 
Heather Locklear, Naomi Campbell, 
Claudia Schiffer, and Isabella 
Rosselini top the list. 0 
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Packaging research 

Editor's note: Jonathan Asher is 
executive vice president and chief mar­
keting officer of The Coleman Group, a 
New York City marketing design con­
sulting firm. 

M any clients seem to think that 
packaging research is unneces­
sary, that it's a time-consuming 

and expensive proposition that adds lit­
tle to the creative process. But is that 
an accurate assessment? 

Including research in a design pro­
ject does add time to the overall sched­
ule and dollars to the budget. However, 
it actually represents an investment 
that adds value to the creative process, 
provides input for decision-making 
and protects brand equity. So how best 
to go about it? 

Pre-design research can be used to 
determine if it is even necessary or 
appropriate to institute a package 
redesign program. Then, should a 
redesign be called for, early research 
can uncover the important design com­
ponents, the "design equities," associ­
ated with the brand. 

This initial research phase will also 
gauge the extent to which a brand's 
perceived image fits the intended posi­
tioning strategy, and how the package 
contributes to or detracts from the 
desired image. 

Overall, the intelligence gained from 
pre-design research helps set the 
design strategy, the specific guidelines 
that focus the designer's creativity, 
while still allowing room for artistic 
expression. 

When pre-design research is not 
conducted, when design equities are 
not a concern, a during-design 
research phase is usually implemented 
using a range of preliminary designs as 
stimuli. This takes place in three 
instances: 1) when designing a brand 
new product; 2) when redesigning a 
package for which the equities are well 
understood; 3) when a dramatic 
change is needed and, in essence, there 
are no equities worth building on. 

Finally, post-design research is con­
ducted after the initial concepts have 
been refined and winnowed to several 
likely options. The learning obtained 

from this research phase helps man­
agement make the final selection. Post­
design re earch also provides insights 
that are useful for fine-tuning the 
selected design to optimize its effec­
tiveness. 

Some people refer to post -design 
research as an evaluation of the pack­
age which is conducted after the prod­
uct has been introduced to the market­
place. While this approach can be use­
ful, it is a more expensive proposition 
(assuming design modifications are 
required) than if the learning is 
obtained prior to the manufacturing 
process and market introduction. 

Input from consumers 
We have long embraced the use of 

packaging research because we recog­
nize the value of input from target con­
sumers. To determine which research 
techniques will be most useful for a 
particular de ign program, we sort 
through the various options and rec­
ommend the methodology most appro­
priate for the situation. 

Take the case of Robitussin, a long-
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time leading cough syrup, which over 
the years lost its strong identity 
through the addition of new formulas. 
Research revealed that the white 
Robitussin logo in a black box had 
high brand recognition and conveyed a 
quality image that could be transferred 
to other product categories. But severe 
communications problems were 
uncovered as consumer struggled to 
discern which type of product they 
were buying. Research guided the 
redesign effort which unified the brand 
line with a consistent brandmark and 
packaging format. 

We employ two proprietary tech­
niques to assess brand identity and 
package design, in both the pre-design 
and the design concept stages. In pre­
design research a chief goal is to 
uncover the strengths and weaknesses 
of an existing package relative to its 
competition. Information provided 
here can help determine if a redesign is 
in order and, if so, can provide guide­
lines, along with a thorough under­
standing of the design equities. 

One of our processes is a pre-design 
system that includes quantitative 
research using eye-tracking to measure 
visual impact and label readability. By 
asking questions, with and without the 
package, we determine the contribu­
tion (positive or negative) the package 
makes to brand image. 

Qualitative research techniques are 
employed to obtain consumer feed­
back to initial design concepts. By ask­
ing the right question , and appropri­
ately interpreting the results, one can 
apply the learning to the design phase. 
Often, final-phase design refinements 
begin shortly after the last focus group 
has been completed. 

Focus group techniques are useful 
when the equities of an existing pack­
age are well understood and must be 
maintained, when the existing package 
has few graphic elements worth retain­
ing, or in the case of a new product for 
which one has a blank slate on which 
to create a new identity. 

Once the final design candidates 
have been narrowed to one or two, a 
post -design research phase, which can 
take many forms, is appropriate. With 
the concepts narrowed to a few candi­
dates, and their designs well along in 
their development, post-design 
research can help brand management 
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gain insights for refinements and make 
the final selection. 

While many techniques can be 
employed, including focus groups, 
mall intercepts, T-scope, eye movement 
measurements and simulated shopping, 
research that will provide statistically 
reliable information and offer meaning­
ful performance evaluations is most 
productive. This is best accomplished 
through a quantitative study of a suffi­
ciently large sample for statistical test­
ing and sub-group analysis. It also gen­
erally includes an eye-tracking proce­
dure to yield shelf impact and label 
readability measures. 

Research not always merited 
Still, with all this said, one cannot 

always be a proponent of research. 
There are occasions when it is not mer­
ited. In one instance, a client had 
recently acquired a brand, and the man­
agement group lacked familiarity with 
its heritage and user profile, and 
planned a renewed marketing effort. 
Since we had grown up with this brand 
and were familiar with its package, we 
believed there was equity in the white 
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logo and blue background, and recom­
mended retaining these elements. 

We recommended a design phase 
with a broad range of concepts, includ­
ing variations on the existing packag­
ing theme. We also included designs a 
bit further afield, and subjected a repre­
sentative range of these concepts to 
conceptual testing. 

The research clearly revealed equity 
in the white logo and blue background. 
Further probing confirmed our fears 
that the label desperately needed 
upgrading. Even loyal users voiced 
sentiments about a "dusty" looking 
label and said they used the product 
despite its label. In the end, the new 
designs were well received, judged aes­
thetically appealing and the best reflec­
tion of the brand's quality heritage. 

However, in many instances, too 
much of the decision making process is 
based solely on management judgment, 
even when research is included in the 
process. In one telling case, a client 
invested in an extensive quantitative 
research study, tested the designs that 
were closest to the current one and then 
maintained the existing logo. As a 

result, they were able to evaluate the 
risk that might be created with making 
a change but never fully understood the 
opportunity they might have realized. 

Measure effectiveness 
So at the end of the day, can we real­

ly measure creativity? Perhaps not 
explicitly, but one can certainly mea­
sure the effectiveness of creativity and 
can use research to make the creative 
process more efficient. Perhaps the 
more telling question is, should we 
measure creativity? 

The short-term view suggests not 
spending time and money on research 
given today's ever-shortening timelines 
and ever-tightening budgets. In other 
words, don't try to measure creativity. 
Make a judgment call. 

But if you alienate your customer by 
making too great a change, or if you 
fail to thwart competitive threats 
because you didn't go far enough, you 
may endanger your brand's very sur­
vival. 

Given those possible outcomes, the 
real question is, how can we not mea­
sure creativity? 0 

& ASSOC I ATES. INC . 

What You Need To Know. 
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Data analysis 

and how to handle them 

Editor's note: Vince Migliore is a 
market research consultant, doing 
business as AccuStat, Santa Clara, 
Calif He can be reached at 408-356-
1255 or at Tabulator@earthlink.net. 

Even large firms nowadays don't 
have an in-house research depart­
ment, choosing rather to farm out 

this function to vendors. But how much 
do you know about these research 
firms? What kinds of questions should 
you ask to find out more about the 
company that's processing your data? 
The following is a list of 10 industry 
secrets, including tips on how to handle 
them. 

1. You may not need primary 
research. 

Very often there is no need at all for 
primary research. Much of the infor­
mation you require is readily available 
from secondary sources. It's usually 
free, or ·can be purchased for a fraction 
of the cost of conducting a survey. 

An example: a small software com­
pany was enjoying rapid growth for its 

March 1998 www.quirks.com 

By Vince Migliore 

product in a narrow niche market with 
only four other competitors. The com­
pany was a success even without a 
thorough understanding of its position 
in the industry, and it wanted to get 
market share and growth trend infor­
mation. It was prepared to spend over 
$20,000 for a telephone survey. 
Instead, we downloaded the sales and 
investor information of the four com­
petitors from the Web, gathered data 
from the library, and made a call to an 
industry analyst for a major stock bro­
kerage firm. The result: we had just 
about everything we needed for less 
than 10 hours of work. 

The fix: Do your homework! In the 
Information Age, just about anything 
you need to know is available if you 
know where to look. Start by surfing 
the Internet. Get in touch with a good 
research librarian - they are worth 
their weight in gold. Many firms, such 
as DataQuest, Standard & Poors, or 
Dun & Bradstreet have huge resources 
that you can tap into for a relatively 
small fee. (Mention of firms and brand 
names should not be construed as an 

endorsement of their products or ser­
vices.) 

2. Random selection? I don't think 
so! 

The whole idea of conducting mar­
ket research is to gather data that is rep­
resentative of the entire population that 
you are targeting. This requires you to 
use a random sample, which by defini­
tion means every person has an equal 
chance of being selected. All too often 
the sample is composed of people who 
happen to be home when you call, or 
people who filled out their E-mail 
address, or some other convenience 
factor. Studies show, for example, that 
the first round of daytime calling of a 
random telephone list yields mostly 
retired people, students, and the unem­
ployed. Is that your target audience? 

There is also a popular trend called 
panel research, where the sample is 
composed of volunteers who agree to 
be called and surveyed over and over 
again. They are enticed to participate in 
surveys by the lure of cash awards, 
prizes, and a chance to express their 
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opinions. There are many instances 
where a panel sample is adequate and 
appropriate, but this selection method 
does not constitute a random sample. 

The fix: Know how your sample is 
being drawn. If it's a telephone survey, 

where did the list come from? Learn 
how many attempts are made to con­
tact each person on the list. The more, 
the better. Selecting every nth name 
from a master list is a good way to gen­
erate a random sample. 

3. You don't always get a representa­
tive sample. 

Another tenet of research is that you 
want to be able to project the findings 
from the survey ample to the entire 
population. To accomplish th~s you 

------------------------------, need a representative sample, some-

• 
• 
• 
• 
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thing you don ' t always achieve, even 
with a random sample. For some types 
of research, broad, ballpark measures 
are sufficient. The industry standard for 
most surveys, however, is to achieve a 
reliability of ±5 percent at the 95 per­
cent level of confidence. This is a tech­
nical way of saying if you did the same 
survey 100 times, using the same sam­
pling method, that 95 times out of 100, 
the results would be within 5 percent of 
the "true" findings , which are those 
you would get if you surveyed every­
body in the target audience. 

VISit our web site at http://www.brandinst com BRAND INSTITUTE, inc. 

The fix: Have a plan. Define your 
objectives. Fir t, decide if you need a 
high level of accuracy. If you are sim­
ply trying to poll the general senti­
ments of your retail customers, then a 
small sample will often be adequate. 
On the other hand, if the purpose of 
your research is to make a multi-mil-

• Nationwide weekly consumer omnibus survey 

• Nationally representative household sample of 
1,000 adults 18+ 

• $7 50 maximum per closed-end question; 
discounts for sufisamples, multiple questions, 
long-term tracking 

• Questions in by noon Wednesday, results to 
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Call Roy Cooper 

1-800-EXP-POLL 
or email express®chilton.net 
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lion dollar decision on corporate trat­
egy, then you 'd better have accurate 
results that can be projected to the 
entire population. To accomplish this 
task, you must start with a large and 

or would do about such surprise find­
ings, then why ask the question? 

Finally, give the survey to friends 
and relatives outside of work, and see if 
they can detect any biased or difficult 

questions. Keep an open mind! 

5. Our interviewers are underquali­
fied. 

Due to competitive pressures, the 

represen~tive sam~~ s~~~g ~a~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
complex subject, and the laws of prob-
ability dictate very specific minimum 
sample sizes. A rule of thumb, though, 
is that for target populations of 10,000 
or more, you need a s~ple of at least 
400 people. Further, to reach the level 
of reliability mentioned above, you 
need a random sample, or what's called 
a stratified probability s~ple. Finally, 
you must include techniques for verify­
ing the s~ple reliability. To do that, 
include demographic questions that 
establish multiple profiles of those 
responding to the survey. For ex~ple, 
if you 're conducting a general popula­
tion survey, include age, gender, eth­
nicity, and ZIP code questions on the 
survey instrument, then compare your 
survey results to U.S. Census data. If 
you're surveying customers, and you 
know from sales data that 15 percent 
are in the education field, then your 
survey findings should reflect that. 

4. Your questionnaire may be 
flawed. 

Everyone has good intention , but 
even a well-designed and easy-flowing 
questionnaire will often contain useless 
questions. "How many times have you 
gone to a movie theater this year?" 
"How many times did you go last 
year?" Such questions are fraught with 
problem . By "thi year" do you mean 
the calendar year, or the last 12 
months? If you get an average atten­
dance of 4.2 times a year, does that 
convey any actionable response from 
your company, or are you simply going 
to use the results to cla sify your audi­
ence into high, medium, and low atten­
ders? Can people really remember the 
number of movie visits they made a 
year ago? Finally, if you find average 
attendance is 4.2 times a year, does that 
really convey the full picture to you? 

The fix: Study your questionnaire. A 
good way to check it is to write in the 
percen.tages that you expect to find. 
Then ask yourself what would happen 
if the survey response were signifi­
cantly higher or lower than what you 
expect. If there is nothing you could do 
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response technology. 

Quantitative data collection 
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moderators and one-on-one 
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interviewer that conduct your survey 
are likely the lowest paid employees in 
the field service. There is generally a 
high turnover rate in this business. For 
questionnaires with highly technkal 
content, they will often not kno~ what 
the questions mean. 

The fix: Demand an orientation 
meeting and follow-up visits. Use these 
meetings to educate the interviewers 
and give background material on the 
purpose of the survey. Ask that the 
same interviewers be assigned for the 
duration of the project. Ask to monitor 
calls, and observe the interviewing 
process. Provide a glossary of terms 
and definitions. Provide cheat-sheets 
and reference material to answer the 
most frequently asked questions from 
the interviewers. 

6. Our data entry is shaky. 
As with interviewers, data entry 

clerks are often overworked. Besides 
keystroke errors, there are many trans­
position errors and missing data errors. 
For instance, there are 35 questions but 
only 34 entries, with the answer for 
question 21 placed in the slot reserved 
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for question 20, etc. Most researchers 
will tell you that data integrity is the 
most daunting task in all of the 
research process. 

The fix: Ask for involvement with 

tions, use the Chi-square test, and for 
differences in averages on a scale, use 
the Student's T-test, or ANOVA. A 
good rule of thumb is that there 
should be at least five cases in the 

smallest cell for the Chi-square test to 
be accurate. Last, use some common 
sense and good judgment when 
reviewing cross tabs. If the percentage 
of respondents saying yes goes up in a 

and ovcr~ght cl ilie d~a entry ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
process. If you can afford it, double 
data entry with documented conflict 
resolution is the best bet. One of the 
better schemes I've seen is to assign a 
code for every variable, whether or 
not a response is required. For exam­
ple, use negative numbers for non­
responses: 1=Yes, 2=No, 3=Don't 
Know/Unsure, -1=Refusal, -2=No 
Response/Interviewer error, -3=No 
Response/Skip pattern, etc. 

7. Crosstabulation tables are decep­
tive. 

Crosstabulations have to be viewed 
with caution. Let's say you're cross­
ing an important yes/no question by 
age groups, and the smallest age 
group has only 14 respondents. If four 
of those 14 say yes, then the corre­
sponding percentage is 28.6 percent. 
Let's assume further that for the total 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

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

Analytic techniques, to help you get the most from your research data. 
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population 12.3 percentofallrespon- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
dents say yes to that question. It's 
easy to assume then that this age 
group is more than twice as likely to 
say yes. Not so fast! First of all, the 
28.6 percent tenth-of-a-decimal-point 
format implies an accuracy level that 
is simply not justified by the number 
of cases it relies on. Second, the 28.6 
percent is based on only four respon­
dents, so you should suspect a relia­
bility problem. Finally, many research 
firms supply crosstabulation and ban­
ner tables that do not show the statis­
tical tests that would tell you the 
probability of these percentage differ­
ences being "real" or simply due to 
chance. 

The fix: Study the total population 
frequencies before you order 
crosstabulation tables. If there are 
only 14 people in the youngest age 
group, 18- to 24-year-olds, then con­
sider combining that group with the 
adjacent one, say 25- to 34-year-olds. 
By forcing larger numbers of respon­
dents into fewer age groupings, you 
can increase the reliability of the per­
centages in those groups. Also, ask 
for the appropriate statistical tests 
with crosstabs. For category ques-
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stepwise fashion as the age groups get 
older, then most likely the trend is 
real. If the age groups show only minor 
variations with no apparent pattern, 
then the differences are probably due to 
chance. 

Here is a crosstab technique I've 
found useful. Make a copy of all the 
crosstabs that you can mark up. Flag 
those pages that contain the survey's 
crucial questions, like "Would you rec­
ommend our service to your friends?" 
Let's say 80.5 percent of all respon­
dents say yes to that question. Now, 

scan across the subgroup categories in 
the crosstabs and see which subgroups 
are higher than that 80.5 percent. If any 
of the subgroups is substantially higher, 
and has a good number of respondents, 
then highlight the percentage in yellow. 
These are your happy customers. If a 
subgroup shows a very high rating, say 
females at a 91.5 percent yes rating, 
and that 91.5 percent is higher than any 
of the other demographic subgroups 
(age, ZIP code, ethnicity, etc.), then 
highlight that percentage and also cir­
cle it with a red pen. Repeat that for all 
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the crucial survey questions. (Time 
consuming, yes, but this is why 
research analysts get the big bucks!) 
Now go back and count how many red 
circled percentages you find under gen­
der, age, etc. If there are 10 red circles 
under male/female, and only one under 
ZIP code, then you know gender is 
more important than geography. 
Meanwhile, as you 're busy highlight­
ing, you can get a feel for how much 
variation there is in each subgroup, and 
how much is required to reach statisti­
cal significance in the Chi-square tests 
(if you've run them). 

8. Sorry, we don't do that. 
The standards in the market research 

industry are changing, and not every­
one is keeping up. On-line and E-mail 
surveys are just a few recent examples. 
Many research firms have relied on 
telephone and personal interviewing, 
and have not acquired the skills needed 
for these new forms of re earch. 
Likewise, there are powerful and 
important statistical methods available 
that may be crucial to your project, but 
you won't hear about them because the 
company you 're using doesn ' t have the 
software program, or the computer 
hardware, or the intellectual know-how 
to perform them. 

Conjoint analysis is a great example. 
Here is a potent and decisive tool for 
deciding which new features your cus­
tomers like best for improving your 
product. Conjoint analysis, though, 
requires a dedicated software program, 
computer-assisted interviewing, and 
lots of brain power in the planning and 
analysis stages. 

The fix: Shop around, and again, do 
your homework. Read the trade jour­
nals for recent developments, and break 
out the old statistics text, to brush up on 
some of the less well-known statistical 
procedures. You should at least know 
the usage for these methods: Chi­
square, Student's T-test, analysis of 
variance, factor analysis, and conjoint 
analysis. For Internet surveys, you 
should be able to define the following : 
Spam, HTML, CGI-bin, radio-button, 
forms-retrieval, and Web hosting. 

9. Survey analysis is a voodoo sci­
ence. 

There is no comprehensive, one-
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size-fits-all method of survey analy- endar for a day about six months These are just 10 of the many prob­
sis. Much of it is based on crosstabu- down the road, where you take some lems that arise in the research indus­
lations that are not always trustwor- time for an objective review of the sur- try. I'm sure you can think of others. 
thy, as we've seen above. Meanwhile, vey. Did it help business? Did it pro- Please feel free to E-mail me at 
research companies like to convey the vide key insights? Would you use this Tabulator@earthlink.net with your 
impression that they are experienced research firm again? own experiences. 0 

~----------~------------------------~----------------------in your industry, but a good research 
analyst is rarely a subject matter 
expert. In order to get a meaningful 
report, you need an analyst who is 
intimately familiar with the strengths 
and weaknesses of statistical proce­
dures, and who also has the ability to 
recognize which findings are signifi­
cant to the survey objectives. This is a 
difficult task. 

The fix: Use teamwork to bridge the 
knowledge gap. It's extremely rare 
that one person knows all the 
answers. Fortunately, most research 
projects are conducted in an atmos­
phere of cooperation and friendly 
interdependence. It may help to 
schedule a brainstorming session after 
the survey results are in, but before 
the report is written. As an example, 
the statistician may find that males 
over 40 rate your product significant-

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

to save me big dollars!" 

"I see." 

"No ... ICR." 

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

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

I C R We do more than excel. 

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

~~wcrili~ oilicrgrou~, ~tilie ~------------------------------------------------------~ 
industry analyst says, "We know that, 
it's the nature of our product, and we 
don't expect it to change." In other 
words, not all survey findings are 
important for strategic business deci­
sions. Discernment in this area 
requires input from all players on the 
team. 

10. Follow-up? Forget about it! 
"Here's your report. Good-bye and 

good luck!" How many times do we 
hear that? All too often thousands of 
dollars are spent on a research project 
only to have the report sit on a shelf 
without an implementation plan. Just 
as likely, there is little review of the 
survey process, and no evaluation of 
the benefits it has provided. 

The fix: Integrate the presentation 
of findings with a plan for implemen­
tation that conforms to the survey 
objectives. Instead of one presenta­
tion event, plan on a multi-step 
process of disseminating and evange­
lizing the survey findings. Fortunately 
there are usually several key players 
in your firm who will appreciate and 
champion the project suggestions. 
Use them. Meanwhile, mark your cal-
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OBJECTIVE: 
Quality samples that are friendly to the way research 
moves nowadays. 

551 SOLUTION: 
Howard Ziment and Cynthia Schlegel (Managing Directors at 
Ziment in ew York City)- "There's so many different steps and 
details in the process of doing a custom re earch project. When we 
work with Survey Sampling, the sample is one step we don't have to 
worry about. We know we're going to get a quality product and we 
know we're going to get it on time. 

"We've found SSI samples to be solid - they're reliable, study after 
study. That's why we've been working with SSI since 

they've opened their doors in 1977." 

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

Partners with survey 
researchers .fince 1977 
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no More Problems. 
Dnlu Solutions. 

When it comes to choosing a WATS 

te lephone research house, we have 
your solution. PhoneSolutions. Our 
standard is to provide impeccable 

survey results, on time, and at a 
competitive price. We offer: 

• 75 CAT/ stations 
• CfMC software 
• 15 hour dialing day 
• Low-incidence respondents 
• Hard-to-reach or tough-to-recruit 

respondents 
• Medical/professional/consumer studies 
• Programming and tabulation services 

THE TRIAD OF A PHONE SOLUTION 

Competitive 
Price 

Quality 

Timeliness & 
Reliability 

Let us show you the 
perfect solution to your 

field service needs. 

Call Mark Sullivan at 
(520) 296-1015 or e. mail him at 

marks@phonesol utions. com 

1101 North Wilmot Road, Suite 253,Tucson, Arizona 85712 
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Lottery 
continued from p. 19 

long because he won the Big Game, 
was presented in the original focus 
groups . We knew we were really onto 
something." 

The second spot, "Lockstep," fea­
tures the same kindly gentle-
man watching each of 
his neighbors trudge 
off to work in the 
morning in tan­
dem as he 
again sits on a 
lawn chair 
and watches 
them go by. 

"We really 
made sure we 
were convey­
ing simplicity 
and relaxation to 
their utmost by real­
ly paying attention to 
the details," Blum says. "The 
man has a modest house in a modest 
neighborhood. The consumer clearly 

told us it simply isn't about money 
and all the things you can buy these 
days." 

The final pieces 
In order to ensure the advertising 

was going to deliver the appropriate 
message, mall intercepts were held 

throughout Maryland before 
airing the spots. 

Additionally, other 
media were 

employed to 
deliver the sec­
ondary mes­
sages, such 
as "The Big 
Game is so 
big, there are 
nine ways to 

win and over 
3 0 ' 0 0 0 

Marylanders win 
something each 

week." Initial aware­
ness tracking indicates out­

standing proven recall scores for the 
campaign after just one flight. 0 

Custom Research Based On 
A History Of Success 

• Full-Service Research 
• Focus Facility With ORTEK Data Collection System 
• 60 CA Tl Stations 
• Ph. D. Researchers 
• Human Factors: Ergonomics, Design, and Usability 
• Videoconferencing - 30 Frames per Second 
• Expertise Areas: Customer Satisfaction, Health Care, 

High Technology, Travel, Tourism, and Recreation 

Clearwater 
Research, Inc. 

2136 N. Cole Rd.- Boise, ID 83704- (208) 376-3376 
TOLL FREE (800) 727-5016- FAX (208) 376-2008 

e-mail: info@clearwater-research.com 
Visit Our Web Site At: www.clearwater-research.com 
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Survey Monitor Olympics. 

continued from p. 6 

Corp. missed the cut following the end 
of its commitment to the Atlanta 

Given the rise in the number of 
blockbuster sports deals, the sports 
category will increase its share of total 
1998 sponsorship revenue to 67 per­
cent. That 2-point gain comes at the 

W miiU18 taW mHIIgn 
Nlkl, Inc., which makes the 
largest leap and overtakes 
seven companies to become 
the sixth-largest spender. The 
company's stunning eight-year, 
$120 million U.S. Soccer 
agreement was its most signif­
icant deal. 

S55 million to S&O million 
AT&T, which held the line on 
spending, signing some new 
deals but trimming local and 
regional activity. 

Eastman Kodak Co., which 
signed new deals from the pre­
sent marketing department it 
established in December '96. 

S45 million to $50 million 
Chrysler Corp. , which expand­
ed its portfolio into venue and 
arts sponsorships. 

RJR Nabisco Inc., which con­
tinued to see increases from its 
food brands. 

McDonald's Corp. , which took 

............... 
IICI Tllll:tlmlllltiiiiiiM 
t:Dip. 

bra Lee Clltp., which 
dropped the TOP program. 

John Hant:ot:k Flnant:lal 
Serrlt:ll, which signed for 
TOP IV. 

Procter & GambiB Co., 
Amsrlt:ln AlrllnH, Inc., nei­
ther of which signed any signif­
icant new deals. 

$15 million to $20 million 
RBBbok lnt'l. Ltd., which 
added the WNBA and 
University of Virginia to its 
roster. 

Motorola Inc. , which dropped 
cycling and the Olympics, but 
picked up auto racing deals and 
kept spending level with '96. 

Texaco, Inc., which signed a 
new Olympics deal and added 
sponsorships targeted to 
minorities. 

Della Airlines, Inc. , which 
dropped down the list due to 
the end of its Olympics con­
tract. 

fiBIIA CO,. 

United P11111 Serrlt:l 111 
Amtrlll, lnt:., which con­
tracted for TOP IV. 

B1nch & Lomb, Inc., which 
ended its TOP sponsorship. 

The Cha11 Manhanan Bank, 
which boosted its tennis ties. 

M1rs lnt:. 

Mlcroson Corp., which added 
ties for its Interactive Media 
Group. 

General Mills, Inc., which 
entered a new USOC deal. 

American Express Co., which 
dropped its Share Our 
Strength tie, but added mall 
deals. 

FedEx; York lnt'l. Corp. 

LCI; Thomson Consumer 
Electronics, Inc. 

Nissan Motor Corp. U.S.A., 
which reduced spending. 

Dean Witter 

Hooters of America, Inc. 

All figures are fees paid for sponsorship rights. They do not include additional expenditures for 
advertising, promotion and client entertainment, nor do they include philanthropic contributions. 
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expense of entertainment tours and 
attractions, which will lose one point 
of market share, slipping to 10 per­
cent, and causes, whose share will 
erode for the first time, sliding from 9 
percent to 8 percent. The festivals, 
fairs and annual events category main­
tains its 9 percent share, while the arts 
hold steady at 6 percent. 

Forecasted dollar figures for the five 
categories are: sports, $4.55 billion; 
entertainment tours and attractions, 
$675 million; festivals, fairs and annu­
al celebrations, $578 million; causes, 
$454 million; and the arts, $413 mil­
lion. For more information call 312-
944-1727 or visit the company 's Web 
site at http://www.sponsorship.com. 

Consumers ready to pay 
for high-speed Internet 
access 

A study by The Strategis Group, 
Washington, D.C. , "High Speed 
Internet Access. A Consumer Demand 
Study," found that one in five U.S. 
homes will subscribe to high-speed 
Internet service for at least $40 a 
month when it becomes available. 
"Over 40 percent of current on-line 
users will pay $40 a month for high­
speed Internet access, while most non­
on-line homes will wait for prices to 
decline and for more compelling con­
tent to emerge," says Samuel Book, 
president of consumer research at The 
Strategis Group. 

The national survey of 500 U.S. 
households reveals that residential on­
line/Internet subscribers spend about 
six hours per week on the Internet, 
including four hours a week on the 
World Wide Web and on-line informa­
tion services. The typical on-line 
household sends and receives nine E­
mail messages a week. 

On-line households in the U.S. have 
mushroomed from under five million 
two years ago to over 17 million 
today. But higher speed is needed for 
mass market usage, and the next stage 
of Internet evolution depends on high 
speed broadband networks. 

Fewer than 150,000 homes were 
estimated to subscribe to high-speed 
services by the end of 1997. As high-
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Exact Ag_e ___. 
Income 
Gender 
New Mothers 
Elderl 
Children 
Low Incidence 
Ethnic ---------------. 
Business 
ROD 

Call for quotes or free brochure. 

~~?~~r.e~~~~ 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1327@compuserve.com 
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speed platforms come on line, espe­
cially from cable and telephone com­
panies, pent-up consumer demand for 
higher speed will result in accelerated 
growth of high-speed Internet house­
holds. The study forecasts nearly eight 
million high-speed Internet homes in 
2001, with high-speed Internet sub­
scription revenues approaching $4 bil­
lion. For more information call Melani 
Abarro at 202-530-7500. 

The wide world of 
women's sports 

In sports, American women are no 
longer content to sit on the sidelines 

4. tnnne Skating (25+ days/year) 
5. Stationary Bike (100+ days/year) 
6. Bowling (25+ days/year) 
7. Running/Jogging (100+ days/year) 
8. Slowpitch Softball (25+ days/year) 
9. RV Camping (15+ days/year) 

Manufacturers Association (SGMA), 
women are actively involved in a wide 
range of endeavors - especially fit­
ness activities (see tables). 

This information was abstracted 
from a study conducted by American 
Sports Data, Inc. This study is pre­
pared annually for the Sporting Goods 
Manufacturers Association and tracks 
participation in 62 different sports and 
activities. SGMA is a trade association 
of North American manufacturers, 
producers, and distributors of sports 
apparel, athletic footwear, and sporting 
goods equipment, is dedicated to 
increasing participation in sports and 
fostering industry growth and vitality. 
For more information call 561-842-

4100. 

Consumers 
prefer snail 
mail to E-mail 

A survey commis­
sioned by Pitney Bowes 
Mailing Systems and 
conducted by NFO 
Research, Inc. , 
Greenwich, Conn., 

10. Volleyball [Hard Surface/Grass] (25+ days/year) 

4,361 
4,074 
4,069 
3,799 
3,603 
3,210 

3,101 

found mail (fust-class 
and standard) to be the 
most preferred, most 
secure and least intru-

and cheer. They want to be a part of the 
action - crossing the finish line, 
swinging for the fences, serving aces, 
and pumping iron. 

According to a recent sports partici­
pation study by the Sporting Goods 

5. Multipurpose Home Gym (1 00+ days/year) 

6. Aerobics [Step) (100+ days/year) 

7. Basketball (52+ days/year) 

8. Running/Jogging (100+ days/year) 

9. Camping [Tent] (15+ days/year) 

10. Exercise to Music (1 00+ days/year) 

sive communication 
method of consumers when receiving 
daily messages in their home. The sur­
vey revealed that, on average, 
Americans prefer to receive everything 
from bills and personal correspon­

902 502 79.7% 

1,836 1,115 64.7% 

2,541 1,775 43.2% 

3,799 2,825 34.5% 

1,660 1,236 34.3% 

4,862 4,012 21.1 % 

dence to cata­
logues and pro­
motional material 
via mail. 

The survey 
asked U.S. con­
sumers to rank 
five communica­
tions tools by 
preference when 
receiving com-
mon comrnunica-
tions including: 
bills and invoices; 
brochures ; per-
sonal correspon-
dence; business 
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correspondence; newsletters; cata­
logues; and marketing, advertising and 
promotional information. The tools 
ranked were first-class mail, standard 
mail (formerly known as third-class 
mail), overnight delivery, fax and E­
mail. When asked which delivery 
method is most preferred, first -class 
mail received the highest score when 
rating bills and invoices (88.5 percent), 
personal (81.2 percent) and business 
(71.8 percent) correspondence. 
Consumers also felt that, based on the 
level of importance, brochures, cata­
logues and marketing materials would 
be better received via standard mail, 
with first-class mail ranking second. 

Security and degree of intrusion 
were also ranked by consumers. First­
class mail consistently ranked as both 
the most secure (confidence that the 
message will be delivered correctly and 
privately) and the least intrusive (offer­
ing recipients the most control over 
when the communication is actually 
received, opened and read) method in 
receiving communication. Overnight 
delivery ranked second as both the 
most secure and least intrusive. 

Overall, consumers ranked E-mail 
the least preferred method of receipt. It 
was also considered the least secure 
method, even by consumers with an 
Internet/E-mail address , and was 
ranked one of the most intrusive for all 
messages received. Mail was consis­
tently rated better than E-mail across 
all age groups, income categories and 
geographic locations. Thirty-six per­
cent of respondents reported they had 
an Internet or E-mail address. 

The survey was conducted through a 
mail-in study, which generated 
responses from 1,323 adult consumers 
in the U.S. The margin of error associ­
ated with the entire sample is ±2.7 per­
cent at the 95 percent confidence level. 

Benefits crucial to 
Hispanic job hunters 

A recent issue of Hispanic 
Perspective, a newsletter from Market 
Development, Inc. (MDI), San Diego, 
Calif., reports that more than a flexible 
schedule or a high income, Hispanics 
want a job that provides them with 
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health insurance and other benefits. 
"Good health and other employee 

benefits" ranked number one among 
eight job-related benefits evaluated by 
300 Hispanic adults interviewed by 
MDI in the five major Hispanic mar-

income." 
Hispanics tend to have bigger fami­

lies and, therefore, a greater concern 
with being able to provide health care 
for more members of their family. But 
these findings also suggest that U.S. 

Hispanics have a gen-

OH·ralllmportann· ofjoh BL'nl'fit-. (".,) uine interest in securing 
their family's well being 
and, accordingly, look 
for jobs that offer a 
long-term commitment 
with an employer. 

Good benefits 

Opportunities 

job security 

A high income 

Good reputation 

Close-by 

A fun environment 

Flexible hours 

kets. For U.S. and foreign-born 
Hispanics alike, "opportunities for 
advancement" and "job security" came 
next in importance, well above "high 

Clearly, among 
Hispanics, keeping a 
job, particularly one 
which offers opportuni­
ties for advancement, is 
a guarantee of a good 
future, which is why job 
security has a higher 
priority than a high 
income. Hispanics aim 
at establishing loyalty 

first and then seek compensation, 
rather than getting to the compensation 
first and then deciding whether loyalty 
is merited, a more prevalent attitude 

within the global marketplace. 
For foreign-born Hispanics, holding 

on to one job for long periods of time 
- even a lifetime- is a pattern per­
formed in their countrie of origin. 
Low job turnover makes changing jobs 
and/or relocation very unusual occur­
rence in Latin America. 

Other findings included that while 
lower-income households placed get­
ting benefits on top of their importance 
list, higher-income household placed 
more importance on other issues such 
as job security and opportunities for 
advancement. 

All job attributes were considered 
important for more than half of 
Hispanics. Overall, older Hispanics 
seem to place more importance on 
these eight attributes compared to 
younger ones. They also consider 
proximity to the job site and a pleasant 
environment more crucial than their 
younger counterparts, suggesting a set 
of job expectations more geared 
towards convenience and congeniali­
ty. For more information call 619-
232-5628. 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? I/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

• 100 line national coverage • Certified interviewers • Project bids in one hour 

• 75 Ci3/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes I/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, givei/H/R Research Group a call. We'll make sure your job's 
done right and at a cost you can live with. 

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Data Use 
continued from p. 15 

team at DBMS/COPY has had to crack the code them­
selves.) Those of you who are not familiar with, or are rusty 
about, the notion of value labels will find a description in 
the chart on page 15. Mavens can skip this explanation, but 
miss a couple of awful jokes. 

Also, DBMS/COPY cannot handle ASCII file where the 
records vary in the number of "cards" or lines of data. This 
trick is fairly difficult, though, and fortunately, the need 
only rarely arises - but still it would be a useful feature to 
have. 

If you need real "connectivity," or file translation power, 
you will find DBMS/COPY one of the great software bar­
gains of our time, at $295. You can get more information 
about this program at the SPSS Web site (www.spss.com), 
or directly from the manufacturer, Conceptual Software. 

DeltaGraph 4.0 
This program provides 1-+-i~Hod...-r 

charting and graphing 
power of the highest order. 
It has the best mix of sim-

Vertion-40<4·7/ll/97 

SMS 
SMSCo 

plicity of use, chart cus- ..._lllllllil•••••••• 
tomization, and depth of 
features of any charting/graphics package I have encoun­
tered. DeltaGraph has a long history on the Macintosh, and 
now in its Version 4.0 series (the current release is 4.04) has 
become fully compatible with Windows 95. 

Even though programs like Excel, Harvard Graphics, and 
Lotus Freelance - and SPSS itself - have strongly 
improved charting abilities, DeltaGraph has stayed several 
steps ahead. It offers o many different chart types -
grouped into "galleries" - that just browsing through its 
offerings may give you new ideas about ways to display 
data. 

Figure 1 shows a small ample from the chart gallery. In 
addition to providing many preset graph types, the program 

. Chmt Gellery 1!!1~ CJ 

P" .Scatters 

r Areas r Y:edors 

reies ~ 

- · [ Type -= . jP Stan.d.ard P Libra~ ~I 
- · K" d --------, 

[ m r. Z-D r .J.-D I 
...,.• L-----. ""-------~· ITiotOptions -

Stacked Butld-Up w/ Values PI t 1 . IN p ..:J; 
Description - -- 0 n. ew aae 

E~ch oolumn of d~t~ oorrosponds to ~ sorlos. E~oh row of J p Ayto Plot 
d•t• corresponds to • o•tegory conUinlng 1 single 
sogmontod oolumn. E~oh sogmontod oolumn sbrts ~ttho r Al:n:ays Plot All Data 
voluo whoro tho provtoussogmontod ootumn onds. r Use Sample Data ___ -..-....~ 
Option: fchart Galle IV 

allows you to customize nearly anything on a chart, and 
then save the result in the gallery. This is definitely the pro­
gram to have if you need everything "just so," down to the 
size and placement of the tick marks at the border of the 
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Watch your 
focus woups, 

not the 
technical details. 

EAST COAST 

BALTIMORE 

BOSTON 

HARTFORD 
NE\X/1-V\\/EN 

NE\X/YORK 

NORTHERNNJ 

SOUTHEAST 

ATlANTA 

FT. lAUDERDALE 

MlAMI 

TAMPA 

PUERTO RICO 

MIDWEST 

CHICAGO 

CINCINNATI 

CLEVElAND 
COLUMBUS 

DAVENPORT 

DES MOINES 
DETROIT 

MEMPHIS 

NASHVILLE 
PITTSBURGH 

SOUTHWEST 

DALLAS 
HO..ETCN 

PHOENIX 

WEST COAST 

LOS ANGELES 
SACRAtv1ENTO 

SAN DIEGO 
SAN FRANCISCO 

INTERNATIONAL 

\ JideoFocus Direct gets 
y your video conferencing 

equipment working smoothly 
and stays right with the 
project before and during the 
sessions. Some clients even 
ask us to standby at their 
office, and we're delighted to 
service them. 
Now's the time to reap the 
benefits of video conferencing 
your focus groups. We'll show 
you how to bring the entire 
team into the focus group 
process for less than the cost 
of a single airfare. 

~URT Video • rn 
SYDNEY 
TORQI\IfO 

TOKYO 
FocusDirect'M 

Fastest qrowing network of over 
50 tocus group facilities 

VlSitvvvvw.vidmfccus.cc:macai/(8CXJ)889-2430 
or(860) 563-6426 • fax(860) 529-7558 
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chart. 
Among the many nice features of this program, one that 

your author probably likes best is its ability to make scat­
terplot diagrams with labels next to the points. This feature 
works quite handily with the various types of perceptual 
maps (whether actually from discriminant analysis, corre­
spondence analysis, or whatever). You just put in the coor­
dinates and the labels, and the program does nearly all the 
terrible plotting work you once had to do by hand. You will 
have to nudge some of the labels if the chart is crowded, but 
the program makes this type of on-screen editing quite sim­
ple. 

Other useful charts rarely seen elsewhere include "x-y 
bars" and "bubble charts." In x-y bars the widths represent 
one series of numbers, and the heights another. For 
instance, you can make the widths of the bars represent the 
sizes of groups being analyzed, and the heights represent 
market shares among those groups. Unlike a simple bar 
chart, this can give you a quick visual impression of how 
much, for example, total sales volume goes into each 
group. (In the example here, the area of each bar - height 
times width - would show the proportion of volume 
accounted for by the group.) Bubble charts are useful 
because they can show both an "x-y'' position for a point 
and represent, for instance, its importance by its size. This 
can add very nicely to several types of maps. 

DeltaGraph has many analytical extra features, some of 
which have become more or less expected of a charting 
package. For instance, it can calculate and plot regression 

If THE SPEED Of YouR TABULATION 
SohwARE is slowiNG you dowN ... 

SwiTc~ To T~E PROFESSIONAL EdiTioN WiT~ STAT 
by MicROTAb, INCORpORATEd. IT's AvAilAblE Now! 

• Up To 10,000,000 (TEN MillioN) REspoNdENTs, 
• 99 CARds PER QuEsTiONNAiRE, 
• EAsily SAvE TAblEs To A SpREAdsHEET FoRMAT, 
• Now AvAilAblE ... STAT TEsTiNG ON DATA As YouR TAblEs 

ARE pRiNTEd, WiTH THE REsulTs AuTOMATicAlly INSERTEd, 
• ANd, As AlwAys, FREE TElEpHONE SuppoRT 
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500 Sun Valley Drive - Suite D-2 • Roswell, Georgia 30076 
Telephone (770)552-7856 • Fax 552-7719 

e-mail: microtab@aol.com or microtab @compuserve.com 
Visit us at: http://www.microtab.com 

Microtab is a reg istered trademark of Microtab, Incorporated 

lines and fit various types of curves (power, exponential, 
logarithmic, etc.), and calculate new data with built-in for­
mulas. More advanced features include the ability to add 
"error bars" to exact specifications (for instance, at 1.5 
standard deviations around plotted points in either or both 
directions, if you wish), and an editor specifically for equa­
tions. 

You can make a sort of a slide how with DeltaGraph 
alone, but I prefer to use it as a supplement to programs like 
PowerPoint or Excel, when they do not have enough chart­
ing power. Charts from DeltaGraph paste very nicely into 
these applications as "enhanced metafiles" which print at 
the best resolution your printer can offer. The charts also 
can be "ungrouped," and edited one element at a time, in 
PowerPoint and several other programs. DeltaGraph is par­
ticularly useful as an adjunct to these programs in part 
because, unlike them, DeltaGraph does not think it knows 
better than you when it comes to labeling. On bar charts in 
particular, DeltaGraph will include all the labels you 
request, and not skip some to satisfy its own sense of aes­
thetics. 

Of course, Delta Graph can make all sorts of astonishing, 
and sometimes mind-boggling, charts with 3-D and 3-D 
effects. Unfortunately, while these seem incredibly inter­
esting in the making, many audiences do not find them 
much fun, or highly comprehensible. It may take a little 
experience with a program this powerful to realize what an 
invitation it offers to overdo your charts. 

There are only a few features on your author's wish list 
for DeltaGraph. Salient among these is the inclusion of a 
"recently used file" list on the file menu. Nearly all 
Windows programs now have thi feature, and it certainly 
can be very handy in opening and editing recent work. 

Also, it would add to the program if the user could con­
trol the placement of labels on bar charts more closely. 
Now you have some general options like "inside," "at end" 
or "outside." The ability to specify labels' distances from 
the ends of bars would help. At the least, the program 
would work better if it made ure labels fell beyond the 
ends of 3-D bars, when you ask for them to go "outside." 

Some of DeltaGraph's charting power has found its way 
into the newest release of SPSS, but even so you likely will 
find this a remarkably versatile and useful piece of soft­
ware. It packs a tremendous amount of charting power, 
regardless of price - and at $295 looks like another excep­
tional value for the money. 

o·amond 
Diamond is the most unusual of the ....---------, 

programs discussed here. Its data visual­
ization and exploration tool not only are 
unique, but they also can prompt you to 
think about patterns in data in new ways. SPSS 
It comes from impressive original work DIAMOND-
on data visualization done at IBM's .._ ____ .. 
impressive-sounding T.J. Watson 
Research Center. It makes heavy use of color to define pat­
terns in data, and uses some di play methods that likely are 
not familiar even to advanced data analysts. At the same 
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time, though, Diamond still seems to need somewhat more 
work to reach its full potential than the other programs 
reviewed here. 

Let's start with what Diamond can do, and then move on 
to the assorted wishes for, and scattered complaints about, 
its operations. Just the list of Diamond's capabilities looks 
highly intriguing. These features include: 

• Parametric snake plots 
• Quadwise plots 
• Parallel coordinates plot 
• Triplewise plots (3-D scatterplots) 
• Fractal foam plots 
• Numerous univariate statistics 
• Numerous bivariate statistics 
• Best fit lines with "goodness-of-fit" thresholds for display 

Let's first briefly describe some of these display meth­
ods. Perhaps most intriguing, in name if nothing else, are 
fractal foam plots. This type of plot shows a special picto­
rial view of a bivariate correlation matrix. You first choose 
a variable to become the focus of the chart. This variable 
then is plotted as a large bubble at the center of the map, 
with other variables in the analysis mapped around its 
perimeter. The diameter of each bubble around the focus 
variable is proportional to the strength of their correlation. 
The shape and orientation of each bubble (i.e., its rough­
ness, tilt, and flatness) also can be used to represent uni­
variate statistics (skewness, kurtosis, and standard devia­
tion) for each variable. 

This plot allows you to view large numbers of correla­
tions quickly, and to see how variables cluster together. 
You can use these plots to check assumptions, and to 
reduce data before doing statistical tests or procedures. 
Fractal foam plots can reveal several possible problems in 
a data set, such as multicollinearity, violations of assump­
tions of normality, or correlation structures in the data set 
that do not work well with a particular type of model. 
Figure 2 shows you a sample of a fractal foam plot. Labels 
for the variables clustered around the focus appear only in 

fiC Show Scaled Bubblea 

Fanout • 6 

Depth • 4 

Default f.icture 

a space below the diagram as you move the mouse pointer 
across them - as will be discussed shortly. 

Parametric snake plots extend standard scatterplots. In 
them, the points in the scatterplot are connected in the order 
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of another variable. For instance, you can connect the scat­
ter points in order of a time variable. This allows you to see 
how relationships between two variables develop with 
respect to the third. 

Quadwise plots give a view of any two scatterplots with 
linked lines drawn between corresponding points. They 
therefore show the relationships between two pairs of vari­
ables. This can provide extra analytical power when used 
with Diamond's flexibility in assigning colors to data based 
on the numerical range in which the data falls, and in mak­
ing subsets of data based on these colors. 

Parallel coordinates plots look at the relationships across 
many variables at once. Each variable is plotted on a verti­
cal axis with lines connecting points, case by case. Again, 
these plots can work by color-coded group. You can sort 
and rearrange the axes interactively. 

Triplewise plots (3-D scatterplots) give a 3-D view of a 
scatterplot of three variables in a transparent cube. You can 
animate the display, making it spin and tilt in any direction. 

Other capabilities include numerous summary displays, 
most notably in the program's Directory window. This win­
dow (which needs a more descriptive name) holds a matrix 
of scatter plots in which each variable is plotted against 
every other variable. Histograms and cumulative his­
tograms for each variable also appear. You have the option 
of adding best-fit lines, which you can draw according to 
an adjustable goodness-of-fit threshold. (For instance, the 
lines can be set to appear only for variable pairs with an r­
value of greater than 0.25.) You can sort the plots, and 

scroll through them. The large device in the lower corner of 
Figure 3 controls the scrolling. 
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Note how the color-coding works on the slopes of the 
best-fit lines, as well as on the variables displayed them­
selves. This feature can quickly show the relationships 
among large sets of variables. This directory window by 
itself is practically worth the price of admission for the 
entire program. 

Now we move on to your author's wish (and complaint) 
list for Diamond, one that's longer than comparable sec­
tions for the other products reviewed. While it should 
appeal to fans of grousing and random criticism, I approach 
it with mild trepidation. I hope that SPSS will continue 
developing this program into the remarkable analytical tool 
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it can become, even though a fair amount of work remains. 
Perhaps most vexing are Diamond's limitations in for­

matting and modifying output. Most of the displays are 
strictly fixed in size, and do not fully use the screen at 
1,024 by 768 resolution (which is fairly tandard for 
Windows). You cannot zoom in on most of the displays. For 
instance, the "Directory" window shown in Figure 3 cannot 
be modified, except for changing the color-coding, or 
scrolling or sorting the pre- ized rows and columns. In the 
"fractal foam" display, your only way to find what the bub­
ble represent is running the mou e acros them. You can­
not even put labels onto the largest bubbles in the display 
screen. In addition, you cannot zoom in on this display­
a feature it seems to beg to have. It eludes me how this dis­
play could get into a report, or a presentation, in an intelli­
gible form- without forcing the user to scratch out labels 
with a pencil and paper, then apply them with another pro­
gram. 

Unfortunately, the "gee-whiz" aspect of the displays 
does not carry over well from the screen to paper. Saving 
the displays in the only format available (standard 
Windows metafiles, apparently) did not produce high-reso­
lution output, but rather was limited to the pixels (dots) in 
the rather small display window . The saved images did not 
come out in color, in spite of their huge file sizes (the direc­
tory window file ran to some 1.3MB). The pictures from 
Diamond in this review in fact were "finessed," using a 
dedicated screen-capture application. 

For such a visually oriented program, Diamond relies 
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heavily on use of the manual to explain what it does and 
how. Unusual for SPSS, the manual was fairly diffuse. 
Pointers for practical applications for the program are 
scarce. Worse, the authors drag out the dreaded "Fisher's 
Iris" example, which must be nearing its 70th birthday, and 
seems to show as little as possible about what you can do 
with any modern analytical procedure. 

In sum, Diamond is an intriguing application, but needs 
more work in customizing its data presentation and in its 
on-screen controls. It likely would be of most interest to 
you if your goals center on looking at data and understand­
ing it yourself- rather than on presenting your insights to 
others. This is unfortunate, because as we look at messier 
data sources, such as customer databases, we always need 
new and more powerful methods to find and display hidden 
patterns. With a little more work, Diamond could provide 
some of the needed tools. 

SPSS prices Diamond like its options, meaning that it 
could cost less if you already have other options, or if you 
buy other at the same time. If you use SPSS, you should 
call your SPSS representative to determine the price. As a 
stand-alone product, Diamond costs $395. 

SYSTAT Version 7 
SYSTAT and SPSS, for years major 

competitors, now have joined forces. 
These two general purpose statistical 
packages now share a common manu-
facturer, and have been brought more .._ ____ ..... 
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closely in line in file handling and overall appearance. 
This gives rise to two key, and highly related, questions 
about SYSTAT. First, if you already own SPSS, do you 
need SYSTAT? Second, if you don't own SPSS, could you 
use SYSTAT as your only statistical package? 

We' ll start with the first question. What does SYSTAT 
add to the analytical power you already may have in 
SPSS? After all, if you have the SPSS base product, and a 
few of the optional modules, you may feel that you have 
covered all the analytical areas you ever will need to. You 
may believe that SYSTAT offers largely the same things as 
those you have. Perhaps SPSS, Inc. plays into this percep­
tion somewhat by labeling SYSTAT a "scientific" product, 
keeping it separate from the "SPSS family." (That is , they 
seem to suggest something along the lines of, "It's really 
like SPSS, but just for people calling themselves scien­
tists.") 

While these two programs overlap in many of the basics, 
SYSTAT provides a wealth of analytical methods that add 
to those in SPSS. These programs in fact complement each 
other, in spite of the inevitable duplication involved in each 
offering a full set of statistical procedures. 

The "new feature" list for SYSTAT Version 7.0 will 
reveal most, but not all, of the important differences 
between SYSTAT and SPSS. Several of these "new fea­
tures" will be familiar to some readers as former extra-cost 
options in earlier versions of SYSTAT. Whatever their 
provenance, these include some major additions. Here's the 
list first, then a brief discussion of some of the procedures 

likely to be of more interest. 
SYSTAT Version 7.0 major new features: 

• Bootstrapping 
• Probit 
• Classification and regression trees 
• Test item analysis 
• Conjoint analysis 
• Set and canonical correlations 
• Correspondence analysis 
• Signal detection analysis 
• Logistic regression 
• Survival analysis 
• Partially ordered sets 
• Two stage least squares 
• Perceptual mapping 

Bootstrapping is not actually a "module" in SYSTAT. 
Rather it is a procedure available to use in nearly all the 
other modules. It allows you to estimate errors in coeffi­
cients and other measures that you otherwise could not. Or, 
as the SYSTAT manual states it, it produces "estimates of 
parameters in samples taken from unknown probability dis­
tributions." (And of course, there are no questions about 
this, class, are there?) 

Most notably, bootstrapping can provide the standard 
errors of coefficients from multinomial logistic regression. 
This makes bootstrapping a very useful option for analyz­
ing discrete choice modeling problems. (For the more sta-
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tistically inclined readers, bootstrapping works better than 
the [perhaps] more familiar Wald tests for the coefficients 
of nonlinear models.) You also can use bootstrapping to 
estimate the standard error of medians, the standard errors 
of Spearman correlations, and the standard errors of regres­
sion coefficients where predictors are highly intercorrelat­
ed. Bootstrapping as implemented by SYSTAT actually 
includes three related estimating procedures, more correct­
ly called jackknife, simple replacement, and (finally) boot­
strap. These procedures determine errors empirically, with 
calculations based on drawing many subsamples or subsets 
from the data set. Since you run bootstrapping procedures 
hundreds, or thousands, of times to get the required esti­
mates, plan to leave a little extra time for it. You probably 
will want to wait until just before lunch- or better, a few 
minutes before quitting time - to turn the computer loose 
on this type of problem, then check back later. (Two or 
three years from now, though - if computers continue 
increasing speed as they have- you probably will get this 
all done while you have a cup of coffee.) 

Logistic regression is perhap the biggest bonus of all 
"new" SYSTAT modules. This is an update of a formerly 
extra-cost module (called "Logit"). With this module, you 
can easily and efficiently do nearly all the analysis needed 
for discrete choice modeling. No other widely available 
program now offers a dedicated module designed to do this 
form of analysis. (I would like to note here that you can 
force or trick SAS into doing the required analysis, and the 
SAS Institute Web site provides some remarkable papers 
by Warren Kuhfeld showing exactly what you need to do. 
Also, when I stated in an earlier review that SPSS could not 
do the required multinomial logit analysis, a Very Alert 
Reader [Keith Crum of IntelliQuest] quickly pointed out 
that you can in fact cajole the SPSS Cox-Regression pro­
cedure to give you an answer in a similar way. For most 
readers, though, this definitely will remain Something Not 
to Try at Home, especially because SPSS does not offer 
program-specific guidelines like the ones from SAS.) 
Finally, Sawtooth Software also offers the CBC program, 
which is an all-in-one type of olution, handling everything 
from setting up the problem to gathering the data and doing 
the analysis. CBC, though, ha a serious limitation in that 
you cannot analyze any product with more than six attrib­
utes. Also, you need to accept CBC's underlying analytical 
model, in which brand is treated as an attribute. Some users 
may not care for this lack of flexibility. 

In any event, you can analyze discrete choice modeling 
problems directly with the SYSTAT logistic regression 
module. You can handle multinomiallogit and related mod­
eling procedures of very large size - so you do not need to 
worry about running up against limitations in the number 
of attributes, levels or choices you test. SPSS has trapped 
and resolved a few bugs that sometimes emerged in earlier 
versions of this module, and it now appears to run perfect­
ly well. . 

I have only a few scattered wishes for this module. 
Principally among these, it does not directly support testing 
for "Independence of Irrelevant Alternatives" (or IIA). 
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Multinomial logit (and related methods) require that this 
assumption not be violated, to produce reliable estimates. 
Doing this type of testing without any automation in the 
program is both time-consuming and difficult. (Here is a 
place where I would very much like an Alert Reader to 
write in with a simple solution.) Fortunately, IIA rarely gets 
violated in real-world applications, though. The absence of 
this feature, then, while regrettable, will not critically injure 
most analyses. 

Another wish concerns the manual itself. 
Uncharacteristically for SYSTAT, the manual seems a little 
diffuse. Even very experienced readers may find the 
descriptions somewhat unclear, in terms of what you need 
to do to structure the data for each of the logit variations. 
The manual really needs very explicit instructions, in brief 
(even bulleted) form, on how to make sure the data is set up 
properly. You can figure this out with some experimenta­
tion now, but the manual could go further in explaining this 
key area. Also, you will find no discussion that helps in set­
ting up and using the procedure as it is most often applied 
in marketing and market research. 

Doing market-share simulations remains time-consum­
ing and cumbersome. You are really better off building your 
own simulator that makes use of the output, or finding 
somebody who knows how to do this. 

In spite of these reservations, this module can truly add 
crucial analytical power to the procedure you can find in 
SPSS and other widely available PC-based packages. 

Classification and Regression Trees also is an update of 

another former extra-cost SYSTAT module: the familiar 
(perhaps) CART program. This program has many excel­
lent features for constructing and testing classification 
trees, using both CHAID and CART (or as SYSTAT now 
calls it, "C&RT"). Unfortunately, this sophistication in 
developing models apparently brings a limitation: the pro­
gram only can make two-way splits in the tree diagram. 
(More formally, it can do only "bifurcation.") At the risk of 
disputing a point with Leland Wilkinson (the driving force 
behind SYSTAT, and doubtless one of the 50 smartest peo­
ple in the Western hemisphere), building classification trees 
based only on two-way splits cannot be exactly equivalent 
to building trees in which many-way splits are possible. 
Perhaps most important, correct statistical testing for 
many-way splits must use different methods from the test­
ing used for two-way splits. (Yes, I have a citation. If you 
care and want to know, please contact me.) The upshot of 
all this is that, in my experience, classification trees based 
solely on two-way splitting at times may obscure, or even 
miss, some useful patterns in the data. (Now that I've said 
this, you may fire at will.) 

Please note, though, that the type of tree-building used in 
this module has become almost mandatory in certain types 
of medical research, where the goals are somewhat differ­
ent from those related to marketing. Finally, classification 
tree analysis provides so many strong benefits, in both 
understanding and analysis of information, that anybody 
who works with data really needs to have some program 
that does this competently. For many, the SYSTAT module 
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Conjoint Analysis is perhaps not quite what you would 
expect, and certainly is different from the conjoint module 
in SPSS. This is actually a general-purpose modeling pro­
gram that will fit additive models to data that you cannot 
measure with more specialized conjoint models. You can, 
for instance, fit trade-off models to data that does not come 
from experimental designs. This program can address the 
question of whether this type of model could fit, once you 
have data that was not collected with a standard conjoint 
procedure. As such, it could work as a useful supplement 
to the standard conjoint methods more familiar to some 
readers. 

The various mapping procedures in Perceptual Mapping 
and Correspondence Analysis include a wide variety of 
procedures for representing and plotting data multidimen­
sionally. If you already have the SPSS Categories module, 
you still should find some new approaches and features in 
SYSTAT. In addition, the discussions of mapping in the 
SYSTAT manual go into greater depth then those in the 
fairly slender SPSS Categories booklet. 

Most of the other new procedures either seem highly 
similar to those in SPSS, or just seem to get fairly sporadic 
use in market research and allied fields. (I'll apologize in 
advance if I just insulted your personal pet procedure.) 
Some of these methods look like they could get more appli­
cation. For instance, signal detection, used mainly in psy­
chological experiments, might be a useful analytical tool 
where you have an overall rating, an actual response, and 
specific rating items. If any of you have explored this pos-
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sibility already, it might make an interesting article for this 
very column in another issue. 

Now, we will move, at last, to the second question. Could 
you use SYSTAT as your only analytical program? 
Certainly, SYSTAT offers a wide enough range of features 
to cover many needs. In addition to the "new" features, 
SYSTAT has all of these analytical methods: 

• Analysis of variance 
• Linear regression 
• Correlations, distances, and similarities 
• Loglinear models 
• Descriptive statistics 
• Multidimensional scaling 
• Design of experiments 
• Nonlinear regression 
• Discriminant analysis 
• Nonparametric tests 
• Factor analysis 
• Path analysis (structural equation modeling) 
• Frequencies and cross tabulation 
• T-tests for means 
• General linear models 
• Time series 

Note in particular that the SYSTAT path analysis (struc­
tural equation) module included in the program has plenty 
of features and power. It even has a name of its own: 
RAMONA. (RAMONA is another one of those .long 

acronyms, standing for "reticular action model or near 
approximation." Anyhow, it does structural equations. Now 
you know.) RAMONA does not have the graphical 
Windows-type interface, and consequent ease of generating 
output, that you will find in the SPSS add-on module, 
AMOS. (AMOS, another happy acronym, stands for analy­
sis of moment structures) . Analytically, though, you should 
find RAMONA thoroughly top-notch. 

The differences between SYSTAT's RAMONA and 
SPSS' AMOS exemplify the differences between the two 
main programs. SYSTAT remains somewhat more com­
mand-oriented than SPSS, meaning you may type a little 
more, and probably look in the manual more if you are not 
familiar with parts of the program. SYSTAT's command 
language is logical, concise, and easy to use, but if you 
have not seen it yet, or have not used it for a while, you will 
need to take a few minutes to learn (or re-learn) its work­
ings. 

SYSTAT's analytical output is still text, not the nicer­
looking "table objects" you get with most procedures in 
SPSS. This also means you cannot paste the output from 
SYSTAT directly into a spreadsheet program-where it 
neatly becomes cells you can manipulate or format-as 
you can with SPSS output. You usually also get somewhat 
more control over the contents of the output with SPSS, 
although most of the larger SYSTAT modules have gone 
well beyond the old days, when you could ask only for 
"short" or "long" (and sometimes "medium.") SYSTAT's 
charting and graphing capabilities have always been excel-
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lent, though, and remain so in this release. Now many 
charting features are available from handy menus and 
check -boxes, as well. 

SYSTAT has one advantage over SPSS: price. Before we 
discuss this, you should recall that statistical analysis pro­
grams, selling as they do to a small, select audience (i.e., 
you), cost quite a bit more than programs like Excel and 
Word Pro. That said, you get everything in SYSTAT for just 
under $1,000, which is quite a bit less than assembling the 
comparable modules in SPSS. 

I have only one major request for SYSTAT. I wish the 
program would incorporate "progress meters" into its dis­
play screen, similar to those that appear in SPSS. These are 
little displays letting you know how far the program has 
gone in the analysis at hand. Especially if you are running 
computationally intensive procedures, like logistic regres­
sion, you want to know that the PC is busily working on the 
problem - and not frozen. 

Overall, then, if you need the latest developments in 
Windows-related features, including output, displays, and 
menu-based controls, you still will want SPSS as your main 
statistical analysis program. If you use the program only 
occasionally, and want to get up to speed quickly, then 
SPSS again is the logical choice. If you are a more experi­
enced user, and want the absolute maximum in analytical 
bang for the buck, then SYSTAT would be the better prod­
uct for your needs. As suggested earlier, though, if you 
want a truly remarkable range of analytical tools, and your 
budget can tolerate it, go for both. 
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Scarcely go wrong 
If any of these programs meets your analytical needs, 

you scarcely can go wrong by choosing it. As a reviewer 
of software, I can tell you that it i very gratifying to con­
clude a review in this way. Not too long ago, computer 
programs in general did far fewer things than you hoped 
they would, and many others that you wished they would 
not. 

In summary, then: DBMS/COPY now has become about 
as speedy, comprehensive, and powerful a file-tran lation 
program as you can find. DeltaGraph provides tremendous 
charting and graphing capabilities, and remains my pro­
gram of choice for times when programs like Excel or 
PowerPoint just don't have enough power to get the job 
done. SPSS Diamond offers unique data visualization and 
exploration capabilities. It needs some work to become 
more useful for presenting insights (as well as finding 
them), and I hope SPSS will continue developing this very 
promising program. SYSTAT provide a tremendous range 
and depth of analytical procedures, and remarkable chart­
ing and graphing abilities. Even users of SPSS will find 
many useful features in this program adding to those they 
now have. All of these programs could make highly useful 
additions to your analytical armamentarium. 0 

You can get more information on SPSS products at their Web site: 
www.spss.com. You will find more in-depth information on DBMS/COPY at 
www.conceptual.com. You can contact Steven Struhl (with questions or 
random compliments) at SMStruhl@aol.com, or in care of Quirk's 
Marketing Research Review. 

With a network of data collection facilities 

around the country, the personal service of 

an owner/operator at every location and a 

full range of support services, AIM, 

Assistance In Marketing, is your single 

source for fielding more consistent, 

targeted qualitative research. If you're 

ready to take AIM on more efficient, 

effective data collection, call ... 

1-888-4AIMFIRE 

www.quirks.com Quirk's Marketing Research Review 



Product & Service Update 
continued from p. 8 

takes about three minutes to answer. 
Once completed, the patient drops the 
postcard into a mailbox and it is 
returned, postage paid, to HealthLink 
America. 

Once the last survey is distributed, 
HealthLink allots two week for the 
surveys to be completed and mailed 
back. Data processing begins imme­
diately with results being sent to the 
provider within 48 hours of data com­
pilation. (Note: survey results can be 
sent to the network administrator, if 
requested.) The surveys may be used 
by practices/providers once a year, 
semi-annually, quarterly or monthly, 
whichever the provider prefers. 

Costs of the Rx: VS4 survey range 
in price from $229 to $499, depend­
ing upon survey cycle, number of 
providers participating, and number 
of times per year the survey will be 
presented. All prices are all-inclusive, 
meaning that each provider package 
includes: individual provider profiles 
as well as comparative national 
norms, processing, postage and 200 
questionnaires. Shipping charges are 
additional. For more information call 
Rebecca Booth at 317-573-2553 or 
rbooth@ rumbadirect.com. 

Mexican omnibus now 
available 

Kormos, Harris & Associates, Inc., 
Toledo, Ohjo, is conducting a quarter­
ly research omnibus of Mexico in 
conjunction with Trendex Mexico, a 
Mexico City-based research firm. The 
Trendex Mexico Quarterly Omnibus 
is based on 3,906 personal interviews 
conducted quarterly with different 
samples of adult Mexicans (ages 14-
65) in 10 cities. For more information 
call Randy Harris at 419-531-1366. 

Firm measures 
technology market 
leadership 

Cunningham Communication, Inc., 
a Palo Alto, Calif., public relations 
agency, has introduced Momentum 
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Management - a leadership posi­
tioning methodology that is based on 
a comprehensive market survey of 
how technology customers define and 
perceive market leadership. 

Cunningham has surveyed over 
2,000 buyers of technology products 
and services in the United States over 
the past year in building the 
Momentum Management methodolo­
gy. As a result, Cunningham has cre­
ated a statistical model for measuring 
market leadership that allows technol­
ogy companies to assess their com-

petitive strengths and weaknesses. 
Using the Momentum Management 

methodology, Cunningham has inde­
pendently assessed the market posi­
tions of more than a dozen industry 
leaders, including Adobe, Apple, 
AT&T, Canon, Cisco, Hewlett­
Packard, Intel, Intuit, Kodak, MCI, 
Microsoft, Oracle, Polaroid, Sprint 
and Xerox. 

Based on its market research, 
Cunningham has learned that technol­
ogy customers define leadership 
around 35 specific attributes that 
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ExPert "i<feoc,on~erenGing 
at one low, kourly rate. 

So, call OS. 
1-800-288-8226 

VIDEOCO NFE RENCIN G ALLI AN CE NETWORK 

Your D"nDrts· at GrouptJet: 
Atlanta: jackson Associates, Inc. Minneapolis: Focus Market Research, Inc. 
Baltimore: Chesapeake Suneys, Inc. Philadelphia: Group Dynamics in Focus, Inc. 
Boston: Perfonnance Plus, Boston Field & Focus Phoenix: Focus Market Research, Inc. 
Charlotte: Leibowitz Market Research Associates San Diego: Taylor Research 
Chicago Dmmtmm: National Data Research. Inc. San Francisco Dmmtmm: Nichols Research. Inc. 
Chicago Suburban: National Data Research, Inc. San Francisco Suburban: Nichols Research, Inc. 
Cincilmati: QFact Marketing Research, Inc. San jose: Nichols Research, Inc. 
Demer: AccuData Market Research Seattle: Consumer Opinion Senices, Inc. 
Detroit: M.O.R.-PACE St. Louis: Superior Suneys of St. Louis, Inc. 
Houston: Opinions Unlimited, Inc. Stamford: Focus First America 
Indianapolis: Herron Associates, Inc. Tampa: The Herron Group of Tampa, Inc. 
Los Angeles Encino: Adept Consumer Testing Washington, D.C.: Shugoll Research, Inc. 
Los Angeles Beverly Hills: Adept Consumer Testing 
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Name Creation: Best New Product Branding 

~ Name Testing. 

For Information Contact: John P. Hoeppner 

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

e-mail: namequest @ aol.com 

llalnl':! Qul':!st ® 
The Science of Name Creation 

• 
INTELLIGENT 

HOICE 
TO-FIND 

INFORMATION 

Business Intelligence Associates 
provides clients with business 

lntellgence beyond mere 
lnlorma IL we•re experts in 

locating and obtaining hard-to-find 
Information that•s customized for 
r• bus·ness. Quickly and 

cost effectively. 

Our services include 
Industry analysis, company 
proUIIng, product/service 

ass&ssn.ij competitive analysis, 
trend monitoring, and key 

Issue identification. 

Our techniques for 
gathering information from 

primary and secondary 
resources rely on knowing how 

to tap e knowledge and 
experl•e of our information 

and expert networks. 

BUSiNESS 
~ I : i i 3 ! ! tCj 3 : (3 ~ 
ASSOCIATES 

4021 FAIRFAX DRIVE 
COLUMBUS, OHIO 43220 

(814) 459-0515 • FAX (814) 459-0514 
http:/ /www.bizintell.com 
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define a company's mass, speed and 
direction - the fundamental charac­
teristics of momentum. The attributes 
that define leadership companies 
include: "has products and services 
essential to stay competitive"; "is in a 
category attractive to investors"; 
"attracts early adopters"; and "has 
technologies that are consistently rev­
olutionary." 

Cunningham established a partner­
ship with San Francisco-based 
Socratic Technologies to perform 
fieldwork and validation on 
Momentum Management surveys. For 
more information call Sue Earabino at 
617-374-4248. 

Quantime updates 
Quancept 

Quantime Corp., New York, has 
released an update of its telephone 
interviewing software, Quancept 
CATI 7e5. The new release includes: 
enhanced facilities for multilingual 
interviewing; improved support for 

OBJECTIVE: 

tracking studies, including different 
regions; options for creating different 
data formats, such as single and 
multi-coded ASCII files; a sampling 
algorithm which simplifies sample­
based quotas by eliminating unneces­
sary dialing of the sample; additions 
to the scriptwriting language; refined 
project timings, accounting facilities 
and fixes to the automated testing fea­
ture; and more user-friendly inter­
viewing and supervisory interfaces. 
For more information call 212-44 7-
5300 or visit the company's Web site 
at http://www.quantime.com. 

New Hispanic market 
study 

Strategy Research Corp., Miami, is 
now offering its "1998 U.S. Hispanic 
Market Study," which provides 1998 
population estimates, demography, 
language use, market characteristics, 
socioeconomic modeling, accultura­
tion and cultural components, media 
habits , shopping habits , sports mar-

Answers to sampling questions for better survey design. 

551 SOLUTION: 
Graham Hueber (Vice President of Ketchum Public 
Relations) - "SSI account executives give me research counsel 
first. They answer my questions because I need an answer, not 
because it's an opportunity to sell more sample. And, honestly, I 
know I can call to first discuss a bizarre problem and then be 

provided with creative solutions that I 

www.quirks.com 

may not have even considered." 

Call SSI for sampling solutions 
at 203-255-4200 or send e-mail 
to info@ssisamples.com. 

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

Partners with survey 
researchers s ince 1977 
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keting, product usage and market and 
buying power information for the Top 
50 U.S. Hispanic markets. For more 
information call 305-649-5400. 

VIS offers audience 
response system 

Vistacom Information Services, a 
new professional services firm in 
Plymouth Meeting, Pa. , is now offer­
ing information gathering systems, 
including audience response technol­
ogy. The company's Stadia system 
includes audience keypads, a laptop 
computer, and a video projection sys­
tem. Its wireless, digital keypads use 
radio frequency technology and its 
software runs in a Windows environ­
ment. Companies have the option to 
rent, lease or purchase the Stadia sys­
tem. For lease or rental contracts, 
Vistacom engineers will be on hand to 
operate the system. Training is 
offered with all purchases. For more 
information call Scott Casey at 610-
940-1744. 

Web bureau for Bellview 
WEB users 

Pulse Train Technology has set up a 
Web bureau to provide a way for 
research companies to conduct sur-

veys over the Internet. The bureau 
will put up surveys for interviewing to 
be carried out using Pulse Train's new 
Web data collection software, 
Bellview WEB. Respondents can then 
log into Pulse Train's Web server 
using any compatible browser, such 
as Internet Explorer or Netscape 
Navigator, and carry out the Interview 
over the Internet. Surveys are set up 
for Bell view WEB using Pulse Train's 
QSL scripting language (or using 
Visual QSL, the company's Windows 
survey design package) so that the 
new software is compatible with other 
data collection products in the 
Bellview range. This also means that 
options such as full logic and data 
checking, rotation and randomization 
and substitution of text during an 
interview are all supported. Images 
can also be included to aid response 
and make the interview a more enjoy­
able experience. For more informa­
tion call Hank Copeland at 561-842-
4000 or visit the company's Web site 
at http://www. ws.pipex.com/ptt. 

MOCK JURIES 
Over 35 Years Experience 

Focus Groups of 
Cleveland Survey Center 
Two Suites with one-on-one suite 

Also Pre-recruiting Specialists 

Video Conferencing 
2 Summit Park Dr., Suite 225, Independence, OH 44131 

Call: 1-800-9 50-9010 or 1-216-642-8883 
Fax: 1-440-461-9525 or 1-440-642-8876 
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MRCPH®NE 
Specialists in Small 
Sample Surveys and 
Focus Group Recruiting 

101 Convention Ctr. Drive, Suite1 005 
Las Vegas, NV 89109 
Fax: (702) 734-7598 

Phone (702) 734-7511 
E-mail: research@ MRCGroup.com 

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
Twenty-eight line phone center 

with 20 CRT stations for computer as­
sisted interviewing, and nationwide 
market coverage, with bilingual inter­
viewers available. 

Specially designed 3200 square 
feet, free standing focus group facil­
ity. Large 20' X 20' conference room, 
two level viewing room (seats 15), full 
kitchen, audio, video, expert recruit­
ing, one-on-ones, executive, profes­
sional, medical, Hispanic recruiting a 
specialty. "Se habla Espanol". 

Permanent mall facility also 
available in the region's largest mall. 

Call Linda Adams 
Owner and Director 

(915) 591-4777 
FAX (915) 595-6305 
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listed below are names of companies specializing in qualitative research moderating. Included are contact personnel, 
addresses and phone numbers. Companies are listed alphabetically and are also classified by state and specialty for 
your convenience. Contact publisher for listing rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, 
MN 55423. Phone 612-854-5101/ fax 612-854-8191. 

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 Circle S., Ste. 130 
San Diego, CA 92108 
Ph. 619-566-3269 
Fax 619-295-6645 
E-mail: JAMRC@aol.com 
Contact: Jeff Anderson 
"Blending Art With Science. " Member 
ORCA/AMA. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 1 00 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Contact: Dr. Sandra M.J. Wong 
Oua/./Ouant. -Cantonese, Mandarin, 
Japanese, Korean, Viet., Tagalog, Etc. 
US & Inti. 

AutoPacific, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-6306 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: karxprt1 @ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1300 Groups Moderate & Recruit. 

BAIGioballnc. 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Innovative & Standard Approaches 
To Qual. Research. 

Best Practices Research 
Div. Meridian Business Resources, Inc. 
27140 Colo Hwy. 7 4 
Evergreen, CO 80439 
Ph. 303-670-7989 
Fax 303-670-7226 
Contact: Ron Riley 
Since 1983. F-1 000 Client List. 
Innovative. Solid 
Interviewing/Analysis. ORCA. 

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 
Automated 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. 

Burr Research/Reinvention 
Prevention 
4760 Fremont St. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr, FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services 
Consulting. 30+ Yrs. Experience. 

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 
Finest In Focus Grp. Prep., Mod. & 
Analysis. 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, Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail: campos@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 271 03 
Ph. 910-765-1234 
Fax 91 0-765-11 09 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Marketing Research, 
State-of-the-Art Facilities. 

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

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/in 
dex.html 
Contact: Paul L. Colburn 
Extensive Pharma Industry 
Experience, Focus Groups. 

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

Cunningham Research Associates 
2828 W. Parker Rd. , Ste. 8202 
Plano, TX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasrch@aol.com 
Contact: Mark W. Cunningham 
Qual. & Quant. Rsch. : Consumer, 
Advg., Bus./Bus., Hi-Tech. 

Daniel Associates 
49 Hill Rd., Ste. 4 
Belmont, MA 02178 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http://www.earthlink.net/-sdaniel 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 
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Data & Management Counsel, Inc. The Dominion Group Marketing Fader & Associates Greenleaf Associates, Inc. 
P.O. Box 1609 I 132 Commons Ct. Research & Consulting, Inc. 372 Central Park W., Ste. 7N 470 Boston Post Rd. 
Chadds Ford, PA 19317 8229 Boone Blvd., Ste. 710 New York, NY 1 0025 Weston, MA 02193 
Ph. 610-459-4700 Vienna, VA 22182 Ph. 212-749-3986 Ph. 617-899-0003 
Fax 610-459-4825 Ph. 703-848-4233 Fax 212-749-4087 Contact: Dr. Marcia Nichols Trook 
E-mail: WZL4DMC@aol.com Fax 703-848-9469 Contact: Susan Fader Nat'/.1/nt'/. Clients. Specialty: New 
Contact: Bill lift-Levine Contact: Catherine Hinton Focus Groups/1-0n-1s/ln Broad Products, Direct Mktg., Publishing. 
Extensive Experience In Domestic & Full Service Marketing Research. Range Of Cat. & New Prod. 
International Qualitative Research. Health Care & Pharmaceuticals. Grieco Research Group, Inc. 

First Market Research Corp. 850 Colorado Blvd., Ste. 203C 
Decision Analyst, Inc. Doyle Research Associates, Inc. 656 Beacon St., 6th floor Los Angeles, CA 90041 
604 Ave. H East 919 N. Michigan/Ste. 3208 Boston, MA 02215 Ph. 213-254-1991 
Arlington, TX 76011 -3100 Chicago, IL 60611 Ph. 800-FIRST-11 (347-7811) Fax 213-254-3465 
Ph. 817-640-6166 Ph. 312-944-4848 Fax 617-267-9080 E-mail: GRGINC@aol.com 
Fax 817-640-6567 Fax 312-944-4159 E-mail: mpriddy@ziplink.net Contact: Joe Grieco 
E-mail: 
jthomas@decisionanalyst.com 

E-mail: jodra@aol.com http://www. fi rstmarket.com Marketing and Advertising 

http://www.decisionanalyst.com 
Contact: Kathleen M. Doyle Contact: Jack M. Reynolds Focus Groups. 

Contact: Jerry W Thomas 
Full Svc. Qual. Five Staff Moderators. Health Care, Physicians, Advertising, 

Depth Motivation Research. National Varied Expertise. Financial Services. guskey & heckman, research 
cnslts. 

Firm. 
D!R/S HealthCare Consultants First Market Research Corp. Duquesne Univ., School of Business 

Decision Drivers 3127 Eastway Dr., Ste. 105 2301 Hancock Drive Pittsburgh, PA 15282 

197 Macy Rd . Charlotte, NC 28205 Austin, TX 78756 Ph. 412-396-5842 

Briarcliff, NY 10510-1 017 Ph. 704-532-5856 Ph. 800-FIRST-TX (347-7889) Fax 412-396-4764 

Ph. 914-923-0266 Fax 704-532-5859 Fax 512-451-5700 E-mail: guskey@duq3.cc.duq.edu 

Fax 914-923-3699 Contact: Dr. Murray Simon E-mail: jheiman@firstmarket.com Contact: Dr. Audrey Guskey 

Contact: Sharon Driver Specialists in Research with http://www. fi rstmarket.com Full Svc., University Affiliations, Mkt. 

Actionable Results To Drive Your Providers & Patients. Contact: James R. Heiman Strategies. 

Market Decisions. High Tech, Publishing, 
The Eisenmann Group Bus.-To-Bus., Telecommunications. Hammer Marketing Resources 

The Deutsch Consultancy 734 W. Willow St. 179 Inverness Rd. 

1500 N.W. 49th St. , Ste. 532 Chicago, IL 60614 linda Fitzpatrick Research Svcs. Severna Pk. (Balt./D.C.), MD 21146 

Ft. Lauderdale, FL 33309 Ph. 312-255-1225 Corp. Ph. 41 0-544-9191 

Ph. 954-938-9125 Fax 312-255-1226 102 Foxwood Rd. Fax 410-544-9189 

Fax 954-771-5214 E-mail: EGroup@juno.com West Nyack, NY 1 0994 E-mail: bhammer@gohammer.com 

E-mail: bideutsch@advize.com Contact: Audrey Eisenmann Ph. 914-353-4470 Contact: Bill Hammer 

Contact: Barry Deutsch Productive Groups, Incisive Reports, Fax 914-353-44 71 25 Years Experience - Consumer, 
Quality Service. http://www. fitzpatrickmarketing .com Business & Executive. 

Dialectics Inc. Contact: Linda Fitzpatrick 
340 Minorca Ave ., Ste. 4 Elrick and lavidge Since 1985, Expert In Pat Henry Market Research, Inc. 

Coral Gables, FL 33134 1990 Lakeside Parkway Marketing/Group Dynamics. 230 Huron Rd. N.W., Ste. 100.43 

Ph. 305-461-0544 Tucker, GA 30084 Cleveland, OH 44113 

Fax 305-461 -0564 Ph. 770-621-7600 Focus Plus, Inc. Ph. 216-621-3831 

E-mail: dialectics@shadow.net Fax 770-621-7666 79 5th Avenue Fax 216-621-8455 

http:/ /www.shadow. net/ - dialectics E-mail : elavidge@atl.mindspring.com New York, NY 1 0003 Contact: Mark Kikel 

Contact: Deborah Biele http://www.elavidge.com Ph. 212-675-0142 Luxurious Focus Group Facility. 

Energy/Finance/Transportation/Travel! Contact: Carla Co/lis Fax 212-645-3171 Expert Recruiting. 

Education. Full-Service National Capability. E-mail: focusplus@msn.com 
Contact: John Markham Hispanic Market Connections, Inc. 

Direct Feedback Erlich Transcultural Consultants Impeccable Cons. & B-B 5150 El Camino Real, Ste. D-11 

4 Station Square, Ste. 545 21241 Ventura Blvd ., Ste. 193 Recruits/Beautiful New Facility. Los Altos, CA 94022 

Pittsburgh, PA 15219 Woodland Hills, CA 91364 Ph. 415-965-3859 

Ph. 412-394-3676 Ph. 818-226-1333 Focused Solutions Fax 415-965387 4 

Fax 412-394-3660 Fax 818-226-1338 907 Monument Park Cir., Ste. 203 Contact: M. Isabel Valdes 

Contact: Tara Hill Conroy E-mail: Etcethnic@aol.com Salt Lake City, UT 841 08 Foe. Grps., Door-to-Door, Tel. 
Bus.-To-Bus/Consumer/Recruit/ Contact: Andrew Erlich, Ph.D. Ph. 801-582-9917 Studies, Ethnographies. 
Moderate/Report. Full Svc. Latino, Asian, African Amer., Contact: Bill Sartain 

Amer. Indian Mktg. Rsch. 30+ yrs. Exp.; 2500+ Groups with Hispanic Marketing 

Directions Data Research U.S. & International Goods & Serv. Communications Research/Div. of 

1111 Northshore Dr. Essential Resources H&AMCR, Inc. 

Knoxville, TN 37919-4046 P.O. Box 781 John Fox Marketing Consulting 
1301 Shoreway Rd., Ste. 100 

Ph. 423-588-9280 Livingston, NJ 07039 260 Northland Blvd. , Ste. 308B 
Belmont, CA 94002 

Fax 423-588-9280 Ph. 973-740-0255 Cincinnati, OH 45246 
Ph. 650-595-5028 

Fax 973-7 40-0267 Fax 650-595-5407 
E-mail: Rbryant@directionsdata.com 

E-mail: essresou@idt.net 
Ph. 513-771-3699 E-mail: gateway@hamcr:com 

Contact: Rebecca Bryant 
Contact: L. Mundo 

Fax 513-772-5369 http://www.hamcr.com 
Full Service: Medical/New 

Foe. Grps., Mod., /Dis, Surveys, 
E-mail: JonFoxMktg@aol.com Contact: Dr. Felipe Korzenny 

Product/PR/Exec./Child/Teen. 
Secondary Rsch., Cl. 

Contact: John Fox Hisp. Bi-Ung.!Bi-Cult Foe Grps. Anywhere 
Ex-P&Ger With Mktg. Focus. Also In U.S. Or Latin AmerJQuan. Strat Cons. 

Dolobowsky Qual. Svcs., Inc. 
FacFind, Inc. 

Does One-on-Ones. 
94 Lincoln St. Kenneth Hollander Associates 

Waltham, MA 02154 6230 Fairview Rd. , Ste. 108 GraffWorks Marketing Research 3490 Piedmont Rd., #424 

Ph. 781-647-0872 Charlotte, NC 28210 1 0178 Phaeton Dr. Atlanta, GA 30305 

Fax 781-647-0264 Ph. 704-365-8474 Eden Prairie, MN 55347 Ph. 404-231-4077 

E-maii:Reva· Dolobowsky@worldnet .att.rB: Fax 704-365-87 41 Ph. 612-829-4640 
Fax 404-231-0763 

Contact: Reva Dolobowsky E-mail: facfind@aol.com Fax 612-829-4645 
Contact: Bob Briggs 

Experts In Ideation & Focus Contact: Tracey Snead Contact: Carol Graff 
Located In Heart Of Buckhead. 

Groups. Formerly with Synectics. Varied, Affordable Southern Custom Marketing Research & New 
Generalists. Business Development Consulting. 
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Horowitz Associates Inc. Bart Kramer & Associates Market Navigation, Inc. 
1971 Palmer Avenue 440 Wood Acres Dr. Teleconference Network Div. MedProbe™, Inc. 
Larchmont, NY 10538 East Amherst, NY 14051-1668 2 Prel Plaza 600 S. Hwy. 169, Ste. 1410 
Ph. 914-834-5999 Ph. 716-688-8653 Orangeburg, NY 10962 Minneapolis, MN 55426-1218 
Contact: Howard Horowitz Fax 716-688-8697 Ph. 914-365-0123 Ph. 612-540-0718 
CableNideo Marketing- E-mail: krame[associates@worldnet.att.net Fax 914-365-0122 Fax 612-540-0721 
Programming-Telecommunications- Contact: Barton J. Kramer E-mail: Ezukergo@mnav.com Contact: Asta Gersovitz, Pharm.D. 
Internet. Design/Execution Of New/Improved http://www.mnav.com MedProbe Provides Full Quali(ative & 

Product Research. Contact: Eve Zukergood Advanced Quantitative Market In Focus Consulting 
Med., Bus. -to-Bus., Hi-Tech, lndust., Research Including SHARECASJSM & 2327 Blueridge Ave. Lachman Research & Mktg. Svces. Ideation, New Prod., Tel. Groups. SHAREMAPM. Menlo Park, CA 94025 29341/2 Beverly Glen Cir. , Ste. 119 

Ph. 415-854-8462 Los Angeles, CA 90077 
Market Research Associates Michelson & Associates, Inc. Fax 415-854-4178 Ph. 310-474-7171 
2082 Business Center Dr. , Ste. 280 1900 The Exchange, Ste. 360 E-mail : echardon@compuserve.com Fax 310-446-4758 

Contact: Elena Chardon-Pietri, Ph.D. E-mail: rflachman@aol.com Irvine, CA 92612 Atlanta, GA 30339 
Bilingual, Eng. & Spanish, Qual. & Contact: Roberta Lachman Ph. 714-833-9337 Ph. 770-955-5400 
Quant. Rsch., Wide Rng. lndus./Mkts. Advg. & Mktg. Foe Grps and One-on- Fax 714-833-2110 Fax 770-955-5040 

Ones. Cons./ Business-to-Business. Contact: Barbara Fields E-mail: focus@onramp.net 
Irvine Consulting, Inc. Customized, Creative Research http://www.michelson.com/research 
2207 Lakeside Drive Leichliter Associates Mktg. Rsch./ Designed For Actionable Findings. Contact: Mark L. Michelson 
Bannockburn, IL 60015 Idea Development Much More Than Moderation 
Ph. 847-615-0040 P.O. Box 788 FOR Station Marketing Advantage Rsch. Cnslts., Nat'/. Fuii-Svc. Quai./Quant. 
Fax 847-615-0192 New York, NY 1 0150-0788 Inc. 
E-mail : DBSG96A@prodigy.com Ph. 212-753-2099 2349 N. Lafayette St. MindSearch 
Contact: Ronald J. Irvine Fax 212-753-2599 Arlington Heights, IL 60004 272 Whipple Rd . 
Pharm/Med: Custom Global E-mail: leichliter@aol.com Ph. 847-670-9602 Tewksbury, MA 01876 Quan./Qua/. Res. & Facility. Contact: Betsy Leichliter Fax 847-670-9629 Ph. 978-640-9607 

JRH Marketing Services, Inc. 
Innovative Exploratory Rsch./ldea E-mail: mjrichards@aol.com Fax 978-640-9879 
Development. Offices NY & Chicago. Contact: Marilyn Richards E-mail: msearch@ziplink.net 29-27 41st Ave. (Penthouse) 

New Product Development/Hi- Contact: Julie Shay/or New York, NY 11101 Lieberman Research Worldwide Tech/Multimedia/Telecomm. Direct Marketing, Sm. Bus., Ph. 718-786-9640 1900 Avenue of the Stars Bus./Bus., Execs./Profs. Fax 718-786-9642 Los Angeles, CA 90067 
E-mail: 72114.1500@compuserve.com Marketing Matrix, Inc. 
Contact: J. Robert Harris II 

Ph. 310-553-0550 
2566 Overland Ave. , Ste. 716 Francesca Moscatelli Fax 310-553-4607 

Founded 1975. Check Out The Rest E-mail : kgentry@lrw-la.com Los Angeles, CA 90064 506 Ft. Washington Ave ., 3C 
But Use The Best! Contact: Kevin Gentry Ph. 310-842-8310 New York, NY 10033 

20+ Yrs. Custom Quai./Quant. Market Fax 310-842-7212 Ph. 212-7 40-2754 
Just The Facts, Inc. Research Solutions. E-mail: mmatrix@primenet.com Fax 212-923-7949 
P.O. Box 365 Contact: Marcia Selz E-mail: romanaaa@aol.com 
Mt. Prospect, I L 60056 Low + Associates, Inc. Foe. Grps., In-Depth lntvs. & Surveys Contact: Francesca Moscatelli 
Ph. 847-506-0033 (Formerly Nancy Low & Assoc., Inc.) For Financial Svce. Companies. Latino Bi-Lingual/Bi-Cultural Groups; 
Fax 847-506-0018 5454 Wisconsin Ave. , Ste. 1300 ORCA Member. 
E-mail: JTFacts@islandnet.com 

Chevy Chase, MD 20815 Markinetlcs, Inc. http://www.just-the-facts.com 
Ph. 301-951-9200 P.O. Box 809 The New Marketing Network Contact: Bruce Tincknell 
Fax 301-986-1641 Marietta, OH 45750 225 W. Ohio St. We Find The Factsfs Fuii-Svc., Camp. 
E-mail: research@lowassociates.com Ph. 614-374-6615 Chicago, I L 6061 0-4119 

Intel., Mktg. Cnsltg. Actionable 
Contact: Nan Russell Hannapel Fax 614-37 4-3409 Ph. 312-670-0096 

Results. 
Health/Fin./Cust. Sat. Upscale FG E-mail: coleman@markinetics.com Fax 312-670-0126 

Kerr & Downs Research Facility. Recruit from MD, DC, No. VA. Contact: Donna Coleman E-mail: NewMktg@aol.com 
Contact: Priscilla Wallace 

2992 Habersham Dr. 
Macro International 

Custom Primary Research, All Qual. Creative, Strategic and Results 
Tallahassee, FL 32308 & Quant. Methods. Oriented Moderator. 
Ph. 850-906-3111 11785 Beltsville Dr. 

Fax 850-906-3112 Calverton, MD 20705-3119 MCC Qualitative Consulting Northwest Research Group, Inc. Ph. 301-572-0200 E-mail: PD@kerr-downs.com 
Fax 301-572-0999 100 Plaza Dr. 400 1 08th Ave ., N.E., Ste. 200 

http://www.kerr-downs.com 
E-mail: halverson@macroint.com Secaucus, NJ 07094 Bellevue, WA 98004 

Contact: Phillip Downs Ph. 201 -865-4900 or 800-998-4777 Ph. 206-635-7481 
Master Moderator - The Moderator Contact: Lynn Halverson 

Fax 201-865-0408 Fax 206-635-7 482 
Makes or Breaks a Focus Group. Large Staff of Trained Moderators 

Contact: Andrea Schrager E-mail : ethertn@nwrg.com Available in Many Areas. 
Insightful, Innovative, lmpactful, http://www.nwrg.com 

KidfactssM Research 
Market Access Partners Action-Oriented Team Approach. Contact: Jeff Etherton 

3331 W. Big Beaver Rd ., Ste. 114 Facilities, Moderating, Full-Service 
Troy, Ml 48084 Genesee Center One Market Research. 
Ph. 248-816-6772 602 Park Point Dr., Ste. 100 Meczka Marketing/Rsch./Cnsltg., Inc. 

Fax 248-816-6772 Golden, CO 80401 5757 W. Century Blvd ., Lobby Level 
Outsmart Marketing 

Contact: Dana Blackwell Ph. 800-313-4393 Los Angeles, CA 90045 2840 Xenwood Ave. 
Qual. & Quan: Specialty Kids/Teens. Fax 800-420-8193 Ph. 31 0-670-4824 Minneapolis, MN 55416 
Prod./Pkg./Advtg. Contact: Mary C. Goldman Fax 310-410-0780 Ph. 612-924-0053 

Specialists In New Prod. Deve., Contact: Anthony Diaz Contact: Paul Tuchman 
Knowledge Systems & Research, Medical, Hi-Tech, Executive. Quai./Quant. Rsch. 25 Yrs. Exp. Full-Service Nationwide Research. 
Inc. Recruit & Facility. 
500 South Salina St. , Ste. 900 Market Development, Inc. Perception Research Services, Inc. 
Syracuse, NY 13202 600 B St., Ste. 1600 Medical Marketing Research, Inc. One Executive Dr. 
Ph. 315-470-1350 San Diego, CA 92101 1201 Melton Ct. Ft. Lee, NJ 07024 
Fax 315-471-0115 Ph. 619-232-5628 Raleigh, NC 27615 Ph. 201-346-1600 
E-mail: HQ@krsinc.com Fax 619-232-0373 Ph. 919-870-6550 Fax 201-346-1616 
http://www.krsinc.com E-mail: lnfo@mktdev.com Fax 919-848-2465 E-mail : prseye@aol.com 
Contact: Lynn Van Dyke http://www. info@mktdev.com E-mail: 1 03677 .1312@compuserve.com http://www.prsresearch.com 
Full Svce. All Expertise In-House. Contact: Laurie Elliot 

Contact: George Matijow Contact: Joe Schurtz 
Strategic Foe. Bus. to Bus. Alllnds. U.S. Hisp./Latin Amer., Offices In NY, 

Specialist, Medicai/Pharm. 20 yrs. Expertise In Packaging & 
Mexico City. 

Healthcare Exp. Direct/Internet Marketing. 
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Strategy Research Corporation V & L Research and Cnsltg., Inc. 
Performance Research Pamela Rogers Research 100 N.W. 37 Avenue 655 Village Square Dr., Ste. 101 
25 Mill St. 2759 Fourth St. Miami, FL 33125 Stone Mountain, GA 30083 
Newport, Rl 02840 Boulder, CO 80304 Ph. 305-649-5400 Ph. 404-298-0139 
Ph. 401-848-0111 Ph. 303-443-3435 Fax 305-649-6312 Fax 404-298-0026 
Fax 401-848-011 0 Fax 303-443-3621 E-mail: strategy@icanect.net E-mail: VLResearch@mindspring.com 
E-mail: focus@performanceresearch. com E-mail: rogela@aol.com http://www. icanect. net/strategy Contact: Dydra Virgil 
http://www.performanceresearch.com Contact: Pamela Rogers Contact: Be/kist Padilla African-Amer. Mod. - Focus Grps./1-
Contact: William Doyle Adver., Med., TeleCom., New Prod. Serving All U.S. Hispanic Markets & on-1s. Fuii-Svc. : Design, Mod., Report. 
Corporate Sponsorship Of Major Grps./1-1 's Since 1985. Latin America. 
Sports And Special Events. Valley Research, Inc. 

Paul Schneller - Qualitative Sunbelt Research Associates, Inc. 1800 S.W. Temple, Ste. A226-1 
QS&A Research & Strategy 300 Bleecker St. , 3rd fl. 1001 N. U.S. One, Ste. 310 Salt Lake City, UT 84115-1851 
5367 Anvil Court New York, NY 1 0014 Jupiter, FL 33477 Ph. 801-467-4476 
Fairfax, VA 22030 Ph. 212-675-1631 Ph. 561-7 44-5662 Fax 801-487-5820 
Ph. 703-502-7611 Contact: Paul Schneller Contact: Barbara L. Allan E-mail: dennis.valley@aros.net 
Fax 703-502-0467 

Full Array: Ads/Pkg Gds/Rx/B-to-B/ 20+ Years Exp.; Business & http: ww.valley-research.com 
E-mail : SarahF49@aol.com 

Ideation (14+ Years). Consumer Studies; Nat'/. & lnt'l. Exp. Contact: Dennis L. Guiver 
http://www.worldweb.net/-strategy/ 30 Yrs. Exp. Ortek 
Contact: Sarah Fulton Sundberg-Ferar, Inc. Discrete/Continuous System. 
Three Moderators. Executive and SIL: Worldwide Marketing Services 4359 Pineview Dr. 
Depth Interviews. 7601 N. Federal Hwy., Ste. 205-B Walled Lake, M I 48390-4129 Widener-Burrows & Associates, Inc. 

Boca Raton, FL 33487 Ph. 248-360-5596 130 Holiday Ct., Ste. 108 
Qualitative Applied Research Ph. 561-997-7270 Fax 248-360-6900 Annapolis, MD 21401 
20808 Aspenwood Ln. Fax 561-997-5844 E-mail: indesign@sundbergf.com Ph. 410-266-5343 
Gaithersburg, MD 20879 E-mail: sil@siltd.com http://www.sundbergf.com Fax 41 0-841 -6380 
Ph. 301-670-9320 http://www.siltd.com Contact: Ron Cieri E-mail: WBandA@aol.com 
Fax 301-670-0696 Contact: Timm Sweeney Prod. Design & Development; Qual. Contact: Dawne Widener-Burrows 
E-mail : QARESEARCH@aol.com Qualitative Specialists Since 1983. Rsch. Serv. & Facility. Four Moderators on Staff Spec. in 
Contact: Suzanne M. Beck Business-to-Business & Health Care, Fin. Svcs., Adv. Rsch. 
Cons./Bus. Focus Grps. - Adv./New International. Target Market Research Group, Inc. 
Prod. Dev./Telecom. - QRCA/MRA. 4990 S.W. 72 Ave ., Ste. 110 Susan M. Williams Research & 

Research Connections, Inc. James Spanier Associates Miami, FL 33155-5524 Discovery USA 

414 Central Ave. 120 East 75th St. Ph. 800-500-1492 5300 Ridgeview Circle #8 

Westfield , NJ 07090 New York, NY 10021 Fax 305-661-9966 El Sobrante, CA 94803 

Ph. 908-232-2723 Ph. 212-472-3766 E-mail: martin_cerda@tmrgroup.com Ph. 510-222-9515 

Fax 908-654-9364 Contact: Julie Horner http://www.tmrgroup.com Fax 510-758-7582 

http://www.researchconnections.com Focus Groups And One-On-Ones In Contact: Martin Cerda E-mail: swillims@pacbell.net 

Contact: Amy J. Yoffie Broad Range Of Categories. Hispanic Quai./Quant. Research- Contact: Susan Williams 

Online Foe. Grps., Naf!Jinfl., Rec. Online National Capability. 17 Years Medical: Drs./PharmDs 

by Phone or Internet Panel, Web Sfte Eva/. Spiller & Reeves Research 
IRNs/Patients/Mgd. Care. 

Thorne Creative Research 

Research Data Services, Inc. 
950 S. Tamiami Trail, #208 Eastview Technology Center Wolf/Aitschui/Callahan, Inc. 

600 S. Magnolia Ave ., Ste. 350 
Sarasota, FL 34236 350 Main St. , 231 60 Madison Ave. 
Ph. 941-954-3367 White Plains, NY 10604 New York, NY 1 001 0 Tampa, FL 33606 Fax 941-951-1576 

Ph. 813-254-2975 Ph. 914-328-5859 Ph. 212-725-8840 

Fax 813-254-2986 
E-mail: Killinme@aol.com Fax 914-328-3729 Fax 212-213-9247 

E-mail : KlagesMktg@aol.com Contact: Kendall Gay E-mail: ginat@compuserve.com Contact: Judi Lippert 

Contact: Walter Klages, Ph.D. Medical/Pharmaceutical, Agriculture Contact: Gina Thorne Senior Moderators - 25 Years 

Full Service Qualitative & Quantitative & Veterinary. Sensitive Issues/Actionable Results Experience. 

Market Research. QRCA Member. With Kids, Teens, and Hi-Tech. 
Strategic Focus, Inc. Yarnell, Inc. 

Research Options, Inc. 6456 N. Magnolia Ave. Treistman & Stark Marketing, Inc. 110 Sutter St. , Ste. 811 
90 Rockland St. Chicago, IL 60626 Two University Plaza, Ste. 301 San Francisco, CA 94104 
Hanover, MA 02339 Ph. 312-973-4729 Hackensack, NJ 07601 Ph. 415-434-6622 
Ph. 617-826-7511 Fax 312-973-0378 Ph. 201-996-0101 Fax 415-434-0475 
Fax 617-826-7 433 E-mail: DonaJ@aol.com Fax 201-996-0068 E-mail: SYarneii@Yarnell-
E-mail: dave@researchoptions.com Contact: Dona Vitale E-mail : tsmi@carroll.com Research.com 
http://www.researchoptions.com Creative Insights for Contact: Joan Treistman Contact: Steven M. Yarnell, Ph.D. 
Contact: David Hoyle Mktg./Advertising Strategy. ENVISION™, Other Approaches For New Product Development & 
Exp. In Health, Fitness & Sports- Creative Insight. Positioning. HW/SW Companies. 
Related Industries. 

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

California 
Alexander + Parker 
Jeff Anderson Mktg. Rsch. 
Consulting 
Asian Marketing 

Communication Research 
AutoPacitic, Inc. 
David Binder Research 
Erlich Transcultural Consultants 
Grieco Research Group, Inc. 
Hispanic Market Connections 
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Hispanic Marketing 
Communication Research 

In Focus Consulting 
Lachman Research & Marketing Svces. 
Lieberman Research Worldwide 
Market Development, Inc. 
Market Research Associates 
Marketing Matrix, Inc. 
Meczka Mktg./Rsch./Cnsltg., Inc. 
Susan M. Williams Rsdl. & DisroJery USA 
Yarnell, Inc. 

Colorado 
Best Practices Research 
Cambridge Associates, Ltd. 
Market Access Partners 
Pamela Rogers Research 

Florida 
The Deutsch Consultancy 
Dialectics Inc. 
Kerr & Downs Research 
Research Data Services, Inc. 

SIL: Worldwide Marketing Services 
Spiller & Reeves Research 
Strategy Research Corporation 
Sunbelt Research Associates, Inc. 
Target Market Research Group, Inc. 

Georgia 
Elrick and Lavidge 
Kenneth Hollander Associates 
Michelson & Associates, Inc. 
V & L Research and Cnsltg. , Inc. 
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Illinois Michigan Knowledge Systems & Research, Inc. guskey & heckman, research cnslts. 

C&R Research Services, Inc. Milton I. Brand Marketing Consultant Bart Kramer & Associates 

Doyle Research Associates KidFactsSM Research Leichliter Assoc. Mktg. Rsch./ldea Dev. Rhode Island 
The Eisenmann Group Sundberg-Ferar, Inc. Market Navigation, Inc. Performance Research 

Francesca Moscatelli Irvine Consulting, Inc. 
Minnesota Paul Schneller - Qualitative Tennessee Just The Facts, Inc. 

Leichliter Assoc. Mktg. RschJidea Dev. Cambridge Research, Inc. 
James Spanier Associates Directions Data Research 
Thorne Creative Research Marketing Advantage Rsch. Cnslts. GraffWorks Marketing Research Wolf/Aitschui/Callahan, Inc. Texas The New Marketing Network MedProbe™, Inc. 

Strategic Focus, Inc. Outsmart Marketing North Carolina Cunningham Research Associates 
Decision Analyst, Inc. 

Maryland New Jersey CB&A Market Research First Market Research Corp. (Heiman) 
Colburn & Associates Hammer Marketing Resources Essential Resources D/R/S HealthCare Consultants Utah Low + Associates, Inc. MCC Qualitative Consulting 

Macro International Perception Research Services, Inc. 
FacFind, Inc. Focused Solutions 

Qualitative Applied Research Research Connections, Inc. 
Medical Marketing Research, Inc. Valley Research, Inc. 

Widener-Burrows & Associates, Inc. Treistman & Stark Marketing, Inc. Ohio Virginia 
Massachusetts New York John Fox Marketing Consulting The Dominion Group Mktg. Rsch. 
Daniel Associates BAIGiobal Inc. 

Pat Henry Market Research, Inc. QS&A Research & Strategy 
Dolobowsky Qual. Svcs., Inc. Decision Drivers 

Markinetics, Inc. 

Rrst Market Research Corp. (Reynolds) Fader & Associates Pennsylvania Washington 
Greenleaf Associates, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Burr Research/Reinvention 
Mind Search Focus Plus, Inc. Campos Market Research, Inc. 

Prevention 
Research Options, Inc. Horowitz Associates, Inc. CJRobbins 

Consumer Opinion Services 
JRH Marketing Services, Inc. Data & Management Counsel, Inc. 

Northwest Research Group, Inc. Direct Feedback 

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

ADVERTISING Strategy Research Corporation Fader & Associates Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Jeff Anderson Mktg. Rsch. Consulting First Market Research Corp. (Heiman) 
Best Practices Research ASIAN Linda Fitzpatrick Rsch. Svcs. Corp. COMPUTERS/MIS 
David Binder Research Pat Henry Market Research, Inc. C&R Research Services, Inc. 
Milton I. Brand Marketing Consultant Asian Marketing Just The Facts, Inc. Cambridge Associates, Ltd. 
C&R Research Services, Inc. Communication Research Knowledge Systems & Research, Inc. Daniel Associates 
Cambridge Associates, Ltd. Asian Perspective, Inc. Lieberman Research Worldwide Fader & Associates 
Cambridge Research, Inc. Data & Management Counsel, Inc. Markinetics, Inc. First Market Research Corp. (Heiman) 
CJRobbins Erlich Transcultural Consultants MCC Qualitative Consulting 

Greenleaf Associates, Inc. 
Decision Drivers Paul Schneller - Qualitative 

Leichliter Assoc. Mktg. RschJidea Dev. 
Dolobowsky Qual. Svcs., Inc. ASSOCIATIONS Yarnell, Inc. 

Marketing Advantage Rsch. Cnslts. 
Erlich Transcultural Consultants Low+ Associates, Inc. CABLE James Spanier Associates 
Fader & Associates Yarnell, Inc. 
Rrst Market Research Corp. (Reynolds) AUTOMOTIVE Creative & Response Svces., Inc. 
Kenneth Hollander Associates CONSUMERS Lieberman Research Worldwide AutoPacific, Inc. CHILDREN 
Outsmart Marketing C&R Research Services, Inc. Best Practices Research 
Performance Research Erlich Transcultural Consultants C&R Research Services, Inc. e&R Research Services, Inc. 
Paul Schneller - Qualitative Matrixx Marketing-Research Div. Doyle Research Associates Consumer Opinion Services 
Qualitative Applied Research Perception Research Services, Inc. Fader & Associates Decision Drivers 
Strategy Research Corporation Greenleaf Associates, Inc. The Eisenmann Group 
Treistman & Stark Marketing, Inc. BIO-TECH Just The Facts, Inc. Greenleaf Associates, Inc. 
V & L Research and Cnsltg., Inc. Irvine Consulting, Inc. 

KidFactssM Research Pat Henry Market Research, Inc. 
Lieberman Research Worldwide Widener-Burrows & Associates, Inc. Market Navigation, Inc. Macro International Just The Facts, Inc. 

Wolf/Aitschui/Callahan, Inc. MedProbe, Inc. Matrixx Marketing-Research Div. Knowledge Systems & Research, Inc. 

Medical Marketing Research, Inc. Outsmart Marketing Macro International 
AFRICAN-AMERICAN Thorne Creative Research Marketing Advantage Rsch. Cnslts. 

Erlich Transcultural Consultants BUS.-TO-BUS. 
JRH Marketing Services, Inc. Access Research, Inc. COMMUNICATIONS CORPORATE 
V & L Research and Cnsltg., Inc. BAIGiobal Inc. RESEARCH SPONSORSHIP 

AGRICULTURE 
Best Practices Research 

Access Research, Inc. Performance Research 
C&R Research Services, Inc. 

Cambridge Associates, Ltd. Cambridge Associates, Ltd. Cambridge Associates, Ltd. 
CUSTOMER 

Cambridge Research, Inc. Cambridge Research, Inc. Performance Research 

Campos Market Research, Inc. QS&A Research & Strategy SATISFACTION 
ALCOHOLIC BEV. Consumer Opinion Services 

COMPUTERS 
BAIGiobal Inc. 

C&R Research Services, Inc. 
Data & Management Counsel, Inc. Best Practices Research 
The Deutsch Consultancy HARDWARE David Binder Research Perception Research Services, Inc. Direct Feedback Elrick and Lavidge 
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Fader & Associates Marketing Matrix, Inc. Francesca Moscatelli Colburn & Associates 
guskey & heckman, research Matrixx Marketing-Research Div. Strategy Research Corporation D/R/S HealthCare Consultants 

consultants MCC Qualitative Consulting Target Market Research Group, Inc. Pat Henry Market Research, Inc. 
Low+ Associates, Inc. James Spanier Associates Matrixx Marketing-Research Div. 
Markinetics, Inc. Widener-Burrows & Associates, Inc. HI-TECH MedProbe™, Inc. 
QS&A Research & Strategy 

FOOD Greenleaf Associates, Inc. Medical Marketing Research, Inc. 
Research Data Services, Inc. Market Navigation, Inc. QS&A Research & Strategy 

PRODUCTS/NUTRITION Research Connections, Inc. Paul Schneller - Qualitative 
DIRECT MARKETING Alexander + Parker Perception Research Services, Inc. Susan M. Williams Rsch. & Disc. USA 

BAIGiobal Inc. BAIGiobal Inc. Thorne Creative Research 
MODERATOR TRAINING Best Practices Research C&R Research Services, Inc. 

Greenleaf Associates, Inc. CJRobbins HOUSEHOLD Cambridge Associates, Ltd. 
MindSearch Greenleaf Associates, Inc. PRODUCTS/CHORES Macro International 
Perception Research Services, Inc. Just The Facts, Inc. 

KidFactssM Research Paul Schneller- Qualitative MULTIMEDIA 
DISCRETE Leichliter Assoc. Mktg. Rsch./ldea Dev. 

IDEA GENERATION Marketing Advantage Rsch. Cnslts. 
CHOICE/CONJOINT Macro International 

The New Marketing Network Analysis Research Ltd. NATURAL HEALTH Yarnell , Inc. Outsmart Marketing BAIGiobal Inc. 
Perception Research Services, Inc. Best Practices Research CARE/REMEDIES 

DISTRIBUTION Paul Schneller - Qualitative C&R Research Services, Inc. Focused Solutions 
Burr Research/Reinvention Cambridge Associates, Ltd. 

Prevention FOOTWEAR Dolobowsky Qual. Svcs., Inc. NEW PRODUCT DEV. 
GraffWorks Marketing Research Best Practices Research Doyle Research Associates Jeff Anderson Mktg. Rsch. Consulting 

Elrick and Lavidge BAIGioballnc. 
EDUCATION HEALTH & BEAUTY John Fox Marketing Consulting Best Practices Research 
Cambridge Associates, Ltd. PRODUCTS 

Just The Facts, Inc. Milton I. Brand Marketing Consultant 
Greenleaf Associates, Inc. Leichliter Assoc. Mktg. Rschlldea Dev. C&R Research Services, Inc. 
Just The Facts, Inc. BAIGiobal Inc. Matrixx Marketing-Research Div. Cambridge Associates, Ltd. 
Marketing Advantage Rsch. Cnslts. Qualitative Applied Research Paul Schneller- Qualitative CJRobbins 

Paul Schneller - Qualitative Daniel Associates 
ELECTRONICS Thorne Creative Research IMAGE STUDIES Data & Management Counsel , Inc. 

Leichliter Assoc. Mktg. Rschlldea Dev. HEALTH CARE 
Cambridge Associates, Ltd. Dolobowsky Qual. Svcs., Inc. 

Doyle Research Associates 

ENTERTAINMENT Alexander + Parker INDUSTRIAL Elrick and Lavidge 
Jeff Anderson Mktg. Rsch. Consulting First Market Research Corp. (Heiman) Fader & Associates 

Performance Research David Binder Research Market Navigation, Inc. First Market Research Corp. (Heiman) 
Colburn & Associates Greenleaf Associates, Inc. 

ETHNOGRAPHIC Directions Data Research INSURANCE Kenneth Hollander Associates 

RESEARCH Dolobowsky Qual. Svces., Inc. Just The Facts, Inc. 
The Dominion Group Mktg. Rsch. Burr Research/Reinvention KidFactssM Research 

Alexander + Parker D/R/S HealthCare Consultants Prevention Bart Kramer & Associates 
Elrick and Lavidge Erlich Transcultural Consultants Leichliter Assoc. Mktg. Rsch./ldea Dev. 

EXECUTIVES Erlich Transcultural Consultants Low + Associates, Inc. Lieberman Research Worldwide 
BAIGiobal Inc. The Eisenmann Group Market Access Partners 
C&R Research Services, Inc. First Market Research Corp. (Reynolds) INTERACTIVE PROD./ Marketing Advantage Rsch. Cnslts. 
Decision Drivers Irvine Consulting, Inc. SERVICES/RETAILING The New Marketing Network 
Dolobowsky Qual. Svcs., Inc .. Knowledge Systems & Research, Inc. 

Leichliter Assoc. Mktg. Rschlldea Dev. 
Outsmart Marketing 

Fader & Associates Lieberman Research Worldwide Qualitative Applied Research 
First Market Research Corp. (Heiman) Low+ Associates, Inc. Research Connections, Inc. Paul Schneller - Qualitative 
John Fox Marketing Consulting Macro International Spiller & Reeves Research 
Marketing Advantage Rsch. Cnslts. Market Access Partners INTERNET Sundberg-Ferar, Inc. 
Paul Schneller - Qualitative Market Navigation, Inc. Knowledge Systems & Research, Inc. 
Strategy Research Corporation Matrixx Marketing-Research Div. Research Connections, Inc. NON-PROFIT 

MedProbe™, Inc. David Binder Research 
FINANCIAL SERVICES Medical Marketing Research, Inc. INTERNET SITE DEV. Doyle Research Associates 
Jeff Anderson Mktg. Rsch. Consulting 

Research Options, Inc. 
Perception Research Services, Inc. Performance Research 

BAIGiobal Inc. Spiller & Reeves Research 

Best Practices Research Strategy Research Corporation 
INVESTMENTS OBSERVATIONAL 

Burr Research/Reinvention V & L Research and Cnsltg. , Inc. 
Doyle Research Associates 

Prevention Widener-Burrows & Associates, Inc. The Deutsch Consultancy 

C&R Research Services, Inc. Susan M. Williams Rsch. & Disc. USA 

Cambridge Associates, Ltd. LATIN AMERICA ON-LINE FOCUS 
Cambridge Research, Inc. HISPANIC Best Practices Research GROUPS 
The Deutsch Consultancy Data & Management Counsel , Inc. Market Development, Inc. Research Connections, Inc. 
Dolobowsky Qual. Svcs., Inc. Erlich Transcultural Consultants Thorne Creative Research 
Elrick and .Lavidge Hispanic Market Connections, Inc. MANUFACTURING 
The Eisenmann Group Hispanic Marketing Best Practices Research PACKAGED GOODS Fader & Associates Communication Research 
Rrst Market Research Corp. (Reynolds) In Focus Consulting BAIGiobal Inc. 
Lieberman Research Worldwide Lieberman Research Worldwide MEDICAL PROFESSION Best Practices Research 
Low + Associates, Inc. Market Development, Inc. Cambridge Associates, Ltd. C&R Research Services, Inc. 
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CJRobbins 
Doyle Research Associates 
Just The Facts, Inc. 
Thorne Creative Research 

PACKAGE DESIGN 
RESEARCH 
Perception Research Services, Inc. 
Treistman & Stark Marketing, Inc. 

PANELS 
Greenleaf Associates, Inc. 

PARENTS 
Fader & Associates 

PET PRODUCTS 
Cambridge Research, Inc. 

PHARMACEUTICALS 
BAIGiobal Inc. 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Colburn & Associates 
The Dominion Group Mktg. Rsch. 
D/R/S HealthCare Consultants 
Kenneth Hollander Associates 
Irvine Consulting, Inc. 
Macro International 
Market Navigation, Inc. 
MCC Qualitative Consulting 
MedProbe™, Inc. 
Medic.al Marketing Research, Inc. 

QS&A Research & Strategy 
Paul Schneller - Qualitative 
Spiller & Reeves Research 
Susan M. Williams Rsch. & Disc. 
USA 

POLITICAUSOCIAL 
RESEARCH 
Cambridge Associates, Ltd. 
Francesca Moscatelli 

POSITIONING 
RESEARCH 
Paul Schneller - Qualitative 

PUBLIC POLICY RSCH. 
David Binder Research 
Cambridge Associates, Ltd. 
JRH Marketing Services, Inc. 

PUBLISHING 
Best Practices Research 
Cambridge Associates, Ltd. 
The Eisenmann Group 
First Market Research Corp. 
(Heiman) 
Greenleaf Associates, Inc. 
Lieberman Research Worldwide 
Marketing Advantage Rsch. Cnslts. 

RETAIL 
Pat Henry Market Research, Inc. 
Knowledge Systems & Research, 

Inc. 
Leichliter Assoc. Mktg. Rsch./ldea 
Dev. 
Lieberman Research Worldwide 
MCC Qualitative Consulting 

SENIORS 
Fader & Associates 

SERVICES 
guskey & heckman, research con­
sultants 

SMALL BUSINESS/ 
ENTREPRENEURS 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Leichliter Assoc. Mktg. Rsch./ldea 
Dev. 
MindSearch 
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. 

-------L-----------t TEACHERS 

iN A 

ARE you cAuql-lr 

ti ~~~~'!'STORM 
~~ ofwoRk? 

LET MICROTAB RESCUE you ... 
From New York City to Los Angeles, Microtab provides the 

Standard of Excellence in tables. Whether you need occasional 

data entry or weekly tabulations with coding and graphs, you'll 

have peace of mind when you work with the most customer­

focused tabulation experts in the business. You'll get a break 

from the turbulence- and our surprisingly low prices will keep 

your budget grounded in reality. 

Don't get carried away by the demands of your growing business. 
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Call us today! 

500 Sun Valley Drive - Suite 0-2 • Roswell , Georgia 30076 
Telephone (770) 552-7856 • Fax (770) 552-771 9 

e-mail: microtab@aol.com or microtab@compuserve.com 
Visit us at http://www.microtab.com 

Microtab is a reg istered trademark of Microtab, Incorporated 

Greenleaf Associates, Inc. 

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

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

TELECONFERENCING 
Cambridge Research, Inc. 

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

TELEVISION 
Best Practices Research 

TOURISM/HOSPITALITY 
QS&A Research & Strategy 
Research Data Services, Inc. 

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

TRANSPORTATION SER­
VICES 
Low + Associates, Inc. 
Markinetics, Inc. 
Strategic Focus, Inc. 

TRAVEL 
Best Practices Research 
Cambridge Associates, Ltd. 
Greenleaf Associates, Inc. 
Performance Research 
Research Data Services, Inc. 
James Spanier Associates 

UTILITIES 
Cambridge Associates, Ltd. 
Fader & Associates 
Knowledge Systems & Research, Inc. 

WEALTHY 
The Deutsch Consultancy 
Strategy Research Corporation 

YOUTH 
Fader & Associates 
Macro International 
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Research Industry News 
continued from p. 12 

ba ed in Atlanta. A strategic partner­
ship between the three companies has 
been in effect for several years, but 
plans to consolidate PVR and TRS 
into the core business were only 
recently completed. Terms of the 
agreement were not disclo ed. 

Thinkinc@ mindspring.com. 

Marketing Evaluations has 
opened its own Web site at 
http://www.qscores.com. Information 
and samples of the company's Q 
Score services, such as TVQ, 
Performer Q and Kids Q, are shown 
in detail. 

Atlanta-based Equifax has signed 

provider of electronic banking soft­
ware to independent financial institu­
tions. 

Audits & Surveys Worldwide, 
New York, and London-based Kantar 
Media Research are forming ASW­
Simmons Magazine Metrics, a joint 
venture partnership to expand the 
Primary and Total Audience Survey , 
a recently released magazine 
research service developed by ASW. Polaris Marketing Research, a letter of intent to acquire Goldleaf 

Atlanta, has moved to new facilities Technologies, Inc., of Hahira, Ga., a 
toaccommodateaddedpersonneland ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

a larger telephone interviewing cen­
ter. The new addre s is 359 East 
Paces Ferry Rd. N.E., Ste. 250, 
Atlanta, Ga., 30305. The phone num­
ber remain 404-816-0353, 888-816-
8700, and fax 404-816-0352. 

Migliara/Kaplan Associates, an 
Owings Mills, Md., research firm, 
has reorganized into a newly-formed 
multi-divisional structure whose cor­
porate goal is to match area of pe­
cialization with key target audiences. 
The new structure has three divisions: 
the Core business, International, and 
Consumer Healthcare. To effect the 
change, Jeffrey Whittle a sumes the 
title of chief operating officer of the 
Core bu iness ; Harris Kaplan, execu­
tive vice president, will head the 
International Division , and Sheryl 
Olitzky, senior vice president, will 
direct Consumer Healthcare in addi­
tion to her responsibilities in the Core 
business. 

The Marketing Research 
Association has moved to 1344 Silas 
Deane Highway, Ste. 306, P.O. Box 
230, Rocky Hill, Conn., 06067-0230. 

John W. Turner and Pat M. Snyder 
have opened What They Think, 
Inc. , a full-service research and con­
sulting firm. The company will have 
two offices: 4060 Peachtree Rd ., Ste. 
D430, Atlanta, Ga. , 30319, phone 
770-604-9123 , fax 770-352-9219; 
and 5039 Hillsboro Pike, 166 
Jefferson Sq. , Nashville, Tenn., 
37215, phone 615-383-4446, fax 
615-463-0602. E-mail: 

March 1998 www.quirks.com 

Weputyouin 
with all the 

right people. 

Some focus group facilities think close is good enough. 
When you hire us, you get just plain right: 

Right recruits, right room, right location ... and right attitude. 
1997 Impulse Survey respondents said 

we have the Best Recruiting in San Francisco. 
We'd love to show you why ... 
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Classified Ads 
SCAN YOUR OWN SURVEYS WITH 

REMARK OFFICE OMR! 
e Recognizes "bubbles", "checkboxes", barcodes 
e Works with common document scanners 
e Works with forms you create 
e Outputs to any database or statistical package 
e Easy to use Windows product (Windows 3.1, 95, NT) 

Download. a free demo http://www.PrincipiaProducts.com 
1506 McDaniel Drive 
West Chester, PA 19380 
1-800-858-0860 or 61 0-429-1359 
Fax: 610-430-3316 

Verbatim Blaster~ .. 
automatic coding of open-ended responses 

StatPac Inc. (612) 925-0159 http://www.statpac.com 

STAT 
PAC 

~ 
GOLD 

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

StatPac Inc. 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Tel:" (612) 925-0159 Fax: (612) 925-0851 

Names of Note 
continued from p. 10 

vice president education; Jerry Lopes, vice president 
research; Robert Norris, vice president membership; 
Edward Seipp, treasurer; Michael Gantt, secretary. 

Digital Marketing Services, Inc., Dallas, has appointed 
George Harmon senior vice president, research services 
and Shelly Bracken senior director, business development. 
Previously Harmon was with Dairy Management, Inc. 
Bracken was manager of integrated marketing information 
for J.C. Penney Company's consumer research department. 

Robert Edquist has joined C.J. Olson Market Research, 
Inc., Minneapolis, as data collection manager. Previously 
he was with Nordhaus Research, Inc. 

Emily Mulvihill has been named project manager at 
Aragon Consulting Group, St. Louis. In addition, the firm 
has awarded internships to Jennifer Vonderheid and Alan 
Caldwell. 
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V I~S U A l The easiest. most powerful way 
to collect data interactiuely 

VISUAL Q FEATURES 

• DBM, CAP!, ~~~~----------~ 
CAT! modes 
of interviewing 

• Skip patterns, .~ ['-
grouping and ~~~~~~;; 
piping 

• Pre-defined 
scales and answer 
controls for quick 
development and 
flexibility 

Call now for more information! 
• Unlimited number 

of questions and 
variables, with 
hundreds of 
response types • 1-800-767-0022 

Post Office Box 460863 
San Francisco CA 94146-0863 
info@sotech.com • Seamless export 

of data to SPSS SOCRATIC 
http:/ lwww.sotech.com SOFTWARE 

DATA COLLECTION IN 
GERMANY & WORLDWIDE 

BERNHARD 
SCHREIBER 
President 

Phone +1-817-431-3899 
Fax: 431-5572 

E-Mail: info@fieldresearch.com 
http:/ / www.fieldresearch.com 

1eld research 1511 Windsor Forest Trail 
Roanoke, TX 76262 USA Schreiber, Inc 

TJ.IE 
OUEOTION 
OHOP,Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

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

Fairfield CT based qualitative market research firm seeks focus group 
moderator, minimum two years experience required , moderate, write 
reports and client interface on a per project basis. Send cover letter and 
resume to 1616 Post Rd ., Suite #3341 , Fairfield, CT 06430 
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Trade Talk 
continued from p. 82 

at least one PC, while 22 percent will own two or more com­
puters. 

• The PC buying binge will last until 2001. By then, bit­
crunching devices - from DVD players to HDTV sets to 
home digital camera darkrooms- will vie for the 21 st-cen­
tury digital dollar. 

In the past, frugal consumers could find products at this 
price point, but those systems were a generation behind and 
could barely run contemporary software. Today, Compaq, 
Packard Bell, Hewlett-Packard, and Acer hawk fully func­
tional desktops that easily run Windows 95 and popular 
consumer applications like games and financial software. 
Only a few vendors abstain from this market: 1) financially 
troubled Apple; 2) corporate-focused Dell; 3) convergence­
minded Sony; and 4) tentative Toshiba, which can't decide 
whether or not to abandon the home-PC arena. For compa­
nies in the low-cost market, business thrives. 

Forty percent of retail PCs sell for under $1 ,000. 
Manufacturers and retailers report that these devices 
account for anywhere from 30 percent to 65 percent of con­
sumer purchases. The ASP for all home computers now 
runs around $1,200, and the industry expects it will contin­
ue to nose-dive. 

First-time buyers lead the charge. The industry claims 
that 30 percent to 60 percent of cheap PCs go into house­
holds that do not already own a computer. Remaining units 
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are bought as either replacements or supplements for 
households that currently have a system. 

Retailers make money - but not on PCs. Low-cost sys­
tems create foot traffic but very little profit for merchants. 
Successful players may only make $20 on a cheap PC, but 
they can generate substantial profits from selling war­
ranties, software, printers, and color inkjet cartridges. 

Why is the sub-$1 ,000 PC thriving now? Three stars have 
aligned to create a fertile marketing environment for this 
new segment. 

• Vendor infighting. Making money in this market 
becomes possible only with incredibly efficient operations 
and high volumes. Market leaders like Compaq, Packard 
Bell, and Hewlett-Packard willingly sacrifice margins for 
market share. 

• Credible alternative microprocessors. Compaq and IBM 
use chips from AMD and Cyrix in their PCs because the 
clones offer Pentium performance for less than three-quar­
ters of the cost. Microsoft supports lntel-compatible CPUs 
by promising to tweak Windows to take advantage of new 
features in next-generation clone chips. 

• Stable applications. Today's software rarely runs out of 
processing room. Windows 95 performs perfectly well on 
cheap PCs, and early tests show that its successor, 
Windows 98, will run even better on the same hardware. 
Cheap PCs offer plenty of horsepower for popular consumer 
software like Collier's Encyclopedia or Intuit's Quicken. o 

Next month: Prices will keep falling. 
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Cheap PCs: Is the revolution 
finally here? 

r years, computer industry observers have preached the 
ospel that home computers, once they reached mass 
cceptance, would enrich our lives in myriad ways, 

bringing us unlimited educational and communication 
opportunities. In the beginning, that promise seemed to 
apply only to those who could afford to spend thousands of 
dollars on a PC. But now, with prices of well-equipped com­
puters dropping below $1,000, will the pundits' dreams 
become reality? 

Computers may never reach the penetration levels of tele­
vision (then again, who knows?) but even if they get close, 
the implications and opportunities for marketers are stagger­
ing. With an ever-expanding audience, the Internet (and the 
other, as-yet-unknown vehicles for computer-based com­
merce and communication that are sure to follow) may final-

ly fulfill the potential that has so far eluded many companies 
that have dabbled in cybermarketing. 

To provide some perspective on the advent of the sub­
$1 ,000 PC, we offer a two-part article which was compiled 
from several reports provided by Forrester Research, a 
Cambridge, Mass., firm specializing in the computer and 
high-tech industry. 

Forrester defines cheap PCs as home computers that cost 
$999 or less and include a Pentium-class processor, CD­
ROM drive, sound card, and a minimum 16MB of memory, 
1GB hard drive, and 33.6Kbps modem. A monitor is not 
included. 

To ·research this topic, Forrester spoke with executives 
from Acer America, AMD, America Online, Apple 
Computer, Avalon Software, Berkeley Systems, Compaq, 

-----------------------, CompUSA, Cyberian Outpost, CyberMedia, Dell Computer, 
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"This floor plan is favored by 96°/o 
of the labaratory rats tested." 

Egghead Computer, Family PC magazine, Geoworks, 
Hewlett-Packard, HomePC magazine, IBM, Ingram Micro, 
Intel, Internet Shopping Network, Intuit, Iomega, Juno, LSI 
Logic, LucasArts, Lycos, Micrografx, Micron, Microsoft, 
Monorail, National Semiconductor, Netscape, ONSALE, 
Packard Bell NEC, RCA/Thomson, Sony, Staples, and Teac. 

Part I below explains how the sub-$1,000 price point came 
about and who's buying all those inexpensive PCs. Next 
month, part II will cover the implications for the computer 
industry and Internet marketing. 

-Joseph Rydholm/QMRR editor 

1997 was the year of cheap PCs. Vendors and retailers 
assert that 30 percent to 40 percent of consumer PCs 
sold in the United States during the last four months 

were priced below $999. But will this party last? Forrester 
Research predicts that: 

• Cheap PCs will capture 55 percent of the U.S. consumer 
market by year-end 1999. The average selling price (ASP) of 
consumer PCs will drop below $599. 

• Lower price points will increase U.S. household pene­
tration as well as expand the number of homes with multi­
ple PCs. By 2002, 60 percent of U.S. households will have 

continued on p. 81 
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EXCELLENCE 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Excellence, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

Pmicipate in a Burke Institute 
seminar and you will experience our 
unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat­

ed staff who will counsel you concerning 
the best training programs (ours or others) 

to our outstanding seminar leaders who will 
educate you in the best practices utilized by 

marketing researchers worldwide. Through over 
2,500 seminars on 25 topics with more than 40,000 participants in 
28 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our seminars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppliers worldwide. Not 
ju t the proprietary techniques and viewpoints of a particular suppli er. 

INTEGRITY. Our mission is education. Participants from our seminars are never 
contacted for anything other than follow-up related to their continuing education. 
Guaranteed unconditionally. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to select from a wide range of programs designed to meet 
your continuing educational need . Our programmed sequence of seminars elimi­
nates the duplication and conflicting content which often results from attending dis­
jointed eminars from different sources. 

RECOGNITION. You get tangible professional recognition for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
from having done tens of thousands of research studies. The content is usable imme­
diately in day-to-day work. 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Fantastic- the best \eminar on any subject I"ve been to. Ri ght on target - will be a help 
immedi ate ly. Speaker superb. A born teacher. 

Marketing Research Ana lyst, Ford Motor Co. 

Excellent! Best professional '>eminar I' ve been to. Content wa-. practically oriented. 
Speaker excellent! Presented information in an ex tremely "'user friendly" manner. 
Energy level was phenomenal. Manager. Marketing Research, Bausch & Lomb 

Thi s seminar has been more useful than any other coursework I' ve completed. Thi was 
worth more than the my company spent to send me. Very comprehensive- everything 
I needed. 

Assistant Manager. Marketing Research, Riverside Methodist Hospita l 

BThe k ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

© 1998, The Burke Institute 
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C'in~o:mnatl . . . . June 10 Bo'llon Jan . 29-10 

Chicago Jul) 11-15 ClllL' innati -\pr 9-10 

Cincinn;.tti Aug. 17- 19 c" Orlean' Jul; 23·24 

At l ant<~ Sept 2k-30 ChKago Sept. 24·25 

105. Questionnaire Des ign 601. Translating Data into Actionable 

Sil ll Diego . Jan . 15-16 Information 

Cincinnati F-eb. 26-27 c" York Jan . 22<'!3 

New York . Apr 2-3 Ch tcilgo . 1\br 1~-20 

Cincinnat i . . June 11- 12 
Bo,ton . Ma) 7-8 .. 

Chtcago . July 16-17 Cim.:innati ... July 9-10 

Cinctnnatl Aug . 20-21 San Diego Sept. :1-4 

602. Tools and Techniques of Data Anal) ~is 
201. Focus Group-= An Introduction :-Jc"' York Jan. 27 10 

Ch~t:ago \1ar 24-15 C'inl:innati .. ... \J ar 3-6 

202. Focus Group 1\loderator Training Bn,tlln 
cm~innati 

San Otego . 

. Apr. 6-9 

203. 

204. 

301. 

Cincmnall . Feb. :l-6 
Cmctnnall Mar. 3-6 

Cmcmnatt . . Apr. 14-17 
C incumau . . Ma} 12- 15 

Cincinnati 

Cincumatl 
Cincinnati 

June 23-26 
Aug 4-7 

. Sept 15-18 

Focus Group Applications 
Cincmnati Apr 20-22 

Qualitative Research Reports 
Cinrmnall Apr. 23-24 

Communicating :\larketing Rc;earch 

'le" York Jan. 19-21 
Cmrmnali . . \1ar. 9-11 
Ch~eago . . . . . Apr. 13- 15 
Bo,ton . . . . . . \ b) 18-20 

Cmcmnall Jul) 6-8 
Cim.·mnall . . . . Aug ~ 1-Sept 2 

603. 

701. 

702. 

At lanta 

Cincinnati . 

.. \ Jay 12-15 
. June .::!3 -26 

. Jul) 2X-31 
Aug. 25 -2X 

Practical '\lulli>a riate \nal) 'i' 
:>lc\\ York Feb. 3-6 

C'u1~innat1 

Chtrago 
Cim:tnnatl 

Bn ... ton 
:-<e" )ork . 
Cincmnati . 

\1ar 17· 20 
Apr. 21-24 

June 2·5 
Jul) 7-10 
\ug. 4-7 
Sept. J'\ . JX 

International :\larketing Re,earch 

Chica~o ·\ pr 16 17 

\c" York Sept. 29-10 

Busine\., to Bm~iness \lar~etin~ 

Rc,earch 

t::v. Yor"­
Cincumati 

. . . . reh . 24-26 

. . . . Sept. \1 I I 

ClRTI FJC \I l 0 1· AC HI EVEM£ '-T J'o; \1 \R II. ErJI\G RLSJ ·\Rt II \1ETHODOL.OGY & .-\PPLIC"ATIO'o;S 
Ctnc.:innali Fch . I0-\1;.tr ll. llJ9~ Cmunnat1 \ug. 10-St!pt 4. 199H 

CERTJIIC ATl OF PROJICIE:\0 I'- QL ALIT\TI\'F RI ·SF ·\RCH 
Cllll.:lflriJti O~.:t. 7 17. l9l)7 Cinunna11 

CTRTif ICATI· OF PROIIC IEI\C) l 'o; QL:A:\TIT.\TIH. A .\LYSIS 
ChKago . . Sept 22·(kt. 10. IW7 'o;c\\ York Jan . 19-1-cb h. 199H 

Plca'c call tor aJJumnal inforrnauon on thc ... c and other Burke hhtHute ... cmJnJ.r, , 

All the ahme Burke lmitllute Serumal'> are a\.ul.thle f('lf tn-how.c prc,entahon 

Please contact: 

JIM BERLING, Client Service Manager or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 
606-655-6135 

Fax: 606-655-6064 
E-mail: Burkelnstitute@BASES.com 
Web Site: http://www.Burkelnstitute.com 



Is YOUR BOSS ABOUT 

TO IMPLEMENT THE WRONG 

COMPETITIVE STRATEGY? 
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